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I N S I D E
| Radio’s May Numbers Up 10%

20 SALES COLLECTION TIPS

No sale is complete until the money’s
collected. Sales trainer Irwin Pollack has
20 sure-fire ways your salespeople can
collect faster.

Page 16

WHERE TO FIND YOUR NEXT
MARKETING DIRECTOR!

.+ you're watching for the next “big thing”

in radio, think marketing! Guest columnist
eau Phillips provides points to
emember when searching for the person

who’ll direct your station’s marketing

i w0 T1he Kids Are Alright

-
¢ TALK’S NEXT GENERATION M ABC, CBC target $1.5 billion pre-teen demo
By RoN RODRIGUES

Tops at the recent NARTSH convention:
How to lure a younger set of listeners to LRSI S IS
the format. R&R’s Jeff Axelrod reports.

THE INDUSTRY’S NEWSPAPER

industry revenues during May "97 rose 10% over May '96 figures, accord-
ing to the RAB. All five regions of the country experienced increases in
both local and national revenues, and the torrid growth of national business
continued with double-digit increases in most regions (particularly the South-
west, where year-to-date business is 24% above last year's). Year-to-date
than six months of live mar- business is up 9% locally, 17% nationally, and 10% overall.
ket research and plans to blan-

Kids: radio’s last big demo- ket 70% of the country with

Page 29

- CHR REALITY CHECK

graphic frontier. While some
95% of the U.S. population
over 12 listens to radio at least
once a week, radio never had

“Radio Disney” over the next
three years.

But the folks at ABC under-
stand the road to success in

Advertisers Aren’t Spending

As Much In The ‘Money Demo’

M Study looks at ad dollars by demo, region

kids’ radio 1s
paved with
land mines.

the need to go
after an under-
12 audience

Bored with your CHR job? You shouldn't
be. CHR Editor Tony Novia points out how
lucky you are to be working in a format

Seventy-eight percent of

this vibrant.

* Milwaukee Radio Alliance formed
from All-Pro, Shamrock stations

* Mike Edwards appointed PD for
Bonneville’s KOYT/San Francisco

* WXYV/Baltimore fiips formats to CHR

John Vitanovec appointed
V/P/Dir. Ops at Tribune

THis #] WEEK

CHR/POP
*»HANSON Mmm Bop (Mercury)

CHR/RHYTHMIC

« PUFF DADDY... I'll Be Missing You (Bad Boy-Arista)

URBAN

o REFUGEE CAMP ALL-STARS The Sweetest ... (Columbia)

URBAN AC
« DIONNE FARRIS Hopeless (Columbia)

COUNTRY

o GEORGE STRAIT Carrying Your Love With M2 (MCA)

NAC/SMOOTH JAZZ

*BONEY JAMES Nothin’ But Love (Warner Brcs.)

HOT AC

* SHAWN COLVIN Sunny Came Home (Columbia)

AC

« MICHAEL BOLTON Go The Distance (Columtia)

ACTIVE ROCK

that has yet to
be measured

kids aged 5-9 listen to the
radio on any given day, * The ex-

Among them:

on a regular  Monday-Sunday, 6am-7pm. pense: ABC

basis. But to-
day, with a
growing num-
ber of AMs falling under con-
solidated ownership, operators
who have some latitude for ex-
perimentation might attempt
to tap into a $1.5 billion mar-
ket by targeting kids.

That’s what Disney is bet-
ting on. The Goliath of enter-
tainment conglomerates, by
way of its ABC Radio Net-
works, has completed more

New Census Survey
Methodology Could
Affect Arbitron

By Patrice WITTRIG
R&R WASHINGTON BUREAU

Will Arbitron research be off
the mark after the 2000 census is
released? Possibly, according to
Arbitron Director/Research Bob
Patchen and Senior Demographer
Dan Estersohn.

An evaluation of the 1990 sur-
vey by the U.S. Census Bureau
showed a population undercount
in urban (particularly inner-city)
and extremely rural areas of the
nation. And to make things worse
for radio market analysts, Con-
gress wants 1o shorten. or possi-
bly eliminate altogether. the long-
form survey used to collect im-
portant socio-economic informa-
tion that is later used by Arbitron

— Statistical Research Inc.

Radio Net-
works Presi-
dent David
Kantor said his company has
invested more than $1 million
just to market, promote, and
research Radio Disney in its
test markets of Atlanta, Bir-
mingham, Minneapolis, and
Salt Lake City. On top of that,
it employs some 50 people at
its Dallas headquarters who

CHILDREN/See Page 14

The percentage of national
spot radio advertising dollars
aimed at the 25-54 demo, the
most targeted and widely cher-
ished group of listeners, has
slipped for the second year in a
row, according to an Interep re-
search study of Top 10 markets
released last week.

While the 25-54 demographic
commands 53% of the ad dollars
and is still far ahead of other age
groups, the amount of money
spent has fallen two percentage
points from 1995 andis down five
percentage points from 1994.The
18-49 demo placed second at
17.5%. while the 35+ demo carne

KFMB: Spew To A Thrill!

close to doubling its share by lur-
ing 7% of the dough.

Among other noteworthy items
found in the study:

¢ Boston and Washington have
the highest dollar percentages al-
located to the 25-54 demograph-
ic, while Detroit and New York
have the lowest.

¢ The five most influential
demo groups, following adults
25-54, are adults 18-49, women
25-54, men 25-54, and adults 25-
49.

» Female demos captured 149%
of all dollars. while male demos
attracted 11%.

DOLLARS/See Page 28

Microsoft & CBS:
A Very Big Deal,
But Not For Real

By JEFFREY YORKE
R&R WASHINGTON BUREALU CHIEF

It was a flash in the pan. but it
seemed like it could be true. A
story in Tuesday (7/1) morning’s
New York Post said Microsoft
Corp. and. to a lesser extent. Sea-
gram Co.. had each shown an
interest in acquiring CBS. It siz-
zled through phone wires and
over e-mails coast to coast.

While the Post acknowledged
Montreal-based Seagram. which
owns Universal Studios. could be
“stymied by foreign-ownership
rules.” the story noted that soft-
ware king Bill Gates is flush with
hard cash and that “four Microsoft
executives are now poring over
CBS’s books.” The article also

s TONIC If You Could Only See (Polydor/A&M) to size up the marketplace.
ROCK For the d_ecenmal census. ev-
«TONIC If You Could Only See (Polydor/A&M) ery address in the country is sent

a survey. Enumerators are sent
ALTERNATIVE

out on foot to collect the infor-
« THIRD EYE BLIND Semi-Charmed Life (Elektra/FEG)

mation from those who do not
ADULT ALTERNATIVE

respond, an extremely costly
« WALLFLOWERS The Difference (/nterscope) CENSUS/See Page 28

Spring Arbitrons Roll Wednesday: www. rronline.com

How many times in a row could you ride a roller coaster? Twenty-
two brave contestants tested their limits when they took part in KFMB-
FM (Star 100.7ySan Diego's “Whirl 'Til You Hurl” promotion, which
started June 20. The participant who could ride the longest was
promised a new car. But on July 1 — after 3000 trips round the
coaster (more than 7500 miles) — three contestants remained ...
and Star 100.7 rewarded their endurance by giving each of them a
Nissan 200SX.

reported. ““Westinghouse inves-
tors. including Mel Karmazin. are
impatient with the company’s
poor performance, largely due to
the problems at CBS, and might
be receptive to bids.” Karmazin.
noted the story, is the company’s

MICROSOFT/See Page 28

NEWSSTAND PRICE $6.£0
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“Your Love Is So Nice”

( New This Week:

KHOM/New Orleans
WZJIM/(Cleveland
WWKX/Providence
WFLY/Albany
WSKS/Utica
WHZ7/Lansing
KRUF/Shreveport
WNKI/Elmira

i ‘}.

WXIS/Jonhson City
WTWR /Toledo
KDGS/Wichita
WXLK/Roanoke
KHTN/Modesto #D
KWIN/Stockton Most s
WMRV/Binghampton g ; U [ [ B
and many more! RACIH

71GGY
MARLEY

AND THE

Melody Makers

T ¥ /D “People Get Ready
TOP 40 ADULT ALTERNATIVE  ALTERNATIVE
New at: New At: New At:
WSTW,/Wilmington KBXR/Columbia KPOI/Honolulu
WKMX,/Dothan \"Y’]C]EVZP// []’Mi ‘"td KFMA/Tucson
KMCK/Fayettevill ortlan .
Alread; (:;y-e o WECh/enand Kapids [9“9[;?? gtylz:,]l:lfa
KKRZ,/Portland Already On: XIIRM/San Diego
WKRQ/Cincinnati KINK/Portland KHTY/Santa Barbara
WZIM/Cleveland WXRT/Chicagoe

KRCC/Colorado Springs _2

www.americanradiohistorv.com
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R&R ¢ |SSUE NUMBER 1204

Edwards To Helm
Format Debut As
PD Of KOYT/SF

Mike Edwards has relocated to
San Francisco as PD of Bonneville’s
KOYT-FM. He
formerly was in-
terim PD at
H WLCE/Buffalo.
1 “Mike comes

highly recom-
mended,” GM Al-
lan Hotlen told
R&R. ““And hav-
ing spent some
time with him re-
cently, I find he
surpasses what

Edwards

I've been told with his enthusiasm |

and self-motivation.”

Edwards told R&R, “I'm thrilled
to be joining the Bonneville team in
San Francisco. It’s a great company
with tradition, stability, and a long-
term vision, and I’m very happy to
be a part of it. I’'m most apprecia-
tive of the confidence that GM Al-
lan Hotlen has placed in me to build

EDWARDS/See Page 11

.

Vitanovec Rises
At Tribune To VP,
Dir./Operations

Tribune Broadcasting has tapped
John Vitanovec as VP, Director/
Operations, effective July 21. In his
new post, the 13-year Tribune vet
will oversee creative services and
engineering for all of the company’s
broadcast properties, including its
four radio stations: WGN-AM/Chi-
cago and KEZW-AM, KKHK-FM
& KOSI-FM/Denver. Wayne
Vriesman continues as Tribune’s
VP/Radio.

“John’s experience as Station
Manager for WGN-TV/Chicago and

his most recent post as GM of

VITANOVEC/See Page 28

For The Record

There is a correction regarding a
recent R&R article entitled, “A
Method To His Madness, Randy
Michaels Reveals His Deepest Se-
crets!” (R&R 6/20):

R&R has been informed by The
Research Group that they did not
perform any services for WYHY/
Nashville in the 1980s, as de-
scribed by Michaels. Furthermore,
it appears The Research Group did
begin a relationship with WYHY
(now WRVW) in 1993. Since that
time, the station raised its persons
25-54 share from 2.7 1o 7.8 in the
March-April-May '97 Arbitrends
report.

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

Donaldson Honored

After delivering their keynote address and distributing awards to winning
affiliates at the ABC Radio Networks’ 1997 Affiliate Conference in Orlan-
do last week, ABC News Anchor Sam Donaldson (c) accepts a presenta-
tion from ABC Radio Networks Sr. VP/Programming Robert Hall (I) and
VP/News Bernard Gershon.

Groups Form ‘Milwaukee Radio Alliance’
@ All-Pro, Shamrock heads will lead new venture

All-Pro Broadcasting and
Shamrock Communications have
united in a limited liability corpo-
ration to oversee the operations of
three Milwaukee stations: All-Pro
Urban AC-Alternative combo
WMCS-AM & WLUM-FM and
Shamrock NAC/Smooth Jazz
WJZI-FM.

“The Milwaukee Radio Alliance
is unique in that our stations will
continue to compete for audience
share in the market,” said All-Pro
President Willie Davis, who will
also serve as Chairman and a di-
rector of the Milwaukee Radio Al-
liance. ““We’ll be competitors and
partners at the same time.

“We’ll be able to offer a more in-

triguing product selection — in
terms of reaching a diverse audi-
ence — to the advertising commu-
nity. An advertiser will be able to
buy time on one, two, or all three
Milwaukee RadioAlliance stations,
each of which serves a different
segment of the audience.”

According to Shamrock President
William Lynett, who will be Presi-
dent/CEO and a director of the Al-
liance: *The recent concentration of
stations in the market would have
made it difficult for each of us to
compete on our own. [Now| ween
joy the best of both worlds. We have
some of the advantages of a broad-
cast group. but we remain indepen-
dent operators.”

'XYV/Baltimore Now ‘Today’s Hit Music’

CHR got another big boost from a
major broadcast group as CBS Ra-
dio flipped Urban WXYV (V103)/
Baltimore to CHR “Today’s Hit
Music™ last Friday (6/27) at noon.

“We did our homework, we know
there is a huge hole for a hit radio
station, and we decided to fill it.” PD
Dave Ferguson told R&R. “Itis sim-
ilar musically to WWZZ/Washing-
ton. The target will be 15-34 non-
ethnic females, and we are sure that
many others will also come along
for the ride.”

Commenting on the lack of CHR
in Baltimore, Ferguson stated,
“CHR just disappeared from the
Baltimore/Washington region when
stations like WPGC and WERQ
were running about half urban and

HOW TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA

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

310-788-1675 310-553-4056

310-553-4330  310-203-8450

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

hmowry @rronline.com
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half pop. They effectively filled the
CHR hole for a while, but they’ve
had to streamline the music more
urban — which meant all the CHR
listeners had nothing else to listen
to but AC”

Ferguson cited today’s CHR mu-
sic as being “a lot more fun, upbeat,
and happy.” A recent hour on the new
WXYV included En Vogue, Real
McCoy, Jewel, CeCe Peniston, Liv-
in’ Joy, AZ Yet, Spice Girls, White
Town, Bizarre Inc., Freak Nasty,
Alanis Morissette, Toni Braxton, Le
Click, and Marky Mark.

The station will remain jockless for
about four to six weeks while the
station assembles a new staff. ’XYV

WXYV/See Page 28
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Alternative 82
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Arc Of A (Stage) Diver?

Nope, no stage diving or mosh pits here, but Steve Winwood did certainly

manage to sell out Los Angeles’ Roxy Theatre June 9-11, debuting his
new album “Junction Seven.” Rolling with it are (I-f) Virgin Sr. VP/Promo-
tion Michael Plen, Virgin President/CEO Phil Quartararo, Winwood, VMG
Worldwide Exec. VP Nancy Berry, Virgin Exec. VP/A&R Kaz Utsunomiya,

and manager Ron Weisner.

Makes Me Happy, Makes Me Feel Fine

Guess who's getting “lei'ed” in this picture? Why, it's none other than
KROQ/Los Angeles’s Kevin Weatherly (1) and legendary croonster Don
Ho! How about a li’ “Tiny Bubbles” with your Weenie Roast?

BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

SR = A

OPPORTUNITIES/MARKETPLACE: 310-788-1621

310-553-4330
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Viacom Strikes Deal With
Rainbow; FCC Approves Transfer

By JEIFREY YORKE
R&R WAsHINGTON BurEAu CHigr

Bill Figenshu took a short vacation between employers
this week: he was off from midnight to 6am Wednesday.

“I'm going to take darkness off!”
howled the Viacom Radio Division
President from his New York City of-
fice. This was just hours before Ever-
green Media was set to close on its
deal with Chancellor Media Corp. to
buy all 10 of Viacom’s radio proper-
ties for a staggering $1.075 billion. As
the minutes ticked away, Figenshu
cried, ““Last chance for lawsuits! Last
chance for lawsuits.”

Just last week the deal received fi-
nal FCC approval after Viacom
reached an agreement with the Rain-
bow Coalition to spend $2 million on
minority participation in broadcasting,
The deal had been stalled since May
when Rainbow petitioned the Com-
mission, arguing that Viacom had not
made good on promises to try to sell
two of its four DC stations to a minor-
ity buyer.

In the end, Viacom will contribute
$400,000 for three university-based
independent research studies on mi-
nority ownership; $600,000 to fund a
public education effort on minority en-
trepreneurship;$880,000 toward a na-
tional campaign to promote media
diversity; $80,000 toward scholarships
for the African-American Media In-
cubator, a Washington non-profit; and
$40.000 to reimburse Rainbow for its
expenses.

VIACOM/See Page 28

Revamped Reg Fee Structure Called ‘Victory’ By NAB

NAB Spokesperson Dennis Whar-

There’s a whole new way of determining regulatory fees
for radio stations now. That means powerful stations and sta-
tions in large markets will pay more than before, while smaller
stations and stations in smaller markets pay less.

The FCC’s new plan, announced
last Thursday, bases station regulato-
ry fees on the population within a sta-
tion’s coverage area, as well as sta-
tion class. The old system looked only
at class.

The NAB had been lobbying for the
new structure, in which stations will
now pay between $200 and $2000.
rather than last year's $280 to $1250.

The new system’s methodology also
makes it possible for AM and FM sta-
tions to be combined into a single “'ra-
dio” category.

The FCC calls the new plan “an
improvement.” In general. Congress
is making the FCC collect about
$152.5 million in regulatory fees for
fiscal year 1997. That's almost 21%
more than last year,

ton said. “In general. the FCC adopt-
ed the suggestions that we made, and
we consider that a victory for the NAB
and our members.”

The fees must be received after
September 15 but before September
19 10 avoid a 25% late penalty. And,
as always, non-commercial stations do
not pay regulatory fees. A listing of
what each U.S. radio station must pay
in fees for fiscal year 1997 is avail-
able at http://www.fce.gov or by call-
ing (888) 225-5322.

The NAB is going to tell the FCC it should dump its broad-
cast-newspaper ownership restrictions, not just ease up on waiv-

er policies.

That was decided by a vote of the
NAB’s joint Radio-Television board
at its annual meeting last week. But
getting a full repeal. many industry on-
lookers say. is not going to be the eas-
iest of battles.

The FCC currently is only consid-
ering whether 1o loosen its waiver

policy further than required by the
1996 Telecommunications Act. The
Act extends waivers to the top 50
markets. provided there are more than
30 independent voices in the market.

Broadcasters. newspaper publish-
ers, politicians. and at least one Wash-
ington think tank support a repeal of

the rule. The Media Institute. in a re-
cently published book, argued that the
ban would likely not withstand con-
stitutional scrutiny today. The NAB
did not have a firm date when it will
file comments.

In late April. Senate Commerce
Committee Chairman John McCain
(R-AZ) introduced a bill that would
eliminate “any provisions limiting the
granting or renewal of an AM. FM. or

NAB/See Page 28

Senate Nixes Alcohol Advertising Provision

Sen. Robert Byrd (D-WV) lastThursday (6/26) proposed an 11th-hour
amendment to the Senate’s impending Tax Fairness Bill that sent the
NAB and alcohol industry into a tizzy. The amendment, which would have
eliminated deductibility of alcohol advertising costs, was handily defeated
by a 86-12 vote — to the NAB's delight. Had the amendment passed, the
alcohol industry would have lost the ability to write off radio and TV spots
as a legitimate business expense. It was expected to have raised $2.9
billion over a five-year period. The amendment did not call for any elimina-
tion of radio or TV booze commercials.

Paxson and Karmazin: Focusing On TV

Having sold its radio holdings to Clear Channel for $693 million, Pax-
son Communications will use that money to buy another five to 10
TV stations by the end of this year, and another five to 10 in *98, said VP/
Corporate Development Seth Grossman. The company'’s plan: reach 63%
of U.S. households with its TV properties this year and 70% by the end of
next year,

CBS Radio Chairman Mel Karmazin, speaking before a securities
conference last week, had similar ideas. Karmazin said he expects the
radio group to generate a “tremendous amount of free cash flow” the bulk
of which will be used to purchase more TV stations. Last month Karmazin
took over control of the CBSTV station group. During his speech he praised
the “tremendous potential” of both the radio and TV groups and said re-
cent progress had been extraordinary.

Chancellor Broadcasting Declares Dividend

hancellor Broadcasting Co. said Tuesday it will pay a dividend of

$0.90377 per share on its 7% convertible preferred stock to share-
holders of record as of today. Payment will be made July 15. Chancellor
subsidiary Chancellor Radio Broadcasting said it will pay a dividend of
$5.88194 per share on its 12% exchangeable preferred stock. That divi-
dend will be payable in additional stock.

SFX Changes Dividend Offer

FX Broadcasting's semiannual dividend is still being paid in cash,
but payment will be $6.067 per share, not $6.3125 per share as SFX
had said earlier. The payment date remains July 15.

Also this week, SFX closed its $37.5 million acquisition of ABS Com-
munications. The deal, for Richmond FMsWBZU, WKHK, WLEE & WVGO,
was made in August 1996. SFX already has WMXB-FM there. The clos-
ing not only marks ABS President Kenneth Brown’s exit from radio entry
into the music industry, but also ends local ownership in the Richmond
market.

Moody’s Alters Citadel Ratings

M oody’s Investor Services gave Citadel Broadcasting's proposed
issue of $100 million of senior subordinated notes a B3 rating, a
CAA rating to its proposed $100 million of exchangeable redeemable pre-
ferred stock, and a Ba3 to Citadel's $150 million secured credit facility.
Moody's said the outlook for the three ratings is positive.

Continued on Page 28

ROCK ALTERNATIVE®

defining the future of adult alternative

He's done it before!

Let Doug Clifton (KBCO, KXPK) help you
achieve success with this format in your market!

Call Jones Radio Network.

®

JONES RADIO NETWORK™

Michael Henderson, Director of Affiliate Sales 303¢784¢8700

www.americanradiohistorv.com
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THE RESEARCH GROUP

Bells and whistles don’t win tough battles. Strategy does. And The Research Group is

the proven leader in helping stations build strategies to win. That's why major groups
like CBS, Chancellor Media, American Radio Systems, ABC Radio, Capstar, Cox, SFX,
and Bonneville choose The Research Group. Strategy provides the blueprint to win. So
if you're serious about winning, use the one company - the proven leader — that helps
more stations win than all the others. The Research Group.

To learn more about what we

can do to help your station, The Resear Ch Grou p

call Larry Campbell, Chairman,

at (206) 443-3888. The Acknowledged Leader In Strategy For Radlio

2601 Fourth Ave, Suite 250 - Seattle, WA 98121 - (206) 443-3888
www.theresearchgroup.com
Seattle * Berlin * London
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DEAL OF THE WEEK 1997 DEALS TO DATE
Dollars to Date: $6,062,544,054
(Last Year: $9,931,342,270)

A . i jon: ,667,

° ggy_; fn%% ”'qps FM/Dallas This Week's Action . ﬂgﬁgﬂﬂg
' Stations Traded This Year: 1124
(Last Year: 1305)
Stations Traded This Week: k7|
(Last Year: 97)

After 20 Years, Bonneville Bids Adieu To Big D

(1 Sells KDGE & KZPS/Dallas to Chancellor in $83.5 million deal

KDGE-FM & KZPS-FMW/

Dallas
PRICE: $83.5 million

TERMS: Asset sale for cash
BUYER: Chancellor Media Corp.,
headed by Chairman/CEQ Scott
Ginsburg. It owns KSKY-AM & KHKS-
FM/Dallas. Phone: (214) 239-6220
SELLER: Bonneville International
Corp., headed by President Bruce
Reese. Phone: (801) 575-7500
FREQUENCY: 94.5 MHz; 92.5 MHz
POWER: 100kw at 1896 feet; 96kw
at 1591 feet

FORMAT: Alternative; Classic Rock
BROKER: Paul Leonard of Star
Media Gro

WCRQ-FM/Arab

(Huntsville)

PRICE: $492,000

TERMS: Asset sale for cash
BUYER: Fun Media Group Inc.,
headed by President Susan McKen-
ney. Phone: (314) 481-1327
SELLER: Williams Broadcasting
Corp., headed by President Charles
Williams. Phone: (205) 586-9300
FREQUENCY: 92.7 MHz

POWER: 700 watts at 671 feet
FORMAT: Oldies

BROKER: The Thorburn Co.

KIKO-AM/Miami & KIKO-
FM/Claypool

PRICE: No cash consideration

TERMS: Donation of station and assets
BUYER: Shoecraft Broadcasting
Inc., headed by co-Directors Willard
and Ruth Shoecraft. Phone: (520)
425-3545

SELLER: Claypool Broadcasting
Co. (520) 425-4471

KIEZ-AM/Carmel Valley

(Monterey-Salinas)

PRICE: $250,000

TERMS: Asset sale for promissory note
BUYER: KIEZ Radio L.L.C., head-
ed by President Robert Jones.
Phone: (209) 584-5242

SELLER: Central Coast Communi-
cations Inc., headed by President
Jaime Bonilla Valdez. Phone: (619)
425-2132

FEQUENCY: 540 kHz

POWER: 10kw day/500 watts night
FORMAT: This station is dark.

KMXN-AM/Santa Rosa

PRICE: $100,000

TERMS: Asset sale for cash
BUYER: Citicasters Inc., wholly
owned by Jacor Communicatons.
Phone: (606) 655-2267

SELLER: First Down Promotions
Inc., headed by President John
Paye. Phone: (415) 326-7797
FREQUENCY: 1150 kHz

POWER: 5kw

FORMAT: Regional Mexican

KGZO-FM/Shafter

PRICE: $240,000
TERMS: Asset sale for $160,000
promissory note

BUYER: The Association for Com-
munity Education Inc., headed by
President Phil Guthrie. Phone: (805)
482-4797

SELLER: High Adventure Minis-
tries Inc., headed by President
George Otis. Phone: (805) 520-9460

(

WLAT-AM/Hartford

PRICE: $550,000

TERMS: Asset sale for cash
BUYER: Mega Broadcasting Corp.,
headed by President Alfredo Alon-
s0. It owns WNEZ-AM/Hartford.
SELLER: Latino Broadcasting Corp.,
headed by President Jeffrey Dressler
FREQUENCY: 1230 kHz

POWER: 1kw

FORMAT: Tropical

WSTU-AM/Stuart

(Ft. Pierce)

PRICE: $600,000

TERMS: Asset sale for cash
BUYER: Resort Radio Systems
Inc., headed by President Barry
Marsh. Phone: (561) 220-5999
SELLER: MMM Broadcasting Inc.,
headed by President Susan Gold-
smith. Phone: (561) 997-0074
FREQUENCY: 1450 kHz

POWER: 1kw

FORMAT: Oldies

WKKN-FM/Cordele

PRICE: $173,000
TERMS: Asset sale for cash

*® WSTU-AM/Stuart (Ft. Pierce),

* KQAM-AM/Wichita $250,000

g * WFKY-AM & WKYW-FM/Frankfort, KY $675,000
® WABI-AM & WWBX-FM/Bangor, ME $950,000 (est.)
: ® WJZB (FM CP)Houston, MS No cash consideration
* WWKZ-FM/Tupelo, MS $6.5 million
® KCAP-AM & KZMT-FM/Helena, MT $1 million
* WMYF-AM, WZNN-AM, WERZ2-FM

& WSRI-FM/Portsmouth-Dover, NH $6 million
® WHPY-AM/Clayton, NC No cash consideration
® WSW2Z-FM/Lancaster (Columbus), OH $1.2 million
® KDUN-AM/Reedsport, OR $30,000
* WACJ (FM CP)YBowman, SC $55,100
* KAUQ (FM CPYOmak, WA $47,605
* WZTR-FM/Milwaukee $14.5 million

R ——

TRANSACTIONS AT A GLANCE

® WCRQ-FM/Arab (Huntsville), AL $492,000

® KIKO-AM/Miami & KIKO-FM/Claypool, AZ No cash consideration
® KIEZ-AM/Carmel Valley (Monterey-Salinas), CA $250,000

® KMXN-AM/Santa Rosa $100,000

® KGZO-FM/Shafter, CA $240,000

¢ WLAT-AM/Hartford, CT $550,000

*® WKKN-FM/Cordele, GA $173,000

® WPZZ-FM/Franklin (Indianapolis), IN $1.5 million
® WJSH-AM/Terre Haute, IN $55,111

® KXIC-AM & KKRQ-FM/lowa City, IA $8 million

FL $600,000

SR

BUYER: Metro Com Corp., headed
by PresidentJames Popwell. Phone:
(912) 783-1109

SELLER: Radio Cordele Inc., head-
ed by President John Brooks.
Phone: (317) 925-4110

WPZZ-FM/Franklin
(Indianapolis)
PRICE: $1.5 million
TERMS: Asset sale for cash
BUYER: Al-Grim Broadcasting
Inc., headed by President Joe New-
man. Phone: (317) 844-7502
SELLER: FM 96 Corp., headed by
President L.E. Willis. Phone: (757)
622-4600

FREQUENCY: 95.9 MHz

POWER: 3kw at 300 feet

FORMAT: Gospel

WJSH-AM/Terre Haute

PRICE: $56,111

TERMS: Asset sale for cash
BUYER: Crossroads Communica-
tions L L C., headed by PresidentMicha-
el Peterson. Phone: (812) 234-9770
SELLER: Argo Broadcasting Inc.,
headed by President Ronald Mott.
Phone: (812) 234-6351

FREQUENCY: 1300 kHz
POWER: 500 watts day/75 watts night
FORMAT: Nostalgia

KXIC-AM & KKRQ-FM/

lowa City

PRICE: $8 million
TERMS: Asset sale for cash
BUYER: Jacor Communications,

headed by President Randy
Michaels. Phone: (606) 655-6525
SELLER: lowa City Broadcasting
Inc., headed by President Tom Ing-
stad. Phone: (612) 827-5794
FREQUENCY: 800 kHz; 100.7 MHz
POWER: 1kw day/200 watts night;
100kw at 1350 feet

FORMAT: News/Talk; Classic Rock

KQAM-AM/Wichita
PRICE: $250,000
TERMS: Asset sale for cash
BUYER: Agape Communications
Inc., headed by President Don Clif-
ford. It owns KSGL-AM/Wichita, KS.
Phone: (316) 942-3231
SELLER:Triathlon Broadcasting of

Continued on Page 8

Reef Industries, Inc. P.O. Box 750245
Houston, TX 77275-0245
713/507-4200 713/507-4295 FAX
©1997 Reef Industries, Inc.

STRETCH YOUR ADVERTISING DOLLARS

Today's level of fierce competition demands that you prominently dis-
play your name every chance YOl get (location broadcasts, concerts,
station sponsored autograph sessions, etc.). With theft, vandalism
and loss, it becomes a costly proposition to continuously replace
expensive signs and banners. RoII'-A-5ignT” offers a better way.

With Roli-A-Sign banners you get up to four vibrant colors printed on
durable, high quality 4 or & mil plastic film to display your logo and
message brilliantly for an economical price. Now you can afford to dis-
play a bright new sign at every public event. They even make great cost-
effective promotional give-aways. Just roll off what you need and cut.

* Durable banners at an affordabie price.

* UV stabilized plastic won't fade indoors or outdoors.

* Simply FAX your logo“and color separation information for a price
quotation today.  «

PLASTIC
BANNERS

Call today
800/231-2417

www.americanradiohistorv.com
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CONGRATULATIONS!
m.

Rates skyrocket, billings double,
and your profits triple!!!

( The Steve and D.C. Morning Show has

dominated in their target demo on every

station on which they air. January 27th,

Emmis Broadcasting moved Steve and D.C.

From CHR WKBQ to Country WKKX St Louis,

(one third through the Winter Arbitron). ‘
Steve and D.C. took WKKX From N211 to N22 in

18-49 persons, almost tied For N21 (8.1 to 8.4) Steve and DC

Morning Show

you can pour money and sweat into your current morning show, pay through the
nose For somebody else's Failed morning show, put a morning show together from
scratch and hope For some ratings improvement...

OR you can put The Steve and D.C. Morning Show on your station.
This show is totally listener addictive - check out their incredible TSL!

Steve and D.C. gives you a proven eight person
team with the highest probability of top ratings
in your second book with top guests like

Rosie 0'Donnell, Garth Brooks, Jay Leno, and
Ellen DeGeneres...even Axl Rose's grandmother!

Our guarantee? You have the option to cancel
at the end of your First year if for any reason
you are unhappy...no strings attached.

Take the First step to lock up Steve and D.C.
in your market. Call Superadic today!

Call Superadio @ 1.508.480.9000

wWww . americanradiohistorv.com
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RADIO BUSINESS

TRANSACTIONS

Continued from Page 6

Wichita Inc., headed by President
Norman Feuer. Phone: (619) 239-
4242

FREQUENCY: 1410 kHz

POWER: 5kw day/1kw night
FORMAT: News/Talk

Frankfort

PRICE: $675,000

TERMS: Asset sale for cash

BUYER: Purchase Broadcasting Inc.,
headed by President F. Lee Hagan. It
owns WCND-AM & WTHQ-FM/Shel-
byville, KY and WKED-AM & FM/Frank-
fort, KY. Phone: (502) 875-1130
SELLER: Radio Enterprises of Ken-
tucky Inc.

BROKER: Ed Henson of Henson
Media

WABI-AM & WWBX-FM/
Bangor

PRICE: $950,000 (estimated)
TERMS: Asset sale for cash

BUYER: Gopher Hill Communica-
tions Inc., headed by President
Charles Hutchings

SELLER: Bangor Radio Corp., head-
ed by President Peter Orne
FREQUENCY: 910 kHz; 97.1 MHz
POWER: 5kw; Skw at 1230 feet
FORMAT: Nostalgia; Alternative
BROKER: Dave Kimel of New En-
gland Media

55 wo\vw

WJZB (FM CP)Houston
PRICE: No cash consideration
TERMS: Transfer of license; settiement
to resolve mutually exclusive applica-
tions for 11 assignments of licenses
BUYER: American Family Associa-
tion Inc., headed by President Donald
Wildmon. Phone: (601) 844-5036
SELLER: Southern Cultural Founda-
tion, headed by trustee Richard Dab-
ney. Phone: (205) 544-1473

WWKZ-FM/Tupelo

PRICE: $6.5 million (estimated)
TERMS: Not available

BUYER: Barnstable Broadcasting
Inc., headed by President/COO David
Gingold. It ownsWGKX-FM & WSRR-
FM/Memphis. Phone: (617) 527-0062
SELLER: Houston Pearce
FREQUENCY: 103.5 MHz

Now adult contemporary music
has taken on a new energy...

and, in turn, a new life!

| Phone: (603) 772-4757

POWER: 100kw at 1004 feet
FORMAT: CHR

BROKER: Gary Stevens & Co.
COMMENT: This station is under a con-
struction permit to move the station’s
facilities to Memphis, TN.

e |

KCAP-AM & KZMT-FM/
Helena

PRICE: $1 milliori

TERMS: Asset sale for cash

BUYER: STARadio Corp. It owns
KHKR-FM/Helena.

SELLER: One-On-One Sports Inc.,
headed by Chris Brennan
FREQUENCY: 1340 kHz; 101.1 MHz
POWER: 1kw; 95kw at 1900 feet
FORMAT: News/Talk; Classic Rock
BROKER: Greg Merrill of Media Ser-
vices Group

COMMENT: These stations were orig-
inally sold to American Cities Broad-
casting. American Cities sold its pur-
chase option to STARadio.

f.'"

WERZ-FM & WSRI-FM/

Portsmouth-Dover

PRICE: $6 million

TERMS: Asset sale for cash

BUYER: American Radio Systems
Corp., headed by President Steve
Dodge. Phone: (617) 375-7500
SELLER: Precision Media Corp.,
headed by President Donald Law Jr.

FREQUENCY: 1540 kHz; 930 kHz;
107.1 MHz; 96.7 MHz

POWER: 5kw; Skw; 5.2kw at 356 feet:
3kw at 328 feet

FORMAT: Nostalgia; Nostalgia; CHR,;
Alternative

e

iR
|

%

WHPY-AM/Clayton
PRICE: No cash consideration
TERMS: Donation of stations and as-
sets

BUYER: Fellowship Baptist Church
Inc., headed by Dr. Charles Ennis.
Phone: (919) 553-6774

SELLER: Grace Missionary Baptist
Church, headed by Pastor Clyde Eb-
onn. Phone: (919) 223-4600

WSWZ-FM/Lancaster

(Columbus)
PRICE: $1.2 milion

&

TERMS: Stock sale for $1 million cash
and a promisory note at 8.5% interest
BUYER: Janice and George Scant-
land are acquiring Skyway Broadcast- |
ing Co. Phone: (614) 687-4949
SELLER: John Garber, Richard
Schorr, and Carl Heister. Phone: (614)
687-4949

FREQUENCY: 103.5 MHz

POWER: 5.43kw at 328 feet

FORMAT: Oldies

KDUN-AM/Reedsport
PRICE: $30,000

TERMS: Asset sale for cash
BUYER: Shae Partners L.L.C., head-
ed by President Robert Ratter. Phone:
(541) 367-8107 :
SELLER: KDUN Radio Inc., headed
by President Eleanor Irons. Phone:
(541) 271-3674

s

WCAJ (FM CPYBowman
PRICE: $55,100

TERMS: Asset sale for cash
BUYER: Boswell Broadcasting
L.L.C., headed by members Donald
Alt and Kerby Confer. Phone: (803)
536-1710

SELLER: Radio Bowman Inc.

KAUQ (FM CPYOmak

| PRICE: $47.605

TERMS: Asset sale for cash
BUYER: North Cascades Broad-
casting Inc., headed by President
John Andrist. It owns KOMW-AM
& FM/Omak, WA. Phone: (509) 826-
0100
SELLER: John Andrist. Phone: (509)
826-6010
"‘W@»”:
‘ 3 j:_‘w m’ o ™ ?
WZTR-FMMilwauk
PRICE: $14.5 million
TERMS: Asset sale for cash
BUYER: Clear Channel Radio Inc., |
headed by President Lowry Mays. it
owns WOKY-AM, WKKV-FM & WMIL-
FM/Milwaukee. Phone: (210) 822-2828
SELLER: Shockley Communica-
tions Corp., headed by Terry and
Sandy Shockley
FREQUENCY: 95.7 MHz
POWER: 34kw at 610 feet
FORMAT: Oldies
BROKER: Kalil & Co. I

to assist,” the report reads.

FCC Inspector VG.e'nheral Gwites.
Discrepancies, Complaints

E ven the most well-meaning government agency needs
its own watchdog. Thatis the role of the FCC'’s Inspec-
tor General, which this week released its semiannual run-
down of Commission activity. And although the latest report
card by the I1G was fairly typical, it did note a few problems.

As of the end of the report period (October 1, 1996 to March 31, 1997)
four cases are still open. One, which has since been referred to the FBI,
“involves possibly illegal attempts to manipulate Commission decisions”
However, “[The] FB! is actively investigating while this office stands ready

Three of those pending cases, the IG said, involve FCC employees:
one employee is suspected of misusing government property, and two
others are alleging their FCC supervisors did not follow agency proce-
dures in promotion and performance review.

The report also referred to another problem involving discrepancies on
certain subcontractor time cards. The subcontractor, working at the FCC's
auction office, later paid the FCC aimost $200,000 for false labor charges,
and was removed from the contract. The president of that unnamed com-
pany is also being investigated by the FBI.

The iG closed 12 cases involving public complaints about a range of is-
sues, from “failing to enforce Emergency Broadcast System rules to the im-
proper cancellation of licenses and failure to enforce the obscenity standards”

Maior“Grnups Keep Making Deals

In the months following the passage of the Telecommuni-
cations Act, bankers, investors, and radio folks all asked when
the boon will end. Well, it hasn’t. Deals continue to be cut and
prices continue to climb in every market.

For instance. last week (6/25) Ev-
ergreen Media agreed to shell out
$83.5 million for two Bonneville In-
ternational Corp. outlets in Dallas:
Alternative KDGE-FM and Classic
Rocker KZPS-FM.

Then on Monday (6/30), the ever-
expanding Jacor Communications
snapped up an lowa City duo for $8
million. Wasting no time, Jacor en-
tered an LMA with businessman
Thomas E. Ingstad and Iowa City
Broadcasting’s KXIC-AM & KKRQ-
FM the following day.

In lowa, Jacor already owns WMT-
AM & FM/Cedar Rapids and Des
Moines’s KLYF-FM and WHO-AM,
perhaps best-known for giving base-
ball announcer Ronald Reagan his
show business start more than a half-
century ago. The addition of Towa
City marks Jacor’s 33 broadcast mar-

ket and raises the company’s radio sta-
tion total to 153. This propels the
Covington, KY-based group to the
number three spot in the nation when
measured by total revenues.

Gaining new markets and looking
for new ways to cover the market ap-
pears to be part of Jacor’s overall
growth plan. Also on Monday, the
group acquired KMXN/Santa Rosa,
CA from First Down Promotions for
$100,000. It is the third 1150kHz
signal for all Sports KIIS-AM/L.A.
The company had previously pur-
chased KBAI/San Luis Obispo, CA
in an attempt to increase the night-
time coverage of “XTRA Sports
1150.” By buying both stations, Ja-
cor is poised to send the KIIS-AM
signal from San Diego to the Ore-
gon border.

DEALS/See Page 28

Radio One’s CHOICE/AC plays the top selling artists of today_plus the biggest hits of the 80 and 90s.

It’s today’s AC... with a new modern flavor....the real music.of “choice” for professional adults.

And with Radio One’s unique TRUE LOCALIZATION techniques, your
station can sound seamlessly live and local 24 hours a day. To find out more
about a state-of-the-art combination you can bet on... call us today!

www americanradiohistorv com

'RADIO- ONE

NET W OR K S
800.746.2141
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Free Promotion!
GREAT COMMUNITY EVENT!!

MADD and Chrysler have teamed Thislﬂ;::e _m':‘mﬂﬁﬂn iskm:w
H TH i ese marxkets.
up to promote responsible driving avalianie In
= == Albuquerque Madison, Wi
alld YDIII‘ Staﬂﬂn Cm lllll them! Anderson, IN Milwaukee
L . Baltimore Minneapolis, MN
The Chrysler Drunk Driving Simulator Boston New York
’ : Cleveland Newark
tour features a 97 Dodge/Plymouth Neon Colorado Springs _ Philadelphia
i = _ Columbus, OH Pittsburgh
with an on bo,ard computer progrgm that bty il 3
delays the car’s steering and braking. The Flint, MI Roanoke, VA
i i Hartford, CT San Luis Obispo
car is programmed SO your {lstengrs can P e henecial NY
feel the effects of drunk driving without Los Angeles Sioux City, IA
Ponsuming aIcohoI Lincoln, NE Waterloo, A

This is the perfect way for your station to
increase its community involvement and
gain positive personality exposure. You can
interview local palice and spokespersons,
announce hotline numbers and give away
station promotion items supporting the event!

®

Pl ey MARKETING
o ShRorion MADD. 310-553-4330

or e-mail hmowry@rronline.com

WWW.americanradiohistorv.com
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Nest
Bombing

If you don’t know what it is,
you're about to become its next victim.

- CRITICAL MASS MEDIA.

Revolutlonary Radlo Research e Nest Marketing ® Mental Weaponry

Upgrade to the revolutionary next generation of Nest Marketing™ weaponry.
John Martin, Abbe Harris, Elizabeth Hamilton, Jennifer Hodlick, Donna Leonard.
(847) 441-9CMM » (847) 441-4FAX » cmm@cmmnet.com

© 1996 Critical Mass Media, Inc.

www americanradiohistorv com
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Murphy Moves To PD |
At WFMR/Milwaukee

|

WFMR/Milwaukee has appoint- |
ed Steven Murphy PD. Murphy
most recently was OM/air talent at
WBOQ/Boston.

“Milwaukee deserves a ‘top shelf’
Classical radio station, and we'’re
very excited about Steven Murphy
and the new ideas he will bring to
WFMR.” said Tom Joerres, Presi-
dent/GM of Saga Communications
subsidiary Lakefront Communica-
tions. “Our first priority is to have a
classical sound by featuring more
pops and film music while continu-
ing.to play the classical favorites our
listeners have enjoyed for years”

In related news, WFMR has re-
turned to live, local programming
between 6am-midnight, it will con-
tinue to use Sony’s SW Networks
overnight.

— e

Edwards | errm

Continued from Page 3
anew radio station for the Bay Area. ‘
“I know a lot of people are wonder-
ing what kind of format we will put
together ... hey, 1 just got here. There
are so many options to look at, and
we will look at them all; we'd like to

debut it by the end of this summer.”
Edwards served as OM at WARM- |

AM, WBHT-FM & WMGS-FM/
Wilkes Barre between 1993-97. He ‘

also programmed Buffalo CHR pow-
erhouse WKSE between 1989-93.

Raising Money For ‘Just Another Day’

i g

WASH/Washington brought Jon Secada to town to perform at the Alexan-
dria Red Cross Festival June 14, held at Ornoco Bay Park. An estimated
$80,000 was raised to support the Red Cross and its community out- l
reach programs. All smiles are (I-r) WASH morning show teamsters Steve
“Stuntman” Tulo, Bill Worthington and Kim Burton, Secada, WASH MD/
afternoon host Randi Martin and middayer Scott Brady. |

Hughes Hops To Froggy 94/Memphis As PD

Bill Hughes has been appointed PD at Country WOGY (Froggy 1
94)/Memphis. He most recently served as Asst. PD/MD at WKTF/
Jackson, MS.

WOGY OM Joel Burke noted, “Bill brings some qualities that will in-
stantly jump Froggy 94 to the next level. He has the energy and passion to
succeed!” ‘

Prior to his three-and-a-half-year stint at WKTF, Hughes programmed l
Country stations in Jonesboro. AR. He begins his new duties at WOGY on '
Monday (7/7).

|
———————————————————————————

Picturing This

Windham Hill recording artist Jim Brickman doesn’t seem to have any problem visualizing his newest success: the
pianist/composer’s two albums, 1995's "By Heart” and this year's ‘Picture This™ both recently were RIAA-certified
Gold. Toasting the double whammy are (I-r) Windham Hill VP/Sales Dave Yeskel, Windham Hill President Steve
Vining, Brickman, manager David Pringle, and Windham Hill VP/Marketing Ron McCarrell. l

NEWSBREAKERS.
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Cohen Climbs To Sr. VP/A&R At Columbia

Columbia Records has elevated Mitchell Cohen to Sr. VP/A&R.
Based in New York, he reports to Sr. VP Will Botwin. Cohen joined
the company in 1993 as VP/A&R, where he signed or =
worked with such artists as Maxwell, Savage Garden, |
and Eleanor McEvoy.

“Pve known and worked with Mitchell for more than
14 years, from when | first came to Arista Records,
and I've watched him develop intc one of the most
well-rounded, creative executives in the business,” |
Columbia President Don lenner said. “He has a great
song sense, and his musical taste and vision are not
limited by any genre barriers.”

Cohen began his career in 1975, freelancing for
music and film publications. He joined Arista in 1977
and held various positions in Editorial Services and
Creative Services until 1986, when he became an A&R rep. He eventual-
ly rose to Arista’'s VP/A&R.

Cohen

Stegall Steps Up To Mercury/Nashville SVP/A&R

ercury/Nashville VP/ASR Keith Stegall has been promoted to Sr.
VP of the department. Stegall will continue his duties of signing new
artists, developing the label's roster, and producing ]
Mercury acts. ; L
“Keith's promotion is so well-deserved,” Mercury/
Nashville President Luke Lewis noted. “He's one of
the hardest-working, most talented men I've ever had
the pleasure of working with, and we're all extremely
proud of the music he’s brought to Mercury” =
Prior to joining Mercury in 1994, Stegall gained a |
reputation as one of Nashville’s most successful inde-
pendent record producers through his work with Aris-
ta/Nashville superstar Alan Jackson. As a solo artist,
Stegall recorded for Capitol, EMI America, and Epic
during the '80s.

Stegall

Masepohl Director/Sales, Taylor GSM At KTRH

ark Masepohl has been elevated from GSM to Director/Sales at all-

News KTRH/Houston. At the same time, the Evergreen station
has named former KZPS/Dallas Sales Manager Bryce Taylor to Mase-
pohl’s former post.

“Mark’s promotion recognizes the exemplary job he has done in the
past three years as GSM, in addition to his involvement in and commit-
ment to all facets of KTRH business operations,” stated VP/GM Laura
Morris. “And Bryce’s experience, philosophy, and style are a perfect fit
with the station and will propel our continued growth”

Masepohl joined KTRH six and a half years ago as NSM. Taylor's pre-
vious experience includes stints as GSM at KTSA-AM & KTFM-FM/San
Antonio and GM at KEYS-AM & KZFM-FM/Corpus Christi, TX.

SUMMER

THE
WEATHER
CHANNEL

'97 RADIO STATION

BLIMP TOUR

APPEARING

I N:

Detroit, Chicago, New York, Boston, Norfolk,
Atlanta, Dallas, Los Angeles, San Francisco
and everywhere between

To get involved call Norm Zeller at

(770) 226-2320

WwWww . americanradiohistorv.com
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® ERIC HELLUM has been promoted
fromV P/Stations to VP/Station Opera-
tions and DOMINICK MILANO has ris-
en from VP/Manager to VP/Stations at
Katz Radio.

® JOHN KOONS has been named GM
for KORN-AM & KQRN-FM/Mitchell,
SD. He joins the station from KKYA/
Yankton, SD, where he was a member
of the sales department.

® MARTIN QUINN has joined United
Stations Radio Networks as GM/Com-
edy Operations. He most recently
served as Manager/Operations for
Shadow Broadcast Service.

In related news, DEBBIE BRAND
has assumed a management position
in the affiliate relations department with
the network. She formerly was Region-
al Director/Affiliate Relations for West-
wood One Radio Networks.

Records

® DAVE CURTIS has been tapped as
VP/Catalog Sales for Sony Music Dis-
tribution’s newly created Catalog De-
velopment department. He previously
served as VP/Divisional Merchandise
Manager for Nobody Beats The Wiz.

® FRIEDHELM DE
| WALL has been

namedVP/Market-
ing of BMG Interna-
tional/Europe. He
formerly was Direc-
tor/Marketing for
Metronome Ger-
many.

de Wall

Industry

® GREG RICCA has been named Ex-

PROS ON
THE LOOSE

Loyd Ford — PD WTDR-FM/

Charlotte (704) 541-7949

Tom Sullivan — Afternoons
WHBC-FM/Canton, OH (330)
628-3053

National Radio

® MEDIALINK WORLDWIDE INC.
has signed an agreement with ABC
Radio Networks allowing the compa-
ny to transmit the text advisories of the
company's radio projects to ABC Ra-
dio affiliates via the ABC Radio News-
wire. This agreement expands an ex-
isting relationship with ABC, under
which Medialink audio projects are de-
livered to newsrooms via ABC satellite
facilities; (800) PRO-INFO.

In related news, ABC Radio Networks
will launch“ConnectedWith Gina Smith,’
a weekly three-hour program featuring
computer news and consumer tips on
October 4; (972) 776-4644.

® NGB RADIO NETWORK has re-
leased a new short-form radio program,
“Sports Memories With Rick Barry." The
daily three-minute vignette features in-
terviews with former athletes hosted by
Basketball Hall Of Famer Barry; (800)
505-5640.

® NOSTALGIA BROADCASTING
CORPORATION has teamed with
KMOX/St. Louis to syndicate its “En-
tertainment And Trivia Program” with
Harry Hamm. The show is tentatively
scheduled to begin July 13 and will air
Sunday nights from 8-11 pm CST;
(314) 621-2345.

® WESTWOOD ONE has teamed with

| HBOto provide live exclusive radio net-

ecutive VP for MTV Networks Interna- |
tional. He will continue his current du- = Ray Mercer

ties as Executive VP for MTV Networks.

work coverage of championship boxing.
Its upcoming schedule is as follows:

® July 12, Lennox Lewis vs. Henry
Akinwande

® July 18, Johnny Tapia vs. Danny
Romnero

Michael Carajal vs. Jake Matlala
® August 16, Andrew Golata vs.

Pernell Whitaker vs. Willy Wise

Call Jones Radio Network. Michael Henderson, Director of Affiliate Sales 3037848700

For more information, call (212) 641- |

| 2052,

 ®SONY’S SW NETWORKS has
released its current celebrity guest
schedule for the SW Satellite service:
® July 7, John Fogerty
® July 10, David Bender
| ® July 11, Ed McMahon
® July 17, Kenny Rogers
| Formore information, call (609) 397-
3809.

|

MARRIAGES

KGRT-AM & FM/Las Cruces,
NM MD John Boyle to Kathleen
McCoy, June 28.

KENZ/Salt Lake City MD Dom
Casual, wife Michelle, June 20.

A O e T P I T e e il el T S N e et S =

| Changes

AC: Cosmo Rice joins the “Break-
fast Club” at WXKC/Erie, PA.

| Adult Alternative: Rachel joins
WIBX/Ft. Myers as moming show
| co-host.

Alternative: WFNX/Boston has a
new Sunday schedule: 6am-2pm,
“Jazz Brunch™ hosted by Jeff Tur-
ton & Mike Adam; 7-8:30pm,
“"FNX Concert Series’”; 8:30-10pm
“Boston Project” local music host-
ed by Chad: and [Opm-midnight,
the syndicated “Loveline,” featur-
ing Adam Carolla and Dr. Drew
Pinsky. Also, Sue O’Connell is
named Exec. Producer/co-host of
gay and lesbian-oriented program
“One In Ten” ... Brynn Capella is
upped toAPD/MD and Greg Pear-
son rises to AMD/Creative Dir. at
XHRM/San Diego ... Bekki Cruise
joins KCCX/Kansas City for part-
time weekends ... WRXQ/Memphis
MD John Michael moves to mid-
| days ... WEDG/Buftalo MD Rich
Wall adds APD stripes ... Changes
at WXEG/Dayton: morning co-host
Sandy Collins exits for Promotion
Dir. and midday duties at sister
| WLQT. Nighttimer Shaun Vincent
joins Todd in momings ... Former
KTOZ/Springfield, MO night jock
Julie Barry is rehired for parttime
weekends ... WDST/Woodstock-
Poughkeepsie, NY OM Jimmy
Buff adds afternoon duties, replac-
ing the exiting Dave Leonard.
' Weckender Dave Doud is upped to

W,

MUSICof YOUR LIFE
y

Bring Wink Martindale, Gary Owens &
Chuck Southcott into your market today!

Houston, Phoenix, Cincinnati, Kansas City, Tampa,
Minneapolis, Hartford, Rochester and Nashville,
Plus 50 other markets and growing fast!

nights ... KMFZ/Columbia, MO
morning talent Murphy exits ...
Jordan Zeh relinquishes his MD
duties at WRXR/Augusta, GA to
concentrate on nights. KXTE-FM
has a new address: 6655 West Sa-
hara, Ste. C-202. Las Vegas, NV
89102. Phone: (702) 257-1075; fax:
(702) 889-7595.

CHR: KPWR/Los Angeles mixer
E-man adds programming coordi-
nator duties ... KUBE/Seattle inter-
im MD Bobby O. is officially
named MD ... Former KSFM/Sac-
ramento moming driver Chris Col-
lins joins KBKS/Seattle for morn-
ings ... WIBT/Jacksonville after-
noon driver Hitman Hayes exits
for nights at KHTS/San Diego ...
WRVQ/Richmond morning show
producer Jason Paige moves to
middays. Parttimer Travis Dylan
assumes his duties ... WWHT/Syr-
acuse parttimer Rick Jordan picks
up Production Dir. duties ... KZZU/
Spokane Production Dir/morning
show producer Dan Roberts exits
... KFFM/Yakima, WA morning
show co-host Misty Dawn adds
Promotion Dir. duties ... KLYV/
Dubuque, IA nighttimer Johnny J
picks up MD duties.

Classic Rock: Kristen Lessard
joins. WWRX/Providence for
nights from KMGL/Oklahoma
City.

Country: KYCY/San Francisco
afternoon driver JD moves to morn-

Continued on Page 28

NATIONAL
RADIO
FORMATS &

ABC RADIO NETWORKS
Robert Hall » (214) 991-9200
Touch — Monica Logan

BRAND NEW HEAVIES Sometimes

TONI BRAXTON | Love Me Some Him
REFUGEE CAMP ALL-STARS The Sweetest Thing

Steve Knoll » (800) 231-2818

CHR/Rock

LIVE Turn My Head

PAUL RDDGERS Soul Of Love
.38 SPECIAL Fade To Blue

Mainstream AC

SARAH MCLACHLAN Building A Mystery
SAVAGE GARDEN To The Moon And Back
Lite AC

LINDA EDER Something To Believe in
uc

HEAVY D Keep It Comin’

TASHA HOLIDAY So Real, So Right
LIL" KIM Not Tonight

BROADCAST PROGRAMMING
Walter Powers * (800) 426-9082
CHR — J.J. Cook

HANSON Where's The Love
SPICE GIALS 2 Become 1

Hot AC — J.J. Cook

10,000 MANIACS More Than This
Digital Soft AC — Mike Bettelli
LEANN RIMES How Do | Live

Digital AC Mix — Mike Bettelli
LEANN RIMES How Do | Live

Alternative — Leslie Cohan
LIVE Turn My Head

JONES RADIO NETWORK
Phil Barry » (303) 784-8700
Aduit Hit Radio — JJ McKay
ROBYN Do You Know (What It Takes)

Rock Alternative — Doug Clifton
ARTIFICIAL JOY CLUB Sick & Beautiful
COWBOY MOUTH Jenny Says
HUFFAMOOSE Wait

MONACO What Do You Want From Me?

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

Bright AC — Bill Michaels
OMC How Bizarre
SAVAGE GARDEN To The Moon And Back

®

JONES RADIO NETWORK™

WwWWwW.americanradiohistorv.com
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The Only
24 Hour
All News Format
Designed
For Radio!

Customize
to fit
your
format!

Call

18008214747

for information on how
AP All News Radio
can work for youw!

AP All News Radio

" The Associated Press
1825 K Street, N.W. « Washington, D.C. 20006-1253 = EMail-apbroadcast @ap.erg
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MANAGEMENT

The Kids Are Alright

Continued from Page 1

work exclusively on this project.

* The lack of research: The major
ratings services have passed on kids’
measurement due to anemic demand
on both the advertiser and station
sides. Even when that issue is re-
solved, a methodology to accurate-
ly measure kids® listening will be
critical.

* The legal headaches: ABC fac-
es a lawsuit filed by Children’s
Broadcasting Corp. — operator of
Radio AAHS and a company that
ABC had a business relationship
with until it was abruptly terminat-
ed last year — over a variety of is-
sues, including alleged breach of
contract.

On the upside, the revenue poten-
tial is attractive. About $1.5 billion
of advertising is targeted at kids. TV
commands about 80% of those dol-
lars, with print media getting the bal-
ance. Compare that to radio’s 7%
share of the $144 billion total adver-
tising pie. CBC Chairman/CEO
Christopher Dahl says kids’ radio
should be able to snare about $150
million in revenues.

Music Mix

Both Dahl and Kantor agree chil-
dren will listen to the radio if offered
the right mix of programming. Both
services use high-energy, tightly for-
matted elements, combined with a
contemporary music mix to attract
school-age kids. Although Radio
Disney’s broad target is 2-11, it’s
core audience is 5-9 on the belief that
kids above this age switch their P1
status to CHR stations.

During a typical Radio Disney
hour, listeners will hear 14 songs.
Most of them will be CHR hits such
as Hanson's “Mmm Bop™ or Los Del
Rio’s “Macarena™ (it’s still a huge
tester among the pre-teen set): oth-
ers include soundtrack hits such as
“Friend Like Me” from “Aladdin™;
still others might be novelty ditties
(“Play That Funky Music, Chip-

munk™). A surprising number of slots
go to oldies hits that seem to test well
among kids. These include Little
Eva's “Locomotion” and the Beach
Boys' “Surfin® USA.” Other ele-
ments include short, preproduced
features, produced in-house or sup-
plied by ABC News or ESPN. And
the listeners themselves are an inte-
gral element of the hot clock: Lis-
tener phone-ins including song re-
quests, contesting, or some other in-
teraction are run every 10 minutes.

Both Disney and AAHS offer
midday programming targeted to
pre-schoolers when school-age lis-
tening is presumably lower. Here, the
music quotient goes up and the mix
of songs becomes decidedly more
kids-oriented, while the CHR con-
tent disappears. Ironically, you can
still hear a lot of oldies, such as the
Beatles’ “Twist And Shout,” the
Temptations’ “My Girl,” and the
Jackson 5’s “ABC” in a single hour.
The live air personality is supple-
mented with Disney character voic-
es.

ABC rolled out research, conduct-
ed by Statistical Research Inc. in
their four test markets, showing 78%
of kids aged 5-9 listened to the ra-
dio on any given day, Monday-Sun-
day, 6am-7pm. Following a consid-
erable investment in billboard and
TV advertising in those test markets,
it drew a 1.2 rating (not share) in the
first quarter (that number ballooned
to a 1.6 on weekend dayparts, when
kids were most available).

Kantor expressed satisfaction with
those results, saying they were com-
parable with kids programming on
TV. ABC is guaranteeing a 1.3 rat-
ing to current advertisers. Kids’ ra-
dio is not the only choice among
young listeners, by the way: CHR,
Urban, and even Country stations are
attractive to the pre-teen set as well.

Kantor hopes to build his affiliate
base to about 50 stations during Ra-
dio Disney’s first year. *“We certain-
ly thought about going faster than
that, but our experience in the four
test markets taught us that we have

to market each new station on a mar-
ket-by-market basis. For that reason,
we're not going to start with just the
major markets or just the markets in
one particular region.”

He said ABC plans to foot the bill
for a similar level of marketing sup-
portin all of its target markets over
the next three years. But affiliates are
expected to pay a healthy price for
this: They'll give up five minutes of
inventory every hour and keep five
for themselves. On the other hand,
ABC says affiliates are expected to
contribute little locally originated
programming. By contrast, CBC’s
Radio AAHS takes two minutes of
inventory per hour, leaving eight for
affiliates.

Lawsuit Pending

Disney’s success is predicated in
part on resolution of its lawsuit with
Children’s Broadcasting. Neither
Kantor nor anyone else at ABC
would comment on the impending
litigation. CBC’s Dahl would only
relate, “One day we had a working
agreement with them that was all-
encompassing. The next day they
cancelled it, and a few days later they
said they were starting their own net-
work. I don’t understand why peo-
ple do business like that Why did
they go into business with us nine
months before?”

The integrity of Dahl’s own affili-
ate base is in question. Three weeks
ago, CBC announced the sale of its
13 AM stations to another company
for $72.5 million. And it’s clear the
incoming owners, Global Broadcast-
ing, have plans of their own for at
least part of the broadcast day. Dahl
said, **We’re working [on an affilia-
tion agreement] right now with the
people who are purchasing the ra-
dio stations from us. I would like to
think that would be the case for us
to some degree. It’s not going to be
100% programming. We think a per-
centage of their dayparts will be chil-
dren’s programming.” He declined to
say what Global’s plans for the oth-
er dayparts would be.

* June 26 (through September
7) — Summer Arbitron

¢ July 8 — Major League Base-
ball All-Star Game. Jacobs Field,
Cleveland.

*July 11-16 — NAB Manage-
ment Development Seminar for
Radio Broadcasters. University Of
Notre Dame, South Bend, IL; (202)
775-3510.

*July 16-18 — McVay Media’s
'97 Radio School. Renaissance
Hotel, Cleveland; (216) 892-1910.

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

* August 1-2 — Orkin & O'Day's
International Radio Creative &
Voiceover Summit. Summit Hotel
Bel-Air, Los Angeles; (310) 476-
8111,

* August 14-16 — Talentmasters
Morning Show Boot Camp. Westin
Canal Place Hotel, New Orleans:
(770) 926-7573.

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

* September 3-6 — CMJ. Lin-
coln Center For The Performing
Arts, New York; (516) 466-6000.

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

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

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

* September 20 — NAB Marco-
ni Radio Awards Dinner & Show.
New Orleans (202) 775-3510.

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

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

* October 19 — Radio Hall Of
Fame Awards Ceremony. Chicago
Cuttural Center; (312) 629-6005.

* October 23-26 — NBMC &
Columbia University's School of in-
ternational & Public Affairs 24th
annual conference “Public Policy
Analysis & Strategies: Setting A
21st Century Agenda.” Kellog Con-
ference Center, Columbia Univer-
sity; (301) 593-3600.

* October 27- November 7 —
Museum of Television & Radio’s
Third Annual Radio Festival. New
York; (212) 621-6735.

* November 16-18 — Annual
NAB European Radio Operations
Seminars. Hotel Loews Monte-Car-
lo, Monaco; (202) 429-5426.

1998

e January 9 (through April 1)
— Winter 98 Arbitron.

e January 25 — Super Bowl
XXXIl. Qualcomm Jack Murphy
Stadium, San Diego; (212) 450-
2000.

* February 2 — American Mu-
sic Awards. Shrine Auditorium, Los
Angeles; (213) 931-8200.

JON'T
HIRGE|
10 VIt

The Radio
Hall of Fame

Official Ballot
s

If you haven’t returned your

1997 RADIO HALL OF FAME BALLOT,
remember: The ballot deadline is AUGUST 1.

Your vote counts!

Brought to you by

SEARS

Then, mark your calendar for radio’s biggest night.
The 1997 Radio Hall of Fame Induction Gala
Sunday, October 19, at the Chicago Cultural Center.
Hosted by CBS Radio Network's Charles Osgood.

RADIO

HALL OF FAME

For ticket information, call

(800) 860-9559
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Puzzled By Your
Latest Ratings?

Research Director, Inc. has the solution.

~

PD PROFILE®

The most complete ratings analysis tool
available today!

e Quickly Learn Risks and Opportunities
through our Executive Summary

* Track Station Performance over Five Surveys
(raw and weighted diary data)

e Compare Station to Format Norms
¢ Core Audience and Preference Profile
e Complete Analysis of Competitive Threat

Sales Materials

Good book or bad book, we’ll turn
your ratings into a revenue producer!

o Sales One Sheets

¢ The Buyer’s Guide

* Media Kits

e Qualitative One Sheets
« Customn Sales Presentations

Diary Review

Raw diary
data answers your questions!

* Slogan and Brand Identification
* Diarykeeper Comments
e Audit Arbitron Diary Editing

¢ Diarykeeper
Confusion

Marc Greenspan, Julie Heath,
Rhody Bosley and Charlie Sislen,
Owners/Partners of Research
Director, Inc.

esearch Director, Inc.
Call Rhody Bosley ® (410) 377-5859

WWW.americanradiohistorv.com
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SALES

20 Ways To Improve Collections

No sale is ever complete until the money is collected. Frank-
ly, collection is only the sixth step in a seven-step sale process.
Here are 20 sure-fire tactics salespeople can use to collect their

money faster.

1. Set up a collection-card file
system. Both the sales and business
departments should have access to
it. Every contact made with the cli-
ent by invoice, phone call, or letter
should be listed on the card. The de-
tails of the phone call and the prom-
ise made by the client should be re-
corded on the card.

2. Make all advertisers fill out
credit applications. Check out
those references. The bank does it,
the local hardware store does it, all
businesses do it ... why not radio?
Fifteen to 20 minutes on the phone,
and you’ll discover the prospect’s
paying habits.

3. Explain the m :

collection process: 30 days, 45 days.
60 days, 90 days. and 120 days.

8. Create standard “form let-
ters” for collections. They’re easi-
er to keep on a system and take less
time.

9. Deny future credit to delin-
quent buyers who’ve started a
new company. Word your threat
carefully. You may even want to run
it by the station’s legal counsel be-
forehand. Your message should be
along the lines of, “As long as we
understand you’re associated with
this new business, we will not grant

it future credit and
- we’ll inform ev-
ery other station

e omedi  Make all advertisers thatyou arca bad
policies to the cli- = : risk.” The object
ent early — even fill out credit is to let them
beforethe orderis  applications. Check | ., you hold
'gt“r::n;ogtet:e cred- out those their fate in your
1 E A
references. The  hands, especially
4. Get local . if they ever expect
credit references bank does it, the to set up shop
from any new |ocal hardware store clsewhere.
account. Be sure does it, all 10. Create

to look for sta-
tions the client
bought but didn’t
put on the credit
application.

5. Never

promise credit. Be wary of certain
situations such as co-op advertising.

6. Require cash in advance for
certain clients. Set station standards
as to which categories and class of
advertisers, like nightclubs, restau-
rants, sporting events, traveling ste-
reo liquidation sales, etc ...

7. Don’t wait until the 59th day

before calling a delinquent adver-
tiser. Set guidelines to monitor the

businesses do it ...
why not radio?

payment plans
that cover past
and future

schedules. Pay a
m visit to the client,

and make it clear
you understand their plight. Let
them know you want them to stay
in business, and continuing to adver-
tise will help them do just that. Ar-
range for them to make weekly in-
stallment payments toward the past
due amount and a weekly payment
up-front for the future commercials.

11. Ask for immediate “pledg-

es” from late-paying clients. Train
salespeople to ask questions like,

By Irwin Pollack

“Can you pay a third of the balance
today?” and “If I send a messenger
over right now with a new invoice,
can you cut a check today?” The
idea is to stimulate action now —
identify and handle objections on the

spot!

k6

Deny future credit to
delinquent buyers
who've started a
new company. The
object is to let them
know you hold their
fate in your hands,
especially if they
ever expect to set
up shop elsewhere.

12. Never give a client credit
that is more than twice their high
balance. If a client is spending $700
weekly to advertise on your station,
try avoiding a one-time credit in-
crease of more than $1400.

13. Attach a personal, hand-
written note to the regular invoice.
Address it to the person who is like-
ly to cut the check — even if it’s not
the manager. This helps you win the
attention of the clerical people who
may be in a position to put your in-
voice at the top of the stack when
presented to the decision-maker. The
note should say something like,
“Karen, looking forward to the
promised check.” It acts as a rein-
forcement to the call you've already
made to the person to obtain a com-
mitment for payment.

14. Get the client psyched
about future promotions first. Go
in with a detailed plan for the re-
mainder of the year. The goal is to

July 14.

City, MD.

FM/Houston.

Salespeople On The Move

* John Meconi joins Shadow Broadcast Services as GSM, effective
* MarkTourcotte is the new GSM atWOSC & WWFG/Salisbury-Ocean

* Lori Moen is now NSM for ABC Radio’s KEGE-FM, KQRS-FM, and
rock trimulcast KCFE-FM, KREV-FM & WREV-FM {X105)/Minneapolis.
Concurrently, Dan McKeague joins KQRS as a marketing consultant,

¢ Kevin Simkins is named Sales Mgr. at WKZW-FM/Peoria, IL.

* Clay Carson and Jeff Peden are welcomed as Acct. Mgrs. at KTBZ-

* WAPE-FM & WFYV-FM/Jacksonville AE Chrisy Montana joins
WNNX-FM/Atlanta for similar duties.

* Rosie Jager Smith joins KUFO/Portland, OR as an AE. She previ-
ously held a similar position at crosstown KWJJ.

¢ Oscar Duarte joins the sales team of KFWB/L.A.

have the client stop perceiving the
station as a collec-
tion agency and m
start seeing it as a
partner. Then,
they’ll be more
willing to find
ways to pay their

Be consistent and
patient. Send
invoicing regularly

ual client contact is vital’ Periodic
collection calls
tell the customer
you’re not really
committed to get-
ting your money.

19. Take them
to small-claims

debt. and make calm but court. It's quick
15. Imple- concerned telephone and inexpensive,
ment a station  calls consistently.  and no legal rep-
policy: All long- pagodic collection feseniation 1 re-
term agreements quired.
and pl‘OICCKCd Ca“S te" the 20. Once a cli-
rates end once an - customer you’re not  ent is put into
advertiser goes  paglly committed to  the “currently
PSS etting your money, dU¢” column,
16. Get a con- call to make sure
ﬁl-mation agree- an invoice was

ment detailing :
what is to be delivered and how
much will be paid — and when.
Always leave a copy with the cus-
tomer and send copies with an in-
voice.

17. Recognize most advertisers
follow a consistent payment pat-
tern. For example, they might al-
ways pay between the 20th and the
28th. Monitor past history, and if a
break becomes evident, send up the
yellow flags!

18. Be consistent and patient.
Remember: “The squeaky wheel
gets the oil.” Send invoicing regu-
larly and make calm but concerned
telephone calls consistently. Contin-

m received. Get

more aggressive
after 30 days with action until pay-
ment is received.

Radio sales and
management
consultantlrwin
Pollack consults
radio stations
and broadcast §
groups, plus
conducts 44
radio-specific
seminars. He
can be reached
via the Internet
at www.irwinpollack.com or
by phone at (603) 598-9300.
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Is Your News Feed
Eating Away
Your

its?

United Prerl.’s lntemaﬁi)nal’s radli‘:i:’letwod( is
substantially less expensive
than your current news feed!

— How? For starters, UPI has no required packages. You pay for only
the programming you need. With UPI you're never charged for

special events coverage.

1Pl offers news 24 hours a day, sports 16

times a day, and business all day long,
including morning reports live from

London, all without network commercials.
We also have the industry’s widest variety
of one-minute features that are topical,
timely and keep listeners interested.

Call now to find out
how much you can save

by gaining the UPI advantage.

UNITED PRESS INTERNATIONAL

(800)
503-9993
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Who's the blush on Atianta’s Peach?um..
Who cuddles Kansas City every night? ...

Who's helping make Pittsburgh’s
wish come frue?.s..

a¥i

”AC's Seven fo Midnight Solufion

 Everybody's talking about Delilah...

“We were early believers. Now, Delilah’s Number One, Women and
Adults 25 to 54. WSHH is delighted with Delilah!” * — tex Meyer, GM, WSHHFM Pittsburgh

“Delilah is the hottest show available to AC programmers.”
— Stefan Rybak, Program Director, WLVG-FM Long Island, NY

“Delilah talks to my listeners. And they're talking about Delilah!”
— Tom Land, Program Director, KUDL-FM Kansas City

“It's an age old question — What can AC do that's compelling at night?

We now have an answer and her name is Delilah!”
— Don W. Hallett, AC Specialist, The Positioning Works

4% #1 Women 25-54, WSHH-FM Pittsburgh, with a 9.0
#1 Women 25-54, WEJZ-FM Jacksonville, with a 12.2
#2 Women 25-54, WITQ-FM Milwaukee, with a 10.74¢

—ARBITRON*

800.426.9082

MUSIC PROGRAMMING SOLUTIONS FOR THE NEW RADIO

*ARBITRON, Winter 1997, M-F 7PM-12M. subject to limitations published in the survey report.

WWW.americanradiohistorv.com
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' Look Who's
EN Vogue
IN Austin.

_ % Imaging is real important in KHFI’s marketing strategy. We use stickers as sales
incentives with coupons on back, and as sticker drops at all of our events. We’re the most
promotionally active station in the market. CGI makes doing stickers simple and effective.
We've worked with them for years. The service, quick response and thoroughness is great.

Judy Lakin, Vice-President/General Manager, Clear Channel Radio £ s s olm c
| e ommumcatmn
) ., veas .l.i 1 ] I
ics Inc

WORLD'S LEADING PRJNTER OF STICKERS AND DECALS.
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Need A Gaad Mar keti ”g D i r ectar? z Why is it that stations are content to

invest $100,000 in a single campaign, but

Grow Your Own!

f you're watching for the “next big thing” in radio, one good
bet will be the emergence of radio marketing. When most
stations in your market are bunched between a 3.5-4.5 share,
you have two options: Take your chances in the daily cost-per-
point trenches or step up your marketing efforts to distance

yourself from the pack.

When fractions of a share point
separate you from your competitor,
smart companies like Evergreen and
Nationwide are
committing the m
marketing time.
energy. and re-
sources to fuel
their growth.

Regardless of
your business, a
good  product
merely gets you
“shelf space™ in
the supermarket of
media. Radio is no
different. Most
managers agree
that marketing is
what shapes your
station’s image,
creates a buzz, and ultimately stimu-
lates listener sampling. Now, who’s
going to do it?

In Search Of...

The question I'm asked most of-
ten is “Where can I find a good mar-
keting director?” Should you hire a
marketing person from another busi-
ness and teach them radio? Or are
you wiser to go with a radio person
and teach them marketing? With the
dearth of strong radio marketing tal-
ent, stations are often forced to
choose. Either way. the solution lies
in growing your own.

In the near future, talented mar-
keting directors will be valued
alongside a strong PD. sales man-
ager, or morning show.

Unlike hiring an airstaft or ac-
count execs, there is no true career
path or training ground for radio

Ni

Radio often befuddles
traditional marketers.
Our medium is an
invisible, fluid, live
being that can
change literally
overnight. Marketing
radio is nothing like
selling Tide or Spam.

marketing promotion directors.
While the job requires a strong sense
of strategic planning. radio often
befuddles tradi-
tional marketers.
Our medium is an
invisibte. fluid,
live being that can
change literally
overnight. Mar-
keting radio is
nothing like sell-
ing Tide or Spam.

In an ideal
world, the market-
ing director is the
linchpin between
programming and
sales. In reality,
m they often become

the punching bag.
PDs use this person to schedule van
appearances, order window stick-
ers, and handle contest winners.
Sales managers use them to hang
banners, print entry blanks, and
twist the jocks’ arms to do sales re-
motes. Like a Chinese finger puz-
zle, each pulls from opposite direc-
tions. As a result, the function of
marketing becomes one of doing,
not thinking. Reacting, not plan-
ning. Executing, not expanding.
This is merely day-to-day promo-
tion ... not marketing, imaging, or
building loyalty.

This all-important function of
“managing the brand” requires dai-
ly care and feeding, not just the part-
time attention of the management
team. Where do you find such a per-
son? What qualities do you look for?
What training will they need? How
much will it cost?

IN THREE

Arbitrends De-ja-Fe through Fe-Ma-Ap ‘97
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By Beau Phillips

What To Look For

There are precious few “A” play-
ers in radio marketing. The truly
great ones are well-paid and often
bestowed with corporate duties. One
such pro is Bev Tilden, Evergreen’s
VP/Marketing. She looks for “lead-
ers, someone who will take the ball
and run with it. A good marketing
director is a deal maker who must
sell the station and concepts effec-
tively.” Also look for someone who:

« Is smart and passionate. These
two innate qualities can’t be leamed.

* Uses both sides of the brain.
Both a dreamer and a doer. Strate-
gic in their thinking, creative in ex-
ecuting.

« Is a quick study. Able to un-
derstand research findings as well as
programming and sales goals.

« Works with a sense of urgen-
cy. Take advantage of radio’s imme-
diacy and stimulate action.

¢ Can sell an idea. With enthusi-
astic clanty.

* Able to prioritize. As suggest-
ed in “The Seven Habits of Highly
Successful People.”

* Manages like an orchestra
leader. Multiple priorities require
organized systems.

* Is resourceful. As Canadian
media-marketing whiz Perry Gold-
berg points out, “It comes down to
seizing the moment and creating
opportunities.”

Where To Look

Where are you going to find
somebody who meets all those cri-
teria? Here are a few places to start
your search:

¢ Within your station or com-
pany. Your wisest option may be
staring you in the face. Invest in
someone already at your station with
the qualities listed above. A week-
end jock or secretary that already
knows your goals may just need
your direction and support.

invest just a sliver of that amount to pay
the marketing director?

* Sports teams. Doug Harris,
CRN Creative Director and radio
promotion guru, feels that someone
who must fill a stadium 80+ times a
year often has a strong sense of pro-
motion and has worked extensively
with radio.

* Event promotion companies.
Usually heavy users of radio who
work swiftly and develop creative
solutions.

» MBA grad. If you have decid-
ed to groom someone, a candidate’s
formal marketing training can give
you a strategic advantage.

« Competitor. Help yourself while
crippling the enemy. But think long-
term ... beyond the immediate thrill.

* An innova-
tive, but strug-
gling station. Top
stations get oppor-
tunities dropped
in their lap. The
rest must compete
with their brains.

*« PROMAX
Conference. The
annual spring con-
ference is loaded
with talent.

* Ad agencies.
With all due re-
spect, look here
last. Ever see ara-
dio station’s TV
campaign developed by an ad agen-
cy? They usually miss by a mile.

What Will It Cost?

Why is it that stations are content
to invest $100,000 in a single cam-
paign, but invest just a sliver of that
amount to pay the marketing director?
Factor in experience and expertise, of
course, but here is what you should
expect to pay for a quality marketing
pro. Beyond a straight salary, consid-
er the value of creating performance
incentives. Compensate marketing

Your wisest option
may be staring you
in the face. A
weekend jock or
secretary that
already knows your
goals may just need
your direction and
support.

3)

directors on their ability to create ideas
that generate revenue, build cume. or
improve ratings. As a guide:

Market Total

Size Compensation
1-25 $75k
26-50 $50k
51-100 $30k
100+ 2% of net revenue
Care & Feeding

A final thought about growing
your marketing department: Invest
in its success. Work with it to create
an annual blueprint. It's a discipline
that requires planning and vision
from all depart-
ment heads.
(What a concept.)
Ge: off-site for
quarterly brain-
storming sessions
to adjust your
course as neces-
sary. Use your
weekly meetings
to discuss cume-
building opportu-
nities, not just
sales promotions.
And invest in
their training as
m you would an ac-

count executive.

Send your mar-
keting director to CRN's annual pro-
motion conference so they can share
ideas and grow as professionals.

Beau Phillips is a marketing
& programming consuitant based inr
Fairfield, CT. Beau currently con-
sults CBS-TV, MJI Broadcasting,
and several radio stations. Beau
may be reached via e-mail at
beauphllps @aoi.comor by phone
at (203) 218-7032.

(561) 743-0548

Call now for market
exclusivity!

"
CPM

ROUP

effectively spread the word.” — John Frost
VP Programming, Paxson Communications

* Prizes You Can Wint |

www americanradiohistorv. com
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Dresses A ‘Drag’ For Lang

Vogue dresses k.d. lang in
evening gowns and then lets

lang tell how she feels about
dresses and sexuality. Among
her observations: “What's the
worst thing that can happen?
That I'll look like a drag queen
waiting for his wig on Halloween.
| do always see myself in a suit,
no matter what. | feel that | don’t
sing from a typical female per-
spective or typical male perspec-
tive. | sing from a lesbian or a
gay perspective”

About her latest CD“Drag”:“It's
a nonjudgmental study on smok-
ing as it applies metaphorically to
love and human need. Of course
the title is provocative. Everything
| do is bait. I'm an artist”

About being famous vs. rich:
“I'mnotrich. Atall. | don't sell that
many records, plus | don’t get
played on the radio. I'm a lot more
famous than | am rich. Which is
kind of a bummer because it's
harder to be famous and not rich”

Pet Project

“My father died of cancer, and
I've lost too many friends to AIDS.
So | do believe in animals losing
their lives to eradicate cancer and
AIDS from our lives, | believe in
that” — Melissa Etheridge on
why she’s distanced herself from
People for the Ethical Treatment
of Animals (Us).

“| absolutely believe that AIDS
is a result of testing in biotogical
warfare. | think it was deliberate-
ly introduced into the homosexu-
al communities in America,” Will
Smith speaks his mind in Us.

Smith also tells how he was
pulled over by a cop in Phila-
delphia, who spit in his car and
told him the reason he pulled
him over was because he was
a “f—ing nigger. | know I’'m Wit
Smith and | have money and |
live in a nice neighborhood, but
there are street soldiers. The
police are street soldiers who
are specifically sent out to de-
stroy me.” The rapper turned
actor is also featured inside and
on the cover of Newsweek,
along with “Men In Black” co-
star Tommy Lee Jones.

Above It All

“I think | represent an image
that is not focused on by the mu-
sic business. They probably didn't

think it would sell because the
music business and music are
two different things. One is moti-
vated by money and one is moti-
vated by truth. 'm lucky, being
righteous is popular this year'—
Erykah Badu defines her posi-
tion (Vibe).

A Home Run!

Mariah Carey is dating“hunky
New York Yankee Derek Jeter’
says a pal, who adds, “Mariah’s
very concerned about Tommy
[Moattola] thinking she already had
Derek in line. But Derek came
along after she broke up with
Tommy” (Globe).

Are You My Mother?

The Globe also runs a story
asking, “Is Lisa Marie The Real
Mom Of Jacko’s Baby?"The ‘zine
backs up its theory with baby pics
of Michael Jackson, Lisa Marie,
Elvis, and Prince Michael. And
it must be true because a pal of
Debbie Rowe, the “surrogate”
mom (if you believe the Globe's
claim), says, “it's no coincidence
that Michael picked the name
‘Prince Michael! Michael is the
king of pop and Elvis was the king
of rock 'n’ roll

A Dose Of Reallty

“If music is what you do, and
you love it, why would you be
sad?” — Hanson singer-key-
boardist Taylor is truly perpiexed
about the suicide of Kurt Cobain
(People).

The New Yorker features a 20-
page, detailed account of the life
and ongoing theories of what led
to the murder of rapper Tupac
Shakur. The article notes many
believe Shakur's desire to leave
Death Row Records and label
head Marion“Suge” Knight was
the main reason for his murder.

How About A
Baker’s Dozen?

“Do you buy these by the doz-
en, darling?”Elton John's mum's
question after viewing the dozens
of photos of naked men in his
Atlanta apartment. John’s re-
sponse? “l do like a nice, naked
man, don’t you love? That's go-
ing to be the title of my next book,
‘| Do Like A Nice Naked Man™
(Rolling Stone).

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

#

R

* HERCULES (Walt Disney)

Single: GoThe Distance/Michael Bolton
* BATMAN & ROBIN (Warner Sunset/WB)

CURRENT

Singles: The End Is.../Smashing Pumpkins
Look into My Eyes/Bone Thugs-N-Harmony (Ruthless/Relativity}

Gotham City/R. Kelly

Other Featured Artists: Goo Goo Dolls, R.E.M., Soul Coughing
* MY BEST FRIEND'’S WEDDING (Work)

Single: | Say A Little Prayer/Diana King

Other Featured Artists: Ani DiFranco, Mary Chapin Carpenter, Jann Arden

* CON AIR

Single: How Do | Live/Trisha Yearwood (MCA/Nashville}

* SPEED 2: CRUISE CONTROL (Virgin)
Single: Make Tonight Beautiful/Tamia
Other Featured Artists: Mark Morrison, Leah Andreone

* AUSTIN POWERS: INTERNATIONAL MAN OF MYSTERY (Hollywood)
Single: You Showed Me/Lightning Seeds 4
Other Featured Artists: Susanna Hoffs, Cardigans

* TRIAL AND ERROR (High Street)

Single: Mr. Pitiful/Taj Mahal

Other Featured Artists: Dion, Lorrie Morgan, Subdudes

* THE SAINT (Virgin)

Single: 6 Underground/Sneaker Pimps
Other Featured Artists: Duncan Sheik, Luscious Jackson, Daft Punk .

* SPRUNG (Qwest/WB)
Singles: | Still Love You/Monifah
Who You Wit/Jay-Z

Other Featured Artists: E-40, Aaliyah f/Ginuwine

* LOVE JONES (Columbia)
Singles: Hopeless/Dionne Farris

| Got A Love Jones ForYowRefugee Camp All-Stars
Other Featured Artists: Maxwell, Xscape, GrooveTheory

COMING

* MEN IN BLACK (Columbia)
Single: Men In Black/Will Smith

Other Featured Artists: NAS, Roots 1/D’Angelo, De La Soul

* A SMILE LIKE YOURS

Single: A Smile Like Yours/Natalie Cole (Elektra/EEG)

Hot new music-related World

Wide Web sites, cool cyberchats,

¢ and other points of interest along
é the information superhighway.

’Net Chats

Lilith Fair chat with Jewel,
Paula Cole, Sarah McLachlan,
and others, Sunday (7/6) at
6:30pm ET/3:30pm PT, Mi-
crosoft Network (“Rifff, Onstage
Channel 3) and  http://
rifff.msn.com.

Alabama, Wednesday (7/
9) at 8pm ET/5pm PT, Amer-
ica Online (keyword: LIVE)
and Country.com (http://
www.country.com).

Former Nitty Gritty Dirt
Band member John McEuen,
Thursday (7/10) at 10pm ET/
7pm PT, Microsoft Network
(Country Club Forum).

OnThe Web

Chat with the Seahorses
- Tuesday (7/8)at 5pm ET/2pm PT
. (http://www.sonicnet.com).

ooz

Listen to a live cyber-
cast of Lilith Fair Wednes-
day evening, starting at
8pm ET/5pm PT (http://
www.LjveConcerts.com).

MONDAY, JULY 14
1967/The Wha begins its first U.S. tour,
opening for Herman’s Hermits.
1973Former Byrds guitarist Clarence
White, 29, dies when he's struck
by a car near Lancaster, CA.
1987/Steve Miller is awarded a star on
the Hollywood Walk Of Fame.
1995/George Michael announces he's
settled his dispute with Sony, has
been released from his contract,
and has signed a deal with the new
Dreamworks SKG Iabel. SKG al-
legedly pays $40 million to buy out
Michael’s contract.
Born: Woody Guthrie 1912, Tanya
Donelly (Belly) 1966

TUESDAY, JULY 15

1973Mhile onstage at the White City
Festival, Ray Davies claims he's
leaving the Kinks. Within the week,
he’s back with the group.

1995/ ueen Latifah's bodyguard is shot
when two teenagers try to carjack
her BMW in New York City.

Born: Linda Ronstadt 1946, Joe Satri-
ani 1956

Releases: Van Morrison's “Brown-Eyed
Girf” (1967)

WEDNESDAY, JULY 16

1966/ric Clapton, Ginger Baker, and
Jack Bruce form Cream.

1976A.0ggins & Messina break up.

1986/Dolly Parton’s “Dollywood”
amusement park opens.

1992Fleetwood Mac’s “Don't Stop” is
played as Arkansas Governor Bill
Clinton accepts the Democratic
Presidential nomination.

Born: Stewart Copeland (ex-Police) 1952

Releases: the Lovin’ Spoonful's “Sum-
mer In The City” (1966), the Who's
“I'm Free” (1969)

THURSDAY, JULY 17

1959Blues legend Billie Holiday dies.

1967/)imi Hendrix opens for the Mon-
kees in Forest Hills, NY.

1968/The Beatles take a very animated
trip into movie theatres as “Yel-
low Submarine” premieres at the
London Pavillion.

1995/8inead 0’Connor backs out of the
remaining Lollapalooza '95 tour
because of her pregnancy. She's
replaced by Elastica.

Born:Spencer Davis 1941, Geezer But-
ler (Black Sabbath) 1949

Releases: the Miracles’ “Tracks Of My
Tears” (1965), Heart's “Magic
Man” (1976)

FRIDAY, JULY 18

1986/)ohnny Cash is dropped from Co-
lumbia after 28 years; the singer
learns of his cancellation in the
newspapers.

1988/ California appeals court upholds
alower court’s decision to dismiss
a case against 0zzy Oshourne and
CBS Records. In 1984, a teenag-
er allegedly killed himself after lis-
tening to Osbourne’s “Suicide
Solution.”

1992/8abby Brown marries Whitney
Houston. Five weeks later, she
announces she's five weeks preg-
nant.

Born: Dion 1939, Martha Reeves 1941

Releases: Elvis Presley’s “It's Now Or
Never” (1960), the Beatles' “A
Hard Days Night” (1964)

SATURDAY, JULY 19

1954/Sun Records officially releases the
first Elvis Presley single, “That's
All Right, Mama.”

1966/ rank Sinatra, 50, marries 19-
year-old Mia Farrow.

David Bowie — stage oddity.

1980/David Bowie makes his stage de-
butin Denver, playing the title role
in “The Elephant Man."

Born:the late Keith Godchaux (Grateful
Dead) 1948, Brian May (Queen)
1950, Alan Collins (Lynyrd
Skynyrd) 1952

Releases: the Rolling Stones’ “Honky
Tonk Woman” (1969), Orleans’
“Dance With Me” (1975)

SUNDAY, JULY 20

1963/)an & Dean’s “Surf City” tops the
American singles charts just two
weeks after its refease.

1986/An unknown assailant beats Van
Halen manager Ed Leffler in a
Daltas hotel elevator; Leffler has
to be hospitalized.

1987/Production wraps onPrince’s third
movie, “Sign O’ The Times,” in
Minneapolis.

Born: John Lodge (Moody Blues) 1943,
Carlos Santana 1947, Michael
Anthony (Van Halen) 1955, Chris
Cornell (ex-Soundgarden) 1963

Releases: Bob Dylan's “Like A Rolling
Stone” (1965)

— Frank Correia
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22 R&R July 4, 1997

MUSIC TELEVISION®
59.4 miflion households
Patti Galluzzi,
VP/Music Programming

311 Transistor (Capricorn/Mercury)

HANSON Where's The Love (Mercury)

U2 Last Night On Earth (/sland)

K-Cl & JO JO You Bring Me Up (MCA)

PRIMUS Shake Hands With Beef (Prawn Song/Interscope)

|EXCLUSIVE ]

LIVE Turn My Head (Radioactive)

| HEAVY | |
AEROSMITH Hole In My Soul (Columbia)

BABYFACE How Come, How Long (Epic)

BONE THUGS-N-HARMONY Look Into My Eves (Ruthess Rekaialy)
MEREOITH BROOKS Bitch (Capitol)

MISSY ELLIOTT The Rain (Supa Dupa Fly) (EastWestEEG)
GOO’S PROPERTY Stomp (8-Rite/Interscope)

R. KELLY Gotham City (Jive)

MIGHTY MIGHTY ... The Impression That | Get (Mercury)
PRODIGY Breathe (Maverick/Mute/W8)

PUFFDADDY & FAITH EVANS I Be Missing You (B Boy/Arista)
RADIOHEAD Paranoid Android (Capitol)

SCARFACE Smile (Rap-A-Lot/Noo Trybe)

WILL SMITH Men In Black (Columbia)

SUBLIME Wrong Way (Gasoline Aliey/MCA)

SUGAR RAY Fly (Lava/Atiantic)

WALLFLOWERS The Difference (/nterscope)

]

|STRESS

311 Transistor (Capricorn/Mercury)

FIONA APPLE Criminal (Work)
BLACKSTREET Fix (/nterscope)

BLUES TRAVELER Carolina Blues (A&M)

JON BON JOVI Midnight (n Chelsea (Mercury)
CHANGING FACES G.H.E.TT.0.U.T. (Big Beat/Atlantic)
COLLECTIVE SOUL Listen (Atiantic)
COOLIO /40 THEVZ C U When You Get There (Tomimy Boy)
SHERYL CROW A Change Would Do You Good (A&M)
OAVE MATTHEWS BAND Crash Into Me (RCA)

EN VOGUE Whatever (FastWest/EEG)

HANSON Where's The Love (Mercury)

JONNY LANG Lie To Me (A&M)

MARILYN MANSON Man That You Fear (Nothing/Interscope)
MATCHBOX 20 Push (Lava/Atfantic)

OMC How Bizarre (Mercury)

REEF Place Your Hands (Epic)

ROBYN Do You Know (What it Takes) (RCA)

ROME | Belong To You (RCA)

SPICE GIRLS 2 Become 1 (Virgin)

THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG)
TONIC If You Could Only See (Polydor/A&M)

U2 Last Night On Earth (/sfand)

VERVE PIPE Villains (RCA)

LWYCLEF JEAN... We Trying To Stay Alive (Columbia)

A

MUSIC FRST
50.8 million households
Lee Chesnut, VP/Music Programming
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS i

PAT BENATAR Strawberry Wine (CMC)

CASTOF “MYBEST FRIEND'S WEDDING ™| Say A Litte Prayer (Wirk)
SAVAGE GAROEN To The Moon And Back (Columbia)
SPICE GIRLS 2 Become 1 (Virgin)

TONIC If You Could Only See (Polydor/A&M)

XL

MEREOITH BROOKS Bitch (Capitol)

PALLA COLE Where Have Al The Cowboys Gone? (Imago/ W8}
SHAWN COLYIN Surny Came Home (Columbia)
VERVE PIPE The Freshmen (RCA)

WALLFLOWERS One Headlight (Interscope)

JON BON JOVI Midnight In Chelsea (Mercury)
COUNTYING CROWS Daylight Fading (DGC/Getfen)
SHERYL CROW A Change Would Do You Good (A&M)
EN VOGUE Whatever (FastWestEEG)

JEWEL Foolish Games (Atlantic)

DAVE MATTHEWS BAND Crash Into Me (RCA)
SAVAGE GAROEN | Want You (Columbia)

LISA STANSFIELD Never, Never Gonna Give You Uip (Arista)
WALLFLOWERS The Ditference (Interscops)

FIONA APPLE Criminal (Work}

BLUES TRAVELER Carolina Blues (A&M)

JOHN FOGERTY Walking In A Hurricane (Warner Bros.)
INDIGO GIRLS Shame Dn You (Epic)

ABRA MOORE Four Leaf Clover (Arista Austin/Arista)
CAST OF “MY BEST FRIEND'S WEODING™ | Say... (Work)
OMC How Bizarre (Mercury)

SPICE GIRLS 2 Become 1 (Virgin)

U2 Last Night On Earth (Island)

112 Cupid (Bad Boy/Arista)

BABYFACE How Come, How Long (£pic)

ERYKAH BADU Next Lifetime (Kedar/Universal)
PAT BENATAR Strawberry Wine (CMC)
BLACKSTREET Don't Leave Me (interscope)
MICHAEL BOLTON Go The Distance (Columbia)
BROWNSTONE 5 Miles To Empty (MJJ/Work)
BOB CARLISLE Butterfly Kisses (DMG/Jive)
CHANGING FACES G.H.E.TT.0.UT. (Big Beat/Atlantic)
COLLECTIVE SOUL Listen (Atiantic)

OEL AMITRI Not Where It's At (A&M)

DIDONNE FARRIS Hopeless (Columbia)

G0O’S PROPERTY Stomp (8-Rite/Interscope)
INXS Don't Lose Your Head (Merctiry)

R.KELLY Gotham City (Jive)

OIANA KING | Say A Little Prayer (Work)
JAMIRDQUAI Virtual Insanity (Work)

PATTI LABELLE When You Talk About Love (MCA)
PAUL MCCARTNEY The World Tonight (Capitol)
MATCHBOX 20 Push (Lava/Atiantic)

MONICA For You | Will (Wamer Sunset/Atiantic)
MARK MORRISON Return Of The Mack (Atiantic)
LEANN RIMES How Do | Live (Curb)

ROBYN Do You Know (What It Takes) (RCA)
ROME | Belong To You (Every ...) (RCA)

SAVAGE GARDEN To The Moon And Back (Columbia)
SISTER HAZEL All For You (Universal)

SQUIRREL NUT 2IPPERS Hell (Mammoth)
THIRO EYE BLIND Semi-Charmed Life (Flektra/EEG)
TONIC If You Could Only See (PolydorA&M)
TONY TONI TONE Thinking Of You (Mercury)
WIDESPREAD PANIC Aunt Avis (Mercury)

ZHANE Crush (litowrvMotown)

Video airplay from July 7-13.

SHOW PREP

SeabE TR

TOPTEN SHOWS
JUNE 23-29

ot Audience
- (97 million households)

1 Seinfeld
2 20/20
3 Dateline NBC (Tuesday)
4 ER
5 Primetime Live
6 Dateline NBC (Monday)
7 60 Minutes
8 Touched By An Angel
9 Friends
(tie} Home Improvement

Adults 1849

1 Seinfeld

2 ER

3 Dateline NBC (Tuesday)
(tie} The X-Files

5 Men Behaving Badly

6 Friends

7 Suddenly Susan

8 Home Improvement
(tie) Primetime Live
10 20/20

Source: Nielsen Media Research

Conming 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.

 Friday, 7/4

¢ All-4-One, Deana Carter,
Kenny Rogers, and Jon Sec-
ada are slated to perform live
on PBS’s “A Capitol Fourth”
(check local listings).

* Roberta Flack will be
among the live performers on
A&E's three-hour “Pop Goes
The Fourth!” special (7:30pm
ET/4:30pm PT).

Sty

i

e

s k.d. lang and Paula Cole
perform when PBS premieres
“Sessions AtWest 54th” (check
local listings).

Monday, 7/7

* Billy Ray Cyrus and the
Cox Family perform on “Mon-
‘day Night Concerts With Ricky
Skaggs” (TNN, 10pm ET/7pm
PT).

¢ Mary Chapin Carpenter,
“Late Late Show With Tom Sny-

der’

* Erykah Badu performs on
“MTV Unplugged” (10pm).

s Alison Krauss & Union
Station, “Late Night With Con-
an O'Brien.”

~ Thursday, 7/10

* Glen Campbell and Collin
Raye, “Prime Time Country”
(TNN, 9pm ET/6pm PT).

* INXS, “The Tonight Show
With Jay Leno.”

* Paul McCartney is inter-
viewed and Jill Sobule per-
forms on “Conan O'Brien”

R R SRR

112 Cupid (Bad Boy/Arista)
BACKSTREET BOYS Quit Playing Games (With My Heart) (fie)
MARY J. BLIGE | Can Love You (MCA}

SHAWN COLVIN Sunny Came Home (Columbia}
FAITH NO MORE Last Cup Of Sorrow (Slash/Reprise)
FLUKE Atom Bomb (Astraiwerks/Caroline)

K-C1 & J0 JO You Bring Me Up (MCA}

LIL’ KIM Not Tonight (Undeas/Big Beat/Atiantic}
MASTER Pw/STEADY MOBS'NIf | Could ..(No LimiPrioriy)
MAXWELL Whenever, Wherever, Whatever (Columbia)
MOTLEY CRUE Afraid (Elektra/EEG)

ORBITAL The Saint (fir/London)

PRIMUS Shake Hands With Beet (Interscope)

REEL BIG FISH Seil Out (Mojo/Universal)
REFUGEE CAMP ALL STARS The Sweetest Thing (Coknbia)
SISTER HAZEL All For You (Universal)

SMASHING PUMPKINS The End Is ... (Wamer SunsetWg)
SNEAKER PIMPS 6 Underground (Virgin}
SUMMERCAMP Drawer (Maverick/Reprise)

Video airpiay from July 7-13.

36 million households
) - Lydia Cole,
(AR P Music Programming

PUFF DADDY & FAITH EVANS /112 Be... (Bad Boy/Avista)
MISSY ELLIOTT The Rain (Supa Dupa Fy) (FastWest£EG)
EN VOGUE Whatever (FastWest/EEG)

GOD'S PROPERTY Stomp (B-Rite/Interscope)

WILL SMITH Men In Black (Columbia)

K-C1 & J0 JO You Bring Me Up (MCA}

JOE Don’t Wanna Be A Piayer (Jive)

BROWNSTONE 5 Miles To Empty (M/Work)

R. KELLY Gotham City (Jive)

TONY TONI TONE Thinking Of You (Mercury)

Information for week ending July 4.

MASTER P If | Could Change (No Limit/Priority)
MISSY ELLIOTT The Rain (Supa Dupa Fy)(E2stestEEG)
JAY-Z Who You Wit (Qwest/WB)

SCARFACE Smile (Rap-A-Lot/Noo Trybe)

LOSTBOYZ Love, Peace & Nappiness (GroupHormeLinversa))
CAMP LO Black Nostaljack (Profile)

BONE THUGS-M-HARMONY Look Into... (Ruthiess/ Ralativly)
BIG MIKE Dream (Rap-A-Lot)

BOOT CAMP CLICK Headz R Redee (Duck DowrvPriority)
WYCLEF JEAN wREFUGEE AL STNRSWe Trying.. (Catmbia)

Information for week ending July 4.

T H E
21 million households
Liz Kiley,
VP/Programming
YOU CONTROL.

PUFF DADDY & FAITH EVANS /112 1 Be...(Bad Bow/Arists)
WILL SMITH Men In Black (Columbia)

UL KIM Not Tonight (Undeas/Big Beat/Atiantic)
MARY J. BLIGE | Can Love You (MCA)

MISSY ELLIOTY The Rain (Supa Dupa Fly) { EastiestEEG)
COOLIO 140 THIEVZ C U When: U Get There (Tommy Boy}
BONE THUGS-N-HARMONY Look inko._.(Ftless Redativly)
MASTER P STEADY MOBE'N K1 Could Change (Ab LimbPriond)
SPICE GIRLS 2 Become 1 (Virgin)

BACKSTREET BOYS Quit Playing Games ... (Jive)

TRU {MASTER P FEDz (Priority)

600’8 PROPERTY Stomp (B-Rita/Interscope)
WYCLEF JEAN wREFUGEE ALL STARS We Trying To_ (Colbmibia)
EN VOGUE Whatever (FastWest/EEG)

HANSON Mmm Bop (Mercury)
RAMPAGE w/BILLY LAWRENCE Take [t Yo ... (FastWestEEG)
CRAIG MACK Jockin' My Style (Scotti Bros.)
GINUWINE I'll Do Anything (550 Music)

FREAK NASTY Da Dip (Power/Triad)

MARILYN MANSON Man That You Fear (Nohingfnterscope)

Most requested for week ending June 20.

CONCERT PULSE
Biggest Gigs Of June
Pos. Artist Gross
Venue/City (In 000s)
102 $6499.1
Giants StadumvEast Rutherford, NJ (three

shows)

202 $2549.6
Frankiin

3 OZZFEST '97 $673.3
S:ea-Cola Star Lake Amph./Burgettstown

4 DAVE MATTHEWS BAND $670.9

Biockbuster-Sony Music Ent. Centre/

Camden, NJ

5 OZZFEST-'97 .. $654.4
Blockbuster-Sony Music Ent. Centre/

i Camden, NJ

6 JOHN MELLENCAMP $610.1
Chastain Park Amphitheatre/Atianta (two
shows)

7 OZZFEST 97 $553.9

Blossom Music Center/Cuyahoga Falls, OH
9 WPLY-100 RADIO SHOW
Blockbuster-Sony Music Ent. Centre/
Camden, NJ
10 WMRQ 104FEST $480.3
Riverside Park/Agawam, MA
The CONCERT PULSE is courtasy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7900.
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WEEKEND BOX OFFICE

R R

JUNE 27-29
1 Face/Off $23.38
(Paramount)*
2 Hercules $21.45 _

(Buena Vista) ;
$15.75

3 Batman & Robin
(WB)

4 My Best Friend's $15.01
Wedding (TriStar)

5 Con Air $5.89
(Buena Vista) .

6 The LostWorld: $4.53 |

Jurassic Park (Universal)

7 Speed 2: Cruise $3.72
Control (Fox)

8 Liar Liar
(Universal)

9 Austin Powers
(New Line)

10 Gone Fishin’

(Buena Vista)

$1.30
$0.67

$0.63

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

COMING ATTRACTIONS: This :
week’s openers include “Men In .
Black,” starringTommy Lee Jones
and Columbia recording artist Will
Smith, who contributes the title
tune and“Just Cruisin™to the film's
Columbia soundtrack. Also includ-
ed on the CD are Snoop Doggy
Dogg f/AJD's “We JustWanna Par-
ty With You,” Ginuwine’s “I'm Fee-
lin’ You,” NAS'’s “Escobar '97” A
Tribe Called Quest's “Same O
Thing,"3T's “Waiting For Love," De
La Soul’s “Chanel No. Fever, Trey
Lorenz’s “Make You Happy,”
Roots f/D’Angelo’s “The ‘Notic}’
Buckshot LeFonque’s “Some
1Cow Fonque (More Tea, Vicar?),
Alicia Keys's“Dah Dee Dah (Sexy

- Thing),” Destiny’s Child's “Killing
Time,” and Emoja’s “Erotik City”

“Wild America,” starring Jon-
athanTaylorThomas, also opens

_ this week.The film's Edel Amer-

ica soundtrack sports Steppen-

- wolf’'s “Born to Be Wild” and

“Magic Carpet Ride;” Jerry Lee
Ll.ewis’s “Real Wild Child (Wild
One),” Strawberry Alarm
Clock’s “Incense And Pepper-
mints,” Dick Dale & His Del-
Tones’ “Take It Off” and John
Mayall's “It Ain't Right” Songs by
the Outsiders, the Grass Roots,
American Breed, the Seeds, the
Lemon Pipers, and Spies com-
plete the ST.

Rounding out this week’s
openers is “Out To Sea,” starring
Walter Matthau and Jack Lem-
mon. The film's Milan soundtrack
showcases “More” by Bobby
Darin and various tunes per-
formed by co-star Brent Spiner.

NEWTHIS WEEK

* WHEN WE WERE KINGS
(PolyGram)

This feature-length docu-
mentary chronicles the heavy-
weight match between reigning
champ George Foreman and
challenger Muhammad Ali and
sports a- Mercury soundtrack
with the Fugees’ “Rumble In
The Jungle” as well as the title
cut by Brian McKnight & Di-
ana King. Also included are live
tracks from a Zaire concert heid
in connection with the 1974 fight
by Bill Withers, B.B. King,
James Brown, the Spinners,
and the Jazz Crusaders.

WWW.americanradiohistorv.com
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$1.53 EA / ONE COLOR IMPRINT / 250 PIECE MINIMUM / $35 SET UP

7 N@\ RESULTS MARKETING |

Creative Promotions...Lasting Impressions

800-786-801 1

www.resultsmarketing.com  exr e

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

FAX (309)155-1684

. ...~ The
TRAVELER
Cash Cube
Money Macine

T :

1 NO SET UP
A | i | ¥

PUSH IT i £ w7
ANYWHERE i A

A

FITS EASILY
INTO VAN
OR PICKUP

1-800-786-7411

FCONOMEC AL

FITS
THROUGH
ANY 35°
DOORWAY

o il e ]
The Most Portable Money Machine Ever!

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

We specialize n the design, production and fulfifiment of promotional and premim
items. With over 5 years experience working with more than 2,500 Rado and
TV Stanons, Satellite Networks, Record Labels and Fan Clubs,
we know how to deliver your message!
In conjunction with therr radio affikates, we have designed
and manufactured promotional items for The New YorE
Islanders, The Buffalo Bills, The Cleveiand Indians and The
(olorado Avalanche. These are just a few of our many
references.

Sports stations call us to get mat edge in the ranngs
__ game. Whether you need bumper snckers,
D regstration baes, rolls of banners, calendar
magnet or more .. we do it all!

32 page Catalog
FREE GIFT!

Call Leslie, Lisa or Michele at

1-800-7-COYOTE

for samples and additional information.

An Outstanding Way
To Promote Your Event!

FREE STUFF!

Call today for your free

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

206-883.7400 Fax: 8834499

CONVENTENT EEELECEEN B

www americanradiohistorv com
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W&%%%m%

TEMPORARY
TATTO0 SPECIEL

The last frontier in call-letter placement %

N~

CATALOG AND SAMPLES!

= g
WAMMR)

WEEN

BFMI04

10,000 pc. min.

Qmwmor | )
Includes all charges, no hidden costs %

(414) 351-9088 « Fax (414) 351-6997

LEE ARNOLD PROMOTIONS %

ANV INNZINLENTIENTN

PUBLICITY PRINTS

Lithographed On Heavy Gloss Stock

* REQUEST FREE

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

4x6 - JOCK CARDS

1000 — $91.00
2000 — $125.00

# PRICES INCLUDE
TYPESETTING & FREIGHT

+* FAST PROCESSING

+* OTHER SIZES & COLOR
PRINTS AVAILABLE

\ Winly 40 Janvt
Sk

1867 E. Florida St. » Dept. R
Springfield, MO 65803
(417) 869-3456 FAX (417) 869-9185
http:/fwww.abcpictures.com

PICTURES

Display Your Wares In

PRODUCT
SHOWCASE

Call Dawn Garrett

=
THE INDUSTRY'S NEWSPAPER

310-788-1622
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Flreworks For The Fourth In ’Frisco!

s a result of Chancellor/SF VP/GM

Allan Chlowitz’s departure, company

Regional VP Rick Etchyson will serve
as acting GM for KABL-AM, KNEW-AM,
KBGG-FM & KSAN-FM. The move takes place
as closing day draws near for the Chancellor-
Evergreen Media merger.

Meanwhile, CHR/Rhythmic KYLD'’s long-
rumored simulcast on — and subsequent
frequency shift to — KSAN's present 94.9 dial
position was slated to happen at noon on the
Fourth of July. According to a station one-sheet
to advertisers, in the next two months KYLD
will:

¢ Air a “minimum 3-4 week, extremely
high-frequency on-air promotion instructing our
audience to turn their dials to ... 94.9”

* Spend over $1 million on TV and
outdoor advertising

* Distribute over 1 million new bumper
stickers, and

* Give away “an outrageous sum of
money.”

I's anticipated that Susquehanna will
close on the 107.7 frequency and KSAN call
letters on Monday (7/7).

But could this be just the beginning of the
changes to come on the SF scene? ST hears
that in addition to Bonneville’s already
announced format adjustment on KOYT at
least four other broadcasters — CBS,
Susquehanna, Evergreen, and EXCL — are
considering format flips in the not-so-distant
future.

Rumbles Pt. 1

* KMEN-AM/Riverside shifts to Nostalgia as
KMRZ. Harley Davidson remains as PD.

= Former WLTI/Detroit PD Brad Waldo inks with
KKLT/Phoenix as its new PD.

* Dick Broadcasting/Knoxville names Mike Ham-
mond OM of WIOL-AM; WIVK-AM & FM, WNOX-
FM, WXVO-FM, and newly LMA'd WOKI-FM.

» Country WWWW/Detroit PD Mark Hamlin exits.

* KTXQ/Daltas MD Redbeard — a 14-year station
vet — renews his contract for three more years.

* KQMB/Salt Lake City becomes the latest Pop/
Alternative convert.

= Former KKFR/Phoenix afternocon driver Super-
snake joins crosstown KPTY for mornings.

» KKBT/L.A. Director/Marketing Dianna Obermey-
er segues crosstown to KPWR as Marketing/Promo
Dir.

* WZJM/Cleveland morning driver Chuck Boom
exits.

ALt Binie s,

Sony recently honored 550 Music

President Polly Anthony with the “CEO Special 5_-;5,
Recognition Award” at the company’s annual ¥
Management Conference. %
Anthony is only the second 1.
Sony exec to receive the award, 2
which pays homage to a 3
person or entity for achieving ;
unique or extraordinary resuits !
in professional activities. “Polly
and her team richly deserve “;

this recognition for their
outstanding work. Polly has
established 550 Music as a
successful stand-alone label and Celine Dion as  #+
a global superstar in little more than two years” 7
said Epic Records Group Chairman David Glew.

Polly Anthony

Late Flash: ST hears that former KIIS-FM/
L.A. and KHKS/Dallas PD John Cook has
secured the programming slot at KKPN (The
Planet)/Houston and will oversee all of SFX’s
Houston properties — including KNUZ-AM,
KKRW-FM, and KODA-FM — as OM.

The ‘XTRA Sports’
Empire Grows
Ifit's 1150 in California, it must be Jacor. After
picking up KIIS-AM/L.A., Jacor purchased KBAY/
San Luis Obispo, CA in an attempt to increase
KlIS’s nighttime coverage. Now the “XTRA Sports
1150” team has drafted KMXN/Santa Rosa, CA
— located 40 mites north of San Francisco —
giving the company a lock on the frequency all the
way from San Diego to the Oregon border.

Balyic o

With a name like KUFO, you knew this
was coming. The Portland Rocker doesn’t
guarantee a close encounter, but is
nonetheless celebrating the legendary
“‘Roswell Incident” by giving away a trip to
Roswell, NM for “Encounter 97: The UFO
Crash 50th Anniversary” — a festival
sponsored by the city of Roswell — for the
July 4th weekend. Qualifiers win video
copies of “Independence Day” if they can
correctly answer trivia questions by
morning co-host — and UFO believer —
Tawn Mastrey.

Continued on Page 26

high-tech meets
high-touch

www.americanradiohistorv.com
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First week adds
The Buzz/New York
Ahice/San Francisco
I'he End/Charlotte
The Zone/Phoenix

#2 most added
adult alternative
including:

WJBX
WXLE
WRLT
WMAMM

Kicking off Lilith Fair
this weekend
The Sunrmer's Hottest
Festival Tour

the new single, _
the next chap

Produasd by Rk Nejahes
Mixed by Brian Malonf
Hussel] Carter for Hussell
Carter Mansgeient, Lid
e-mail at: re-el@roam con

americanradiohistory. col
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ADDS AT:

BLAKE MQORGAN
‘least likely place’

Building at over 50 stations including:

WRIF, WRCX, WBOP, WZAT, WTAO, WCPR, WROQ,
WLZR, KNSX, KFMX, KTUX, WKLT, WZNF, WKzQ,
KZRK, KXXZ, WOBR, WHFC, KRVM, WHMH, KRQR,
KRKR, WRBR, WRZZ, KXCI, KFBD, KFFX, WRKR,
WEBX, WSTZ, WYKT & KZTX

FROM THE DEBUT RELERSE
‘ .
anger's candy
NOW RVAILABLE IN STORES

AKE Mg #oOMAN

PRODUCED BY TERRY MANNING € BLAKE MORGAN
EXECUTIVE PRODUCER: PHIL RAMONE
MANAGEMENT: SIMPLE STRATEGIC MANAGEMENT

www. blakemorgan.com

o

INZK

Continued from Page 24

CBS Relaunches
‘Talk 1190’ In Dallas

KOOO-AM/Dallas scuttied its mix of local
and syndicated Talk hosts Monday (6/30) in
favor of a satellite-only lineup. The station’s
strategy, OM Michael Spears said, is to
program 12 well-known “stars” of Talk radio,
including Don imus, Larry King, Dr. Laura
Schlessinger, Tom Leykis, Oliver North, Mary
Matalin, Tom Snyder, Dr. Toni Grant, Jim
Bohanan, and Ernie Brown. The lineup will be
augmented by University of Texas football and
basketball, weekly baseball and football
broadcasts from CBS, and a simuicast of
Dallas Cowboys play-by-play with KVIL-FM.

ABC has named KOA-AM/Denver “Radio
News Station of the Year” and Steffan Tubbs
“Reporter of the Year” KOA, the only station to
win multiple awards, was also a finalist in two
other categories: Outstanding Spot News
Coverage and Outstanding Affiliate
Contribution.

Kudos to KLPX, KFMA & KTKT/Tucson
OM Larry Miles on his second ESPN2
appearance for the USAR Hooters Cup
NASCAR Late Model Stock Car race in
Lakeland, FL on July 4. Larry is the on-camera
“pit reporter” for the race.

Rumbles, Pt. 2

* WTAT/Tuscaloosa, AL PD Russ Williams joins
WTSH/Rome, GA as PD/midday host.

* WTOP/Washington & WCBS/NY freelancer Jill
Cohen becomes anchor at AP Radio Network.

* WWEX/Bangor, ME PD Natalee Parrish moves
to WYSR/Ft. Wayne as PD.

* Rob Neil joins all-Blues WODT-AM/New Orleans
as PD

* WBYR/Ft. Wayne MD Roxanne McVay assumes
interim PD duties while the station searches for its next
programmer.

* KFRQ/McAllen PD/MD Chris Russell exits. Mike
Quinn joins for PD duties, while Jackie Lynn joins as MD.

* Frank Lischak is named GM for WYNF-FM,
WSRZ-FM & WSPB-AM/Sarasota.

* WTAOMarion-Carbondale, IL taps Kit Mann as PD.

* KHKS/Dallas Prod. Dir. Garry D. nails a similar
position at KNIX/Phoenix.

* KMJM/St. Louis Prog. Asst. Tiffany Green is the
new MD at WJBT/Jacksonville, as Hitman Hayes ex-
its for sister KHTS/San Diego.

* WRZE/Cape Cod, MA PD Steve McVie exits for
APD/night duties at WJLK/Monmouth-Ocean

* WSTO/Evansville, IN MD/middayer Cindy Mer-
cer moves into the accounting dept.; afternooner Tim
Michaelson picks up MD duties.

* KLOL/Houston overnighter (and former MD) Cin-
dy Bennett resigns.

SMOOTH JAZZ Q30
Unigus & Belaxing

* Larry Wert promoted to Sr. VP/Evergreen Media
and WKQI/Detroit GM.

* WMVP-AM/Chicago GM Doug Sterne
adds WLUP-FM VP/GM duties.

« Steve Young appointed WNEW-FM/NY PD.

« Kevin Straley elevated to WRKO/Boston PD.

* Dan Bowen becomes KWMX/Denver PD.

v

* Marc Morgan made WSB-AM & FM/AtlantaVP/GM.
* Gary Taylor recruited as KIOI/SF VP/GM.
* Michael Spears appointed WPNT/Chicago PD.
* WMZQ-AM & FM/Washington ups Gary McCartie
to OM, hires Tom Rivers as PD/morning co-host.
* Cyndee Maxwell ships to KQLZ
(Pirate Radio)/L.A. as MD.

V

* WFAN/NY debuts; WYNY/NY goes Country
with Michael O’Malley as PD.
* George Sossom boosted to VP/Ops at
the CBS-owned FM Stations.
* Lynn Anderson promoted to
KIIS-AM & FM/L.A. President/GM.
* KMEL/SF GM Paulette Williams gets VP stripes.
* R.J. Curtis lassoes KNIX-AM & FM/Phoenix PD.

A 4

* Dan Mason elevated to First Media
Corporation Group VP
* Russ Reagan raised to KUDL/Kansas City GM.
* J.B. Stone set as KJLH/L.A. PD.
* WWDC-FM/Washington replaces
Howard Stern with The Greaseman.

A4

* Bob Clark takes on Pittsburgh promo duties for
Atlantic Records (and he's still with the
company today!)

* Jack Forsythe tapped as WMJX/Miami MD. '

Records

» Capitol Sr. Dir./Nat'| Promo Jeffrey Blalock joins
former counterpart Rich Bloom, taking simifar duties
at Revolution. Revolution Head of Pop Promo Jean
Johnson exits.

* Is Left Bank honcho Bruce Tenenbaum all but
inked at DreamWorks? Will he remain with Left Bank
during a transitionary period?

* Is Kevin Czinger thisclose to finalizing a deal to
bring Dallas Austin’s operations into the Volcano fold?

* Brooklyn rap producer Lance Rivera (aka Un), who
has produced Lil' Kim and Junior M.A.FI.A , has inked
a five-year, seven-figure joint venture deal with Epic
that wilf give him his own label, Untertainment Records.

* WB Dir./Music Administraion Danny Gould be-
comes VP/WB Music Division.

NINTH TO FIRST

A25-54 IN 3 MONTHS!

Arbitrends De-Ja-Fe through Fe-Ma-Ap ‘97
“Thanks for your contribution to Love 94's
incredible first place ranking in Adults 25-54.
(PM Group’s (D Mailer helped efficiently and

ENCODED
MUS'C- Inside:
www.n2kencodedmusic.com gnhanced Q ::Eglfgouvggqva

®© 1997 N2K Encoded Music * Prizes You Can-Want

effectively spread the word.” — John Frost,
VP Programming, Paxson Communications

Fall Projects Must Book Now!

www.americanradiohistorv.com
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Only YOU can turn things upside down and inside out.

g 2
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“YOU”
The follow up single to their top 5 hit :*‘Sign Of The Tlmes”
On over 115 R&R Stations

Closing out this week at:

WWDC WKRK WMMS KUFO R&R Active Rock @) — @ 984 Plays!
KBPI KRKQ WZMT WNCD KMJX :
.R&R Rock @) — € BREAKER 563 Plays!
On Tour: :
714 Albuquerque, NM 715 Red Rocks, CO BDS Active Rock 24* - 20* 439 Spins
7/8 Kansas City, MO " Minneapolis, MN BDS Rock 29% - 19% 643 Spins

7/11  Alpine Valley, W1
From the album “Hear in the Now Frontier” w |
i REC;HBS

P[()Til'u-(l by Peter Collins for Jill Music, ETD » Recorded and Mixed by, Toby Wright ¢ \l.um;,unenl Q -Prime, Inc
| WWW_americanradiohistorv.com
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NEWS

Census
Continued from Page 1

method that never yields exact tallies;
those who can’t be reached for infor-
mation are left out of the count. In the
end, the numbers are used for alloca-
tion of Congressional seats.

The National Research Council is
backing a proposal that calls for am-
plification of the data collected by
hand to represent the normally under-
counted areas; the proposed research
method also has the backing of the
National Academy of Sciences. The
new sampling method could be in
place for the 2000 census.

*“The result is a better job of mea-
suring and understanding the consum-
ing public,” Patchen told R&R. The
Census Bureau’s Rick Griffin told
R&R the information gathered by the
sampling technique would be more
accurate: “It is not the case that it will
throw off the numbers. It is true that
the numbers would be different, but
{the figures would be] more correct
than trying to get an absolute count.”

The other proposed methodology
change would shorten, or drop entire-
ly, the long-form survey. The non-re-
sponse rate for the long form has been
increasing, and Congress suspects it’s
because people feel the long form is

too intrusive. But critics of the pro-
posal to reduce collection of informa-
tion worry that valuable details about
income, education, and spending hab-
its could be lost.

Arbitron is a member of a coali-
tion of business census-users that
wants to preserve the long-form sur-
vey. The current argument in Con-
gress is deletion, or revision, of the
long form, possibly affecting avail-
ability of Arbitron radio market data.
If the long form is shortened, says
Arbitron, that information is less
available, a move that is bad for com-
merce.

Arbitron says it is developing the
ability to link radio listening data with
census statistics representing nation-
al and individual markets, so it has
more detailed consumer characteris-
tics and qualitative data.

*“Census information is one of the
fundamental building blocks in mar-
keting research, and is especially valu-
able for audience estimates,” Patchen
figured. “Broadcasters have a lot of
clout, and anything they can do to
support a high-quality census, with a
rich information base about the Amer-
ican consumer, is good for the radio
industry, just as it would be for any
marketing professional who would
benefit from having that in-depth, fac-
tual information available.”

Microsoft

Continued from Page 1

“biggest individual shareholder with
a 1.7% stake.”

But by lunchtime, company
spokesmen from Microsoft and CBS
had doused the sizzle, announcing
there was no deal in the works and
firing on the story’s accuracy.

“It’s totally inaccurate; it’s untrue,”
Microsoft Public Relations Director
Mich Mathews told R&R. She de-
clined to discuss whether the Red-

mond, WA company was looking at

other broadcast properties.
Westinghouse said, “There is no
truth to the unattributed rumor report-
ed in today’s New York Post story
speculating on a possible sale of CBS;
nor is any party examining our finan-
cial books as reported by the Post. Qur

Continued from Page 4

intention is to build CBS into the pre-
eminent media company in the indus-
try, not to sell it.”

Westinghouse has a “policy not to
comment on rumor or speculation,”
but issued the statement from its head-
quarters in Pittsburgh “in light of the
recent {stock market] trading activi-
ty.” The Associated Press re-
ported that Seagram declined to com-
ment on the story.

Inan interview with R&R, Jon Els-
en, writer of the Post’s article, empha-
sized his story merely reported Mi-
crosoft’s interest in CBS, not that a
deal had been struck. He said he and
his newspaper “stand by the story.”

Westinghouse stock initially
jumped upon news of the report, but
eased somewhat to close Tuesday at
23.813, up .688 (or 3%), on the New
York Stock Exchange.

OTT—

BUSINESS BR

CD Radio Acquires $50 Million Commitment

S ome holders of digital radio company CD Radio's 5% delayed con-
vertible stock have said they will swap that stock for a new class of
convertible preferred stock. The new stock will be convertible into com-

mon stock at $21 per share.

62nd Street Closes Fritz Deal

2nd Street Broadcasting Monday finalized its $45 million purchase

of Fritz Broadcasting Group’s Ohio and Michigan stations. The prop-
erties, WTOD-AM, WIMX-FM, WKKO-FM & WRQN-FM/Toledo and
WSGW-AM, WGER-FM & WIOG-FM/Saginaw, Ml are added to 62nd’s
WKQZ-FM, WMJA-FM & WMJK-FM/Saginaw.

With Monitor Gone, Now It’s The World

t didn’t take long for the competition to filt the news hole left when the
Christian Science Church’s public news programming company Moni-
tor Radio signed off last Friday (6/27). BBC World Service, Minnesota-
based Public Radio International, and Boston’s WGBH-FM have begun
promoting their year-old co-production,“The World,” a one-hour, afternoon-

drive news program.

The show is produced in Boston and London and was the first daily
radio co-production involving BBC’s respected World Service and U.S.
public broadcasters. One hundred stations now carry the program, in-
cluding WETA-FM/Washington, which added the program this week.

Vitanovec
Continued from Page 3

WLVI-TV/Boston give him a good
blend of knowledge,” Tribune Presi-
dent Dennis FitzSimons commented.
“As a 13-year veteran of Tribune,
John has gained a full range of skills
that will enable him to do a great job
in his new position.”

Vitanovec added, “Leaving Bos-
ton and WLVl is a difficult move for
me. But the opportunity to work with
the entire Tribune group as part of
the new management structure, and

Deals
Continued from Page 8

It's been rumored Jacor may also
improve the nighttime signal cover-
age of KOA/Denver, which can be
heard in Southern Califomnia; Jacor
recently purchased KAHS/Thousand

Viacom
Continued from Page 4

Smooth Transition

On Wednesday, Figenshu joined
Evergreen in the Big Apple to help
smooth the transition of Viacom prop-
erties into the new hybrid company
which will be known as Chancellor
Media Inc. For Figenshu it marked the
end of an era that began 23 years ago
with Viacom when he began his ra-
dio career as a disc jockey. But it’s
not over yet. He's only 46 years old
“and they [his new leaders] are really
concerned because there is still a lot
of life left in me. I'm not a geezer.
Err, well, maybe a young geezer.”

In a situation like this, a guy like
Figenshu generally has a plethora of
job opportunities and can go just
about anywhere he would like. But
he’ll stay put: “I need to be a burden

NAB
Continued from Page 4

TV broadcast station license to any
party (including parties under com-
mon control) on the basis of the own-
ership, operation, or control by such
party of a daily newspaper.” That bill
is still in the committee stage.

New Leaders, Titles

Board leadership was also reshuf-

| fled: William McElveen was named
vice chairman. McElveen, who is Pres-
ident/GM at WISW-AM, WOMG-FM
& WTCB-FM/Columbia, SC, suc-
ceeds KHWY Inc. President Howard
Anderson, who will become chairman

| of the radio board. Former NewCity

having a hand in supporting and serv-
ing our businesses from coast to coast,
is an exciting challenge.”

L= ——  _—— ——— |
wxyv
Continued from Page 3

MD Throb stays on as interim MD,
afternoon driver K.J. Holliday re-
mains for creative service duties, and
moming show co-host Delite Duck-
ett will assume an as-yet-undeter-
mined on-air position.

Oaks, CA, and both KOA and KAHS
are at 850 kHz.

Then there is Clear Channel,
which picked up its fourth Milwau-
kee outlet on Tuesday, agreeing to pay
Shockley Communications Corp.
$14.5 million for Oldies formatted
WZTR-FM.

e e e e et gt

to my family so I'll stay in New York”

Not all of the Viacom stations will
move under the Evergreen/Chancel-
lor umbrella. NAC/Smooth Jazz
WIZW-FM/Washington was sched-
uled to become ABC Inc.’s third DC
station on Wednesday, while another
Viacom station — WDRQ-FM/De-
troit — will temporarily become part
of Evergreen’s stable until ABC can
resolve a cross-ownership problem
and sell a newspaper in the Motor City
area. In all, ABC will pay Evergreen
$105 million for the pair of stations.

Two other Washington properties,
WBZS-AM and WZHF-AM,, are set to
be sold to Douglas/Personal Achieve-
ment Radio for $18 million. Since April
8, the merging enterprise has divested
properties worth $436 million in order
to meet the limits. Chancellor and Ev-
ergreen expect to complete their merg-
er in the third quarter.

e el e — )

(now Cox Radio-owned) President
Dick Ferguson moves from radio board
chairman to chairman of the radio-TV
joint board.

Also at the meeting, the Radio
Board passed a resolution urging the
FCC to do whatever it takes to elimi-
nate pirate radio. This isn’t the first time
the FCC has been criticized for inac-
tion against pirates. At last winter's
NAB state leadership conference in
Washington, members from the radio
industry expressed outrage that the
FCC and U.S. Attorney's office were
“investigating” complaints of pirate
broadcasters. “'If someone doesn’t have
a license to broadcast, what's to inves-
tigate?” an irate attendee had asked.

| Changes
| Continued from Page 12

ings, replacing the exiting Buddy
Baron ... WKIX/Raleigh overnighter
Brian Scott segues to evenings and
parttimer Theresa Jennings moves to
overnights ... WCKT/Ft. Myers MD/

| nighttimer Chris Chaos returns to
crosstown WWGR for parttime air
work ... Tag Martin is new to nights
at WUSY/Chattanooga, replacing the
exiting Gene Lovin ... KXDD/Yaki-
ma, WA MD Lia Knight exits.

{ Hot AC: Tripp Rogers assumes

mormngs at WIRZ/Monmouth-
| Ocean .. .Kim & Terry exit momings

WwWWwWWw.americanradiohistorv.com

at KTNP/Omaha.

Jazz: KI.ON/Los Angeles has a new
programming lineup, featuring five
National Public Radio jazz programs,
which began yesterday (7/3) with
*Marian McPartland’s Piano Jazz.”
*“Jazz Profiles With Nancy Wilson™
will debut 7/5 at 9am, and “Jazz Set
With Branford Marsalis™ will be heard
the same day at 9pm. Other changes at
KLON: Alfredo Cruz takes over
momnings, replacing Ken Borgers who
moves to weekends. Helen Borgers
handles the 10am-2pm shift, and
Chuck Niles moves up an hour to take
the 2-7pm time slot. Finally, Friday
night's “Jazz On The Latin Side” is
bumped up one hour, starting at 7pm.

Dollars
Continued from Page 1

Perhaps of further significance is
the distribution of those ad dollars pre-
viously spent on the 25-54 cell. In De-
troit, the 25-54 figure fell from 57%
to 49% while seeing 7.8% of its pie
go to the 18-34 demographic, more
than any other top 10 market. Over in
Philadelphia, the 25-54 amount
dropped from 60% to 56%; it saw 18-
34 ad dollars jump to 6%.

Finally, L.A., San Francisco, and
Detroit have shown signs that as the
baby-boomer generation grays, its ad
dollars will follow. All three cities
showed between 9%-10% of ad dol-
lars targeted toward the 35+ set. The
city with the lowest percentage?
Washington, with 4%. The top 10
market average for the demo grew
from 3.9% in '94 to 5.9% in '95; it
climbed to 7.3% last year.
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NARTSH *97 DEMO DIALOGUE

Attracting The Next Generation
Of Talk Listeners

How can Talk radio win the ears and hearts of young lis-
teners who traditionally have viewed Talk as being their par-
ents’ (or grandparents’) format? That was the question posed
to a panel at the recent Talk Radio *97 convention in Los Ange-
les, and while a definitive answer remains elusive, the lively

discussion certainly provided fo

Jason Insalaco

Jay Clark

The National Association of Ra-
dio Talk Show Hosts assembled a
panel that included PD Jay Clark
and producer Jason Insalaco of
KLSX/Los Angeles: Erik Braver-
man, Asst. PD for KABC & KTZN/
LosAngeles: Westwood One Direc-
tor/Talk Programming Larry
Kahn; and Sabo Media President
Walter Sabo.

Can’t Please Everybody

During his opening monologue,
Sabo lamented that many Talk sta-
tions trying to draw younger demos

@

The same things that
make a music station
appealing to the
under-35 listener can
make a Talk station

appealing as well.
— Walter Sabo

do so by presenting the same prod-
uct in a “new” package, simulta-
neously attempting to keep their old-
er core. “When they talk about want-

od for thought.

By Jeff Axelrod

“Speak the language of your tar-
get” advised Kahn. "Put people on
the radio who can speak 18-34.
who know what they do and how
they think.” Echoing Sabo’s senti-
ments, Kahn said. "It you go
younger, you have to exclude the

E

| 4
A 8N
IS =
Erik Braverman Walter Sabo

ing to sound younger. it sounds like
‘cool polka™ or ‘cutting-edge big
band.”" he said. “In order to include
[younger demos], it’s necessary to ex-
clude {the older demos]. The same
things that make a
music station ap- m
pealing to the un-
der-35 listener can
make a Talk station
appealing as well.”
That  means
making a clean
break from the way
Talk radio has tra-

Speak the language
of your target. Put
people on the radio
who can speak 18-
34, who know what

demo that you
have. Many sta-
tions program
without a fo-
cused goal in
mind. Without
that mission,
you will wallow
and suffer a lack
of identity that
will haunt you.”
Product consis-
tency is key to
achieving that goal. Sabo re-
marked. “After all, you wouldn’t
run a polka hour on a CHR.”

A Matter Of Time

If your mission
1s to attract
younger listeners,
you must super-
serve that audi-
ence. And that in-
cludes working
around their
schedules. Noted
Sabo. “The tradi-

Larry Kahn

ditionally ~ been they do and how lflgrnrcrlll ;;Il‘;lrl)l;arli;d:g
92[2;:};“;101?.“ n;f)dﬁ they think. older people be-
wouldn’tlook atthe — Larry Kahn cause they have
Big Band station to the time. Young-

figure out the rota-
tions for your Alternative station.”

Not The Same Talk

“Most 20- to 30-year-olds say
they don’t like Talk when they
haven’t sampled it,” Insalaco point-
ed out. “But most FM morning
shows have a lot of talk. We have to
get away from the stigma of being
their parents’ station. Act like a
younger station, get them to sample
it, and deliver it exactly the way
you’re presenting it.”

with comedian George Carlin.

KLIF/Dallas personality Kevin McCarthy (1) enjoyed a chat and photo op

m er people are

busy. Younger lis-
teners don’t want something dramat-
ically different — it’s just that
they’re busy.”

And that, said Clark, means giv-
ing listeners talk in bite-size morsels.
“Keep the calls short. The shorter the
calls, the younger the audience will
be. Keep in mind, we’re dealing with
short, short, short attention spans!”

Braverman added, “Every minute
on the air is important. If they sam-
ple us and it’s a boring cali, a boring
host, or a boring topic, they're gone.
With every topic, ask, ‘Will the tar-
get relate? Will they care?” Every
topic has to be like that.”

Finding Talent

Since “young Talk” is a relative-
ly recent phenomenon. there is not
an established talent pool yet. So
where are these talkers going to
come from? Until the format estab-
lishes itself. programmers will have
to home-grow their own talent. “As
asyndicator. we have to choose tal-
ent that fits formats around the
country,” explained Kahn. "It’s un-
realistic to syndicate vounger
shows right now. because there
aren’t that many stations doing
younger Talk.”

Clark. who joined KLSX last July
after building WTKS/Orlando into
young Talk’s first bona fide success
story, commented that he was sur-
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25TH ANNIVERSARY OF WATERGATE BREAK — Watergate histori-
an Jim Rosen (1), burglar-turned-talk host G. Gordon Liddy (c), and au-
thor Len Colodney reminisce about the break in of the Democratic Na-
tional Committee’s headquarters 25 years ago. Liddy’s four-hour live broad-
cast from the Premiere Hotel, was heard on 240 Westwood One affiliates
and received global media attention.

prised at the number of tapes he was
getting from “dead fish without any
personalities at all.” He then de-
scribed his acid test for hiring new
talent: “I take them to a bar, sit them
down in a corner, and see if they can
attract a crowd within half an hour.
If you can bring people in at the bar,
it works on the radio.

“When you hire talent. make sure
they're entertaining — and that
doesn’t mean Howard Stern. We've
already got a Howard Stern. Some
of the talents think they should just
be able to talk and not relate to the
audience. You just can't be that good.”

No Farm Team

One audience member brought up
the point that with so tew Talk sta-
tions currently aiming toward
younger demos, most personalities
don’t have the forum to develop as
a young Talk host.

Sabo concurred, admitting, “As
an industry, we’re lousy at devel-
oping talent.”

m;
People think that all
we talk about is sex.
But these people are
interested in more
than that. They
worry about their
taxes, their jobs,
their kids — all of
these topics are part

of what we do.
— Jay Clark

Clark offered this advice to
would-be “young talkers” at “‘old-
er” Talk stations: ““Life is full of re-
strictions. Push the envelope. but
never go through the envelope. Find
your way around the restrictions and
work the craft using the language
you can.”

But Kahn — noting the number
of hosts he'd encountered who were
looking for their first jobs in large
or national markets — also told po-
tential hosts to exercise some pa-
tience. "1t’s the “hours in the cock-
pit’ theory. Without having flown a
Piper Cub. these people want to fly
a 747"

@

We have to get away
from the stigma of
being their parents’
station. Act like a
younger station, get
them to sample it,
and deliver it exactly
the way you’re
presenting it.
— Jason Insalaco

99

Let’s Talk About...

Sex? Clark said that’s the format’s
biggest misconception. “People
think that all we talk about is sex.
And we do talk about it because
we're dealing with males 19-44, but
these people are interested in more
than that They worry about their
taxes, their jobs, their kids — all of
these topics are part of what we do.”

Music? Why not, wondered Insa-
laco: “Playing music during a show
is good. Most of the younger audi-
ence listens to music, and it makes
a good transition.” In fact, it’s an im-
portant part of one KLSX host’s pro-
gram, Clark explained. “Rikki
Rachtman bring groups in, and they
play live. Does it work? Yeah!”

Anything? Within reason... after
all, “Seinfeld” calls itself a show
about nothing. Sabo asked, “What
aren’t the things you talk about with
your best friend good enough to put
on the radio?’

And when you talk about those
things, give the format a chance to
find its audience. As Insalaco not-
ed. **Seinfeld” started at the bottom
of the ratings... it just takes time.”

@

Every minute on the
air is important. If
they sample us
and it’s a boring call,
a boring host, or
a boring topic,
they’re gone.

— Erik Braverman

E
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New Wave Revival Washing Ashore At Alternative

Dancier, poppier bent of altemative giving ’80s-influenced and heritage acts

good shot at airplay

New wave in the 90s — personally, I think it has a nice
ring to it. More importantly, however, programmers at Alter-
native-leaning stations seem to like it even more.

Everyone knows about the
decades-plus success of U2 or
how well audiences have em-
braced Depeche Mode’s new
disc. But dig a little deeper and
you’ll see more new-wave era art-
ists getting sup-
port at radio, in-
cluding Echo & 8
The Bunnymen §
ad Monaco
(headed by
New Order’s
Peter Hook).

I first started [§
waxing nostal-
gic about the
music one
month ago after
taking in the
movies “Grosse Pointe Blank™
and “Romy & Michelle’s High
Schoo] Reunion.” It increased a
couple of weeks ago when I was
driving home from work and
popped in XTC’s new greatest
hits disc and bopped to timeless
classic tracks like “Life Begins At
The Hop” and “Respectable
Street.”

Radio-Friendly Hits

What’s happening, say some

programmers and promoters, is
the combination of a couple of
factors. First off, the veteran *80s
band are delivering radio-friend-
ly hits for the *90s. Second, some
of the *80s new wave currently
fits hand-in-glove with the pop-
pier. rhythmic direction of today’s
alternative music. Thus, it’s not
surprising that White Town’s
multiformat hit “Your Woman”
would sound just as home on ra-
dio in 1982 as it would 15 years
later. Take it one step beyond: The
ska of Madness and the Mighty
Mighty Bosstones, Reel Big Fish
and Buck-
O-Nine. (For a fun list of popu-
lar new wave hits check out Al-
ternative Editor Sky Daniels’s
column in R&R, June 6.)

It’s going to get more interest-
ing watching how well the scenar-
io plays out in the months ahead
when Columbia begins working
Ric Ocasek’s new album “Trou-
blizing” in July and Elektra
drops a Cure’s greatest hits set,
complete with new material.
Ocasek’s disc — which is getting
a big thumbs up for some leading
Alternative and Pop programmers
— best exemplifies what’s taking
place: Here’s a renowned singer/
songwriter/producer stepping up
to the plate with support from
Billy Corgan (who produced the

Jerry Blair

album) and a cast that includes
artists from Hole, Nada Surf, and
Bad Religion.

Observes Columbia Sr. VP/Pro-
motion Jerry Blair, “I spent
some time with Ric in Boston,

Bill Carroll Louis Kaplan
and he's very excited about the
album. We’re going to send him
on a major promo tour at the end
of July and hit a ton of major cit-
ies like Atlanta, Boston, Philadel-
phia, Detroit, Washington, New
York, Chicago, and Los Angeles.

“There are some really big hits
there. We're starting [the first sin-
gle] ‘Hang On Tight’ at Alterna-
tive and Alternative AC [on July
22] and then three weeks later go-
ing to Top 40 because the song’s
really a pop hit.”

What Columbia isn’t going to
do. however, is play off any '80s
revival or lean on Ocasek’s Cars
legacy. “You let the record speak
for itself.” Blair says. He admits

In most markets we’re
treating [Echo & The
Bunnymen] like a
brand new band that
has made a great
record. We’re not
taking the heritage
stand, except in those
markets where there
is a legacy, which is
all the more positive.
— Bill Carroll

the label might have had trouble
getting airplay for the album a
year or two ago. “You have to go
about this without saying some-
thing like this is about ‘Ric
Ocasek of the Cars’ because that
could work against you, especial-
ly how some programmers have
positioned the *80s bands in their

heads. The thing about Ric is, he
was never gone. He’s been in-
volved with some of the hottest
bands in the world. You don’t
have to play any of that non-
sense.”

Blair agrees “there is an '80s
revival to a certain degree. Some
of the best music made in the
'80s. But it’s all about great mu-

John Fagot Matt Pollack
sic, and he’s delivered a great
record.”

Brand-New, Yet Familiar

London is taking a similar, al-
beit slightly ditferent, approach
with Echo & The Bunnymen, the
critically acclaimed band which
has a loyal but much smaller fan
base than other new wave groups.
Comments VP/Alternative Pro-
motion Bill Carrell, “In most
markets we’re treating them like
a brand new band that has made
a great record. We’re not taking
the heritage stand, except in those
markets where there is a legacy,
which is all the more positive; but
that’s only about 10.

“We’ve been setting this up per-
fectly and getting them on a lot
of radio festivals. And it’s work-
ing. We’re getting a lot of com-
ments — and not from older peo-
ple — that they were one of the
bands that people were most sur-
prised by.”

Carroll agrees with Blair that
such acts would have faced some
big hurdles in previous years.
“We would have had a horrific
time getting the music played last
year. But acts like this are going
to get a real shot at breaking at
Alternative. And we feel we’re
even going to get a shot at Top 40
based on how well it’s research-
ing at WHFS/Washington.

“The music has changed and
become more pop, and I think Ian
McCulloch kind of had that in
mind when he put Echo back to-
gether. Some of the songs are five
and six years old.”

Columbia’s and London’s strat-
egy makes perfect sense. For the
thirtysomething alt crowd, the
Cars were very much a part of
their world; and pop audiences
weren’t too far behind. As for the
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You let the record speak for itself. You have to
go about this without saying something like,
this is about ‘Ric Ocasek of the Cars’ because
that could work against you considering how
some programmers have positioned the '80s
bands in their heads.

core alt crowd, Echo was definite-
ly a must-listen. Nevertheless, for
a healthy portion of today’s 12-
18-year-old demo, new wave
bands just weren’t a factor.

Alternative AC KLLC/San
Francisco PD Louis Kaplan best
sums up radio’s attitude: “With a
lot of these bands it’s all about be-
ing able to play a new record with
a familiar sound. It’s always a bo-
nus when you can do that.

“The beauty of playing records
from bands like Depeche Mode or
Monaco is that. for the 25-34 year
olds, those acts were a part of
their lives and they’'re into the
sound. new or old. The younger
listeners are too. but they are
mostly perceived as new bands.
And frankly, the music doesn’t
sound dated. Even though some
of the material sounds it could
have come from the '80s, that
sound is suddenly current now.”

Playing Off ‘Club’
Attitude

Like many in the business, Ka-
plan says, “As a whole, contem-
porary music is a little bit more
dancey. And [the older new wave]
had a big club
feel to it. Also,
the grunge sound m
has become dated
and speaks less to
people. This is
fun, upbeat mu-
sic. It was time
for it.”

— Jerry Blair

The beauty of playing
records from bands
like Depeche Mode or
Monaco is that, for

of the changes. Comments Elek-
tra VP/Alternative Promotion
Matt Pollack, “As opposed to
waiting another year, we want to
capitalize on what’s happening
right now. There’s so much pop
alternative and mainstream music
happening that we decided to get
the album out and keep [the Cure]
top of mind.”

That’s a luxury the label didn’t
have last year when working
“Wild Mood Swings.” He recalls,
“We had a tremendous amount of
airplay on the last album, but at
certain times were faced with, is
the band still relevant.

“We knew they were one of the
"80s bands that still had a tremen-
dous amount of airplay and were
considered true to the format even
though there hadn’t been a new
Cure album out in quite a few
years. But we didn’t want to rely
on what they had accomplished
back then. That was kind of done
without saying.

“We wanted to think more for-
ward than capitalizing on the past
because there have been too many
’80s band who haven’t connect-
ed in the "90s. We were promot-
ing new music
from a band
that’s capable of
playing in front
of 20,000 peo-
ple like they did
in Los Ange-
es.”

Elektra also

While the fore-  the 25-34 year olds, got the band on
cast for the music those acts were a some of the big-
is also upbeat, - gest radio festi-
some CHR pro- part of their life and vals and late-

moters aren’t yet
convinced. One
major label pro-
moter agrees that
Alternative and
Alternative AC
will embrace the
records. It will be
a tough slog at
CHR because “the format has a
lot more younger listeners who
don’t have a lot of history in the
music from that time. Most of it
isn’t translating well.”

Others, like Hollywood Sr. VP/
Promotion John Fagot, wonder if
it’s not all one big coincidence.
“All these artists came out with
good records as the same time. |
don’t think there’s an *80s nostal-
gia thing going on. People are
looking for a 1997 or 2000 record,
not an ’80s record.”

Valid points. A handful of
records doesn’t exactly qualify as
a trend. That said, however, labels
like Elektra are taking advantage

they’re into the sound,
new or old. And
frankly, the music

doesn’t sound dated.
—Louis Kaplan

night TV. “They
had never done
anything like
that. It was all
very new to
them. But now
they’ve got that
m out of their sys-

tem, and they
are very excited about doing these
kinds of things again. .

“I think that if the last album
had come out even six months lat-
er or now, we'd do even better.
That’s why the timing for the new
album feels so good.”

TALK BACK TO R&R!

Do you have questions,
comments, or feedback regarding
this cotumn or other issues?
Call me at (615) 244-8677 or
e-mail: swonz@aol.com
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98 Degrees Heats Up CHR With “Invisible Man’

To paraphrase President Bill Clin-
ton. it’s the lyrics, stupid. That signal
is coming in loud and clear with Mo-
town’s new vocal quartet 98 Degrees.
The group’s debut single “Invisible
Man” turned in a double-double at

Towers agrees with Kapugi that hits
make it onto the playlist regardless of
the amount of similarly styled records.
“This one hit us the hardest of all the
ballads that were out there at the time.
When [PD Lisa Rodman] and 1 sat

: down and heard
it we knew we
had to figure a
way to get it on
the air.”

In the early
days of setting
the group up at
| radio, Motown
Sr. VP/Promo-
| ton Barbara
Seltzer queried
key program-
mers about the
song, with some

thinking it leaned
98 Degrees more  Urban,
while others

CHR two weeks ago where it was the
most added at Pop (35 adds) and
Rhythmic (18).

Stations reporting the single on the
Pop side include such tastemakers as
KIIS/Los Angeles, KHKS/Dallas,
WBLL/Long Island. and WFLZ/
Tampa. On the Rhythmic end are
KYLD/San Francisco, WDRQ/De-
troit, KHTS and XHTZ in San Di-
ego, KPTY/Phoenix. and WWKX/
Providence.

Originally from Ohio, the four-
some moved to Los Angeles 1o pur-
sue their ambition, singing the nation-
al anthem at a Dodgers game their first
week in town. The group caught the
attention of their current manager
Paris D’ Jon, who first saw them per-
form at a party after « Boyz II Men
show (Paris manages Boyz and Mon-
tell Jordan).

WEFLZ PD Jeff Kapugi sums up
the song’s appeal, “It’s a major female
record and that’s what we're all about.
It also sounds like a hit and it plays
well next to a good peuentage of our
library and what currents we’re rotat-
ing.”

Kapugi admits he receives his fair
share of ballads this time of year. “If
you’re on the fence about a record,
then tempo can play into the decision
to add it or not. If you really believe
in the song’s potential, then you find
away to play it, like we did
with ‘Invisible Man.” From

thought it tilted to the rhythmic or pop
side. “From the beginning people
weren't sure where it fit, except that it
was an ‘everyone’ record. The response
was so positive that we knew we had
something special on our hands.”

That early feedback in hand, the
label then sent the group on a pro-
mo tour of major markets. “That’s
when they really started winning
people over. It gave radio a sense of
what they are all about. It’s only
natural that people would wonder if
this is only a studio group. But we
knew what kind of impression they
would make.”

To capitalize on the teen market,
Motown has the band visiting and per-
forming at summer camps and cheer-
leading camps. The label also set up a
regional promo/performance tour with
Six Flags amusement parks in August,
as well as selected radio shows.

The group’s self-titled album will
be released on July 29.

CHR Votes Yes For
Mr. President

Add Mr. President to the list of
international pop dance acts that
Warner is working stateside. Origi-
nally signed to WEA Germany, the
trio’s upbeat, reggae-influenced glo-
bal dance track “Coco Jamboo”
racked up 16 adds two weeks ago at

CHR/Pop, third best at the format.

Major market stations reporting the
track include KHKS/Dallas, WWZZ/
Washington, KRBE/Houston, WZJM/
Cleveland. KZHT/Salt Lake City, and
WKSE/Buffalo. A handful of Rhythmic
stations also have recently added the sin-
gle, including WKTU/New York,
WDRQ/Detroit, WWKX/Providence,
and KTFM/San Antonio.

According to KRBE PD John Peake,
the track is a “signature record for us. If
there’s a record that sounds like this sta-
tion right now, this is it. [’s also a great
summertime record and fits the mood of
our audience. We fell in love with it im-
mediately.”

The record fits hand-in-glove with lis-
teners’ desires for more mainstream pop,
says Peake, who adds the record is pull-
ing down top five requests. “With the
success of the Spice Girls and Hanson,
this works right in.”

Peake began testing the track about
eight weeks ago. “When we putiton the
air we immediately got curiosity calls.
I’s been a very active phone record,
which is good for this time of the year.
We were sort of curious where the calls
would come from, but as it turns out it’s
spread across the board. 1U’s so catchy
everyone likes it. It's not only the teens.”

Peake’s experience is just what Warn-
er’s promotion department had in mind
when it started telling A&R about the
song’s potential. Director/Singles Pro-
motion Barney Kilpatrick recalls, “Last
summer [CHR/Pop] WPXY/Rochester
got a hold of a copy and flipped over it.
They ended up having a number one call-
out and request record by fall. They
brought it to our attention and we in turn
started working with A&R to get the
rights.”

With arights deal closed in early "97,
Warner then set about working radio.
“We didn’t have a firm release date until
about two months ago and by early May
we started putting things into motion,
getting CD pros out and encouraging
people to give it a listen. But we were
very encouraged by its potential because
of the success "PXY had and the fact that
it’s been a hit in 18 or so countries and
everywhere from Latin America to Eu-
rope to Asia.”

To help stimulate album sales, Warn-
er also is including additional remixes on
the album, which hits retail on July 15.

the first listen we knew we,
wanted it on the airand just
found a way to work it in.”

Another fan of the
record is WDRQ APD/
MD Jay Towers. who
notes the song’s lyrics cut
right through. “For guys,
there’s always a time in
your life when you abso-
lutely were in love with a
girl and she didn’t know
you existed. Guys can re-
late. But [ also believe
women will be touched

justas well given how uni-
versal the theme is.”

Mr. President

Bone Thugs Hit The Road

Platinum-plus rappers Bone Thugs-N-Harmony, who
pushed back the release date of their new Ruthless/Rela-
tivity album “The Art Of
War” to July 29, will head-
line an alfl-star national
tour that kicks off on Au-
gust 27 in Minneapolis.
The tour, which is expect-
ed to run until October,
will include Mary J.
Blige, Dru Hill, Aaliyah,
and Ginuwine. Com-
menting on the delayed
release of the double CD, which the group says has “even
more of a live feel” than its predecessors, member Krayzie
Bone said, “Bone felt no pressure delivering two records; it
was all feel, all vibe. We had a lot of music in us, even more
than we could put on these CDs” The album includes a cut
featuring the late Tupac Shakur called “Thug Love”

_ Vibe, Miller, Johnson
 Bow Jamizon

In related news, basketball great Earvnn “Magic”
Johnson, Miller Lite, and Vibe magazine have teamed with
Warner/Avalon to launch Jamizon, an urban music and
entertainment tour featuring Keith Sweat, SWV, Kenny
Lattimore, Brownstone, and Mark Morrison. The tour will
hit 26 cities nationwide this summer, kicking off July 23 in
Jacksonville. Johnson will host select dates. In addition to
music, the show will feature activities such as interactive
sports-oriented displays, food, video and film, comedy, arts,
and fashion. The festival concludes on August 24 in Con-
cord, CA.

Bone Thugs-N-Harmony

Radiohead Seils 1 50K
In UK Debut

Just how hot is Hadlohead’? The band’s highly antnmpat
ed new Capitol album, “O.K. Computer,” debuted at No. 1 in
the UK on June 16 selling 150,000 copies the first week
(goldis 100,000).The al-
bum also shipped gold in
Canada and Ireland. The
band, whose album hit
retail stateside on July 1,
embarks on a headlining
U.S. tour on July 26 in
Los Angeles. Teenage
Fan Club opens.

Asides: Who knows
what’s in store in the
U.S., but according to published reports in Great Britain,
Oasis is about to announce a slate of live dates in its home-
land in September and later in November ... Az Yet mem-
ber Marc Nelson and the group have parted ways due to
“creative differences” The split is amicable ... Contempo-
rary jazz great Pat Metheny has signed a long-term, world-
wide recording and production deal with Warner ... Look
for a 3-CD Tibetan Freedom Concert live album to be re-
leased on the Beastie Boys' Capitol imprint Grand Royal
Records. The set in-
cludes live performanc-
es, interviews, and relat-
ed backstage material.
Sales benefit the Milare-
pa Fund.

Celluloid snippets: A
documentary is being
planned about the life of
Frank Zappa. The fea-
ture-length film, which
has the blessing and cooperation of Zappa’s heirs, is slated
to be released next year. It's being filmed by Freida Lee Mock
and Terry Sanders ... Virgin will release the Spice Girls’
first longform video titled “Spice: The Official Video Vol. 17 In
addition to the group’s worldwide hits, the video also includes
backstage footage taken during promotional trips in the U.S.,
Europe, and Asia. It goes to retail on August 26.

Radiohead

Frank Zappa

www americanradiohistorv com
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_POP/ALTERNATIVE

g SR

TOP .~ OVERVIEW

T,

R&R's exclusive sub-chart combining airplay from Hot AC, Alternative, Adult Alternative, and CHR/Pop

RANK  ARTIST TITLE LABEL(S) PAS  sTanoweRons ’ oho T t' TR ' Gre Str a S < e”
op/Alternative will have some g S
1 THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) 1256 300 big stories o boost when Spring
Arbitrons rol! out later this
2 VERVE PIPE The Freshmen (RCA) 1061 27/0 month and the format will see more station
| hes in al t ket by fall.
3 SHAWN COLVIN Sunny Came Home (Columbia) 995  26/0 g nones 1 EIMesevEly markel by ta
4 SHERYL CROW A Change Would Do You Good (A&M) 959 290 e oot RapilBliamctive mpacts inta _
5 SISTER HAZEL All For You (Universal) 919 231 later, many traditional Hot AC and Mainstream _
AC list di - th tati d decid 3 :
6 WALLFLOWERS One Headlight (Interscope) 870 240 fo change. Al first, 18.345 grow faster than 25. |« NS l
T OAEMATTHENS BANDGshio e (04 s o sds then 23-34 Coch up, hure e fons [
8  INDIGO GIRLS Shame On You (Epic) 807 26/0 pop-oriented Alternative fans stay with the EE
tation.
9 MEREDITH BROOKS Bitch (Capitol) 04 190 i
10 TOMGI You Gl Oy o (PG TR | (o o 55 s copreximorely 40 s0% i por/
1 DUNCAN SHEIK Barely Breathing (Atiantic) 664 19/0 -
i Air talent, production, and attitude remain the difference between
12 10,000 MANIACS More Than This (Geffen) 984 26/6 a great Pop/Alternative station and an average one. If a Pop/
R R SRRl Pt ca et SR The rrpoe W ip haeen Tislcthe
14 MATCHBOX 20 Push (Lava/Atlantic) 567 23/4
, . The future for this format is musically aware, “real,” natural,
15 COUNTING CROWS Daylight Fading (DGC/Geffen) 949 23/0 upbeqt air fglenf with an alternative feel. Alterqctive radio did a
16 WALLFLOWERSThe Difference (Interscope) 530 20 v T S o e e el
17 SARAH MCLACHLAN Building A Mystery (Arista) 503 21/4 on your staff should be your production director.
18 MIGHTY MIGHTY BOSSTONES The impression... (Big Rig/Mercury) 463 15/1 : ' " Greg Strassell is VP/Programming for WBMX/Boston.
19 DEPECHE MODE It's No Good (Mute/Reprise) an 16/1 '
20 ABRA MOORE Four Leaf Clover (Arista Austin/Arista) 390 181 : Forward-thinking executives lend their perspectives about Pop/

- gl e e - Alternative music and formatics each week. m
This sub-chart is ranked by total plays and combined from the custom chart function on .
R&R ONLINE. © 1997, R&R Inc.

*
New & £ : ontriouting ations

COLLECTIVE SOUL Listen(Atiantic) SQUIRREL NUT ZIPPERS Heli(Mammoth) KAMX/Austin, TX (HAC) KMXB/Las Vegas, NV (HAC) KBBT/Portland, OR (HAC)

Total Plays: 326. Total Stations: 17, Adds 0 Total Plays: 228, Total Stations: 9, Adds: 1 WBMX/Boston, MA (HAC) WLIRLong Island, NY (Alt) 1 WOCG/Raleigh, NC (CHR/P)

MEXICO 70 | Want You(Big Pop/Red Ant) FIONA APPLE Criminal(Work) WLNK/Charlotte, NC (HAC) | KYSR/Los Angeles, CA (HAC) | KZZ0/Sacramento, CA (HAC)

Total Plays: 292, Totat Stations: 11, Adds: 1 Total Plays: 207, Total Stations' 11, Adds: 2 WLUP/Chicago, IL (HAC) WPLL/Miami, FL (HAC) I KENZ/Salt Lake City, UT (AA)

e WTMX/Chicago, IL (HAC) WDBZ/New York, NY (HAC) KFMB/San Diego, CA (HAC)

SNEAKER PIMPS 6 Underground (Virgin ALISHA'S ATTIC | Am, | Feel(Mercur, :

Total Plays: 278, Total Statuons:15.Ad§s:0 ( g ) Total Plays: 201, Total Stations: 7, Adds: 0( y) KDGE/Dallas, T (Alt) WPTE/Norfolk, VA (HAC) ‘ KLLC/San Francisco, CA (HAC)
KALC/Denver, CO (HAC) KTNP/Omaha, NE (HAC) WVRV/St. Louis, MO (AA)

JAMIROQUAI Virtual Insanity(Work) DEL AMITRI Not Where It's At(A&M) KXPK/Denver, CO (AA) WSHE/Orlando, FL (HAC) WHPT/Tampa, FL (AA)

Total Plays: 268, Total Stations: 10, Adds: 0 Total Plays: 177, Total Stations: 11, Adds: 0 WHYT/Detroit, Mi (Al) WPLY/Philadelphia, PA (Al

OAVE MATTHEWS BANO Tripping Billies(RCA) JEWEL Foolish Games(Atlantic) KVSR/Fresno, CA (HAC) KZON/Phoenix, AZ (Alt) ’ ]

Total Plays: 239, Total Stations: 12 Adds: 0 Total Plays: 169, Total Stations: 6, Adds: 1 WUBX/FL. Myers, FL (AA) KZ2P/Phoenix, AZ (HAC) 30Total Stations

Songs ranked by total plays HAC--Hot AC  Alt-Atternative AA-Adult Aiernative CHR/P-CHR/Pap

“four leaf clover”

breaking through to Pop/Alternative!
29-22-20 Debut

Great Spins!!! Great Stations!!!
KLLC 42x WBMX 36x KZON 34x WJBX 32x

WVRV 31x KBBT 30x KZZP 27x WLNK 25x WHPT 23x
KDGE 15x KVSR 15x KALC 15x WTMX 14x KXPK 14x
WPLY 13x KENZ 12x WDBZ 10x WSHE 10x WLIR 7x
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SKOOL DAZE

FRIDAY, JULY 1B

Format Breakouts

% Top 40 % Country

THURSDAY JULY 17TH, BEGINNING AT 1PM
INAUGURAL CONCLAVE COLLEGE

Dan Vallie of Vallie/Richards Consuiting—Dean of students
Liz Janik of Liz Janik axo Associates—Research for the data impaired

Dave Shakes of Alan Burns ano Associates—Critiquing air talent
% Adult Contemporary

% NAC/Smooth Jazz

Jaye Albright of Albright, Hill axvo O'Malley—Qualitative nature of formats

X X X x X

Bill Richards of Richards Radio Consulting—Personal career development

Group heads ] ...and don’t miss Conclave College Grad School's
Super Session evening classes:

® St Dinetz of Ch ] . . .
R Dinstz gl Cliame 1on % Guy Zapoleon of Zapoleon Media Strategies—Music programming for the 9os
% Norm Feuer of Triathalon
% The FCC

% The Justice Department

% Ppage Neinaber of New World Communications—Testing your promotional 1.Q.
(Insanity Quotient)

The mOther of all graduation parties!
I

#* Keynote speaker Mike Veeck

#* Capricorn Records’ Renegade
Phil Walden #* Arbitron Guru
Rhody Bosley % Morning show

CONCLAVE 1997:| CATCH 22
JULY 17=-20,1997 st.PAUL,MuN

YESTERDAY'S IDEAS! TODAY’S QQUESTIONS! TOMORROW’S ANSWERS!
Conclave Headquarters Radisson/St. Paul SOLD OUT! Nearby hotels:

Embassy Suites '612-224-5400. St. Paul Hotel 612-929-9292. Kelly Inn 632-227-8711.

Format Breakouts

producer Rusty Humphries plus
more sessions...and

nightly entertainment!

® Modern rock %* Adult Alternative/AAA " ..how much is that road raSh the Conclave College
* Rock % Oldies * Fult Service/News % Country Mancow in the window?” Road Show travels to Detroit on September

#* WCCO legends Boone and Erickson

# WRCX Morning Maniac

Mancow ¥* Inventivity with
Charlie Girsch % ARBITRON
PD Seminar # S.P.L.N.
CONTROL with Kipper
McGee ¥ More topics

Bring extra rubles and shop the Conclave 12th and 13th for a Fall book wne-up. Full

Silent Auction. This fundraiser helps subsidize  details and registration information will be
the Conclave Scholarship Program. Donate announced at the Conclave.
articles from your station or your label’s

artists. Call the Conclave with

your donations.

and Special Guests plus

got gueSﬁonS? Contact the

Conclave offices at Main Street Marketing,

nightly entertainment!

"...ground control to
major tom..."

% Advent Travel 1-800-426-8585
Sherri Hill (up to 10% off lowest applicable fare)

% Premiere Limo 1-800-899-RIDE

Inc., 4517 Minnetonka Blvd.. Suite 104,

€ Contiming educat ion Minneapolis, MN 55416. Call us directly at

is no longer a luxury...it’s now a
necessity in this ever narrowing

(612)927-4487, FAX (612)927-6427. E-mail us at

Conclave aBitstream.net. Check out our web-

radio world. ’” 3Ly 7epoicor, HOIITUR site at www.Bitstream.net/hits/conclave.html (contact Bernie Fautch)

: REGISTRATION FORM :
I , c l ave B $229 REGISTRATION FEE I
| - $269 after 6/30/97  $299 at the door I
| - B $99 REGISTRATION FEE |
| - i
i Educator/Student/Panelist/Unemployed i

NAME

l (Use nienpte. company, city as they will read on vour badge) AMOUNT ENCLOSE D.— l
: COMPANY :
I ADDRESS CITY STATE 1
I P PHONE ( ) E-MAIL ADDRESS I
: PAYMENT BY CHECK (Sorry. direct billing not available) CREDIT CARD: (complete section below) VISA MASTERCARD DISCOVER :
| Account number Expiration date Cardholder Authorized signature I
i Mail this form (with remmittance) to: Conclave, 4517 Minnetonka Blvd, Ste 104, Minneapolis. MN 55416 Registration fees are non-transferable Refunds will be issued i
i after the Conclave. less a S50 administrative fee. |
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EDITORIAL

TONY NOVIA

CHR

CONTEMPORARY HIT RADIO

Time For A Reality Check

During a recent trip to WFLY/Albany, which will be
featured in an upcoming column, I was able to spend some
time with the on-air personalities during a staff meeting. As
you may have guessed, some of what was on their minds
were questions about musical trends and how to be better at

their jobs.

During the meeting, many ex-
pressed concerns about the future
effects of satellite radio on the sta-
- tion, ways to keep "FLY young and
in touch after 22 years on the air,
as well as other o e
issues that affect- m

ed them on a day-

side. Much to my surprise, the sta-
tion was located in a brand new
strip-mall still under construction.

The next day I told the staff

about my previous night’s drive-

by. Before com-
plimenting them
on their new fa-

fen’
to-day basis. But There isn’'t a day that cility and the ex-
after the meeting  goes by when I don’t cellent sound of
and throughout  thank God for being their station, I
the day, many told them the
privately asked Iucky enoth to very first

about how to
make more mon-

work in this
business, and |

thought that en-
tered my mind

ey, what the con- upon seeing
ti}rllued effects of wonder how many t}f’eir station:
consolidation other of my How thankful I
might be, anfd colleagues give any Wasnotto be one
how they may af- of those con-
fect their liveli- thou_ght to that same struction work-
hoods. subject. That truck s lifting cinder

The meeting driver on the blocks and dig-
and personal time ging ditches

spent was very
inspirational and
educational for
me and, I hope,
for them. Most of
all, it really got
me thinking about how we occa-
sionally lose sight through all of
our daily stress and personal strife
how fortunate we are to work in
this business. That doesn’t mean
people shouldn’t have the right to
make more money, get promoted,
and ask for the most benefits pos-
sible. But just think — when was
the last time you really took a
moment out to appreciate how
blessed you are to work in this
business, no matter how much you
are paid and what your working
conditions are?

At last count, the M Street Jour-
nal counted approximately 10,261
commercial radio stations in
America; less than 330 of those
stations are CHR. If I am gracious
and say on average 300 of those
CHRs employ five fulltime on-air
personalities, that’s about 1500
jobs, give or take. That means out
of 250 million-plus people in
America, if you have a fulltime on-
air gig at a CHR station, it’s like
you’ve won the lottery.

Be Thankful

The night before I was to drop
in on the WFLY staff, I took a ride
by the station just to check things
out. I wanted to get a feel for where
they were located and what kind
of facility they had from the out-

highway could have
just as easily been
you or me.

right outside
their front door.
I wondered how
many of them
m bothered to look
over as they
were walking into work and think
about what was going on just a few
steps away. After all, it’s human
nature to be focused on your own
problems and responsibilities.

However, there isn’t a day that
goes by when I don’t thank God
for being lucky enough to work in
this business, and I wonder how
many other of my colleagues give
any thought to that same subject.
That truck driver on the highway,
the sanitation worker in your
building, and the working mother
who fills your Egg McMuffin or-
der at McDonald’s in the morning
could have just as easily been you
or me.

Perhaps we should take the time
to take a closer look because many
of those same people are your lis-
teners. What’s closer to reality —
what they do or what you do? Who
is filling out those diaries anyway?
All this begs the question: What
are you doing to stay in touch with
your listeners?

As many of us have learned the
hard way, great ratings and reve-
nue are about more than research
and playing music. One of the
most important and difficult jobs
at a radio station is keeping your
staff happy and motivated and con-
stantly training them that the lis-

tener comes first. Too many times,
listeners are treated poorly or the
station doesn’t deliver at a promo-
tion. Perception is everything!

Radio: ‘Built On Heart’

Back in 1984, Scott Shannon
said, “Today’s adults are more
younger-thinking than ever. You
don’t necessarily reach the adults
by trying to be an adult radio sta-
tion. Great stations aren’t built
on hot clocks and contests;
they’re built on heart.” I sincere-
ly feel that very same thought
still rings true today. It’s up to
everyone who works inside of a
radio station — from the recep-
tionist to the promotion director
to the PD and air personalities —
to think and get educated about
their stations’ listeners and put
the listeners first.

Webster’s defines the word “lis-
ten” as “to give ear to; to pay at-
tention to sound, to music; to hear
with thoughtful attention, to heed
to a plea; to be alert, to catch an
expected sound; the act of listen-
ing; to listen to a conversation
without participating in it.” Are
we good listeners, or pretty-well-
paid talkers?

I've heard this sentiment ech-
oed throughout the radio and
record communities through in-
terviews and casual conversa-
tions. Consultant Jerry Clifton
says the most important thing to
consider when programming a
station is the listener. He clearly
states, “Program to the listener in-
stead of the industry.” KMEL/San
Francisco’s Michelle Santosuos-
$0 points out, “What moves
young people? Being real, truth-
ful, on the edge. Stations that take

Everyone who works
inside a radio station
in 1997 needs to
work every day as
though they are
politicians running
for election. Shake a
lot of hands, ask the
voters what they
want, and deliver it
to them.

=55

the one-on-one relationship seri-
ously will win big.”

When asked what listeners are
looking for, KIIS-FM/Los Angeles

WwWWW . americanradiohistorv.com

OH, ITWAS NOTHING — Having creatsd quite a ruckus on four separate
charts, Bob Carlisle (c) is congratulated for a job well done by Jive's Michael
Patt (I) and CHR Editor Tony Novia at a recentWFLY/Albany concert event.

morning legend Rick Dees re-
marks, “They’re looking for along-
term relationship.” To connect with
your audience, top-ranked KHKS/
Dallas morning driver Kidd Krad-
dick recommends showing your
heart to your lis-
teners. “Every
song we play has m
some singer pour-
ing out his emo-
tions. Then, as
personalities, we
come on being
fake and phony.
Why shouldn’t
we use the sing-
ers’ technique to
endear ourselves
to our audience?”
On a more cor-
porate level, Em-
mis VP/Program-
ming Rick Cum-
mings offers this
thought: “There
must be some-
thing between
the record that
hits people emo-
tionally, and its generally not a lin-
er or concert giveaway.” And
WPLJ/New York PD Shannon fol-
lows up his 84 comment by say-
ing, “I still get irritated when peo-
ple talk about CHR going away or
that somebody brought it back. It
really never went away when it
was done properly. Sure, the times
change with new innovations, pro-
gramming aids, research tech-
niques, but the same attitude must
always prevail. The customer
the listener — must come first.”

‘Free’ World vs.
Real World

Many of us get used to living in
the world of free concert tickets,
free movies, free meals, free mu-
sic, and so much more. Needless
to say it’s easy to get caught up in
the celebrity aspect of the job.
Meanwhile, your listeners live in
a real world of $30 concert tick-
ets, $8 movie tickets, and $16.98
CDs. Granted, you've worked hard
to achieve your status in this in-
dustry. But when it comes right
down to it, you wouldn’t have any
of this without your listeners!

It is very important
to remind your staff
and yourself every
day that your
listeners don't sit in
an air-conditioned
studio playing music.
While you complain
about reaching too
far for a cart, your
listeners are
stocking store
shelves.

It is very important to remind
your staff and yourself every day
that your listeners don’t sit in an
air-conditioned studio playing mu-
sic. While you complain about
reaching too far for a cart, your lis-
teners are stock-
ing store shelves.
Some of your lis-
teners handle
clogged switch-
boards eight
hours a day,
while you com-
plain about hav-
ing to count up
to number 45
during a contest.

If you are going
to sell the life-
style, know the
lifestyle. Let’s
face it — we’ve
really hit the
Jjackpot. You and
I are among the
luckiest people
m on the face of the

earth, making a

decent living do-
ing the things we love. Breaking it
down, in CHR 35.6% of your lis-
teners are delivering almost 70% of
your quarter-hours. When it comes
right down to it, your listeners are
your roots. And when you lose your
roots, you lose yourself.

I'll take a lesson from Sam Wal-
ton, the founder of WalMart. Be-
sides creating one of the world’s
most successful retailers, one
thing he will most be remembered
for is hiring a smiling face to greet
you at the door. There was a man
who really understood his custom-
ers. Everyone who works inside a
radio station in 1997 needs to work
every day as though they are poli-
ticians running for election. Shake
a lot of hands, ask the voters what
they want, and deliver it to them.
What a concept.

TALK BACK TO R&R!

Do you have questions, comments,
or feedback regarding this column
or other issues?

Call me at (310) 788-1663 or
e-mail: tnovia@rronline.com
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EXCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES JULY 4, 1997

CaLLouT AMERICA  SONQ Selection is based on the top titles from the R&R CHR/Pop chart for the airplay week of June 9-15.

CaLLour AMERICAG

CHR/POP

TOTAL AVERAGE HIIUBIL.'TYESTM?ATE (1-5) TOTAL% TOTAL% HOt scores
ARTIST TITLE LABEL(S) ™W w 2W 3w FAMILIARITY  BURN By Kevin McCage
SHAWN COLVIN Sunny Came Home (Columbia) 3.87 383 395 374 928% 20.7% hawn Colvin’s “Sunny Came
PUFF DADDY & FAITH EVANS f/112 I| Be Missing... (Bad Boy/Arista) 3.87 3.81 — — 59.1% 11.5% Home” (Columbia) and “T'll
MEREDITH BROOKS Bitch (Capitol) T 385 360 368 375 81.3% 20.0% | g o Eees (hanring 112
VERVE PIPE The Freshmen (RCA) 3.84 3.88 3.92 3.90 70.1% 16.0% | (BadBoy/Arista)tieforNo.1on
WALLFLOWERS One Headlight (/nterscope) 3.81 376 3.83 3.78 83.3% 21.9% | thisweek'sCalloutAmericasur-
AZ YET Hard To Say I'm Sorry (Laface/Arista) 374 301 374 385 68.8% 13.2% | Yo WWE Db Smes B L
MIGHTY MIGHTY BOSSTONES The Impression... (Big RigMercury) 3.69 363 — — —  39.9% 10.0% | mographic appeal is naturally
DAVE MATTHEWS BAND Crash Into Me (RCA) 367 3.61 373 373 551% 13.0% | very different “Sunny” is No.2
BLACKSTREET Don't Leave Me (/nterscape) 364 378 3.82 360 59.1% 17.2% |amongwomen 25-34 (3.88)and
MONICA For You | Will (Warner Sunset/Atiantic) 364 366 3.65 3.65 B80.8% 247% [l n!e it cel A0
THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) 363 3.66 3.68 3.52 76.1% 14.7% | icader among teens with a 4.30,
OMC How Bizarre (Mercury) 358 362 375 363 68.6% 19.2% | yctdipstoNo.10amongwomen
SPICE GIRLS Say You'll Be There (Virgin) 357 359 346 354 855% 25.4% | L824 wihads7 The wmbucio
TONIC If You Could Only See (Polydor/A&M) 356 — — —  312% 8.7% | eomin Callout America his
BABYFACE HOVVCO[T]G, How Long (Epic) 354 — — _ 36.2% 8.5% tory to rank No. 1. “Gangsta’s Par-
HANSON Mmm Bop (Mercury) 353 3.76 3.81 3.71 91.0% 36.4% | adisc”byCoolio(MCA)entered

BACKSTREET BOYS Quit Playing Games (With My Heart) (Jive) 3.51 356 352 338 42.6%  9.2% | &[0 o0 Ocoberd (00 e

BOB CARLISLE Butterfly Kisses (DMG/Jive) 7 350 3.74 382 358 751% 26.4% | Thugs-N-Harmony (Ruthless/
PAULA COLE Where Have All The Cowboys Gone? (Imago/wB) 3.50 3.52 3.65 3.65 83.0% 29.4% | Relativity) reached the top on
ROBYN Do You Know (What It Takes) (RCA) ’ 3.50 3.43 344 332 628% 157% |’ 1/%&11996-. " .

SAVAGE GARDEN | Want You (Columbia) 349 346 355 343 81.5% 30.2% |, demonsirate strong wpward
BLESSID UNION OF SOULS | Wanna Be There (EMI) 347 334 355 3.42 426% 8.7% |momentum: “Bitch” by
SISTER HAZEL All For You (Universal) 347 347 348 316 59.4% 18.0% | Meredith Brooks (Capitol) is
WHITE TOWN Your Woman (Chrysalis/EM)) 347 358 355 372 79.3% 25.9% | o i o B A e
MARK MORRISON Return Of The Mack (Atlantic) 343 346 347 3.43 66.8% 18.7% | Impression That I Get" by
EN VOGUE Whatever (EastWestEEG) 333 3.34 334 328 44.4% 11.2% | Mighty Mighty Bosstones (Big
SHERYL CROW A Change Would Do You Good (A&M) 319 327 321 325 616% 22.4% |RigMercury) jumps 36330
COUNTING CROWS Daylight Fading (DGC/Geffen) 307 321 328 —  37.9% 112% | ithy3.80 Tomic's I You Could
SAVAGE GARDEN To The Moon And Back (Columbia) 293 — —_ — 20.2%  7.2% | Only See” (Polydor/A&M)
3RD PARTY Can U Feel It (DV8/A&GM) 28 304 —  —  36.9% 14.7% | showsstronghit potential, witha
JON BON JOVI Midnight In Chelsea (Mercury) 279 287 — —  257% 10.7% |>>0dcbutscorcandrankingsev.

Sy o enth and eighth in the 18-24 and
2-747 2.99 - - 437-76 %o 19.2% | 25.34 cells, respectively. Lastly,

Total sample size is 400 respondents with a +/-5 margin of error. Tolal average favorability estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much}. STO Ul éll 00; AndCBlack b.by
Total familiarity represents the percentage of respondents who recognized the song. Tofal burn represents the number of respondents who said they are tired of hearing the avage Garden (Columbia)
song. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and markets: FAST. Boston, demonstrates strong early appeal
Buffalo, Long Island, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Charlotte, Dallas, Houston, Miami, New Orleans, Norfolk, Orlando, among women 25-34, debuting at
Tampa. MIDWESE Cincinnati, Clevelar_ld, Columbus, Indianapolis, Kansas City, Minneapolis. WEST: Los Angeles, Portland, Salt Lake City, San Diego. Songs are removed from No. 3 in that demo with a 3.79.

Callout America after 20 weeks of testing. © 1997, R&R Inc.

GINA G Gimme Some Love (Eternal/WB)

Quality.

(It makes a WORLD of difference)
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Featuring: T BENTIIRY GoldDiscs and HitDiscs

S