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UPDATED REPORTING PANELS

This week's R&R contains the complete
and updated lists of the reporting stations
for each R&R music format, effective with
this issue.

Listings appear in each section

OVERLOOKED SALES POINTS

Everyone listens to radio, 25-54 listening
is up, and weekend listening is strong.
Katz Sr. VP Gerry Boehme addresses
some facts about radio that salespeople
often overlook.

Page 18

KISS BUILDS A HOUSE
KISS/San Antonio is the first radio station
in the nation to become a “Habitat For
Humanity” affiliate, building a home
with the help of its listeners. How did
they do it?

Page 120

WGCI SPOTLIGHTS ‘GIRL X’

Urban WGCI/Chicago succeeded in
bringing national attention to a horrific
local crime and raised more than $160,000
for the nine-year-old victim in the process.

Page 98

rag RRRAREE

« Ed Goldman named WBZ/Boston
VP/GM; Ted Jordan becomes
WODS/Boston VP/GM; Scott
Herman appointed CBS Radio
Nets Sr. VP/News

= Dan Balla becomes
PD at KKRW/Houston

¢ Dr. Dave Ferguson now
PD for WXYV/Baltimore

¢ Tim Dukes named PD for
KI0Z/San Diego; Mark Todd
now PD at sister KKLO/San Diego

= Dan Beck appointed V2 label President
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Commission Approves DARS Plan

@ FCC to conduct spectrum auction on April 1

The FCC has finally approved a plan to provide two satellite digi-
tal audio radio service (DARS) licenses. The Commission voted Mon-
day (3/3) to conduct an auction among the four pending DARS appli-
cants on April 1.

The agreement was a close call: Chairman Reed Hundt and Com-
missioner Susan Ness had said as late as last week that they wanted
the auctions opened to new applicants. Both backed down on this
criterion, but did win the right of the Commission to adopt rules some-
time in the future that would place public interest obligations on the
licensees. The licensees still must comply with EEO and political

THE INDUSTRY’S NEWSPAPER

broadcasting rules.

The four existing applicants — American Mobile Radio Corp.,

DARS/See Page 28

R&R Talk Radio Seminar: Style Plus Substance

M While talk hosts and execs hone their skills, McCurry outlines White
House radio agenda; political advisor Morris impresses audience

By JEFFREY YORKE AND HEATHER VAN SLOOTEN
R&R WASHINGTON BUREAU

hat doWhite House Press Secretary Mike
McCurry, former Clinton advisor Dick
Morris, Larry King, and MADD National Pres-
ident Katherine Prescott have in common?
They were all among the ¥
more than 200 in atten-
dance at the second an-
nual Radio & Records
Talk Radio Seminar,
held February 27-March
1 in Washington, DC.
The Clinton adminis-
tration’s commitment to
Talk radio will deepen
during its second term,
McCurry told the semi-
nar audience. “As you
may expect, there will
be fewer coffees at the
White House,” McCur- —

Former Clinton White House advisor Dick Morris
aelivers his keynote address at R&R’s second
annual Talk Radio Seminar.

ry joked. “And that could open up more [radio]
opportunities for the president.”

McCurry said Clinton’s second-term radio ac-
tivity would most likely take the form of “radio
roundtables” airing on several commercial sta-
tions. But Clinton won’t be given free reign. “He

troduce another bill that would ban or severely
restrict all forms of alcohol advertising on radio
and television. Kennedy’s Sr. Legislative Assis-
tant, Heather Mizeur, joined Distilled Spirits
Council of America President Fred Meister,
Mothers Against Drunk Driving National Presi-
dent Katherine Prescott,
Association of Nation-
al Advertisers Exec.
VP/Gov't Relations
Dan Jaffe, and Rudy
Baca (senior advisor to
FCC Commissioner
James Quello) in a
roundtable discussion
debating the legality and
social repercussions of
alcohol advertising.

Prescott was quick to
clarify that MADD
“does not advocate aban
————— on alcohol advertising.”
Instead, she stated, “We would like to see
‘counter-ads’ to alcohol ads.” Additionally, Pres-
cott opposed the use of images that may be en-
ticing to those under age 21.

Referring to Kennedy’s several unsuccessful
attempts to push similar legistation through Con-

photo credtt. Neshan | laftcrayan

Cuhrﬁ pcii
Stresses Spirit
0f Cooperation

Country’s continuing success
has come in large part because
local and national radio. records,
and the touring industry have
worked hand-in-hand to elevate
the music’s quality, visibility, and
availability.

With radio’s consolidation, the
proliferation of artists and labels,
and the changing face of retail,
the future presents the country
music community with fresh
challenges.

Taking our cue from CRS 28’s
theme of “Winning Through
Leaming — How To Keep Coun-
try Strong,” this year’s Country
Radio Seminar special edition of
R&R brings together experts

Page 3 loves to gab. You really need someone there to  gress, Mizeur said the initiatives have failed be- from each of these allied fields to
say, ‘OK, next caller please.’” cause “members of Congress are addicted to the discuss “where we’ve been,
An aide to Rep. Joe Kennedy (D-MA) con-  funds they receive from alcohol companies and where we are, and where we’re
firmed that within two weeks, Kennedy will in- SEMINAR/See Page 39 going.”
SPECIAL BEGINS PAGE 43.
CHR/POP
* CARDIGANS Lovefool (Mercury) 1 3 '
Mg, Stern S Prlvate Parts Unvelled
 SPICE GIRLS Wannabe (Virgin)
URBAN
* MONICA For You | Will (Warner Sunset/Atlantic}
URBAN AC
* BABYFACE Every Time | Close My Eyes (Epic)
COUNTRY
* DEANA CARTER We Danced Anyway (Capitol) R
|
NAC/SMOOTH JAZZ i Local +8%
* BRAXTON BROTHERS When Love Comes... (Kokopelll) i Notibnol +72, .
So RAB
HOT AC I —— —— Z=
*NO DOUBT Don't Speak (Trauma/interscope) y
TS 97 Numhers Hit High Note
e e The radio industry started 1997 just where it left off in 1996 —
ACTIVE ROCK with another month of revenue increases. January business was 8% H
« LIVE Lakini’s Juice (Radioactive) ahead of last January. according to the RAB’s revenue index of more 5
ROCK than 100 markets. The numbers likely signal another record-setting H
year of radio revenues, which last year topped $12 billion. : §
* AEROSMITH Falling In Love... (Cotumbia) “Last year will be a tough act to follow, but by all indications 1997 ‘ _ _ ,
ALTERNATIVE has the potential to surpass it,” declared RAB President/CEO Gary oward Stern entertained a throng of fans in front of_ Madlsqn
o WALLF 0 i Fries. “Other than the growth we’ ve experienced as a result of posi- Square Garden last Thursday (2/27) before the premiere of his
WALLFLOWERS One Headlight (Interscope) ‘ ‘ R A Jhihe gl i “Private Parts” movie, which opens nationwide today (3/7). Care to
tive economic conditions, the principal reason for our industry’s opti- redict the movie’s opening weekend grosses? See STREET TALK
ADULT ALTERNA“VE'_ mism in 1997 is the enthusiastic acceptance of radio as the medium ga ge 30 Remig 9 ) i
* WALLFLOWERS One Headlight (/nterscope) of choice for an increasing number of local and national advertisers.” i
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CBS Moves Goldman,
Jordan To VP/GM

Positions In Boston
= WINS’s Herman now
network Sr. VP/News

Ed Goldman
has returned to
CBS Radio Sta-
tion Group’s
WBZ-AM/Bos-
| ton as VP/GM.
¢ He succeeds Ted
Jordan, who has
moved to co-
owned WODS-
FM to replace
_ Bob Pates asVP/

' GM.
In related news,
| Scott Herman
has been named
Sr. VP/News for
CBS Radio Net-
{ works. He’ll also
retain hisVP/GM
post at WINS-
AM/New York.
Larry Cooper
__. — currently VP,
{ CBS News/Radio
b | — will assist with
| the transition, but
will leave in the
spring to pursue
1 other radio oppor-
N (unities.

CBS Radio Sta-
tion Group Presi-
dent Dan Mason
commented on
Goldman’s and
Jordan’s appointments: “Ed’s previ-
ous success with WBZ and his inti-
mate knowledge of the Boston mar-
ket will serve him and the company
very well. Ted’s solid performance
with FM stations makes him the per-
fect choice to build upon the great

CBS/See Page 28

Goldman

Herman

Balla Becomes PD
At Houston’s KKRW

Dan Balla has been named PD at
Classic Hits KKRW/Houston. He
most recently was PD at KRXO/
Oklahoma City, where he spent
seven years.

“I’'m extremely pleased to be se-
lected to come to Houston. program
the station, and take it up to its next
level,” Balla told R&R. “I'm very
impressed with the quality of the
people here and their ideas about
radio. I'm especially excited to be
working with [Station Manager]
Frank Carter, [Manager/Market-
ing] Mike Crushan, and SFX
Broadcasting’s [Regional VP]
Dusty Black and [VP/Program-
ming| Dave Dillon.

BALLA/See Page 28
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‘Q-Jam’ n The Vote

| WKQX(Q101)/Chicago and WJMN(Jam'n 84.5)/Boston recently “Rocked
The Vote” as honorees at the fourth annual Patrick Lippert Awards held
last week (2/25) in New York City. On hana for the event, which was co-
hosted by MTV, were (back row, I-r) Q101 Marketing Director Ray Mena,
L.L. CoolJ and Coolio, and Jam’'n 94.5 Marketing Director Dennis O’Heron;
(front row, I-r) Joan Osborne, 'UJMN air personality Fast Freddy and Pro-
motion Coordinator Shaileen Renshaw.

| Justice Clears Way For ARS/EZ Merger

In an antitrust settlement with the
Department of Justice, American
Radio Systems has agreed to sell
KSSJ-FM/Sacramento and EZ
Communications said it will sell
WRFX-FM/Charlotte. The agree-
ment clears the way for ARS and EZ
to complete their $655 million merg-
er, which they agreed to last August
(R&R 8/9/96).

l] DOJ also wraps probe into Cox Radio’s
acquisition of NewCity’s Syracuse outlets

Without the divestiture, ARS/EZ
would have had 55% of Charlotte’s
radio advertising revenues and 36%
of Sacramento’s ad revenues. After
the sales, the companies will have
40% in Charlotte and 33% in Sac-
ramento. But the real issue may have
been format control in Charlotte:
Had a previously announced deal

DOJ/See Page 28

Katz Forms ABc Rep Firm

Katz Radio Group has formed a new division that will represent all 21
of ABC Radio’s stations. Bob McCurdy, who was most recently Presi-

| dent of Sentry Radio Sales, will preside over this division. which hasn’t

\

yet been named.

“ABC is an extremely important core KRG client.” noted KRG President
Stu Olds. “ABC is strategically critical to our marketing strength and flex-
ibility in the Top 20 markets as we build on our growing new business
development efforts.”

The division is expected to bill more than $70 million this year. It will
open its doors April 1.

In addition to his new post with the ABC rep firm, McCurdy was also

appointed an Exec. VP for KRG. Banner Radio/Detroit VP/GSM Mitch

Kline will become VP/GM under McCurdy

“Dr. Dave” Ferguson has
been hired as the new PD at
CBS Radio Urban outlet
WXYYV (V103)/Baltimore. |
He transfers to V103 from &
the Creative Services Direc- |
tor post at co-owned &
WPGC-FM/Washington. 8

“We’re all very happy §
about Dave coming to ‘the §
V’ and are excited about the
future now that he’s on
board,” said WPGC Presi-
dent/GM Benjamin Hill, who is
currently overseeing WXY V.

Ferguson added, “This station has
| historically been the dominant Ur-

[

310-788-1625  310-203-8727
310-553-4330  310-203-9763
310-788-1675  310-553-4056

310-553-4330  310-203-8450

Ferguson

moreinfo@ rronline.com
newsroom@ rronline.com
jill@rronline.com

hmowry @rronline.com

‘Dr. Dave’ Sets Up PD Practme At WXYV

ban station in town. Now it’s
time for history to repeat it-
self. Now that CBS is in-
| volved. we’ll have the back-
ing that has been missing for
the past couple of years. The
priority is for V103 to recon-
| nect with the community
and re-establish the on-air
consistency that helped
make it such a heritage prop-
erty.”

Ferguson returned to
WPGC in 1994 after a three-year stint

as PD of KSFM/Sacramento. He |

had worked at "PGC between 1987-
1991, the last two years as its PD.

.l'
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Jacor Com-
munications/
San Diego has
tapped two new
PDs: Tim Dukes
at Active Rock
| KIOZ-FM and
| Mark Todd at
| CHR/Pop
KKLQ-FM.
Dukes will retain
his Jacor/San Di-

Dukes
ego OM post;
Todd formerly served as PD at
KRQQ/Tucson.

Dukes — who also has served as
OM at Alternative sister XTRA-FM
— replaces Greg Stevens at KIOZ;
Stevens exited last week. “This is

Jacor/San Diego Taps Two Programmers
M Dukes adds KIOZ duties; Todd heads to KKLQ
| e |

the first time in
my career that
I’ve crossed the
street  without
pissing off the
station I left.”
Dukes told R&R.
“But then again,
it’s notlike | real-
ly crossed the
street, it’s like
crossing the al-
ley.”

KKLQ has been without an offi-
cial PD since Al Peterson left and
reopened his consultancy. Todd told
R&R, “It is extremely exciting to

Todd

JACOR/See Page 28

Virgin Records founder
Richard Branson’s new la-
bel V2 has tapped Dan
Beck as President of its
North American operations.
Beck — who will be
based in New York — spent
two decades with Epic
Records, where he most
recently was Sr. VP/Mar-
keting.

“We’re thrilled that V2, in
L its infancy, has managed to
attract someone of Dan’s caliber to
take the helm in America.” V2 Group
| COO Jeremy Pearce said. “In addi-

o
310-553-4330
202-783-3826
615-244-8822

Beck

615-248-6655

V2 Welcomes Beck As President

tion to his tremendous mar-
keting experience, Dan has
o exactly the personal qualities
| to lead what we believe will
be a very special company.”

Virgin Group Of Com-
panies Chairman Branson
added, “We are absolutely
delighted that Dan has
| joined us at the start of this
exciting new venture. He
was our numbet-one choice,
and it’s always good to be
number one.”

Ashead of Epic’s marketing team,

BECK/See Page 28
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Federal Court Strikes Down FCC Gambling Rule

By HEATHER VAN SLOOTEN
R&R WASHINGTON BUREAU

Radio stations have a constitutional right to air advertise-
ments for gambling casinos, a federal appeals court has ruled
unanimously. The 9th Circuit Court of Appeals in San Fran-
cisco upheld 3-0 a district court ruling that said the FCC’s ban
on casino advertising violates the First Amendment.

The suit was brought against the
Commission by Valley Broadcast-
ing and Sierra Broadcasting com-
panies in Nevada.

Decision ‘Right On Track’

The ruling is good news, especial-
ly for radio companies in New Jer-
sey, Louisiana, and California,
where broadcasters had been angry
that Nevada could run the ads, while
they were excluded from doing so.
“The Circuit Court decision is sim-
ply another nail in the government
coffin,” said Steve Perskie, attor-
ney for Players International Inc.,
which is contesting the FCC rule in
New Jersey. “It is a decision that’s
right on track and that makes many

The Circuit Court
decision is simply
another nail in the

government coffin.
—Steve Perskie

of the same points we are making in
our case.”

Nevada received a waiver to the
regulationin 1992. The FCC rule and
a U.S. statute prohibit *“any advertise-
ment of or information concerning
any lottery, gift enterprise, or similar
scheme, offering prizes depending in
whole or in part upon lot or chance.”

G SRR

EARNINGS

oon-to-be-merged American

Radio Systems (NYSE:
AFM) and EZ Communications
(Nasdagq: EZCiA} have announcad
their fourth-quarter and year-and
eamings.

ARS saw revenues jlanp 129.2%
{14% on a same-station basis) in
the fourth quarter of 1856, Eamings
were $2.4 million (one cent per
share) on revenues of $64.4 million,
compared to $971,000 (6 cents) on
revenues of $28.1 miltion for fourth-
quarter 1995, Broadcast cash flow
before net local marketing agree-
ment fees increased 119.4% to
$22.6 million. On a same- station
basis cash flow was up 22%.

For the full year ARS had income

ARS, EZ Report Revenues

of $5.1 million (one cent) on reve-
nue of $178 million, compared to last
year’s $8.3 million (59 cents) on rev-
enue of $97.8 million. Broadcast
cash flow for 1996 increased 85.3%
to $58 million from $31.3 million.
“We believe the work we have
done in 1996 sets the stage for ac-
celerating same-station growth
rates in 1997 and beyond,” said
SFX Chairman/CEO Steve Dodge.
“With strong initial ratings results in
hand, we feel very good about our
prospects for 1997 and for the sec-
ond half of the year in particular.”

EZ Communications

For the most recent three-month
period, EZ posted a loss of $6.9 mil-

That rule is jointly enforced by the
Department of Justice.

While the court was sympathetic
to the FCC’s purported goal of dis-
couraging what the FCC calls a ““so-
cial ill” (i.e., gambling), the court
said the numerous exceptions to the
rule make it ineffective. The rule
does not apply to government-run,
Indian-run, or non-profit gambling
advertising.

The NAB late last year filed a
brief in support of Valley and Sier-
ra’s arguments. “We're pleased with
the decision, but we realize there are
future court battles ahead, and the
Supreme Court will likely be the fi-
nal arbiter,” said NAB spokesperson
Dennis Wharton. One FCC source
said the Commission has yet to de-
cide what it will do next, but others
say it is likely the court’s decision
will be appealed.

Currently 49 states allow gam-
bling; 22 allow casinos.

lion {76 cents) on net revenue of
$30.7 million, compared to eamings
of $294,000 (3 cents) on revenue
of $23.5 million for fourth-quarter
1995. Broadcast cash flow in-
creased 41% to $12.1 million from
$8.6 million. EZ attributed to loss in
part to costs associated with the
ARS merger. Broadcast cash flow
increased 35%.

On a same-station basis net rev-
enue and broadcast cash fiow in-
creased 5% and 13%, respective-
ly, for the full year. The company
reported a loss for the year of $4.7
million (52 cents} with $121.2 mil-
lion in revenues. For '95 EZ had net
income of $2.2 million {25 cents) on
revenue of $95.6 mitlion.

 BUSINESS BRIEFS

Tauzin, Gregg Back Burns; Warn FCC

ouse Telecommunications Subcommittee Chairman Billy Tauzin (R-

LA) and Sen. Judd Gregg (R-NH) have warned the FCC that it
cannot use its own methods for determining whether a station sale would
create too much consolidation in a market. In a letter to Chairman Reed
Hundt last week, Tauzin said Congress, in creating the ownership rules
in the Telecom Act, precluded the FCC from using criteria such as “diver-
sity of voices” or “competitive effect” in granting transfer applications.
Tauzin’s letter came days after an almost identical one from Senate Com-
munications Subcommittee Chairman Conrad Burns (R-MT).

Gregg asked Hundt, “Does the Commission undertake its own review
of the competitive impact of a proposed transfer that is otherwise permit-
ted under the caps established by the Act? if so, on what authority? What
standard is the Commission employing and how is it justified?”

Tauzin said only the Department of Justice has the authority to deter-
mine whether concentration is anti-competitive or unhealthy for the mar-
ket. “Any review the FCC would perform in this area would be both dupli-
cative and wasteful,” Tauzin wrote.

Meister Responds To Tauzin Alcohol Proposal

ouse Telecommunications Subcommittee Chairman Billy Tauzin's
(R-LA) proposal that broadcasters enact an industrywide policy on
alcohol advertising did not go unnoticed by the Distilled Spirits Council
of the U.S. (DISCUS). DISCUS President/CEQO Fred Meister indicated
this week that his group could support an antitrust exemption allowing
broadcasters to develop a code targeting all alcohol advertising to adults.
“If the intent of this exemption is correct, and beer and wine would futly
participate, then we would supportit,” Meister said. “ If , on the other hand,
the exemption would perpetuate discrimination against distilied spirits,
we would strongly oppose it.”

Financial Update

FX Broadcasting Inc. has closed its $41 million acquisition of KNUZ-

AM & KQUE-FM/Houston from Texas Coast Broadcasters and
its $25 million buy of WWYZ-FM/Hartford from WATR Inc. ... The Feder-
al Trade Commission has granted early antitrust clearance to Ameri-
can Radio Systems’ acquisition of WGRR-FM/Cincinnati from the Dal-
ton Group ... Jacor Communications will seli its interest in amusement
park firm Australia's Wonderland Partnership for $9 million to Hartford
Lane Pty. Limited as trustee for Sunway Australia Unit Trust. The pro-
ceeds will provide Jacor with approximately 26 cents per share.

CEA Realigns Executive Tier

C ommunications Equity Associates has shuffied its executive line
up:
» Tom Cardy to Exec. VP/Entertainment & New Media from Sr. VP/Enter-
tainment & New Media

» Beverly Harns to Sr. VP/Managed Investments from Sr. VP/New Busi-
ness Ventures

* Even Blum to VP/Broadcasting from Senior Associate

« Scott Feuer named VP/Entertainment & New Media from Manager/
Business Planning & Development for the Walt Disney Co.’s Attractions
Division. Other appointments include:

* Mike Xenick to VP/Entertainment from Financial Analyst

* George Pollock Jr. to CFO/Merchant Banking Division from Manager/

Affiliated Investments
Continued on Page 28
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- PARAGON COUNTRY

3 We've helped country stations throughout this
=, country, and we can do the same for you. With

research that's custom designed for your station,
your market, your needs. No preconceptions. No agenda.,

Just tons of experience and all the right tools.

Call Michael Henderson today and learn more.

(303) 922-5600




So... you want to know

the average d@ of your
diarykeepers,

WHhere your listeners are
(by zip and by location),

how your fOrmat s
nerforming in your market,

and the strength

of your P listeners.

Oh, and you’d like to see it
over a fjye-hook period

...along with your
competitors’ numbers.

Anything else?

The new Programmers Package from Arbitron

ARBITRGIV
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DEALS OF THE WEEK

o American Radio Systems/Alta
Broadcasting merger $24 million

© KEZR-FM/San Jose
o KLUE-FM/Soledad
(Monterey-Salinas)

* SFX/EZ Communicalions swap

$65 million
o WDSY-FM/Pittsburgh
o WRFX-FM/Charlotte

Stations Traded This Year:
Stations Traded This Week:

RADIO BUSINESS

1997 DEALS TO DATE §

Dollars To Date:

$2,989,892,662

(Last Year: $2,006,636,376)

This Week’s Action: $146,896,343

(Last Year: $653,709,127)

407

(Last Year: 368)

58

(Last Year: 46)

TRANSACTIONS

ARS/Alta Broadcasting Merger Nets $24M

L

Amerian Radio
Systems/Alta

Broadcasting merger
PRICE: $24 million

TERMS: Merger; $20 million worth of
American Radio Systems Class A
common stock and $4 million cash
BUYER: American Radio Systems
Corp., headed by President Steve
Dodge. it owns KKSJ-AM, KBAY-FM,
KSJO-FM & KUFX-FM/San Jose.
Phone: (617) 375-7500

SELLER: Alta Broadcasting Co.,
headed by President James Levitt.
Phone: (408) 287-5775

BROKER: Eliot Evers of Media Ven-
ture Partners

KEZR-FM/San Jose
FREQUENCY: 106.5 MHz
POWER: 50kw at 430 feet
FORMAT: Hot AC

KLUE-FM/Soledad

(Monterey-Salinas)
FREQUENCY: 106.3 MHz
POWER: 5.1kw at 345 feet
FORMAT: Country

o

SFX/EZ Communications

swap

EXCHANGE VALUE: $65 million
TERMS: SFXis swapping its WDSY-FM/
Pittsburgh and $20 million for EZ Com-
munications’ WRFX-FM/Charlotte.
BROKER: Ed Dugan & Assoc.

[0 ARS gets two more California FMs; SFX, EZ swap in Pittsburgh, Charlotte

WDSY-FM/Pittsburgh
TRADED TO: EZ Communications,
headed by President Alan Box. It owns
WBZZ-FM & WZPT-FM/Pittsburgh.
Phone: (703) 591-1000
FREQUENCY: 107.9 MHz

POWER: 50kw at 827 feet

FORMAT: Country

WRFX-FM/Charlotte
TRADED TO: SFX Communications,
headed by President Bob Sillerman. It
owns WLYT-FM & WTDR-FM/Chariotte.
Phone: (212) 407-9126
FREQUENCY: 99.7 MHz

POWER: 84kw at 1056 feet
FORMAT: Classic Rock

e

Communications

' Properties Inc.

acquisitions

PRICE: $2.5 million

TERMS: Asset sale for cash

BUYER: Communications Properties
Inc., headed by President Phillip Kelly
SELLER: lowa Communications In-
vestments Inc., headed by President
John Cox

KGGY-FM/Dubuque, IA
FREQUENCY: 102.3 MHz
POWER: 1.65kw at 410 feet
FORMAT: Rock

WJOD-FM/Galena, IL
(Dubuque, IA)
FREQUENCY: 107.5 MHz
POWER: 3kw at 328 feet
FORMAT: Country

Just a soda.

Imacet I

CYLRUTHTING

Ths

KOLX-FM/Barling (Ft.

Smith)

PRICE: $450,000

TERMS: Asset sale for cash

BUYER: Toccoa Falls College Inc.,
headed by President Paul Alford.
Phone: (706) 886-6831

SELLER: Hendren-McChristian Com-
munications, headed by President Kim
Hendren. Phone: (501) 787-6500
FREQUENCY: 94.5 MHz

POWER: 31kw at 502 feet

FORMAT: Gospel

KZAL-FM/Desert Center
PRICE: $50,000

TERMS: Asset sale for cash

BUYER: Worldwide Multi-Media
Broadcasting Co., headed by Presi-
dent Frank Jordan. Phone: (619) 586-
0046

SELLER: Desert Broadcasting Corp.,
headed by President Wolfram Doch-
termann. Phone: (619) 324-7553

KTOM-AM &

FM/Monterey-Salinas
PRICE: $8 million

TERMS: Asset sale for cash

BUYER: Lartigue Multimedia Sys-
tems Inc., headed by President John
Lynch. It has agreed to acquire KHTX-
AM, KDON-FM & KRQC-FM/Salinas.
Phone: (619) 299-8900

SELLER: California Broadcasting Co.
L.P., a wholly owned subsidiary of Cali-
fornia Broadcasting Investors L.P.
FREQUENCY: 1380 kHz; 100.7 MHz
POWER: 5kw; 1.4 kw at 2421 feet
FORMAT: Country; Country
BROKER: Media Services Group

KCBQ-AM/San Diego
PRICE: $6 million

TERMS: Asset sale for cash

BUYER: JS Communications Inc.,
headed by President Terry Jacobs.
Phone: (606) 292-0030

SELLER: Citicasters Co., a wholly
owned subsidiary of Jacor, headed by
President Randy Michaels. Phone:
(606) 655-2267

FREQUENCY: 1170 kHz

POWER: 50kw day/1kw night
FORMAT: Talk

KPAG-AM & KRQS-FM/
Pagosa Springs

PRICE: $315,000

TERMS: Asset sale for cash

BUYER: Stubbs Broadcasting Co.

Inc., headed by President Donald ‘

Stubbs. Phone: (970) 264-4733
SELLER: A & B Broadcasting Inc.,
headed by President Monte Spear-
man. Phone: (719) 336-2206

I TRANSACTIONS AT A GLANCE |
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® Communications Properties Inc. acquisitions $2.5 million

® KGGY-FM/Dubuque, IA

i
i ® WJOD-FM/Galena, IL (Dubuque, I1A)
i ® KOLX-FM/Barling (Ft. Smith), AR $450,000
® KZAL-FM/Desert Center, CA $50,000
i ® KTOM-AM & FM/Monterey-Salinas, CA $8 million

® KCBQ-AM/San Diego $6 million

¢ ® KPAG-AM & KRQS-FM/Pagosa Springs, CO $315,000

$2 million

v @i; JERRCE
WDRK-FM/Callaway &
WPFM-FM/Panama City
PRICE: $2.75 million

TERMS: Asset sale for cash

BUYER: Root Communications Ltd.,
headed by President Jim Devis. It has
agreed to acquire WAKT-FM & WRBA-
FM/Panama City. Phone: (304) 258-4700
SELLER: Milblack Inc., headed by Pres-
identJ.T. Milligan. Phone: (904) 234-8858
FREQUENCY: 103.5 MHz; 107.9 MHz
POWER: 100kw at 423 feet; 100kw at
1000 feet

FORMAT: Rock; Hot AC

BROKER: Donald Clark

WNTF-AM/Mount Dora
PRICE: $75,000

TERMS: Asset sale for cash

BUYER: Telford Resort Hotel inc., a
wholly owned subsidiary of Peoples
Network Inc., headed by President
Charles Harder. Phone: (904) 397-4489
SELLER: Cross Country Communica-
tions Inc., headed by President George
Zarris. Phone: (812) 941-1570
COMMENT: Until recently, WNTF's call
letters were WBGB

WGUF-FM/Punta Gorda

(Ft. Myers-Naples)

PRICE: $2 million

TERMS: Asset sale for cash

BUYER: Renda Broadcasting Corp.,
headed by President Anthony Renda.
It owns WWGR-FM/Ft. Myers, WEJZ-
FM/Jacksonville, and WFKS-FM/Palat-
ka, FL. Phone: (412) 531-9500
SELLER: Intermart Broadcasting of
Naples Inc., headed by President
James Martin. Phone: (941) 639-1188
FREQUENCY: 98.9 MHz

POWER: 4.1kw at 328 feet

FORMAT: NAC/Smooth Jazz

WFVR-AM/Valdosta
PRICE: $114,500
TERMS: Asset sale for $100 cash and

® WFVR-AM/Valdosta, GA $114,500
® KXLT-FM/Eagle (Boise), ID $391,000
® KCIX-FM/Garden City (Boise), ID $7.56 million
& WEJM-FM/Lansing (Chicago), IL $14.7 million
® KCRR-FM/Grundy Center (Waterloo-Cedar Falls), IA $2 million
& WHBN-AM & FM/Harrodsburg, KY $300,000
® WNVL-AM/Nicholasville (Lexington-Fayette), KY $165,600
& KDBS-AM & KRRV-FM/Alexandria, LA $1.9 million
® KRVE-FM/Brusly (Baton Rouge), LA $7,078,700
® WBIU-AM/Denham Springs (Baton Rouge), LA $250,000
® KFRA-AM & KFMV-FM/Franklin, LA $100,000
® WFRB-AM & FM/Frostburg, MD $3,325,000
® KMRN-AM & KNOZ-FM/Cameron, MO $430,543
® WMHX-FM/Canandaigua, WRCD-FM/Honeoye Falls

& WMAX-FM/Irondequoit (Rochester), NY $7 million
® WBAZ-FM & WLIE-FM/Nassau-Suffolk $1.65 million
® WBTB-AM/Beaufort (Greenville-New Bern), NC $18,000
® WMBL-AM/Morehead City (Greenville-New Bern), NC $40,000
® WDUR-AM, WFXC-FM & WFXK-FM/Raleigh-Durham $20 million ¥
& WREV-AM/Reidsville, NC $225,000
® KOTK-AM/Portland, OR $8.3 million
& WXVX-AM/Monroeville (Pittsburgh), PA $150,000
® WXRF-AM/Guayama, PR $300,000
® Root Communications South Carolina acquisitions $10.3 million

® WJMX-AM & FM, WDAR-FM, WSQN-FM/Florence
® WGTR-FM & WWSK-FM/Myrtie Beach

& WLJI-FM/Summerton, SC $108,000
® KIKM-FM/Sherman, TX $14 million
® KKBY-AM/Puyallup (Seattle-Tacoma), WA $350,000 :

® WDRK-FM/Callaway & WPFM-FM/Panama City, FL $2.75 milfion
® WNTF-AM/Mount Dora, FL $75,000
& WGUF-FM/Punta Gorda (Ft. Myers-Naples), FL

R S AR RSS9
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assumption of existing notes

BUYER: Telford Resort Hotel Inc., a
wholly owned subsidiary of Peoples
Network Inc., headed by President
Charles Harder. It has agreed to ac-
quire WNTF-AM/Mount Dora, FL.
Phone: (904) 397-4489

SELLER: Florida Welcome Center
Inc., headed by President Millicent
Saunders. Phone; (352) 376-6285

o

KXLT-FM/Eagle (Boise)
PRICE: $391,000

TERMS: Asset sale for cash

BUYER: Lartigue Multimedia Sys-
tems Inc., headed by President John
Lynch. It has agreed to acquire KCIX-
FM/Garden City (Boise), ID (see follow-
ing deal). Phone: (619) 299-8900
SELLER: Eagle Broadcasting Inc.,
headed by President Humberto Fuent-
es. Phone: (208) 376-6666
FREQUENCY: 107.9 MHz

POWER: 45kw at 2684 feet

FORMAT: B/EZ

BROKER: Greg Merrill, Austin
Walsh, and Tom McKinley of Media
Services Group

KCIX-FM/Garden City
(Boise)

PRICE: $7.56 million

TERMS: Asset sale for cash

BUYER: Lartigue Multimedia Sys-
tems Inc., headed by President John
Lynch. It has agreed to acquire KXLT-
FM/Eagle, ID. Phone: (619) 299-8900
SELLER: Contemporary Media Corp.,
headed by President Edwin Guth.
Phone: (208) 376-6666
FREQUENCY: 105.9 MHz

POWER: 49kw at 2700 feet

FORMAT: HotAC

BROKER: Greg Merrill, Austin
Walsh, and Tom McKinley of Media
Services Group

(Chicago)
PRICE: $14.7 million
Continued on Page 8
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NEST MARKETING

Nest Marketing: The Latest Database Weapon

Il Trademarked tool converts at-work listeners into station advocates

TV, billboards, bus sides, and bumper stickers are tradi-
tional marketing tools that get listeners to try your station.
But now there’s a new implement in the toolbox, one design-
ed to build listener loyalty in a way never before attempted.

“Nest Market-
ing” — a term
trademarked by
Critical Mass
Media — targets
listeners where
they gather and
turns them and
their peers into sta-
tion advocates. Ac-
cording to CMM
Exec. VP/Market-
ing Michael Albl, Nest Marketing
allows a station/company to tailor its
marketing to the individuals who'll
offer the greatest rewards.

‘Maximedia’ Faults

“Stations must stop spending a lot
of money on maximedia that have
little impact and start talking to peo-
ple who will hang around the sta-
tion longer than anybody,” says Albl,
who contends Nest Marketing is on
the verge of replacing “branding” as

Michael Albl

CRITICAL
MASS MEDIA

a method of creating product loyal-
ty. “Branding is fading because
there’s very little loyalty left for any-
thing, particularly radio stations. As
the number of choices increase, lis-
teners regard radio more as a utility
or commodity — resulting in disbe-
lief of brand imaging. Like any other
product, a radio station must go be-
yond branding itself as ‘Oldies’ or
“Today's Hot Country.’ It must en-
dear itself to listeners.”

Albl says these endearment at-
tempts often fail because most mar-
keting is done in time of need.

Stations must stop
spending a lot of
money on maximeadia
that have little impact
and start talking to

people who will hang
around the station

longer than anybody.
I )

*“Managers then grab onto the latest
hot marketing item for a quick fix.
They usually run to TV — it’s the
easiest way to achieve universal
awareness and great as a mass-ap-
peal, top-of-mind cume builder.

“Stay away from billboards and
bus sides — the recall is low and ef-
fectiveness is difficult to measure.
Consumers are bombarded by
20,000 messages a day, and only a
few cut through the clutter. The
average person must see a message
cight times before achieving the *Tni-
ple A’: awareness, acceptance, and
action.

“Broadcasters also throw a lot of
money at people with contests. In an
age when people can buy a $1 lot-
tery ticket that offers a chance to win
millions, asking them to sit around
and listen for hours for a chance to
win $100 just doesn’t work anymore
as a tool to build cume or TSL.”

Group Efforts
So why Nest Marketing? Albl re-
sponds. “It recognizes that individ-
uals form collective groups that

CRITICAL MASS MEDIA

Revolutionary Radio Research » Nest Marketing » Mental Weaponry

For more information about Nest Marketing
Please call (513) 631-4CMM

Donna Leonard
Abbe Harris
Elizabeth Hamilton
John Martin

Visit Radio’s Home On The Internet
World Wide Web Site: hitp://www.cmmnet.com
World Wide E-Mail: cmm@cmmnet.com
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[unite) based on interests, attitudes,
and opinions. As a group. they tend
to emulate or mirror one another
and adopt similar behavior traits to
fit into the group. They have a strong
sense of loyalty to that group, which
can be as small as a family unit or
as large as a social club or compa-
ny.”
Albl says nests can be transient
(short-term gatherings with no set
location) or rooted (those with a
foundation such as an office); rooted
nests are much easier to track than
either transient nests or individuals.
“It's easier to market to 50 people
at one location than 50 people at 50
different locations. You spend less
and maximize every available lim-
ited marketing dollar.

*‘We market to offices and find
people we call ‘gatekeepers’ — those
who will advocate your station to
others. We also seek referrals, ask-
ing them to recommend the station
to friends. Gatekeepers act as entry

fax numbers.

one-way relationship.

further relationships.

decide which radio station to turn
on. It’s important to reach them at
these times, because once they be-
come engrossed in their work, radio
becomes secondary. At-work tele-
marketing is very effective in reach-
ing these folks and affecting their
decision.”

Albl says marketing to the data-
base is very efficient. “It allows you
to approach gatekeepers as individ-
uals. The most cost-effective mar-
keting is done to an individual who
wants or needs a product and is
ready or able to buy it. Being able
to isolate that individual enables you
to maximize those limited marketing
dollars.”

it's easier to market to 50 people at one
location than 50 people at 50 different

locations. You spend less and maximize
every avalilable limited marketing dollar.

points into that office. One listener
becomes two, then four, and so on.
We go back to them again and again,
in a variety of ways, and sell the sta-
tion to them. It’s a pyramid, like
Amway — they sell it to other folks.”

The lasting effects of that loyalty
is critical, says Albl. “Imagine a
competing station trying to come in-
to an office where we've recruited
a number of gatekeepers. It's very
difficult to get them to switch over.”

Work Vs. Drive Times

CMM targets at-work listeners for
ratings reasons. Albl explains. “The
four prime hours of daily drive time
— two AM and two PM — yield 80
available quarter hours. The hours
from 8am-4pm offer 160 available
quarter hours. No matter what you
do in momning or afternoon drive.
if you don’t win those 160. you can't
make it up with the 80 from the
drives.”

Nest Marketing targets people at
specific times of day, aiming to max-
imize listening during those daytime
quarter-hour availabilities. Notes
Albl. “People treat the first 20 min-
utes in the morning and just after
Ipm — right after lunch — as ‘per-
sonal ume.” They're preparing for
the workday or planning the remain-
Jer of the afternoon. We try to reach
them then because theyre about to

Albl adds that marketing to peo-
ple at work is also highly efficient
because they’re “captured™ there for
more than 160 quarter hours a week.
Because you know where and when
they're at work — as opposed to
guessing when they might be home
— it’s easier to reach them. In ad-
dition, he says there’s a 25% tur-
nover in residences, making it diffi-
cult to track individuals in their
homes. Once you've made numer-
ous contacts within a workplace, a
25% yearly database turnover won't
drastically damage your efforts —
there usually are a number of folks
remaining to carry the message.

Create, Cultivate,
Superserve

Albl outlines Nest Marketing's
strategies:

1. To create and form a long-term
integrated direct response marketing
program designed to influence hs-
tener behavior at point of decision
(when they get to work) and time of
tune-in (when they decide what
they're going to listen t0).

2. To cultivate listeners in order
to develop a mutually beneficial. co-
dependent relationship.

3. To superserve the core. expand
cume. and convert present cume to
core and ratings to revenue.

These strategies are carried out o
answer the listener’s usual guestion

Building The Perfect Nest

ritical Mass Media Exec. VP/Marketing Michael
Albl offers a step-by-step guide to Nest Marketing:

® Secure business names, addresses, and phone and
® Cultivate the nest through interactivity to avoid a

© Implement and maintain an ongoing impact, reach, and
frequency program with the targeted at-work nests.

® Use gatekeepers to advocate the station.

¢ Infiltrate the nest through additional gatekeepers.

©® Recontact the nests in order to cultivate

® Expand the number of nests continually.

“What's in it for me?” Says Albl,
“How — and how often — does a
station answer that question? It rare-
ly answers in listener terms. Man-
agers and programmers have a bad
habit of not doing perceptual re-
search to find out what listeners
want. Instead, they go by what they
read in the trades or do what their
mentors taught them.

“If we can endear the station to
listeners and make them dependent
on it for entertainment, information,
and other things of value, chances
are they'll keep coming back. That's
how we create co-dependency. We're
their friends all the time, not just in
times of need. We don't just stop by
when we need something.”

And when it comes to “‘stopping
by,” friends get a much warmer wel-
come than strangers. “When person-
alities visit a nest — whether to
deliver lunch or say hello — they ask
for gatekeepers by name and person-
ally thank them for being part of the
station’s network. Asking for them
by name creates a big impression on
them and their co-workers.” Gate-
keepers also are rewarded with in-
vitations to special station events by
mail or fax — sent to the office, of
course.

]

if we can endear the
station to listeners
and make them
dependent on it for

entertainment,
information, and

other things of value,
chances are they'll
keep coming back.

I (]

Nest Marketing can also play a
key role for a station's sales depart-
ment. Albl suggests sales people use
the database when targeting an ad-
vertiser to see if any key contacts are
already in place within the business.
“If a nest is active with lisieners. the
potential advertiser will be more in-
clined to accept the sales message
— especially if the station has done
something nice for the people in the
business. Each potential adveruser
not only s a passible revenue
source. but also a potentiel diary-
keeper”

Copyright ©, Radio & Records, Inc. Reprinted by permission
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TRANSACTIONS

Continued from Page 6

TERMS: Asset sale for cash

BUYER: Dontron Inc., headed by Pres-
ident Donald Crawford. Phone: (215)
628-3500

SELLER: WEJM-FM License Trust,
managed by trustee Charles Giddens.
Phone: (703) 827-2727
FREQUENCY: 106.3 MHz

POWER: 2kw at 397 feet

FORMAT: Urban

COMMENT: The station was placed in
a trust while previous owner Evergreen
Media sought a buyer to comply with
FCC market ownersmp limits.

KCRR FM/Grundy Center

(Waterloo-Cedar Falls)
PRICE: $2 million

TERMS: Asset sale for cash

BUYER: Connoisseur Communica-
tions of Waterloo L.P., a wholly owned
subsidiary of Connoisseur Communi-
cations Inc., headed by President Jef-
frey Warshaw. It owns KKCV-FM/Ce-
dar Falls, |A and KOEL-AM & FM/Qel-
wein, |A. Phone: (203) 227-1978
SELLER: Grundy Broadcasting Co.,
headed by President Audrey Osmund-
son. Phone: (319) 233:9770
FREQUENCY: 97.7 MHz

POWER: 16kw at 407 feet

FORMAT: Rock

BROKER: Gary Stevens of Gary
Stevens & Co.

WHBN AM & FM/

Harrodsburg

PRICE: $300,000

TERMS: Asset sale for cash

BUYER: Rod Burbridge

SELLER: Fort Harrod Broadcasting

| Addendum

In last week’s Transactions
(R&R 2/28), the price of Lartigue
Multimedia’s purchase of KHTX-
AM, KDON-FM & KRQC-FM/
Monterey-Salinas had not yet
been made available. The an-
nounced purchase price of $8.25
million has been added to the
year’s dollars to date total.

THE
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Corp., headed by President Robert
Martin

| WNVL-AM/Nicholasville

|

| John Cullen.

BEST IN

FAIRVIEW AVENUE |

(Lexington-Fayette)
PRICE: $165,600

TERMS: Asset sale for $165,600 cash
and assumption of an existing loan
BUYER: Benedictus Broadcasting
Co. L.L.C., headed by co-owners
James and Caroline Cloud. Phone:
(606) 281-5190

SELLER: QB Communications Inc.,
headed by President Bobby Becknell.
Phone: (606) 885-6031
FREQUENCY: 1250 kHz
POWER: 500 watts
FORMAT: Urban

KDBS-AM & KRRV-FM/

Alexandria

PRICE: $1.9 million

TERMS: Stock sale for cash

BUYER: Champion Broadcasting
Corp., headed by President Don Kid-
well, is acquiring KDBS Inc. It owns
KKST-FM/Oakdale, LA. Phone: (804)
648-8504

SELLER: Judy Karst-Campbell.
Phone: (706) 896-7018
FREQUENCY: 1410 kHz; 100.3 MHz
POWER: 1kw day/49 watts night; 97kw
at 1053 feet

FORMAT: News/Talk; Country
BROKER: Bill Cate of Sunbeit Media

KRVE-FM/Brusly (Baton
Rouge)

PRICE: $7,078,700

TERMS: Asset sale for cash

BUYER: Guifstar Communications
Baton Rouge Inc.,headed by President
It owns WJBO-AM,
WYNK-AM, WLSS-FM & WTNK-FM/
Baton Rouge. Phone: (512) 320-7222
SELLER: McForhun Inc., headed by
President Nancy David. Phone: (504)
665-5154

FREQUENCY: 96.1 MHz

POWER: 43kw at 449 feet

FORMAT: AC

BROKER: John Barger

WBIU-AM/Denham
Springs (Baton Rouge)
PRICE: $250,000

TERMS: Asset sale for cash

BUYER: Gulfstar Communications
Baton Rouge Licensee Inc., headed
by President John Cullen. it owns
WJBO-AM, WYNK-AM, WLSS-FM &

y
¥

BUMPER

ST.LOUIS, MO 63132

|
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WTNK-FM/Baton Rouge and has
agreed to acquire KRVE-FM/Brusly (Ba-
ton Rouge). Phone: (512) 320-7222
SELLER: Livingston Communica-
tions Inc., headed by President Nancy
David. Phone: (504) 665-5154
FREQUENCY: 1210 kHz ‘
POWER: 10kw day/1kw night

FORMAT: Religious
BROKER: John Barger

KFRA-AM & KFMV-FM/

Franklin

PRICE: $100,000

TERMS: Asset sale for cash

BUYER: FM Radio L.C., headed by
President Kenneth Noble. Phone:
(804) 272-7101

SELLER: Investors Broadcast Group
Inc., headed by President Robert Hol-
brook. Phone: (318) 989-2237

WFRB-AM & FM/Frostburg |
PRICE: $3,325,000 |
TERMS: Asset sale for cash

BUYER: WTBO-WKGO Corp. L.L.C.,
awholly owned subsidiary of the Woost-
er Republican Printing Co., headed by
President G. Charles Dix Il. It owns
WTBO-AM & WKGQO-FM/Cumberiand,
MD. Phone: (301) 722-6666

| SELLER: Western Maryland Broad-
| casting Co. Inc., headed by President |

|
|

STICKERS

D.C. Loughry. Phone: (301) 689-8871
FREQUENCY: 560 kHz; 105.3 MHz
POWER: 5kw; 13.5kw at 958 feet
FORMAT: Country, Country

KMRN AM & KNOZ FM/
Cameron

PRICE: $430,543

TERMS: Asset sale for $60,000 cash,
assumption of a $295,160 in existing
toans, and a seven-year, $75,383 prom-
issory note at 8.5% interest

BUYER: NFO Inc., headed by Dennis
Rowley. Phone: (702) 252-8920
SELLER: Osland Broadcasting Co.,
headed by President Norman Osland.
Phone: (816) 632-6661

WMHX-FCanandaigua,
WRCD-FM/Honeoye Falls
& WMAX-FM/Irondequoit

(Rochester), NY
PRICE: $7 million
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TERMS: Asset sale for cash
BUYER: Jacor Communications,
headed by President Randy Michaels.

It owns WHAM-AM, WHTK-AM, WNVE- |

FM & WVOR-FM/Rochester. Phone:
(606) 655-2267

SELLER: Auburn Cablevision Inc.
Phone: (716) 232-8870
FREQUENCY: 102.3 MHz; 106.7 MHz;
107.3 MHz

POWER: 3.4kw at 282 feet; 6kw at 305
feet; 3.5kw at 266 feet

FORMAT: Alternative; NAC/Smooth
Jazz; Rock

BROKER: Bruce Houston of Black-
burn and Co.

WBAZ-FM & WLIE-FMW/

Nassau-Suffolk
PRICE: $1.65 million
TERMS: Asset sale for cash
BUYER: Malcolm Kahn. Phone: (212)
288-9494

SELLER: Peconic Bay Broadcasting
Corp., headed by President Joseph
Sullivan. Phone: (516) 765-1017
FREQUENCY: 101.7 MHz; 102.5 MHz
POWER: 5.5kw at 341 feet; 4. 8kw at
103 feet

FORMAT: AC; Country

BROKER: Dick Foreman of Richard
A. Foreman & Assoc.

WBTB-AM/Beaufort
(Greenville-New Bern)
PRICE: $18,000

TERMS: Asset sale for cash and as-
sumption of existing debt

BUYER: Eastern Carolina Broadcast-
ing Co., headed by President L. Gene
Gray. It owns WRHT-FM/Morehead City,
NC and WCBZ-FM/Williamston, NC.
Phone: (919) 247-2002

SELLER: Hope Communications,
headed by Chairman Bob Vander.
Phone: (919) 728-7635

FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Religious

WMBL-AM/Morehead
City (Greenville-

New Bern

PRICE: $40,000

TERMS: Asset sale for cash

BUYER: Ashley Moseley. Phone: (919)
523-3521

SELLER: WMBL Inc., headed by Pres-
ident Randall Hanson. Phone: (910)
379-2465

FREQUENCY: 740 kHz
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POWER: 1kw day/14 watts night
| FORMAT: Nostalgia

WDUR-AM, WFXC-FM &
- WFXK-FM/Raleigh-

Durham
| PRICE: $20 million
TERMS: Not available
BUYER: Clear Channel Communica-
tions, headed by President Lowry
Mays. It owns WQQK-FM & WTCD-FM/
Raleigh-Durham. Phone: (210) 822-
2828
SELLER: Pinnacle Broadcasting Co.
Inc., headed by Chairman Phillip
Marella. Phone: (212) 247-1760
FREQUENCY: 1490 kHz; 107.1 MHz;
| 104.3 MHz
POWER: 1kw; 26 kw at 502 feet; 100kw
at 981 feet
FORMAT: Urban/Oldies; UrbanAC; Ur-
ban AC
BROKER: Paul Leonard of Star Me-
‘ dia Group

WREV-AM/Reidsville
PRICE: $225,000
TERMS: Asset sale for cash and a nine-
month, $112,500 promissory note
| BUYER: HHGD Broadcasting co.,
headed by President Alfonso Fernan-
dez. Phone: (714) 263-9172
SELLER: MHR Broadcasting Co. Inc.,
headed by President Caswell Mullins.
| Phone: (910) 349-2986
BROKER: Edward Chase

|

‘ KOTK-AM/PortIand

‘ PRICE: $8.3 million
TERMS: Asset sale for cash
BUYER: Jacor Communications,
headed by CEO Randy Michaels. It
owns KEX-AM, KKCW-FM & KKRZ-FM/
Portiand. Phone: (606) 655-2267
SELLER: EXCL Communications
Inc., headed by CEO Christopher

' Marks. Phone: (408) 274-1170

| FREQUENCY: 620 kHz

| POWER: 5kw

FORMAT: Talk

WXVX-AM/Monroeville
(Pittsburgh)

PRICE: $150,000

TERMS: Asset sale for $40,000 cash
and a one-year, $110,000 promissory

note at 10% interest
BUYER: Michael Horvath. Phone:

Continued on Page 13
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World’s Most
‘Advanced
Interactive
Dateline for

&MW%/

RADIODATE is a sophisticated
mteruci.lve dateline service that is Vo Bt
customized to your format, and an Will Love It!
invaluable database marketing No Capital

tool, providing a continuous flow investment

On Your Part!
of listener research data.
RADIODATE is completely i
maintenance free and will bring '
ongoing, new-found revenue into
your station month after month,
year after year!

e

o Earn Substantial
AR Monthly Revenves!

L4 4 Totally
&2 Maintenance Free!

\
\
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Please stop b
For more information or to guarantee your share of the explosive and see ys!

$350 million dollar voice personals industry please contact: CRS- 28
MR. BILL BURNS - NATIONAL SALES BOO"’I #44
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Pough Heads To MCA
For Sr. Dir./Nat’l

Urban Promo Duties

MCA Records has named
Benny Pough Sr. Director/Na-
tional Urban Promotion. Pough,
who will report to VP/Urban Pro-
motion Stanley Winslow, comes
to the label after 18 months at
Arista Records, where he
served as Mid-Atlantic Director/
Promotion.

“He’s the industry’s best-kept
secret,” said Winslow. “He exem-
plifies the meaning of settling for
nothing less than the best. His pas-
sion for music and overall passion
for people set him above and be-
yond anyone who stakes that claim.
We are very fortunate to have him
as a part of the rising Black Music
Group at MCA.”

In addition to his tenure at Aris-
ta, Pough spent one year (1994-95)
at Perspective Records as Direc-
tor/Marketing and two years (1992-
94) at Motown Records as Direc-
tor/Northeast Promotion.

e

Denver S ‘Peak’ Ups
Schoenwetter To PD

Gary Schoenwetter has been
promoted from Asst. PD to PD at
Adult Alterna-
tive KXPK (The
{ Peak)/Denver.
He succeeds
: Doug Clifton,
| who resigned last

| week to replace
Bryan Schock
| on March 10 as
Jones Satellite
Networks’ Di-
rector/Rock Pro-
gramming.

GM Ray Skibitsky told R&R,
“I’m confident to promote Gary to
this position, having watched his
dedication and abilities blossom
here at KXPK. Gary is young and
aggressive and will give KXPK the
commitment we will need as we
intend to put our ‘foot on the ped-
al’ this year in Denver. Gary has
had a great background in Adult
Alternative ... He has had radio in
his blood all his life.

“Doug has been part of a group of
us that dates back 15 years. From the
work we did together at [crosstown]
KBCO tonitially putting the Peak on
the air, he has always been a thought-
ful programmer and I’ll miss him.”

Schoenwetter added, “I have
mixed feelings watching Doug
leave. He’s been a mentor and a
friend. On the other hand, I have

Schoenwetter

Radio Visionaries Honored

Twelve cutting-edge radio programmers were the recipients of Sabo Me-
dia Management's Programming Visionary Award 1997 during a gala din-
ner at the Capital Hilton Hotel in Washington, DC. Not afraid to launch
new ideas are (I-r) Westwood One Director/Talk Programming Larry Kahn,
United Stations Networks VP Tom Tradup, WIOD/Miami Station Manager
Harry Valentine, Paxson Communications VP/ProgrammingAlan Mason,
WINZMiami Director/Programming Peter Boiger, WRKO/Boston PD Kevin
Straley, Jacor VP/Sector A Gabe Hobbs, WIP/Philadelphia VP/Opera-
tions Tom Bigby, and Westwood One Networks VP/Programming Denise
Oliver. Not pictured are KFBK & KSTE/Sacramento VP/Operations Ken
Kohl, Odyssey Communications VP/Programming Steve Blatter, and VP/
Command Audio of San Francisco Al Brady Law.

SIy, Saito Get New Jacor/Portland Glgs

KKRZ-FM (Z100)/Portland
President/GM Clint Sly has re-
turned to Jacor Communications
Full-Service sister KEX-AM for
similar duties; he’ll also serve as
VP/GM atTalk KOTK-AM, which
Jacor recently purchased from
EXCL Communications. Sly suc-
ceeds KEX’s Dave Milner, who
announced he will retire on March
31 (R&R 2/28). Meanwhile, co-
owned KKCW-FM VP/GM Ron-
ald Saito has added KKRZ mana-
gerial duties.

Commenting on Sly’s appointment, Jacor COO Robert Lawrence
said, “Clint’s success with KKRZ, along with his knowledge of the
Portland market and credibility there, will help KEX regain its lead
in Portland. We can count on his management skill and broad radio
experience to bring us continued success.”

Lawrence said of Saito, “Ron is definitely an asset to Jacor Com-
munications. His unwavering success with KKCW for these many
years proves his knowledge of the Portland market and expertise in
radio leadership.”

Sly first joined KEX in 1986 as an AE and ascended to co-GSM in
January 1988; he was upped to VP/GM in April of that year. In 1990,
Sly departed for the VP/GM post at KBPI/Denver and segued to a
similar position at WRIF/Detroit two years later.

Saito has been KKCW’s GM duties since 1985. Before that, he
served in a similar capacity at KSFO-AM & KYA-FM/San Fran-
cisco. He’s also served as GM of Portland outlets KGW-AM, KYTE-
AM & KRCK-FM, and KINK-FM. “I am thrilled with the opportu-
nity to work with everyone at KKRZ,” Saito told R&R. “It is the
leading CHR and has been for many years. Without question, it is a
well-programmed and well-run radio station. I'm approaching it as a
piece of cake.”

Saito

Schoenwetter’s prior experience
includes the MD post at WEQX/
Albany and a Programming Asst.
stint at WXRT/Chicago.

an opportunity to heip put KXPK
back at the top of the rock heap in
this market, and I will not rest until
we’re back.”

NEWSBREAKERS

Gaylord Lifts London From CFO To Exec. VP/C00

erry E. London has been promoted to Exec. VP/COO of Gaylord

Entertainment. London has served as CFO since the company be-
came public in 1991 and was promoted to Sr. VP and Chief Financial &
Administrative Officer in 1993.

According to Gaylord President/CEO E.W. “Bud” Wendell, “Terry is a
seasoned professional who has proven through his handling of the acqui-
sitions and divestitures of the company and his administrative duties that
he is more than capable of being elevated to the position of COO of Gay-
lord Entertainment. 1 feel very fortunate that we found someone from in-
side Gaylord Entertainment to fill this important position.”

The COO position had been vacant since October when Richard Evans
left Gaylord to become President/CEO of Huizenga Sports in Ft. Lau-
derdale. London has begun a search for a new CFO.

JSN Launches ‘Classic Hit Country’; Jones OM

ones Satellite Networks has launched “Classic

Hit Country,” its third 24-hour, satellite-delivered
Country network. Complementing JSN’s mainstream ;
“U.S. Country” and Hot Country “CD Country” for- |
mats, the new network will focus on music from the
'70s and '80s.

“The research continues to show there is a signifi-
cant audience for this music,” JSN VP/Operations &
Programming Phil Barry said. “Many of these artists
were in the mainstream of country music just a few
years ago and now receive little or no exposure.”

Veteran programmer Lew Jones has been named
OM for “Classic Hit Country” and will handle the 11am-
3pm ET shift. Most recently PD for the Branson Music Network, the 30-
year vethas worked at KYGO/Denver, KZZP/Phoenix, KKSS/Albuquer-
que, KTKT/Tucson, KIOA/Des Moines, and KRMG/Tulsa.

According to JSN Sr. OM Jim Murphy, “Not only does Lew have out-
standing radio credentials as both a Country programmer and air talent,
he also has successfully run two different national network radio formats.
His background and enthusiasm will be an important part in making Clas-
sic Hit Country JSN's tenth format success story.”

The rest of the “Classic Hit” lineup (all times Eastern): Murphy (3-8pm);
Mark McColl (8pm-1am), and Cherokee Wells (1-6am). The morning
personality had not been announced at presstime.

Jones

Mason Rlses To WGKY & WSAI/cmcy OM
3 Ellis succeeds him as sister WWNK’s PD

Jacor Communications has promoted WWNK-FM/
Cincinnati PD Dave Mason to OM of crosstown Talk/
Adult Standards combo WCKY-AM & WSAI-AM.
Brad Ellis — previously Nest Marketing GM for Criti-
cal Mass Media in the Queen City — has been named
PD of WWNK.

“I’'m putting another line of defense between myself
and these guys,” joked Jacor Director/Programming Op-
erations, Cincinnati Mare Chase. “Actually, these two are
great guys and they’re perfect for the job. Dave has the
experience to win in Cincinnati, and I've been a fan of
Brad’s for a long time. It’s a logical move, with us putting
together programming clusters like this.”

Mason became WWNK PD as well as morning co-host of CHR sister
WKRQ-FM in 1991. Before that, he served as PD of WBUF/Buffale and
WLAC-FM/Nashvilleand as Station Manager of WTAE-AM & WHTX-
FM/Pittsburgh. Mason first worked in Cincinnati between 1983-85 as PD
of the former WKRC-AM (now WCKY).

Ellis’s resume’ includes PD stints at WMJJ/Birmingham, WODL &
WZZK/Birmingham, and WTKT/Lexington, KY.

Ellis

“He’s been a well kept secret that | highly
recommend to stations looking for quality
Financial Talk Programming.”
 -Diane Bonilla Lee
President, Master Media

“Get the talk show that gets advertising dollars!”

BULLETPROOF YOUR FINANCIAL FUTURE

For market availability call Peggy Rawlings ot 800-422-9997

Hosted by Bruce Lefavi
e Accredited talk show host
® Best se"ing author
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‘ i When you’re the new kid on the block, creating an identity is everything.
Communication Graphics understands that. That’s why we went to them to create
our Big Dog identity. In just ten weeks, our market penetration was up 84%. Now
we’re taking an even bigger bite out of the competition

JOHN LOCKMILLER, GENERAL MANAGER 96.9
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1765 North Juniper, Broken Arrow 0K 74012 « 1-800-331-4438 « 918-258-6502 * Fax 918-251-8223
».ﬁ ,ﬁ‘?‘{ L: -_:__:‘:r_ :l, X T -.-_._-"«.’-....1.--__-* T -_._: Q7 :_ ‘-:- R ét__{. r 5‘5?1_ ;—W




ONLY RADIO'S #1
DATING SERVICE CAN FIXYOU UP WITH
ABE, ALEX, ANDY, BEN...
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CALL 1-312-266-3636

If your station is looking for a partner that can real competitive advantage for WRKS, something  share of the system revenue (without any out-of-
help increase revenues in more than one way, it’s  the other stations don’t offer.” pocket costs), plus additional revenue from
time you met America’s first and foremost radio We also bring you innovative new the wide range of promotional and sponsorship
dating service: Dateline, by DMI. sources of revenue. That includes a generous programs we provide. As Chuck Stevens,

First, we’re a proven way to build your Program Director at WQXK in Salem, Ohio says,

, o DATELINE MARKETING INTERNATIONAL

basic business by increasing listener loyalty. Just ————— “It's been phenomenally successful.”
ask Judy Ellis, General Manager at WRKS in — DMI To fix yourself up with a truly profitable
New York, who says, “DMI’s Dateline has been a - relationship, just call us at 1-312-266-3636 today.

# IN RADIO, ROMANCE & REVENUE

© 1997 Dateline Marketing International

0 CRS BoOTH 117 FOR YOUR FREE DMI MONEY CLIP
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KIMN/Denver: From
’70s Format To AC

Denver picked up a Bright AC
at Sam Monday (3/3) when "70s
KIMN-FM transitioned in that di-
rection. PD Ron Harrell and the
heritage KIMN calls remain in
place. However, “Today’s Hits And
Yesterday’s Favorites” replaces
“Greatest Hits Of The *70s” as the
new handle.

VP/GM Graham Satherlie told
R&R, “We did the most extensive
research I've seen since I’ve been
in this business. Many Denver sta-
tions are male-focused, and we
found there was a major hole here
for an uptempo AC targeted to fe-
males 30-40.”

Already in the market’s AC are-
na are KOSI-FM as well as KIMN
Hot AC sister KALC-FM. Sather-
lie said, “KIMN isn’t as ‘up’ as
‘Alice,” but has personalities that
[KOSI] doesn’t have. We have peo-
ple who do more than time/temp.
There was a need for a station that
doesn’t have quite the brashness of
Alice or the sleepiness of a SoftAC.
1 don’t think we’ll take a lot of au-

we’ll just expand the pie a little.”

R R S

WOIK/JacksonviIIe
Appoints Austin PD

KBOB-FM/Quad Cities, 1A
PD Gail Austin has been named
to the vacant programmer’s post at
WQIK-FM/Jacksonville. She
succeeds Jon Allen, who left a cou-
ple of months ago for the KMLE/
Phoenix Asst. PD/middayer gig.

Austin told R&R, “T am abso-
lutely thrilled to be joining such a
talented staff and management at
WQIK. It’s a great opportunity for
me to learn and grow.”

Immediately prior to joining

e

Members of the Good/e Mob celebrate their recent signing with Chrysalls
Getting to know each other are (standing, I-r} Goodie’s Willie Knighton, Tho-
mas Burton and Robert Bamett, former label staffer LaRhonda Sutton, VP/
Business Affairs Jeff Brabec, band attomey Kendall Minter, and professional
manager Antoine Shamiee; (kneeling, I-r) Chrysalis Music President Leeds
Levy, Goodie’s Cameron Gipp, and band manager Bemard Parks.

an L e

Schurr Set To Manage JacorlLoulszIe

Jacor Communications has appointed Tom Schurr Market Manager
for its Louisville outlets: Religious WFIA-AM, CHR/Pop WDJX-FM, *70s
Oldies WSFR-FM, NAC/Smooth Jazz WSJW-FM, and AC WVEZ-FM,
as well as its pending acquisition, AC WLRS-FM.

“Tom Schurr has the talent and experience to be the leader of a very strong
management team for these key radio assets in Louisville,” stated Jacor Sr.
VP John Hogan. ‘His longtime management experience will enable us to
effectively coordinate all of our efforts in this important broadcast area.”

Schurr most recently was GM for Citicasters’ Sacramento stations; Ja-
cor acquired Citicasters last year (R&R 2/16/96).

R
e A A R S o e e e e

May Named Ops Dlr At KURR/SaIt Lake C|ty

Former KKLZ/Las Vegas PD Bill May has been named Operations Di-
rector for Classic Rock KURR-FM/Salt Lake City. May replaces Chet
Buchanan, who will retain PD duties at CHR/Pop sister KZHT-FM.

May told R&R, “I understand the challenges of the market, and I'm look-
ing forward to working with the people of Jacor Communications.”

Aside from KKLZ, May has been PD at WRNO/New Orleans, WQMF/
Louisville, and WRBT/Evansville, IL. May was also part of the sign-on
crew at KBER/Salt Lake City 11 years ago.

KBOB-FM two and a half yearsago, career also includes tenures at
Austin served as PD at KDMG & WGBQ/Galesburg, IL and KIXY/
KKMI/Burlington, IA. Her radio San Angelo, TX.
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TRANSACTIONS

Continued from Page 8

(412) 863-7804

SELLER: Pupsha Reddy. Phone:
(412) 820-2345

FREQUENCY 1510 kHz
POWER: 1

FORMAT: Urban

WXRF—AM/Guayama
PRICE: $300,000

TERMS: Asset sale for $200,000
cash and a one-year, $100,000 !
promissory note at 7% interest
BUYER: Southwestern Broadcast-
ing Corp., headed by President
Pedro Collazo. It owns WVOZ-AM/
San Juan, PR.

SELLER: Guayama Broadcasting
Corp., headed by President Raul
Fuster

g -

Fgaww“ '

Root Commumcatlons
South Carolina
acquisitions

PRICE: $10.3 million

TERMS: Asset sale for cash
BUYER: Root Communications

|

\ POWER: 20kw at 784 feet; 50kw at 492

Ltd., headed by President Jim Devis. | 473-2758
Phone: (904) 258-4700 ‘

SELLER: Atlantic Broadcasting Co.,
headed by President Fred Avent.

Phone: (803) 667-4600

KIKM-FM/Sherman

PRICE: S14 miltion

TERMS: Asset sale for cash

BUYER: First Broadcasting Net-

works Inc., headed by President
| Ronald Unkefer. Phone: (415) 398-

3300

SELLER: Hunt Broadcasting Inc.,

| WIMX-AM & FM, WDAR-

FM & WSQN-FM/Florence
FREQUENCY: 970 kHz; 103.3 MHz;
105.5 MHz; 102.9 MHz

POWER: 10kw day/3kw night; 50kw at
492 feet; 17kw at 400 feet; 2.9kw at

466 feet headed by President Janice Hunt.
FORMAT: News/Talk; CHR; Country; = Phone: (303) 789-1118
AC FREQUENCY: 96.7 MHz

POWER: 5.5kw at 315 feet

WGTR-FM & WWSK-Fly | FORMAT: Country

Myrtie Beach
FREQUENCY: 107.9 MHz; 107.1 MHz g .

KKBY-AM/PuyaIIup
(Seattle-Tacoma)
PRICE: $350,000

TERMS: Asset sale for cash
BUYER: Jean Suh. Phone: (213)
933-1234

SELLER: Joy Broadcasting Inc.,

feet
FORMAT: Country; Rock

WLJI-FM/Summerton
PRICE: $108,000

TERMS: Asset sale for promissory note
BUYER: Glory Communications Inc.,

headed by President Alex Snipe Jr. It | headed by President Barbara
owns WFMV-FM/South Congaree, SC. | Geesman Chase. Phone: (206)
Phone: (803) 939-9530 745-1957

SELLER: Summer Town Partners, | FREQUENCY: 1450 kHz

headed by partners Jean Hovermale | POWER: 1kw

and Christine Harvin. Phone: (803) | FORMAT: Country
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EXCL CHR KJMN/Denver Flips To Spanish AC

s expected, EXCL Communications has fiipped CHR/Rhythmic

KJMN-FM/Denver to a sateilite-delivered Spanish AC format as
*Radio Romantica.” Mike Murphy will remain GM; co-owned KXMA-AM
Marketing Director Carmen Torres adds those duties at KIMN. PD Mark
Feather — along with the entire airstaff — has departed

“Last year, we launched KXMA-AM as ‘Radio Tri-Color,” Murphy stat-
ed in a release to local sales clients. “The success of Radio Tri-Color has
been unprecedented in the Denver market. The Spanish-speaking mar-
ket here had been relatively untested by a major-market operator, and
KXMA's rise only fueled the fire to the thought that Denver was ready for
its first Spanish FM.” Core artists include Eros Ramazzotti, Ana Gabri-
el, Luis Miguel, and Enrique Iglesias.

Murphy added, “This combo will be the dominant Spanish-language
properties in Denver, period. The overall Hispanic universe has grown in
terms of overall shares reflected in the market. Through aggressive mar-
keting and increasing awareness levels, we will own Denver.” KIMN has
applied for new call letters.

A e e

Kenny Adds VP Strlpes At KVGD/Denver

KVOD-FM/Denver GM Pamela Kenny has added VP stripes at the
Classical outlet. She has served as the Chancellor Broadcasting station’s
GM since 1987.

“Pam has done an excellent job in helping to chart the growth of KVOD-
FM for over 12 years,” commented Chancellor Exec. VP/Regional Man-
ager Samuel “Skip” Weller. “She has been an outstanding GM and we
look forward to her contributions as VP.”

Prior to joining KVOD-FM in 1985 as GSM, Kenny spent eight years at
crosstown KOA & KOAQ as LSM. She remarked, “KVOD has over 25
years of history in Denver with a loyal following and a commitment to
Denver’s fine arts community. Chancellor’s support of this successful Clas-
sical format has been appreciated by the entire region.”

WLAC Legend Hoss Allen Dies At 74

Legendary disc jockey Bill (Hoss) Allen died on Februay 25 in
Nashville following a lengthy iliness. He was 74,

After joining WLAC-AM/Nashville in 1949, Allen and persenalities
John R. Richbourg, Gene Nobles, and Herman Grizzard established
the station as one of the most powerful forces in R&B radio diring the
'50s and '60s. With a strong nighttime signal, WLAC was arrong the
first stations to play R&B nationally for a multiracial audience

In lieu of flowers, Allen’s family requested that memorial denations
go to the Cumberiand Heights Foundation, a non-profit alcohol and
drug treatment center in Nashville. For additional informatior on me-
moriais, call (615) 353-4375.

Just a tissue,
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Raglio's ultimate
audience tracking
system!

For the first time ever, you can make
programming, marketing, anil management
lecisions hased on up-to-the-minute facts!

For almost 20 years, Strategic Media Research has
been the leader in introducing innovative and high-
quality research to the radio industry. And now

Strategic introduces its most u

valuable innovation yet:
AccuTrack!
AccuTrack is a new tool for A& § _Y

programmers and managers
that consists of the following
three components:

(1) Audience tracking:
Weekly faxes, based on AccuRatings’s huge sample
sizes, give you advance information on listening
behavior in your market — allowing you to see trends
weeks or even months before they finally show up in
Arbitron.

(2) Marketing tracking: Finally, you can learn
which of your advertising and marketing
expenditures are working for you (and, perhaps more
importantly, which aren't) ... with weekly updates
when your marketing is in the field.

(3) Perceptual tracking: Instead of looking at
perceptual research only once or twice a year,
AccuTrack will allow you to track key station
perceptions year-round - on both yourself and your
key competitors.

To learn about special introductory prices and
avails options for AccuTrack — or about any of
Strategic's other innovative, high-quality research
services — call Tripp Eldredge at 1-800-777-8877.

B
180 N. Wabash, Chicago, IL 60601
Phone (312) 726-8300
Fax (312) 726-8383



We let Rick Dees use one
and nowv he won't give it back!

“Nope. No way. Forget it.
This Instant Replay is mine.”

Hey, we understand. After all, Instant Replay
puts 1,000 of his favorite noises right in front of him
— ready for instant playback. No other audio player
makes it so easy to be spontaneous and creative.
It's fast, it's easy and it’s fun.
Check it out. One Instant Replay can store
up to 16 hours of stereo sound. That's 16 hours
of sound effects, spots, promos, even entire
songs — anything — and you can play any
B2  of them back instantly just by pressing one of
50 Hot-Keys! There’s no need for a computer
and no need for training. It's self-contained

and it works right out of the box — just

-
?1? "’-mi@ﬁf push the buttons and go!
A }"a, "

g ‘_?t. &

"'?-.pm . ‘

To prove

Tiy listant Replay Freel

Call 8149910360 how Instant

Replay can make
your station better, you can Test Drive
one with no obligation! Call us now for
free overnight delivery of your Test Drive
unit. And like Rick Dees, once you get
your hands on Instant Replay you
won't want to give it back either.

“uxE 0 N BT "
Transfer one cut or one Print hard coby lists of all Store up to 16 hours
thousand between machines stored cuts so you always of CD-quality digital
foe s - b il using the D-NET high-speed know what's where! audio on Instant Replay's
SIS Y PR W (| Wy | - igital audio network. internal hard disk.
u"—--rl-—rvw-r-ww'!— ‘

: TR W ST WY UM RS WY Y e
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PROFESSIONAL DIGITAL AUDIO

5321 Sterling Center Drive ® Westlake Village, CA 91361
(818) 991-0360 » fax (818) 991-1360 » http.//www.360systems.com

If you're a call-letter station, you can try Instant Replay for 10 days with no obligation. If you decide to buy Instant Replay, we'll make
arrangements through one of our authorized dealers. Offer good in the continental US only. Offer expires December 31, 1996.
“Suggested retail prices: $2995 for 4 hours of storage; $3495 for 8 hours of storage and $3995 for 16 hours of storage.

360 Systems Instant Replay is a registered trademark of 360 Systems. ©1996 360 Systems.

S AREDE 8 10 f s ke R T RNl



e GARY JAMES has been elevated to
VP/GM of WHYN-AM & FM/Spring-
field, MA. He had previously been the
combo’s OM and moming show host
of WHYN-FM.

¢ SANDY GAMBLIN has been ap-
pointed GM of KCBN-AM, KRNO-FM
& KWNZ-FM/Reno, NV. A 25-year ra-
dio veteran, Gamblin most recently
served as a principal with Ranger Com-
munications. Before that, he served as
GM of KKZR-AM & KRBE-FM/Hous-
ton.

¢ BRAD SEGALL has been named
Operations/News Director of WBUX-
AM/Doylestown, PA. He had previously
served as aftemoon news anchor at
WOGL-FM/Philadelphia since 1989.

¢ CAROLINE
FORBES has ris-
en from Affiliate
Relations Repre-
sentative to Man-
ager/Affiliate Rela-
tions for United
Stations Radio
Networks’ Radio
Comedy Division.

Forbes

e KNX/LosAngeles has won four first-
place awards in the 45th annual AP
Television & Radio Association of Cal-
ifornia-Nevada competition. The all-
News station was honored for best
news writing, best sports segment, best
anchor team, and best editorial. The
awards will be officially presented dur-
ing the association’s gala banquet, to
be held April 19 at the Crowne Plaza
Park 55 Hotel in San Francisco.

Records

¢ BRAD POL-
LAK has been
promoted from Di-
rector/Product De-

velopment to VP/
Marketing at A&M
Records.

Poliak

¢ MARTY MAID-
ENBERG has
been named VP/
Marketing at Mer-
cury Records. He
most recently
served as VP/
Product Develop-
ment for the label.

PROS ON

THE LOOSE

Jack Broady — Afternoons
KKLQ-FM/San Diego (619) 755-
3589

Chris Kerr — PD/middays
WHZZ/Lansing, Ml (517) 333-
6584

Jeff Newcomer— Morning co-
host/Production Dir. WWCK/Flint,
MI (810) 529-9574

. STEVE
ROSENBLATT
has risen from VP/
Field Sales to VP/
Marketing at Cap-
itol Records.

Rosenbiatt

e BILL ISAACS
.. | has become VP/
| A&R of K-tef Inter-
national Inc. He
#:| most recently
‘| served as VP/
| Nashville Opera-
| tions for Malaco
Records & Music
Group. In related
news, Platinum
Entertainment has
entered into a de-
finitive agreement with K-tel that en-
ables Platinum to acquire its worldwide
music business assets (except in Eu-
rope), and Dominion Entertainment Inc.
The acquisition was made through the
purchase of $35 million in stock.

Isaacs

¢ AMY WELCH
has been appoint-
ed National Direc-
tor/Media Rela-
tions at Island
Records. She
most recently
served as Nation-
al Director/Public-
ity at Caroline
Records. e
Welch

e ALLAN
FLAUM has
been promoted
from Director/
Production to
VP/Production at
Relativity
Records.

Flaum

~ Industry

¢ BREW MICHAELS has become
Promotion Executive/Rock & AAA at
McKeon Music Marketing. He most
recently served as Head/Programming
for Bee Broadcasting of Montana.

& ¢ Almo/Irving Mu-
sic GM MARY
DEL SCOBEY
has added VP du-
ties at the Nash-
ville-based music
distribution firm.

Scobey

e BIA Companies has realigned its
company structure, service, and prod-
uct offerings. MARK O’BRIEN will
serve as COO. He most recently
served as VP of BIA Publications and
is the company founder.

e BIA Consulting, its financial arm,
has formed three subsidiaries: BIA
Media will serve the radio, television,
and newspaper industries; BIA Tele-
com will service the wireless commu-
nications industry; and BiA Intemation-
al will focus on planning and financial

- Changes

AC: Afternoon driver Greg
Carpinter succeeds Steve Cross
as MD of WWMX-FM/Baltimore
... Donna McCoy becomes MD/
middays at KYXY/San Diego ...
Gary Cee is the new APD at
WLIR-FM/Nassau-Suffolk. Lyn-
da Lopez becomes Music Coor-
dinator ... Shirley Jordan joins
WILK-FM/Monmouth-Ocean as
morning co-host ... Josh Good-
man is now APD/middays at Hot
AC WWSN/Charlotte. JT Austin
joins WWSN and sister combo
WBT-AM & FM as Production
Dir. ... WKTI/Milwaukee MD Le-
onard Peace adds APD duties ...
WLEV-FM/Easton-Allentown
APD Bill Marvin adds MD duties
... WLRQ/Melbourne-Titusville
Promotion Dir. Karen Kay and
MD Mark Cantoni swap jobs.

Alternative: Dave Justus is
paired with WLUM/Milwaukee
APD Chuck Summers for morn-
ings ... Chris Feenix joins
KTOZ/Springfield, MO for
nights ... Mike Simmons is new
to afternoons at KFGX/Fargo,
ND. Greg Crosswhite shifts to
middays.

Classic Hits: Maggie McKay ris-
es to late-nights at KCBS-FM/Los
Angeles.

CHR: KGGI/Riverside-San Ber-

nardino nighttimer Ricky Fuentes
adds Music Coordinator stripes ...
WWKX/Providence morning driv-
er Bill Keeler exits for WRCK/Uti-
ca-Rome, NY. Bobby Z becomes
WWKX’s interim morning driver
...Mr. Bob Forster joins Scott and
Gin in morings at WWCK/Flint,
MI, as “Bo The Jammer” takes
nights ... WGTZ/Dayton parttimer
Amee Stewart rises to overnights
.. WRQK/Canton, OH PD Rick
Michaels adds consulting duties at
WNKI/Elmira, NY and WHTO/
Williamsport, PA.

Country: Dill Dutrey joins
WNOE-FM/New Orleans as APD/

Continued on Page 28

Birtus

KZFM/Corpus Christi, TX
APDMD Tony Manero to Anne
Valuch, March 1

KIIS-FM/L.A. middays Billy
Burke, wife Victoria, daughter
Jasmine, March 2

CONDOLENCES

Longtime KSHE/St. Louis
Sales Executive Jay Oller, 39,
February 26.

Longtime WHN/NY disc jockey
and former KPOK & KDOT/
Phoenix owner/operator Richard
Gilbert, 93, February 23.

consulting for overseas markets.

e BIA Research, which will be led by
VP Debbie Metcalf, assumes the oper-
ations of the former BIA Publications.

e BIA Capital Corp. will serve as an
investment banking and financial ad-
visory firm for the communications in-
dustry.

For more information, call (703) 818-
2425

e The RADIO ADVERTISING BU-
REAU has announced it will add 2500
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new commercials to its existing fibrary
of 1000 radio scripts. The RAB reached
a special agreement with BENMAR
Radio to obtain the scripts; (972) 753-
6743.

e THE HOLLYWOOD EDGE has re-
leased a two-disc audio CD featuring
more than 120 minutes of sampling,
songwriting, and record production
pieces. The package teams producer
Tony Harris with engineer David Cole
and session keyboardist Matt Rollings;
(213) 466-6723.

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall ® (214) 991-9200

Hot AC — Robert Hall
SHAWN COLVIN Sunny Came Home
AMANDA MARSHALL Fall From Grace
SPICE GIRLS Wannabe

U2 Staring At The Sun

MR-35 — Cary Pail
U2 Staring At The Sun

R o e

ALTERNATIVE PROGRAMMING
Steve Knoll ® (800) 231-2818

CHR/Rock
R.E.M. Electrolite
VERVE PIPE The Freshman

Mainstream AC

DON HENLEY Through Your Hands
JOURNEY If He Should Break Your Heart
SAVAGE GARDEN | Want You

uc

E-40 Things Will Never Change
SWEETBACK You Will Rise

GINA THOMPSON You Bring The Sunshine

BROADCAST PROGRAMMING
Walter Powers ® (800) 426-9082

CHR — J.J. Cook
LEAH ANDREONE It's Alright, it's OK

Digital AC — J.J. Cook
MICHAEL ENGLISH When | Need You
MAXI PRIEST It Starts (n The Heart

Digital Soft AC — Mike Bettelli
RICHARD MARX Until | Found You Again

Digital AC Mix — Mike Bettelli

JOOSE If Tomorrow Never Comes

Alternative — Leslie Cohan

MIGHTY MIGHTY BOSSTONES The Impression ...
MOBY That's When | Reach For My Revolver
ORBIT Medicine (Baby Come Back)

SCREAMING TREES Traveler

TONIC If You Could Only See

S SRR e e e

JONES SATELLITE NETWORKS
Phil Barry ® (303) 784-8700

Adult Hit Radio — JJ McKay
WHITNEY HOUSTON Step By Step
JON SECADA Too Late, Too Soon
WALLFLOWERS One Headlight

Soft Hits — Rick Brady
BRYAN ADAMS I'll Always Be Right There

Ve

WESTWOOD ONE RADIO NETWORKS
Charlie Cook ® (805) 294-3000

Bright AC — Bill Michaels
BRYAN ADAMS I'll Always Be Right There
WHITNEY HOUSTON Step By Step

JON SECADA Too Late, Too Soon

Soft AC — Andy Fulier
JON SECADA Too Late, Too Soon

Aduit Rock & Roll — Jeff Gomzer
U2 Staring At The Sun

Just a sneaker.
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SALES

Selling Points That Get Overlooked

A s we’ve been crunching through the latest Arbitron sur-
vey estimates (Fall 1996), we continue to see strong sales
points for radio as a medium.
and format strengths have already been summarized in this —
and other — publications, we thought we’d spend a bit of time
covering some important sales points that tend to get buried in

the mounds of data.

Everyone Listens

How many times do we hear
that “only kids listen to the radio”
or “radio doesn’t reach the mov-
ers and shakers in business”?

Nothing could be further from
the truth.

The latest Arbitron listening fig-
ures (see adjacent graph) prove
once again that all age groups lis-
ten to the radio, and every age cell
listens for similar amounts of time
(22-24 hours) during a typical
week. Note that while Arbitron
does credit teens with less listen-
ing — slightly more than 15 hours
— the evidence suggests that their
radio listening goes up when they
hit adulthood.

Irwin Pollack

Sales and Management
i Training Services

Consulting &
Management
Sales Training
Sales Manager Training
Money-Making Sales Promotions
Sales Department Audits
Turn-Around Plans
Accountability Systems
Inventory Management
Higher Rates
New Business Revenue Streams
Incentive Programs
Start-Up Guidance
Sense of Urgency Training
Recruiting, Interviewing, & Hiring

Seminar Topics
A Year's Worth of Great Sales Ideas
Effective Negotiating
Prospecting and Qualifying
Talking ROI With Clients
Better Copywriting
30 Habits of Radio’s Super-Achievers
Account List Management
Super-Shrewd Sales I'resentations
Making Your Station a “Must Buy”
Effective Sales Management

ADIO SALE
"\ INTELLIGENCE~
RADIO

SALES AND MANAGEMENT
CONSULTANTS

By Gerry Boehme

25-54 Listening Is Up!

Last month we showed that ra-
dio listening levels for persons
12+ have been stable for the last
12 years, and that they’ve actual-
ly increased in the 25-54 age cells.
The point bears repeating.

In this era of greater media com-
petition for our listeners’ time,

While many individual station

‘Average Weekly Listening Time
Mon-Sun 6am-Midnight

Arbitron Fall "36 . :
Hours Per Week since ]984 rafilo h.as increased its
Mon 1824 218 weekly_ lls_tenmg time (Mon-Sun,
- 6am-midnight) from 22.2 to 22.9
Men 25-34 245 hours per week in the adults 25-
Men 35-44 238 54 demo — the one most demand-
ed by advertisers.
Men 45-54 23.1
PR e 26 The ‘Biggest’ Dayparts
Men 65+ 215 ‘ How many times have we.heard
“I’m buying drives — the biggest
Women 18-24 218 radio dayparts”? Sorry. Many oth-
Women 25-34 222 er dayparts have great value as
well.
Women o HE Morning drive still stands as the
Women 45-54 21.8 largest radio daypart in terms of
Women 55-64 225 listening, but middays follows
close behind. What’s more, mid-
WomenEoT i day listening levels for weekdays
Teens 12-17 155 or weekends beat afternoon drive.

“When you hire me to consult
with you for just one day, I'll find
at least 10 documentable ways
to improve your billing...
or the day is FREE!” -,

Can you say, without a doubt, that your sales department is
reaching its fullest potential? Be honest. Do you have inventory or rate
problems? An inordinate amount of agency business? A sales
management problem that you can’t seem to overcome? If the answer
to any of these questions is yes, then you need my help.

My name is Irwin Pollack, and I'm sure you've heard of our radio
sales and management training. My companies have helped more
than 10,000 radio salespeople, 750 radio stations, and countless TV
stations increase their billing. §

In just one day, I'll identify at least 10 significant opportunities that
will increase your billing and drive cash flow through the roof... or my
time is free.

My training reflects the lessons I've gathered over the past 15 years
visiting, speaking to, and observing this country's best radio stations,
along with their managers and salespeople.

Quite frankly, the training I provide is for those who really want to
out-perform their revenue shares. Those who want to “shake things up”.
Even rock the boat. In fact, if we don’t help improve things at your
station, we simply aren’t doing our job... that's why I've put teeth into
my guarantee.

Just ask a small sample of our client stations:

* KLSX-FM/KRLA-AM, Los Angeles ¢+ WLEV-FM/WEST-AM, Allentown
¢ WRKZ-FM, Harrisburg * WHOT-FM, Youngstown
¢ KHTQ-FM, Spokane * WCBW-FM, St. Louis
* WPRO AM/FM, Providence * WVVE-FM, Mystic
As you can see, if you're in a larger market or a smaller one... right
now, at this very moment, your station is capable of exponential
improvement in its sales performance. You really don't have to settle
for things as they are now. If you're ready, I'm ready.
Stop and think about it. Here’s the way it goes — “more of the
same” usually gives you more of the same.

When you would like to schedule a consultation, please give me a call at
{603) 598-9300.

Radio Ptaza * 410 Ambherst Street ® Suite 360 ® Nashua, NH 03063
Phone: (603) 598-9300 ¢ Fax: (603) 598-0200 ¢ Email: irwin@irwinpollack.com
R

(AQH % Of Population)

24.1
25

22.5

19.8

19.6

20

15

0

M-F 6-10am  M-F 10am-3pm Sat 10am-3pm M-F 3-7pm

Source: Arbitron, Fall 1996

Weekends Are Strong

Even better, the average person spends more times with radio during
weekend time periods than during the week:

Average Daily Listening Time

(Hours: Minutes)

M-F Sat Sun
6-10am 1:10 1:28 1:24
10am-3pm 1:33 2:02 1:47
3-7pm 58 ~ 1:317 ‘ 1:29

Buy All Dayparts On Each Station

Some advertisers have good reasons to run their spots in specific
time periods. For example, a fast-food client may want to advertise
breakfast sandwiches in morning drive or large-size sodas during the
afternoon rush.

However, other advertisers miss the boat by limiting their schedules
to certain dayparts. They tend to view radio in the same way as televi-
sion — different audiences for different programs.

These advertisers may think they’re getting different types of people
during individual radio dayparts, but the figures prove them wrong.
The size of the audience may vary on a radio station in morning. after-
noon, or evening, but the same listeners tune to a station throughout all
dayparts.

Most station rate cards make it advantageous to buy packages, mix-
ing spots through many time periods. The figures below show that smart
sponsors can reach the same listeners, building frequency as well as
reach, by efficiently using a station’s inventory.

Sared Listening Acruss Dayparts

Percentage Of
6-10am 6-10am 10am-3pm 10am-3pm 3-7pm
That Also Listens To:

3-7pm

10am-3pm 3-7pm 6-10am 3-7pm 6-10am 10am-3pm
Format
AC 60 64 66 68 64 62
Rock 61 66 62 69 59 62
CHR 62 68 62 69 62 63
Country 63 n 68 72 68 63
Gold 60 67 64 70 61 60
News/Talk 56 51 57 54 60 59
Urban 64 67 66 n 63 63

Gerry Boehme is Sr. VP/Director of Radio Information Systems, Katz Radio
Group. He can be reached via phone at (212) 424-6784 and via e-mail at
gerry_boehme @katz-media.com
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LOYALTY MARKETING LEADERS

THE BEST WORK WITH THE BEST .

e 9

WKTU - New York
KLOS - Los Angeles
KSAN - san Francisco
WMZQ - Washington
WIMN - Boston
KZOK - seattle

KJR AM - seattle
KTCZ - Minneapolis
B94 - pittsburgh
KBUQ - Phoenix
WZJM - Cleveland
WGRR - Cincinnati
KFRG - Riverside
KRAK - Sacramento
WSOC - Charlotte
WSM FM - Nashville
WINO - W. Palm Beach
WQlK - Jacksonville
KMXZ - Tucson
KZZU - spokane
KIZY - Santa Rosa

KABC - Los Angeles
K101 - san Francisco
KFOG - san Francisco
WIJZW - Washington
WKLB - Boston
KUBE - Seattle

Q1 06 - san Diego
WIL FM - st. Louis
WZPT - pittsburgh
KGME - Phoenix
KW]J]J - portland
KCMO - Kansas City
Y92 - sacramento
KHTK - sacramento
WWMG - Charlotte
WSM AM - Nashville
WRLX - w. Palm Beach
WGQGY - Albany
KKHG - Tucson
WAIA - Melbourne
CKBD - vancouver

e 9

KMPC - Los Angeles
KNBR - san Francisco
WXTU - philadelphia
KISS - Boston

KMPS - seattle

KJR FM - seattle
KIOZ - san Diego
WPOC - Baltimore
KED] - Phoenix
WZAK - Cleveland
KFXX - Portland
KLTH - Kansas City
KNCI - sacramento
KSS] - Sacramento
WMAG - Greensboro
WRMF - w. Palm Beach
WCLB - w. Palm Beach
WRVE - Albany
B106 - Columbia
KZST - santa Rosa
ADFM - Australia

The Fairwest Direct Loyalty Marketing System is now considered a mainstream strategy
for leading stations. Based on the efficiencies and effectiveness of Loyalty Marketing,
stations are enjoying dramatic rating increases and new revenue.

Fairwest Direct is a full service direct marketing company. From interactive phone systems, the building and
management of a pure database and the development of targeted direct mail and telemarketing campaigns,
leading stations rely on the company that pioneered the concept of Loyalty Marketing for Radio.

CalF Reg Johns, Rob Sisco, Jyl Auxter or Dave Parks at Fairwest Direct and
let us help you chart your course in direct marketing strategies.

FAIRWEST DIRECT

LOYALTY MARKETING SYSTEMS

INTERACTIVE SYSTEMS * DIRECT MAIL * TELEMARKETING
DATABASE MANAGEMENT * SALES APPLICATIONS

9815 CARROLL CANYON RoAD, SUITE 206, SaN DieGo,CA 92131

PHONE (619) 693-0576 Fax (619) 693-0778




Prophet 5ystems has expanded tO better serve our customers Here are jLISt some Of the thmgs you WI|| notlce-

AGGRESSIVE - Aggressive pricing and delivery schedules for 1997
New changes in hardware prices and configurations enable us
to be very aggressive in pricing both the CFS and XPS systems.

HARDWARE - We continue to expand our approved hardware
list as hardware becomes more stable industry-wide. Ask us
about using your own hardware.

SALES - More sales people and a Sales Manager!

Our Sales Manager will make sure your account gets the attention
you deserve. And with a larger sales staff we will respond quickly
to your needs.

SALES SUPPORT - Pre-Sales Engineering Support

More support! We have added a broadcast engineer with 15
years of experience to our staff to help your engineer configure
the system.

D (HARD\X/ARE SUPPORT) IS STARING AT A SILENT PHONE BECAUSE:

EXPANDED - Manufacturing capabilities fourfold
Our expanded facility and inventory allow us to ship more
systems faster.

ADDED - Hundreds of software additions and improvements
We are well known for offering the most innovative software.
Last year was no exception. With the additions over the last
four years, Audio Wizard for Windows is the most complete, full-
featured system on the market.

OFFICE MANAGER - Fast and accurate business system
Colleen, our new Office Manager, will make sure your accounting
and sales orders will be processed quickly.

DEVELOPED - An internal support/business database system
We have developed an extensive support and business database
system that allows us to track your needs on a continuous basis.
We can access your records quickly to reduce the time you
spend on the phone.

A} OUR SYSTEM IS JUST THAT GOOD

B) HE REALLY WANTED TO BE A

-

MAYTAG REPAIRMAN

C) KEVIN TURNED HIS
PHONE OFF AGAIN

JEFF (ENGINEERING SUPPORT) IS POINTING TO A MAP BECAUSE:

A} HE IS POINTING TO e
OGALLALA, NEBRASKA |
THE HEADQUARTERS /&
OF PROPHET SYSTEMS [

B} WE CAUGHT HIM
PRETENDING TO BE A
TV WEATHERMAN

| ) WHERE THE HECK IS

| SOLDOTNA, ALASKA

ANYWAY?

| GEORG* (L) AND SCOTT (R} ARE THE ONLY ONES
| WEARING TIES BECAUSE:

A} THEY ARE VERY PROFESSIONAL PROGRAMMERS
B) THEY WEAR A SUIT AT LEAST ONCE A

YEAR TO SEE IF T STILL FITS
C}) PROGRAMMERS WEARING TIES ARE
COOL {PROGRAMMERS CREEDO # 3}

EVEN IF YOU'VE
CALLED BEFORE-

CALL US IN '97

OF WOLF PICTURES
BECAUSE:

LIKE A WOLF-

KEVIN'S OFFICE IS FULL

A} PROPHET SYSTEMS IS

. TO LEAVE BECAUSE:

: A] HE IS LEAVING

TO GIVE A

DEMONSTRATION

B} OUT OF SIGHT,
OUT OF MIND
[SALES RULE #1

WATCH OUT!

TODD (SALES} IS GETTING READY

C) ITIS 5 O'CLOCK- |

~ A} SHE USES 20-YEARS EXPERIENCE
TO KEEP PROPHET SYSTEMS
ORGANIZED
B} SHE STARTED WORK
WHEN SHE WAS 3
(SEE ABOVE}
C} 5 KIDS- 'NUFF SAID!

I

& AudioWizard” for Windows..

The Flexible Digital Automation System featuring Windows and Novell Technology

f‘l’rophetSysl:ems,lnc.

INNOVATIVE AND
AGGRESSIVE
B} PLEASE- DON'T GET HIM
STARTED ON WOLVES!
C) ALL OF US THINK HE WAS
RAISED BY WOLVES




MANAG

Make Every Talent A Superstar!

alent development is a key component in the relationship

that a consultant has with client radio stations, regardless
of format. Great talents aren’t born, but work hard to produce a
terrific show that targets their listeners every day.

Over the years, I've been involved
as a consultant and program manag-
er to such talents as Don Imus, John
Lanigan, Steve & D.C. Dave Jus-
tus, and Bob Grant. This involve-
ment manifested itself in one key in-
gredient — show preparation. The
following tips are intended for every
talent and potential superstar.

If possible, talents listen to the sta-
tion for a few hours before their
shifts.

Show preparation is evident in ev-
ery shift, especially in morning drive.
When talents prepare for a show —
regardless of format — it shows.
They consistently read, write, and
prepare pertinent information, even
using a dictionary to find a more col-
orful way to sell a song or promotion-
al idea.

When prepping a show, talents
strike an emotional bond by being
personal, not necessarily topical. Peo-
ple relate to people. Listeners want
to talk about their spouses, lovers, co-
workers, job. movies, etc.

Whether reading liners or back-
announcing songs, talents should
communicate with listeners one-on-
one and be extremely personable.

Talents keep break comments con-
cise and abbreviated. Planning, think-
ing ahead. and editing saves listen-
ers’ time.

Talents do research daily, and
know more about the music than
merely title and artist names. They
should keep a notebook with inter-
esting music notes, and read about
artists and music pertinent to their
formats and core demos.

Being involved in the local com-
munity often means acting like the
listener’s social director and keeping
the audience plugged into what’s hap-
pening in town.

People in the listening audience
should feel energized. Talents make
them feel that if they tune out, they
will really miss something.

Talents strike an
emotional bond by
being personal, not
necessarily topical.

Call letters or station name are
constantly and consistently delivered
along with slogan/identifier. Each
quarter-hour, listeners are given an-
other reason for coming back later
in the hour, later in the day. and to-
morrow (to build TSL). We’ ve found
that when the station name becomes
a household word, phantom cume
diminishes, and the station achieves
improved recognition — resulting in
higher ratings. Also, the station nime
is used in conjunction with memo-
rable bits or features and station pro-
motions, and always attached to sta-
tion features.

All talents should closely follow
the formatics as outlined in the sta-
tion programming stylebook or op-
erations manual. The format is con-
sistent in all dayparts. All talents use
the same identifiers and slogans to
build “stationality.”

Every show, every stop-set, every
segue sounds pertect. The air talent
is in conurol of every aspect of his
or her show.

In the momning, the talent prepares
each show at least 12 hours in ad-
vance of air time. Preparation in-
cludes scripting, recording, and re-
viewing bits, and rehearsing. Since
less music is played in the morning
in comparison to other dayparts,
each song should be among the best-
tested gold or recurrents — or an es-
tablished current hit.

By John Lund

Live copy and promos are truly
“sold” to the audience. Promos and
liners are consistent with other day-
parts. A talent must tap his/her per-
sonality to truly “sell” the benefits of
station listening.

Time and weather are part of ev-
ery break in moming drive. Weather
can be as brief as the few words de-
scribing what will happen today, but
always be in the language of the lis-
tener — not a meteorologist.

The moming show sounds so lo-
cal that it couldn’t be rebroadcast in
another town or state, and so inter-
esting and memorable that it’s man-
datory listening every day.

Air talents are online daily, tap-
ping the creativity and inspiration of
other talents in other cities, the nu-
merous computer sources on the In-
ternet, and specialized radio servic-
es such as Bit-Board and Radio Star.

There’s archived and stockpiled
morning show material available for
“nothing happening” days. Bits and
scripts can be easily updated to re-
main topical and current. If telephone
interaction is tough between 5-7am,
owing to too few callers, tape listen-
er calls between 9-10am, edit them,
and use them the following morning.

Contestants and callers are han-
dled in a positive, entertaining, and
succinct fashion. Fun listener inter-
active bits are well-executed on-air.

John Lund
is President of
the Lund Con-
sultants To
Broadcast
Management
and Lund Me-
dia Research,
afull-service ra-
dio consulting
and research
firm based in
San Francisco.
He may be
reached by phone at (415) 692-
7777 or by e-mail at
TLC2RADIO@aol.com
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DATELINE

= January 2 (through March 26)
— Winter ’97 Arbitron.

» March 5-8 — 28th Country Ra-
dio Seminar. Opryland Hotel, Nash-
ville; (615) 327-4487.

* March 8-11 — 39th Annual
NARM Convention. Orlando World
Center; (609) 596-2221.

* March 12-16 — South By
Southwest Conterence. Austin
Convention Center; (512) 467-
7979.

*March 22 — NARAS L.A.
Chapter “9thAnnual Bowling Bash.”
Sports Center Bowl, Studio City,
CA; (310) 392-3777.

*March 27 — NABOB 13th An-
nual Communications Awards Din-
ner. Sheraton Washington Hotel;
(202) 463-8970.

* March 27 (through June 18)
— Spring Arbitron.

e April 47 — Broadcast Educa-
tion Assn. 42nd Annual Convention
“Reinventing Electronic Media:
Multimedia in the New Millennium.”
Las Vegas Convention Center,;
(202) 429-5354.

« April 5-10 —NAB’97. Las Ve-
gas Convention Center; (202) 775-
4970.

 April 5-10 — NAB Multimedia
World. Las Vegas Convention Cen-
ter; (202) 775-4970.

« April 23 — Academy of Coun-
try Music Awards. Universal Amphi-
theatre, Los Angeles; (213) 462-
2351.

* April 30-May 2 — Radio Only
Management Conference. Phoeni-
cian Hotel, Scottsdale, AZ; (609)
424-6800.

e May 15-21 — 21st Annual
NABOB Spring Broadcast Man-
agement Conference. Site TBA;
(202) 463-8970.
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e May 21-24 — 37th Annual
Broadcast Cable Financial Mgmt.
Convention. Hyatt Regency, San
Francisco; (708) 296-0200.

s June 4-7 — PROMAX Con-
vention. Chicago Navy Pier; (310)
788-7600.

* June 11-14 — 46th Annual
AWRT Convention. Adolphus Ho-
tel, Dallas; (818) 783-7886.

*June 16-22 — Intemational
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

« June 26 (through September
7) — Summer Arbitron.

« July 8 — Major L eague Base-
ball All-Star Game. Jacobs Fieid,
Cleveland.

« July 16-20 — Upper Midwest
Conclave. St. Paul Radisson, Min-
nesota; (612) 927-4487.

¢ August 14-16 — Talentmas-
ters Morning Show Boat Camp.
Westin Canal Place Hotel, New
Orleans; (770) 926-7573.

¢ August 23-26 — Jack The
Rapper Convention. Site TBA.

¢ September 17-20 — NAB Ra-
dio Show. New Orleans Convention
Center; (202) 429-5420.

* September 17-20 — 52nd
RTNDA International Conterence &
Exhibition. New Orleans Conven-
tion Center; (202) 659-6510.

* September 18 (thraugh De-
cember 10) — Fall Arbitron.

* September 24 — CMA
Awards. Grand Oie Opry, Nashville;
(615) 244-2840.

« October 19 — Radio Hall Of
Fame Awards Ceremony. Chicago
Cultural Center; (312) 623-6005.

Marketing ¢ Radio « Television.

-
CLARION AWARDS

Continuing an 87-year tradition of honoring the achievements of outstanding communicators, The Associa-
tion for Women in Communications offers its 25th annual Clarion Awards competition to recognize
excellence in all areas of communications.

The Clarion Awards recognize outstanding achievement in more than 90 categories of professional
communications in the areas of Advertising ¢ Audiovisual Productions ¢ Books « Brochures and Special
Publications ¢ Magazines « New Media « Newsletters « Newspapers ¢ Photography ¢ Public Relations and

The competition is open to women and men. Membership in The Association for Women in
Communications is not required to enter. Entry deadline is May 15, 1997. The entry fee is $50
for members and $75 for non-members.

For entry forms and information contact: The Association for Women in Communications.
“' 1244 Ritchie Highway, Suite 6, Amold, MD 21012-1887 = Telephone: 410-544-7442
Fax: 410-544-4640 * ¢ mail. WOMCOM @aol.com * Web page: WOMCOM.org

P) 5th

Annual




SCREEN SCENE

Radio Goes To The Movies

M ovie openings can make for great promotion ideas. And
the time to create a promotion based around a forth-
coming release is now. R&R will detail some of the major
movies set to be released in the coming months. For informa-
tion on creating a promotion for a specific movie, call the stu-
dio’s regional/field representative for your market. Check out
movies opening this week and charting movie soundtracks on

Show Prep (Pages 24 and 26).

March 7

HOWARD STERN’S PRIVATE
PARTS (Paramount) — This semi-
satirical biopic, based on Stern’s
best-selling autiobiography, follows
the rise of Howard Stern from
small-time radio guy to his current
status as self-proclaimed “King Of
All Media.” Betty Thomas directs.

March 14

JUNGLE2JUNGLE (Walt Dis-
ney) — Before successful commod-
ities trader Michael Cromwell (Tim
Allen) can marry Charlotte (Lolita
Davidovich), he must finalize his
divorce with his former wife (JoBeth
Williams), who happens to live in
the Amazon jungle. He goes, only to
find he has a son (Sam Huntington)
who has been raised by tribesmen.
Michael takes his son back to his jun-
gle — New York — and chaos en-
sues.

LOVE JONES (New Line) —
Deftly capturing the rhythms of mod-
em courtship, Nia Long and Larenz
Tate play a struggling photographer
and writer, respectively, who meet at
a poetry bar and proceed to experi-
ence the joy and heartbreak of creat-
ing a trusting relationship and prov-
ing you can never underestimate the
power of a love jones.

RETURN OF THE JEDI (20th
Century Fox) — Among the chang-
es made to this — the third chapter
of the “Stars Wars™ series — are a
fleshed out musical number that
takes place in Jabba the Hutt’s pal-
ace and an enhanced sand pit se-
quence where the protagonists clash
with Jabba’s henchman.

WIDE AWAKE (Miramax) —

Denis Leary, Dana Delaney, Rob-
ert Loggia, and Rosie O’Donnell
are among the adults newcomer Jo-
seph Cross comes across during a
mission to find God and make sure
his beloved. recently deceased grand-
father is in the right hands.

March 21

COMMANDMENTS (Gramer-
cy) — A morose doctor (Aidan
Quinn) decides to take revenge on
God after his wife dies by breaking
each of the Ten Commandments.
Courteney Cox co-stars as his sis-
ter-in-law and Anthony LaPaglia
plays her shady husband.

MIMIC (Miramax) — Mira Sor-
vino and Jeremy Northam star in
this thriller about a brilliant scientist
and her husband. a department health
official, who, after saving New York
City from a budding infectious dis-
ease that killed dozens of people two
years ago, must now deal with the
effects of their genetic engineering
genius.

SELENA (Warner Bros.) — Jen-
nifer Lopez portrays the charismat-
ic singer, whose tragic death cut short
a rising career that transcended the
Tejano scene and launched her into
crossover, mainstream success.

March 26

CATS DON’T DANCE (Wamn-
er Bros.) — Natalie Cole, Scott
Bakula, Jasmine Guy, and Don
Knotts are among the stars lend-
ing their voices to this animated
tale of Danny, an idealistic cat, who
comes to Hollywood to make his
fortune. Randy Newman wrote the
film’s music.

THE DEVIL’S OWN (Colum-

bia) — NY police officer Tom
O’Meara (Harrison Ford) wel-
comes his young Irish houseguest
Rory Devaney (Brad Pitt), not real-
izing he has a violent purpose for
coming to America. Horrified the
young soldier has brought centuries
of bloody war into his home,
O’Meara must walk the fine line be-
tween rage and duty when he joins
the manhunt to find Devaney.
TURBO: A POWER RANG-
ERS ADVENTURE (20th Century
Fox) — They’re back! Now imbued
with new Turbo powers and driving
custom-designed Turbo Zords, the
five superheroes battle an evil space
pirate to save a wise and gentle alien.

March 28

CHASING AMY (Miramax) —
The final instaliment in writer-direc-
tor Kevin Smith’s New Jersey trilo-
gy (“Clerks” and “Mallrats”) follows
two best triends (played by Ben Af-
fleck and Jason Lee) enjoying suc-
cess as creators of the cult hit comic
book “Bluntman & Chronic” and the
problems that arise after they meet
fellow artist Alyssa Jones (Joey Ad-
ams).

April4

BLISS (Triumph Films) — A sen-
sual story about love, relationships,
and self-discovery between a young
couple (Craig Sheffer and Sheryl
Lee). After he discovers his wife has
been seeing an unconventional sex
therapist (Terence Stamp), he con-
fronts the therapist and learns unex-
pected truths about his life.

DOUBLE TEAM (Columbia/
Mandalay) — They're a lethal com-
bination: Jean-Claude Van Damime
is a world-class counter terrorist and
Dennis Rodman is a weapon’s spe-
cialist and (surprise!) a free spirit.

PICTURE PERFECT (20th
Century Fox) — Directed by Glenn
Gordon Caron, this romantic com-
edy stars Jennifer Aniston, Jay
Mohr, Olympia Dukakis, Ileana
Douglas, and Kevin Bacon. Aniston
attempts to rev up her dormant ad

Tim Allen and Sam Huntington find themselves in a tough spot in Walt
Disney's “Jungle2Jungle.”

exec career by using a random pho-
to to invent a fictional “picture per-
fect” boyfriend and love life. Trou-
ble ensues when she actually meets
the man in the picture.

THE SIXTH MAN (Touch-
stone) — Just as college basketball
star Antoine Tyler (Kadeem Har-
dison) is about to realize his dream
of making the NCAA Champion-
ships, he dies, leaving his brother
(Marlon Wayans) to take his
place. Wayans loses his drive until
Antoine’s ghost appears to cheer
him on to win.

April 11

KISSED (Goldwyn Entertain-
ment) — Childhood fantasies and
experiences and her initiation into
the extraordinary world of under-
takers all fuel Sandra Larson’s
(Molly Parker) fascination. A fate-
ful meeting with a young medical
student (Peter Quterbridge) de-
velops into an obsession which
threatens to expose Sandra’s secret
passion and redefine the bounds of
love.

MURDER AT 1600 (Warner
Bros.) — Wesley Snipes plays a
Washington, DC homicide detec-
tive who is called to investigate a
murder in the White House and ul-
timately becomes embroiled in a
top-level, cover-up plot. Dennis
Miller, Alan Alda, and Diane
Lane co-star.

April 18
ADDICTED TO LOVE (Wam-
er Bros.) — Two spurned lovers

(Meg Ryan and Matthew Broder-
ick) team up to spy on their former
mates, who have moved in togeth-
er in New York. Ryan wants re-
venge, while Broderick just wants
his girlfriend back.

ANACONDA (Columbia) — A
taut adventure about a documenta-
ry film crew that strays into dan-
gerous territory when it takes on a
passenger obsessed with exploring
the habitat of the world’s largest
snake. Jennifer Lopez, Ice Cube,
Jon Voight, and Eric Stoltz star in
this slithery tale.

IN PURSUIT OF HONOR
(working title) (Hollywood/Cara-
van) — Demi Moore plays ambi-
tious Navy Intelligence officer Lit.
Jordan O’Neil, who sets a histori-
cal precedent when she is chosen
as the first female candidate for the
Navy's elite Combined Reconnais-
sance Team training as a Navy
SEAL. However, a disgruntled of-
ficer (Viggo Mortensen) makes
her life miserable and then O’ Neil
must decide his fate when he is crit-
ically injured during a mission
gone wrong.

Dates are subject to change.
Compiled by R&R Associate Edi-
tor Margo Ravel; (310) 788-1659

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 giveaways.
Packaged on a roll and easy to use. Put up brand new signs at every event.

e Durable banners for a throw-away price
e UV stabilized plastic won't fade indoors

or outdoors

e Simply fax your logo and color separation

information for a free price quote

Canada 1-800-847-5615

RO

PLASTIC
BANNERS

1-800-231-2417

Fax (713) 507-4295
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arn ever.

America’s original radio psycholo-
gist, Dr. Toni Grant achieved
national notoriety and phenomenal
ratings with her syndicated program
on over 180 radio stations across the
U.S. before going on creative hiatus
in 1990. Now she’s back by popu-
lar demand and ready to sweep the
nation once again.

Although others have tried, no one
has come close to capturing Dr.
Grant’s unique delivery style and
special bond with listeners. She is a
practicing licensed psychologist,
but don’t be afraid of her PL.D. - she
provides both clinical and common-
sense solutions with candor and
compassion, while never losing sight
of the entertainment value of radio.

You have a choice when program-
ming talk radio, and this is the eas-
iest choice you'll ever make. To lock
Dr. Grant in your market, call Radio
Shows, Ltd. at 800-988-4341 today,
and start enjoying success with the
one and only, the true original, the
brilliant Dr. Toni Grant.
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Howard Stern Govers Everything!

Howard Stern is the cover
star of Rolling Stone, Enter-
tainment Weekly, TV Guide, New
Yorker, and Penthouse this week.
Here are some highlights:

“Most of my great radio bits
have been born out of sitting and
watching TV. It relaxes me so
much that | think clearly” (TV
Guide).

“Being in that room at Para-
mount, where they kiss yourring,
it's great. And if | ever got caught
up in that moment and said, ‘| love
this, I'm basking in this, this is
what | craved my whole life,” I'm

finished! I'll go out and make a
Coneheads movie” (Entertaiment
Weekly).

“It's something different —
maybe not for everybody but cer-
tainly something of more sub-
stance than just saying ‘fart’ and
‘penis’ and ‘vagina.” | wouldn't
have been on the air this long if
that’s all | did” (New Yorker).

“That movie ['The People Vs.
Larry Flynt'] is pompous bullshit.
Hero? | put my ass on the line
every day, and the FCC and cen-
sors keep coming after me. They
fine me millions of dollars and
keep me out of cities where | want
to syndicate my show. If there is
a poster boy for the First Amend-
ment, it ain’t [Larry] Fltynt” (Pent-
house).

“| got depressed after the mov-
ie. You play all these scenes in
your life and realize, ‘What the
fuck kind of life is this? | must
have been insane’™ (Rolling
Stone).

And ... Stern sidekick Robin
Quivers describes working with
the King Of All Media for Us: “If |
could find a personal relationship
like the friendship | have with
Howard, ['d be married.”

Radio & Rockers

“Dance songs have a message
and that message is fun. Grunge
songs say, ‘My life is not good and
| should shoot myself in the head”
— KHOM/New Orleans PD Bill
Thorman explains dance music’s
appeal (Entertainment Weekly).

“lt does seem absurd that there
are punk rockers in the late '90s
rebelling against their parents with
their parents’ music. | can’t quite
get my head around that. It’s
‘Dad, you suck — can | borrow
your Sex Pistols album?” — U2
frontman Bono addresses the “Is
rock dead?” question in Time.

“I had to laugh when the group
gets a gig at a restaurant near the
airport becuase | once managed
a band, Eddie Haddad & Can-
yon, that played at the Tiki Hut out
by LAX" — Syndicated radio star/

guest critic Casey Kasem prais-
es the attention to detail found in
“That Thing You Do” for Entertain-
ment Weekly.

The Love Show

“| take 'em 22 and up. LeAnn
will just have to be ‘blue’ until then”
— Country heartthrob Bryan
White, 23, informed that 14-year-
old LeAnn Rimes has a crush on
him (Star). In the meantime, Ms.
Rimes scores a two-page story in
Time.

Janis Joplin's personal publi-
cist says the late singer had a
one-night stand with Joe Nama-
th back in the '60s (Globe).

Jon Secada’s wedding to “mu-
sic promoter Maritela Vilar” mer-
its a two-page photo spread in the
Star. Incidentally, the Globe and
People spell her first name “Mar-
itere” and the National Enquirer
spells her first name “Mari-Tere.”

“People all over the country are
calling in crying and saying, ‘It
happened to me’™™ — Peggy
Scott-Adams describes the reac-
tion to her man-leaves-woman-
for-another-man hit, “Bill" (Peo-
ple).

Really Sayin’ Somethin’

“The most glamourous thing
the band did this year is we char-
tered the Chicago Bulls’ private jet
and flew with the Smashing
Pumpkins to the MTV Awards.
We kept sniffing the seats to see
if we could locate Michael Jordan
or Dennis Rodman — to no avail”
— Garbage frontwoman Shirley
Manson, one of Us’s “Break-
through Stars Of '97.”

“I'm dreaming a lot, and | can’t
believe what is happening to me.
But my two feets are on the
ground” — Celine Dion reflects
on her recent success (Us).

“Anyone who has dealt with him
— genuinely dealt with him —
knows he is a liar. I'm not afraid
of Michael Eisner. That's why
he’s so angry with me. Because
in this town where people are all
about business and making mon-
ey, | am the only one willing to say
the truth” — SKG DreamWorks
honcho David Geffen calls it like
he sees it (Us).

“The only other people doing
real pop is Spice Girls” — Gina
G. explains her appeal (Entertain-
ment Weekly).

“First, you have to please your-
self, and then it might be inter-
esting for other people. But ifit's
not interesting for you, then
you're fucked. You've got no-
where to go” — Van Morrison
explains himseif to you (Enter-
tainment Weekly).

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

* BOOTY CALL
Single: Can We/SWV

CURRENT

* JERRY MAGUIRE (Epic Soundtrax)
Other Featured Artists: Neil Young, Aimee Mann
Single: Secret Garden/Bruce Springsteen

* SCREAM (TVT Soundtrax)

Featured Artists: Nick Cave & The Bad Seeds, Moby, Connelis

* MICHAEL (Revolution)

Single: Through Your Hands/Don Henley

Other Featured Artists: Kenny Wayne Shepherd, Bonnie Raitt
¢ LOST HIGHWAY (Nothing/Interscope)

Single: The Perfect Drug/Nine Inch Nails

Other Featured Artists: David Bowie, Lou Reed, Smashing Pumpkins

* SPACE JAM (Warner Sunset/Atlantic)

Single: For You | Wil/Monica

Other Featured Artists: Coolio, D’Angelo, All-4-One

* DANGEROUS GROUND (Jive)

Singles: The World Is Mine/lce Cube
Ghetto Smile/B-Legit f/Daryl Hall (Sick Wid' [¥Jive)
Other Featured Artists: Keith Murray, Jay-Z, KRS-One

« ONE FINE DAY (Columbia)

Single: For The First Time/Kenny Loggins
Other Featured Artists: Keb’Mo’, Tina Arena, Natalie Merchant
* WHEN WE WERE KINGS (Mercury)
Singles: Rumble In The Jungle/Fugees
When We Were Kings/Brian McKnight & Diana King
Other Featured Artists: James Brown, B.B. King

¢ THE PREACHER’S WIFE (Arista)

Single: Step By Step/Whitney Houston

* SUBURBIA (DGC/Geffen)

Featured Artists: Beck, Butthole Surfers, Girls Against Boys
COMING
* HOWARD STERN’S PRIVATE PARTS (Warner Bros.)
Single: Hard Charger/Porno For Pyros
Other Featured Artists: Marilyn Manson, Green Day, Van Halen

* LOVE JONES

Single: Hopeless/Dionne Farris (Columbia)

* JUNGLE2JUNGLE

Single: It Starts In The Heart/Maxi Priest (Walt Disney)

* SELENA

Single: Dance Medley/Selena (EMI/Latin)

« THE SAINT (Virgin)

Single: Out Of My Mind/Duran Duran
Other Featured Artists: Sneaker Pimps, Duncan Sheik, Luscious Jackson

D s 2

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

'Net Chats

Jewel, Monday (3/10) at 8pm
ET/5pm PT, America Online
(keyword: LIVE).

The Mighty Mighty Boss-
tones, Thursday (3/13) at
7:30pm ET/4:30pm PT, Prodi-
gy (jump: CHAT).

Reba McEntire, Thursday at
8pm ET/5pm PT, America On-
line (keyword: LIVE) and at
http://www.reba.com on the
web.

Sir Mix-A-Lot, Thursday (3/
13) at 9pm ET/6pm PT, Mi-
crosoft Network (“Rifff” forum,
Onstage Channel 3).

On The Web

Sky Cries Mary per-
forms live from Seattle on
Saturday night (3/8) at mid-
night ET/9pm PT (http://
www.LliveConcerts.com).

SH—_—

MONBAY, MARCH 17

1968/The Bee Gees make their U.S.
debut, performing on “The Ed
Sullivan Show.”

1976/Boxer Ruben “Hurricane” Cart-
eris granted a retrial for murder
thanks, in part, to Bob Dylan's
song “Hurricane.”

1995/Suzanne Vega marries producer
Mitchell Froom.

Born: The late Nat King Cole 1917,
John Sebastian (Lovin Spoon-
ful) 1944, Van Conner (Scream-
ing Trees) 1967, Billy Corgan
(Smashing Pumpkins) 1968

TUESDAY, MARCH 18

1965/Rolling Stones members Mick
Jagger, Keith Richards, and Bill
Wyman are arrested for urinat-
ing on the wall of a gas station
after the owner wouldn't let them
use the restroom.

1982/Teddy Pendergrass is paralyzed
after he crashes his Rolls Royce
into a tree in Philadelphia.

1989/Phil Collins and wife Jill become
parents to daughter Lily Jane.

1994/Nirvana’s Kurt Cobain has four
guns and 25 boxes of ammuni-
tion confiscated after his wife,
Courtney Love, called police
fearing he’d commit suicide.

Born: Wilson Pickett 1941, Vanessa
Williams 1963, Jerry Cantrell
(Alice In Chains) 1966, Queen
Latifah 1970

WEDNESDAY, MARCH 19

1957/Elvis Presley buys the Graceland
mansion.

1958/Simon & Garfunkel — using the
pseudonym Tom & Jerry — re-
lease their first single, “Hey
Schoolgirl.”

1982/0zzy Oshourne guitarist Randy
Rhoads is killed in an airplane
accident.

1994/Pat Benatar and Neil Giraldo
become parents to daughter
Anna Juliana.

Born: Billy Sheehan (Mr. Big) 1953

THURSDAY, MARCH 20

1969/John Lennon marries Yoko Ono
in Gibraltar.

1970/David Bowie marries Angela
Barnett.

1990/Gloria Estefan breaks several
bones in her back when a truck
slams into her tour bus. She’ll
make a full recovery within 10
months.

1991/Eric Clapton’s four-year-old son,
Canor, falls to his death from a
53-story window.

3

Michael Jackson — making history.

Also ... Michael Jackson signs the
richest deal in history when Sony
inks him to a reported $1 billion
record/video/movie contract.

Born: Carl Palmer (ELP) 1950, Jim-
mie Vaughan 1951

FRIDAY, MARCH 21

1961/The Beatles play Liverpool's Cav-
ern Club for the first time.

1970/The Jackson 5 release “ABC.”
Also ... The Small Faces release
“First Step,” their first atbum
with new members Rod Stewart
and Ron Wood.

1994/Bruce Springsteen wins a Best
Original Song Oscar for “Streets
0Of Philadelphia” from the movie
“Philadelphia.”

SATURDAY, MARCH 22

1956/Carl Perkins is injured in a car
accident en route to perform on
“The Ed Sullivan Show.” He's
hospitalized for several months.

1969/Newlyweds John Lennon & Yoko
Ono begin their first “Bed-in For
Peace” at the Amsterdam Hitton.

1977/Stevie Wonder releases “Sir
Duke.”

Born: George Benson 1943, Stephanie
Mills 1957

SUNDAY, MARCH 23

1963/The Beach Boys release “Surfin’
USA”

1978/The Police sign with A&M.

1985/Billy Joel marries model Christie
Brinkley in New York.

Born: Ric Ocasek (ex-Cars) 1949, Cha-
ka Khan 1953, Damon Albarn
(Blur) 1968

— Paul Colbert

R—
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SHOW PREP

MUSIC TELEVISION®
59.4 million households
Fatti Galluzzi,
VP/Music Programming

MUSIC FIRST
50.8 mitlion households
Lee Chesnut, VP/Music Programming

Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS ]

IXL

GHOST FACE KILLER All | Got Is You (Epic).

MARY J. BLIGE Love Is All We Need (MCA)
JAMIROQUAI Virtual Insanity { Work)

ALLURE {/NAS Head Over Heels (Crave)

PAULA COLE Where Have All The Cowboys Gone (Warmer Bros)
BIG HEAD TODO & THE MONSTERS Resigration .. {Revokstion)
JONNY LANG Lie To Me (A&M)

SQUIRREL NUT 2IPPERS Hell (Mammoth/Atlantic)

| EXCLUSIVE ]

AEROSMITH Falling In Love (Is Hard On ...} {Columbia)
BECK The New Pollution (DGC/Geffen)

| HEAVY |
AALIYAH One In A Million (BlackGround/Atiantic)
BABYFACE Everytime | Close My Eyes (Epic)

ERYKAH BAOU On & On (Kedar/Universal)

BUSH Greedy Fly (Trauma/interscope)

COLLECTIVE SOUL Precious Declaration (Atiantic)
SHERYL CROW Everyday Is A Winding Road (A&M)
JEWEL You Were Meant For Me (Atfantic)

LIVE Lakini's Juice {Radioactive)

METALLICA King Nothing (Elektra/EEG)

NINE INCH NAILS The Perfect Drug (Nothing/Interscape)
DFFSPRING Gone Away (Columbia)

PORNO FOR PYROS Hard Charger (Warner Bros.)
PUFF DABDY Can't Nobody Hold Me Down (Bad Boy/Aristal
VERVE PIPE The Freshman (RCA)

WALLFLOWERS One Headlight {/nterscope)

| JAM OF THE WEEK |

GHOST FACE KILLER Afl | Got Is You (Epic)

|STRESS |

FIONA APPLE Steep To Dream ( Work}

BLACKSTREET Don't Leave Me (/nterscope)

MARY J. BLIGE Love Is Al We Need (MCA)

SNOOP DOGGY DOGG Vapors {Death Row/Interscope)
FUN LOVIN’ CRIMINALS Fun Lovin' Criminal (EM)
WARREN G | Shot The Sheriff (Def Jam/RAL/Mercury)
DRU HILL in My Bed (/sfand)

WHITNEY HOUSTON Step By Step (Arista)

KORN A.D.I.D.AS. (/mmortal/Epic)

MAKAVELI To Live & Die In L.A. (Death Row/Interscope)
MONICA For You | Wil (Warner Sunset/Atiantic)

ND DOUBT Excuse Me Mr. {Trauma/interscope)
DUNCAN SHEIK Barely Breathing (Atlantic)
SILVERCHAIR Abuse Me (Epic)

SUBLIME Santeria (Gasofine Alley/MCA)

U2 Discotheque (/s/and)

VERUCA SALT Volicano Girls (Outpost)

WILCD Quttasite (Outta Mind) (Reprise)

|BREAKTHROUGH |

JAMIROQUAI Virtual tnsanity {Work)

|ACTIVE j

ALLURE I/NAS Head Over Heels (Crave)

FOXY BROWN !'ll Be Good (Def Jam/RAL/Mercury)
CAKE | Will Survive {Capricorn/Mercury)

CAMP LO Luchini (Profife)

PAULA COLE Where Have Al The Cowboys Gone ( Warmer Bros)
DJ KOOL Let Me Clear My Throat (American/W8)
LUSCIOUS JACKSON Naked Eye (Grand Royai/Capitol)
MAXWELL Sumthin’ Sumthin’ {Columbia)

NO MERCY Piease Don't Go {Arista)

SDUL ASSASSINS The Puppet Master (Columbia)
KEITH SWEAT Just A Touch {Elektra/FEG)

WESTSIDE CONNECTION Gangstas Make . (Lench MotyPrionty)
ZHANE Request Line (//itown/Motown)

LON l

LEAH ANDREONE It’s Alright, It's OK (RCA)

BIG HEAD TOOD & THE MONSTERS Resignation .. (Revollitior)
JON SPENCER BLUES EXPLOSION Wail (Matador/Capitol)
KULA SHAKER Hey Dude (Columbia)

JONNY LANG Lie To Me (A&M)

MARILYN MANSON Tourniquet {Nothing/Interscope)
MIGHTY MIGHTY BOSSTONES The mpression | Get (Merrun)
PRODIGY Firestarter (Mute/MaverickW8)

SPACE Femate Of The Species (Gut/Universal)
SOUIRREL NUT ZIPPERS Hell (Mammoth/Atiantic)

CARDIGANS Lovefool (Mercury)

WHITNEY HOUSTON Step By Step (Arista)
JEWEL You Were Meant For Me (At/antic)
NO DOUBT Don't Speak ( Trauma/Interscope)
WALLFLOWERS One Headlight {/nterscope)

| LARGE

“AFKAP” Sombody's Somebody (NPG/EMI)
BABYFACE Every Time t Close My Eyes (£pic)

PAULA COLE Where Have All The Cowboys Gone (imago/WB)

SHERYL CROW Everyday !s A Winding Road {A&M)
COUNTING CROWS A Long December (DGC/Geffen)

CELINE OION All By Myself (550 Music)

EN VOGUE Don't Let.Go (Love) {FastWest/EEG)
JOHN MELLENCAMP Just Another Day (Mercury)
U2 Discotheque (/siand)

 MEDIUM

ERYKAH BADU On & On {Kedar/Universal)
DAVID BOWIE Little Wonder (Virgin)

R. KELLY i Believe | Can Fly {Jive)

JON SECADA Too Late, Too Soon (EMN
DUNCAN SHEIK Barely Breathing (Atiantic)

| CUSTOM

AALIYAH One In A Miilion {BlackGround/Atiantic)
LEAH ANDREONE It's Alnght, it's DK (RCA)

FIONA APPLE Sieep To Bream (Work)

MERRIL BAINBRIDGE Under The Water {Universaf)

BIG HEAD TODD & THE MONSTERS Resignation ... {Revolition)

BLACKSTREET No Diggity (/nterscope)
CRANBERRIES When You're Gone (/s/and)

PHIL COLLINS It's in Your Eyes (Atfantic)

DAVE MATTHEWS BAND Crash Into Me (RCA)
GINA G Ooh Aah ... Just A Little Bit (Eternal/WB)
JOHNNY GILL It's Your Body (Motown)

DRU HILL in My Bed {/sland)

ISLEY BROTHERS Tears ( 7-Neck/Isiand)
FREEDY JOHNSTON On The Way Out (Elextra/EEG)
AMANDA MARSHALL Fall From Grace (Epic)
MAXWELL Sumthin' Sumthin’ (Cofumbia)

GEORGE MICHAEL Star People (DreamWorks/Geffen)

MONICA For You | Will (Warner Sunset/Atianta}
00D0S Someone Who's Cool (Elektra/EEG)

R.E.M. Electrotite {Wamer Bros.)

SPICE GIRLS Wannabe (Virgin)

KEITH SWEAT Nobody {E/ektra/FEG)

LUTHER VANDROSS | Can Make It Better (LV/Epic)
WILCO Outtasite {Outta Mind) (Reprise}

TELEVISION

TOP TEN SHOWS
FEBRUARY 24-MARCH 2

Total Audience
(97 million households)

Seinfeld

Friends

The Naked Truth
Suddenly Susan

ER

Home Improvement
60 Minutes

Movie (Sunday)

(“The Fugitive”)

Movie (Sunday)
(“Journey Of The Heart”)
10 39th Annual Grammy
Awards

BN H W~

©

Adults 18-34

Seinfeld

Friends

Suddenly Susan
Party Of Five

The Naked Truth
Beverly Hills, 90210
Meirose Place
Movie (Sunday)
(“The Fugitive”)

King Of The Hill

10 The Simpsons

(tie) When Disasters Strike 2

WNOG DA W~

©

Source: Nielsen Media Research

Coming NexT WEEK

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

Tube Tops

Frank Black, Foo Fight-
ers, Lou Reed, Sonic Youth,
the Cure’s Robert Smith, and
Smashing Pumpkins’ Billy
Corgan perform when "Dav-
id Bowie & Friends — A Very
Special Birthday Concert” pre-
mieres as a two-hour, pay-per-
view concert (Saturday, 3/8,

Friday, 3/7

* Babyface and Curtis
Mayfield are slated to receive
special awards when Brandy,
Gladys Knight, and L.L. Cool
J host the “1997 Soul Train
Music Awards” (WB, check
local listings).

*Jewel performs and
Howard Stern is interviewed
on “The Tonight Show With
Jay Leno.”

Saturday, 3/8

* Rick Trevino performs on
“The Statler Bros. Show”
(TNN, 9pm ET/6pm PT)

Monday, 3/10

* Suzy Bogguss and the
Oak Ridge Boys, “Prime Time
Country” (TNN, 9pm EST/6pm
PST).

* Deana Carter, “Jay Leno.”

Tuesday, 3/11

* Garth Brooks, Reba
McEntire, and Tony Rich are
slated to perform live on the
“Blockbuster Entertainment
Awards,” a two-hour special
hosted by Vanessa Williams
(UPN, 8pm).

¢ Travis Tritt and Lee Roy
Parnell perform on “Waylon
Jennings & Friends” (TNN,
8pm ET/5pm PT).

*Kim Richey, “Late Night
With Conan O'Brien.”

Wednesday, 3/12

* Willie Nelson is profiled on
TNN's “The Life And Times Of
..." series (8pm ET/5pm PT).

* Mila Mason, “Prime Time
Country.”

Thursday, 3/13

*Johnny Paycheck,
“Prime Time Country.”

¢ Collective Soul, “Jay
Leno.”

* Freedy Johnston per-
forms and Howard Stern is

check local listings for time interviewed on “Conan
(Note: This week's chart s frozen.) and PPV channel). O'Brien.”
) 36 million households T = N
‘ Lydia Cole 21 miltion households
7 L Liz Kiley, A
(A RN /r1iusic Programming VP/Programming ®
- , 2 CONCERT PULSE
’ Video P Iay’lst J MUSIC TELEVISION Avg. Gross
YOU CONTROL. Pos. Artist (in 000s)
DRU HILL In My Bed (/sland) = 1 WHO $682.9
ERYKAH BADU On & On (Kegar/Universa) r National TOp 20 i 2 METALLICA $494.5
PUFF DADDY Can't Nobody Hoid Me Down (8ad Boy/Arista) = 3 BETTE MIDLER $482.9
AALIYAH One In A Mitlion (BlackGround/Atiantic) TRU ' Always Feel Like ..{Priority) 4 KENNY G/TONI BRAXTON  $472.2
MAXWELL Sumthin’ Sumthin’ {Columbia) SPICE GIRLS Wannabe (Virgin) 5 KISS $464.1
BRAT {/T-BOZ Ghetfo Love (S0 S0 Def/Columbia) DRU HILL In My Bed (/siand) 6 REBA McENTIRE $409.8
WHITNEY HOUSTON Step By Step (Arfsta) LIL® KiM Crush On U (Big Beav/Atiantic) 7 TRAGICALLY HIP $352.8
BABYFACE Every Time | Close My Eyes (Epic) RAHSAAN PATTERSON Stop By (MCA) 8 RUSH $309.9
KEITH SWEAT Just A Touch { HekteaEEG) PEGGY SCOTT-ADAMS Bill (Miss ButchvMardi Gras) Al & PUMPKINS :iig-g
ZHANE Request Line (Jitown/Motown) FOXY BROWN Il e (VikatorDet Jam/RALMercury) o e ,:‘EMPl:E ':'I(:':)Ts bt
Intormation for week ending March 7. T. CAMPBELL Don't /‘xsk My Neighbors {Warner Bros.) 12 ALAN JACKSON $213.3
. “AFKAP" Somebody's Somebody {(VPG/EMI) 13 DAVE MATTHEWS BAND $208.5
l Hap Clty Top 10 l ROME { Belong To You (ACA) 14 HOOTIE & THE BLOWFISH  $191.9
_ PUEF BADDY Can't Nobody Hold Me Down (Bad Boy/Arista) 15 VINCE GILL $176.9
:‘d;’;gmv C;r;‘t"r:l !)Tm:: I?EM(‘;’Z!:;T;)MBW/AW HEAVY D Big Daddy (Uptown/MCA) Among this week’s new tours:
b (Um%ers ) WESTSIDE CONNECTION Gangstzs Make... Lench Mob Prioty) FIONA APPLE
AALIYAH One in A Million (BlackGrounad/Atiantic) CHEAP TRICK

REDMAN Whateva Man {Def Jam/RAL/Mercury)
ARTIFACTS The Ultimate (Big Beat/Atlantic)

FOXY BROWN I'll Be { Vioiator/Def Jam/RAL/Mercury)

JAY-Z Feelin’ It {Roc-A-Fella)
RZA Tragedy {Geniush
TELA Sho ‘Nuff { Suav House/Relativity)

WESTSIDE CONNECTION Gangstas Make .. (Lench Mob/Priorty)

MACK 10 & DOGG ... Nothin' But ... (Buzztone/Priority)
112 Cupid (Bad Boy/Arista)

ZHANE Request Line (/fitown/Motown)

BILLY LAWRENCE C’'Mon (Elektra/EEG)

MINT CONDITION You Don't Have ... (Perspective/A&M)

ENUFF Z' NUFF
JAZZ PASSENGERS
PANSY DIVISION
SON VOLT
STANLEY TURRENTINE
TYPE O NEGATIVE

E
#

OB

2 oo

WEEKEND BOX OFFICE
FEB. 28-MAR. 3

1 The Empire Strikes $13.14

Back (Fox)

2 Donnie Brasco $11.66
(TriStar)*

3 Star Wars (Fox) $6.85

4 Booty Call $6.42
(Columbia)*

5 Absolute Power $5.72
(Columbia)

6 Dante’s Peak $5.26
(Universal)

7 Vegas Vacation $4.55
(WwB)

8 Fools Rush In $3.60
(Columbia)

9 Marvin’s Room $3.25
(Miramax)

10 Rosewood (WB) $2.90

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

COMING ATTRACTIONS:
This week’s openers include
“Private Parts,” starring “King
Of All Media” Howard Stern
and sidekick Robin Quivers.
The film’s Warner Bros.
soundtrack features Porno
For Pyros’ current single
(*Hard Charger”) as well as
cuts by Rob Zombie w/
Howard Stern (“The Great
American Nightmare”), How-
ard Stern & the Dust Broth-
ers (“Tortured Man”), Marilyn
Manson (“The Suck For Your
Solution”), Ramones (“Pin-
head”), and cover tunes by
Ozzy Osbourne w/Type O
Negative (Status Quo’'s “Pic-
tures Of Matchstick Men”) and
Green Day (the Kinks' “Tired
Of Waiting For You"). Deep
Purple’s “Smoke OnThe Wa-
ter,” Cheap Trick's “| Want
You To Want Me,” Ted Nu-
gent’s “Cat Scratch Fever,”
Van Halen'’s “Jamie’s Cryin’,”
alive version of AC/DC’s "You
Shook MeAll Night Long,” and
more complete the LP.

Hip-hop music documenta-
ry “Rhyme & Reason” also
opens this week. Its Buzz-
tone/Priority soundtrack
showcases new tunes by
Mack 10 & Tha Dogg Pound,
Busta Rhymes & A Tribe
Called Quest, Eight Ball &
MJG, Ray Kass & Heltah
Skeltah, Crucial Conflict, E-
40, the RZA, MC Eiht, Lost
Boyz, KRS-One, Master P,
Volume 10, Nyoo & DeCoca,
Deliquent Habits, and Guru,
LiI’ Dap & Kai:Bee.

Tim Allen stars in “Jungle
2 Jungle,” whose forthcoming
Walt Disney soundtrack
sports Maxi Priest’s current
single (“It Starts In The
Heart”), the “°97 Jungle Ver-
sion” of “Shaking The Tree" by
Peter Gabriel & Youssou
N’Dour w/Shaggy, and songs

§ ¥ AR OO

R
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by Jam Nation, the Sha-

The CONCERT PULSE is courtesy of Polistar, a
Shees, and more.

publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7900.

Most requested for week ending February 28.

Video airplay from March 10-16. Information for week ending March 7.
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LICENSE PLATE FRAMES
ONE COLOR IMPRINT
SET UP CHARGE $40

350 600 1000 2500

Really Great Sounding
Telephone Audio!

The new HotLine

POTS codec sends

up to 10 kHz

two-way audio

on a single,

standard dial

telephone line.

It’s ideal for drop-in
remotes or breaking news.
The HotLine is compact,
lightweight and easy-to-use.
Call today for more information!

RER Comrex Corp,USA

Tel: 508-263-1800 Fax: 508-635-0401

HOW

WINTER SALE

T-SHIRT

BLOWOUT

100% COTTON

HANES /FRUIT OF
BEEFY-T/ THE LOOM

2 COLOR/FRONT & BACK

NO SET UP OR
SCREEN CHARGES

COMPARE—THEN CALL US!!

INCLUDES C@Q $4.99

Y

AONTYNY NG I NYINYNE
T

ANZ/INVNY

AN/

N/

+ SHIPPING
CHARGES (100 pc. mim.)

LEE ARNOLD PROMOTIONS

N

(414) 351-9088 * Fax (414) 351-6997

NG NN

_82—72—53—7 Fax-on-Demand: 508-264-9973 (Doc #1 16)
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NN

' An Outstanding Wa B g : Can"y:tnal—k;how
To Promote Ymigr EvZnt! pUBLICITY PRINTS phone system do this?
>
BIW - 8x10’s

500 — $80.00
1000 — $108.00

4x6 - JOCK CARDS O Conference 4 callers on-air

§ 1000 — $91.00 0 Pemit simultaneous on-air and off-air use

2000 — $125.00 O Provide talent, producer, and screener locations
* ﬁf:ﬁ;’ﬁbgfmm [0 Expand to multiple studios

* FAST PROCESSING [0 Provide clear, understandable audio
* OTHER SIZES & COLOR
PRINTS AVAILABLE

Gentner’'s TS612 can do all this, and more!

Call today for more information.
Call today for your free

illustrated booklet-“29 Creative LEHRER
Ways To Use Banners on a Roll” V LLEN

1-800-786-7411 2068817400 Fx 883409

ECONOMICAL CONVENIENI EFFECTIVE

GHARLIE TUNR - e
; Promotional Punch That will Knock'em @ut . . .

30 Y A I_ A I R d I_ d 3 A unique way to leave a temporary but lasting
impression. We offer full color, high quality
ears Us nge es a IU egen | temporary tattoos that are available in amw size
for lhe_ Iow_est cost per minimum and aggressive
V . f. Dozens of Network TV Shows « National & International ¢ | quantity discounts!
0|Ce G + Syndicated Radio/TV Programs - Commercials : Perfect For:
F 2 Retail Hang-Tags * Trade Show

A d NOW Image Liners, Promos, IDs, Commercials a §] A 2 Giveaways  Fashion Shows » Baad
n ++s FOR YOUR STATION TODAY! 3 » " Promotions * VIP Entrance Passes for

£ 3 0
| & J Promoters

Also Available:
* Full Color CUSTOM Magnets ard
decals * 1000 Full Color CUSTOM
Stickers for $89.00 « Stock Tattoos
for Resale

ROLL-A-SIGN Cost-effective plastic banners o0 a4 < : Razbarry
for your station. We print any picture, logo, Studio (818) 344-6749 ~ Promotions e
or design in up to four colors. Perfect for rax (818) 344-8083 ' ' i
concerts, public appearances, expos and give- . . .
p Ppe e e-mail: ctunaedejavudesign.com / s
tt: /Forww dejarudesign.com/charfetuna ) - _ Phone: 213.436.6235

SO | a1 ) ! _ i Fax: 213.876.4.TA2

Calt Toll Free: x T o ] Overnight AT, Analog Reed ; ah r E-mail: ruztattoo@aol.com

U.S. 1-800-231-2417 H a ] or LIVE ISDN i i s Visit our web site:

Canada 1-800-847-5616 s 1 htip://www.ccweb.comtattoo/tempscustom

N Rates scaled to market size 2
(713) 507-4295 FAX S NO PER COLOR SET UP FEE
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DARS '

Continued from Page 1 |
|

CD Radio, Digital Satellite Broad-
casting Corp., and Primosphere
L.P. — filed their applications in the
early 1990s. Although it is too early
to tell how much revenue the auc-
tions will bring in, sources predict the
dollar figure could be upwards of
$200 million.

NAB spokesperson Dennis
Wharton was quick to reiterate
NAB’s long-held position: “The bot-
tom line is that satellite-delivered
radio threatens the thousands of com- |
munity radio stations that provide
local news, weather, and sports and |
have made the U.S. system of broad- |
casting the envy of the world.” |

But the Commission disagreed.
“We find that the effect of satellite
DARS on terrestrial radio is likely
to be significantly smaller than the
effect of additional terrestrial radio
stations,” the Commission wrote. It
also said it estimates DARS listen-
ership not to be more than 4% by the
year 2005. Similarly, the FCC said it
expects DARS to have a negligible
effect on national radio advertising
revenues should one or both of the i
licensees choose to accept advertis-
ing.

The new system, which could be
available in the next couple of years,
would provide CD-quality radio to a
national audience and would most
likely be a subscription-based ser-
vice. CD Radio President David
Margolese said although the market
will determine actual costs, he esti-
mates the price of the service to be
about $10 per month, with initial
hardware costs of a couple hundred
dollars.

“A significant number of persons
in the U.S. receive few high-quality
audio signals,” the FCC said. “Sat-
ellite DARS offers the substantial
benefit of providing these persons
with many additional high-quality
audio signals.”

— Heather Van Slooten

CBS

Continued from Page 3

heritage of WODS. And while Bob
is eager to take on new challenges,
we are working with him to find
those challenges within the CBS Ra-
dio family.”

Most recently CBS’s President/
AM Stations — a post that no longer
exists — Goldman had worked at
WBZ prior to Westinghouse’s acqui-
sition of CBS Radio and Infinity
Broadcasting. He told R&R, “I'm
delighted to be back in Boston where
I enjoyed working for three years.
Nothing better could have happened
to me. My job is to keep [WBZ]
where it is, which is the market lead-
er. We have that heritage to help us
stay as the market leader.”

Jordan has worked for CBS for
more than 20 years and has man-
aged KDKA-AM/Pittsburgh and
KOAX-FM (now KYNG)/Dallas-
Ft. Worth. “It’s nice to be back on
the FM side,” he told R&R. “Itdidn’t
take me long to go running to an Ar-
bitron book and see that [WODS]
was No. 2 25-54 for the past four
years! It’s consistent and I'm thrilled.
I was at WBZ in timne for its 75th an-
niversary, my last year at KDKA was
its 75th anniversary, and now I'm here
in time for WODS’s 10th. After nine
Westinghouse moves and a moving
van outside of my house, it’s nice not

to have to move again.”

‘Unparalleled Operation’

Reporting to CBS Radio Chair-
man/CEO Mel Karmazin and CBS
News President Andrew Heyward,
Herman will be responsible for the
CBS News radio operation — in-
cluding news gathering and program-
ming — as well as its relationship
with its affiliated stations.

“CBS Radio is in a unique posi-
tion to build an unparalleled news op-
eration,” Karmazin said. “Scott’s
track record as a journalist and man-
ager makes him the perfect choice
for this position.”

Heyward added, “Our goal is sim-
ple: to offer the highest quality news

service in the business to our listen- |

ers and affiliated stations. Scott’s
mission is to build on the vast expe-
rience and expertise of the current
CBS News radio operation, while
forging new partnerships with our
radio stations and affiliates.”

Herman has held his current WINS
post since January 1994. Prior to that,
he served as Director/News Program-
ming at KYW-AM & TV &
WMMR-FM/Philadelphia (1992-
93), News Director at KYW-TV
(1990-92), and as Exec. Editor/PD
at WMA Q-AM/Chicago (1988-90)
and KYW-AM (1985-88). He also
was News Director at WINS, where
he began his career in 1987.

Jacor
Continued from Page 3

be in San Diego and at Q106 — and
even more exciting to be at Jacor.
This is a product-oriented company
and a programmer’s company. I'm
thrilled to be in the company of peo-
ple like Jacor/SD VP/Director of
Operations Jack Evans, Tim Dukes,
KHTS-FM PD Todd Shannon, and
KGB-FM PD Todd Little.”

Todd discussed KKLQ’s format:

Beck

Continued from Page 3

Beck oversaw the campaigns for doz-
ens of new and established artists, in-
cluding Pearl Jam, Michael Jack-

Continued from Page 4

* Nora Feeley to Director/Marketing from Marketing Manager
» Anne Brady to Marketing Manager from Marketing Coordinator i

son, Gloria Estefan, Luther Van-
dross, Sade, Indigo Girls, and Liv-
ing Colour. He was also closely in-
volved in the careers of Boston,
Meat Loaf, Culture Club, and the
Charlie Daniels Band.

» Suzette Kolacki has been named Office Manager.

Clear Channel Acquires Billboard Co.

Clear Channel Communications announced it will buy Eller Media
Corp., a billboard advertising firm, for $1.15 billion (approximately $750
million in cash and $400 million in stock). Efler, which has more than 50,000
billboards in 15 markets, will operate independently from Clear Channel.
Eller Media Chairman/CEO Karl Eller will retain his post and join Clear

Channel's board of directors.

Compiled from reports by the Associated Press, United Press Inter-
national, Dow Jones News Service, and R&R staff writers.

“On the left we have considerations
[for CHR/Rhythmic sister] KHTS;
on the right, we have [AC sister]
KKBH-FM. We’re going to try and
draw this thing right down the mid-
die and see where it takes us.”
Regarding speculation that top-rat-
ed KKLQ moming drivers Jeff &
Jer will exit when their contracts
expire in April, Todd said, “Jeff &
Jer are employees of Q106 until the
completion of their contracts. At that
time we will make our decision. Ne-
gotiations have taken place.”

boJ

Continued from Page 3

with SFX Broadcasting gone
through, EZ would have con-
trolled the Country format and
SFX the Rock format, according
to DOJ; SFX instead agreed last
week (2/25) to acquire WRFX in
exchange for EZ’s WDSY-FM/
Pittsburgh plus $20 million.

KSSJ is being upgraded to a
class B station. If that upgrade is
not complete by December 31,
1997, DOIJ said it has the “option
to designate an additional Sacra-
mento class B FM for divestiture.”

“The Telecommunications Act
of 1996 envisioned a great deal of
consolidation in radio, and that’s
going forward,” said DOJ Asst. At-
torney General designate Joel
Klein. “[DOJ] only gets involved
in cases such as this one where the
proposed deal could hurt consum-
ers.”

ARS Chairman/CEO Steve
Dodge said, “We are pleased to be
able to eliminate whatever inves-
tor uncertainty the Antitrust Divi-
sion’s review of our merger and
acquisition activities in selected
markets may have caused. We look

Balla

Continued from Page 3

Regarding his departure from
KRXO, Balla added, “It’s difficult
to leave somewhere after being
there for so long, and I knew it
would take something special to
make me leave. This was it. I'm
very, very fortunate to have this op-
portunity.”

Prior to his move to Oklahoma
City, Balla spent two years as PD
at WMMQ/Lansing, MI. He’s
also worked in Milwaukee at
WKTI, WLZR, and WKLH.

Changes
Continued from Page 17

MD. Shana Roseassumes afternoons
as Cadillac Jack departs ... Jennifer
Linin becomes MD at KAJA/San
Antonio ... KTEX-FM/McAllen-
Brownsville PD/mornings Jim
‘Patches” Paczkowski swaps shifts
with afternoon driver Frankie D. KJ
joins as morning co-host ... KIZN/

Boise, ID MD/afternoons Jake Mur-
phy exits ... At KEAN/Abilene, TX,
middayer P.J. Rowland shifts to
mornings as Justin Case returns for
Rowland’s former shift.

News/Talk: Pablo Garcia becomes
an engineering supervisor at KFWB/
L.A. ... WWJ/Detroit taps Bill Stevens
as afternoon co-anchor ... WTVN/
Columbus, OH adds “Coast To Coast
with Art Bell” to overnights as Steve
Cannon shifts to late-nights.

BMG HEAVY-HITTERS — Marking another great year following the Gram-
mys were (I-r) BMG International President/CEO Rudi Gassner, Arista Pres-
ident Clive Davis, BMG Entertainment Chairman/CEQO Michael Dornemann
and North America President/CEO Strauss Zelnick.

forward to now being able to fo-
cus all of our time and energy on
the more productive business of
growing the company and fully
achieving its strategic objective.”

Cox/NewCity

DOJ also said it has wrapped up
its investigation into Cox Radio
Inc.’s pending acquisition of
NewCity Communications Inc.
and its three stations in Syracuse,
NY. Cox currently owns a pair of
Syracuse stations.

In May 1996, Cox said it would
pay $250 million for WSYR-AM,
WBBS-FM & WYYY-FM. The
group expects to close the deal in
the first half of this year.

— Heather Van Slooten
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TONIC
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IF YOU COULD ONLY SEE

What These Winning Programmers
Already See:

KROQ WXRK 99X
KEGE KOME KWOD
WENZ WHYT WLUM

Now On Over 70 Stations In 4 Weeks!

R&R Alternative @ - @

MOST ADDED!
On Over 20 Stations
Top 10 Discovery Club

y_ Soundscan g

» Nationally Up 60% In 4 Weeks
» LA: 5 Weeks Of Radio Airplay =
450% Increase In Sales

On Modern Rock Live
This Sunday With “Space”

http://www.polydor.com/polydor
Management: Sheila Scott,

Produced by Jack Joseph Puig
©1997 PolyGram Records, Inc. Manufactured and
Marketed by A8M Records, Inc. All nights reserved
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Clinton Wants R&R Talk Confah Video!

T hears that no less than President Bill

Clinton wanted a copy of the videotape

that Art “Radio’s Best Friend” Vuolo
shot at the R&R Talk Radio Seminar last
weekend (see Page 1). Well, White House
Press Secretary Mike McCurry wasone of the
speakers ...

Longtime KIIS/L.A. VP/Mktg. & Promotion
Karen Tobin becomes Mktg. Dir. for KNBC-TV/
L.A.

AC WLVG/Long Island welcomes new PD
Stef Rybak, formerly PD at crosstown WBLI.

Was it mere coincidence thatJacor's
KKBH (The Beach)/San Diego picked up the
“Mix” slogan — just prior to Nationwide’s
faunch of crosstown KUPR'’s new format?
(Doesn’t Nationwide use the “Mix” handle in a
number of other markets, including Phoenix and
Dallas? Hmmm.)

Active Rock WRCX/Chicago morning
manatee Mancow’s syndication efforts kicked
off when Alternative WEJE/Ft. Wayne came
aboard Monday (3/3). Look for Alternative
KISF/KC to follow suit on March 17.

fn the meantime ... KISF welcomes new
Station Mgr. Bob Gould, formerly a media
consultant.

Rumors

« |s thote anythirtg to the persistent pavement
palaver that Jacor and ARS are talking about get-
ting fogathad?

* |5 WRKS/MNY looking for an energetic partner to
work with legendary recording starfmoming driver
Isaac Hayes?

» Now that KHS-AM/L.A. has started simulcast-
ing Jacor sister Sports outiet XTRA-AM/San Di-
ego, will the station’s new format debut shortly?

« Will Back Bay Broadcasting's CHR/Rhythmic
WWHKX/Pravidence have increased its southeast
em coverage by picking up crosstown WPJB and
begun simuicasting on WPJB’s 102.7 frequency by
the time you've finished reading this sentence?

*» KMGQ/Santa Barbara, CA welcomes new PD
Vince Garcia, formerly PD at KGBY/Sacramento.
With crosstown KHTY now an Alternative, will Gar-
cia take KMGQ CHR?

*Has Decca VP/Promo John Lytie resigned to
become Decca artist Gary Allan's new manager?

Rumbles, Pt. 1

* Former WHTZ/NY research guru Anthony
lannini becomes Research Dir. at crosstown
WKTU.

Speaking of WKTU, look sharp for programming
asst./swing shifter Geronimo on the March 20th
episode of ABC-TV's soap “The City.”

+ WNDD/Gainesville, FL welcomes new PD
Trevor Scott, formerly PD at WMAD/Madison,
Wi

* WHZZ/Lansing, Ml PD Chris Kerr exits; MD
Woody Houston becomes interim PD.

» WOSC/Salisbury-Ocean City, MD PD Bob
Maxwell exits; T.J. Roberts becomes interim PD.

* KRRV-FM/Alexandria, LA welcomes new PD
Dru LaBorde, coming from PD at WKTF-FM/Jack-
son, MS. LaBorde replaces Michael Bailey, who
segues to AC sister KKST.

» Hot AC WMXP/Peoria, IL flips to an all-“Louie,
Louie” format.

* WTBB/Panama City, FL ups Dom Theodore
to OM, names Brian Holmes PD, and elevates
Rob Roberts to APD/MD.

« WBAM/Montgomery, AL flipped from Coun-
try to CHR and sister WRWO flipped from Classic
Rock to Soft AC on Friday (2/28).

Meanwhile, WRWO OM/PD/MD Trish Carpen-
ter adds WBAM OM/PD/MD/midday duties,
WRWO aftemoon driver Marty Blair joins WBAM
for momings, and former WBAM moming co-host
Todd Stone picks up afternoons at the station.

Back at WRWO, midday maven Bill Morgan
segues to mornings and Doug Sinclair shifts from
middays at WEAM to aftemoons at WRWO. In all
other dayparts, the station is automated.

* KYCY/SF welcomes new weekender Dan
Cheatham, coming from morings at KRAK/Sac-
ramento.

* WXTU/Philly moming co-host Michael Lynn
exits.

> Just The Fax ‘

Someone tried to pulil a fast one on
WRAL-FM/Raleigh. ST received afaxon
official WRAL letterhead advising of a flip from
AC to CHR. The hoaxster even went so far as
to name Coleman Research as the company
that advised the switch and gave quotes from
GMBob Lind and PD Steve Reynolds.

After some careful checking, Reynolds
told ST, “There is absolutely no truth to the

rumaor.

Former WNEW-FM/NY OM Steve Young
forms Youngradio Management Strategies, a
programming/management consuftancy.

Continued on Page 32

Don't Be ALONE




1 YOU KNOW
> THAT FAMOUS

. BASKETBALL
. PLAYER WHO

- DRESSES UP
. IN WOMEN'S
CLOTHING?

He won't be at Booths 1906 and 8779,
but you'll get your kicks anyway.

&=

.
=
i

ome other outrageous, bizarre and rather fun people

will be at our NAB booths. Expect some roundball activity,
prizes, slammer-jammer music—and The Master Series,
which adds even more high caliber range to FirstCom’s
legendary depth and variety (over 11,000 original titles).

Besides being the world’s first (and only) net-friendly
online music service, FirstCom offers especially designed
production-specific music to the corporate, film and TV
industries.

Hit the boards with music especially designed for

FIRS I CDM you—call FirstCom today and ask about our Master Series
| 2 collection of elite artists, like Pat Coil, Nigel Pulsford, Larry
LiSIC

_ Carlton and Chieli Minucci. Or any of the other FirstCom,

© Music House, Chappell and Hollywood Film Music Library
materials—over 11,400 themes, 27,000 tracks and 1,500
13747 Montfort Dr., Ste. 220 production elements. Not to mention over 650 top writers to
Dallas, TX 75240 e Fax: 972-934-2222 keep it all hot and fresh.

www.firstcom.com e e-mail: info@firstcom.com

800-858-8880) BOOTH 1906 (Radio/Audio Hall)

BOOTH 8779 (Main Hall)
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“WHEN | NEED YOU”
THE HIT SINGLE...
FROM THE ALBUM

“FREEDOM”

AC CHART #24 AND RISING!

WLIT WTVR  KKLI WROE

KLSY WMYI  WDEF WLZW

WDOK WSPA WARM  WXKC

WWL  WLEV  WBBQ WVAF

KQXT WOOD WEZN KEZG

WLTS KWAYV  WFMK WAQILR

WMIQ KISC WAHR  WOOF

WRCH WTCB  KZST WAFY

WRVR  WTFM  KISN KELO

KKMJ WLRQ KRNO WKWK
WGIM

For 1 World Productions

Produced by Tommy Sims

Mixed by David Thoener

Management: The Judd House CURB

Booking: The William Morris Agency

STREE T TALK®

CHaNDLER ALLEN Ross

FAST FACTS

Weight= /s, 50z
Barn: 117 M
Jonwory 7,1997
5400 Sadring Avenue
Waodlond Hills, C4 91367
Pit Crews Chorlene & Dovid Ross

Height: 211/2in.

Home:

LITTLE BIG WHEEL — Check out the front (left) and
back (top) of this racy birth announcement from Cap-
itol VP/Rock Promo Dave Ross and wife Charlene.

Continued from Page 30

Rick Jamie becomes Jacor/Cincy MD. His
responsibility will be to faciliate communication

with record companies for WEBN, WAQZ, and
WWNK. Each station’s respective APDs and/or
MDs will retain their titles and continue to handle
the day-to-day duties of the job.

Rumbles, Pt. 2

* WARW/Washington middayer Bill Bush seg-
ues to momings at crissiown CHR WW2ZZ. Bush
replaces George McFly, who buzzed off to KQKS/
Denver a while back.

* In the wake of Jacor's LMA with PAR's KKLQ/
San Diego, KKLQ afternoon driver Jack Broady
exits.

* WIYY/Baltimore MD Rob Heckman adds APD
duties.

* KTFM/San Antonio welcomes new midday
maven Christopher Lance,; who segues from the
same shift at KPRR/El Paso.

* WEZB/New Orleans welcomes WGGZ/Baton
Rouge air talent Scott Robb and ex-WLSS/Ba-
ton Rouge moming driver Charese Fruge as its
new morning co-hosts. The test of WEZB’s new
linsup: station vet David Marxx (middays), ex-
KDQON/Monterey personality Rob Holloway (af-
ternoons), and former WLTS/New Orleans night
slammer Kim Diamond (nights).

* Having signed on way back in June 1996, Cox
CHR WWHT/Syracuse went live! on Monday (3/3)
under PD Ed LaComb. And the opening fineup is ...
ex-WZPLAndy moming driver Mark Vanness and
entertainment reporter Paige {momings), LaComb
(10am-noon), ex-WTNY/Watertown, NY person-
ality Blatre (noon-5pm), former WPXY/Rochester
air talent Marty The One Man Party (5-10pm), ex-
WDAQ/Danbury, CT personality Kane (10pm-
2am), former WSKS/Utica-Rome, NY overnight
sensation J.D. Redmond (overnights).

* KQMQ/Honoluiu weekender Richie Aqui
adds MD duties.

« WBTT/Dayton aftemoon delight Big Mamaexits.

Karmmazin Kontest Kontinues

While O.J. Simpson remains the front-runner.
in ST’s ongoing “Guess Who Mel Karmazin’s
Courting?” contest (see ST 2/14 for details), his
odds have jumped to 4-1.

David Letterman and Robin Williams
remain tied for second, but are now only 12-1 shots
Johnny Carson surges to 17-1, but remains in
third. New candidate Rosie O’Donnell ties Dennis
Miller and Madonna for fourth at 29-1. Dennis
Rodman and Bob Dole join Oprah Winfrey,
Arsenio Hall, Billy Crystal, Jerry Seinfeid, Bill
Maher, andJay Leno as 43-1 shots

New to the field of longshots are Bill Murray,
Bryant Gumbel, Chevy Chase, Roseanne Barr,
Jerry Springer, Charles Grodin, and Rick Dees.
Keep those guesses (via fax or e-mail to
mailroom@rronline.com) comin’ ...

Meanwhile ... on a parenthetical, but
nonetheless fascinating note, Westwood One
announced that excerpts from “Dennis Miller Live”
— setto debut at 11:30pm ET, Friday (3/7) on
HBO — will be available the following Monday
through Friday to WW1 affiliates. Hmmm.

R&R Grammy
Contest Winners

R&R sends kudos, superlatives, and cashto
Alan Austin — Production Mgr. forWBVR, WVVR
& WGBYV (Beaver FM)/Russellville, KY —who
won our 13th annual Grammy Contest and walked
off with the glittering grand prize of $500.

Tribune/Denver Dir/Programming & Ops
Scott Taylor placed second, winning $300.
Banner Radio Exec. Asst. Robert Kilgore took
third place and picked up $100.

Continued on Page 34

High. omm:

4. Baekfrax USA is perfonmng so well for us in Milwaukee,
I run it twice every Sunday!ss

iginal 80s Show is...

=1 8 ' A 5 b el

—Danny Clayton, WKTI Milwaukee

Call Kathy Gilbert at

201-487-0900




Breaking at:
WPGC
V103
KTFM
FM102
KDWB
KBXX
KHOM
KMEL
WHHH
WWKX

the first single from

THE VERY BEST OF AFTER 7

Produced by Babyface for ZCAF Productions, inc. and
Keith Andes for Ande Pz1dee Enterizinment, Inc.

MAMAGEMENT

OVER 1000 BDS R&B SPINS

http://www.virginrecords.com

©1987 Virgin Reccrds America, Inc.
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Telemarketing
With Impact

Find Out Why America’s
Top Stations

{ Telemarketing
Interactive television

(< Database
management

3 Direct mail

=3 Customized prepaid
phone cards

(& Interactive direct mail

¢ Interactive
phone systems

i Country Call sm

Whatever it takes to reach your station’s goals

1-600-3IMPACT

Impact Target Marketing

100 Corporate Place, Suite 202
Peabody, MA 01960 (508) 535-4500
FAX (508) 535-0011

Continued from Page 32

Former WDRQ/Detroit moming co-host
Sharon Santoni is suing the station for firing
her within weeks of notifying the Viacom-owned
outlet's management that she was being treated
for cancer.

According to the Detroit News, Santoni’s
suit claims she notified station management
early last month that she would be taking some
time off for further treatment and that “within
weeks of the conversation, she was canned.”

Santori’s lawyer told the paper that “despite
her illness, Sharon continues to be perfectly
able to perform her job” and that “WDRQ
management refused all of my efforts to even
meet to discuss the matter.” WDRQ GM
George Kenyondid notreturn ST’s calll.

When Nationwide officially takes over
recently purchased KHTC (K-Hits)/Phoenixon
Friday (3/7), look for Country KNIX programmer
Jeff Daniels to come aboard as APD/MD. (This
will reunite the former crosstown KMLE troika of
PD Shaun Holly, GM Bruce Blevins, and APD/
MD Daniels.)

Congratulations to voiceover specialist
Randy Thomas, who was chosen to announce
the Academy Awards for the third consecutive
year. (She’s also the only woman ever to voice
the event.) The 69th Academy Awards
ceremony will be broadcast via ABC-TV on
Monday (3/24).

Condolences to the family and friends of
longtime KCBS-AM/SF VP/GM (and, more
recently, KSSK-AM & FM/Honolulu VP/GM)
Ray Barnett, who succumbed to canceron
Friday (2/28) at age 71.

No Stern Untoned

One final question: Now that its S*T*A*R
has been on every other magazine coverin the
free world (see 'Zine Scene, Page 24), just how

Records

* Warner Nat'l Dir./Adult Top 40 Promo Steve Zap
joins Red Ant as VP/Pop Promo.

¢ EMI names Troy Shelton Sr. Dir/Rap Promo,
Kevin Black Collins Mgr./Rap Field Promo, and
Damon Lott Southeast regional rap promo rep. Lott
will be based in Atlanta.

 Universal names former RCA promo rep Bob
Osbom as its new Southwest regional, based in Dallas.

* Ooops. it's A&M Associated Labels — not
A&M itself — that welcomes new Northwest promo
rep Bob Smith, formerly with Revolution.

A4

* Big Deals: Infinity buys Granum for $410 million
and Clear Channel buys U.S. Radio for
$140 million.

* Kenneth O’Keefe named Evergreen Media
Exec. VP/Ops.

» Steve Swenson becomes WTOP/Washington
VP/GM.

* Marie Kordus elevated to KPWR/L.A. GM.

* Tim Dukes appointed
XTRA-FM (91X)/San Diego OM.

A

* Matt Pollack named Atco/EastWest Records
VP/AOR Promo.

* John Mackin Ade appointed KLUV/Dallas VP/GM.

*KVI & KPLZ/Seattle GM Shannon Sweatte
adds VP stripes.

* Bruce Raven-Stark becomes
KDBK/SF & KDBQ/Santa Cruz GM.

hd

* Les Garland joins Bob Pittman's
Quantum Music Inc.

* WYSP/Philly GM Ken Stevens adds
WBMW/Washington duties.

* Charlie Kendall becomes WSHE/Miami OM.

* Pete Bolger named WINZ/Miami PD.

* Fleetwood Gruver ascends to
WQXi-AM & FM/Atlanta PD.

* Andy Bickel returns to WBT-AM/Charlotte as PD.

v

» Jeff Trumper upped to KSRR/Houston GM.
« J.D. Spangler selected KSAN/SF PD.
* Gerry DeFrancesco named KIiS-FM/L.A. PD.
*Rick Candea eievated to

KILT-AM & FM/Houston PD.
* WSB-FM/Atlanta to go AC with

Donna Brake as PD.

v

* Rick Sklar promoted to ABC Radio Division
VP/Programming.

* John Lego becomes KERE/Denver GM.

* Cleveland Wheeler boosted to
WMAK/Nashville APD.

A A

much money will Howard Stern’s “Private Parts”
movie take in at the box office during its opening
weekend?

Send your best guess-timates via fax or
e-mail to mailroom @rronline.com no later than
5pm EST Friday (3/7).

GET THE INFORMATION ADVANTAGE...

A 2 day advance on the hottest news, business,
promotions and ratings trends...plus hot Street Talk.
Try it free... Call R&R today. 310-553-4330

HOTFAX service available only to R&R subscribers
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“It Starts
in the Heart”

Featuring

Maxi Priest

Maxi Priest appears courtesy of
Virgin Records America, Inc.

Produced by Don Was

From the @W@fs&ep’s Pictures film

Y

Starring

Tim Allen

R&R AC #4 Most Added!
New Adds Include: Also Spinning:

WWLI WDLK
WTVR KQXT
KIJSN wOOD
WFMK KWAY
@Mrafst\\ep WLRQ
RECORDS WKWK

© Disney
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UNIVERSAL WINNERS — Universal Music Group boasted numerous Grammy winners in a
wide assortment of categories. Toasting the evening at the Four Seasons were (I-r) MCA Records
President Jay Boberg and Sr. Director/A&R, Black Music Division Jeff Redd, Mary J. Blige.
MCA Records President/Black Music Division Ken Wilson and Exec. VP/GM Abbey Konowitch.

Shining in their own right were (I-r) Atlantic Group co-Chairman/co-CEQ Val Azzoli, Atlantic St.
VIP/Promotion Danny Buch, Big Beat/Atlantic artist Robin S., Jewel, Atlantic Sr. VP/GM Ron
Shapiro, STP’s Scott Weiland, Atlantic Exec. VVP/Promotion Andrea Ganis, and artists Donna
Lewis and Marc Cohn.

sl b 4 _ o 3
RCA GOES NATURAL — Joining RCA and BMG execs at the Museum of Natural History were
(I-r) BMG Entertainment North America President/CEO Strauss Zelnick, Lisa Hartman-Blacik

and Clint Black, BMG Dist. President Pete Jones, and RCA Label Group/Nashville Chairman
Joe Galante.

‘EXHALE’ ECSTASY — Arista President Clive Davis's annual pre-Grammy bash saluted the
12 Grammy nominations that the “Waiting To Exhale” soundirack received this year — an achieve-
ment shared only with Michael Jackson’s “Thriller.” Basking in the multi-plaque glow are (I-r}
Aretha Franklin, Davis, Whitney Houston, and Kenneth “Babyface” Edmonds.

DOUBLE WINNER — Geffen artist Beck (c) walked away with two Grammys and joined the
Universal Music Group party parade. Hoping to be a part of “Where It's At” were (I-r) Geffen
A&R exec. Mark Kates, President Bill Bennett, Chairman/CEQO Ed Rosenblatt and marketing
head Robert Smith.

CLAPTON’S ‘WORLD’— Eric Clapton joined Reprise and Warner Bros. execs to celebrate his
multi-Grammy evening. All smiles were (I-r) Reprise Exec. VP/GM Rich Fitzgerald, Warmer Mu-
sic Group Chairman/co-CEQ Bob Daly, Clapton, Wamer Bros. Records CEO Russ Thyret, Car-
ole Bayer Sager, Warner Music Group Chairman/co-CEQ Terry Semel and wife Jane.,

A ‘JAZZED’ GATHERING — Biue Note Records artist Cassandra Wilson (i) took home the
Grammy for Best Jazz Vocal Performance. She stopped by the EMI-Capitol Music Group soiree
at New York's Tavern on the Green to celebrate with (I-r) Capitol Records President/CEQ Gary
Gersh, Ruth Brown, Bonnie Raitt, EMI-Capitol Music Group NorthAmerica Chairman/CEQ Charles
Koppelman, and EMI Music President President/CEQ Jim Fifield.

ABOUT-FACE — Among the big winners convening at Sony Music Entertainment’s post-Gram-
my bash at the Hammerstein Ballroom in the Manhattan Center were (I-r) 550 Music President
Polly Anthony, Epic Records Group Chairman David Glew, Kenneth “Babyface” Edmonds and
wife Tracey, Stevie Wonder, Celine Dion, Sony President/COQ Thomas D. Mottola, Dion’s man-
ager Rene Angelil, and Epic President Richard Griffiths.

L‘ - - .

SOMETHING TO CROW ABOUT — Double Grammy winner Sheryl Crow partied with label-
mates; (I-r) Soundgarden’s Chris Cornell, A&M Chairman/CEQ Al Cafaro, Sting, and PolyGram
Helding President/CEO Alain Levy.

HERE’S TO THE GRAMMYS — Columbia artist Tony Bennett (I) celebrates winning a Gram-
my for Best Traditional Pop Vocal Performance for “Here’s To The Ladies” with (I-r) Columbia
Records Group Chairman Don lenner and President/COO Thomas D. Mottola and manager
Danny Bennett.




STEVE WONSIEWICZ

Reaching Beyond Country

push into other genres?

How far should Nashville venture into the adult alterna-
tive, alternative, and rock worlds? That’s a question on the minds
of many of Music Row’s top guns after last year’s disappoint-

ing sales.

With the worlds of country music
and radio converging at the Opryland
Hotel this week for the 28th annual
Country Radio Seminar, I thought it
might be interesting to see what some
of Music Row’s labels are up to in
that regard.

Granted, there’s a wealth of talent
in other musical genres breaking out
of Music City, be it urban, pop, or
contemporary Christian. However,
each one of those genres might take
up an entire column. So in an effort
to stay focused, here are the strate-
gies of a trio of Nashville-based la-
bel execs on how they plan to broad-
en their reach.

Luke Lewis,
Mercury/Nashville

Mercury/Nashville President
Luke Lewis has been in a whirlwind
of activity the
past year in his |
efforts to reach
beyond the coun-
try market. His
division  has
forged a closer al-
liance with Mer-
cury’s NY head-
quarters. to joint-
ly develop non-
country artists
signed to Nash-
ville. He also signed a marketing and
distribution deal on January 17 with
Pete Anderson’s Little Dog
Records.

The label’s first project is already
at radio. William Topley has two sin-
gles receiving airplay at AdultAlter-
native and AC. On March 4, Kim
Richey’s first single from her new
album goes to radio, including Coun-

Luke Lewis

“A lot of what we are doing is due
to the fact that we have some great
artists who don’t make mainstream
country music, and we have to find
ways take their music to the market-
place. We can’t count on Country
radio to get the word out. The key
questions are: What is the definition
of country music, and who are we
going to let define it? I don’t know
the answers, but I'm not happy with
letting radio define it.

“T want to be able to tell Kim Rich-
ey, Kathy Mattea, or Neal Coty,
‘Use your vision and go make mu-
sic. Don’t spend a moment thinking
about the marketplace. That’s our
job.” And to set them that free you
have to back it up.”

To bolster his efforts, Lewis has
the blessing — and muscle — of

New York. And while he’s added
only one person to his staff, every-
body else in Nashville is lending a
hand; New York picks up when it’s
necessary. “What set me free the most
is [Mercury President/CEO] Danny
Goldberg’s support. He believes in
our artists and basically has turmed his
entire staff loose whenever we need
them. Without that we couldn’t do it.”

Lewis isn’t going overboard.
“We have a full plate. Now we
have to prove that we can do it,
especially to the artists. If it works
— and it doesn’t affect our core
business in any way — then fine,
we will have allowed our artists
more latitude. At the end of the
day they are the ones who are go-
ing to come up with the magic. If
you set them free creatively, you
are much more likely to come up
with a long ball.”

Mercury’s efforts come at an in-
teresting time at radio given the
current cycle of pop music. Lewis
observes, “At the moment there
are not a lot of twangy things on
the Adult Alternative chart or at
other formats, so I suppose we
might fall between the cracks. But
it seems to me the lines are blurred
at most formats right now.

“We shouldn’t underestimate
our audience. They have pretty di-
verse tastes. And after all, they are
the ones who are going to define
the music. They just have to be
able to find it.”

Lewis stresses that nothing’s re-
ally changed at the label. “1 hope
nobody tries to read signals into
this. We’re just taking care of our
artists and making music with
most of it southern- or country-
based. Our core business will re-
main country.

“I still have hopes that Country
radio is going to find songs on
Kim Richey’s and Neal Coty’s
records and will support them.
Country radio at the moment
seems to be more adventurous.
They’ve exhibited that with their
support of Deana Carter’s second
track and Big House’s first song.
So I'm probably going to beat
them up about the records and tell
them they should play them. They
might not, but we have to try.

“I understand Country radio’s
need to keep its identity, and I
pray that it does. But if program-
mers don’t become a little more
adventurous then the format’s
going to become stale. And that’s
something a lot of people are

Sales slump, current radio state begs question: How far should Music Row

concerned about right now.”

Tony Brown,
MCA/Nashville

For alabel that did much to bring
left-of-center artists to the attention
of mainstream Country, MCA/
Nashville has
been noticeably
quiet of late. The
reason, accord-
ing to President
Tony Brown, is
simple: He
hasn’t found the
right talent.

“l still get
those kinds of
artists pitched to
me, but I'm not
going to sign an alternative left-of-
center country band just because it’s
the cool, hip thing to do,” he says.
“The instinct is to jump on board.
Yet when I hear the music, all I can
say to myself is, ‘I wouldn’t play
this at home.” I'll buy into one that’s
real, but I haven’t heard one that
blows me away.

“We sort of started the whole ap-
proach of signing artists who by ac-
cident ended up not being country.
I signed Steve Earle, Lyle Lovett,
and Nanci Griffith because I
thought they were the future of
country music.

“Most of today’s country artists
are conceived by a producer, man-
ager, or lawyer. They are good-look-
ing, get voice lessons, find songs,
get a producer, and by God they’re
off. The others, like Vince Gill or
George Strait, are discovered and
go on to superstardom. But artists
like Steve and Lyle don’t come
along very often.”

While it certainly is frustrating to
Brown — and most of Music Row
— that the edgier country records
don’t sell or are embraced by Coun-
try radio as well as expected, it’s not
a problem unique to the genre. Oth-
er musical styles experience the
same thing.

“Country radio basically kept
dissing those acts and they eventu-
ally went on to our Los Angeles di-
vision,” Brown says. “You can say,
‘That’s terrible,” but it isn’t. If an
artist for the most part is a pop or
rock act, then that’s exactly what
you need to do. It’s not that you are
doing anything wrong; you’re just
doing your job, which is artist de-
velopment.”

That belief goes a long way to-
ward explaining why MCA/Nash-
ville now is focusing almost exclu-
sively on signing artists for main-
stream Country radio. “The idea is
to break artists to the mass audience.
If an artist is getting airplay at Adult
Alternative or Rock radio and is get-

Tony Brown
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We have some great artists who don’t make
mainstream country music, and we have to
find ways to take their music to the
marketplace. We can’t count on Country

radio to get the word out.
— Luke Lewis

ting press attention from those ar-
eas, then Los Angeles is the best
place for them to be. It’s a natural
progression.

“It’s very important that MCA/
Nashville be a cool place to be
signed, but it’s also very important
that we help artists. Todd Snider
blew me away. I really wanted to
keep working with him, and I hated
that we had to let him go to L.A,,
but it was the right thing to do. It’s
where he needed to be.”

The closest Brown has come to
signing a left-of-center country act
is the Bakersfield group Big
House. “They are everything that
shouldn’t work. They aren’t pretty
boys. They’re cool, middle-aged
guys who draw from J.J. Cale and
Creedence Clearwater Revival.
But they’re a country band; not a
rock band with a country influence.
There’s a big difference. I'll take
you to the mat for them. That’s the
way I have to feel about an artist.”

Even though country has cooled
considerably from the heated hey-
day in the late ’80s-early '90s,
Brown isn’t concerned about Nash-
ville losing its cache as a hip music
center. “At one point everybody
thought you had to come to Nash-
ville in order to be a left-of-center
country act. Now some people think
it’s too contrived if they want to be
able to rock and roll. But a lot of
alternative bands are contriving
themselves just like the hat acts. I
don’t buy into that shit, and I don’t
think listeners do either.

“Some people are saying we're los-
ing the audience to Alternative or
Adult Alternative. But other people
are now saying Alternative is dead.
What it means is we all draw from
each other and this business moves in
cycles. What is going on in Country
happens in every format. Country
music didn’t cross over. Country mu-
sic became mainstream just like al-
ternative, rap, and hip hop.”

Steve Schnur,
Arista/Nashville

Sometimes it’s best to jump in
with both feet. That seems to be the
strategy taken by [B
Arista/Nashville
President Tim
DuBois in
launching Arista/
Austin (AA), a
new rock imprint
with offices on
Music Row and
in Austin.

DuBois over-
sees the opera-
tion, which was
formed about one and a half years
ago. Day-to-day operations are left
to VP/GM Cameron Randle and
VP/Artist Development Steve
Schnur, a veteran rock promotion
exec. The label has its own heads

Steve Schnur

of promotion, marketing and sales,
and publicity.

As far as the label’s future plans,
Schnur explains, “Cameron and I do
all the A&R, so I visit Austin about
every week. The only common
thread to the artists we’ve signed is
that they are all rock-based. Some
of the music fits into Adult Alterna-
tive, some Active Rock and Rock,
and some Alternative.”

One thing the label will not do is
country. Schnur uses BR5-49, as an
example of a left-of-center act that’s
being worked at mainstream coun-
try by Arista/Nashville. “They don’t
belong here. They belong on Arista/
Nashville. There’s a big difference
between their music and our music.

“Initially, everybody assumed we
would be doing country because we
were a Nashville-Austin operation.
Maybe in the future we might have
something that leans in that direc-
tion. But right now we’re in the
world of Alternatives KROQ/Los
Angeles and WKQX/Chicago and
Adult Alternatives KGSR/Austin
and KXPK/Denver.”

Schnur says AA plans to focus on
a handful of acts rather than “sign
100 and see what sticks to the wall.
We have four releases this calendar
year, and I’m speaking to two new
artists right now. We want to keep it
around four or five a year before we
start building.”

The first release is a new album
by Austin vet Robert Earl Keen.
Other projects include an alternative
album from female singer/songwrit-
er Abra Moore and an active rock
disc from the band Sister 7. As it
stands now, AA will develop the art-
ists and get the ball rolling. After that,
it’s a case-by-case basis as to wheth-
er AA or New York will take over.
“We’re discussing thai right now.
They have a remendous amount of
enthusiasm for the artists we’ve
signed, but they also have a lot on their
plate so we have to be sensitive to that.
Our new head of promotion is [former
WRLT/Nashville PD/MD] Jon
Peterson. He’s our insurance that the
music gets heard.”

Even though country rules,
Schnur believes Nashville can con-
tinue to move forward in develop-
ing more rock-based artists. Being
too closely associated with country
“hasn’t been a problem,” he says. If
anything, he suggests that the com-
munity seems to perpetnate the idea
that pop is best left to the left and
right coasts.

“There’s a big sense of 615 para-
noia internally and externally. I
think it’s more internal. Too many
people in Nashville beljeve the rest
of the country thinks we are capa-
ble of getting or doing something
only one way. People are more open
than that. The bottom line is that art-
ists will still come to Nashville to
get [signed].” t

Y



38 R&R March 7, 1997

SOUND DECISION

P

Urban, Rhythmic Craving Allure’s Debut Single

Out of the box and onto the
charts. Female vocal quartet
Allure’s “Head Over Heels”
not only marks the debut re-
lease from Mariah Carey’s
newly launched Sony Crave,

and pop in a while.”

Cipcic agrees the song works on
multiple levels. “Mariah’s influ-
ence is all over the record, and Nas
gives it extra credibility. It’s a
mass-appeal record that hits all
demos. It’s con-

Allure

sistently been
top 10 phones.”
The single hit
® retail on Febru-
qary 25, and the
album will be in
stores on April
22

Jensen No
Plain Jane
Slow and steady
often wins the
race. That’s the

approach Inter-
scope is taking

label but it’s quickly found a
welcome home at CHR/Rhyth-
mic and Urban.

Produced by Carey and the
Track Masters duo of Poke and
Tone (who are partners in the
project with Crave), the single is
being played by a marquee list of
stations. Crossover outlets include
WQHT/New York, KPWR/Los
Angeles, San Francisco outlets
KMEL & KYLD, KBXX/Hous-
ton, and KUBE/Seattle. Urban
stations supporting the record in-
clude KKBT/Los Angeles,
KKDA/Dallas, WKYS/Washing-
ton, and WHTA/Atlanta.

In setting up the record, Crave
kept things pretty low-key. The la-
bel initially focused on crossover
and Urban radio in six markets —
New York, Los Angeles. Chicago,
San Francisco, Houston, and Wash-
ington — and serviced 12-inch ver-
sions to clubs and mix shows in
December.

Crave VP/Marketing & Artist De-
velopment Julia Eisenthal says,
“We wanted it to be very natural be-
cause we are so confident about the
music. The early feedback and re-
actions confirmed that. There wasn’t
any reason to add to the hype.”

The quartet currently is rehears-
ing in preparation for an extensive
promo tour. “People are going to
take notice. They are an extreme-
ly talented group of women who
know how to relate and express
themselves.”

According to most program-
mers, the single works in a variety
of ways. The mainstream tone and
tempo and Carey’s production
work make it almost instantly fa-
miliar, while Nas’s rapping lends
a street edge. “There’s nothing
quite like it on the airwaves right
now,” comments KUBE APD/MD
Lindsey Cipcic. "It seems the for-
mat has been bombarded with a lot
of rap and hip hop, but we haven’t
had anything quite this mainstream

with alternative
singer/songwriter Jane Jensen.
Her current single, “More Than I
Can,” is being embraced by a
growing number of stations

- sense.

seeing a spark of sales.”

Interscope also has Jensen criss-
crossing the region opening for Bet-
ter Than Ezra and performing ra-
dio shows. “With things being so
crowded at the format it makes
We’ve also been very suc-
cessful with this kind of campaign
in the past,” says McDonnell. “We
did it with the Toadies and the spark
market was WXTB/Tampa. And
we did it years ago with 4 Non
Blondes and KEDG/Las Vegas.”

Programmers agree. Notes
KROX PD Sara Trexler, “The Pls
will get it immediately. But it’s a
record that has to be played to be
made familiar. You can’t spike it at
middays and expect your audience
to get it. It’s a little rough and def-
initely has an edge to it, but our lis-
teners really love it.”

Trexler says Jensen’s live show
also is a big draw. “She reminds
me of Gwen in No Doubt before
they got as big as they did. She has
an excellent chemistry with the au-

in the format. Outlets re-
porting success with the
track include KXRK/Salt
Lake City, KROX/Austin,
and Active Rocker KBPI/
Denver.

The label, which picked
up the album from indie Flip
Records in September, has
been taking its time building
a firm base, mostly in the
southwest. And it’s paying
dividends. Interscope VP/
Promotion Lynn McDon-
nell explains, “We’ve been
doing a lot of micro-mar-
keting in a couple of mar-
kets where we’ve been get-

ting some great airplay,
like Houston, Austin, and

Jane Jensen

Denver. Our marketing

team has come in and done a lot
of things like getting price and
positioning at retail and doing
print ads. The result is that we’re

dience. It’s not surprising it sells
as well as it does after they do a
show.”

Jane Jensen will be performing on
March 13 at South By Southwest.

GROUP HUG — Work songstress Sabelle was a busy artist on Valentine's
Day, making the radio rounds in support of her new single “One O’Clock.”
Feeling the love are (I-r) Sabelle, Work Sr. Director/National Crossover Pro-
motion Johnny Coppola, and CHR KSFM/Sacramento MD Trejo.

ta this spring.

Richie Readies New Record

Bon Jovi guitarist Richie Sambora is about one month
away from wrapping up work
on his new Don Was-pro-
duced solo album onMercu-
ry. Commenting about the
disc, he says, “This album is
about the joy of making
records again. This is the
best {material] I've ever writ-
ten. Things have come fly-
ing out.” Two songs — “Fall-
ing From Graceland” and
“BlackAnd Blue” — were featured on Fox-TV's “Beverly Hills,
90210" and “Party Of Five,” respectively, last month. Sambo-
ra says he’s talkirig with Mercury President/CEQ Danny Gold-
berg about when the disc will hit retail, which will be sometime
inthe summer or fall. “This is an important record for me. We
all want to make sure it gets a good shot. We're not going to
rushit.”

As for Bon Jovi, Sambora says don't expect a new album
until 1999. “Jon’s putting his own record out and working on
his acting career. | want to tour and support this record. We're
all doing different things. There's a healthy atmosphere for
individual growth and evolution in the band. No one begrudg-
es each other from doing what they have to do. Over the last
three years we did two huge 40-country tours, so we basically
needed this break.”

) Red, Hot Flies With Kelly Song

R. Kelly’s song “Every
Nation” has been selected as
the first single from the atbum
“Red, Hot And R&B,” the
AIDS benefit project that will
provide support to minority
children and families. Join-
ing Kelly, who will produce
the track, are such artists as
Curtis Mayfield, Mary J.
Blige, Monica, Tony Rich,
112, Dru Hill, Total, SWV,
Faith Evans, and Montell Jordan. The album is due on Aris-

Richie Sambora

R. Kelly

- Oasis Tapes Stolen

Oasis found itself in the middle of yet another controversy.
This time it appears that rehearsal tapes from the band’s new
album were stolen from the
studio and found their way to
a British newspaper, which
was promptly warned by the
group not to make available
the purloined material. No
word yet if the tapes were re-
covered. The band’s new
album is slated to be re-
leased by year-end. Mean-
while, one unconfirmed story making the rounds is that the
band will open a handful of dates for U2. U2 has yet to an-
nounce a tour mate this year.

In other fun tour news, the Breeders’ Kim Deal and friends
hit the road on March 14 in New Haven to test out newly writ-
ten material. The group so far has lined up about a dozen
dates ... Cheap Trick begins its national tour on March 18 in
Albuguerque ... Word coming out of the Depeche Mode camp
is that the band won't tour until next year when its greatest-hits
album is expected to be released ... A quartet of new and up-
coming hip-hop and rap acts —Hyenas In The Desert, M.O.P,
Xzibit, and the Jungle Brothers — start their club tour begin-
ning on March 30 in New York.

Album news: The new album from the Stereo MCs (“Connect-
ed") is being slated for a fall release in the UK. The Brit hip- hop/
danceactis in the studio putting the finishing touches onthe disc ...
Urge Overkill, which recently moved over from Geffen to Sony
550, is eyeing a fall release for its new album. The band also has a
new guitarist, Nils St. Cyr, who replaced Ed Roesser ... Altemative
country group the Old 97’s lined up some great artist to appear on
its upcoming album debut due in June on Elektra. Lendinga hand
are former X member Exene Cervenkova and Waylon Jennings.

-

Oasis
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from broadcasters.”

Blurring News & Talk

During the “News In Talk
Shows” panel, former RTNDA
President David Bartlett remind-
ed News/Talk programmers,
“Talk is talk and news is news.
While it may seem they are inex-
tricably entwined, that entwining
can take you down to the bottom
of the ocean and drown you. Just
because something is the No. |
news story doesn’t mean it is the
No. 1 talk topic.”

The panelists’ consensus: Po-
litical talk is getting pretty bor-
ing. But even though that only
changes when the political cli-
mate does, stations shouldn’t
eliminate politics from their pal-
ette. “Leave politics if you
choose, but do so at your own risk
because it is a universal,” ex
plained KGO & KSFO/San
Francisco PD Jack Swanson.

Keys To Success

“Talk stations must be able to
evolve,” WSBA-AM/York, PA
and WARM-FM/Wilkes Barre-
Scranton OM Jim Horn ex-
plained during the “Ratings Suc-
cess Stories Of The "90s’ session.
“There’s no reason why Talk can’t
be successful on FM except that
there are so few strong FM sig-
nals, group owners are not will-
ing to take the risk.”

KFMB-AM/San Diego PD
Dave Sniff said air talent should
have “passion, relatability, and
tell a good story” in order for a
station to succeed.

WKNR/Cleveland’s Jim
O’Brien agreed: “I want hosts to
jump out of the radio and grab me
by the throat!”

To seek out hot topics, pro-
grammers were encouraged to go
beyond newspapers and instead

hang out at malls, bars, and res-
taurants to find what people are
interested in.

Personality Power
No matter what panel you lis-
tened to, there was an unplanned
but consistent theme throughout
this year’s seminar: Personalities
make a Talk station win.

mﬁ;

Talk is talk and news
is news. While it may
seem they are
inextricably entwined,
that entwining can
take you down to the
bottom of the ocean
and drown you.

—David Bartlett

“In every market, there is a
Rush Limbaugh or a Howard
Stern. You have to develop tal-
ent,” WIP-AM/Philadelphia PD
Tom Bigby told attendees during
the Sports/Talk “Dollars & Dem-
os” panel.

“Personalities are what make
for success — look at Howard
Stern,” Bigby noted, adding that
he hired “four newspaper guys”
for his Sports outlet. “I hired a
Pultizer prize-nominated guy to
be a babbling idiot in the morn-
ing for $50,000 a year. [ don’t
think he minds me telling this, but
now he’s making seven figures a
year!”

Bigby and the session’s other
panelists — WKNR/Cleveland
GM Jim Glass, WGST/Atlanta
Station Manager Bob Houghton,

and ESPN’s Drew Hayes —
agreed that it’s nearly impossible
for an all-Sports station to gener-
ate revenue by selling spots based
only on 12+ Arbitron results or
having on-air rights to a sports
franchise.

“12+ can blow. We don’t care,
we don’t use it, we don’t sell it,
and we don’t need it. Sports sta-
tions are tremendously underrat-
ed because the same guys who lis-
ten read gambling sheets, and
they don’t give a damn about Ar-
bitron books,” Bigby said. “And
we can’t build a station on a fran-
chise. It’s got to be program-
ming.”

Glass added that he hired a con-
duit pipe salesman “who butch-
ers the English language. But he’s
entertaining and gets an 8.5-9.5
share. He’s a real person; honest,
open, and willing to make mis-
takes on the air.”

Hayes, who once programmed
WLS-AM/Chicago, emphasized,
“If you don’t take chances, you
go out of business.”

Morris Makes A Splash

Thinking like that could put
former Clinton advisor Dick
Morris back in business. Morris
— who fell from grace last sum-
mer after stories of his sexual es-
capades made headlines and be-
came Talk radio fodder — was
Friday’s keynote luncheon speak-
er. In his 40-minute speech, Mor-
ris drew a parallel between poli-
tics and Talk radio, while also
proving that he could be insight-
ful, informative, likable, and fun-
ny — many of the qualities
sought in a talk host. He took gen-
tle pokes at political movements
on the left and right, then asked
both groups, “Do you continue
this endless moronic debate? Or
do you talk about what people
want?”

Morris’s mixture of self-depre-
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Bill McMahon lectures during his panel, “Why Talk Shows Fail.”

cation, honesty, and humor was
warmly received. For instance, he
acknowledged, “We all have our
own scandals: this is my own, and
I’'m proud of it. I just wish it were
only 15 minutes of fame. Andy
Warhol miscounted.”

After a week of fill-in work at
WABC/New York, Morris is un-
der consideration for a weekend
slot there. “I'm fascinated not
only by his story, but his wit and
his intelligence. This guy has a
talk show in him,” WABC PD
Phil Boyce told R&R.

For those who fear his previ-
ous behavior is too outlandish to
sell to listeners and advertisers,
Boyce pointed out, “G. Gordon
Liddy committed a felony in a
hotel not too far from here, and
he's doing well in radio.” (At that
very moment, in fact, Liddy was
celebrating his fifth anniversary
on the air with a live broadcast at
a hotel a few blocks away.)

Morris made it clear that he’d
like an opportunity in radio.
“Let’s get back to what I'm good
at: Politics is my forte; sex is only
my minor suit.”

Why Talk Shows Fail

Talk hosts must give listeners
something “to learn and discov-
er,” Mediavision Ltd. President

Bill McMahon told the audience
at his “Why Talk Shows Fail”
panel. How they do that, he add-
ed, almost doesn’t matter.

McMahon drove home the
point that listeners can’t help but
learn something they didn’t know
when listening to such perform-
ers as Howard Stern, Rush Lim-
baugh, and Dr. Laura
Schlessinger. And he noted that
while National Public Radio
“has no passion and personality,
it compensates with learning and
discovery elements. They under-
stand half the equation that we,
as commercial broadcasters, often
don’t. We have a passion for hir-
ing loud, obnoxious people.”

Hosts without direction don’t
cut it, either. said McMahon. “If
there is anything I hate, it’s ‘what
do you think?’ radio.”

Critics Take On Talk

Audience members’ tempers
flared when five media critics
aired their views about the format.
Particularly inciting: the views of
People for the American Way
National Field Director Mary
Jean Collins, who revealed that

Continued on Page 40
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Health-medical news,

issues,

opinions and

advice to callers by
America’s favorite M.D.

DR. DEAN EDELL

SHOW

' MONDAY-FRIDAY 4PM-5PM (ET)

Both programs vua Satcom C5, Transponder 23, Channel 54.  For the full story please call Lee Vanden-Handel at 212-338-1406 or Cathenm Beronilla at 212-338-1405.
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her organizations holds seminars
across the nation to teach people
with liberal or minority views
“stealth tactics™ to get past call
screeners. Talk hosts, she said,
have a responsibility to ensure
that all views get aired. “When
[Talk radio] influences public pol-
icy, it’s not just entertainment.

“I want people to reflect on
what it feels like when you turn
on Talk radio if you're gay or if
you're a welfare mother ... what
people are saying about you and
how that feels,” Collins said.
“Why do you have to get a license
to use the public airwaves if you
have no responsibility to air these
views?”

Most of the other critics dis-
agreed. Washington Post writer
Juan Williams argued there’s a
different standard for Talk radio
than for radio news. Accuracy In
Media Chairman/CEO Reed Ir-
vine seconded that thought, say-
ing talk hosts, unlike news report-
ers, cannot be expected to “go out
and check everything before it is
put on the air.”

Audience members argued that
because radio is a business, sta-
tions will put anyone on who will
generate calls. And some of the
most interesting and entertaining
callers, they pointed out, oppose
the views of the hosts.

Deans Of Talk II

KABC/Los Angeles’s Ken
Minyard, WJR/Detroit’s Paul
W. Smith, and WSB/Atlanta’s
Neal Boortz, this year's panel of
extemporaneous elite, delighted a
Saturday afternoon crowd by
sharing recollections of their de-
cades on the dial.

“All of us have benefited from
... the baby boom bubble travel-
ing along with us,” Boortz said,
pointing out that he doesn’t take

them for granted because “listen-
ers are not followers. You are
there to entertain them, not to lead
them.”

And when Minyard stated,
“Wives are the ones who influ-
ence your shows the most,” Smith
was quick to agree. “I would be
irritated if my wife didn’t listen,”
he said. “I even make my ex-wife
listen.”

But Minyard faulted today’s
talkers for lack of communica-
tion. “Talent is not good about lis-
tening to their own radio sta-
tions,” he lamented, calling for
more cross-promotion among tal-
ent.

@

I want people to
reflect on what it feels
like when you turn on
Talk radio if you’re gay
or if you're a welfare
mother ... what people
are saying about you
and how that feels.
—Mary Jean Collins

Productive Sessions

Cocktail parties, cigars, and ex-
tra helpings of food aside, broad-
casters accomplished quite a bit
at the seminar. Here are some of
the session highlights:

* “It’s not about radio, it’s about
Wall Street,” consultant Jim
Taszarek told his seminar audi-
ence. Taszarek cautioned that sta-
tions need to be flexible within a
changing business landscape and
the coming digital age. “Our tech-

nology may be outmoded, but
they still need our skills.” He also
said managers should avoid be-
coming “Arbitron slaves” be-
cause there are other ways to en-
tice advertisers. “Come to the sell-
er with an edge,” Taszarek said,
“Be a resource to your advertis-
ers.”

* Call screeners are underval-
ued and overworked — give them
a break, and they will come
through for your station. That was
the consensus at “Call Screeners:
Unsung Heroes.” When an attend-
ee asked why screeners are not
paid more, Westwood One’s Lar-
ry Kahn said, “Being a call
screener is not a career ... it’s a
chance to get into the business.”

* Massive industry consolida-
tion has left many new multista-
tion programmers wringing their
hands. In “The More Stations ...
The Merrier?” Gabe Hobbs, who
gave up his programming duties at
WFLA/Tampa in order to oversee
several Jacor stations mused, “At
times I don’t feel like a program-
mer, I feel like a manager.”

But there are ways to manage
the increased demands. “You
have to give up more and more
control, and that is very hard,”
said KHOW & KTLK/Denver
PD Kris Olinger. “You have to
get a really good staff, and then
just let go.”

* How do you increase your sta-
tion’s talent pool? Look outside
the industry, most of the “Digging
Up Home-Grown Talent™ panel-
ists concurred. But once you find
a potential yakker in Joe Public,
one attendee asked, “How do you
get his butt from a bar stool to af-
ternoon drive?”

KTCK/Dallas PD Mike
Thompson warned, “The worst
thing you can do is put them on
the air ... they get distracted by
the technology.” Radio talent
agent George Hiltzik of N.S. Bi-

WABC PD Phil Boyce (I) mingles with EFM President Edward F. McLaugh-
lin and WJR-AM’s Paul W. Smith at the 1997 Talk Radio Seminar.

enstock agreed: “You have to
walk before you can run. Still, I
prefer to take someone in a small-
er market and develop them,” he
said, rather than looking outside
the industry.

* “David is more willing to take
risks than Goliath is,” said
WCBM/Baltimore PD Sean Ca-
sey of stations that challenge a
market leader. But while ac-
knowledging that David’s ideas
and innovations are often stolen
by Goliath, the other speakers —
WGST/Atlanta PD Nancy Zin-
tak, WWDB/Philly PD Matthew
Zucker, W JFK/Washington PD
Jeremy Coleman, and WTAE/
Pittsburgh PD Bruce Gilbert —
offered suggestions on how to
beat Goliath, including ways of
getting the station’s name out
through newspapers and, most
importantly, television.

* Web sites can help stations
strengthen listener loyalty, extend
privileges to existing listeners,
and provide a viable outlet for
news flashes and promotional
events. But stations should not
depend on sites for supplement-
ing advertising revenues, said
Chris Nakea of New Media
Technologies/Jet Internet at the

“True Lies About The Internet”
panel. Panelist Tob Seven, Exec-
utive Director of the Internet
Advertisting Association,
countered that once a site is set
up and established, it may then
play a minor role in netting ad-
vertising revenue.

* A dizzying array of avail-
able research methods can
leave stations wondering which
are the most accurate. Repre-
sentatives from several re-
search companies offered sug-
gestions in “How To Design
Research.” One of the more in-
sightful points was made by
Benchmark Company’s Rob
Balon, who presented a video
showing how stations’ efforts
to get Arbitron diarykeepers to
write down the station’s call
letters are almost wholly inef-
fective.

And despite all the great re-
search techniques available,
Critical Mass Media Exec. VP
Joel Lind and The Research
Group Exec. VP Dick Spring-
field agreed, “Research will not
program your station.”

Washington Bureau editorial
assistant Patrice M. Wittrig
contributed to this report.

Some of the finest Talk stations
in the country have VRINKED!!

WOR, WBAL, WBAP, KCMO, KSTE, KFBK, WWRC have called on
BRIAN WILSON for vacation relief when their stars were on vacation,
down with the flu or being audited! With ISDN studios in the Logic Free
Zone (Washington, DC) and a 30 year Major Market track record that runs
from Houston to New York, Brian is as close as your phone! Call him up
and he can be on your air in 30 minutes or less. It’s that simple and he’s that
good. Call Jeff Beauchamp, Tyler Cox, Dave Bernstein if you want to “check

him out” - or call 41 0'343'1881 and ask for the SPECIAL PACKAGE. |

Keep this ad handy... You never can tell when one of your Stars will be out!
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T ) —— - | The Washington Post’s Juan Williams, Accuracy In Media’s Reed Irvine, and former RTNDA
KGO¥YSan fFrancisco’s Jack Swanson, former RTNDA President David Bartlett, Super Talk Fa- | prasident David Bartlett were three of the “Critics Of Talk Radio.”
dio consultant Brian Jennings, and moderator Ted Dort of Metro Traffic/DC comprised Friday’s
“News & Talk Shows: Getting The Right Mix" panel.

Larry King and Westwood One’s Jim Bohannan chat during Thursday evening’s opening cock- White House Press Secretary Mike McCurry’s address opened R&R’s 1997 Talk Radio Semi-
tail party. nar.

WOR-AM/New York's Bob Grant, Westwood One's Larry Kahn, and Radio Hall of Fame Pres-
dient Bruce DuMont enjoy a lively conversation at the Talk Radio Seminar.

WOF/New York overnight host Joey Feynalds shows consultant Randy Kabrich his homs- N.S. Bienstock’s George Hiltzik socializes with WLS-AM/Chicago GM Zemira Jones.

made cheesecake. Reynalds’s cheesecakes are set to debut in the Bloomingdales Spring 1997
catalog.
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COUNTRY RADIO S WINNING COMBINATION

A"
: F % “SW definitely delivers the goods to
. the format. Country’s Most Wanted and
SW Country Programming Services are a
' must for any station that wants to win!”

Paul Johnson, Program Director,
WSOC-FM/Charlotte, NC

| VISIT US IN SUITE 55252 | .
4 AT THE OPRYLAND HOTEL! . SW Nerorks Country Programming

Services is by far the most comprehensive,
progressive and exciting prep service out
tthere.””

&

Robynn jaymes, Program Director,
WYYD-FM/Lynchburg, VA

f - ENTERTAINMENT NEWS
£ - SHOW PREP
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ELCOME TO “COUNTRY CONNECTION ’97.”
In recent years, R&R’s annual Country special
has been devoted to the greats who pioneered
Country radio. This time, we’re departing from

that theme to examine what’s taking place within the country music industry.

These are interesting times, to say the least. With overall declines in
ratings shares and retail, the pinch is being felt throughout the industry. The
pressure, of course, extends to the labels, whose livelihood is directly linked
to the success of those two other sectors.

Contributing heavily to the always fascinating swirl of activity around
Country radio was last year’s passage of the Telecom Act. As group owners
embarked on a buying frenzy, they boosted their corporate clout while
strengthening their positions in specific markets.

The purchases have also had an effect at radio’s grass-roots level. As one
label executive told R&R, “We’ve had some MDs say, ‘I don’t know who
my boss is going to be tomorrow.” Some of them are too busy writing
resumes to know who their new boss is going to be. They don’t have time to
listen to the music anymore. They’ve got such stress on them, but I’d have
to say we’re working well together.”

With the cyclone of change still spinning throughout the marketplace,
executives are waiting for the dust to clear. In the meantime, rest assured
that they’re giving serious thought to the road ahead.

In tune with the 28th annual Country Radio Seminar, R&R asked some
of the industry’s leading forces to provide their perspectives on “where
we’ve been, where we are, and where we’re going.” The executives shared
candid opinions of how the radio and record industries view each other,
along with their thoughts on what may transpire as we enter the new
millennium.

level offered their views regarding:

® Country ratings: How to halt the ratings slide and increase shares
® The changing focus of today’s Country PD
® The growing emphasis on balancing currents and recurrents.

The record company perspective comes from several executives who are
in the unique position of overseeing two or more labels. Addressing the
overall record business, as well as the situation at their individual labels,
they provide an overview of 1996 and projections for the remainder of the
year. They discuss the Internet’s potential in marketing music to consumers
and explain how technology will affect the way labels do business.

Additionally, three of Nashville’s top booking agents outline how the
touring industry is evolving and how artists are re-evaluating the time they
spend on the road.

Nobody claims to have all the answers, but there’s no shortage of
opinions. With the pieces of the puzzle beginning to come together, the
image is becoming more sharply defined. The good news is: Nobody's
fearful of the future. The overwhelming consensus:

® The recent decline in the bottom line was not unexpected.

® Business is still extremely strong, but the industry must still look for
ways to build artists’ careers, attract and maintain radio listenership, move
CDs and cassettes at retail, and sell concert tickets.

® Great music remains the ultimate remedy for the industry’s ills, real or
imagined.

® Despite any changes the industry has undergone, an undeniable optimism

remains.
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TIM CLOSSON

CHANCELLOR BROADCASTING VP/COUNTRY TIM CLOSSON
is, to date, the only person to hold that title among all the
companies currently building large radio groups that have
a large contingent of Country outlets. He works with
Country WUBE-FM & WYGY-FM/Cincinnati, KZLA-

FM/Los Angeles, KEEY-FM & WBOB-FM/Minneapolis,
KMLE-FM/Phoenix, and KNEW-AM & KSAN-FM/San
Francisco.

Offering his national perspective on the course of Country ratings,
Closson philosophizes, “There have always been up and down cycles. But one of the best
things of this last up cycle is something that didn’t happen.

“In previous up cycles, a lot of our music was available on other formats. Records that crossed
over watered down our [radio] product. It later made the down cycle that much quicker. Over
the last few years, the music from our stars has only been on Country radio. That’s better for this
format because people know they have to come to a Country station to hear country music.”

As for what can be done to slow or halt share erosion, Closson says, “Radio programmers
have to be sharper. They have to do great radio. In 1993, just about any radio station that
wanted to call themselves Country played records that were country and did just fine. The
format was so hot that what went on between the records didn’t matter as much in 92 and
’93. In "97, what goes on between the records is of vital importance because the records

overall are not quite as strong.” (A subject we’ll return to later.)

Consolidation ‘Good For Country’

Consolidation, of course, has been on everyone’s lips the last
year. Closson feels it’s good for Country. “Consolidation is going
to make it less likely for battles to occur. When battles occur,
competitors tend to beat the crap out of each other, fighting over
all the P1s — while nobody’s working to grow the P2s or P3s or
to really promote country music. The ultimate effect of
consolidation is going to be good for Country.

“However, it’s a market-by-market situation. Markets with a
history of two Country stations will continue to have a pair. If
you currently own both and give up one, history tells you the
chances are rather good that someone else will go Country with
another radio station that you don’t control. But in markets where there’s only room for one,
it may not be a viable option for another operator to get into a Country battle.”

Will a single owner controlling two Country stations be able to prevent, or at least minimize,
future downturns? “When it’s done effectively. But the ultimate battle is not necessarily at winning
ratings but winning revenue. There are a lot of different ways to operate co-owned Country FMs.
I’m not going to give secrets on how we do it, other than to say there are definitely right and wrong
ways to do it. You have to find what’s going to work for your particular market. Once you find it,
it’s good for stopping the downswing of country music and it’s good for ratings and revenue.”

Can two Country stations, under one owner, achieve better ratings over a wider demographic
range than two Country stations owned by two owners in a market? “No question about it, no
doubt in my mind. The reason why is simple. Instead of two separately owned Country
competitors slugging it out, a single owner of both can create an on-ramp to the format to
introduce young demos to Country. Then, as they get more comfortable with the music and as

Tim Closson

Continued on Page 64

RUSTY WALKER

RUSTY WALKER & ASSOCIATES IS CONSIDERED BY MANY AS COUNTRY'S PREEMINENT
consultancy. President Rusty Walker and his staff currently work with more than 100
Country outlets around the nation, which gives Walker a broad overview of the format’s
past and present position.

Notes Walker, “The inherent health of the format and the stations in it has not diminished.
It’s just that the desire has diminished for country music to be more than an entertainment
medium, a point which it transcended during the boom. It became almost a reason for people
to live and breathe. They went nuts over it. They aren’t nuts over it any more. But the folks
who used to love it still love it.

“The biggest problem with Country radio is ‘we won the lottery.” And as a result, we thought
we then knew how to win the lottery — as opposed to being thankful that we won and going
back to earning our living.”

While Walker says there are things that can be done to ease the pain during down cycles,
there’s still not much you can do about them. “Cycles are not just about Country radio or
country music as an art form. Restaurants go through cycles where hamburgers go out of
vogue. Does anybody think ‘Oh my gosh, there are fewer people eating hamburgers right

now. We'd better shut down all the hamburger joints?’ They just work within the cycle.
“Striking while the iron is hot is important, and Country radio did a really good job of that. But
we weren't willing to acknowledge that it may go back to normal. Once you’ve achieved riches,
you don’t want to go-back to being an average, everyday Joe again.”
As for the future of Country shares, Walker says, “I think we’re
still in the eye of the hurricane. At some point there’ll be either
another new big star or a group of new stars. I have no doubt in my
mind that we won’t discover another style, feel, person, star, or
whatever that will get everything going again. But the problem
that we’ve all had — and not only is radio-guilty of this, but so are
the folks who make the music — is that we’re trying to legislate
creativity. And we can'’t do that. You’ve got to allow it to happen.”
Radio’s Role
Walker is very clear about the role he thinks radio should play
in the creative process. “Absolutely none. We should provide
and impart information that leads the people who are creating
in the direction that’s helpful to them. And please, this is not a negative thing. Radio has
tried too much to get involved, and [record] folks were listening to us when they shouldn’t.
“People who make music come to radio and ask, ‘What type of music should we make?’
And the folks at radio answer with whatever type was missing that particular week. So they’d

Rusty Walker

Continued on Page 64

JOHN CULLEN

JOHN CULLEN IS PRESIDENT/COO OF GULFSTAR COMMUNICATIONS, AN AUSTIN-BASED
company that owns 52 radio stations, 19 of which are Country.

But, he says, “If you did a pro forma, our Country stations would probably represent 50% of
our broadcast cash flow. The Country properties are the real cornerstone of Gulfstar. Pretty
much across the board they exceed the performance of any of our other formats. Country is the
bread and butter of the company.”

A ‘Gold Star’ For Country

It’s interesting to note Cullen’s unbridled enthusiasm for the format, especially at a time
when lots of folks are bemoaning the 20% decrease in Country shares from three years ago. It
seems a bit incongruous. “‘Perhaps it is,” he responds. “But the things that make Country
radio so special are as true today as they were some time ago.

“Country radio is the passion format of the listener. Even the advertisers love the product,
which is a huge help. It’s an active format. It has that passion and involvement that allow you
to have the promotional activities that garner additional visibility and additional revenue. It’s
very much driven, or can be driven. by big personalities. Is there any better place to be than
Nashville to prove that point?

“And I guess maybe it’s just because Gulfstar, from top to bottom, is so comfortable with the
format. When Steve Hicks is the Chairman, you have some confidence in the Country format.”

Does that mean Gulfstar is looking for Country stations, in particular, to buy? “I would have
to say that when Steve, Jim Shea at {sister company] Commodore, Frank Osborne at [sister
company] Osborne, or myself are looking at acquisitions, there’s a little gold star beside the
name ‘Country’ on the format grid.”

What is it about Country stations that jumps out from a balance
sheet? What are its unique qualities? “‘A balance sheet is a pretty
mundane piece of paper. You have to take it past that and recognize
that here’s a passion-driven format we’re familiar with. We
understand this product. So we don’t mind putting a bunch of our
eggs in that one basket.”

From Main Street To Wall Street

Cullen is quick to point out that Gulfstar’s heavy Country
concentration is also a factor in the company’s regional acquisition
strategy, which presently is heaviest in Texas and other southern
states. “This isn’t to cast aspersions at other formats that we have
some belief in, but radio is a true flight to quality business. There’s
a desire to buy the bigger radio stations in many markets. Particularly in the region of the
country that Gulfstar’s in, this is the format of choice. In those markets, Country is not just
country music. It’s the soundtrack of the lives of the community. It’s integrated from top to
bottom.”

For better or for worse, Country listeners aren’t the only folks major corporations have
to deal with these days. Being in the business of buying radio properties can also mean
having to deal with Wall Street and venture capitalists, who may not always have the
most positive view of Country. Do they ever express concern if a company’s station
portfolio is overloaded with Country stations?

John Cullen

Continued on Page 66
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BILL HAGY

IN ADDITION TO PROGRAMMING WXBQ-FM/JOHNSON CITY-
Kingsport-Bristol, Bill Hagy’s duties for parent Nininger
Stations includes music responsibilities for Country outlets
WKDQ-FM/Evansville, IN (which was recently sold to Brill

Media) and WQBE-FM/Charleston, WV.
[ Outlining the recent ratings in those markets, he says,
“Like most in this format, we’ve been on a roller coaster the
v last couple of years. But in this last round, we seem to have
everything on an upswing in all our markets — kind of a resurgence
in the various demos that are important to us.”
New Music, New Excitement

Hagy feels a variety of things from both sides of the business has factored into the format’s

recent roller coaster ratings. “It’s been difficult lately to hold the younger people’s attention
for an extended period, although we seem to be doing a little better job of that recently than
we did 12-18 months ago. Part of the reason is listeners skip from our format to check out
other options. It's not anyone’s fault; it’s not because labels or artists went in the wrong
direction. We just allowed [listeners] to experiment with other stations and their music.

*The good news is country music’s been getting a little better,
and that might be part of the reason for the recent upturn. We'’re
getting some things we were missing 18 months ago, artists with
roots and music attractive to the younger demos — and we’re
getting away from the music sounding the same. I've always
thought the big attraction to the Country format was the fact that
by definition it is so broad. We have Alan Jackson and Burnin’
Daylight and a whole lot of stuff in between.

“A number of [radio] people I’ ve talked with are real excited about
the new music and the feel of where it’s going. We’re real excited
about Burnin’ Daylight, the Buffalo Club, and Big House — artists
who are going to be attractive to young people. Of course, we can’t
just absolutely have nothing but that. But that’s the style and sound
that have been missing in the recent past. We're excited that what we feel is a missing ingredient
is returning to the music. Hopefully they’ll be better tools to help us manage our audience.”
Take Chances

Bill Hagy

every station’s a five-share station, because [ think there will always be stations that are able to
overachieve and rise to the top. But I think the difference between the stations at the top and the
stations at the bottom is going to be a little closer than it has been.”

Refocus To Regain

For Brannigan, recent share declines have meant refocusing on some areas. “We’re paying
more attention to basic marketing issues, trying to really address what it takes to attract and
keep listeners — kind of going back to school.”

Brannigan thinks some Country outlets might have lost sight
of those basics in recent years. “In the euphoria at the peak of
country music, there was probably a period where you could have
put barking dogs on the air on a Country station and got ratings.
Things were all going our way, and we were all caught up in the
tide. Maybe we did take our eyes off some of the details. Then,
when the euphoria isn’t there any more, every little detail starts
to matter more. Now we’ve kind of gotten the wake-up call: It’s
time to pay attention to the details again. We’re doing that, and I
think we’re showing the benefits of our attention to details.”

Asked whether anything can be done about the declining
Country shares — or whether it’s just cyclical so all you can do is
hold on for the ride — Brannigan says, “It’s very cyclical. Historically there have been music
formats that come in and out of favor for myriad reasons. Something will get hot for a while
and it cools off. Then something else will be hot and it will cool off. The key is to take
advantage when you’'re hot, and I think Country did that.”

Super-Lights: Right Or Wrong?

Brannigan is another in the long list of programmers who adopted a very light rotation of
five-seven spinis per week in recent years. She explains, “We try to limit it because it really
does have a limited benefit. We use it as a way to rotate some music through. We do a show
called ‘New Country At Noon,” where we showcase music that we think we’re probably
going to add to the playlist but we’re not quite on yet. We want to see what type of reaction we
might be able to get from listeners.”

Adding that she tries “not to go crazy with that,” she notes that its benefit to the station or
labels and artists depends on how it’s used. “If someone’s going to try something out to see
what reaction it gets, that’s probably the right reason to do it. If it’s being used as a form of
manipulation or a favor, that’s probably not the best use of that. I think people are guilty of

Beverlee Brannigan

Continued on Page 70 }

Hagy’s convinced proper music handling and selection are keys to the format’s maintaining
its current shares and regaining some that have been lost. “We try to deliver more variety in
Country than most other formats do. The Country listener, the real fan of the format, has a
deep affection for the artist and is a lot more informed than a lot of programmers give him
credit for. Because of that these listeners want to hear a wider variety. We should give it to
them and let them decide if records are hits or not.”

As for his view of the label side of things, Hagy says. “They’re giving us plenty of choices. They
should be complimented as an industry for trying to find the next new superstar. They need to continue

L

ALAN SLEDGE 2

WUSN-FM/CHICAGO PD ALAN SLEDGE HAS A UNIQUE PERSPECTIVE ON TODAY’S LOCAL
Country radio, with his view forged on a more national basis than most programmers. In the .
last seven years. he’s programmed Country stations in Phoenix, Detroit, San Francisco (all §
for the same company), Seattle and, for the last few months, Chicago. §

to give us enough variety so we can play it and see who the public is going to get behind.”

The lament that the “music’s sounding the same” has been echoed by both sides of the
industry, of late. Hagy believes radio bears a fair degree of culpability for the situation,
putting some of the blame on “chart watchers.” He adds, “Radio doesn’t have to go to the
edge of the earth and jump off to play new music. But it has to give new music a chance to
see if there’s something there that can be good for the radio station and the format. It’s
detrimental to the format when programmers follow the charts and drop records that stall or
make a backward move one week. Obviously, people should only stick with records that
are doing well for them. I just wish more would do that. I get real disappointed when charts
follow one particular mindset.

Looking at the format as a whole, he says, “Country listening is stable right now. If we’ve '}':‘-' I

flattened out, we’ve flattened at a plateau that we have not seen "

oversaturated — both from the radio and from the music side.z:
There’s too much choice for a lot of people. ¢
“During the time Country was booming, there was a point of §
difference between Country and a lot of other radio formats. Now §
some of those other formats have gotten their acts together.
“Also, this is a different time. Ten years ago. a lot of markets .
had Country flying high and ACs were battling it out. Now AC is

in a number of years. Even though it’s very healthy, the market st _

Continued on Page 68 / ;
doing well in many of those markets and Country is battling it

out.As a format we must understand that oversaturating the market
is going to hurt Country radio due to the fact that there is simply £ |
too much choice. ¥

“If you stay the course, have committed ownership, and understand there’s only room forf "
so much Country — or there’s only room on the record side for so much product — then we’ll
be fine, we’ll survive this. The qualitative research of those who really accept Country as a
format shows this to be a very healthy format from a revenue point of view.”

Good News, Bad News

Gazing into his crystal ball, Sledge sees good times ahead for the format, although there ,'
might be some casualties. “Multiples are very high in this era of consolidation, and that has to b33
be taken into account. There’s a greater demand on return of investment: We have to service
very high multiples. I think you’ll begin to see a shakeout. which is going to be very good for
country music. You’ll probably see the same thing in the record community.

“And [ don’t think [the shakeout] is a bad thing for Country radio. There are a lot of markets
like Chicago, where, when the format is really healthy. there is: gisually just one Country
Continued on Page 70

Alan Sledge

BEVERLY BRANNIGAN

DES MOINES HAS HAD AS MANY AS FIVE COUNTRY OUTLETS IN RECENT YEARS. FROM 1993-
95. there were consistently over 20 Country shares each quarter in this four-book-a-year market.
It’s now down to two Country stations, and the format’s shares are in the mid-teens. Through
the *90s. market and Country leader KJJY has seen its shares rise from the mid-teens to the
20s, with current share levels in the low teens.

While KIJY PD Beverly Brannigan certainly sees direct format competition affecting her
station’s numbers, she sees another factor affecting shares of all radio stations. “Over the last
couple of years we’ve begun to see a market parity that was never there before. It used to be you
had three stations at the top with 20 shares and a bunch of ‘also rans’ picking up the crumbs
behind them. Now consolidation has brought to many markets the brain trust of successful radio
operators who know how to win and have the resources to join the pack at the top — as opposed
to a bunch of stand-alone operators who are trying to sort of figure it out on their own. So there
aren’t 20-share radio stations any more. I don’t think it’s going to spiral down to the point where
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JOE GALANTE

WHEN YOU ASK RCA LABEL GROUP/NASHVILLE
Chairman Joe Galante for his overview of the record industry
during the past two years, he immediately offers the phrases
“too much,” “too many labels,” and “too many artists.”

“This is the entire business, not just country,” Galante says.
“There is certainly a lack of people who are total executives.”

Knowledge Is Power

Continuing his observation, Galante notes, “You may have
somebody who is certainly a very creative individual given a responsibility to run a label,
which takes away from the thing that got them there in the first place. Or you get somebody
who is more of an administrative person and winds up being the ¢reative executive who is
frying todearnon the job, :

““There’s #wholt ot ofithht g’omg on throughout the entire industry. As a result, some of the
people who are making signing decisions — on both production deals and artists — aren’t

more with affiliations than anything else.”

As a theoretical example, Galante offers, “Juan knows so and so, so I'll hire him because
he was in the room at the same time Alan Jackson showed up in [Arista/Nashville President]
Tim DuBois’s office, so he probably knows everything there is to know about country music.

“I think there’s a lot of that going on. This has been kind of like the gold rush down here the
last couple of years. People have decided to stake a claim, and there’s going to be a whole lot
of bloodshed. Some people are going to get knocked over by the
bigger guys, some guys will survive. There are some people who
may strike it rich, but their vein will play out because it’s not
very deep — especially if you have a lot of one-hit wonders.”

Radio & Labels

While he has no objections to radio playing a large number of
new acts, Galante has some reservations about the quality of
those acts: “On the record side and the radio side, people have
gotten further and further away from judging what talent is
because they really haven’t been involved in that. Therefore,
people play things that are new and think they’re satisfying what
the audience wants.”

Galante observes, “People are disconnecting from radio more than they ever did before, and
they’re doing the same thing in retail. They 're not buying records because they’re not motivated.

“That takes us into the present environment, which is too many retail stores, too many
radio stations playing the same stuff, too many artists, and too much of the same music. It’s
not distinctive at all. People are not taking chances. They’re overresearching, overconcerned,
and everything revolves around money.

“People are very concerned about how much they paid for something. You know, ‘I’ve got
to get it back in six months,’ and nobody plans more than a year. I’ ve listened to all the group
broadcasters talk about, ‘We’re in this for the long haul.” The long haul is five or 10 years.
Nobody’s in it for five or 10 years.

“People keep saying, “How long can this go on?’ Having run a pop label, you can fose between
$15 million-$20 million dollars a year, and that’s acceptable ... not for long, but it’s acceptable.”

ALLEN BUTLER

IN RECENT YEARS, NASHVILLE WAS BASKING IN THE GLORY OF THE COUNTRY EXPLOSION.
ic/Nashville Exec. VP/GM Allen Butler admits the labels enjoyed the worldwide
recognition, especially the attention from the corporate offices in New York and L.A.
And then came 1996, which Butler says was, “at least for me, kind of a wake-up call.”
He, like other label executives, began searching for answers — and solutions — when the
early alarm sounded.

Joe Galante

Continued on Page 74

Broader Vision

From Butler’s standpoint, country’s future depends on the music Nashville provides to radio
and consumers. He explains, “We have two choices. We can open ourselves up to a broader kind
of music coming out of Nashville — and radio can be willing to play a broader kind of music —
or we need to resign ourselves to the fact that we’re going to be a smaller format.

“If we want to stay the course, we’ll come back to a place where we see reasonable yearly
growth, like any mature industry. If we want to have another explosive growth era, it’s going
to have to start with the music.”

Part of coumry $ sales decline was linked directly to the evolving retail landscape. Butler

. points o, “A(:n:am'g our inventories [at retail] have been very good, but it’s got to have an
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impact when your ‘accounts open to buy’ is way down, when they’re slow to pay, and when
returns are coming back instead of checks. They’re paying off their bills with returns. This
has a huge impact on country music.”

Butler also thinks the lack of cassettes on store shelves may be to blame for the country
sales dip, noting that a large segment of the country audience still prefers the tape format:
“They’re nd longer stocking the inventory of cassettes in retail like they did five years ago.”

According to research conducted by Sony, only 50% of country consumers have CD
capability. “If thatcassette wasn’t available,” Butler points out,
“we basically lost a sale.”

Analyzing the numbers, Butler says there's also been a
tendency to overlook the average country fan’s disposable
income. “The average worker out there — our core consumer
who buys country. CDs and tapes and goes to concerts — hasn.’t,
had a real wage increase in four years..Those people are trying
to figure out how to pay:theii* light bills, their food bills, thejr
clothing, and the basic necessities of life~

“For a 25- to 35-year-old guy trying to make ends meet in a

about [buying recorded music].” Those individuals are likely to
curtail their purchases of cassettes, CDs, and concert tickets.
Butler notes, “Multiply that times millions of people, and you’re talking about significant
decreases in consumer spending in our format.”
‘Fresh, Different, Unique’
Butler says Sony/Nashville’s future lies in the A&R decisions made at its two labels,

Allen Butler

Columbia and Epic. He explains, “We’re trying to identify something fresh, dlfferenth’and X

unique that still fits in this format. We’re not trying to find a rock act and disguise it as a
country act. We're truly trying to identify talent that has some kind of base and roots in
country music, but is unique and different from all the glob — as everybody wants to call it —
of ‘invisible acts’ out there.”

Charging that the glut of faceless acts is hindering the format’s growth, he adds, “Every
label in town has gotten that wake-up call, and all the smart producers and A&R people are

Continued on Page 74

TIM DUBOIS

BUSINESS HAS BEEN BETTER, BUL ARISTA-CAREER/NASHVILLE PRESIDENT TIM DUBOIS
believes country music is in better shape than it was five or six years ago.

“The numbers are in,” notes DuBois, who heads Arista/Nashville and sister label Career.
“You don’t have to guess anymore. We [as an industry] did slow down a little this past year,
and you can slice and dice that a bunch of different ways.”

Realistic Expectations

DuBois continues, “I don’t think it was the end of the world, and you have to remember
how much and how fast we’ve grown over the last five years to put that in perspectiye.
Anyone who understands the nature of business in general didn’t e
have any dream that we could continue to grow at that rate.”

Referring to sales figures and ratlngs for Country radio and
CMT, he adds, “It’s. obvious that we’re a lot stronger than we
were five or six years ago when this run started. Once everything
bottoms out, I think we’re going to be way ahead of where we
were before.”

Not anticipating a drastic turnaround in 97, DuBois adds, “If
a couple of superstars come into being and direct the media
attention back to us, we could turn things around. More likely,
just a leveling off is what I see. I'm always hopeful that the stars
will line up and we’ll have another Garth [Brooks] and ’Billy_‘u
Ray [Cyrus] come in and attract so much attention that the whole
market gets hot. But we’ll have to wait and see.”

Competing For Entertainment Dollars

Noting that the retail industry has had a tough time during the past two years, DuBois says,
“Analysts point to the fact that we probably overbuilt. The music industry as a whole — not
just country music — was riding a pretty nice growth curve over the last few years, running
about 9%-10% growth. The music industry has flattened out, and we probably have more
retail outlets than is healthy. Again, that’s a part of the capitalistic system.

“Some of those people are going to have some trouble, and some are going to go away. And
there are all kinds of factors that fit into that: For instance, the fact that some retailers use
records as loss leaders to sell refrigerators.

“There are all kinds of other things that feed into the problems we have, including the fact

Continued on Page 76

Tim DuBois
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BRUCE HINTON

“l DON'T THINK THE SKY IS FALLING” IS MCA-DECCA/
Nashville Chairman Bruce Hinton’s assessment of country
music’s current condition. “Any time you graph a business,
you see peaks and valleys. If you're kind of in a valley, it may

look one way. And if you stand back, it looks another way.”

Sales Strait Up

During his lengthy career, Hinton has seen his share of peaks and
valleys, but he says business at MCA-Decca was up slightly last year, due in part to the strength
of George Strait. “From Reba to Vince Gill and Wynonna, all the rest were out there doing
well, but the George Strait sales just went up and beyond. It really went through the ceiling.”

Hinton sees *97 as a “shake-out and transition year” for country’s overall picture, adding,
“I don’t see this year as the benchmark that will tell us where it’s at. Go through the transition,
because there are a lot of different things happening and converging at one time — not the
least of which is that the retail account structure is not in the best of shape. There will most
certainly be many store closings. You can’t necessarily try to explode the business this year.
don’t know if the account base will be there to support that.”

MCA-Decca’s 1997 plans involve maintaining the status of its superstars, pushing other
established artists to the next plateau, and breaking new acts. Hinton says, “We want to grow
the gold acts'to the platinum level. The other equation is the acts we hope to break this year.
We’re already in the process of breaking Gary Allen and Big House. Then we're going to
come back with Lee Ann Womack, which everyone tells us is a
home run. After that, we’ll come back with Chely Wright. Over
the course of this year, we have an extremely good shot at breaking
four out of four acts.” :

Keeping Consumers Active

As the 21st century approaches, Hinton says the record industry
has to become even more aggressive in enticing consumers to
purchase music. He explains, “We’re at two ends of the consumer
scale. On one end, we have the baby boomers moving into an age
of life where, historically, one would not continue a record-buying
habit. They’ve been a great demographic for the record business
for quite some time. We’re going to have to look at ways to keep
them in a record-buying climate. It’s essential that we keep them.in the fold.

“In the meantime, we’re going to have to bring on that young consumer who, over the last
five years, has helped us enormously by buying into country music. They’ve already become
young adults, and we’ve got to be bringing in the next wave of artists that will appeal to them
— as well as trying to appeal to artists at the baby boom age.”

Retrieving Fringe Listeners

Acknowledging Country radio’s overall ratings drop, Hinton believes, “The focus needs to
be on getting the fringe listener back. We want to agree that they’ve gone away, and they’re
sampling a lot of other kinds of radio.

JIM ED NORMAN

“I BELIEVE IN THE STRENGTH OF OUR ARTISTS AND OUR MUSIC IN THIS INDUSTRY,” SAYS
Warner-Reprise/Nashville President Jim Ed Norman. Responding to those who would talk
about the industry’s troubles from a business standpoint, Norman asks, “Yeah, so what’s new?
What business hasn't had problems?”

“Great Artists, Great Music’

Addressing public or industry perceptions of trouble in Nashville, Norman emphasizes,
"“The one thing we’ve got going for us — the thing that will take care of this time and time
again — is great artists and great music. Our responsibility as an industry is to he receptive
and open to changes. As we do that, these ups and downs are things we can clearly overcome.”

When country’s fortunes improved after the early *80s’ “Urban Cowboy” explosion finally
blew up in Nashville’s face, Norman recalls being asked, “What are we going to do next time it
falls apart?”

“I remember having a real strong opinion that has not changed. The last time we went
through this, we had a boom and the bottom fell out. I always thought it was because we had
somehow, as an industry, gotten fixated on our success and the way our success was attached
to a movie. Once we got back on track, our success has been linked to music and artists.”

The Retail Factor

Foreseeing a continuation of the fierce competition within the radio industry during *97,
Norman also anticipates changes within the retail business. Citing a recent Wall Street Journal

Bruce Hinton

Continued on Page 76
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piece which indicated that general retail sales increased in January, he points out a decline at
two of the nation’s largest retail chains: “While the rest of the retail marketplace is suggesting
they had an upward trend in sales against January of last year, Best Buy and Circuit City
were down.”

The two chains have a reputation for selling merchandise — including CDs and cassettes
— at near wholesale cost. Norman notes, “You can mark down the cost of what you're selling
and sell more goods gross, but what is your profitability?”

Concluding that some of the music retailers have reached the
limit of underpricing CDs and cassettes, Norman adds, “If you
were to take where we were eight years ago as an industry and
then project out a trend line at 10%-15% growth; at any given
time, we were above or below that trend line as an industry.

“We need to realize that we’ve still got a great business and
that, yes, we’re encounteringsome issues that we’re all going to
have to not only be conscious'of, but be i&ponsive to. But there’$
still great opportunity. Right now, the indications are that the
decrease is slowing.”

Jim Ed Norman

A Common Concern

With group owners taking a bigger slice of the Country radio
pie, Norman says a common concern on Music Row is the “possibility that, all of a sudden,
there’ll be 10 people deciding what music’s getting played everywhere.” Conceding that the
thought frightens some people, Norman says no one seems convinced it will happen.

Considering the mere possibility of such a scenario, Norman says, “Maybe it scuttles that
thing we all do this for: The music ... the chance to make a great record, a great piece of
music, and take it to somebody who — in their sheer enthusiasm for the music:— plays it and
gives it a shot. There is some concern that process may somehow-be undercut with this
consolidation.

“I guess there are others who are more adept at this than me. Maybe they’ve had some
practical experience with this in a way that leads them to believe that will be the absolute,

Continued on Page 77

MIKE CURB

“RADIO IS SAYING TO THE RECORD COMPANIES {GIVE US HITS AND WE’EL PLAY THEM,"”
says Curb Group Chairman Mike Curb ~—a man whd has heard the ‘message loud and clear.

“And that’s a good challenge for us because it means the record companies that can come
up with hits will succeed. And the ones that want to just stay with the old approach won’t. So
I think it creates an opportunity for us.”

‘Ready For The Challenge’

Mike Curb has never been accused of avoiding a challenge or ignoring opportunity. He’s <
built the Curb Group of labels’— which includes Curb, MCG/Curb, and Curb/Universal “
— into the most powerful independently owned label in country
music,

Curb is especially encouraged by programmers’ willingness to
look beyond established artists when it comes time to add records
to a playlist. But he notes, “This puts a real responsibility on the
record company ... to work for those hit records and, in some cases,
to hold back the release of a record if it’s not ready to be released
and challenge our artists and producers to reach beyond themselves
to come up with those very, very special records.”

Regarding the Curb companies’ relationship with radio, he
says, “It’s great, We love and value the relationship we have;
radio has really been there for us. We’re also intrigued by all the
different research mechanisms. Obviously there are some we like
more than others, but we feel very excited and challenged by radio. We think radio has the
best consultants that it’s ever had, and that radio wants to grow.

“Radio is saying ‘We want to play hits, whether they’re by new artists or veteran artists.’
We are ready for that challenge. And we are not complaining. We’re optimistic; we’re going -
to meet that challenge with the best possible records that we can make.”

Extra Planning

In terms of the record business overall in 1996, Curb says, “Obviously, we have been through
an interesting year, and I believe that all of the record companies are going to be stronger
because of this past year. We are all aware of the changing climate at retail, and we’re all
obviously aware of the fact that we need to develop more superstar country artists.

“In 1997, I think all the record companies are going to be much more careful in terms of
how much product they release and how they time their releases. I think all of us are going to

Continued on Page 77

Mike Curb
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Lompeting With The Majo

Executives outline struggles, advantages facing small labels |

THE SAME ATTRIBUTES THAT MAKE THE NEWER, SMALLER
record labels appealing are also the sarme ones that make it difficult
to compete with well-established labels in a saturated market.

When country sales climbed dramatically in the early *90s,
several companies began opening shop in Nashville in hopes
of sharing in the success. Among them are Rising Tide (owned

by Universal Music Group),Almo Sounds (owned by A&M
co-founders Herb Alpert and Jerry Moss), and Imprint (a

publicly held company). Other key independent players include
River North and Magnatone.

‘Clean Slate’

But since these labels were established, country record sales and Country radio
listenership have dropped. These new labels are trying to make a name for themselves at a
time when the country industry seems to be retrenching, playing it safe with more
mainstream releases.

“The benefits are that you are starting with a clean slate in
terms of just being brand new.” says Rising Tide President
Ken Levitan. “The drawbacks are that you're starting with a
clean slate. It’s been nice to build it the way we want artist-
wise and staff-wise. The drawback is you are playing catch-
up. You have to make a name for yourself quickly.

“Everybody brand new is at somewhat of a disadvantage
because the other labels have acts that have already proven
themselves. You're starting with brand new baby acts. for the
most part. It’s an exciting time because the way country is
now, all bets are off. Anything can work and everybody is
looking for that next new thing. Having a lot of next new things
works well.”

Rising Tide, which brought its 19 employees on board in June, emerged with a strong
presence at retail and radio with Dolly Parton’s “Treasures™ album. In addition to Tony
Toliver’s self-titled project, Rising Tide will soon have album releases by the Buffalo
Club, Jack Ingram, and Kris Tyler.

Of its nine-act roster. Levitan says. ““We have tried to be aggressive in marketing and
signing. It seems like some of the other new labels will sign one or two artists and, if
something doesn’t work. there’s a long period of time waiting for the next single.”

In terms of Country radio, Rising Tide has already
demonstrated success with the Buffalo Club. In addition to
inviting radio station staffs to attend a series of informal
acoustic concerts in the company’s conference room on Music
Row, the label also presented a major showcase in Phoenix.

Despite the recent dip in sales, Levitan said there’s still room
for new labels. “When we decided to jump in. the boom had
already slowed down a bit. But if you look at it historically.
every 10 or 11 years. country music is looking for that next big
thing. In 1987 or *88. there was Randy Travis, which led to
Garth Brooks. We're in that next same wave.

“I wouldn’t be doing it if I didn’t think there was room. It
comes down to great music. If you have great music and market
it aggressively and correctly, you are going to do fine.”

‘The Good Fight’

Imprint is finding success with Oklahoma native Jeff Wood. The label. funded through
a public offering, has 16 employees and a five-act roster, which includes Gretchen Peters,
Al Anderson, Ryan Reynolds, and Bob Woodruff.

Imprint Chairman/CEO Roy Wunsch, a former Sony Music executive, explains that
while independent labels don’t have the corporate headaches, they don’t have the corporate
pockets either. “Essentially what is nice about having a smaller operation is the fact that
there aren’t corporate meetings that take you away from your mission so often. There
aren’t the meetings in New York or Los Angeles or the corporate mandates or policy studies.
The benefit is just really being able to concentrate on what you are doing. I guess the
downside is there’s not this corporate mother that will constantly feed the country division
with dollars.”

Waunsch says Imprint just reached its first million-dollar year based on wholesale prices,
which was a plateau for the company. “It’s going to take substantially more than that for any
company that hires talented people because the overhead can be tremendous. It was a great
sign and we feel good about it. We’re seeing a nice horizon and we're hitting our stride.”

Wunsch acknowledges a bias against smaller labels by a certain segment of the industry.
“Do I think we’ll have a harder time? I honestly don’t know. As we release the right music

Ken Levitan

i &

oj; Wunsch

and feel the response coming back from radio and listeners, that solves 99% of any
company’s problems. On Jeff Wood. we felt the feedback and positive respense, and we
felt the embrace radio was giving that project.

“I wish there was, philosophically speaking. a way to allow radio in general to get to see
and hear an artist without the incredible preparation time it takes. With the number of
actual single records and artists that ship from week to week, in order to call attention to a
special artist, it really takes a lot of advance work.”

That work can include artist visits to radio stations or showcases, which have become so
frequent that radio programmers may have to choose among several. causing Wunsch to
question his time availability. “I thought it would be a struggle,
and it is. But it’s the good fight. It hasn’t been easy. but it’s
gratifying. We’re going to be out there fighting the wars.”

‘A Lot To Do’

Almo Sounds Director/Nashville Operations Garth Fundis,
-who first made his mark as one of Nashville’s most sucgessful
producers, says creating a label has been a little more difficult
than he had imagined. “It’s like buying a new house,” he

xplains. "It looks great from the outside. It has all the rooms
you like. But there are a lot of systems in the house that have
to be maintained every day. There’s a lot to do.”

Although Fundis is now a label executive, he also maintains
an active schedule as a producer. “I'm in the studio and running the label. | feel a little like
a one-man band. like one of those guys with instruments strapped around them. If I can get
some things going here, I can expand and take some of the weight off my right brain.”

But being small also means that Fundis can devote more of his energies to a small roster.
In 1996, the label’s only album release was by singer-songwriter Paul Jefferson. This
year, it has releases scheduled from Bekka & Billy, Billy Yates, and an as-yet-unnamed
trio.

“You are not shuffling from act to act all day,” Fundis notes. *“You’re not having to think
about 15 acts at a time. You are thinking about two or three. and you only have to deal with
two or three managers and two or three song searches. The song search is always critical.
and you don’t need as many. It’s not so much different; it’s just on a smaller scale. The
dangers and pitfalls and the possible successes are pretty much the same.”

One of the advantages of being new is that everyone wants to see an underdog win, he
says. But it’s hard being the new salesman on the block. dealing with people who have
been dealing with the other labels for years. “It is an art form. Were talking about musical
talent and emotion, trying to make people’s feet tap. We stiil have the equal ability to do
that.”

Regarding the industry’s view of smali labels, Fundis says. “*A lot of people’s perception
is that we don’t have the clout. That puts us at a disadvantage ... that we can’t hold a major
act over a music director’s head to get him to play our new act. But I've just gct to believe
that a great record is a great record. no matter who brings it to you.

“I"ve had enough radio people tell me that. Obviously I haven’t had the success yet that
can say I'm right, but ! feel that it is near. I'm not discouraged to the point of giving up. It’s
a tough business for everybody.”

‘Do The Best You Can’

Agreeing with Fundis’s assessment, River North VP/GM Ed Mascolo adds, *T don’t
think the playing field will ever be level. It’s very hard to compete with the major labels.
You don’t have Garth Brooks albums and tickeis or Reba
tickets to give away to help you get adds. Those are things
that are all beneficial to you. You are better off trying not to
compete. You just do the best you can.”

River North opened its offices two years ago and now
has eight employees. It is owned by Platinum
Entertainment, which recently purchased Double J
Publishing and Intersound Records. It released albums
by Steve Kolander and Crystal Bernard earlier this year
and will come out with a Holly Dunn project in April. Its
biggest successes have been with releases by Peter Cetera
and the Beach Boys.

Mascolo said River North has been able to better concentrate its efforts on working
Crystal Bernard’s album in cities where it’s had initial success, such as Detroit, Chicago
and Las Vegas. A major label wouldn’t have been able to do that effectively, he contends.
“It’s been hard,” Mascolo admits. “You kind of get overlooked to a degree. No matter
who you have at the label per se, it’s very difficult.

“I think we’re a song-driven format, but the big acts are able to get in there and get their

Continued on Page 77
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Buyers for major chains looking for more information from labels ]
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RECORD LABELS LOVE TO GET A HIT SINGLE AT RADIO. BUT
the ultimate goal is to sell CDs and cassettes. Never underestimate
, radio’s role when buyers for major retail chains decide how to
| balance bin space between country and all other genres vying

for consumer attention.

Buyers recommend that labels provide them with more
promotional materials and numbers on their acts if they hope to
strengthen their relationships at retail.

“The more numbers I have, the more comfortable I feel about

buying the product.” says Sue Peterson, senior buyer of music

for Target stores. “What is the national distribution going to be? What

is the single doing at radio? It’s real important to have a hit single. It causes me to have more
confidence in it.”

She advises labels to “lay out their marketing plans for their priority records and give us more
information on how they are setting up an album. And keep in touch on how it’s going. Just keep
the momentum going on that.”

When deciding what to buy, Peterson says she keeps her personal feelings out of it most of
the time. What’s working now are any new sounds, especially from women. “It sure helps to
like it ... There are times when you have a feeling about
how something sounds. We're supposed to have a special
ear. you know.”

Mike Gionet, country buyer for Tower Records’
Nashville store. says he would like to see more
promotional and background materials on artists, as well
as additional smaller promotions. Gionet is seeing more
smaller promotions, such as guitar giveaways, and not as
many large promotions, like in-store appearances.

“The bad things are overselling artists and pushing.”
he says of the labels’ general approach. "I know that’s
their job. so I can’t fault them for that. For me, being
kind of persistent works. If I think they believe in it. they're behind it. and not just trying to sell
it, that convinces me. Sometimes my personal preference comes in. If I believe it will do well, I
don’t have a problem ordering it.”

In addition to the listening display slots that are purchased by the labels, Tower also has slots
that are formatted at Gionet's discretion. “For those, I try to get the lesser-known artists. If
someone sees a Kevin Sharp CD. for example. and they just know one song, that gives them a
little more exposure. People are likely to buy Mary Chapin Carpenter or George Strait just
oft the strength of a name.”

He also slots some folk and bluegrass records. “If I happen to have a surplus of a certain CD,
I'll put it in there. They do have a big impact.”

He uses a basic formula when ordering the first shipment of a new album. First, he examines
sales from previous CDs to predict future success. Generally he’ll order about 75-100 units on a
moderately successful act. Obviously, he’ll order more for superstar acts, such as Garth Brooks
or Reba McEntire. For instance, he ordered 250 copies of Chapin Carpenter’s latest release.

“For new artists, I’m more conservative,” he says. “If they have a single out, I'll order 25-50

| think record sales will be up this year. | don’t
know how much. There’s not a tremendous

amount of discretionary income floating around.
—MIKE SHALETY

for the first shipment. If it's somebody brand new. I'll not order too many for the first few
shipments and see how it sells. For LeAnn Rimes’s second album, I ordered 60, which is good
for a new artist. That is a low order that will probably be gone in a week.”

Radio airplay does influence his buying decisions, but not significantly. “I try to stock the
ones that are getting the most radio airplay. But I don’t specifically go down the chart and see if
I have enough of No. 1 or No. 2. I try to figure a little further than week by week.”

But Gionet admits he can’t afford to ignore the demands of country fans who get their first
taste of a new release from airplay. “It does influence me because I hear people saying, ‘I heard
that on the radio.” If I don’t have it, I try to get it.”

Good & Bad News

SoundScan COO Mike Shalett provides a “good news/bad news™ scenario regarding the
big picture at retail. While projecting an increase in record sales, he also points to recent store
closings by major chains.

“I think record sales will be up this year,” Shalett says. "I don’t know how much. The
economy right now is showing no signs of inflation. The average non-union worker is getting
a 3% increase in dollars over the last three years. There’s not a tremendous amount of
discretionary income floating around.”

With CDs and cassettes facing competition from CD-ROMs. computer games, and satellite
TV, Shalett says consumers are faced with many more
decisions regarding how to spend those dollars.
“There’s a tremendous amount of product, most of
which is coming from the parent company of those
on Music Row. However, the music business is doing
a good job of holding its own in regard to getting its
fair share.”

Despite a decline in country sales in 1996, Shalett
says the drop reflects only a few artists rather than
the overall industry. He says, “In 1996, Garth Brooks
sold 2.7 million: in 1995, he sold 6.7 million. Four
million units last year on 69 million is about 6%. Is
country music off, or is Garth Brooks off?”

Although country sales have experienced a drop, retailers are facing a much more serious
situation. Hundreds of stores have closed across the nation, and more are expected to shut
their doors this year. Musicland Stores Corp., whose 1400 stores include Sam Goody’s and
Media Play, is closing more than 50 stores. Blockbuster has announced it will close 10% of
its 500 stores. Camelot Music, Wherehouse Entertainment Inc., and Peaches all are in
Chapter 11 bankruptcy.

“Retail is in distress,” Shalett says. “Retailers added a tremendous amount of square footage
in 1993-94. We did not have a tremendous amount of increase in consumer demand to meet
the increase in square footage. There are a lot of store closings. I would think things are
going to have 1o get more efficient.”

Shalett is encouraged by Blockbuster’s recent announcement that it will sponsor a Dallas
super-festival, which is expected to attract a crowd of 300,000. “That is a pretty positive
undertaking. Retail is doing better with giving the consumers the opportunity to listen to

music in their stores, although they could do much better.” —Beverly Keel
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TO SAY THAT 1996 WAS A YEAR OF CHANGE FOR RADIO IS LIKE
saying the Opryland Hotel is a small, intimate lodging
establishment. Can you say “understatement?”

With the passage of the telecom bill and the deregulation
that followed, everything in radio was turned upside down last
year: All the rules changed. To explain how radio networks
plan to prepare for the next millennium, we spoke to two

executives, each at companies that supply both 24-hour and
specialty programming.

‘Verge Of A Golden Era’

“The people who survive change are the ones who adapt to it. We’re

not going to change change!” laughs ABC Radio Networks Sr. VP/Programming Robert Hall.

Hall, who oversees all of the network’s long-form syndicated shows (including “American

Country Countdown With Bob Kingsley”) and 10 24-hour formats (including two Country
formats), sees this as a wonderful period in radio.

“Radio is on the verge of a golden era because it is one of the last mediums that can’t be
fragmented more than it already is. If you look at cable television, we are approaching a
500-channel universe. And the ‘super-niching’ of television can go on almost endlessly
because there is an increasing number of channels that people can turn to. Radio isn’t like
that. We’ve reached the end of our spectrum limit, and there will only be so many radio
stations to go around. We used to cry the blues because we were the most overfragmented of
all media. The ironic thing is that by the end of the day we will probably be one of the least
fragmented of all media.”

Hall says the first time he felt the effects of the passage of the telecom bill was at an affiliate
meeting — when he looked around and saw a much smaller group of folks. “There were
probably 30% less people representing the exact same radio stations,” he recalls. “That’s when
it really drove it home to me.”

Programming Demand Increases

Westwood One Radio Networks President/Programming & Formats Ed Salamon also felt
ashift afier telecom’s passage. Abusy man, Salamon is in charge of programming for Westwood

— — — ————One’s cight 24-hour formats (including two Country formats), as

well as being involved in the company’s specialty programming
(*Country Countdown USA,” “The Weekly Country Music
Countdown,” “Inside Track,” “Country’s Cutting Edge, Hosted
by J.D. Spangler,” “’90s Country, Hosted by Randy Davis,”
“Country Gold Saturday Night™), and interactive interviews and
daily prep shows.

“Our business was affected even before the bill passed,” Salamon
says. “A lot of operators and owners were talking and planning
for it. We felt an increase almost immediately in the need for the
24-hour formats.”

It makes sense that when group owners began acquiring stations,
many would turn to the networks. “In the age of consolidation,

o vkt progmming i arses
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Ed Salamon

where they don’t feel they have the
expertise,” says Salamon. “If a
group considers itself a News/Talk
specialist, but sees an opportunity
for a Country station in a specific
market, they will seek out a partner, like Westwood One, rather than try to build that from
ground zero.”

Adapting To Local Needs

Agreeing with Salamon’s assessment, Hall adds, “Nobody has equal strengths across that
many radio stations. Nobody did, nobody does, and nobody ever will. Some of the smart
operators that we are dealing with are saying, ‘Look, we’re terrific programmers, but we need
to focus our talents across.our most important_properties, and that means we have to look for
alternatives in our secondary properties.’

“The stations that are going to flank their main products are perfect candidates for outside
program suppliers, particularly in 24-hour formats. But these stations are also looking for
resources to enhance their local programming.”

“Local” is the key word. Hall continues, “I think the trend will be toward giving local
programmers more of the tools they need to do their jobs. I'm seeing more creative approaches
to backing up the local operations with feature programming and programming tools that the
stations themselves just don’t have the manpower to deliver.”

Salamon says, “Some staples, like the countdown shows, will always be there. But the
newest trend will be localizing those countdowns, like what we offer with the ‘Weekly Country
Music Countdown.” As stations invest considerable money in personalities, they are going
to want to get the maximum value for them by extending that talent’s exposure on their radio

station. Hosting a recorded countdown show allows them to put that person on the air for a
sixth or a seventh day.”

Hall explains, “The network industry has to contintie to adapt to the ngeds of the local radio
stations. Television came along and clobbered us in the 1950s. Networks were nothing but
newscasts at the top of the hour and occasional programming that hardly anybody wanted —
with the exception of Paul Harvey. Networks were reborn in the 1980s with the 24-hour
formats, which gave stations the programming they-needed to survf;e‘f

“Now people have accepted that networks can go into-the biggest pf markets and be
competitive. Our biggest challenge is makirlé radio as entertaining as television or any of the
other resources that people have. Radio has to stop looking at the guy across the street and
start looking at the media enyjronment that their listeners live in and all the media they
consume.”

Noting that country fans have a-greater interest in the artists than do listeners of other formats,
Salamon says, “Those artist connections can really only be supplied by networks. With 2500
Country stations, the"major artists can’t be at,those stations on a regular basis. So network
programming has real value to Country radio stations, which is why it has remained so strong
in the Country format.”

Finding Superstar Air Talent

In the face of a tightening radio landscape, what must the networks do to prosper in the new
age? “We stay the course and look for [air personality] superstars,” Hall says. “The real area
that we think has a lot of potential is national superstars — Tom
Joyner, Doug Banks. We’re constantly on the lookout for the next
big superstar. We have Moby In The Morning out.of'Atlanta, and
we’re hoping to do a renewed marketing campaign on him this
year.

“Obviously there has to be a resurrectiofrof Country. There are
going to be new prophets who come out pointing the way. In the
"70s and ’80s, it was Rusty Walker. I think something new,
exciting, and fun is going to happen before Country muddles out.
Record companies are going to have to look at what they’re doing,
and radio stations are going to have to reinvent themselves.”

“We’re fortunate in country in that we have young fans (getting

e oy o G ABC RADIO NETWORKS

with the popularity of
LeAnn Rimes and

Bryan White), and people who have been country fans forever, who like the music that Reba
McEntire, Alabama, and Garth Brooks make. Country is the closest thing to a cradle-to-the-
grave format.”

Fragmentation Issues

Salamon’s statement begs the age-old question: Will Country radio ever fragment into three
or four distinct formats? “The fragmentation question has been asked at almost every Country
Radio Seminar since the beginning,” Salamon sighs. “Historically, Country has always absorbed
and welcomed new musical idioms into the mainstream. Think of the ‘outlaw’ movement.
Waylon [Jennings] and Willie [Nelson] were considered radical and progressive when they
came along, yet they got absorbed into the mainstream.”

Hall says, “There is more reluctance to fragment in the Country industry than any other
format. In every other format, when there are more alternatives it drives up the overall audience.
When you have three different choices for people in an Urban market, you see the Urban
shares go up. It kind of baffles me, but then nobody in Country — from consultants to local
programmers — has figured out how to differentiate musically and still be successful in the
ratings. )

“It was a big day when the younger, ‘hot’ Countries broke away from the mainstream. And
the more traditional upper-end-oriented Country is still nat really accepted as a genre. So
Country has broken into two, maybe two and a half formats: Considering how huge it is, it
certainly is bucking the trend that’s going on in all other entertainment. :

“Country has less restraints than most formats. The audience is personality-orienged, they’re
loose, fun, and very accepting of things. If anything, Country radio is underprogrammed.
Formatically, Country radio was sort of a stepchild for a long time and very self-conscious
about the fact that it didn’t sound as good as other formats. And then it did a super job of
disciplining itself. But it’s gotten disciplined to the point where it’s almost boring. I think the
presentation of the Country format has to be more creative, more exciting- more fun. And
something has to happen with the music. Look what’s happening with the rafings.

“Some people aren’t over the drunkenness of the Young Country experience yet,” Hall says
bluntly. “They haven’t woken up to the fact that the upper end of the demographic-is having a
problem and is in search [mode].”

Country Music’s Star System a2

“I think the excitement of the young, sexy superstars replacing the old. craggly drunks has

worn off,” laughs Hall. “And the record companies that looked at this as a gold mine are
Continued on Page 78
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YOU'VE READ THE DOOMSDAY ARTICLES. YOU'VE HEARD
Country’s overall shares are down. You’ve heard record sales
are down. You’ve heard ticket sales are down. But what's the
real picture? Was 1996 really that bad?

Increased Business

: The Creative Artists Agency had its biggest year ever in
@] 1996, says John Huie, who heads the company’s Nashville
._.’&%"—____r;_—% division. In addition to representing 39 country acts, including
B Reba McEntire, Alan Jackson, Wynonna, and Dwight
e Yoakam, CAA’s Nashville office is the leading agency in
contemporary Christian music.

“My company was up substantially from the year before,” concurs Rick Shipp, President of
the William Morris Agency’s Nashville division. With more than 80 acts, William Morris boasts
the largest Country roster, including Brooks & Dunn, Patty Loveless, and Travis Tritt. Shipp
says, “All of my headliners were up, and we had a lot of great growth with new acts like Bryan
White, Trace Adkins, Paul Brandt, Gary Allen, Ricochet, and Lonestar.”

Buddy Lee Attractions President Tony Conway, whose clients include Lorrie Morgan,
Terri Clark, Ricky Van Shelton, and Emmylou Harris, has similar news when he reports,
“Overall, the country concert business was up last year.”

Philosophical Changes

Who painted such a bleak picture, anyway? Shipp suggests, “I think the press takes
unnecessary pleasure in saying that country is in the toilet. It isn’t.

“Yes, record sales are down a little bit, but we’re far above where we were 10 years ago. The
only point of reference I have is looking at ticket sales, and ticket
sales are doing well.”

Yet everyone agrees the industry is going through a transition.

“The biggest change will be that the smart headliners will get off
the 12-month cycle,” says Shipp. “It’s ridiculous to think that
every 12 months you can be in Little Rock. We are trying to get
our headliners on 18- or 24-month cycles and in some cases
longer. Of course, there will be exceptions in markets like Dallas,
which most headliners can play every year.”
Citing the competition as country acts hit the road, Conway
explains. “There are 325 artists who are currently signed with the
27 labels in Nashville. Plus, there are another 100-125 artists
without record deals who continue to tour. That’s 450 country artists
on the road, and they’'re all running into each other and
competing with each other for the same ticket dollars.

“If you have an artist playing a club, and an artist
playing an arena, and an artist playing a theater — all
within the same month — the fan has to decide which
show to go to.”

Pointing out that the average country music fan only goes to three shows a year, Conway
adds, “It all boils down to dollars and cents.”

John Huie

Sharper Focus

All agree that the industry as a whole has become more focused. Huie points out, “Last
year, there was a fury to buy acts; this year people are a little more sober in their approach.
They're being more analytical in how they’re doing their buying. “Certain places have cut
back and taken different strategies. Dollywood is a good example. It used to book mid-level
acts almost every weekend. Now Dollywood’s replaced that with a revue during the summer,
which enables it to buy bigger talent for the fall. The venue had been buying acts that were
$15,000 a night, and now it’s spending substantially more for bigger names like Wynonna.”

Shipp continues, “I think the mid-level acts are the ones who are going to suffer through this.
The new acts are going to be fine, for the most part, and the headliners are going to be fine.”

Huie says, “There has to be more astute planning. We’ll start asking: ‘Why are we doing
this?" It has to be about more than making money. Yes, making money is a part of it, but the
live experience is only part of a career.

“We spend a lot of time these days telling people to slow down. We encourage peopie to
take time off. Ideally, once you are an arena act. it would be best to hit a market only once
every two to three years.”

Having given similar advice to his clients, Conway adds, “We’re saying. ‘Don’t work 365
days a year. Don’t put your band on salary. Don’t lease a bus for a year. Lease it for six months
or lease it for this run of dates. Don’t let your overhead get so high that it controls what you do
instead of the music.’

“In the rock world there are a lot of $500-a-night acts that are playing clubs and opening
tours. In country, it’s very rare to take brand new artists out on the road for the first time and
get them for less than $2500. They can’t afford it because they’ve got the bus, the band, the
driver, the overdrive driver, management, publicist, agent, attorney. It’s quite a machine.”

The agent’s goal is to help an artist build a career, which often means hitting the road hard

in the early stages to build a following. Huie says, “We can already see it with the new Capitol/
Nashville band The Ranch. Rather than lease an expensive bus, they’re going out there in a
van and build it from the ground up. That’s what we did with BR5-49. Have they had a hit
record? No. But they played Trammps in New York and sold out a thousand seats — in New
York City. They built a following from print, the Internet, and word of mouth. That's the way
it is in the rock world, and I think it’s a healthy thing.”

Noting one major change in country music, Shipp says, “It used to be that country entertainers
could not make a living selling records. They had to tour, and they toured constantly. Now,
obviously, we’ve got folks making a substantial income from
record saies.”

Conway adds, “Yet a lot of Country acts are still in the mind-
set that they have to work 365 days .a year. We're the only genre
of music that does this. It doesn’t happen in R&B, pop, AC, rock,
heavy metal — or any other format. In those genres, most artists
will record an album and go out and support that album on a six-
month tour. Then they might not go back out for another two
years.”

Does that mean that all acts are going to give up the road? “I
don’t think these guys are going to stop touring,” Shipp says.
“It’s too much a part of their lives. And most of the artists I know
get a charge out of going out there and playing for the audience.”

Rick Shipp

WILLIAM MORRIS AGENCY, INC.

oot

Huie continues, “Remember, every artist is a different painting and a different canvas.
When you look at the success that Mindy McCready and Shania Twain have had in selling
records and having hit singles without touring, you realize there is no auto-pilot that goes into
gear anymore as soon as you have a record out. It used to be, ‘I’ve got a record! Let’s hit the
road!” That isn’t the future. And that’s actually not the present.”

Big Acts, Big Tours

It seems contradictory that an industry that gains revenue from concert earnings would
advise its artists to slow down their performing schedule. Huie says, “Fortunately, we have a
company that has enough talent that our revenue stream is not dependent on any one particular
artist. That's the advantage of having a strong roster. It’s not like we can’t make our mortgage
payment unless so-and-so gets out on the road.

“Of course, we want our artists to work if it makes sense for them to work. We had this
conversation recently about LeAnn Rimes: ‘Is she overexposed? Is she playing too many
dates?” We came to the conclusion that, ‘No, she’s on a roll. Play the roll.’

“We still haven’t saturated to the point that we feel it’s necessary for her to sit back and take
a break. She’s doing the Alan Jackson tour in 80-90 cities, and she wants to also work the
secondary and tertiary markets where Alan’s not going. And her ticket sales have been through
the roof.”

All three agencies are bullish on their acts for 1997. “We’ve got some very exciting tour
things going out this year,” Shipp says. “Brooks & Dunn and Reba is going to be a huge
show.” The 85-city tour kicked off recently in Memphis, and Shipp
predicts it will be the top-grossing tour of the year.

Shipp also mentioned the Fruit of the Loom Country Comfort
Experience, a 60-date package featuring Hank Williams Jr.,
Travis Tritt, Charlie Daniels, and Jo Dee Messina. The
“experience” refers to the 35,000-square foot mobile festival
ground, featuring country lifestyle attractions (motor sports, line-
dancing) as well as country music memorabilia from Marty
Stuart’s private collection.

Fruit of the Loom also recently announced plans for Country
Fest "97, which will feature Vince Gill, Hank Williams Jr.,
Wynonna, Travis Tritt, Randy Travis, the Charlie Daniels Band,
Bryan White, and Jo Dee Messina in the world’s largest, single-
day ticketed music festival at the Texas Motor
Speedway.

Radio Retains Key Role

Although the three agents spoke about the potential
of the Internet and the World Wide Web — for
everything from the transfer of contract information
to the way people buy tickets — that technology is
still in its infancy. “I do believe that the Internet is a
huge wave of the future,” says Huie. "I also see that as an advertising medium, whereas if
artists have a web page — and can post when their tickets go on sale — it’s a great form of
cheap advertising.”

Continued on Page 78
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&R’s annual Country Radio Readers’ Poll, now in its 21st year, features the only slate of award winners selected solely by PDs, MDs, and air personalities at our
Country reporting stations. They were asked to list their choices in eight categories of excellence.
George Strait was a multiple award winner for the second year in a row. Brooks & Dunn also won two awards, including their sixth consecutive nod as Best
Duo. After a one-year absence, Garth Brooks returned to the winner’s circle as Performer of the Year.

=

Performer
Of The Year

With 2 million tickets sold on his current tour, there’s
no doubt that Garth Brooks remains country’s most | §
popular fouring act. Polistar’s year-end totals showed I

——

'.': ifl [

JUKS

him grossing $34.5 million for 121 shows in 1996.
The figures place him right behind Kiss as the year’s
top-grossing tour. As for total box office revenues,
Brooks remains committed to keeping ticket prices |
within the $18 range. Remember that the next time B ]
you buy tickets to a rock show at the same arenas he's playing.

® | ast year, Capitol/Nashville honored Brooks with a '60s-themed party celebrating total sales of
more than 60 million albums.

® |n May, Brooks performs three sold-out shows at an arena in Dublin, Ireland. At the moment, that's
the extent of his overseas shows this year. But he’s considering a European tour in '98.

® The tour continues to go full-throttie for upcoming U.S. dates. He's performing anywhere from two
to six scld-out shows in each city. Even his management office is unsure when the tour will end. The
concerts are still being booked approximately two months in advance.

Best Album « Male Vocalist

“Blue Clear Sky” was George Strait's 21st album, with all
but the first three certified platinum or multiplatinum. His “Strait /

Out Of The Box” boxed set continues to enjoy brisk sales,

making it the third highest—s' ling boxed set of all time — ,
right behind Led Zeppelin and Bruce Springsteen. / -

-
;-

® With more than 30 No. 1 singles under his bett, the title
track from “Blue Clear Sky” topped the R&R Country sin-
gles chart last year.

® With the MCA/Nashville album gamering a series of
rave reviews from the national media, USA Today summed

it up best: “Strait doesn't dabble. Whether it's Texas swing,

a classic country upper or downer, or a shimmering pop song, he’s dead-on.”

——

Like a fine guitar, Patty Loveless seems to get better /
as each year passes. She's always been one of country’s

PAITELUNELESS

greatest singers, but her most recent albums exhibit a
tremendous artistic growth. Keeping it country, she nev-
er obscures her Kentucky roots. With the assistance of
husband-producer Emory Gordy Jr., Loveless remains
a prime example of a country artist who finds commer-
cial success with music of an undeniable substance.

® Loveless's strides have not gone unnoticed by the
industry. In addition to her status in this year's R&R Country
Readers’ Poll, she won Female Vocalist honors at last year's CMA and ACM awards shows.
Her current Epic/Nashville album, “The Trouble With The Truth,” was nominated for a Grammy.

Female Vocalist e
|
|
|

|
|
|

e Loveless topped the R&R Country singles chart last year with “Lonely Too Long.”

Vocal Duo « Best Single

When any major country awards show reaches the ’
segment announcing the Vocal Duo winner, you might

as well go to the kitchen, grab a snack, and open a
cool one. You'll be back in time to see Kix Brooks

and Ronnie Dunn make their acceptance speech.
For the past six years, they've been unstoppable.

® Released last April, Brooks & Dunn’s fourth Aris- ,
ta/Nashville album, “Borderline,” wasted little time in (="
achieving platinum status. It's another addition to their
“heavy” metal coliection, which includes “Brand New Man” (quintuple platinum), “Hard
Workin' Man” (quadruple platinum), and “Waitin’ On Sundown” (double platinum).

® "My Maria,” which R&R readers declared Single of the Year, is the first cover tune ever recorded
by Brooks & Dunn. The first single from “Borderline,” it’s a remake of a pop hit written and recorded by
one of Brooks's friends, the late B.W. Stevenson.

® This year finds Brooks & Dunn co-headlining an 85-city tour with Reba McEntire.

R

———

Group

Newcomers to the R&R Country Ra-
dio Readers’ Poll, Ricochet hit the
ground running last year with the Febru-
ary release of a self-titled Columbia/

RlGUGHE
UWUKLI
Nashville debut album. The act
grabbed radio’s attention with the de-
but single “What Do | Know” and
moved forward with its first R&R No. 1, “Daddy’s Money.”
® An early indicator of Ricochet's commercial potential occurred at last year’s Country Music Fan
Fair, where Ricochet logged the highest on-site sales of any artist.
® Shortly after 1997 arrived, the album received RIAA gold certification for sales of more than
500,000 units.

® Ricochet is continuing to work on its second Columbia album, tentatively scheduled for a June
release. Ron Chancey and Ed Seay, who co-produced the debut album, retum for the new project.

Best New Artist

Nobody could have predicted the phenomenal success /

of LeAnn Rimes’s MCG/Curb debut single “Blue.” Rimes
certainly didn’t. As she told R&R after the record ignited
at Country radio, “I stiil can't believe it. | knew a lot of

ko

people were saying they were going to add it, but I wasn't
sure what was going to happen. We had been getting a
lot of great feedback, but nobody expected it.” | \ b

® Her brief status as a “one-hit wonder” changed A ; |
when follow-up single “One Way Ticket” hit No. 1 on 1 o~ b
R&R’s Country chart. (—— SR \l

® Now 14, Rimes generated a massive amount of inter- I
est from the mainstream media, including feature stories in major newspapers and magazines and
on television entertainment programs.

® Her nomination for 1996 Horizon Award made her the youngest person ever nominated for a
CMA award.

® She stars in her first-ever television special, which airs on the Disney Channel this spring.

® There's a good chance that she'll be visiting your city in *97 as the opening act on Alan Jack-
son'’s national tour.

i

|
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arth, Alan, JMM [ead Gountry's Power Gold

he number of Garth Brooks songs in the 1997
Power Gold Top 50 doubled from 1996,
with six songs on the list making him the
undisputed “Power Gold King of the Year.”
Brooks’s “Ain’t Goin’ Down,” “Rodeo.” and “Two
Of A Kind. Workin’ On A Full House” reappear on
this year’s chart. Meanwhile, the three other Brooks
songs on the list — “Shameless,” “Friends In Low
Places,” and “The Dance”™ — represent interesting

women placed 12 songs. Last year. men/male groups accounted for 40 records and seven
women had 10 tunes in the Top 50. In 1995, 22 men had 39 songs versus eight women with
11 songs. By comparison, in 1992 — the first year we did a Top 50 instead of a Top 30 —
19 males accounted for 39 songs and eight women had 11 songs.

dilii

- : I |
* Only one song in this year’s Top 50 is marking its |

fifth consecutive appearance among this vaunted group |
— Trisha Yearwood’s “She’s In Love With The Boy.”
It's had an amazing run since 1993: It’s ranked No. 5 |
(’93), No. 4 ("94), No. 3 (’95), No. 25 (’96). and No. i
39(°97).

“comebacks” since all were absent from last year’s

Top 50.
“Shameless”

coming in at No. 6. In ’93 it was No. 14, in "94 it

actually posts its best-ever rank,

came in at No. 42, and in ’95 it was No.

38. His anthemic “Friends In Low Places” Four-Play

has had an incredible PG run. It was No.
1 in ’92-°93-"94 and then “fell” to No. 3
in "95. Perhaps “burn” caught up with it in 1996. But it returns with a vengeance at
No. 10. “The Dance,” which ranked No. 4 in '92, No. 10 in 93, and No. 7 in "95,
didn’t place in either "94 or *96 but waltzes in this year at No. 29.

In addition to the aforementioned pair of Brooks
songs, eight others appear on this chart for the fourth -

consecutive year:
» John Anderson’s “Straight Tequila Night™: It

Alan, JMM In At Four

Close on the heels of Brooks’s ropers were Alan Jackson
and John Michael Montgomery, each of whom placed four
songs in this year's Top 50.

Jackson’s top tune of last year, “Chattahoochie.” makes a
repeat appearance (13), while “Tall, Tall Trees” (16), *
On Love™ (32), and “Gone Country” (36) make their way in

for the first time.

Livin’

Montgomery hits the chart with first-timers “Sold” (5) and
“I Can Love You Like That” (43), plus the second-year returns
of “Be My Baby Tonight” (11) and “I Swear” (26).

Two artists place three songs apiece in this year’s tally.
George Strait’s “Heartland™ (28) makes its second

consecutive showing, while

| his other two singles provide
& | the chart’s bookends —
- | “Check Yes Or No” is No. 1,
| while “Love Without End,
Amen’ occupies the last pew
| at No. 50.
And Wynonna is the only
woman to boast three songs
| in the PG Top 50. Returning
| are “No One Else On Earth”
(8) and “I Saw The Light”
(44). “Tell Me Why™ (41) is back after missing last year. (It
made the chart in *94 at No. 35 and ’95 at No. 32.)
Comparatively Speaking
Some other interesting notes and comparisons:
* In 1996, 28 different acts placed songs in the PG Top 50.
In *95 and '96, 30 different acts contributed.
® Only 20 of the tunes from 1996 made it onto this year’s
register versus a six-year average of 30 previous-year songs.
One reason: An amazing 21 tunes from 1995’s Top 50 were
powerful enough to make the '97 list. Returns from other years:
12 from 94, nine from *93. and two from ’92. (Both of those
“Friends™ and “The Dance.™)
® Males continue to dominate the category. This past year

belong to Brooks:

saw 20 men/male groups hold down 38 slots. while eight

1. GEORGE STRAIT Check Yes Or No
2. TIM McGRAW | Like It, | Love it
3. SHANIA TWAIN Any Man Of Mine
4. DAVID LEE MURPHY Dust On The Bottle
5. JOHN MICHAEL MONTGOMERY Sold
6. GARTH BROGKS Shameless
7. SHANIA TWAIN (¥ You're Not In It For Love) 'm Outta Here
8. WYNONNA No One Else On Earth
9. BROOKS & DUNN Boot Scootin’ Boogie
10. GARTH BROOKS Friends In Low Places
11. JOHN MICHAEL MONTGOMERY Be My Baby Tonight
12. SAMMY KERSHAW She Don't Know She's Beautiful
13. ALAN JACKSOMN Chattahoochie
14. MARTINA MeBRIDE Wild Angels
15. VINCE GILL Don't Let Our Love Start Slippin’ Away
16. ALAN JACKSON Tall, Talt Trees -
17. BLACKHAWK 'm Not Strong Enough Yo Say No
18. RHETT AKINS That Ain't My Truck
19. BROOKS & DUNN Neon Moon
20. GARTH BROOKS Ain’t Goin’ Down (Til The Sun Comes Up)
21. BRYAN WHITE Rebecca Lynn
22. REBA McENTIRE is There Life Qut There
23. JOHN ANDERSON Straight Tequila Night
24. JOE DIFFIE Bigger Than The Beatles
25. SAWYER BROWN Some Girls Do
26. JOHN MICHAEL MONTGOMERY | Swear
27. NEAL McCOY Wink
28. GEORGE STRAIT Heartland
29. GARTH BROOKS The Dance
30. TIM McGRAW Don'’t Take The Girl
31. GARTH BROOKS Rodeo

" 32.ALAN JACKSON Livin' On Love
* 33, DIAMOND RIO Mest In The Middle

34. GARTH BROOKS Tuo Of A Kind, Workin’ On A Ful Houss

- 35. DWIGHT YDAKAM Fast As You
. 36 ALAN JACKSON Gone Country
37 DAVID LEE MURPHY Party Crowd

38. MARTINA McBRIDE My Baby Loves Me
39. TRISHA YEARWOODD She’s In Love With The Boy
40. TRACY LAWREMCE if The World Had A Front Porch

41. WYNNONA Teli Me Why

42, VINGE GILL One More Last Chance

43. JOHN MICHAEL MONTGOMERY | Can Love You Like That
44, WYNNONA | Saw The Light

45. FAITH HILL 1t Matters To Me

46. TERRI CLARK Better Things To Do

47. TRACY BYRD Keeper Of The Stars

48. PAM TILLIS Maybe It Was Memphis

49, TRACY LAWRENCE Alibis

50. GEORGE STRAIT Love Without End, Amen

was No. 2 in 93 and No. 22 in "94. It bounced back TR i i |

to No. 29 in "96 and comes in at
No. 23 this year.

* Brooks & Dunn’s “Boot Scootin® Boogie™: Few signs of
wear on this one. From 1994-present it’s ranked 10, 5, 10, and 9.

® Brooks & Dunn’s “Neon Moon”: A resurgence with this
song; it’s ranked No. 21, 20, 37, and 19.

®* Diamond Rio’s
“Meet In The Middle™:
It’s No. 33 this year after
placing 19th last year. It
was No. 16 in "93 and
No. 17 in *94.

® Vince Gill’s “Don’t
Let Our Love Start Slippin’
Away™: It’s ranked No. 3,
18,9, and 15.

* Pam Tillis and

htUhiat S1KA

“Maybe [t Was Memphis™: It was No. 4 in *93. No. 25 in’94,
No. 39 in "95, and No. 48 this year.
® Wynonna's “I Saw The Light”: This has found a home in the
Top 50 at Nos. 35, 32, 41, and 44.
®* Wynonna's “No One Else On Earth™: From 1994-97 it’s
ranked, ironically, No. 20, No. 8, No. 20, and No. 8.

Adios, ‘Amen’

Finally, it was sad to see an “old friend” — Randy Travis’s
“Forever And Ever, Amen”
— fail to make the Top 50
for the first time since I :
started compiling these lists *
in 1990. From "90-'96 it’s
ranked No. 1, 2,5, 12, 2(!).
28, and 42. Wow.

And. as always. thanks
to the selected Country
stations whose input was
used for this

coaonn RLAN aﬁﬁm iWi
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(Advertisement)

Country Radio Excited And Fans Delighted

At Warner/Giant/Reprise Show

ike a passel of pioneers racing to a barn-raising, more than
4000 star-struck fans and a record 325 Country radio pro-
grammers from across the nation packed Nashville’s mel-
lifluous mecca of melody — the Opry House, of course — Tues-
day night (3/4) for the sixth edition of the Warner/Giant/Re-
prise Superstar CRS show — the annual kick off to the Country

Radio Seminar.

The enlightened herbivores at the
Bunny Hutch looked up from their
leafy-lettuce and tapped some talent-
ed new faces to open the evening’s
festivities.

Pulling a rabbit out of a hat to start
things off was a recent addition to the
Warner family: Rodney Crowell,
who kick-started the night to thunder-
ous applause with his No. 1 smash
“She’s Crazy For Leaving.” Having
departed WB in '84, many are thrilled
at Crowell’s return to the fold. The
singer/songwriter launched into his
Top 10 hit “Lovin’ All Night” to cap
his special appearance. Then Crowell
introduced the crowd to his friend and
co-producer, Brady Seals.

The gathered faithful pulled Seals
on stage with fervent applause.
Though a new solo artist, Seals is no
stranger to Country radio. Having al-
ready co-written three No. | songs —
“My Love,” “God Blessed Texas,”
and “"What Might Have Been” — fans
and programmers alike are already
familiar with the man and his music.
To the crowd’s delight, Seals began
with his current chart-climber, the de-
fiant “Still Standing Tall.” It’s the sec-
ond offering from his newly-released
Reprise debut, “The Truth.” He re-
minded the revelers of his rich musi-
cal heritage as he soared into the chart-
topping power ballad “My Love,” and
then slid into the carefree, party-time
tune “Natural Born Lovers.”

The crowd rose as they recognized
the opening bars of Seals’s debut sin-
gle, “*Another You, Another Me.” a
heart-wrenching plea. penned by
Seals’s uncle and legendary songwrit-
er Troy Seals. A triumphant finish!
Seals once again demonstrated his
own songwriting prowess with the
Grammy-nominated “Amy’s Back In
Austin.” A glowing past turns into a
bright future for the Ohio native.

Two Stars Are Born

The momentum kept rolling with
a spirited singer/songwriter, new

WARNER/GIANT/

REPRISE FLASHBACK

1 YEAR AGO

« Cliff Blake inspires Jeff Fox-
worthy’s “Bomber One to
Mother Hen” bit.

5 YEARS AGO

* Rowanne Mcintyre attends
her one thousandth wedding.
The Guiness Book Of World
Records is notified.

* A young David “Bubba” Ber-
ry receives the very first
Krispy Kreme platinum cred-
it card. Two weeks later it is
repossessed when he ex-
ceeds his limit.

« Sporting a gray and receding
hairline. Brad Howell turns
19. Parents of prospective
dates tell him their little girls
can’t go out with a man who
looks old enough to be their
father.

20 YEARS AGO

= Bruce Adelman first utters the
phrase “That's not right!”
Anditwasn’t. And it stillisn’t.

25 YEARS AGO

¢ Jean Cashman is born.

Warner Bros. artist Anita Cochran.
She grabbed the crowd with her pas-
sionate voice and impressed the mu-
sicians in the audience (and back-
stage) with her skillful guitar lead in
Gill-esque style on the painful, ro-
mantic soul-searching of “Will You
Be Here.” Showcasing her mastery of
the mandolin, Cochran performed her

s v

28 on Tuesday night (3/4).

RUMOR HAS IT — Clay Walker headlined the Warner/Giant/Reprise Su-
perstar CRS Show for 4500 faithful at the Opry House, kicking-off CRS

album’s title cut. “Back To You,”
which she co-wrote with Mary Ann
Kennedy. “Daddy Can You See Me,”
a powerful ballad, started with the
sparseness of Cochran’s acoustic gui-
tar and finished with nary a dry-eye
in the house. The multi-instrumental-
ist from Michigan cranked the dial to
11 and wowed the crowd with her
scorching lead guitar, as she closed
her set with her debut single, “I Could
Love a Man Like That.” The luck of
the Irish will be with Cochran when
radio starts playing her single March
17.

Fulfilling a longstanding dream,
new Reprise artist Michael Peterson
stepped onto the Opry stage. Peterson
quickly exhibited his forte for both
singing and songwriting, exhorting the
fans to dance as he opened his set with
the rollicking “Too Good To Be True.”
The Miller-esque (Roger, not Mark)
“When The Bartender Cries,” a
thought-provoking ballad, absorbed
the assembled and is destined to be-
come a classic. Following that, Peter-
son intoned the exquisite *“That’s What
They Said About The Buffalo,” a song
full of hope about a strained relation-
ship. The tall talent from the Northwest
had the crowd on its feet by the time
he reached the twisting chorus of his
self-penned debut single, “Drink,
Swear, Steal & Lie.” The uptempo tune
will be heard on stations across Amer-
ica this May (if not sooner).

Walker Wows ’Em

Barely allowing the captivated con-
gregation to catch its collective breath,
the curtain soon reopened to reveal the
night’s biggest star, Clay Walker. The
Beaumont. Texas native brought the
Opry crowd out of their seats as he
leaped headlong into his hard-driving
portion of the show with the deter-
mined “Live Until I Die.”

The hit-laden 45-minute set also
included Walker’s seven No. | songs
and more — the frolicking “Who
Needs You. Baby” (complete with a
female chorus shouting *I do!"), the
poignant power ballads “This Wom-
an And This Man™ and “Hypnotize
The Moon.” “Dreamin’ With My
Eyes Wide Open,” the heartening It
I Could Make A Livin’,” “Bury The
Shovel,” the uptempo “*Only On Days
That End In Y, and his breakthrough
hit, “What’s It To You.”

With his fourth Giant album due in
stores April 8, Walker took time to
showcase material from the project:
his fastest chart-climber and current
single “Rumor Has It,” the playful
love song “One. Two. | Love You.”
and the Caribbean-flavored. caution-
ary “Then What™ — complete with
steel drums! The consummate show-
man left the crowd begging for more.

The Stars Came Out

Among those seen and heard at the
posh post-concert party, again held at
the Grand Ole Opry Museum. were
Faith Hill, Daryle Singletary, Little
Texas, Peggy Fleming, Regina Re-
gina, Victoria Shaw, new WB duo
Crawford West, WSM-FM’s Bill
Cody, Lisa Kay, Richard Bach-
schmidt, Bob Meyer, Kyle Cantrell,
Kevin Anderson, and the stars of the
show: Clay Walker, Brady Seals, An-
ita Cochran. and Michael Peterson,
who mixed with Country program-
mers and retailers well into the night.
It proved to be the perfect cap to a
perfect evening.

(Aavertisement)

Anita Cochran
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Anita Cochran

Label: Warner Bros.
Album/Producer/Release
Date: “Back To You”/Jim
Ed Norman, Anita
Cochran/April 22
Influences: Loretta Lynn,
Johnny Cash, Bill
Monroe, Chet Atkins

Everything Anita Cochran has
been doing since she was five
years old has been pointing her
toward the road she’s on today.

Named after Anita Carter of
the Carter family, the Michigan
native started playing guitar when
she was four-and-a-half, singing
and playing with her Kentucky-
born parents and cousins in a
band. As she grew up, she per-
formed whenever she could and
spent hours with her guitar in her
improvised home studio.

Throughout her high school
and college years, Anita moved
from one local band to another,
before deciding to focus on a solo
career and writing her own mate-
rial. Then she landed a job run-
ning a studio, where she met Dick
Williams, a former record execu-
tive who was there producing an
artist for his production company.
They developed a friendship, and
eventually, Anita played Williams
some demos she had recorded at
home. Impressed with the tracks,
he helped Anita add some vocals
in the studio. “When we finished,
| was surprised to see a tape and
a Fedex package addressed to
Jim Ed Norman at Warner Bros.,”
she recalls. | said, *“! thought you
and | were going to re-cut these
with a band of studio musicians.’
He just shook his head and said
‘There’s no way | would re-cut
these. It's more impressive that
you've created your own demos.”

Within a week of receiving her
tape, Norman called Anita for a
meeting where they ultimately
sealed the deal with a handshake.
A masterful guitarist and handy
with a haif-dozen other stringed
and keyboard instruments, she
not only wrote or co-wrote nine of
the ten songs, but also played the
guitar leads, banjo, mandolin and
dobro parts on her debut disc.

“Back to You,” which she co-
produced with Norman, clearly
demonstrates there's much more
than luck involved in Anita’s long
road to overnight success.

Michael Peterson

Michael Peterson

Label: Reprise
Album/Producer/Release
Date: “Michael Peteison’/
Josh Leo, Robert Ellis
Orrall/July '97

Influences: Roger Miller,
Willie Nelson, Kris

Kristofferson

Michael Peterson has traveled
aroad filled with its share of curves |
and potholes, but through it all re-
mains a love of music and great I
songs. |

Born in Tucson and raised in |
Richland, Washington, sports and
music competed for Michael's at- I
tention. In junior high he fronted a |
garage band and sang in a choir, |
which would lead to national ac-
claim during high school. I

Time spent at his grandmother’s |
house found him discovering a wide |
range of music. “l grew up liking stan- I
dards, classic kinds of standard
American music that she exposed |
me to,” he recalls. “Roger Miller had |
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a real influence on me because he
made you laugh at the same time he
was saying something. Willie Nel-
son’s stuff grabbed me because he
seemed to have a common thread
with Cole Porter and George Ger-
shwin, melodically.”

Michael played for a state football
championship while in high school,
and received a dual scholarship to
college for both football and music.
Surprisingly enough, he decided not
to pursue music, but to focus on foot-
ball, where he played far a national
championship team. lronically, a
teammate opened the door for a
short-lived gospel deal, an experi-
ence that taught him quite a bit.

With a pocket full of songs, he
made his first visit to Mashville to II
meet with music publishers. The II
meetings brought a realization; the
songs he wrote were closer to the I
country music he was raised on |
than gospel. I

As Michael began making regu-
lar trips to Nashville, word spread I
about the talents of the singer/song- |
writer. Soon, he signec a publish- I
ing agreement with Warner-Chap-
pell, and immersed himself in his I
art. Within seven months, he wrote |
more than 70 songs — ten of the I
eleven songs on his debut album
came from that unusual burst of I
creativity. |

Michael Peterson’s Reprise re- I
cordings are the product of his life
experience channeled through that I
furious outpouring of inspiration. |
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they get older and want something different from their favorite
station, you switch them over to the main highway — the
mainstream Country station.”

Finally, Closson says consolidation will be good for the
format — and the industry — because it will, by its very nature,
raise programmers’ competence level. “Only the strong will
survive. Some of the weak programmers have let some good

radio properties rot in the last few years because they didn’t stay

on top of their game. The same thing with general managers, too.
it starts at the top and filters all the way down. They didn’t understand
all the nuances of today’s programming and managing. As always, if you put garbage in you'll get
garbage out. Well, the industry is going to slowly weed the garbage out as it consolidates. There’ll
be more quality going into the product —and when that happens you’ll get better results out.”

Programming: Present & Future

A veteran programmer himself, Closson works daily with his company’s PDs, which gives him
an overview of the PD gig — now and in the future. “Today’s radio programmer doesn’t just do
the jock schedules and talk to the record companies. They
have to be coaches. psychologists, people managers,
forecasters. marketers. and bookkeepers. They have to pay
attention to detail: they must be computer literate. To make
your radio station great. you've got to be at the top of
your game in every facet. Only the good ones are going to
survive. In these days of consolidation, all companies are
asking their best people to step forward and take on a
bigger load.”

Closson feels the PD of the future will have to be more
specialist than generalist. “That's because Country may be one of the hardest formats to program
properly. And that's because of the intensely loyal audience and the nuances of their lifestyles and
their love for the artists. There’s more love for artists in this format than any other.”

Watching Our P’s & Q’s

For years. Country programmers and researchers have focused heavily on the P1 core listener,
something that may change in the very near future. “If country music is to grow again, P2s and P3s
are absolutely going to become more important. They’re vital to us right now because we’ve lost
a lot of P1s. many of whom have become P2s. And some of our P2s have become P3s, while some
of our P3s are no longer turning to us anymore. They’ve gone back to other formats because the
glow has worn off of country music.

“When that glow started to wear off, it wasn’t necessarily because country got bad, it was
because some of the other formats started to have a resurgence of their music. However, the surge
we experienced made us a lot of friends who weren’t friends before and who will always come
back to the format in some capacity or another, whether they’re P1, 2, or 3. And that’s good for the
format.”

i

Lookin’ For The Hits

Earlier, Closson said he didn’t feel that records were as strong today as in the early '90s. Why?
“It’s supply and demand. Great songs are not coming out quite as often for the great artists because
there are so many artists sucking up so many of the songs. And while some great songs are being
cut. they’re not being cut by the great artists, so they don’t get noticed as much. And I think that’s
one of the things that led to this down cycle we're experiencing.”

Closson’s lukewarm on the product being presented to radio of late. “It comes in spurts. We go
through little dry spells of two, three, four weeks at a time. There are periods when we get really
concerned and actually go in search of the next stuff. One of those periods produced [LeAnn
Rimes’s] ‘Unchained Melody’ from Target that we all went out, bought, and started to play.

“Music is so important to this format; that’s what's really going to make the difference. PDs
didn’t have to pay as close attention to the music a few years ago because all the music was there
and, as mentioned earlier, the other formats were having problems with their music.

CONNECTION

PDs have to pay more attention than ever before
— not because the format is bad, but because

the other formats have gotten better.
—TIM CLOSSON

“PDs have to pay more attention than ever before — not because the format is bad, but because
the other formats have gotten better. And frankly, I don’t know how long that cycle’s lasting
because CHR has become a lot more dance-oriented. It's starting to move back into the arena they
were in in the late ‘80s or "90s ... and that might be their demise again, only quicker.”

Regarding the radio/record relationship, he notes, “Obviously, radio and records are related
businesses. We need to continue to look at opportunities to work together in win/win situations.
There are going to be all kinds of opportunities presenting themselves that we must identify and
take advantage of.”

Closson adds that radio must help labels make stars. “One of the major problems record companies
face is developing careers and not just developing hit songs. As an industry we need to work
together to develop some true career artists. We haven't developed any true career artists since the
boom. We need to help labels develop careers like those of Garth Brooks, Clint Black, Alan
Jackson, etc. to keep the format strong.”

Message To Music City

The phrase “strength in numbers” was coined long before consolidation was a twinkle in radio’s
eye. But Chancellor and Closson are leaders in presenting a united front of stations to Music City.
Says Closson, “We weren't the first radio station to come to Nashville to visit the labels and
outline our plans, but we were the first major broadcast company to approach the record companies,
artists, managers, and booking agencies to let them know that we are a unified company that can
work with them in a lot of business projects that will be
win/win situations.

“We have assembled the products that. given the proper
partnerships, can really give us some terrific opportunities
lo work together. What you're seeing at this year's Country
Radio Seminar is a company with a strong belief that we
can work together to enhance each one of our individual
radio station’s position in the marketplace.”

Indeed, Chancellor's company-concentrated activities at
this year’'s CRS may be a harbinger of things to come as
fewer operators own more Country outlets. Though reluctant to tip his hand as to what Chancellor
will be doing as a company at this year’s CRS. Closson agreed to offer his view on an event that
has become public knowledge, a Chancellor employee-only suite. Explains Closson, “That's an
opportunity for our managers, PDs. MDs, and promotion people to get a little more one-on-one
time with some of the record company executives, artists, and managers. This business is all about
relationships. You get a lot of good business done when you have strong relationships

More Takes

Here are Closson’s takes on other areas of this business and the way they intersect with radio.

e CMT: “With all due respect to the folks at CMT, if you compare them to a radio station,
they’re a bad radio station. But it’s not all their fault. Part of the problem is there’s not a video
made for every piece of country music, so they're forced to hang on to some “stiffs’ that radio
stations don’t have to deal with.”

Closson does feel good about CMT’s marketing efforts. “They’ve done a heck of a job trying
to increase their market awareness in certain cities. Unfortunately, they still do not have full
penetration in some of the markets.

*“Their impact has fallen off a bit from where it was. But that may be more due to country as a
whole being off than any other reason.”

¢ Touring: “I'm afraid 1997 is going to be the year of unpaid vacations for a lot of artists. There’s
a glut in the marketplace. And when you combine two headliners like Reba McEntire and Brooks &
Dunn into one package, you're leaving four other acts sitting at home. And, hopefully, prices will
come back down. Some of the prices the acts are demanding have gotten way out of hand.”

¢ Networks: “It’s been interesting that Country has been the only format unable to develop an
effective, syndicated, nationwide morning show. You’d think there would be an opportunity for it.
But maybe that speaks to the lifestyle issue of programming Country, telling us it’s so much more
important to be local and in your community. Maybe that’'s why nobody’s succeeded [nationally]
at this point, and maybe there will never be an opportunity for that in Country.”

¢ Retail: “I'm concerned about how the whole industry will be impacted by what's going
on at retail and with retailers. We’re all so connected. If any side of our business has problems,
it can affect us all.”

RUSTY WALKER c..cccvou s

go out and make it. They tried to become radio-friendly or consumer-friendly to the point of
losing variety and creativity.”

Does radio have any role in or responsibility for the “creative™ they're sent? **Yes. To remain
open-minded to what is right for their particular station — as opposed to what is right for radio
in general: to determine if what is presented to them fits their particular situation. their particular
radio station.”

Is Country Too Homogeneous?

A glance at the R&R Country chart reveals a format that's very homogeneous. Almost every
record in the top 15 is being played by 98%-100% of our reporting panel — which is made up of
stations from across the nation. Walker says we may have gone too far. "In some ways we’ve
become too homogeneous. trying to help create an art form rather than reflecting it. We're
caring more about country music as a whole than we are about country music for Columbus or
country music for Baton Rouge. And | don’t get that. There was a time when there was some
regionality to the music radio played.”

As for what's driving the musical homogeneity. Walker says. “Programmers aren’t waiting
long enough to find out what music is unique and right for their markets. They’re throwing
everything on that everybody else is throwing on. When stations did wait longer on determining

the acceptability, the hit factor, or
whatever of a song, you did see
differences. But we’re all putting
everything on at the same time
everybody else is putting it on.
“What people fail to see is that
regional differences are what doesn't
appear in your market as opposed to
what does appear in your market.
That is. it’s as much what you don’t
play that shapes your sound as much 40 38.5
as what you do play. a7 373 P
“We're to the point where
everybody’s playing everything; 346

Appearing throughout this special are graphs
depicting factors that will have a future impact
on the Country audience, courtesy of Interep
Research.

MEDIAN AGE PROJECTIONS

38.1

f L
everybody’s tied up in the whole 35
national hit syndrome. Maybe

national act until they’ve gotten some 30

impact at the regional level. Of
course, that's kind of specific because
Continued on Page 66
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nowadays folks don’t deserve to be a ‘
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there are a lot of folks who obviously do deserve to be a national
act. It would be hard to put that kind of albatross around LeAnn
Rimes’s neck. wouldn’t it?”

‘Musical Heartbeat’

Music is very much on Walker’s mind, and he thinks it
should be on the minds of today’s programmers. It ought to
be getting back to determining the musical heartbeat of their
markets. You do that with ears, guts. and information.
“We were talking about how everything is so homogeneous from
market to market to market. We seem to feel we are a part of a national thing. Jane and Joe at the
street level have no desire to be a part of a national thing. As a matter of fact, some folks believe
there's negative feedback from people who love country music because they believe it now
belongs to everybody. We need to get back in and listen to these people instead of trying to
force-feed them with something.”

Walker sees a need for today's programmer to possess the skills of both a generalist and a
specialist. “The need is to become a specialist but the necessity, as a result of the environment we
work in, 1s to be a generalist. Those who can accommodate the generalist need while still being a
specialist are the ones who are going to flourish in the next few years. Sometimes what we need to
do and what we have to do are two different things.”

Program To Two Camps

The consensus seems to be that Country will focus more on understanding its P2 and P3 listeners
in the future than it has in the past. Walker agrees — but cautions against going too far. “I hope it
doesn’t become inordinate to the point of causing a divorce
or separation from the P1s. We always have to keep in mind
there are two camps that make up a radio station.

“We generally think of our audience as lemmings —
all looking, feeling, and acting alike. That may have
worked for a while. But now we have to realize there are
two factions that make up the Country audience — both
groups yield the tonnage, the girth, the cume. That
obviously includes some P2s and fringe people plus, of
course. the Pls, the folks who give us our real bread and
butter and the core of our ratings. Trying not to serve both
factions the same way is our biggest challenge.”

Walker believes radio may have made some mistakes in
the euphoria of the early '90s. “We may have gone too far in a lot of areas. Some of the folks
joining the format back then required additional entertainment value above and beyond the music.
How many stations blew away liner mentality a few years ago in response to that? People said,
‘OK, we won’t have our jocks to do liners. We’re going to give them bullet points. We’re not going
to have a focused way of positioning the station. We’re going to let that be a lot less formal.’

“That worked for a while when Country was the best thing since sliced bread, whether you
positioned yourself effectively or not. Looking back, we have to wonder if we went too far with
this energy and entertainment freedom aspect. Now we need to go back and make sure we
regularly say on the radio whatever those things are that listeners have determined as important
to them. It's back to the liner mentality again.

“We also may have made the feel and sound of some stations too youthful in contrast to the
reality of the audience makeup. If the format’s median age was 42 before the wave hit us,
afterwards it might have wound up being 39. But we started chasing after the 18-year-olds
because they had started coming to the format. And in reality the median age of the format
might have only dropped three years. The mistake was in chasing the fringe young demo rather
than the median-aged listener.”

With those mistakes behind us, Walker says the task now is temperance. “Temperance with
the way we get on board with the next new thing — and actually that’s the same task that the
artists have in front of them.

“If we’re correcting due to the fact that we went too far with new music. that’s good. But if
we wind up overcorrecting, it's geing to be bad again. The majority of the folks out there now
have a sense of temperance because they saw what happened to them when they got caught up
in the euphoria and tried to move too far too fast.

“But there are some guys sitting pretty nowadays — those who didn’t jump all the way in the
water but got in the water deep enough to be famous. They're in a lot better situation because
they didn’t go lunatic over it.”

Added Views
Here are Walker's views on what’s going on in Country’s other arenas.
® Networks/syndication: “If we see any other syndicated dayparts, it will be based upon the
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stations in it has not diminished. It's just that
the desire has diminished for country music to

be more than an entertainment medium.
~—RUSTY WALKER

ability and the quality of the shows, not the desire for them. Somébody’s got to create something
that’s so radically good that consumers, after the fact, discover ey want it.

“But I haven’t heard anybody saying, *You know, the fact thaf'the guy who's doing
nights on this station is from our town is a probleiﬁ‘. 1 wish we c8lild get some guy from
Duluth.

“But if there’s a concept that somebody comes up with that’s so brilliant and so
accommodating to a lot of people’s diverse needs that they can plug it in and have a win/
win situation, fine and dandy. We'll have another hit on our hands.”

e CMT: “I love the fact that there’s an opportunity for trial that doesn’t put the radio
station’s acceptance or popularity at risk. The bottom line is folks don’t tune out of CMT
as quick as they tune out of radio. So the folks at CMT and TNN can play start-up videos
that wind up being stiffs and don’t get tuned out. If radio plays a stiff, it’s going to get
tuned out instantly.

“I’ve never thought that video competed with radio. I see it as a complement to radio.
Until they make a cord long enough so you can watch the video while still driving down
the road — or until people start watching videos at work — I don’t see it as being an
encroachment.

“If there’s one disappointment I have, and I can understand where they 're coming from,
it’s that labels haven’t produced as many videos for their star acts as they have for their
new acts.”

¢ Touring: “Country radio folks are just beginning to see the impact and importance of
touring. For a long time we took it for granted and never understood the intricacies. We now
see the necessity of enhancing the accessibility of an artist through a live performance. That's
important, because we’re hearing complaints that some of the acts are so big they can’t do all
the touchy-feely stuft that they used to do. But if, as they were moving up through the various
grades of venues, they built relationships where folks
could touch them, feel them, see them, that helps them
a lot when they do get to the plateau that says ‘I am a

The inherent health of the format and the star.””

Radio & Records

As Walker’s preceding points articulate, we are
all in this together. Radio’s role in shaping the
public’s perception of this format is critical. And the
industry'needs to better understand that role, as well.
“People jn this business. have to realize this whole
thing goes beyond adds and drops. A lot of folks. in
a lot of ways, grade radio’s level of participation [in
Country] simply by adds and drops. The industry needs to look at what Country radio’s
bringing to the whole table.

“Radio has become so much more educational [to listeners]. Ten years ago, how many
stations were doing the ‘Nashville Minute’ segments or ‘“News From Music City?” Nobody.
Nowadays there are tons of stations doing them. That’s a great thing; listeners just
absolutely love 1t. The things that radro does to elicit a direct response or an indirect
response down the road could pay big dividends.

“And you know something? When the liner mentality began to diminish a little, we lost
some of that. That’s because guys forgot to do it because they weren't forced to do it on a
regular basis.”

Finally, addressing the radio/record relationship, Walker says, “It’s never been better.
We're sharing a pain right eSS ., —————————————
now and there’s a tremendous
desire on both sides to be
responsive to what's going on
and to communicate about it.

“But in the record company’s
or producer’s desire to be
responsive to us, I'm not sure
we've always been giving them
the right information. I'm afraid
we led them on a wild goose
chase and, in our desire to be BLACK ‘X\‘!
responsive to them. they’ve led 13% — NON-HISPANIC WHITE
us on some wild goose chases. - 14%

What we’ve got to do is be :

more responsible to each other
and try to minimize the wild
goose chases.”
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“We do get some questions from those who aren’t familiar with the strength of Country in
this region. Obviously. there are certain regions that happen to be big in the financial community
that aren’t particularly huge in the Country format. Those who aren’t as well versed or
experienced in broadcast lending may ask that question.

“But Gulfstar has the good fortune of having our senior debt syndicated by Nation’s Bank,
which has a group of members who are more experienced than perhaps the typical broadcast
company and who understand the format’s strength within our region. And they understand,
frankly, that Gulfstar’s management, managers, programmers, and air talent are experienced
in this format.

ETHNIC GROWTH TREND

“We just held a bank 25
syndication meeting and
during the entire meeting, one
person asked a question about i
that 1ssue. We told them that N 10
in this part of the country, this
is the format we need to be in,
and we make these radio 0
stations very successful.
Here’s our track record. It must
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“When I think back about all the highlights in my music
career, they were often the result of old friends getting
together and doing a project for the best of reasons---the
love of the music. When Holly Dunn asked me to be
involved with she and her brother Chris Waters in the
making of her new album, there was not a minutes
hesitation. I expected the project to be a great
experience because of my long standing friendship and
respect for Holly and Chris and their incredible talents.
What came out of the studio can only be described as a
‘labor of love’. It was truly an honor to be a part of the
team and it is my hope that you enjoy listening as much
as we enjoyed doing the album.” —Don Cook
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have been a good answer because they committed to give us a
lot of money.”

New Opportunities

Companies with large numbers of Country outlets may also
find new opportunities inside the Country business. Says
Cullen, “Country touring packages is one area where we’ve
really fallen down. There’s absolutely no reason for a

company that’s as regionalized as Gulfstar not to look at forming
alliances. [ know that’s sort of a hot thing right now, and in some
circles it’s not even considered the most positive thing.

“I understand promoters are concerned that might
happen and it will be a negative. But I don’t understand
that. I look at it as a real opportunity for them to establish
some economies of scale. How could it be a bad thing
for country music — which I’m a huge partisan of
personally and professionally — if a network of 20 top-
rated radio stations got behind an artist for a three-week
period? If that’s bad, let me know, and we’ll try to fix
it.”

Cullen feels much the same about companies forging
alliances with record companies. “We aren’t doing that,
and we should,” he admits. “In ’97, that’s where we’ve
got to go. We must eliminate the adversarial issues and focus on the common ground. Hey, if
President Clinton and Newt Gingrich can do it, surely records and radio people can.”

The Law Of Division

While consolidation presents a number of opportunities for large group owners, it may also
present some interesting problems that companies haven’t had to face before. A competitor
with one or two FMs may have thought twice before going head-to-head with the market-
leading Country outlet. Is there a greater propensity to attack it head-on with a handful of FMs
in an arsenal?

>7 CONNECTION

“The things that make Country radio so speclal are
as true today as they were some time ago.

Country radio is the passion format of the listener.
—JOHN CULLEN

Cullen answers that by referring to Al Reis’s book, “Focus”: “Read the chapter that explains
the law of division. The inevitable law of nature is that it will divide. And if you are going to be
the successful broadcaster, you’d better be willing to handle that division, wherever it is. If it’s
in Polka Country, you’d better be the first one there with the most. The most people with the
highest ground. Isn’t that the law? So our response to it has been, “Yeah, sure, there’s a little bit
of a chessboard mentality to it. But if the audience demands it, the successful broadcaster is
going to be the one who gets it on the air first, right, properly researched, and properly marketed.’
That was true when you could own one FM; it would be true if you could own every FM in a
market.”

Bullish On The Future

The ability to own an unlimited number of radio stations presents an amazing number of

opportunities for broadcast companies, some of which haven’t even begun to be realized. .

“There are such huge integration opportunities here and we’re not taking advantage of them,” % #
exclaims Cullen. “But we’re working on that. 1996 was ==

the year to go on an Easter egg hunt and gobble up
radio stations. We went from 8 to 52. But *97 is the
year to run them, run them efficiently, and to look for
even more efficiency.”

As consolidation continues to roll out, a question
comes to mind: Are there any sales advantages for
companies owning a large group of Country stations?
Cullen quickly says, “Absolutely. Country’s a mass-
appeal format but there’s still certain product categories
that have remarkable indexes for some vendors.
Country will forever have some product with which it
indexes very well. I don’t know that we’ve done a good job of discerning how to best market
that, and I think that’s our goal going forward.”

And when it comes to maximizing future revenues, Cullen says it’s up to individual operators
whether Country is able to grow revenues as fast or faster than other formats. “Our philosophy
is to have separate and competitive sales staffs and separate and competitive programming
departments. [ guess that’s not quite realizing all the economies of scale possible with
consolidation. But I'd rather have my top line grow at 18% — and expenses not decrease as
dramatically as they could have — and be hugely successful than have a 5% top line growth ”

BILL HAGY oo e

“If a programmer really, really likes a new record or act and there’s only 10 stations on it, I
don’t see anything wrong with giving it a try. But not enough programmers do that. There are
a whole lot of people who either don’t know any better or are afraid to rock the boat. But they
play the chart game and won’t even look at something
until it gets to whatever place on the chart. There may
be a place for that. But I don’t think that needs to be
where the majority of this format is.

“Country didn’t break Randy Travis, Clint Black,
or Garth Brooks by waiting for them to reach No. 25
on the chart. We broke those artists because enough
people were passionate about their music.”

Of course, Hagy isn’t advocating that programmers
play everything. “Some people play everything with
a hole in it. They’ll play something three or five times
a week — and that kind of a rotation isn’t going to do anybody any good.”

Hagy admits that at one point he did have a “super-light” category of five-seven spins per
week, something he’s eliminated. “Honestly, the only reason I had it was to play the game.
After you try it a while, it’s really obviéus that it isn’t doing anybody any good. It isn’t helping
the artist or the label because it isn’t getting played enough. You don’t really expose it, so you
don’t:get a#ry feedback. That being the case, I’d rather use those slots to play something 15
times tb'sée what’s going to happen,”

Hagy believes the super-light rotation actually hurts radio stations. “You’re just filling a
slot, treating it like a throwaway. People are playing an awful lot of stiffs in those five-seven
times-per-week categories. We’d all be further ahead if people would play the songs they like
the best with more frequency.”

Asked what he would suggest labels do to help them break new acts, Hagy says, “I’d want
to know more about radio and how it feels about the artists and music. I'd try to get more of
that input and an understanding of it, particularly singles before they’re released. That seems
to have worked well for Capitol/Nashville and Doug Baker. It’s hard to tell for sure. But I bet
there’s a connection between the success the label’s had with Deana Carter and Trace Adkins
and Doug’s relationship with radio.”

Songs Vs. Artists

There’s been much comment about whether Country is artist- or song-driven. Says Hagy,
“It needs to be a marriage. Whatever the format is, the listener is initially song-driven because
the song is how the listener makes an emotional connection with the artist. If the listener
knows the artist, it’s all that much better.

“Country artists have a tremendous advantage over those in any other format because they
have the fan base that the Top 40 of 20 years ago used to have. Country listeners and fans are
involved more and know more about the artist than in any other format. Sure, everybody
knows who Michael Bolton is, but so what? With Reba, on the other hand, they stand in line
until they pass out in the heat at Fan Fair just to get a kind word from her and an autograph.
This is a whole other world.”

The gnoﬂ news Eé'i:auntry music's been gétting'a'
little better, and that might be part of the reason
~___for the recent upturn.

Does it make any difference who has the major hit — a faceless artist with a big hit or a
recognizable artist with a big hit? “Ultimately, no. It doesn’t matter to the listener. I'm tickled
when a new artist has a killer first song. Look at what Kevin Sharp did with ‘Nobody Knows.'
It’s a great song, and anyone who delivered it as passionately as he did probably would have
had a hit with it. Hopefully, he has what it takes to be a star and this will help propel him in that
direction. But it’s not necessarily better for stations either way. It’s not unhealthy for new acts
to have great songs, but it would be more healthy if the
superstars had more super songs. It reinforces their
careers. The excitement and publicity might entice a
few of our listeners to say, ‘OK, it’s time for me to go
back.’”

No Video Fan

When it comes to country videos, suffice it to say Hagy
isn’t much of a fan. “Despite the fact that all our Country
stations are in markets where fans live and breathe the
format, CMT has never been a factor in any of the
markets. I know videos are expensive propositions, and
Ireally wonder if they’re worth it. If it were up to me I would suggest the labels take the enormous
amount of money that they spend on videos and spend it on radio.

“When they’re trying to break a new artist or have a new album by a big talent, why not take
it right to the listeners of a market-leading Country station, letting it drive fans to the stores to
buy the product? That’s going to help us all a lot more.”

Learning A Lesson

On the subject of cycles, Hagy says, “Cycles do have a lot to do with how people feel about |

g

things. But we throw things even further out of proportion when a lot of stations jump on the hot : |

bandwagon of the moment.

“Eighteen months ago
we had four stations in the
market doing the same
Country format, bashing
each other over the head.
The ones that couldn’t get 7]
it done went away. The 80
competitive spirit from that
fray seems to be pretty well
in place, which leaves me
with a pretty good feeling

LIFE EXPECTANCY
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for the format’s health. 40 : . : : . 40
Hopefully, the stations that 1920 LY kil 1888 2029
survived learned an WOMEN

important lesson. We don’t
want to get blind-sided
again.”

MEN s

Source: Interep Research




1997 RARCoRNIEERERers Poll

1597 Nashvi e usic Awards
Fem e Vocalist of the Year

1997 Grammy Albu he Year nominatiga
The Trouble With The Triigh _

// ﬂvé/;//az/ M¢ﬂ7

e Aefir... =

rﬂ‘-'

ﬁ”‘g‘

= fizGrrADARTE G

epic

© 1997 Seay Masic fatertatnment tnc./ *Epic” Reg. U Pat & Taw O, Mwn Rogistrada. For more informotism, connest with Sony Omline at bitp://w ww.sony.com



70 * R&R March 7, 1997

BEVERLY BRANNIGAN

Continued from Page 46

that on both sides of the fence. If people use it to try something

without jumping in all the way, then it’s OK.”
‘Finger Pointing’ Not Allowed

Brannigan sees the record industry going through many

of the same things the radio industry is, noting, “It seems

they’'re trying to return to paying more attention to details,

too. What bothers me is the finger pointing at one another [radio

and records]. I'm uncomfortable when an artist is quoted in the

press tearing down other artists or radio, or radio is quoted as pointing

fingers at the recording industry. A healthy dialogue is good. But it’s not

anyone’s fault. We all went around for a real nice ride. The euphoria is over; let’s figure out

what’s going on. But it’s not a problem that any one sector created.

“It’s encouraging that we all seem to have common ground in that we all agree there’s a certain
sameness that has come to Country radio and country artists. We all need to own up to the responsibility
for that and for the fact that both sides participate in it.”

And how does radio participate in the sameness?
“Radio stations have gone that route as they’ve leaned
toward programming more conservatively. We don’t
have the leeway sometimes to take the chances we did
when we were alone in the market.

“When you're a bit more conservative, you’re probably
a bit more predictable. Radio has continued to support
artists who sound alike. But I don’t buy into the fact that
radio has not exposed different acts. That gets thrown at
radio all the time. The record people seem really quick to point the finger at radio, and I don’t think
they’ve got an idea of what’s going on competitively in the markets. Programmers have been open
to new music and they’ve tried it on the air. How much new and different than LeAnn Rimes and
Deana Carter can you get? Both moved up the charts and sold a lot of albums because listeners
responded to them. That’s what it’s all about.

“On the other hand, I'm sure [radio] frustrates some label execs at times because they sign
acts they perceive to be different that the listeners don’t respond to. That happens, too.
Sometimes listeners don’t respond to ‘different.” If we always knew exactly what listeners
wanted. we’d all be hugely rich. But I think radio has given shots to some new and different-
sounding stuff, and I hope Nashville continues to bring us music with integrity. They are
artists, you know.”

Song- Vs. Artist-Driven

Expressing her views on the song- vs. artist-driven format debate, Brannigan says, “I hear
people lament about the old days when this was an artist-driven format. But one thing people
forget is how difficult it is to break new acts in that environment, that they really had a hard
time getting people to listen to new acts. It was virtually unheard of for a new act to have a hit
out of the box — it was four or five singles on down the line before radio would pay aitention
to any new act they put out.”

Asked whether song- or artist-driven was better for radio, Brannigan says, “I'm not sure it
matters. The listener cares a lot less about the career of an artist than I do, you do, or the record
industry does. They become attached to the artist by a great song on the radio to start with, so
at some time it must start with the song. It must start with the song because no one is going to
decide that Deana Carter is their favorite new artist if they don’t have her song to start with.

“The trick is to have enough great songs in a row that they can connect with the artist as
an artist and personality and put a face with it. And that becomes more difficult when there
are so many distractions for people’s time today than there were 10 years ago. But clearly
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We may be approaching the development of
some sort of Country Oldies format — | can

see that on the horizon.
—BEVERLY BRANNIGAN

there are personalities today that we’'re playing that people know and care about and
want to hear every single song from them no matter what. But we are creating them from
what is, at least initially, a song-driven thing.”

Fragmentation Foe

Brannigan feels Country’s future is more secure with broad-based, current-oriented
mainstream stations, though she sees Country Gold as a more viable option in the years
ahead. “In this market it’s been beneficial for us to have 12 different flavors of rock music
fighting it out among themselves. It’s been a very positive thing that the Country format
hasn’t fragmented. Now there may be slightly different versions of this and that, but for all
intents and purposes [Country] is playing the same set of songs, the same libraries.

“While that may be responsible for some of the sameness, the positive side is that we’ve
been able to maintain this one big block and haven’t fragmented. That would be really
damaging to Country.

“However, we may be approaching the development of some sort of Country Oldies format
— I can see that on the horizon as the records from 1989 come back around and, maybe in
1999, there may be a format there. In the late *80s we finally had the mass listenership to
create the mass exposure that would make a Country Oldies format possible. The problem
some of the [Country] Oldies formats have found thus far is that people don’t know the
songs. But maybe in a few years enough people will
have been familiar with those big hits starting in *89.”

CMT’s Impact

Describing CMT’s impact in her market and on
her station, Brannigans states, “Sadly, I see CMT
having a decreasing impact on us. For a while it
had a very strong impact. We heard all the time
from people who had seen videos on CMT that they
liked, new artists that they liked. and called us
wanting to hear the song or wondering why we weren’t playing the song. I get very little
of that any more. And I’m kind of sad about that because it was a great tool. You could
tell which of the new artists had really caught people’s eyes or ears.”

Asked whether she had a feeling for why that impact is lessening, Brannigan says, “Well,
here I'm going to do something I said I hate. But a lot of the videos look alike, don’t they?
If I see one more person walking through a field ....”

Touring Mid-America

Situated virtually in the center of the nation. Des Moines sees more than its fair share
of “A” and mid-line artists playing local venues. Says Brannigan, “It’s getting more and
more difficult to get the tickets sold. There’s a lot of people on the road with one and two
hits. People go to the shows and have spent $10 or $15 at a club to see an act. or more,
and the show is perhaps less than inspiring. It happens a lot.”

KIJJY remains heavily involved with every show coming through the area. “We do our
best to get people out to see them. Anytime we can expose country music in any way, we
want to do that because that’s beneficial for us. We certainly haven't backed off. But I
have found we have to work harder to get people there and excited.”

Don’t Worry, Be Happy

As for the future, Brannigan believes those in Country should be realistic about where
the format is and optimistic about where it's going. “At one point we had every one to
ourselves and we don’t anymore. And remember, it’s not just Country being pressured. A
lot of formats are having these same discussions about ‘what’s happening to our music?’
and ‘what’s happening to our radio?””

Overall Brannigan feels very good aboui where the format is heading. “We had a
great fall book. I don’t feel pessimistic about where the numbers are headed at all. In
fact, I'm quite optimistic because I think it’s probably bottomed out. The shares are
there for the grabbing.”

ALAN SLEDGE coccs vonrice

station. Six years ago, the direct format competitor that you didn’t own was getting its audience
from the younger side of the demo. That’s no longer the case today. It’s just a matter of too
much noise being made [by other formats} on the young end to support a second Country
competitor in the market. So we’ve come back to a core kind of mentality in this format. And
there’s nothing wrong with that, since the core seems to
really like the new music.

“I just came from Seattle where a company went in
and bought its direct competitors and is now able to
manage the Country market shares in a very appropriate
way. Unless you have that kind of situation, and very
few of them exist in the country, I think you’ll find that,
after the shakeout. Country will settle into a very stable
and healthy environment.”

Revenue Still Strong

Despite the format's declining shares, Sledge makes
the point that the format remains especially attractive to advertisers. ““In the fast presidential
campaign, they dubbed a very influential group as ‘soccer moms.” We’re a soccer mom-
eating format. We’'re loaded with women listeners who are making huge purchase
commitments. They’re buying everything from mini-vans to color TVs to washers and dryers.
They’re making the household decisions and also raising their kids, and we’re the format
that speaks to them. When you look at the qualitative research that’s available in market

The biggest challenge is not buying into
the notion that there's something

terribly wrong with Country.
—ALAN SLEDGE

after market, you see Country is a player on that playing fietd. So if there are three-four
Country shares in a market, the qualitative from those shares would suggest that Country is
an extremely viable purchase.”

New Environs, New Methods

Everything looks easy when a product is booming as Country was a few years ago. But, as
the marketplace tightens, people have to work smarter and harder. Sledge’s advice for PDs:
“Country PDs must really pay attention to the everyday
basics that make our products work. We tend to
overthink. We want to come up with, ‘Are we playing
too much new, unfamiliar music’ or ‘Are we playing
too much old music?’ What’s really important is
putting together a strategy and a game plan and sticking
to1t.

“PDs must understand that we’re in a different
environment in this age of consolidation. Many PDs
tend to be territorial about their product. They tend to
resist any effort by the sales department to invade their
turf. PDs must embrace that and try to work with the sales department to try to help them
generate the type of revenue that it’s going to take to regain revenue share in the marketplace.

“PDs coming up in this new environment probably will be better off than some of us who
came up when each company only owned one FM in the market and you competed with radio.
After all, the whole-notion today is we’re not necessarily competing with radio, we’re competing

) Continued on Page 72
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with other media for those advertising dollars. So PDs really

have to figure out how to keep the programming integrity
together, while they also try to extend an olive branch across
the hallway to the sales department to get them to buy into
what we’re all about.”

The Audience We Attract

There are a number of issues Country must face in terms
of who the listeners are and how we focus on them. The recent
boom generated loads of excitement about Country among 18-24s,

who have now actually moved up a rung on the demo ladder since the
format got hot. Is there anything we can do to get them or is that just gravy that comes when
you’re hot, and you really don’t have much control over them?

Sledge says, “There’s a lot of noise being made out there for both 18-24s and 18-34s in major
U.S. markets. To launch a challenge for them, you have to grow [in mass popularity] first. For
whatever reason. right now that growth isn’t there. Country’s core is 30+. They seem to be very
happy with what we're doing. I come back to the fact that even though Country is stable and
healthy, the market is oversaturated. Once the shakeout comes — and I think it will be this year
~— we're going {o regroup and find that Country indeed is on the right track.”

Will the degrée of emphasis on Pls. versus P2s and P3s, be changing? “That will depend on
your situation — the size of the market and what your competitive landscape is like. Each station
must develop strategies that include tactics to address that. So if you need to develop your P2s,
you'll go out and develop them.”

Cutting Through The Noise

On the subject of music, Sledge notes he’s closer to it now than at any time in his tenure as a
Country PD. “In the past I've been extremely busy with other facets of the operations. But upon
arriving in Seattle. and now in Chicago, I know that choosing the right music has become even
more critical to a station’s success.

“I’m concerned that there is a formula mentality that exists in Nashville with respect to
songs that almost could be interchangeable. At any given point, I'm not sure I know who
I'm listening to unless the artist has a story. For instance, a LeAnn Rimes or a Kevin Sharp
are two people who have a story behind them that people can relate to. If I can give my
audience something beyond the formula of music, something they can relate to in their
everyday life, I find that those artists really seem to cut through the noise.”

Asked to assess the relationship right now between the radio and record industries, Sledge
says, “We have a lot in common. We were all flying high a few years ago and now we're
kind of sitting back, scratching our heads, and saying, ‘Gosh, where are we at this moment?’
I don’t think anyone has the right answer, but I do find that there are some brilliant record
people out there running companies that absolutely have their eye on the ball.

“They know they have to develop a plan, much like we do in radio. They have to plan
their work and work their plan. They understand that you either choose to look forward at
where you have to go or you’re worried about looking in your rear view mirror, worrying
about the upstart labels. The record companies and the executives of those companies who
have that vision and that strategy spend more time telling me about their visions and where
they're going versus trashing other record companies. Those are the companies with whom
I prefer to work.

“Of course. I work with them all. But I really want to spend time talking about the future
and talking about projects that they’re developing. I'm very curious. There’s one company
out there doing a lot of market research and they’re willing to share it with me, which I find
very innovative. It may seem very basic, but it’s important for me to be able to share that
research with them. I can certainly share things that we see that pertain to their industry, and
I’'m more than willing to do that.”
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A Product Glut?

Just as Sledge feels that listeners with too many choices isn’t necessarily good for Country
radio, he doesn’t think that too many musical choices for programmers works very well, either.
“More choice does not mean more places on the playlist. So what we have is more time being
spent making some very tough decisions. The record companies spend a tremendous amount of
time, effort, and money to develop these projects. I want to give each one my due diligence — 1o
sit down, listen, and really make a judgment call based on what we have room for. So even
though there are more logs coming into the pipeline, the pipeline can only handle so many logs
at a time. | have to be very careful about what I choose every week.

“I don’t buy into the theory that because I'm a Country station I have to play everything
that’s released. As a format, 100 many PDs have bought into that. When you do, your radio
station will be in trouble.

“This is one of the reasons why I’m spending more time today on the music than I’ve ever
spent at any previous time. I understand label reps] are working a record. I respect that, that’s
their job: But I still have to contribute to the bottom-line cash flow of my radio station. ! know
what our goals are; | have to make judgment calls based on how we're going o get there.”

Other Issues

Here are Sledge’s responses to some of the other issues addressed by our experts.

* Song- or artist-driven format: “It has to be both. If it’s too artist-driven you can get big-name
artists doing remakes or material not as strong as it should or could be. That’s not necessarily in
the format’s best interest. If it’s too song-driven, you have the unfamiliar factor that does not play
well with your audience. It has to be balanced.

* CMT’s impact: “I haven’t felt much impact. But given wider distribution, CMT could really
help us as an industry. That’s both their challenge and their opportunity. It sure can’t hurt country as
an industry and, as an entertainment vehicle, it’s got a clean message that people can relate t0.”

* Touring: I spent last summer in Seattle watching some terrific shows. And people are really
looking at the value for the dollar, which is what's great about country shows. The audience
knows they’re going to get value for the money they've spent, and there's a reciprocity between
the andience and the artist that seems to be magical. People don’t seem to be afraid to come out
and support their country acts.

“Touring is also very important in the sense that it’s during that time the artists are making
themselves available to the country audience, not only through touring but through special radio
station promotions and things of that nature.”

Realistic Expectations

What does Sledge feel is the biggest challenge out there right now facing a Country radio
programmer? “The biggest challenge is not buying into the notion that there’s something
terribly wrong with Country. I just am so excited about the position of Country radio and
country music today. I see it when I’'m
dealing both locally and nationally on
advertising. 1 see it from the radio
station’s audience, who support not
only the station but the events that we 20~
do. I see it in the eyes of the radio
company executives who are out
there really doing some innovative
head-scratching at this point, trying
to figure out where we go next. We
have to be very careful to set realistic
expectations of growth —
expectations that aren’t based on
1991 growth, but on 1997 growth, We
need to articulate that to owners and
general managers and put a plan
together to meet those expectations.”
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JOE GALANTE oo ionrnes

By comparison; Galante notes;“Down here, you could
lose $10 million'in three years. So the parent companies
don’t look at this as a major bloodletting.”

The crunch could come when parent companies start
seeing their business decline internationally. Galante
notes, “As a result, their income overseas starts to dry

up, and then everybody starts looking back.”

Galante respects the one non-Nashville executive
who last year made the decision to close his label’s Music
Row operation. He says, “The only person that had any sense was [A&M President/CEO]
Al Cafaro, who said, ‘This is not the right time to be there. I ¢an’t find somebody to run a
company, and I don’t know enough about that, so don’t
let me invest in that.’ It took courage to do that, but
he’s absolutely correct. Sooner or later, we have to get
people to understand that this is about artists’ careers,
and it’s about building a company. It’s not about a series
of one-hit wonders.”

Continued Challenges

Galante admits he still sees some rough times ahead:
“There’s nothing on the horizon that convinces me
anything is going to change. I see continuous shrinkage
at retail. I see the same problems at radio in terms of
continued consolidation: people in jobs who don’t have
a history and a perspective on what it takes to-really build a radio station and build jocks. The
one thing we keep hearing in all the focus groups we do is that people are not thrilled with the
level of entertainment on their radio station.

“We all have our jobs to do on that side. If we’re such a hot format, why is it that every time
a movie premiere comes out, it goes to the CHR station or the AC station? Why does that
happen? Why is it that people come into our format, and the first things they hear about are
tractor pulls, rodeos, and animals? These folks are coming from other walks of life, and they’re
used to a certain level.”

CONNECTION

People are disconnecting from radio more than
they ever did before, and they’re doing the
same thing in retail. They’re not buying records

because they’re not motivat’éd.
—JOE GALANTE
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Galante contends that Country listeners tastes’ in other forms of entertainment, including
TV,.don’t differ much from other formats’ listeners. “This is a genéral marketplace, and we
still treat ourselves as a regional lifestyle. It’s not, and that’s the problem.

“The subject matter needs to be there. The promotions need to be there. It’s not just about
the local rodeo or ‘here comes the NASCAR race.’ It’s a lot broader than that. And that’s
what these people are telling us, because they’re buying everything from Eric Clapton to
“Evita” to-George Strait, then coming back and buying a Patsy Cline greatest hits package.”

Widening Interests

Country’s changing landscape involves listeners and artists alike. Galante says, “I used to
have artists come in here all the time and say, ‘I grew up listening to the Opry.” Well, these
people come in here, and they’ ve grown up watching MTV and CMT and going to the movies
and seeing ‘Independence Day.’

“These are just everyday folks. They may raise tobacco, they may live in Arkansas — it
doesn’t make any difference. They are a general marketplace, and their taste is not restricted
to one thing. That’s what’s making it so difficult for us
as an industry to market to these people, because they
don’t value their entertainment the way they did
before.”

Country radio must learn to cater to the wider
interests of its audience. Galante explains, “You have
to be able to hold these people, and the only way you’ll
hold them is through people like [WSIX/Nashville
morning personality] Gerry House. It’s not just about
the music. You’ve got to be able to entertain.

“The labels have a responsibility, too, because we’re
taking people who are demo singers and making them
into one-hit wonders. Then we think we can put another
album out on them, and the marketplace is going, ‘I like the song, but I don’t love the act.” And
that’s why half of your top 15 is not selling. And half of the most valuable players didn’t sell.

“T’ve come full circle on the song vs. artist issue and realize that somewhere between is a
happy medium. But unless we start realizing that we have to build more artists — and I’'m not
saying it’s totally exclusive just to artists, because we have to make that compromise somewhere
in between — these troubles will continue. These folks are gravitating toward things that they
like. They’ll buy the cassette single, they’ll buy the CD, and they’ll go to the concert. They'll
do all those things, but they are not going to experiment the way they did before.”

ALLEN BUTLER c.ovcvuuroe s

out trying to identify something different, unique, and fresh. But consequently, it’s going to
take us the better part of this year 1o get that music to the marketplace — and even more time
to see if the consumer will respond to it. So 97 may still be a transitional year; we may not
have enough time to expose any of this music to the extent that it could explode,”

Virtual Reality

As the new millennium approaches, Sony is taking a cautious approach as it looks for new
ways to sell product. Butler says, “Obviously we have every intent of selling the records
direct, but we’re very sensitive about doing it in a way
that doesn’t hasten the demise of our current retail base.”

How can those two seemingly opposing goals be
accomplished? Butler explains, “You can sell it at a higher
price than [retail stores]. You can have a $2 per piece
service charge for the convenience of having it delivered
to your home by UPS second day. There are a lot of
different things. When Sony goes online, our virtual record
store will probably only carry Sony music products; if
Walmart goes on line, they’ll carry Warner Bros., MCA,
RCA, and Sony. ‘

Sony’s virtual record store, Butler adds, is.in “the experimental stages right now: [ haven’t
had a look at it yet, but I’'m hoping to do that real soon.”

The web site will also sell hardware and may éven provide advertising opportunities to
other companies. Because Sony’s web site gets a fremendous number of hits per day, Butler
says, “We have a marketable site that, for example, Coca-Cola might ¢ome on board looking
for strategic alignments.”

Playlist Cycles

While much has been made of Country radio’s shrinking playlists, Butler counters, “This
format still plays more new music than any other format and'still has longer playlists than any
other format.

“There’s always tightening and loosening. It comes in cycles. When they tighten up too
much, they figure out that they’re choking off théir own lifeblood and loosen back up, A new
slew of artists will come, and some of -the mid-level artjsts who have only been around a
couple of years may go away faster. In the old days, a mid-level artist could stay around.-I
don’t think that will happen anymore. I think you’ll see a much shorter life span of the mid-
level artist.” .

Now that labels are working with a smaller number of group owners, Butler says it could be
a potential advantage for everyone involved. He explains, “If the group is into win/win
[situations] and not just using their clout to gain competitive advantage, then I see huge
advantages for a partnership in every aspect of our business; breaking acts, touring, showcases,

This format still plays more new music than any

other format and still has longer playlists

than any other format.
—ALLEN BUTLER

'years ago have how gone out-and

database sharing, fan clubs, all kinds of artist information, marketing, and research — it’s
unlimited.

“Everybody’s going to have to go into it with a win/win basis for the relationship, not a
‘how can I get an advantage over my competitor’ type of attitude.”

‘Creating A Bigger Pie’

As for Nashville’s future, Butler predicts, “I just have this gut feeling, talking to the
other people in this town, that this format has the ability to get its finger on the pulse fast
and react to it. I think all of us, as label heads. would rather be taking bigger pieces of the
pie by creating a bigger pie; rather than getting a bigger piece by stealing it from [RCA
Label Group/Nashville President] Joe Galante or [Arista/Nashville President] Tim
DuBois. We all want to be successful in our own
right without stealing from each other.

“We’ve always felt that we have a competitive, yet
cooperative nature here in Nashville, and we’ll do
whatever it takes to make this industry successful. The
wrong feeling we get from radio sometimes is that they
seem to want to rip their competitors’ throats out and run
them out of the format. You know ... whatever it takes.”
That cooperation extends to Country radio, especially
during these days of consolidation. Butler says, “These
guys end up owning all the radio stations in a particular

nmarket. It certainly makes it a lot easier to go in there, touring-wise and artist appearance-wise,

and nothave them try to tear the artist apart to get a competitive advantage.”

And even if some of the more
recent Country radio listeners are
now sampling other formats,
Butler says that can be healthy,
too.. How? “People who were
listening to couhtry music two

FUTURE WORK ENVIRONMENT
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are experiencing Hobtie- & The

Blowfish and a hundred other acts.
“That broadens their musical
acceéptance of things we can now
give them.in this format. They’ll
be much more open to music that,
without copying the other acts, has
the nuances of what they like about
those acts, different ideas they get
from listening to those people, and
the messages that music brings.”
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L that we’re not competing just among ourselves. We’re also
4 competing with the movies, we’re competing with the
Internet, we’re competing with all kinds of computer
games and everything else that people do with their
leisure time. We compete for those leisure dollars; that’s
Jjust the reality of the situation.”

Numerous New Artist Signings

Reflecting on Arista-Career’s state in 1996, DuBois
says, “We actually had a very good year with Brooks & Dunn and Alan Jackson. Luckily,
they carried the ball for us. Overall, our sales are off a little bit, but not as much as the
industry as a whole. We are in a very healthy position, hoping to be able to make our business
plan this year.”

That business plan includes new albums by BlackHawk and Lee Roy Parnell, and greatest
hits packages for Pam Tillis and Diamond Rio. They’ll also be introducing Sheri Austin and
reintroducing Tammy Graham. DuBois notes, “We put a single out with Tammy last year
and had unfortunate timing: It came out the exact same
week that LeAnn Rimes’s ‘Blue’ came out.” With the
addition of two new male acts, Calvin Wiggett and
Brad Paisley, DuBois says, ““We’ve had more signings
in the last year than we’ve had in the last four years.”

Music First

Looking into the future, DuBois says, “As
technology continues to expand and explode, we have
to really question whether the delivery system — as
we know it now — will be around in the next 10 or
15 years or if it will change dramatically. People have
the ability to purchase records as digital information
over fiber optic cables. It’s yet to be seen how that’s going to work, but it is definitely
going to impact our delivery systems in some way.

“We're also dealing with a lot of consolidation in media and the changing face of radio
right now. Because of the Telecommunications Act, it’s hard to know exactly what’s going
to happen. There’s obviously still going to be an additional consolidation there.

“But in reality. I think I’ve got the best position in the whole cloudy future, because
somebody still has to find great hillbilly singers. And that’s what our job is: To find
unique talents and cut great records on them. How those records are delivered or how
they get played is very much more in question than the A&R process.” '

Radio’s Balance

Because of his management background, DuBois admits he’s not an outspoken critic
of the radio industry. He says, “We have two different agendas. Radio is not in the business
of breaking new artists. We have a lot of common interests, but we also have a lot of
differences, too.

COUNTRY S CONNECTION

As technology continues to expand and explode, we
have to really question whether the delivery
system — as we know it now — will be around in the

next 10-15 years or if it will change dramatically.
—TIM DUBOIS

“As I've said before, record companies blaming radio is kind of like basketball players
blaming gravity. Radio is a reality that you have to deal with. Whatever they give you, you
have to take, and we have to give things to radio that make them better.

“I wish radio was a little more open-minded to some things that are outside the box. It
would be healthy for both industries if they were. But I also understand that they’re in the
business of keeping that person from pushing the button and going to the next station, so that
all has to be balanced.”

DuBois acknowledges that CRS sessions often find radio blaming labels for not providing
anything different, while labels respond with the allegation that radio is not receptive to music
that doesn’t fit the narrow confines of the Country format. “That’s just kind of the way it goes,
and it’s been that way for many, many years. We sit around and point fingers at one another. In
reality, radio is still the pipeline to the people.

“We’re still tied to the radio industry as our main way to get to<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>