JANUARY 30, 1998

SO

Focus On Marketing & Promo

It's the firs” of R&R’s semiannual Marketing &
Promo-ic vtheme issues. Find out how radizis using
market clmsters to its promctional advantage vYou'll
also read pout radio’s top-line marketing d r2-tors
and success ul vendors. and you can peek at sorne of
the ind Jstry’s dazzling outdoor campaigns.

NEWSSTAND PRICE $6.50

T1e World’s In A Spice Whirl

WAth Saice World No. 2 at the box office and a bevy of
Americzn Music Awards, the Spice Girls are having an
inaredile week ... and the r upcoming world tour
promises to fiel the momentumn. Their newest single,
“Joo Much,” climbs 36-3C this week on R&R’s CHR/
Pop chart.

JUST SAY...“1 CAN”

ne verve
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R&R ACTIVE ROCK-@
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R&R ADULT ALTERNATIVE ©-0

BDS TOP 40 ADULT 30*-28+*
BDS MODERN ADULT 16%-13*
BDS MODERN ROCK 4*

BDS ACTIVE ROCK 32*29* :
BDS ALBUM ROCK DEBUT 36* W e =

TEATURING THE HIT SINGLE
‘BITTER SY/EET SYMPEFONY”

SOUNDSCAN 70*-26*
OVER 30,000 SOLD LAST WEEK > Hut

cerce .com

ALBUM CERTIFIED GOLD B Kaywra: Vivain Aecords

97998 VC Records Ltd. ta HstResordings,
s=sed under exclusive =ense n the United States to virgin Recores Anerica, Inc.
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R&R’s most comprehensive look at radio
industry Marketing & Promotion is chock-

full of tips, tidbits, and tricks from every
corner of the business. Here’s where all
the articles are:

¢ Marketing Special Page 21
* Sales Page 17
* CHR Page 50
* Urban Page 62
¢ Country Page 74
e AC Page 83
¢ NAC/Smooth Jazz Page 90
* Rock Page 95
¢ Alternative Page 102
CHUCK BLORE EXPLORED

Our special Marketing & Promotion issue

is capped off by a brilliant radio
programmer and strategist. Four
decades ago, Chuck Blore started L.A.’s
first Top 40 station. Today, he'd like to
work the same magic with TV
programming. Read all about it in this
week’s Publisher’s Profile.

Page 120

» Ruth Presslaff buys interactive
technology from Arbitron

* Tom Tradup becomes VP/GM
of USA Radio Network

= Harvey Nagler appointed
VP/CBS News, Radio

* Fred Williams named VP/R&B
Promo at A&M

* Page Beaver promoted
to R&R Operations Mgr.

Page 3

CHR/POP
© SAVAGE GARDEN Truly Madly Deeply (Columbia)

CHR/RHYTHMIC
*K-Cl & JOJO All My Life (MCA)

URBAN
* BRIAN McKNIGHT Anytime (Mercury)

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

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

NAG/SMOODTH JAZZ
o CANDY DULFER For The Love ...

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

AC
* CELINE DION My Heart Wili Go On (550 Music)

ACTIVE ROCK
o PEARL JAM Given To Fly (Epic)

ROCK
* PEARL JAM Given To Fly (Epic)

ALTERNATIVE
* MARCY PLAYGROUND Sex And Candy (Capitol)

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

(N2K Encoded Music)

b '\-_"

NMEWSSTAND PRICE 36.50

THE INDUSTRY’S NEWSPAPER

Entercom Drops Lawsuit, Buys

Seven Stations From Sinclair
M Jacor also sought the Oregon & NY outlets

Jacor Communications CEO
Randy Michaels apparently took
the bad news in stride. On Tues-
day, Sinclair Broadcast Group
announced it would sell seven
radio stations to Entercom.
Michaels, who has been in the
acquisition mode
for nearly two
years, had hoped
he would add them
to his Covington,
KY-based opera-
tion.

“We’'re disap-
pointed; but, hey,
we thought we had
a deal, and we ap-
parently don’t have a deal,” Ja-
cor spokeswoman Pam Taylor
told R&R with a chuckle. In the
background, Michaels jokingly
uttered “‘non-quotable” epithets
directed at Sinclair.

Entercom agreed to pay
$126.5 million in cash for Sin-
clair’'s KKSN-AM & FM and
KKRH-FM/Portland and

“We're disappointed;
but, hey, we thought
we had a deal, and
we apparently don't
have a deal"”
— Jacor's Pam Taylor

Sigerson, Barbis
To Lead Island USA

By STEVE WONSIEWICZ
R&R MUSIC EDITOR

Sigerson Barbis

In what amounts to a coming
home party for both executives,
Island Records USA has tapped
Davitt Sigerson as its new Chair-
man and John Barbis as Presi-
dent. Both will be based in New
York, with Sigerson reporting to
PolyGram Music Group Presi-
dent Roger Ames and Barbis re-
porting to Sigerson.As part of the
changes, Island Exec. VP
Hooman Majd has left the la-
bel; Rocket Records, previous-
ly part of A&M Associated La-

ISLAND/See Page 42

WBBF-AM, WBEE-FM,
WKLX-FM and WQRV-FM/
Rochester, NY. The deal comes
on the heels of a Cincinnati dis-
trict court judge’s decision earli-
er this month to dismiss Jacor’s
suit against Sinclair. The suit was
filed in October
and alleged that
Sinclair reneged on
an agreement to
sell the stations to
Jacor. The judge
advised Jacor to
combine its suit
with a similar one
by Entercom, also
filed in October, in
a district court in Philadelphia.
Entercom attorney Jack Dunlevy
told R&R that the company with-
drew its suit on Monday. “We did
it voluntarily as a result of the
agreement,” he said, referring to
the Portland/Rochester deal.
Taylor said that Jacor won’t be

SINCLAIR/See Page 8
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A BIG Day In The Big Apple!

Betting that size counts in New York, Chancellor Media changed
WNSR's call letters to WBIX and launched new Hot AC outlet BIG 105
last week! Feeling larger than life here are (I-r) BIG 105 morning man
Danny Bonaduce, Chancellor Sr. VP/Reg. Op. John Madison, VP/Mar-
keting Bev Tilden, station GM Bennett Zier, Chancellor Media’s COO Jim
deCastro, and VP/AC Prog. Steve Streit.

Boutique Nets Carve Niche

B ‘Independently syndicated’ programs cater to
increasingly diverse audiences

BY MATT SPANGLER
R&R WASHINGTON BUREAU

It’s Saturday at noon, and
Dave “The General”
Zeplowitz — aka “Cigar”
Dave — fires up a stogie and
takes his place in the studio at
WFLA-AM/Tampa to do his
two-hour show, Smoke This! Af-
ter a brief introduction, the phone
lights up: “Long ashes, General!”
says the listener.

“Back at ya!” Dave replies.

“This is Tim from WJFK in
Washington,” the caller contin-
ues, “‘and [ wanna know. what do
you think about the Macanudo
number 10?”

That’s right: On the Cigar
Connoisseur Radio Network,
Dave talks about cigars for two
hours every week. And, with 72
affiliates and counting, the show

7
jss Radio Reality

Talking Your Way
Out Of A Paycheck

Imagine, if you g
will, a radio world
where everyone has
laryngitis. Pleasant,
eh? Try selling that
30-second spot to a
client who keeps say-
ing, “Huh? Huh?”
And how about that
weekly countdown?
It would certainly |
take on a whole new
nature. And so would
you, because without your
voice, you'd lose your job,
your trademark, your liveli-
hood.

Has the holiday season
wreaked havoc on those vel-
vet cords? Did you overdo it
New Year’s Eve while trying

Dr. Miller

1 to impress friends and
family with your best
Woltman Jack imper-
sonation? Did you
shout your voice into
oblivion during the
¢ Super Bow]? Or is it
{ as simple as too much
| party-time spirits and
inadvertently huffed
fireplace ashes —
combined with a win-
ter cold and flu —
that have created your nagging
vocal problems? Well, The
Wolfman Jacks are few and
far between, so for those who
aren’t getting paid to sound
like a Hell’s Angel, Miss Ra-

See Page 19

is smoking.

The Cigar Connoisseur Ra-
dio Network. Free Speech Ra-
dio Network. The Golf Radio
Network. Hispanic Radio Net-
work. NYSE Radio Network.
The Wall Street Journal Radio
Network. These are not your
Westwood Ones or Premieres.
They are “niche networks” or
“micronets” — on the one hand,
a harbinger of radio’s impend-
ing fragmentation; on the oth-
er, catering to increasingly di-
verse audiences and providing
more listening choices.

Syndication consultant Gary
Burns tells R&R these nets are
more properly referred to as *‘pro-
grams that are independently syn-
dicated.” He attributed their refer-

BOUTIQUE NETS/See Page 8

Clinton Calls
For Free Airtime

President Clinton raised the
specter of free airtime far politi-
cal candidates Tuesday night
(1/27) during his State Of The
Union address.

“We must address the reason
for the explosion in campaign
costs. I will formally request that
the Federal Communications
Commission act to provide free
or reduced-cost televisian time
for candidates,” Clinton declared.
“The airwaves are a public trust,
and broadcasters also have a re-
sponsibility to help strengthen
our democracy.”

Although Clinton mentioned
only TV time, it’s been made
clear that radio broadcasters will
be included in the request.

The president — who in his
address lamented the expense
of political campaigning —
expressed support for the
McCain-Feingold campaign fi-
nance bill, which, among other
things, restricts so-called “soft
money,” and calls for drastically
discounted airtime to candidates.

Go to the action! R&R Talk Radio Seminar ‘98, February 19-21 in Washington, DC
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the worldwide sensation

NATALIE IMBRUGLIA

IS tearin’ it up with

{1 »
- the smash debut single from her upcoming album «Left Of The Middle»

TORN is breaking records in the UK:
+ Platinum album in UK
* #1 on the airplay charts
+ Highest audience reach in '97 UK chart
- over 81 million people
+ Sold over a million singles
* Produced & Written by former Cure member Phil Thornalley

* Mixed by Nigel Godrich (Radiohead) buzz clip add

MUSIC TELEVISION®

MUSIC FIRST

arry Frazig ¢ Bpark Management - LS

iy
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USA Network Taps
Tradup As VP/GM

Tom Tradup has been promoted | | Radio Business 4 Street Talk 36
to VP/GM at the Dallas-based USA | | Business Briefs 4 Sound Decisions 47
71 Radio Network. | | | Transactions 6  Nashville 73
Along with over- | Sales 17 Publisher’s Profile 120
seeing the net- | | Management 19 S — ———
work’'s  sales, Marketing & Promotion 21 | Product Showcase 16 |

& marketing, pro- s"‘°‘§' Prep :;: Opportunities 114

| oo ing. new *Zine Scene

J Ere mITNE, BEWS: National Video Charts 35 Marketplaje E i tﬁ |

M and technical op-
" 1 erations, Tradup
1 now will also be
¢ charged with di-
i recting long-

Tradup  range plun'ni‘ng Ramone, host Frankie Crocker, honoree and presenter Ahmet Ertegun, News/Talk 43 Hot AC Chart 88
i ' and streamlining | Time Warner CEO/Chairman Gerald Levin, presenter Bob Ludwig, a mys- Pop/Alternative 49 NAC/Smooth Jazz 90
ongoing operations at the compa- tery guest, honorees Lou Reed and Carly Simon, presenter Jimmy Webb, CHR 50 NAC/Smooth Jazz Tracks Chart 91
ny’s Texas headquarters. honoree Arif Ma(din, NY Chapter Presiqent Ka(en Sherry; (front, I-r) NY CHR/Pop Chart 59 NAC/Smooth Jazz Albums Chart 92
USA President Marlin Maddoux NARAS Exec. Dir. Jon Marcus and President Mike Greene. CHR/Rhythmic Chart 58 Rock 95
commented, “Tom’s extensive Hip-Hop Chart 59 Active Rock Chart 96
broadcast credentials in major radio H H Urban 62 Rock Chart 99
markets all over America make him Arbltro“ To se" M-Te(:h |Ilt8|'30tlve Urban Chart 64 Alternative Action 101
the ideal person to lead USA's sales, Urban Action 66 Alternative 102
programming, and marketing efforts Telephone Bus"lesses To PrBSSIaff Urban AC Chart 70 Alternative Chart 105
into the 21st century.” Arbitron has sold its in- television clients, respec- Country 74 Alternative Specialty Show 109
Tradup joined the USA Radio | teractive telephone busi- tively; and custom call re- Country Chart 76 Adult Alternative 110
Network in 1996 as Director/Talk | nesses housed under its me- ports for both radio and tele- Country Action 77 Adult Alternative Tracks 11
Programming. “I am thrilled to be | dia marketing technologies | vision stations. Adult Contemporary 83 Adult Aiternative Albums 112
tackling the challenges that lie ahead | division (M-Tech) to the di- Arbitron will retain the i AC Chart 84

for the USA Radio Network,” he
said. “I’'m going to roll out the wel-
come mat for new affiliates while
superserving the great station line-
up we already have. 1998 is going
to be a great year for the network,
and, as President Ronald Reagan

1222

said, “You ain’t seen nothin’ yet!

TRADUP/See Page 11

vision’s former president,
Ruth Presslaff. As a result,
Presslaff has formed a Tor-
rance, CA-based indepen-
dent company, Presslaff
Interactive Revenue,
which will market the four
businesses: the Interactive

) Morhn One Hero In The Room |

Presslaff

Recruitment Service; an interactive
voice-response system for radio and

Honoring artists who have made and continue to make a significant impact 1
on the recording industry, the National Academy of Recording Arts & Sci- |
ences (NARAS) recently recognized some big names. Proceeds from the
awards dinner will go to two $5000 schoiarships in the New York area.
Celebrating the benevolent spirit afterwards are (back, I-r) N2K CEO Phil

MapMaker and M-Tech’s
% radio programming service
| elements and integrate
those tools into the compa-
ny’s radio services division.
M-Tech VP/Product Devel-
opment Gary Marince will
now report to Arbitron VP/
Marketing, Radio Station Services

PRESSLAFF/See Page 12

Yy /i
25 YEARS
LOOKING BACK

e

D uringthe 1970s, R&R 5@
would frequently pub- /gl
lish photos of industry peo-
ple from pre-R&R days, as
we did on January 26,
1979, with Pat St. John’s
CKLW/Detroit publicity
shot (left) from 10 years
earlier. After his time at
The “Big 80,” St. John
spent many years at
WPLJ/New York before
crossing the street to the
afternoon position at WNEW-FM, where he remains to this day
— and is pictured appropriately on the right.

Sticking With Radio For 25 Years

wsGCommunication
2e S i
°

~Graphics Inc

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

PO > L .

Beaver Becomes R&R
Operations Manager

Page Beaver has been promoted
to Operations Manager at R&R. In
his new position,
Beaver will con-
tinue to oversee
the company’s
customer service,
circulation. and
distribution ef-
forts while taking
on additional re-
sponsibilities in \
the areas of pro- ]
duction and as li- - ‘
aison with the
company’s printers and other out- ‘

Beaver

side vendors.

“When you look up the definition
of ‘team player, Page’s name ap- |
pears!”” R&R Publisher Erica Far- |
ber remarked. “He’s a hands-on
manager who continues to demon-
strate his organizational skills and |
has proven himself to be an extreme- |
ly valuable asset to our company.”

An 18-year publishing veteran.

BEAVER/See Page 11
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NEWS & FEATURES

FORMATS & CHARTS

The Back Pages La)

Nagler Named VP For CBS News, Radio

Harvey Nagler has been
named VP of CBS News,
Radio. Nagler — who had
served as GM/CBS News,
Radio since April 97 —
will now be responsible for
CBS News’ radio opera-
tion, including news gath-
ering and programming, as
well as its relationship with
affiliated stations around
the country. He succeeds
Scott Herman, who recent-

Nagler

ly became VP/GM of WINS-AM &

WNEW-FM/New York.

President/CBS News An-
drew Heyward told R&R,
“In the last year, Harvey and
Scott have turned CBS
News Radio around, and
the industry has acknowl-
edged that. Thanks to their
vision and leadership, we
| have moved dramatically
1 closer to our ultimate goal:

to offer a news service that
is second-to-none to our lis-
teners and alfiliated sta-

tions. It is extremely fortumate for

NAGLER/See Fage 12

Williams Ascends To A&M VP/R&B Promo

A &M Records has ele-

vated Fred Williams toVP/ |

R&B Promotion. Based in
New York, he reports to Los

Angeles-based Sr. VP/Pro- [

motion Dave Rosas.
“This is one of my proud-
est moments,” Rosas stat-

| ed. “I couldn’t have a bet-

ter friend or better tag-team
partner than Fred. He has so
much passion for the mu-
sic and artists, and he’s a

Williams

tremendous leader and teacher.”

Williams noted. *

I’'mexcited to be

working for A&M, because it’s all

about the artists and music.
The people here are com-
mitted to developing and
breaking new artists and
building careers. There’s a
lot of passion throughout
the company.”

Williams joined A&M last
September as Sr. National
Director/R&B Promotion.
Prior to that he was Sr. Na-
tional Director/Urban Pro-
motion at EMI Records. He

began his promotion career at EMI
as Regional Promotion Manager. He
also worked for CEMA Distribution.

WEB SITE: www.rronline.com

n ~ Y

310-788-1625  310-203-8727
310-788-1699  310-203-9763
310-788-1675  310-553-4056

e a

moreinfo@rronline.com OPPORTUNITIESMARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS: 310-553-4330
WASHINGTON, DC BUREAU: 202-463-0500

310-203-8727
310-203-9763
202-463-0432

CIRCULATION: kmumaw @ rronline.com
NEWS DESK:

R&R ONLINE SERVICES:

newsroom@ rronline.com mailroom @rronline.com

jili@rronline.com rrdc @ rronline.com

ADVERTISING/SALES: 310-553-4330  310-203-8450 hmowry @ rronline.com NASHVILLE BUREAU: 615-244-8822  615-248-6655 Ihelton @rronline.com

. americanradiohistary . com


www.americanradiohistory.com

4 * R&R January 30,1998

RADIO BUSINESS

AP Repackages Its Radio News Services

[ Variety, customer service hallmarks of reformulation plan

By JErFREY Y ORKE
R&R WASHINGTON BUREAU CHIEF

Hoping it can be “more customer friendly and more market driven” as the com-
pany enters the 2Ist century. Associaied Press Broadcast Services has unveiled a

new line of news packaging that the service hopes will appeal to programmers of

both music-oriented and news-intensive radio formats. and to stations anywhere in
between, AP Radio Division GM Corinne Baldassano said.

Afier a yearlong, intensive research
campaign designed to appease long-
time customers and attract a new gen-
eration of broadcasters, AP is offering
its members their choice of an assont-

ment of news and entertainment news
packages. all of which feature sone sort
of around-the-clock updating.

The keystone of the new offering
is the organization’s NewsPower+,

ATS Buys DC-Based Tower Group

American Radio Systems’ wholly owned subsidiary American
Tower Systems (ATS) last week pushed its total collection of towers

to nearly 1800 with the $30.5
International Teleport (WIT).
The DC-based WIT is a local pro-
vider of video transport operations,
transmitting and receiving voice, vid-
eo, and data by satellite and terrestri-

r 5

EARNINGS

he Walt Disney Co.announced

Tuesday that its first quarter rev-
enues totaled $6.34 billion, an in-
crease of 6% from the same period
last year, when revenues totaled
$5.98 billion. Operating income rose
to $1.5 billion, while broadcasting
revenues increased 10% to $2.1 bil-
lion. Radio accounted for less than
5% of that total. Broadcast operat-
ing income rose 8% to $505 milfion,
compared to $469 million for the
fourth quarter of 1996. The compa-
ny's radio and television-based
broadcasting segment benefited in
part from a “stronger demand for
advertising.” The company also re-
ported “strong” cable performance,
thanks to higher advertising reve-

Disney Sees 10% Broadcasting Revenue
Increase; Geridian Gains In “Unusual” Q4

million purchase of Washington

al networks. It is being sold by Mid-
continent Media.

ATS COO Alan Box said, “We are
pleased to announce this acquisition

nues at ESPN, a “strong” advertis-
ing market, and affiliate rate increas-
es at the Disney Channel. Diluted
and basic earnings per Disney
| share increased 18% to $1.10 and
$1.12, respectively. The company’s
stock has risen 27% since October
27, and climbed 5.375to 102.750 in
trading Tuesday. Disney is on the
October 1 to September 30 fiscal
calendar.
C eridian Corp., parent compa-
ny of radio ratings service Ar-
bitron Co., reported net earnings of
$473.8 million for the fourth quarter
of 1997, compared to $49.3 million
in the fourth quarter of '96. Ceridian

EARNINGS/See Page 8

which is available in three categories:
Mornings (news, entertainment,
sports business, morning prep ser-
vice), 4-10am local time; Drive
Times — which adds an afternoon
prep service between 3-7pm local
time; and a 24-hour service that in-
cludes real-time sports scores. The
first two packages include 24-hour

AP/See Page 8

of another leading teleport company.
The addition of WIT combined with
our acquisition of Micronet last year
continues to build our presence in the
video transport business, which is
very profitable and synergistic with
our investment in towers.”

ATS. which wus created early last
year, has intensified its acquisiton
campaign recenily. The tower com-
pany will soon be split from ARS.
because the radio stations are being
sold for $2.6 billion to CBS Corp.
Settlement of that deal is expected
later this year.

For the Record:

The article “Veronis, Suhier
Snaps Up Stations Under a Vari-
ety of Names” (R&R 1/16) was in-
correct in naming Pilot Communi-
cations LLC as a wholly owned
subsidiary of Broadcasting Part-
ners Holdings LP, the broadcast
operating arm of Veronis Suhler &
Associates. VS&A has an owner-
ship interest in Pilot Communica-
tions, but Pilot is operated locally.
VS&A is an investor in Pilot Com-
munications LLC, Mercury Radio
Communications LLC, Spring
Broadcasting LLC, Gleiser Com-
munications LP, and Sound Broad-
casting LLC.

‘Bloomberg

BUSINESS
BRIEFS

CBC Deal To Sell Stations Falls Through

C hildren’s Broadcasting Corp. announced late Tuesday evening that
the sale of its O&O stations to Global Broadcasting “has not closed
... within the time provided under the purchase agreement” As a result,
CBC has hired broker Peter Handy to look for another buyer, or at least an
LMA candidate. CBC’s Christopher Dahl said he also expects to continue
talks with Global in pursuit of a deal.

L.A. Radio ’97 Revenues Total $575.5 Million

he roughly 80-station Los Angeles radio market saw a 7.4% increase

in consolidated revenues in 1997 over the previous year, the Southern
California Broadcasters Association said last week. It was also the fifth
consecutive year that L.A. stations have broken all-time records. Reve-
nues rose 20.7% nationally and 3% locally. Of 26 reporting stations, total
revenues amounted to almost $529 million. The group said another 22 non-
reporting stations grossed an additional combined total of $46.6 million,
pushing the estimated total to $575.5 million for the market.

L-Band Won’t Work For DAB Standard

Larry Olson, deputy chief of the FCC’s Plannings and Negotiations Divi-
sion, which is in charge of choosing a domestic DAB standard, said
last week that the U.S. cannot adopt the Eureka-147 system since L-band
spectrum (1435-1530 MHz) is used by the military and the commercial
airline industry for aeronautical telemetry.“The U.S. is looking at other op-
tions,” Olson told R&R. “And the one publicized option is in-band," referring
to USA Digital Radio’s in-band, on-channel (IBOC) system that utilizes
spectrum already employed by terrestrial broadcasters.

FCC Grants NY Stations Emergency Petition

On Monday, the FCC granted the New York State Broadcasters As-
sociation’s petition to extend the deadline for filing of license renewal
applications for the counties of Clinton, Essex, Franklin, Jefferson, Lewis,
and St. Lawrence. The area was recently hit with a severe ice storm that
prevented many stations from assembling their applications. They now have
until March 2 to fite.

KANDU May File Injunction

he Rev. Devin Miller, President of the minority-owned communications
firm, told R&R that if the FCC turns down its petition to deny Jacor’s
purchase of Nationwide, KANDU may file for a court-imposed injunction to
Continued on Page 42

h&R/BIoomberg Radio Stock Index

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

Change Since

4/1/97 1/16/98 1/23/98 1 1/23
Radio Index 100.37 195.31 194.05 +93.33% -0.65%
Dow Industrials 6611.05 7753.55 7700.74  +16.48% -0.68%

759.64 961.51 957.59 +26.06% -0.41%

S&P 500

Radio Stations

Crook(\YChase

|COUNTRY COUNTDOWN

Get Country Radio's Hottest Duo!

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

WA americantadiohistons.com.

___JONES RADIO NETWORK™
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The “Dirty Little Secrets” of Auditorium Music Testing ~ #3 in a Series:

“Isn’t it funny
how everyone at this
auditorium test seems
to know each other?”

Not really. Whether you catch wind of it or not, in most auditorium tests,
many people know each other. Why is that? Two reasons.

First, many people-especially women-are unwilling to come out in the dark of

night to some hotel without the company of someone they know.

So they agree to participate if a friend can also come. The recruiting company
asks them for the names of a few friends, then they call and try to recruit at
least one of them. The local recruiter’s common term for this (and, trust us,

it is common) is “referrals.” Auditorium tests are often loaded with friends
because it’s the only way to get people to come to them.

Referrals, of course, kill the basic research precept of randomness. And you
have to wonder if recruiters don’t occasionally cut corners or “coach”
respondents in trying to get a friend to come...after all, they either get two
people to come (if the friend can be made to pass the screener) or no one.

Second, people come to a hotel only from about a 5 to 10 mile radius,
not randomly from all over the metro.
It’s more of a neighborhood test than a market test.

INTERACTIVE testing uses no “referrals”...zero. Everyone is recruited
completely at random. And, since there is no hotel that people have to drive to,
the recruiting takes place over the entire metro or, as many of our clients
prefer, into your station’s hot zips across the entire metro.

What's So Good About INTERACTIVE Music Tests?

NO “REFERRALS.” NO “FRIENDS.” JUST TOTALLY RANDOM
~ RECRUITING OVER THE FULL METRO.

Music Technologies LLC
~ FirstinFully-Digital
~ INTERAGTIVE

Music Library Testing

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

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

DEAL OF THE WEEK

1998 DEALS TO DATE |

Doliars To Date: $276,132,746

* Entercom acquisitions (Last Year: $502.473,388)

$126.5 million Dollars This Week:  $138,842,500

o KKSN-AM & FM & (Last Year: $28,626,514)

| KKRH-FM/Portiand, OR Stations Traded This Year: 106

o WBBF-AM, WBEE-FM, (Last Year: 154)
WKLX-FM & WORV-FM )

bbb aded Stations Traded This Week: 22

§ (Last Year: 21)

TRANSAL‘TIONS

Entercom Sinks $$9 Into Sinclair Seven

L1 For $126.5 million, group enters Rochester, expands Portland cluster

Entercom acquisitions

PRICE: $126.5 million

TERMS: Asset sale for cash
BUYER: Entercom, headed by
President Joseph Field. It owns
KFXX-AM, KGON-FM & KNRK-FM/
Portland, OR. It now owns or oper-
ates 38 stations. Phone: (610) 660-
5610

SELLER: Sinclair Broadcast
Group, headed by President Dav-
id Smith. Phone: (410) 662-4700

KKSN-AM & FM & KKRH-
FM/Portland, OR
FREQUENCY: 910 kHz; 97.1 MHz;
105.1 MHz

POWER: 5kw; 100kw at 1268 feet;
100kw at 1840 feet

FORMAT: Oldies; Oldies; Classic
Hits

WBBF-AM, WBEE-FM,
WKLX-FM & WQRV-FM/
Rochester, NY
FREQUENCY: 950 kHz;92.5 MHz;
98.9 MHz; 93.3 MHz

POWER: 1kw; 50kw at 500 feet;
37kw at 564 feet; 4kw at 390 feet
FORMAT: Nostalgia; Country; Old-
ies; Classic Rock

T —

.
G

WACQ-AM & FM/
Tallassee

PRICE: $300,000

TERMS: Asset sale for cash and
stock

BUYER: Hughey Communica-

tions Inc., headed by President
Fred Randall Hughey. Phone:
(334) 283-6888

SELLER: Tiger Communications
Inc., headed by President Thomas
Hayley. Phone: (334) 283-6888
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KIXW-AM & KZXY-FM/
Apple Valley & KIXA-FM/
Lucerne Valley

PRICE: $8 million

TERMS: Asset sale for cash and
stock

BUYER: Regent Licensee of Vic-
torville Inc., a wholly owned sub-
sidiary of Regent Communica-
tions Inc., headed by President Ter-
ry Jacobs

SELLER: Ruby Broadcasting Inc/
Topaz Broadcasting Inc., headed
by President Tom Gammon. Phone:
(619) 951-0606

FREQUENCY: 960 kHz; 102.3
MHz; 106.5 MHz

POWER: 5kw day/29 watts night;
B6kw at 328 feet; 150 watts at 1089
feet

FORMAT: Country; AC; Country
BROKER: Star Media Group

..
WAQC-FM/Brunswick
PRICE: $100,000

TERMS: Asset sale for cash
BUYER: Good Tidings Trust Inc.,
headed by Director Dick Weer.
Phone: (804) 284-1111

SELLER: High 1Q Radio Inc.,

headed by President Larry Hicker-
son

R
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WWWE-AM/Carroliton

PRICE: $475,000

TERMS: Asset sale for cash
BUYER: Forus Management
Corp., headed by President Simon
Rosen. Phone: (813) 576-0647
SELLER: West Georgia Broad-
casting Inc. Phone: (770) 537-
5848
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WQBH-AM/Detroit

PRICE: No cash consideration
TERMS: Stock transfer; the com-
mon voting stock is being convert-
ed to non-voting preferred stock.
BUYER: Martha Jean Steinberg is
acquiring 100% voting control of
Queen’s Broadcasting Corp.
SELLER: The Order Of The Fish-
erman Ministry. Phone: (313) 933-
0770 -

FREQUENCY: 1400 kHz
POWER: 1kw

FORMAT: Religious

WNIL-AM & WAOR-FM/
Niles (South Bend, IN)

PRICE: $2 million

TERMS: Asset sale for cash
BUYER: Pathfinder Communica-
tions Corp., headed by President
John Dille Ill. towns WTRC-AM &
WBYT-FM/South Bend and has
agreed to acquire WNDU-AM & FM/
South Bend. Phone: (219) 295-2500
SELLER: Niles Broadcasting inc.,
headed by President Eric Plym
FREQUENCY. 1290 kHz; 95.3 MHz
POWER: 500 watts; 3.3kw at 298
feet

FORMAT: Oldies; Rock

$2 million

$850,000

TRANSACTIONS AT A GLANCE

® WACQ-AM & FM/Tallassee, AL $300,000

® KIXW-AM & KZXY-FM/Apple Valley & KIXA-FM/
Lucerne Valley, CA $8 million

® WAQC-FM/Brunswick, GA $100,000

: * WWWE-AM/Carroliton, GA $475,000

* WQBH-AM/Detroit No cash consideration

* WNIL-AM & WAOR-FM/Niles, Mi (South Bend, IN)

* WEWM-FM/Pentwater, Ml $250,000
* WGGI-FM/Benton (Wilkes Barre-Scranton), PA

® WDMF-AM/Knoxville $92,500
°* WMPS-AM/Millington (Memphis), TN $275,000
® KLVH (FM CP)/Leavenworth, WA Price not defined

WEWM-FM/Pentwater

PRICE: $250,000

TERMS: Asset sale for $150,000
cash and a 10-year, $100,000 prom-
issory note at 8% interest

BUYER: Quest Communications
Inc., headed by President Todd
Mohr. Phone: (616) 757-4697
SELLER: C&S Broadcasting Inc.,
headed by President Sidney Will-
iams Jr. Phone: (616) 345-5113

i
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WGGI-FM/Benton (Wilkes

Barre-Scranton)

PRICE: $850,000

TERMS: Asset sale for cash
BUYER: Sinclair Radio of Wilkes
Barre Licensee Inc., a wholly
owned subsidiary of Sinclair Com-
munications Inc., headed by Pres-
ident David Smith. it owns WILK-
AM & WKRZ-FM/Wilkes Barre-
Scranton. Phone: (410) 662-4700
SELLER: Emro Communications

Inc., headed by President Fred

Deiter. Phone: (717) 969-9028
FREQUENCY: 95.9 MHz
POWER: 6kw at 328 feet
FORMAT: Country
BROKER:TheTed Hepburn Com-
pany

COMMENT: Formerly WKXP
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WDMF-AM/Knoxville
PRICE: $92,500

TERMS: Asset sale for cash
BUYER: As He Is Ministries Inc.,
headed by President Phillip Rob-
inson. Phone: (423) 971-3000

SELLER: Church Point Ministry
Inc., headed by President Dwight
Pate. Phone: (504) 356-7700

WMPS-AM/Millington
(Memphis)

PRICE: $275,000

TERMS: Asset sale for cash
BUYER: World Overcomers Out-
reach Ministries Church, headed
by Pastor Alton Williams. Phone:
(901) 345-1966

SELLER: David Grayson Life
Changing Ministries Inc., headed
by Bishop David Grayson. Phone:
(901) 371-0300

FREQUENCY: 1380 kHz

POWER: 2.5kw day/1 kw night
FORMAT: Religious

= e T
| Washinglon
KLVH (FM CP)/
Leavenworth

PRICE: Not defined

TERMS: Stock sale for agreement
to complete station construction
BUYER: Northcentral Broadcast-
ing Co., headed by President Jer-
ry Isenhart, is acquiring Leaven-
worth Broadcasting Co.LLC. It owns
KOZI-AM & FM/Chelan, WA. Phone:
(509) 682-4033

SELLER: Ronald Murray. Phone:;
(509) 548-6699

Addendum: In last week’s Trans-
actions (R&R 1/23), the price of
KDDS-AM & KQDS-FM/Duluth,
MN was estimated at $1.75 mil-
lion. it has since been confirmed
at $5.5 million. Year-to-date totals
have been adjusted to reflect the
correct price.

One consultlng and research f|rm for muItlopon strategy, and format specrallsts for programmlng,

music, talent development and station launch.
Call John Lund today!
P

The Lund Consultants to Broadcast Management, Inc.

650-692-7777

Email: lundradio@aol.com

ADULT CONTEMPORARY ¢ COUNTRY ¢ TOP 40 « ROCK « CLASSIC ROCK * OLDIES * NEWS-TALK

wannaamoricanradinhictans com
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NIX, Phoenikx:
From *3 to *1
29-94 Adults

Want to improve your ratings?

Take a tip from one of the most successful
country radio stations in America, KNIX-FM,
now solidly back on top in Phoenix

moving from a 6.1 to 7.6 25-54 Adults.
(Arbitron Share, Fall 1997, Monday-Sunday 6 AM-MID)

“...if you take the time to
study and learn about
Interactive music library testing,

you’ll realize the methodology is
clearly better than any auditorium testing.”
- MICHAEL OWENS, President

| Music Technologies LLC

First in Fully-Digital
Music Library Testing

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

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

Continued from Page 1

to the success of the formerly inde-
pendent Rush Limbaugh Show.

R&R spoke with representatives
from four disparate boutique net-
works in order to get a sense of who
they target, what they program, and
how they’re doing.

Got A Light?

“Essentially, we look at ourselves
as a forum for cigar connoisseurs by
cigar connoisseurs,” says 33-year-old
“Cigar” Dave, who took up the habit
at age 25 and became an aficionado
when he relocated to Tampa, “the ci-
gar city.”

How does he sustain two hours of
conversation on such a seemingly
limited topic? “He doesn’t start off
with a theme,” Victoria Miller, Dave’s
marketing manager, tells R&R.
“He’ll start off with something in the
news that’s regarding people’s rights
in smoking cigars, or he’ll have an
interview with a cigar manufacturer,
or he’ll talk about the newest cigar
that Consolidated [Cigar Corp.] has
come out with.”

Cigar smokers’ rights? “You have
what I call the ‘pleasure police,””
Dave tells R&R, “that don’t just af-
fect people who enjoy cigars, but peo-
ple who enjoy wine, eating at steak-
houses — these are those people who
want to butt into everyone else’s busi-
ness.” One recent topic discussed on
the show regarded legislation recent-
ly enacted in California that outlaws
smoking in bars.

You might think it would be easy
just to mine issues of Cigar Aficio-
nado for show topics, but Dave stays
on top of current trends in the stogie
world by keeping in constant touch
with manufacturers and other indus-
try insiders from across the globe. For
example, when he spoke with R&R,
he was planning a trip to the Domin-
ican Republic to visit Carlos Fuent-
es’ factory to see how it makes its
cigars. (He even aspires to broadcast
from that country someday — when
the ISDN and electrical technology
improves.)

Dave also talks about “items that
are of interest to those who lead the
cigar lifestyle,” such as men’s fash-

ion, wines, spirits, sports, and travel.
Does the show only appeal to those
who can afford the good life? No, he
says: His listeners — who are prima-
rily men in the 30-50 range — run
the gamut *“from multimillionaires to
blue-collar workers who can only af-
ford one premium, hand-rolled cigar
per week.” He is steadily attracting
women to the show as well.

He does comedy bits (one staffer
impersonates George C. Scott as Gen-
eral Patton on the show) and attracts
“cigar celebrities” (Milton Berle,
Robert Davi of NBC-TV’s The Pro-
filer, and David James Elliott of
NBC-TV’s JAG, on which Dave may
do a cameo, according to Miller).

Dave started the show as a one-
hour broadcast in July *95 on WSUN/
Tampa, and five months later he was
doing two hours and was in syndica-
tion in three markets. Between “show
prep” (which includes personal ap-
pearances and cigar events sponsored
by the network) and handling national
sales for the show, it’s a full-time job
for Dave, but he also manages to find
time to do the odd brokerage or M&A
job for his old employer, the Crisler
Company.

Ask him, though, as he torches a
Montecristo with his Colibri lighter,
if he minds all the work.

The Psychic Will
Listen To You Now

“It’s a nighttime version of a Dr.
Laura or a Dr. Joy Brown show, al-
though it’s approaching the problem
with, instead of a psychological per-
spective, a psychic perspective.”

That’s how Stephen Youlios,
President/GM of the New York-
based Psychic Friends Radio Net-
work (PFRN), describes the radio
version of the TV and hotline prog-
nosticator cousins, which has been
on the air since October and is now
heard on about a dozen affiliates
across the Eastern seaboard. He tells
R&R that the network, which airs
between 10pm-2am ET, aims to fill
the void in live, late-night program-
ming, when many shows like Dr.
Laura and Rush Limbaugh are re-
broadcast. '

Like its advice-show peers,
PFRN’s host Sean Patrick and resi-
dent psychics Nick Newmont and

AP

Continued from Page 4

urgent bulletins and continuously
updated weather reports.

Interestingly, 84% of the stations
licensed to use AP broadcast news are
music-intensive stations. “We’ve
done a lot of research, and found we
had products on both ends of the spec-
trum, but nothing right down the mid-
dle where the bulk of people who re-
ally wanted to have the quality of the
Associated Press were,” Baldassano
told R&R. “The broadcast wire that
was very top of the line had all of the
information we had, anything you
could possibly want to know, for
news-intensive stations. We also had
a very bare-bones service for every-
body else. What we got [from clients]
was ‘it’s either too much or too lit-
tle.’”

Baldassano said the reorganization
takes the AP’s long-heralded full-ser-
vice news wire and makes it avail-
able to AP’s more than 3000 com-
mercial broadcasters continuously.

All subscribers will get weather re-
ports, news bulletins, and urgent
flashes nonstop. Each offering also
comes with AP NewsDesk and AP
SoundDesk, newsroom software
products that assist station staff in
writing and editing scripts and allow
them to record, edit, and play digital
audio.

Baldassano emphasized that the
nearly 50-year-old radio operation is
changing its news packaging “prima-
rily to be responsive to the way radio
told us they use our product. Also,
because I don’t want people to think
we are just hardcore national and in-
ternational news. We are very big on
state news and we are very big on
regional news.”

AP radio also recently began re-
packaging the offbeat stories that run
on the general news wire and is now
making them available in its own
news category, providing easier ac-
cess to stories for incorporation into
entertainment-oriented, drive-time
shows. Pricing of the new packages
is negotiated on a per-station basis.

RADIO BUSINESS

Patrice Cole take calls from people
seeking answers on questions about
love, work, and finance matters —
with a fortune-telling twist, of
course. Unlike the hotline, the net-
work’s calls are toll-free; Youlios
says the 900-number isn’t even
pitched on the show. He says callers
are screened, too, just like any other
talk show, but it rarely gets any “‘nut
cases.”

Youlios and partner Alan Fuller,
who helped develop Dr. Laura’s
show, developed the idea for the ra-
dio network after witnessing the
enormous success of the television
version (it has handled more than 12
million phone calls in five years) and
observing how “the phone lines just
light up” whenever a psychic appears
on other radio shows. “Our thinking
was, ‘Wait a minute, there’s an op-
portunity here,”” Youlios says.

They worked in conjunction with
the TV network to develop the show,
drawing upon its reserve of psychic
talent in the search to find Newmont
and Cole. (They were chosen from
a pool of about a hundred applicants
because of their “impeccable creden-
tials,” which meant their success
with their own private psychic prac-
tices and their “ability to predict.”)

“We really wanted to do business
with psychics who were very main-
stream, who were credible, and who
had good on-air personas — who
could get on the air, be believable,
be interesting, and have a sense of
humor and enthusiasm,” Youlios
says, adding that the network will
expand, invading the Western half of
the country next.

Christmas In July

"Twas the night before Christmas
And all through the station

Not a creature was stirring
Because it used automation ...

Is this a scenario you would like
to see at your station at Christmas-
time, instead of running your pro-
gramming and production depart-
ments into the ground to produce
programming that’s only useful for
a couple days every year? It was for
former Shamrock Broadcasting
Group VP/Programming Ross
Reagan, who started the Kansas-
based Christmas Music Networks
six years ago in order “to eliminate
station production and holiday over-
time expense and, for stations with
automation capability, the entire ex-
pense of staffing.”

The network provides up to 36
hours of turnkey satellite program-

EARNINGS
S fontinged from Page 4
citad & numbar of ‘unisual fourth:
guarter gains and chames"nclid-
ing & $386.3million gain from the
sala of its Computing Devices sub-
gidiary, to axplain the disparity If not
lor these avents, the company would
have reported net eamings of $55.6
million:in tha fourth quarter of kst

-year. Net eamings for 1997 as a
whole ‘were §472.4 million, com-
pared b $181.9 millon in 1996, Ad-

: Justed ret Bamings wolld have bean
$215.5 millbon, Candian Chairman/
CEO Lawrence Perdman said he
expacted each of the company’s
three cora businasses to perto
well in 1998, _ -
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ming tailored to AC, News/Talk, Old-
ies (introduced this Christmas past),
and, beginning next Christmas,
Country formats. Reagan calls the
programming “music-intensive,”
which means in the case of AC, for
example, wall-to-wall Christmas
tunes and classics cut with four stops
in the hour. The on-air talent take a
back seat to the music; hosts don’t
even identify themselves. The Old-
ies programming has more of a “good
times” feel, says Reagan, while
News/Talk has more of an edge, bal-
ancing the music with “factoids” like
the origin of holly as a decoration.

But Christmas music on a News/
Talk station? “Veteran programmers
and program consultants in the for-
mat concluded long ago that the real

- preference of their listeners during

this one time of year is for music,”
Reagan says.

CMN'’s more than 200 affiliates
include ACs KOST-FM/Los Ange-
les and WBEB-FM/Philadelphia,
News/Talks WBZ/Boston and
KDKA/Pittsburgh, and Oldies
KLDE-FM/Houston and WGLD-
FM/Indianapolis. They pay cash for
the programming for the time be-
ing, though Reagan is seeking a na-
tional sponsor.

Since Christmas comes only once
a year, what does Reagan do the oth-
er 363 days? He calls CMN “the
two-day-a-year network that takes
all year to produce.” He spends
much of the year marketing the net-
work, looking for partners, and de-
veloping new program concepts like
the Country format.

You Might Listen To John
Boy & Billy If ...

John Isley and Bill James — aka
John Boy and Billy — insist their
show doesn’t just appeal to people
of the Southern persuasion. “Where
did you hear that one?” they retort.
“From your favorite redneck?”

Marty Lambert, Director/Affiliate

-Sales for the Charlotte-based John

Boy and Billy Radio Network, tells
R&R the “broad-based entertain-
ment show” has “a broad-based
style” as well — in the same camp
as the likes of Jeff Foxworthy and
television’s Grace Under Fire. (With
a 48-station affiliate base that only
spans a square of terrain from Or-
lando to Morgantown, WV to Wich-
ita to Dallas, though, one has to
wonder.) Although primarily men

tune in, network VP/GM Macon
Moye says “the show garners an un-
fair share of women.”

Then there are the comedy
sketches, which fill up the parts of
WRFX-FM/Charlotte’s (SFX'’s
flagship station) morning broadcast
not claimed by Rolling Stones,
Blues Traveler, and Wallflowers
spins. There’s “Marvin Webster,”
for example, a jive-talkin’ African
American who pontificates on is-
sues as far-ranging as the solar sys-
tem (“You white people like dis’
space stuff!”’) and flying.

There’s also a stable of characters
that John Boy and Billy call on areg-
ular basis. A few examples: “Hoyt”
(“What ’ya say there, you big ol’
hairy ... knuckle-draggin’, false
word-workin’, Hee Haw-lookin’ per-
vert?!” he greeted them on one oc-
casion); “Murray,” a Jewish agent
who is obviously from north of the
Mason-Dixon line (he often refers to
them as “babe”); and “Mad Max.” a
gruff-sounding bumpkin who always
has a bone to pick (“PRIDE ... Must
stand for ‘Prissy Rump-Ranging Id-
iots Demand Equality!’” he ranted
about gay pride in one broadcast).

For the most part, Lambert says,
they keep it clean. “We always say

.Billy and John’s moms listen every

morning, and you're not gonna say
things in front of your mom that you
may say in front of someone else,”
he says,

Celebrity actors, musicians, and
athletes often drop in on the show as
well. These have included Don King,
Ric Flair, Charlie Daniels. Yoko Ono,
Tim Allen. Tia Carrere, and ... Jeff
Foxworthy.

John Boy and Billy began their 6-
10am ET show on WRFX in 1986
and took it into syndication in 1992,
The other three networks profiled
here either fill daypart or seasonal
niches for which the competition
isn’t all that fierce. Why would a
Rock or Alternative station pick John
Boy and Billy over, say, Howard
Stern, to fill their morning slot?

Bob Edwards, PD of John Boy and
Billy affiliatt WRDU-FM/Raleigh,
pointed out that most of the net-
work’s affiliates were in place before
Stern invaded the South. “I think, re-
gionally, John Boy and Billy are a
lot more relatable through the South-
east,” he tells R&R. “The same way
Howard is such a nice fit in the
Northeast.”

Sinclair
Continued from Page 1

taking any more legal action against
Sinclair at this time. “It doesn’t pre-
clude future litigation,” she said, “but
it’s questionable whether or not there
would be a point in it.”

Sinclair is obtaining the Portland
and Rochester stations as part of its
July *97 deal to buy 24 stations from
Heritage Media Group for $630 mil-
lion. That deal is still awaiting regu-
latory approval. The Entercom deal
is expected to close in the second
quarter of 1998,

Entercom has three other stations
in the Portland market: KFXX-AM,
KGON-FM, and KNRK-FM.

Sinclair Gets The Picture

Meanwhile, Sinclair appears to be
focusing on building its television
group. The Baltimore-based radio
and TV group is reportedly talking
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with Boston-based Sullivan Broad-
casting Co. about buying its 13 small-
market TV stations for up to $1.4 bil-
lion. In December, Sinclair agreed to
pay $255 million for Max Media
Properties’ radio and TV outlets,
R&R calls to Sinclair regarding the

Sullivan deal were not returned.
Meanwhile, BancAmerica Robert-
son Stephens analyst Bill Meyers
gave Sinclair an “attractive” rating,
setting a 12-to-18-month price target
of $55 per share, higher than the tar-
gets set by other analysts. He praised
the performance of Sinclair’s TV di-
vision, which accounts for about
80%-85% of the company’s revenue.
(Last week, two other Wall Street
analysts downgraded the stock to
“buy” and “hold.”) Stevens told R&R
that while the stock is not “the best
value” at its current level, in the long-

term his rating will be justified.
— Matt Spangler
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PETER '
BROWN

Now one of the most respected names

in the sports talk industry delivers

a power-packed show every weekday
from One-On-One Sports. With exclusive
interviews, biting commentary, and a
big-city attitude, he's tough, opinionated,
and always talking to the right people.

One-0n-One is proud to have Peter
Brown on its team of the nation’s
hottest sports talk personalities.

Peter Brown. Weekdays
2pm to 6pm E.T., only on

One-0On-0One Sports.

on top of the game...

wwaAN americanradiohistarvy com
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Music testing...

N

The company that pioneered two-week survey turnaround also offers a unique,

faster music testing method that is less expensive than auditorium testing. We are working with
some of the premier radio

Edison Media Research has conducted hundreds of music tests for stations in operators in the country:

markets from Los Angeles to Lafayette. Our technique is so efficient, you Dene Hallam,

may find you can afford more testing for the same amount of money. VP/Programming
93Q/Houston:

We eliminate all the biases and hassles associated with standard auditorium “Edison Media Research

testing. But, ours is not an “in-home” method where people are unsupervised, has been a key component

distracted, or listening to a tiny telephone speaker. of 93Q Country’s success.

We’ve relied on their music

. . ) . research for years.”
Call Edison Media Research today to learn how our music testing can :

help your station. John Duncan,

' Program Director
KLOS/Los Angeles:
“KLOS listeners are spread
out all over. I love the way

Edison’s music testing
method allows me to
The Faster Way SN
The Less Expensive Way | gunMuray,
WMAS/Springfield:
| The Better Way about Edison's music
testing is that I can afford
| - to do more frequent music
t The Edison Way
-

tests, and the quality is
better than auditorium.”

B N 2

S

i
.

edison media research

America’s 2nd Fastest Growing Market Research Company*

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

‘ * Ad Age, 1996/1997 Report
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KMJM-AM/St. Louis
Sets Saunders As PD

KMJIM-FM/St. Louis air person-
ality Chaz Saunders has accepted
" ‘ the PD job at Ja-

cor Gospel sister
KMJM-AM
(Gospel 1600).
She’ll stay on the
air at KMIM-
FM, where she’s
been doing mid-
days fornearly 10
years.

Saunders —
who previously
programmed
WDPN/Columbia, SC during the
’80s — told R&R, “I said I wasn’t
going to get back into programming
because, being on Magic, I'm able
to program my show and execute
what I do in middays. But I know
this was definitely a God thing. It’s
an awesome responsibility, and it’s
something I was ordained for.

“It’s never been done before in St.
Louis, and it’s about time. I accept
the responsibility with joy. People
need a difference, they need a
change. That’s what Gospel radio
affords them. You can be inspired
and uplifted all day long. It’s not
tired — it’s alive.” Since debuting
last Memorial Day, the station —
which started with a 0.5 — has ris-
en to a 2.1 in the Fall 97 Arbitron.
B ]

Tradup

Saunders

Continued from Page 3
Prior to joining USA, Tradup

served as President/GM of WLS-
AM/ Chicago. He has also held var-
ious news, programming, and man-
agement positions with KRLD/
Dallas, WASH-FM/Washington,
WMCA-AM/New York, and
KCMO-AM/Kansas City.
—— e e e e
Beaver

Continued from Page 3
Beaver joined R&R in 1993 as Cir-
culation Manager. He previously
served as Circulation Manager at the
Daily Racing Form and as Fulfill-
ment Manager for McMillan Pub-
lishing.

THLLY

STATION MAGAZINES e CD & BASSE“I MAILERS *DIRECT MAIL « MAILING LISTS
CALL NOW FOR MARKET/FORMAT EXCLUSIVITY

L ——————

And it seems that at least a million fans do! The Backstreet Boys celebrat-
ed their self-titled album Hitling the platinum mark with a few of the forces
behind the fever. Enjoying “boy power” are (front, I-r) band members AJ
MeclLean and Brian Littrell, co-manager DonnaWright, Backstreet Boy Howie
Derough, and Jive President Barry Weiss; (back, I-r) Jive VP/A&R David
McPherson and Sr. VPs/A&R Jeff Fenster and Tomn Carrabba, VP/Artist
Mitg. Janet Kleinbaum, Backstreet Boys Nick Carter and Kevin Richard-
san, and Zomba Chairman/CEO Clive Calder.

Gross Nets WLOQ/Orlando VP/GOO Post

Joiin Gross
has been named
VP/COO of
Gross Communi-
cations’ NAC/
Smooth Jazz
WLQOQ/Orlan-
do after serving
20 years as the
station’s GM.
Replacing Gross

as GM is Kim Gross

| McFadden,

upped from GSM.

“Kim is a very talented individu-
al with an incredible passion for ra-
dio and Smooth Jazz.” Gross com-
mented. “This promotion is a well-
deserved recognition of his contri-
butions and leadership skills.”

MILED

"1 McFadden moves up to GM of NAC/SJ station

McFadden add-
ed, “It’s a privi-
lege to work for
the Gross family.
I’'m thrilled with
the challenge of
managing one of
the greatest inde-
pendent stations
in the country.”

Additionally,
Kevin Smith
joins WLOQ as

McFaden

NSM from WNEW/New York, |

where he served as VP/GM for the
past seven years. Mike Loures
comes aboard as Regional Accounts
Manager after 15 years with Cox
Broadcasting in Miami, where he
held both NSM and LSM positions.

KBLX-S

061-743-0548

wnany amaricanradiahictarn, caom
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Deutsch to Sr. VP/A&R. Based in New York,

Deutsch joined Elektra as VP/A&R in 1995 and has ‘
worked with such acts as Third Eye Blind, Superdrag,

Alana Davis, Nada Surf, and Vast.
EEG Chairman/CEQ Sylvia Rhone said, “Josh pos-

sesses those rare, dual qualities in the A&R execu- |

tive: the insight and confidence to pursue talent, cou-
pled with the necessary creative instincts to nurture
the recording process. His sense of vision and critical
taste have made him an invaluable assetto the entire
company.’

Prior to joining EEG, Deutsch was VP/A&R for Cap-
itol Records. His first job in the music business was

ke o

Deutsch Climbs To Elektra Ent. Group SVP/A&R

lektra Entertainment Group has promotedJosh £

i

Deutsch

as a Production Coordinator for Blue Note Records in 1987.

Mercury Group Names Krumper Sr. VP/Marketing

ercury Records Group has named Michael Krumper Sr.\'P/Mar-
keting. Krumper, who will remain based in New York, most recently

was VP/Product Development at Atlantic Records.
Krumper commented, “After a great five-year run at
Atlantic, I'm excited to once again work with [MRG
Chairman/CEQ] Danny Goldberg and to begin work-
ing with [Exec.VP/GM] David Leach at Mercury, [Pres-
ident/CEQ] George Jackson at Motown, and Kevin
Gore at Classics & Jazz. My mission here is to use
the strength of each of these companies to empower
the other, developing synergies among all the labels.
There’s such an abundance of extraordinary artists and

people within this group of companies that! very much

look forward to working with.”

Prior to spending five years-plus at Atlantic, Krumper
worked as a manager at Gold Mountain Entertainment,
managing Robyn Hitchcock and Marshall Crenshaw.

A Hot Deal For Ice L‘ub

EILIRT

left) and partner Terry Carter (r) to form Heavyweight Records. The first of
the new label’s expected four to six releases in the next year will be the
soundtrack to the Ice Cube-written/directed filmThe Player’s Club. Cele-
brating with Cube as the ink dries are (I-r) A&M’s John McClain an label
Chairman Al Cafaro.

m‘”"sfﬁﬂle

oy

CPM

GROUP
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Case Shuffles Off
To Buffalo For PD
Duties At WYRK

WDSY/Pittsburgh PD Justin
Case is transferring to a similar
71 post at American
{.Radio Systems
. | sister WYRK/
/| Buffale. He’ll
fill the vacancy
created when
Ken Johnson left
for the WXTU/
Philadelphia PD
slot at the end of
last year (R&R
12/97).

“This is a neat
opportunity presented to me by the
company,” Case told R&R. “My
whole career has been to ‘tighten up’
or turn on stations. This is an op-
portunity to ‘modernize’ or ‘tighten
up’ ARS’ station.in Buffalo. It’s a
great station with great ratings. To
propel it further, it needs a fresh per-
spective — which is what [ do. It’s
a matter of coaching, focusing, and
getting people to think beyond their
.present situation.”

Case, who starts February 9, has
programmed WDSY since August
’94. Before that, he spent four years
as PD of Country WPKX/Spring-
field, MA.

Case

Pressiaff

Continued from Page 3

Bill Rose. Shifting from M-Tech to
Presslaff are Chief Engineer Al Gi-
ron and RadioPHONE and recruit-
ment specialist Warren Wright.
Terms of the deal were not dis-
closed.

Arbitron GM Pierre Bouvard
commented, “Selling M-Tech’s in-
teractive businesses to Presslaff
while moving the mapping and ra-
dio programming expertise of
Marince into Arbitron will allow
each company to focus on its area
of core competence.”

Presslaff told R&R, “I’ve been
doing interactive marketing and re-

Third time's the charm for Matchbox 20, who went triple platinum re-
cently with their debut album, Yourself Or Someone Like You. Gather-
ing for the celebration are (I-r) Atlantic Sr. Dir/Promo & A&R Kim
Stephens, Matchbox 20's Brian Yale, Kyle Cook & Paul Doucette, At-
lantic VP/Product Dev. Daniel Savage, Atlantic Group co-Chairman/
co-CEO Val Azzoli, bandmembers Rob Thomas and (behind) Adam
Gaynor, Lava President Jason Flom, producer Matt Sereltic, Atlantic
Exec. VP/GM Ron Shapiro, Exec. VP/Promo Andrea Ganis, manager
Michael Lippman, and Sr.VP/Promo Danny Buch.

Taylor Now OM For KXHT & WKSL/Memphis

Flinn Broadcasting’s WKSL-FM/Memphis PD Chris Taylor has add-
ed OM duties at WKSL and Urban sister KXHT-FM.

GM Mary Norman told R&R, “Under Chris’ leadership, 107.5 Kiss-
FM has become a focused, music-intensive CHR poised to make a major
impact in the Memphis radio market. In less than four months, he’s brought
a stationality to Kiss that’s set us apart. His promotion to OM for Kiss and
Hot 107 couldn’t have been more deserved.”

*“These radio stations are filling prime format holes in this market,” Tay-
lor told R&R. “T’d like to thank Mary Norman and Flinn Broadcasting for
a great opportunity and their confidence in me. Signing on Kiss has been a
lot of fun, and I look forward to continuing to work with Hot consultant
Steve Smith, helping him implement our game plan.

Taylor was most recently at WHPT/Tampa. His extensive experience
includes stops at WXLK/Roanoke, WAVA/Washington (twice), WHQT/
Miami, WRQX/Washington, WBMW/Washington, a double stint at
WNVZ/Norfolk, and WWWK/Warrenton, VA. He began his career at
WPRW-AM/Manassas, VA.

oLl

Kennedy Tapped As Capitol/Nashville VP/Sales

C apitol/Nashville Sr. Director/National Sales Bill
Kennedy has been promoted to VP/Sales. The
post has been vacant since Johnny Rose left the label
afew months ago.

In his new position, Kennedy will oversee all aspects
of label sales, including managing the EMI Distribution
sales force and providing retail product development
strategies. Kennedy joined the label in 1990 as a Re-
gional Sales Manager and was later named West Coast
Sales Manager. He moved from L.A. to Nashville in
1994 as Sr. Dir./Sales.

Prior to joining Capitol, he spent six years with Tar-
get, first as a sales rep, and later as a distribution cen-
ter specialist.

Kennedy

SRR 5 S IR

KMGL/Oklahoma City Boosts Yeager To PD

KMGL/Oklahoma City Asst. PD Kathy Yeager has been promoted to
PD. She succeeds Steve O’Brien, who remains with the Renda Broadcast-
ing AC as morning drive personality.

GM Rob Adair told R&R, “Steve has programmed the station for 10
years, but he and I both realized that being PD and morning man for a
station that’s growing like this one is tough. It’s unfair to ask someone to
do 13- and 14-hour days. His heart is in doing the moming show, and he’s
now devoting more time to it; it was his decision.

“It’s wonderful to have Kathy move into that slot where she’ll do a bang-
up job. She’s one of the most energetic, hardest-working air personalities
I've been around in my 26 years in the business. If you don’t keep up with
her, you'll be left in the dust.”

This is Yeager’s first programming opportunity. Prior to joining KMGL

| about five years ago, she worked as an air talent at crosstown KYIS.

cruitment projects since 1990. It
was done through my own compa-
ny, which I later sold to Arbitron,
and had developed a lot of interac-
tive programs with M-Tech. We
have clients in Minneapolis and
Chicago, and Los Angeles is just
about ready to go. Although it has
been wonderful working with Ar-
bitron, I'm thrilled to be in a posi-
tion to invest in the future of inter-
active technologies with a focus on
helping stations build revenue.”
The Interactive Recruitment Ser-

vice enables a radio station (or a
cluster of stations) in a market to air
spots asking people in search of
employment to call a telephone
number linked to that station that
contains classified ads from various
companies throughout a particular
region. RadioPHONE, an interactive
voice response system used by such
stations as KTWV/Los Angeles, al-
lows any station in a market to hold
contests, provide playlist informa-
tion, and conduct other promotional
activities with listeners through the

use of a touch-tone phone.

designed to complement the Inter-
net and a station’s website, Press-
laff said, “The Internet is still lim-
ited. Everybody has a telephone.
This reaches 100% of a station’s
listeners.”

Before joining Arbitron, Presslaff
served as President of the Media
Gallery. Presslaft Interactive Reve-
nue is located at 21250 Hawthorne
Blvd., Suite 550, Torrance, CA
90503; phone (310) 792-6060.

' Nagler

When asked if these services are ‘

Continued from Page 3

us that Harvey can now continue to
build on our exceptionally strong
base.”

Nagler previously served as
Director/News & Programming
at WCBS-AM/New York. He
also has been VP/News & Sports
for United Stations Radio Net-
works and held a variety of po-
sitions with the ABC Radio Net-
work.
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When Big News Breaks,
You're Already Covered.

~ ABC News Radio broke the biggest story of the year!
Affiliates got the first word and the best coverage throughout
: this historic week of White House scandal...

& First Word
ABC News Radio was the first broadcast organization to break the story
about President Clinton’s alleged affair.

& Unmatched Coverage

ABC News Radio provides more program options than any other news source,
including newscasts, special reports, one-hour instant specials, market-exclusive
newsmaker interviews, correspondent custom two-ways, hourly audio feeds and
morning show prep via fax and data.

E’ Familiar Names

Breaking news and continuing coverage in exclusive reports from the correspondents
you know and trust ... including Sam Donaldson, Cokie Roberts, and Jackie Judd.

As the crisis continues, count on the worldwide resources of
ABC News Radio...because it matters where you get your news!

572 9919200 S RADIO NETWORIKS 1D 4561777
(972) 991-9200 AK (212) 456-1777

WAAWW-aericantadiohistans.com
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NEWSBREAKERS.

* At SW Networks, MARY DEL-
GRANDE is promoted from Director to
Sr. Director/Affiliate Mktg., GREGG
ALEXANDER and JESSICA SHER-
MAN are upped from Managers to Di-
rectors/Affiliate Mktg., and ERIKA
FREY-HASEGAWA has become Man-
ager/Affiliate Mktg.

* JOHN J. DRAIN becomes Chief Fi-
nancial Officer for One-On-One Sports.
He last served as VP/Finance at New
WorldTelevision.

* GINA HARRELL
has been appoint-
ed VP/Video Pro-
duction for Elektra
Entertainment
Group. Prior to
this, Harrell served
as Sr. Director/Vid-
eo Production for
the company.

Harrell

*LYNN HALLER
is named Director/
Premium Sales at
Windham  Hill
Records. She
comes to the |abel
from Universal
Music, where she
was Assoc. Direc-
tor/Special Mar-
kets & Products.

Haller

¢ CHERYL VALENTINE has been
named Head of Radio Promotion at lg-
nition Records. She was previously Sr.
Director/Artist Development at Epic
Records.

*BLOOMBERG and SPORTSFAN
RADIO NETWORK have iaunched The
Bloomberg/SportsFan Business
Minute, a 60-second feature offered in
three daily installments on the topic of
sports-oriented business deals.

Bloomberg has also inked a deal with
Digital Audio Radio Service (DARS)
supplier CD RADIO to carry its 24-hour
news and information service after
DARS is launched in late 1999. Addi-
tionally, the two companies have agreed
to develop programming for anew chan-
nelon CD Radio.

— For more information, please call
SportsFan Radio, (212) 681-1947 or
Bloomberg, (212) 318-2660

* WESTWOOD ONE offers the follow-
ing programs for its upcoming schedule:

PROS ON

THE LOOSE

= Joe Alvino — PD KWBR/
San Luis Obispo, CA (805) 481-
1980

*Donna Geisinger — Dis
covery promotion exec (504)
885-6559

- CHRONICLE

BirtHs

KAYD/Beaumont, TX middays
Chrissie Roberts, husband
Randy McDaniel, son Bobby
Dalton McDaniel, January 17.

WCRZ-FM/Flint, Mi APD/MD
George Mcintyre, wife Denise,
sons Nicholas George and
David Lukes, January 12

CoNDOLENCES

Grand Ole Opry member Jus-
tinTubb, 62, January 25.

Belmont University music
business program founder Bob
Mulloy, 64, January 22.

Country singer Kix Brooks’
father, Leon Eric Brooks Jr., 73,
January 21

January 30: Celebrity Connection—
Mike Wallace
February 3: Rolling Stones live in
concert
February 3: Celebrity Connection—
Dee Wallace Stone
—(212) 641-2052 or 2057

* SJS ENTERTAINMENT's guest line-
up for its live Radio Tours programming
is as follows:
February 4: 7 Mile
February 5: Allure
February 11:Los Umbrellos
—(212) 679-3200 ext. 223

SJS URBAN ENTERTAINMENT of-
fers the following radio specials:
February 1-28: Voices Of Power '98
— Black History Month special featur-
ing 28 60-second excerpts from African-
American heroes, past and present.
February 16-22: Studio Vybes —
One-hour special featuring K-Cl & JoJo.
—(941)275-1141

* SW NETWORKS presents the follow-
ing guests for its upcoming program-
ming schedule:

February 4: Harry Hamiin

February 5: Dee Wallace Stone; Ed-
ward James Olmos and Lorraine
Bracco

—(212) 833-7320

* GENERAL MILLS has unveiled Team
Cheerios Sports Report, a syndicated
program profiling outstanding high
school and amateur athletes who excel
on the field as well as the classroom.
—(800) 334-5000

Products & Services

* UNITED STATIONS RADIO NET-
WORKS has acquired the daily come-
dy fax service, “Hipshots.” The fax pro-
vides jokes and celebrity stories based
on today’s headlines.
—(212)869-1111

* EVENTNET USA introduces MallRa-
dio, a service that broadcasts ads, mu-
sic, contests, and shopping tips from
mall parking lots.

—(305) 285-0046

Change

Adult Contemporary: DonAnger
Joins Hot AC KSTP-FM/Minne-
apolis for swing duties ... Joe Sall-
nas exits KVLY/McAllen-
Brownsville ... Abby Kay be-
comes MD at WAHR/Huntsville,
AL ... KELO-FM/Sioux Falls, SD
welcomes Dave Ryerson for
7pm-mid. duties.

Alternative: WPBZ/West Palm
Beach names Dan O’Brien MD/
midday host ... Former WNNX/
Atlanta parttimer Derek Madden
joins WRXR Augusta, GA as af-
ternoon driver.

CHR: KCHZ/Kansas City flips
from Alternative to CHR ... At
CHR/Rhythmic KSIM/Tucson,
PD Rich Donovan, MD Melissa
Padilla, and the remainder of the
staff exit as the station readies a
format change under new calls
KOAZ ... KESR/Little Rock flips
to Gold-based Urban AC, with
new calls KOKY; PD Tom Gal-
lagher exits ... After three years,
WWKX/Providence PD Joe
Dawson has exited ... WIET/Erie,
PA PD Dana Lundon resigns,
while MD Dino adds interim PD
stripes ... KUBE/Seattle MD
Christine Fox exits for overnights
at WXKS (Kiss 108)/Boston. Also
at Kiss, MD David Corey adds
APD stripes, middayer J.J.
Wright exits, nighttimer Ed
McMahon segues to middays,
Artie The One Man Party moves

from late-nights to nights, and
AMD Skip Kelly moves into late-
nights ... KMXS/Anchorage, AK
PD/morning man Mark Carlson
joins KIOI/SF as APD/MD ...
WRVQ/Richmond morning show
producer Travis Dylan adds inter-
im MD stripes ... WBTT/Dayton
MD Raye Kimberlin tacks on
APD duties ... WKRQ (Q102)/
Cincinnati APD/afternoon driver
Race Taylor resigns for similar
duties at KDMX/Dallas. Q102’s
Brian Douglas moves from the
Million Dollar Morning Show to
afternoons, while JohnJay Van
Es and Jodi Legge continue in
mornings ... Former WKCI/New
Haven MD Jeff McCartney joins
KZHT/Salt Lake City as MD/
nights ... WFBC/Greenville, SC
PD Rob Wagman segues from
middays to afternoons, APD/MD
nighttimer J. Love moves to mid-
days, and weekender Skip
Church is appointed nighttimer ...
WSPK/Poughkeepsie, NY night-
timer Scotty Mac moves to
KHTT/Tulsa for similar duties ...
The new lineup at KQLR/Little
Rock: Rob Tanner & Patti
Hatchett handle mornings, Lin-
da Vaughn is in middays, PD Bil-
ly Surf takes afternoons, Chase
Murphy is the new nighttimer,
and Shea Wells claims overnights.

Country: At KRMD-FM/Shreve-
port, LA PD John Swan segues
to middays, and Ed Palmer joins
from KMY Y-FM/Monroe, LA for
Swan'’s former afternoon spot ...
KHAY/Oxnard-Ventura, CA mid-
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NATIONAL
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WEEK

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

Starstation
Peter Stewart
No New Adds

Hot AC

Garry Leigh

GREEN DAY Time Of Your Life (Good Riddance)
JIMMY RAY Are You Jimmy Ray?

VERVE Bitter Sweet Symphony

Touch

Monica Logan
DRU HILL We're Not Making Love No More

Classic Rock
Chris Miller
KENNY WAYNE SHEPHERD Blue On Black

R R P S

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

Rock
SISTER HAZEL Happy

CHRMot AC

K-Cl & JOJO All My Life

LOREENA MCKENNITT The Mummers’ Dance
SPICE GIRLS Too Much

Mainstream AC
PAULA COLE Me
JONNY LANG Missing Your Love

Lite AC
GARY BARLOW Superhero
SPICE GIRLS Too Much

NAC

PETE BELASCO All In My Mind

RANDY CRAWFORD Bye Bye

JOHN TESH 1/JAMES INGRAM Give Me Forever (1 Do)

uc

MARY J. BLIGE Seven Days

MARIAH CAREY (/BONE THUGS... Breakdown
MISSY “MISDEMEANOR™ ELLIOTT Beep Me 911
OL SKOOL Am | Dreaming

NEXT Too Close

A R S e e

BROABCAST PROGRAMMING
Walter Powers ® (800) 426-9082

CHR
Casey Keating
SPICE GIRLS Too Much

R R

Digital AC
GARY BARLOW Superhero
FLEETWOOD MAC Landslide

Hot AC
GARY BARLOW Superhero
JONNY LANG Missing Your Love

Digital Soft AC

Mike Bettelli

JOHN TESH (/JAMES INGRAM Give Me Forever (1 Do)
Digital AC Mix

FLEETWOOD MAC Landslide

Delilah

PAULA COLE | Don’t Want To Wait
Alternative

Teresa Cook

HUFFAMOOSE Wait

FINLEY QUAYE Sunday Shining
SMASH MOUTH Why Can't We Be Friends?

o

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

JJ McKay

BEN FOLDS FIVE Brick

VERVE Bitter Sweet Symphony

Rock Alternative

Doug Clifton

CHR!S CORNELL Sunshower

TONIC Open Your Eyes

Soft Hits

Rick Brady

BACKSTREET BOYS As Long As You Love Me

RADIO ONE NETWORKS
Tony Mauro  (970) 949-3339

Hot AC
JANET Together Again

Alternative

FAT Numb

HOLY COWS Punched A Friend
JAMES IHA Be Strong Now
OASIS All Around The World
i oSt S

WESTWOOD ONE RADIO NETWORKS
Charlie Cook *(805) 294-9000
Tracy Thompson

Adult Rock & Roll

Jeff Gonzer

FLEETWOOD MAC Landslide

Soft AC

Andy Fuller

SHANIA TWAIN You're Still The One

Bright AC

Jim Hayes

BACKSTREET BOYS As Long As You Love Me

dayer Jon Cowsill replaces morn-
ing man Ray Taylor, who exits.

News/Talk: KOTK/Portland hires
Greg Jarrett of ABC News as
host of its Portland’s First News
program.

Oldies: Ernie G. Anderson joins
WLTO-FM/Nicholasville-Lex-
ington, KY for mornings.

Rock: Bryan Michaels becomes
PD of Classic Rock KJOT/Boise,
ID ... WRCX/Chicago morning
sidekick Freak adds Freak's Ra-
dio Anarchy (Sat. 10pm-2am),
featuring metal, punk, industrial,
hair bands, and everything in be-
tween ... WTKX/Pensacola, FL
APD/MD Mark The Shark
moves from middays to after-
noons, part-timer Rory is promot-
ed to nights, and sister station
KNRX/Oklahoma City night tal-

ent Jill Gleason joins for middays.

Records: Tim Brack joins 32
Records as Dir./Alt. Market Sales
... German-based Ruf Records
inks a U.S. distribution pact with
Platinum Entertainment and signs
an exclusive European distribution
deal with the House Of Blues Mu-
sic Company ... Eric Fuller be-
comes Controller far Verve
Records ... Joshua Neuman rises
‘to Dir./West Coast Creative for
BMG Songs at BMG Music Pub-
lishing ... Lou Tatulli moves from
Dir./Nat’l Sales to VP/Field Sales
at Red Distribution ... MCA
Records appoints Melissa Boag as
Mktg. Dir. ... Art Sanders attains
the position of VP/Human Re-
sources at Universal Music Group.

Industry: Mindy Ott joins Atlantic
Pacific Music as Sr. Prod. Coordi-
nator of its Big Bang concert series.
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To hire a 16-16 year-old high-school student this summer
contact: Y.E.S. To Jobs - Jaleesa Hazzard « 213 856 ©6698.

“People CAN'T Be Wuar Tuey Don't Know Exists”
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PROMO SRECIGEL

Chapped?

Lip Balm with Neck Rope

NZENTYNTY NGO N ONYNZENY,

$1.70 each © min. 500 pcs ®
one color imprint )
ROLL-A-SIGN Cost-effective plastic banners
for your station. We print any picture, logo,
or design in up to four colors. Perfect for
concerts, public appearances, expos and give-

RESULTS MARKETING Bygns! Pasiaeseon aveltendloasy {olUsS,

LONG SLEEYE

FRUIT OF THE LOOM (=" 108 pc min.. | =ide.
"BEST" 1 color imprint. SET UP &
Freight: not included, SCREEN CHARGE INCL.

LEE ARNOLD PROMOTIONS

(414) 351-9088 © Fax (L11) 351-6997

A A A AT DT ATTAN

ANSZA

N Cali Toll Free:

ol - . o U.S. 1-800-231-2417 PLASTIC
800-786-8011 + www.resultsmarketing.com oo M e BANNERS

expires 2/6/98 (713) 507-4295 FAX

\Z

7-COYOTE Cash Cub
Lithographed On Heavy Gloss Stock % m 7:(\@\@M @H@J e : MOIIGQS' Mua:illt

pUBLICITY PRINTS | ll:ccezcrapicseloesich] TRAVELER

* REQUEST FREE |-800-726-9683 Lesie - Ly« el -
CATALOG AND SAMPLES! - _OrEGiM ey

= BIW - 8x10's SERVICE
500 - $80.00 We are either away from our desk or on

_ the other line. Please leave a message or . . i
1000 $108.00 hit 0 for the operator and have us paged A B ? o NOLETOE

a6-J0CKCARDS ||| DEADLINES Wl BE L e,
1000 — $91.00 Haven't made one yet. . A .:'-" f§ FITS

in’ f he r L 3
2000 — $125.00 Gon’ for the record / A .; 1 1’:‘[;2;{6’_‘

N FITS EASILY P

# PRICES INCLUDE PRIC ES INTO VAN DOORWAY

TYPESETTING & FREIGHT All costs are dependent upon | OR PICKUP
* FAST PROCESSING the attitude of the client
+ OTHER SIZES & COLOR R
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PRINTS AVAILABLE F E E
44 page catalog:with promotional
_ and premium items spectfically
% o - PI CTURE s designed for the broadcasung and
?;:Eﬂ Ll,b:";{ recording industry.  Quarterly specials
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Valuable gift. worth millions.

The Most Portable Money Machine Ever!
L )| (417) 869-3456 FAX (417) 869-9185 ABC RADIO NETWORK * UNITED STATIONS * WARNER BROTHERS Call Toll-Free 1-800-747-1144 (U.S. only)

| http://www.abcpictures.com JONES SATELLITE NETWORKS * WESTWOOD ONE + CNN Local (309) 755-5021 or Fax (309) 755-1684 for more information
BILLBOARD * BMG/RCA » MCA * Plus over 1.000 Radio & TV stations! FUN INDUSTRIES E-mail: fun@netexpress.net
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FAX (309)155-1684
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LOQO Tattoos!!!? e For your next promotion...
2o y ,

1000 Temporary Tattoos
with your Logo,
Just $189.00 !

Step up to the

or 2000, just §299.00 !
§10.00 USA Shipping
{CA add 7.25%: sales tax)

Customized! Full Color!
2 X2
» Looks Real ¢« Easy on.
Easy off « Completely Safes

Send your sized. color logo. e J \‘ . sty

s 1 G e INFLATABLE IMAGES...Attract attention to your
station events with a customized giant inflatable.
Amex. Visa / MC #, money Perfect for your next BIG promotion! Blow-up
order or check _— . _ your mascot or create your own shape and

(payable in US dollars. drawn = event. Contact: Lenny Freed, 2880 Interstate o - .
on a US bank) to: . _ Parkway, Brunswick, OH 44212. FAX: (330) 1 800 786 7411
Calico 273-3212_ INFLATABLE IMAGE INDUSTRIES. ..

3000 Alamo Dr., Ste 201 ¢ Vacaville, Ca 95687 Phone: (330) 273-3200, EXT.137.

Te!l 707/448-7072  Fax 707/446-8273 Powerful * Affordable * Dramatic

want reproduced.
along with a company P.O..

Harness the power of repeatability!

www.bannersonaroll.com
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Ten Ways to Make Your Events
More Profitable In ’98

1 Generate revenue while creating goodwill with your sales staff and clients

Event marketing is one of the fastest-growing forms of ra-
dio station revenue these days. It’s attractive because it doesn’t
drain your inventory and because it emphasizes radio’s ability
to be a marketing partner — not just a spot carrier. Plus, the

returns can be very rewarding.

There's no question. however.
that event marketing requires a lot
of blood. sweat. and tears from just
about everyone on your staff. New
revenue specialist Laura Braider
offers the following pointers that
you'll need to remember when set-
ting up events.

@ Lead Time. New business de-
velopment takes longer than tradi-

them feel like a part of the plan.
Suggestions:

¢ Before any packages are hand-
ed out. hold a brainstorming meet-
ing. allowing the sales staff to make
suggestion about the event and how
it could potentially make more
money.

e If possible. take the sales staff

and preparation. and to provide
some of the much-needed manpow-
er these events require.

@) Drive Sales. Make sure that
event proposals contain elements
that drive sales. With more events
and sponsorships to choose from.
event sponsor criteria is changing.
1t is no longer okay to just slap up
a kanner and call it a sponsorship.
Many event Sponsors are now re-
quiring a return on investment. For
many manufacturers, this means
that sponsorships must be tied to a
promotion. Some ar€ requiring
“trigger marketing.” meaning trig-

tional sales. Don’t |

B

make the common P
mistake of putting to-
gether a “first class
event” only to give |
the sales staff one |
month to sell it. Give

your sales staff plen- - ——

ty of lead time, and revenue will
soar. The extra lead time will also
help you avoid the “trading dollars
trap” thatstations fall into in the last
weeks before an event. Most sales
staffs need a minimum of six
months on an event. That means, six
months before the event. the sales
staff has the proposals. presentation
kits. and handouts, and their ques-
tions answered.

© Motivate The Sales Staff.
One of the biggest challenges in
event selling seems to be motivat-
ing the sales staff. Many times the
people who conceptualize an event
are excited about it. but this enthu-
siasism does not trickle down to the
sales staff. Take some time to get
the people who are presenting the
event 1o the clients truly excited
too. Try and bhring them into the
loop as early as possible and make

[ ]
F

| Salespeople
{ On The Move

® Karen Hechtis named NSM
for Big City Radio’s Country
trimulcast WWVY, WWXY &
WWZY/New York.

® Misty Lammert and Kenneth
Van Der Pol join KRKQ/Des
Moines as an AE.

gering the consumer
to do something.
whether it be call an
800-number,

o pur-
g
i chase a product. or
e S . if
o pick up a free gift.
s etc. Most station

to the location of the event and try
to re-create part of it for them. Have
food or a feature of the event for
them to enjoy. If the event has a
magic show. have the magician give
a show and use salespeople in it.
Lay out cardboard signs depicting
where different features of the event
will be. As silly as this sounds. most
sales staffs appreciate the effort and
walk away with an actual picture of
the event in their minds.

© Tie In An Association Or
Cause. Finding an association to
benefit from a station event has
multiple advantages. The benefits
reach far bevond the goodwill the
station receives from helping the
association or the cause. Aside from
adding a cause-related angie that
attracts another array of advertisers,
such associations have been suc-
cessiul in building relationships be-
tween stations and different manu-
facturers and retailers related to their
cause. i.e.. anti-inflammatory drugs
and the Arthritis Foundation. Sta-
iions across the country have bene-
fited from tapping into these rela-
tionships as another revenue source
for events. Organizations can also
help promote the event in their
newsletters, at their events, or al
events they attend. Lastly, don't for-
get to ask the organization for help.
Many of these groups are equipped
to handle some of the detail work

— events can be tai-
lored to meet these criteria.

© Have Schmooze And In-
centive Opportunities. Many
companies have budgets for
schmoozing clients and employ-
ee incentives. Sponsoring an event
can give them their schmooze/in-
centives in the form of VIP par-

With more events and
sponsorships to
choose from, event
sponsor criteria is
changing. It is no
longer okay to just

- slap up a banner and

call it a sponsorship.

EE

lies. VIP tickets. and special seats.
while offering the added benefits
of exposure and possible sell-
through for the same money.

O Research The Prospect. Do-
ing some homework can pay off
big. Check out the prospect’s web-
site to find any new products, line
exlensions. or promotions. Make
sure you know the company’s prod-
ucts and any new trends in the in-
dustry.

The Big Ten

campaign:

® Plenty of lead time

® Drive sales

best of an event

® Think long term

Here’s a glance at Laura Braider’s 10 pointers for cre-
ating a successful and memorable event marketing

® Motivate the sales staff
¢ Tie in an association or cause

® Provide schoomze/incentive opportunities
® Research the prospect
® Don’t assume the client knows how to make the

® Create a memorable experience
® Don’t bring a proposal to the first meeting

2

@ Don’t Assume The Prospect
Knows How To Make The Most
Of The Event. After talking. plan-
ning, and conceptualizing an event
for months, it is so easy to assume
that the prospect can see all the
possibilities. We need to walk them
through all the features of the event,
brainstorming all the ways it could
potentially benefit their business.

© No Booths — Create A Mem-
orable Experience. Try creating
some type of interactive experience
at the sponsor area. Instead of offer-
ing a traditional booth — which usu-
ally consists of a person behind a ta-
ble handing out free samples of a
product — try creating a game to get
the people who attend emotionally
involved in the area. Most people
would rather win something than just
have something handed to them —
that makes it more memorable.
These types of displays add to the
event while making the client’s pooth
seem fun. 1t will also increase the cli-
ent’s perceived value of the “booth.”

© Don't Bring A Proposal To
The First Meeting With The Pros-
pect. The goul of the first meeting is
1o get the client excited about the event
and to uncover ways the event can
help the client’s business. Bring pic-
ture books, recap videos, and —if you
have serious phobia about not having
something in writing — a description
of the event. Every event proposal
should be customized to meet the
sponsorship criteria of the client and
should not be presented until the sec-
ond or follow-up meeting.

(D Think Long Term. Don’t wait
until sponsors forget how fabulous
the event was to renew them. Capi-
talize on the excitement. momen-

66

Finding an association
to benefit from a
station event has

multiple advantages.
The benefits reach
far beyond the
goodwill the station
receives from helping
the association or
the cause.
179

tum. and emotion behind an event
to get renewals.

Suggestions:

e Offer multivear deals

e Colortul and professional recap
books

* Videos

e First right of refusal incentives

e Sponsorship lunchecn: Invite
all the event sponsors 1o kinch and
show the video. hand out impres-
<ive recaps. thank them “or being
event sponsors. and offer each one
renewal incentive for signing next
vear’s proposal within 30 days.

Laura Braider is a consuitant with
Revenue Development Svstems.
RDS offers market-exclusive client
consultation and private seminars
for new business development/non-
traditional revenue. For mare infor-
mation, Laura can be reazhed at
(516) 368-8740.

wannn amaoricanradiahictarn, com

Now in 125 markets.
AC’s Seven to Midnight Solution”

Want more Women? Start with Delilah. |

Delilah has increased Women 18-49 and 25-54 numbers
in major markets up to 81%.
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Don't Enter Into
Any Agreements!

Coming 18t quarter of 1998 Country radio’s ONLY
syndicated nighttime show LIVE from Music Row!

Music-intensive ¢ Live performances ¢ Celebrity interviews * Phone interaction ¢ 5 nights a week

Stay tuned for the announcement of our nationally renowned host!

®

JONES RADIO NETWORK™
Call Michael Henderson, Director of Affiliate Sales, 303-784-8700
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MANAGEMENT

Talking Your Way Out Of A Paycheck

Continued from Page 1

dio Reality has consulted with ex-
perts — jocks and docs — across
the country to get some sound ad-
vice on protecting your most valu-
able asset.

Unexpected Dangers

Here’s the educational part of our
program. When the voice goes out,
the problem stems from a few dif-
ferent causes, some of which might
surprise you. “People don’t get a lot
of training in how the voice is pro-
duced,” Dr. Susan Miller, director
of Georgetown University Medical
Center for the Voice, told Miss Ra-
dio Reality. Miller classifies radio
broadcasters as ““vocal athletes” and
suggests treating the injured voice
just like a pulled hamstring or sep-
arated shoulder. “If you worry about
your voice, you'll favor it and hurt
it more in the long run,” she ex-
plains.

Nancy Sedat, a Los Angeles-
based speech pathologist and voice
therapist, understands that a DJ, not
unlike a carnival barker or stockbro-
ker. is a professional voice user.
“Loss of the voice is devastating
both career-wise and financially,”
she says.

We all know that phonal trauma
(aka, bad voice) is the result of ex-
cessive strain on the vocal cords.
Nodules, polyps, and granulomas
— calluses and fleshy growths on

= W the vocal cords

— are formed
from excessive
talking, singing
hard-rock music,
colds, or yelling
during sporting
events. The cords
can also fall vic-
tim to hemato-
mas, abrasions,
and ulcers when
abused. Miller
says there are other everyday stress-
es, though, that broadcasters don’t
realize can be harmful.

“A broadcaster’s environment has
to have certain properties, including
the right balance of humidity, and
they must exercise caution with the
intake of certain medicines. their
diet, and hydration,” says Sedat.
What's the first thing so many peo-
ple do before speaking? Clear their
throats. All the experts and jocks
Miss Radio Reality spoke with
agreed that clearing the throat is the
absolute worst and most stressful
thing one can do to their vocal cords.

Nancy Sedat

e

LAST IN A THREE-PART SERIES

considered.

amountof their time in meetings

“road to success.”

lie Tese 76 Sueeees

How To Make More Effective
Use Of Your Time

re you working longer hours, but not accomplishing
more? Are you so absorbed with meetings and prob-
lems that you have very little time for important business?
In the third and final part of this series, I'll show you how
to pick up considerable time in ways you may never have

First, employee communication is vital, but sharply reduce your number
of meetings. When you analyze the results that come from these meetings,
you'll be shocked at how little was accomplished and how much of your
time was devoured. Also, consider the number of people involved in a meet-
ing and add their hourly salaries or wages, and you'll see how costly meet-
ings are. Instead, most of the time, use the telephone, e-mail, or send brief
notes. Be friendly, but get quickly to the point, which, incidentally, is a good
way to conduct meetings. As a simple way to reinforce this advice, ask
yourself how many successful people you know who spend a substantial

Secondly, we are all inundated by newspapers, newsletters, and trade
journals. Learn to skim the headlines and flag only those articles that are
worth your time to read, then do so at a more leisurely time. This same
approach works well with internal documents. To the extent that you can
control internal document creation, strongly encourage your employees to
communicate on one page or less, whether they use paper or e-matl,

If you practice this advice, you'll have much more time to be productive.
Your creative productivity will be noticed and will help speed you along your

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

By Dick Kazan

Instead, swallow or drink water. Or,
said Sedat, sniff and swallow, or
blow air through the vocal tract —
an action similar to panting — us-
ing the diaphragm to produce a blast
of air over the cords.

Miller suggests avoiding aspirin
because it increases the possibility
of broken blood vessels in vocal
cards. Allergies, acid reflux (indiges-
tion), dehydration, and dryness —
especially in the studio — exacerbate
voice strain. Miller advises staying
away from coffee (oh, no!) and dairy
products, as they thicken mucus and
necessitate throat clearing. Tea with

m_
A broadcaster’s
environment has to
have certain
properties, including
the right balance of
humidity, and they
must exercise caution
with the intake of
certain medicines,
their diet, and

hydration.
—Nancy Sedat

E

lemon is 81l right, but water is the best
prevention and remedy.

Miller and Sedat agree that hydra-
ticn — drinking at least six to eight
glasses of liquid aday (40 to 50 ounc-
es). not including
coffee, tea, alco-
hol, or caffeinated
sodas — and lim-
ited smoking and
alcohol consump-
tion are the most
important steps in
maintaining a
healthy voice. Ad-
ditionally, try to
maintain good
posture and good
breath support, especially from the
lower rib cage. Warm up the voice
in the morning by humming or sing-
ing in the shower. And always inhale
before you speak.

Aerobic exercise and weight lift-
ing can also be stressful on the
voice, says Miller, not to mention
the intestines, and no one wants to
hear about that — unless, of course,
you're collecting material for The
Howard Stern Show. Even whisper-
ing, including stage-whispering, can
be harmful, because it is not within a
normal pitch range. Diet also plays a
major role in the health of the voice.
We all have stressful lives that keep
us on the move, but that cheesebur-
ger you just wolfed down could come
back to haunt you later. Acid reflux
plays a major role in damaging vocal
cords. Eating too much too fast too
late is very hard on the vocal cords.
That gross bile stuff comes back up
and burns ’em. The reflux can be treat-
ed with antibiotics, if necessary.

The Greaseman

MAAAL S aricanradiahictary ~nm
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: ere’s a rundown of some voice-saving tips from
E Georgetown University Medical Center:
| = Drinkat least sight glasses of water a day 1o keep your throal moist.
+ Warm up your voice by singing or humiming in the shower,
* Lise good posture while speaking.
*» Breathe from deep down in the small of your back.
» Wear loosa clolhing at the waist o you can breathe correctly.
* Bz sure to exhale during exertion, don't grunt.
» Don't talk too fast or with too many words on one breath.
* Aveid dairy producis that increase mucus and throat clearing,
* Stop smoking and avoid excessive alcohol use.
» If hoarseness persists, see your physician or otolaryngologist..

Give It A Rest?

Westwood One syndicated host
The Greaseman, whose show —
broadcast from WARW-FM/Wash-
ington — is comprised of a series
of high-energy skits and voice trans-
formations, told Miss Radio Reali-
ty that his voice goes out at least
once a year. The Greaseman says
that as soon as he starts feeling
scratchy, he goes immediately to his
ear, nose, and throat (ENT) special-
ist. “Nothing other than prescrip-
tions work for me. Once 1 missed
an entire week. 1t’s best not to come
back too soon, and to hold off until
you’re almost 100% again.”

The Greaseman'’s producer, Bill
Scanlan, says. *‘He has a lot of bad
habits left over from being a Top 40
jock. He really rides his voice. He
waits until it gets bad, and then he
takes it easy.”

Vocal dilemmas are not format-
specific, however. Michael Sheehy.
longtime voice and PD of KTWV
(The Wave)/Los Angeles, tells Miss
Radio Reality that he used to be the
“poster boy for voice problems.”
About six years ago, Sheehy de-
veloped a node on one of his
cords. Years of “mumbling” cou-
pled with speaking in an unnatu-
ral, deeper voice had created glot-
tal {cord) burn and the subsequent
node. Surgery was performed to
remove the node, but it immedi-
ately grew back. Sheehy and his
doctors tried steroids, to no avail,
and finally settled on a “bo-tox”
injection, or cow shot, taking his
voice — which made a complete
recovery — out of commission for
three months. Sheehy’s advice to
those facing vocal adversity: “Go
into computers.”

Dr. Gerald Berke, a professor
and chief of head and neck surgery
at the University of California at Los
Angeles told Miss Radio Reality he
knows of a certain radio psycholo-
gist who developed laryngitis.
When she had to take two or three
weeks off from her show, it wasdev-
astating. ‘‘People need to take extra
time to take good care of their voic-
es,” Berke advises.

“Don’t try to push the voice out:
you shouldn’t broadcast if your
voice is tired.” Miller adds.

Unfortunately, not everyone can
afford to take time off to rest their
voice if a case of the froggies strikes.
Miller says there are a few quick-
fix remedies, but if the problem per-
sists more than three days, your best

bet is to get to your ENT or oto-
laryngologist as soon as possible.

==— Miller also sug-
gests having a fa-
cial steamer, de-
| caffeinated herb-
al teas, and non-
alcohol throat
lozenges on hand
in casz of emer-
gencies. As a pre-
ventative mea-
sure. Sedat sug-
- gests buying a
Michael Sheehy 1 idity meter to
check for too much or too little
moisture in an area. An ideal humid-
ity level is somewhere between 40%
and 50%. A clean environment, one
with low dust and dirt levels, is also
beneficial to the throat and cords.
As a quick fix in a pinch, steroids
can be administered -0 injured
cords, but it’s usually a one-time-
deal that only lasts a day.

1 B

Don’t try to push the
voice out; you
shouldn’t broadcast if
your voice is tired.
—Susan Miller

EE

Berke recommends “partitioning
time to allocate voice use.” If you
know you’re going to be neavily us-
ing your voice. don’t talk for a cou-
ple of hours before and after. Se-
dat agrees. “Monitor the loudness
of your voice outside of your job.”
she says.

“It takes a long time for the lar-
ynx to heal once you've injured it
— sometimes up to two months.”
Berke points out. “Prevention is so
much easier than treatment.”

Berke adds that many people take
their voices for granted. He believes
your voice changes your personal
identity and how other people see
you, “A voice to a DJ is like an ax
to a woodchopper or fingers to a sur-
geon. And where would I be with-
out my fingers?”

Miss Radio Reality is a prod-
uet of the vast imagination of
R&R Washington Bureau As-
soc, Editor Patrice Wittrig,
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Radio just isn’t the same anymore. Today, if you're not get-
ting into the minds and lifestyles of your listeners, it won’t be
long before you lose them.

That's why it’s never been more important to have a striking
image and graphic identity. Listeners have more choices these
days. More stations. More formats. More TV channels. More
media. The internet. The list just keeps growing. You're com-
peting for share of mind.

To keep your station on top, you need a highly-recognizable
image. The best, most economical way to reinforce that image
is with a great sticker or decal from CGI.

As the radio industry leader in-stickers are decals, CGI gives
you the quality, durability, creativity and service you demand.

Whan it comes to radio, nobody gets into people’s heads
quite like we do. Call soon. 1-800-331-4438.

by ;‘:‘;';’:‘tnmmumcatmn
eedGraphics Inc
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1765 North Juniper, Broken Arrow, OK 74012 « 1-800-331-4438 91B-258-6502 * Fax 918-251-8223  radio @cgilink.com
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REG JOHNS
President
Fairwest Direct

Radio has always
been enamored of TV.
whether it’s on the
glamour side or the
“buy” side, in terms
of getting a certain
agency or letting all
the agencies know
they are actively
marketing or promot-
ing the radio station
with a strong vehicle
that works with the
agencies. TV is a very
good tool for building
awareness, positioning, and branding. If it’s a brand-
new station, you probably have to do some form of
mass media. If it’s a station that is making a big
morning show change, you may just have to go after
everyone. For most of the radio stations out there
today, TSL is the true growth opportunity — TV is
mostly image or cume.

Reg Johns

As more programmers or marketers understand
the rules of Arbitron — with our job being to “beat
the system,” and with everyone getting focused on
P1s and TSL increase — what you’ll see by sheer
mathematics is that TSL conversion is six times
more effective than cume recruiting for about 80%
of the radio stations out there. Finding those Pls
and getting them to listen longer is the game today,
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A new millennium around the corner, consolidation in our business, and an evelving prism
through which consumers view products is forcing radio to rethink its marketing Strate-
gies. On this and the following seven pages, R&R Radio Editor Frank Miniaci takes the pulse
of the radio and vendor communities to find out where they stand in radio’s new order.

Five direct-marketing gurus describe what's happening ... and what's new.

as far as being efficient. That is where the theory of
one-on-one marketing comes into effect. Let’s find
the diarykeepers in our audience who have a
passion for the product and the station and who are
survey-friendly. Let’s build a database of those
people and develop a relationship with them. Then,
let’s superserve them in that one-on-one fashion.

By doing so, you’ll establish sort of a personal
telegram every day, telling people why they should
be listening to your station. The stronger the
relationship, the more influence you’ll have to get
them to listen longer. Close to 70% of all compa-
nies are using their database as their principal
marketing effort. It costs a lot less to increase the
usage of an existing customer than it does to go out
and find a new one.

We are in a business where the product is
invisible. What really makes those ratings go up?
No one really knows. It’s always been, “Let’s throw
as much as we can out there and see what sticks.
Then let’s hope and pray that all our efforts
worked.” As money or cash flow becomes more of
a factor, accountability is coming into play more
and more. One has to identify who the audience is
and take away this “invisible” aspect of radio and
identify who you need to be involved with in your
database. With database systems, you can begin
building a pure database. Glamour is out, hard
work is in.

The “Rewards Program” is a very unique tool
designed to target the workplace, which Arbitron
states is the most efficient upside to increasing
TSL. The program continually encourages, attracts,
and rewards daily workplace listening. The
program starts with a screen saver with a brain.

gy amaricanradiahictan, com

There are more computers at the workplace than
there are fax machines and more than there are
receptionists. We concentrated on turning the
computer at the office into a TV set, with the
screen saver pounding the call letters of the station.
It gives them a reason why they should listen to the
radio station. It's a preprogrammed disc. They can
get it from a download at the station’s website for
free, and the person who has it is encouraged to
make as many copies as possible for all of their
friends and relatives.

With this program, there are reminders and new
reasons every day to listen to the station. As they
listen to the station, they can earn listener points
that earn prizes such as cash, concert tickets, etc. It
also represents a great way for stations to go after
nontraditional revenue.

Continued on Page 22
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ERIC CORWIN
President
Impact Target Marketing

We definitely use
the integrated
approach by
multilayering the
marketing effort. It’s
not about just
identifying the ZIP
codes, but perhaps
expanding outside of
the standard block
groups.

Remember, our
job is not whether
someone listens to a
particular station.
Our job as a marketing company is to make sure
they write down that they are listening to your
station. Of course, we want to them to listen, but,
being straightforward, we want to win with the
methodology of Arbitron. The real thing that you
have to be cognizant of is to make sure you don’t
cannibalize each other in these large clusters. What’s
needed is continuity with integration marketing and
protecting each station’s position. A marketing
campaign should encompass telemarketing,

Eric Corwin

JOHN MARTIN

President
Critical Mass Media

: We've always
. geEEE... | used creative direct-
: | mail pieces to

i| identify the core.
& | It's atotal ongoing
relationship that we
have with the core
target of a radio
station. How we
identify it is
different. The
industry, as a whole,
has been thinking
that the Pls and the
“in-tab” ZIPs are
critical. That gets you in the ballpark, but if you
want to go to first base, you don’t just want to go
into the ballpark. What we have realized is that
someone could be identified as a P1, but what if a
P1 only listens to radio for five quarter-hours a
week. If they listen to you for three or even five
quarter-hours, that qualifies them as a P1.

But what if someone listens to radio for 200
quarter-hours a week, listens to you for 95 quarter-
hours, and listens to a competitor for 105? That, by
definition, is a P2. Who's more important in that
scenario, the P2 giving you 95 quarter-hours or the
P1 giving you three-quarter hours? That P2 is about
20 times more valuable. There is a whole different
way of looking at the world with effective target-
ing, breaking things out by fifths, and looking at
the listeners who are giving you the most quarter-
hours of listening.

In this day and age, stations must maximize
ratings, increase revenue, and strengthen cash in
order to improve owner equity and increase
shareholder value. They can’t afford to rely on old-
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television, targeted videos, and direct mail. All of the
different methods and the orchestration of them
together makes for an effective strategy; it becomes
a symphony 1n success.

We have worked with the V-Lite or lightweight
videos. which are ideally designed for a younger
audience because of the nature of the video. It’s
kind of hip! An older audience is used to a harder
plastic shell, so we use both, depending on the
target audience we are working with. As a com-
pany. we’ve added aspects that are critical to the
success of the video. Using a visual and audio
sample of the radio station, we target those people
who have a propensity to listen to the radio station.
We examine those hot ZIP codes and look at those
clusters that are specific to a particular format and
target those block groups. It’s not enough to just do
that and put a tape in someone’s hands. If we are
going to send a video into someone’s household,
then we need to present the station as it relates to
the marketplace. We approached the Los Angeles-
based V-Lite because it gave us another vehicle to
target listeners.

It’s always been our goal to see how we, as a
target-marketing company, can do something better.
We started as a telemarketing and direct-mail firm.
We were thinking of ways we could utilize televi-
sion to develop at least a name and address file of
people who have a propensity to see the spot and

line thinking or
short-term gim-
micks and toys.

The most impor-

tant thing stations
can do is focus on
expanding the impact
of their limited marketing
dollars by leveraging know-

Nest Marketing.

THE MVP PROGRAM

targeted television programming. We wanted to
create immediate interaction.

It’s as simple as this: Watch the video, call this
1-800 number, then hear another message that tells
you to listen at a specific time. We found that by
creating immediate interaction, you could actually
see the call bursts come in and which television
programs were most effective.

By having more than 30 or 60 seconds, as in a
typical television spot, you now can do a tactical
spot. We can drive people into the radio station and
show them what we are about — a complete 4-5
minute story about music, personalities, and
contesting.

ledge in new revolutionary ways.

The key to future success is not being
satisfied with your existing knowledge base, which
is filled with what was done in the past. Rather,
stations must expand the breadth of their intellec-
tual capacity by embracing new ideas. Pls are not
your true core and your in-tab hot ZIPs are not your
true core ZIPs. Stations that are marketing to these
Pls in in-tab hot ZIPs are targeting the wrong
people with gimmicks that may not impact their
ratings. It’s low-impact, off-target marketing. That
is a costly mistake.

Another is average-hour contributions. Just
having a mention in a ZIP code is good to know,
but what if you had 10 mentions in one ZIP code
that provide 300,000 quarter-hours, and you had six
mentions in another ZIP code that gave you two
million quarter-hours. What ZIP code is important?
And what if that is happening book after book after
book? Well, we want to know the ZIP codes that
are giving us the most quarter-hours, not just
mentions.

We have the tools to know the true core. An
example of a complex market is Los Angeles. -
Knowing these distinctions allows us to zero in on
the most important targets first by focusing on
databases and then strategizing this information. If
you have a database of 70,000 people, we know
which ZIP codes are most important, and we know
which people in the database we want to touch 20
times in a year. We might touch everybody 10
times, but there are people that we want to get to
and touch more. All the gimmicks don’t mention or

aynaana oo ricanradicohictarn, ~a

address the real strategy involved. Our MVP
strategy, or Multiopoly Marketing Strategy, makes
sure that we play the Arbitron game better. We
address specifically what we (or the station) are
going to do with its marketing dollars while being
able to compile information for its other properties
(other formats).

We understand the correlation and the link
between ratings equaling revenue equaling profit
for the whole cluster. If we can spend as few
marketing dollars as possible, we can be efficient
with them, which is going to make the station
look great with the return on the marketing
dollars.

“TrueCore” aids in increasing owner equity. For
instance, a study was done in New York where a
radio station was mentioned in about 600 ZIP
codes. By examining the ZIPs in a different manner
that other companies don’t have access to, we were
able to pare that down to 88 ZIP codes. Where it
was once going to cost them X amount of dollars,
now it’s going to cost 15% of that to really hammer
on the true core over and over.

Over the last couple of years, we have been
tracking every phone call and keeping cume and
partisan information on every initiative. Even
though we may have worked with an AC station in
a market, we also have the information on the
Country station or the Rock station.

Continued on Page 24
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JAY WILLIAMS
CEO
Direct Marketing Results

Radio has figured
out through ccnsoli-
dation that it must
seek each station’s
place in the market-
place cluster and
then protect it.
Arbitron has
released a study
we’ve been talking
about for five years
that has proven that
at-work listening is

. even more critical
Jay Williams now. and for a lot of
formats that people

never thought of before.

Furthermore, managers have suddenly realized
that they want to protect their niche as well as the
listener core of their station’s newfound brethren.
The underlying fact: One station’s P1 listeners are
“their” listeners. They are wholly different from their
competitors’ listeners.

There used to be a programming belief that if you
put on a magic record or a magic promotion,
everybody was going to find your station and switch
from their favorite station. The reality is that people
have formats they listen to either as P1 or P2
listeners, and they’re not going to go from Country
to Pop or from Rap to Alternative unless that is their
natural course. They can’t be forced over there,
except for short periods of time. I don’t think radio
people look at other industries. They have the
tendency to stay isolated.

As consolidation has furthered. radio has been
forced to say, “Maybe we should look at the strength
and weakness of each individual product instead of
worrying about the competitor as much.” I think the
same thing has happened in television. They were
told to market, market, market, because cable was
coming and the independent television stations were
coming — yet these people would still sit there.
Then, one day, some CBS affiliates decided to

switch their affiliation agreements to Fox. Sud-
denly, people switched from networks that they had
been wutching for at least 20 years. TV stations
then said, “We have 1o market. We're vulnerable,
and only as good as our local newscasts.” It really
is about looking at your own industry differently,
and consolidation has forced ours to do that.

The first industry to discover the power of
marketing was the airline industry, that being a 1981
case study with American Airlines and its frequent-
flyer program at Temerlin McClain, a mass-
marketing agency. Even then, the company realized
that combining knowledge of customer flying
patterns and their likes and dislikes, marketing them
directly, and enticing them with loyalty advantages
would bolster American’s overall business.

The airlines have really done a great job of
mastering mass marketing. Another industry to
recognize its potential is the catalog business. This
year, newspapers will lament the disappointing
sales year and lackluster reports from retailers.
They will blame the economy for the slump in
sales or assert that Christmas isn’t as important as
it used to be.

What'’s interesting to note is that catalog
companies have seen double-digit growth every
year for the last five years. That’s because they
know who their customers are, and they know what
types of catalogs to market to them. LL Bean, for
instance, sends out five or six different catalogs
that are each tailored to a specific type of merchan-
dise; they don’t market to people who don’t buy
anything. They also profile the market by ZIP
codes and psychographics.

Radio has always been programming- and sales-
driven, not marketing-driven. A marketing director at
a station (if that title even exists) is usually a subtitle
of the program director or a subtitle of the promotion
director. In the past, the promotion director has been
the person who goes out to the remotes or handles
this winner or that winner. I think the GM and the
PD have usually fought over what marketing is.
There hasn’t been anybody who has been focused on
putting together research or pulling together the
image of the station. Nobody has been looking at the
vulnerability and perceptual analysis and merging
that with the information from Arbitron.

Now, with consolidation, more and more people
are finding out what they want to do, because
budgets have been cut, and people are worrying
that if they do the wrong thing, they might hurt
their station or one of its sister properties.

In terms of growth potential, cume promotions
— in most cases — don’t usually work, because
most of the money is lost on people who have no
intention of listening. I think that most radio
stations don’t have a good, solid feel of who their
listeners are. Many stations that have a database
haven’t really analyzed that database very well and
don’t really know how to grow the station from a
scientific or mechanical level as a catalog marketer
would. It becomes an endless process of throwing
money at people and hoping they will come in.
When you break down your database, you find out
which listeners are listening for the morning show,
or the music, or a contest, and so on.

One of the media buyer studies reported that
many buyers do not believe in radio because it’s
not tangible to them and they don’t know what and
who it delivers to. The ratings have been so
flexible, and it is hard to know what you are really
getting. In the magazine industry, they can actually
pull out names and addresses of exactly who their
subscribers are and how many are CEOs, business
owners, or white-collar managers. Radio stations
have not been able to do that. The advertiser is
going to increasingly demand specific performance
and information on audiences — and not “Arbitron
Radio Estimates.” Database management 1s the
only way to do that.

TONY QUINN
President
IQ Television Group

Sometimes the
targeting ability of
direct mail looks
very attractive. But
the problem I
always run into is
that no matter how
you cut it, direct
mail has low
response rates.
Direct mail success
is considered a 10-
15% response. That
77 means that 85-90%

of the targets threw
the mail piece away. That’s inefficient in anybody’s
book. The problem. of course, is that direct mail is
old hat. We all get tons of it, and we’ve all seen
every trick they’ve got. There’s been nothing really
new until now.

Video mailers offer an entirely new direct-

Tony Quinn

marketing innovation. They combine the targeting
of direct mail and the power of television. Most
enticing, video mailers get response rates in excess
of 50%. When combined with the power of an
effective four-minute television commercial, you
get lightning in a bottle.

Here’s how it works. You target your prospects,
but instead of sending them a piece of paper. you
send them a videotape. They’ve never received a
videotape before. so they’re already curious. The
cover of the tape states: “Watch this tape, and you
could win $10,000 INSTANTLY.”

Now, they’re hooked. They put the tape in the
machine, and you’ve got a captive audience.
Thousands of doors open magically to your
station’s message. But the key to closing the sale is
what’s on the tape: the four-minute commercial.
That’s where 1Q’s television expertise really comes
home. That four-minute TV commercial is the best
chance your station will ever have to get carefully
targeted prospects excited about your station.

Vidpak is completely turnkey, includes the
production, and is the only video mailer produced
by a TV production company. Vidpaks can be
designed to target your direct competitors Pls or
your own audience. You can introduce a new

WAAMWY - americantadiohisteary-eetes—

morning show, a new format, or clarify your music
position. You can reenforce your dominance or
attack the leader with a marketing “smart bomb” —
all the while controlling the cost so that the
campaign stays within your budget parameters.

Vidpak combines the most attractive elements of
television advertising and direct mail. Although
Vidpaks will someday become junk like most other
direct mail, right now it’s a fresh, new concept for
the consumer and the radio business.
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— : utdoor advertising campaigns are
III e a " often the most difficult (and
1 -] most misused) efforts a station can

i . attempt. Obviously, the benefits are tremen-
Does your billboard say what you want it to Say? cous. since radio i prinarily an out-or-
home medium. But all you’ll get from a
typical viewer is 7-10 seconds of their time,
max! So structure your words and images
carefully.

These guidelines have been developed by
the Outdoor Advertising Association Of
America and other veterans. Follow them
when designing outdoor strategies.

* Advertise one thing. Is it the morning
show, the station’s image, the artists you
play, a contest, or a sports team? Obviously,
this answer comes from the station’s master
marketing plan. (You do have one, don’t
you?) Pick the element that would be most
affected by the driving segment of your
audience, and use that for your campaign.

* Keep it readable. Keep the number of
elements on a board to a bare minimum.
There’s probably going to be a graphic of
your station’s image or personality, a logo,
and a short statement. Stop! That’s all you
need for an effective campaign.

* Use the right lettering. Simple sans-serif
typefaces work best on billboards. Avoid
ornate faces and styles that are too thick or
too thin. Don’t cram letters or words —
they’ll blend into an unreadable block at a
distance. A combination of upper- and
lowercase letters is easier to read than all
uppercase lettering.

Scott & Todd MORNINGS 6-10

IVE 105

TODAY'’s BEST MUSIC_§
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» Make the message
memorable. But don’t
make it too long. Seven

words is the industry-accepted
maximum.

* Select high-contrast colors. A combina-
tion of yellow and black seems to offer
the highest contrast for outdoor adver-
tising. White and black, and white and
blue are good alternatives. Otherwise,
choose color combinations that stand

out sharply against each other.

» Make it adaptable to different sizes.
Boards come in two primary sizes: The
“bulletin” (or “painted”) board, at
14x48 ft., is the largest standard-sized
board. It’s called a painted board,
because they used to actually be
painted on the scene. (These days,
billboard companies print them on vinyl

Q)

102

TEX -2 BEST ROCK. AGAIN.

10

TEX".> BEST ROCK. AGAIN.

Wm0

at a factory and hang them on the boards.
The vinyl can then be moved to different
locations.) These offer a higher-quality
image, but are quite expensive.

The other size is the “30-sheet” (12x25
ft.), which is more common. This is
known as a “poster’”” board, because the
image is printed on paper and glued to the
board.

In urban areas, the “8-sheet” (about 1/4
the size of a 30-sheet) is also used. Dif-
ferent sized boards serve different pur-
poses. The bulletin is for high-traffic
areas and offers “reach.” The 30-sheets
are in more locations and thus provide
frequency.

Designing A Logo

When settling on a station logo, keep in
mind its various uses: Letterhead, busi-
ness cards, banners, billboards,
busboards, bumper stickers, TV spots,
and the like. One design may not serve all
purposes, but your graphic artist can
develop an array of designs that remain
true to the station’s overall image.

1

PP A T ratings and revenue

A\ IR 5 ET listeners with proven tools of the industry

AR KK ET 1 NN 5 to listeners with proven ratings methodology
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How Marketing Can Help
Win The Ratings 'Election’

Chancellor’s LeBow explains why a great product doesn't always guarantee a winnep

It's important to not overreact or have a knee-jerk
reaction when examining the numbers as they come
out at Arbitron report card time. As we look for road
maps or early signals as to how our stations are
faring so that we can keep them on course — or
change direction, if needed — we too often make
quick decisions based on “trends,” rather than smart,
logical choices based on the full estimates. Esti-

mates! That’s what Arbitron numbers are. And the

fact that we break these down into snapshot extrapo-

lations of the overall trend causes some broadcasters
to neglect using the complete data in their decision-
making process.

Marketing is essential when reacting to trends in
Arbitron, which sometimes means changing the overall
strategy of the station. After presiding over his own

company, Rating Point Management, David LeBow
was appointed VP/Research & Development for
Chancellor Media. His experience working at Arbitron
during the '80s, along with stints as sales manager for
Emmis in Los Angeles and Boston, has given him a
great understanding of Arbitron and how the system
works. Below, LeBow offers some innovative and
interesting insights into the ongoing ratings race.

What Is Real, What Is Not

Arbitron is a voting contest and a P1-based system.
In essence, in each individual listener’s mind, it works
like an election: There’s one winner, and everybody
else loses. That’s the short version of the P1-based
system. The average person might write down 2.5
stations in the diary,
but one station is
perceptually their
favorite and therefore
gets most of their
listening time.

Each radio station
is a candidate in an
election. In an
election, a candidate
does not win
because they have a
good grasp of the
issues in their mind.
The candidate wins
when they communi-
cate to each
individual voter how they feel about the issues. The
voter responds by voting for them. Our job is not
just to get these people to listen to our stations, or
even for us to have a nice mix of music. Our job as
a broadcasting company is to get people to vote for
our radio station. Therefore, the role of marketing
and promotion is essential to the process. Coke
might taste good, but if nobody pulls it off the shelf,
it doesn’t matter. Marketing is the process of
turning a product into a vote.

Marketing gurus Al Ries’ and Jack Trout’s 22
Immutable Laws Of Marketing correlates directly to
Arbitron. One of the things they stress is that “market-
ing is not a battle of product, it is a battle of percep-
tions.” I can’t tell you how many times somebody’s
put on a radio station, and people have listened to it
and said it sounds pretty good. But if people are not

David LeBow

voting for it because there is another leader in that
product category, it’s over. You don’t get the vote in
Arbitron. The marketing director and his department
have to really market the station and all of its
components so that it’s ready to be voted for and is
easily accessible to the listener.

Sounding Good Vs. Doing Well

There is a big difference between stations that sound
good and stations that do well in Arbitron. Typically.
stations that do well in Arbitron do sound good, but
just because you sound good doesn’t necessarily mean
you will do well in Arbitron.

The first thing you have to figure out is if your No. 1
Arbitron rating is real or not. Is it likely to sustain? Is
it based on an outgrowth of your strategy being
effective, or is it just something that happened in an
Arbitron book? If you have a great month and a great
book. that’s wonderful. If you're an AC station, and it
came from men. what does that really mean? Is that
really going to be there next time? If you have a great
book, you need to know what is going to happen next
time. If you have a station that is not broken and you
have a bad book, you need to know not to fix it.

The second point is figuring out the cause and effect
of your strategy. This is the challenging part. If you
were on TV, what happened? Did it affect your
ratings? Maybe it didn’t affect your ratings, but the
result of that exposure is the ongoing buildup of your
brand. When you go on television, you’re more likely
to see an increase in your TSL rather than your cume.
Many times when a station does TV, and its TSL goes
up but the cume doesn’t, the response is, “The TV
didn’t work. It’s a good thing we have a good product
that made the TSL go up.”

People often look at TV to drive cume and the
product to drive TSL. TV doesn’t always drive cume.
If you’re sitting on your couch, watching football at
six o’clock on Sunday, and you see a Bud commercial,
you don’t say, “Hey, I've never tried Bud before. I
think I am going to try and become a beer drinker,”

wannar amaricanradinhictarn, cona

and become new cume to Bud. More likely what
happens is, “Gee, I have some cold beers in my
refrigerator right now,” and you go grab one. What
Budweiser has done besides the branding process is
increase your time spent using the product. So, it is
essential that you figure out cause and effect. Saying
that TV didn’t work because your cume didn’t go up
and TSL did is erroneous. David Olgilvy was the first
to say, “Half of my advertising works — I'm just not

The product and the mar-
keting actually have more
to do with each other,
because marketing’s role
is to brand and market
the entire entity in the

marketplace.

sure what half.” Advertising has always been known
as an art and a science, not one or the other. It is
essential to understand the effect of your hundreds of
thousands of dollars and that Arbitron is a P1-based
methodology.

Let’s refute the myth that TSL has nothing to do
with how long you sit and listen to a radio station. TSL
accrues in instances. If a station's TSL goes from five
to five-and-a-half hours, that doesn’t mean everyone
said, “Hey, instead of listening from 9 to 2, let’s listen
from 9 to 2:30.” What it means is that they tuned in
one extra time during the week, perhaps for an extra
half hour. Before, you had five hours of TSL because
people tuned in 10 times for 30 minutes each. Now,
they tuned in 11 times for 30 minutes each. That’s why

Continued on Page 30
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Continued from Page 28

it is so important to have benchmarks on your radio
station that give the listener more reason to tune in.

What’s On The Menu?

What your great program directors and marketers
are able to do is create full menus on their radio
stations, not just serve the base product. The position
itself is the single most important thing. That means
that your position is only 60% of the battle. Let’s say
that the fact that WLTW/NY plays the best songs is
the primary reason people listen to the station — it is
not the only reason. People also listen because of the

Just because you play the
right music, that’s just
your entry fee, not wur

ticket to ratings success.

mood, the presentation, and all the other elements that
are built by the program director and brought to the
market by the marketing director.

A radio station has a number of people who are
essential: the PD, marketing director, GM, and any
person who is part of the strategic process of the
station. On a long-term basis. the first thing the station
needs to decide is what they are trying to accomplish.
Then the team has to evaluate, “Is it time to append
our strategy or is it time to stick with our strategy?”
Reacting to a book is a funny thing. There are times to
react to a book. but never because of what happened in
a bad trend. Do you change things because of what the
Fall "97 Arbitron says. or do you look for one piece of
information that lets you understand how your
station’s strategy is being reflected and helps you
subsequently evolve an overall strategy over time?
Reacting to a book is a dangerous thing. We study
books to determine what is real and what is not, but
not for the purpose of reacting to it.

Scott Ginsburg once explained to me that radio
stations are brands; they’re products. If Tylenol has a
bad sales quarter, they don’t say, “Geez, we need to
change the way Tylenol is made. We need to put
Tylenol in a purple bottle.” That’s just not what
intelligent people do to a brand. A radio station is a

brand. The name Z100 in New York is an important
name to about 2.2 million people. Those same people
listen for about six-and-a-half hours a week — that’s
how Z100’s ratings get built.

There was a time a year-and-a-half ago when
7100, from a product standpoint, was off course. It
was Alternative-based and had abandoned what the
brand was supposed to be, which was CHR hits to a
youthful audience. The cume went down to 1.6
million. Tom Poleman went in to program and, as
Steve Rivers said, he started playing the hits. Before
you knew it, Z100’s cume went back up to 2.2
million. That was because the station fulfilled the
expectation of the brand name Z100. Poleman put the
brand back in sync with the brand name.

If Nike started coming out with shoes with a high
heel on them tomorrow, you might see Nike sales
going down. Advertising probably wouldn’t fix that.
But if you put Nikes out again, like an Airmax, Nike
sales would probably go back up. So the product and
the marketing actually have more to do with each
other, because marketing’s role is to brand and market
the entire entity in the marketplace.

Buying A Book

Can you still buy a book? Sure, there are some
cases. Since Arbitron put out its at-work study, there’s
a lot of debate about telemarketing and direct
marketing to the office. There are some programs out
there that can completely manipulate the Arbitron
system. A station that gets 19 hours of P1 TSL in a
book — clearly, they have a participant there.

Great marketing can cause an increase in ratings by
itself. And we’re not talking about spending, but
packaging. The challenge of the latter part of the *90s
will be the packaging. There was a day when some
people did music tests and some didn’t. At that time,
you’d have stations with good ratings and stations with
bad ratings. Today, everybody’s beyond that. Every-
body is using research, the research companies have a
lot in common, and a data table is a data table. A good
example are “Kiss” and “Mix” in Boston, which play a
lot of the same songs. Yet, they are perceived as being
entirely different. Each station’s individual elements
make it special and unique.

How do you differentiate when you play the same
songs? Country music battles are even better ex-
amples. The music is fairly similar between stations.
So why do people feel so differently about KKBQ/
Houston than KIKK? Don’t they play a lot of the same

songs? The marketing is everything! If records used to
make up 70% of why you listened to radio, then it’s
60% today. That is still an essential 60%. You can’t
screw that up. But just because you play the right
music, that’s your entry fee, not your ticket to ratings
success.

Introducing A New Station

The Arbitron system is an estimate of how many
people are listening. If you are taking a brand that you
have paid $100 million for and are introducing it into a
market, you just can’t react to a monthly. Not to say that
you should put your head in the sand, but all of the
information in the world is only there so that the
executives who run the station can make the best
decision as to how they are doing with the brand.
Stations roll out much faster in Arbitron than you
generally perceive. Typically, 120 days in you’ve got a
fairly substantial percentage of all the cume you'll ever
get. That is true in most sign-on situations. So, you can
track how you’re doing against some goals, but the
information has to be kept in perspective.

Perception absolutely predates behavior. A good
example is Bonneville putting on a new CHR in
Washington (WWZZ) a year ago. and then, just
recently, one in San Francisco (KZQZ). When the

Typically, 120 days inon a
new sign-on, you’ve got
a fairly substantial
percentage of all the cume
you’ll ever get.

station starts growing like wildfire, Arbitron says it’s
not even on the air and lists the old call letters. Then
when they have their best book ever, listeners have
already passed through and, in actuality. are starting to
use the product less. But Arbitron still shows the rating
of before. There is absolutely a one-book lag.

Marketing is essential. And in the future it will be
even more essential, as we deal with product parity. I
can’t tell you the difference between Folgers and
Maxwell House — how they are branded is the same
— but one of their sales is better, and I am sure there
is a reason for that. It’s probably the one that is better
marketed!

gatramerl
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KROQ/L.A. is known to many as the granddaddy of
Alternative radio. It has become the “reference point”
for Alternative trends for the nation. But KROQ is
more than just an Alternative station — it is very much
a Southern California lifestvle. With brilliant program-
ming minds and cutting-edge imaging, the KROQ
dynasty continues today. At the helm is General
Manager Trip Reeb, who gives his thoughts on
reacting to an Arbitron book.

How L.A.'s KROQ deals with the wobhles

Be Prepared

You have two main areas that you need to tackle
when a book comes out. If it is less than favorable, it
is a bit of “staying the course.” It is key, whether a
book is up or down, to understand what happened and
why, and to be prepared in advance for what happens.
e =71 The reason why you
: are able to do that is
because, in this day
and age, you are
getting report cards
on a monthly basis
from Arbitron. You
know ahead of time
whether or not your
book is going to be
up. down, or the
same.

Being prepared for
what comes out is the

Trip Reeb most important thing.

~Ifitis not good news,

hopefully you have already started the thought process
on why it isn’t. Sometimes there are programming
reasons, and sometimes there are Arbitron reasons.
You have to be open enough to differentiate between
the two and decide whether or not you need to make
some adjustments or whether you were a victim in any
particular survey period. The self-analysis is most
important. Don’t dilute your realistic approach
regarding what happened to you.

It’s the broadcaster’s quest to break down this
information as minutely as they possibly can. We
don’t even look at trends; we demand to look at the
extrapolated numbers to see how we did on a
monthly basis. In the last survey. KROQ had a month

LESS THAN 3 WEEKS, WITH NQ “"RUSH"

that was a 2.4 and a month that was a 3.5 — that
goes beyond the typical Arbitron margin of error.
What Arbitron isn’t telling you is that there is a
margin of error within its monthly number that’s
really the greater number — be it a trend number or a
quarterly number. A certain amount of it you've got
to take with a grain of salt, accepting that there are
errors and that these wobbles exist.

When you are talking about responding to a bad
book on the sales side, you have to be armed with as
much information as possible so, when that book
comes out, nobody’s taken by surprise. You don’t push
a panic button, but you make sure everyone under-
stands potentially what happened. As KROQ books
have shown, disappointments are as much a function
of Arbitron wobbles as anything else. Some of it may

The cume is not the first
thing to go as a result of
bad programming. You are
probably going to lose TSL,
and then you are going to
tick them off enough to get
them to leave the station
on a permanent basis.

be programming. but we can truly point to certain
things and say that one month caused us to have a
slightly down book. You need to pre-sell a bit of that
on the sales side without hitting the panic button.
Make sure everybody understands it and that the sales
department can convey it to the people they need to
convey it to. As we all know, Arbitron is far from a
perfect science, and I think we learn to deal with them
as best as we can.
What’s Your Marketing Angle?

The marketing approach totally depends on the
format and what you determine to be the problem. If
you are an AC station and you decide you have a cume
problem, one of the things you have to look at is, “Did
I do enough marketing to maintain what the expecta-

indow Decals ¢ Static Stickers ¢

The heads-up people are
those who are preparing
for change before it

even happens. Respond-
ing incorrectly to a mo-
mentary departure of a
certain amount of audi-
ence from a successful
station is foolish.

tions were to maintain my cume?” Along with that, you
have to examine what you did on a programming basis
to make sure you didn’t blow people off. As we know,
the cume is not the first thing to go as a result of bad
programming. You are probably going to lose TSL, and
then you are going to tick them off enough to get them
to leave the station on a permanent basis.

What you need to focus on is the 20% of your
audience that is giving you 80% of your total listening
and serve them better than you did in the past. There
are a lot of things to consider, not just one element of
marketing. You need to be asking those questions —
and not just when the Arbitron comes out. These are
questions you should be asking yourself about your
radio station on a regular basis. even if you are not
losing audience. The heads-up people are those who are
preparing for it if it ever happens. If you're having to
make major changes as a result of a book coming out,
you have not kept your eye on the ball. The building of
a radio station is not something that happens in a short
amount of time. Things take time to develop — and to
undo, as well. To respond incorrectly to a momentary
departure of a certain amount of audience from a
successful station is foolish.

We encourage your feedback. If you have comments
regarding this column or would like to see your work
here, contact Frank Miniaci directly at 310-788-1650
or via e-mail at miniaci@rronline.com.

Logo Design

Why should you wait a month to get your decals? At Images INK, we can turn your order around in

waany, americanradinohictorvy com
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Toll Free 1-888-768-4259 « http://www.images-ink.com
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The "Dirty Little Secrets” of Auditorium Music Testing ~ #4 in a Series:

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

Distractions are always possible when it comes to music testing.

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

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

But other types of distractions can still happen.

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

And, if the distraction is just a momentary one, they can simply hit the “zero”
button on their telephone and the last song will play again to quickly re-orient them.
So distractions are not problems with INTERACTIVE tests...they are expected
and planned for so that they don’t affect song scoring.

What'’s So Good About INTERACTIVE Music Tests?

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

Music Technologies LL.C

First in Fully-Digital

INTERAGTIVE

Music Library Testing

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

To answer all your questions about Interactive music testing and Music Technologies’
advanced testing system, call us for a free copy of the 32 page booklet “What’s So Bad
About Auditorium Testing / What's So Good About INTERACTIVE Testing?”
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12+ FALL 97 ARBITRON RESULTS

Denver-Boulder
Su’'97Fa ‘97

KYGO-FM (Country) 7.8 9.3
KOA-AM (Talk) 78 79
KRFX-FM (Cl. Rock) 55 65
KOSI-FM (AC) 6.6 6.2

KQKS-FM (CHR/Rhy) 6.5 5.6
KBCO-FM (AdultAlt) 5.0 5.2
KALC-FM (Hot AC) 50 47
KHOW-AM (Talk) 39 47
KXKL-FM (Oldies) 54 47
KKHK-FM (Cl.Rock) 39 44
KHIH-FM (NAC/SJ) 39 441
KBPI-FM (Rock) 35 35
KIMN-FM (AC) 35 34
KXPK-FM (AdultAlt) 3.1 3.0
KEZW-AM (Nostalgia) 3.1 26
KVOD-FM (Classical) 20 2.2
KCKK-FM (Country) 1.6 1.9
KTCL-FM (Alternative) 2.3 1.9
KKFN-AM (Sports) 12 14
KTLK-AM (Talk) 1.0 13

Norfolk-
Virginia Beach-
Newport News

Su’97Fa’97
WOWI-FM (Urban)  11.9 124
WJCD-FM(NAC/SJ) 46 6.2
WGH-FM (Country) 7.3 6.1
WCMS-AJF (Country) 7.0 5.7
WNOR-A/F (Rock) 66 55
WFOG-FM (AC) 39 53
WNVZ-FM (CHR/Pop) 5.3 5.0
WWDE-FM (HotAC) 58 5.0
WPTE-FM (HotAC) 5.1 46
WAFX-FM (Cl.Rock) 4.0 4.1

WNIS-AM (Talk) 29 38
WVCL-FM (Oldies) 4.1 38
WXEZ-FM (B/EZ) 33 34

WSVV/WSVY (Urban AC)* 4.5 3.2
WPCE-AM (Religious) 2.1 3.0
WGPL-AM (Gospel) 1.0 23
WROX-FM (Altemative) 3.2 2.3
WKOC-FM (AduitAlty 1.9 1.7
WGH-AM (Sports) 16 1.2
WTAR-AM (News/Talk) 1.1 1.0

*CHR/Rhyhthic WMYK-FM began
simulcasting in July and changed
calls toWSVV-FM in September

New Orleans

Su’97Fa’'97
WQUE-FM (Urban) 134 127
WYLD-FM (Urban AC) 100 9.0
WNOE-FM (Country) 6.0 85
WWL-AM (News/Takk) 7.2 8.3
WLMG-FM (AC) 52 54
WTKL-FM (Oldies) 5.3 5.1
KKND-FM (Altemative) 3.4 4.8
WRNO-FM (Cl. Rock) 4.4 4.1
WLTS-FM (AC) 44 40
KHOM-FM (CHR/Pop) 4.2 3.9
WEZB-FM (CHR/Pop) 4.7 3.8
WYLD-AM (Religious) 4.0 3.3
WBYU-AM (Nostalgia) 2.1 3.0
WCKW-FM (Rock) 35 3.0
KMEZ-FM (Uban/O) 3.7 25
WBOK-AM (Religious) 2.2 1.9
WSMB-AM (Talk) 8 10

Kansas City

Su '97Fa’'97
KPRS-FM (Urban) 8.6 10.0
KFKF-FM (Country) 6.1 6.7
KMXV-FM (CHR/Pop) 8.2 6.6
WDAF-AM (Country) 6.5 6.3
KCFX-FM (Cl.Rock) 6.3 6.0
KBEQ-FM (Country) 6.0 5.9
KMBZ-AM (News/Talk) 6.1 5.5

KLTH-FM (Rock)* 37 53
KCMO-FM (Oldies) 65 5.1
KUDL-FM (AC) 45 51
KQRC-FM (Rock) 51 49

KCIY-FM (NAC/SJ) 45 43
KXTR-FM (Classical) 3.0 3.8
KCMO-AM (News/Talk) 3.4 3.5
KOZN-FM (Hot AC)™ 3.0 34
KCCX-FM (Alternat)*** 1.6 1.5
KPRT-AM (Religious) 1.2 1.3
KFEZ-AM (Nostalgia) 1.5 1.1
KCTE-AM (Sports) 10 1.0

*Was AC until October, Became
KYYS-FMon January 23
**Was KYYS-FM (Rock) until
September

***Was KISF-FM until July

Salt Lake City-
Ogden-Provo

Su’97Fa’97
KSFI-FM (AC) 88 7.6
KSL-AM (News/Talkk) 50 7.3
KBER-FM (Rock) 38 54

KZHT-FM (CHR/Pop) 54 5.3
KODJ-FM (Oldies) 45 5.1
KALL-AM (News/Talk) 3.2 4.7
KSOP-A/F (Country) 57 46
KUBL-FM (Country) 42 45
KXRK-FM (Alternative) 4.8 44
KBEE-FM (Hot AC) 39 43
KRSP-FM (Cl. Rock) 4.7 4.3
KISN-FM (Hot AC) 55 40
KENZ-FM (Adult Alt) 50 39
KKAT-FM (Country) 40 38
KDYL/KOVO (Nostalgia)4.2 3.6
KBZN-FM (NAC/SJ) 29 26
KFNZ-AM (Sports) 14 26
KURR-FM (Cl.Rock) 28 24
KQMB-FM (Hot AC)* 27 22
KUMT-FM (Rock AC) 3.1 20
KBKK-FM (Country) 1.2 11
KLZX-FM (Cl. Rock)*™* .7 141
KRKR-FM (Nostalgia)™* .5 1.1

*Was AC until July
**Switched to Rock in late October
***Was Rock until late July

Rochester, NY

Su'97Fa’97
WHAM-AM (News/Talk)11.0 11.9
WBEE-FM (Country) 105 11.5
WRMM-FM (AC) 68 7.6
WPXY-FM (CHR/Pop) 8.9 6.6
WCMF-FM (Rock) 58 65
WNVE-FM (Alternative) 5.5 6.5
WZNE-FM (Hot AC) 47 48
WKLX-FM (Oldies) 43 46
WDKX-FM (Urban) 57 45
WVOR-FM (AC) 49 45
WBBF-AM (Nostalgia) 3.0 3.3
WMAX/WMHX (Adult Alt) 2.5 2.9
WQRV-FM (Cl. Rock) 1.9 2.3
WHTK-AM (Talk) 1.1 1.2
WJZR-FM (NAC/SJ) 9 11

Milwaukee-
Racine

Su’97Fa’97
WTMJ-AM (News/Talk) 10.4 11.1
WLZR-FM (Rock) 59 6.8
WMIL-FM (Country) 82 6.6
WKLH-FM (Cl.Rock) 7.1 6.2
WOKY-AM (Nostalgia) 5.7 5.8
WKKV-FM (Urban) 6.8 53
WKTI-FM (Hot AC) 5.6 5.2
WMYX-FM (Hot AC) 38 49

WISN-AM (Talk) 42 42
WZTR-FM (Oldies) 3.8 4.0
WLTQ-FM (AC) 35 37

WLUM-FM (Alternative) 3.3 3.3
WPNT-FM (Hot AC)* 4.3 3.3
WAMG-FM (AC) 25 27
WJZI-FM (NAC/SJ) 34 26
WFMR-FM (Classical) 2.0 2.5
WNOV-AM (Urban) 13 22
WMCS-AM (Urban AC) 1.7 1.7
WEZY-FM (B/EZ) 1.1 13
WAUK-AM (Country) 6 10

*Was WXPT-FM until December
[ —— = ——__ =}

Charlotte-
Gastonia

Su '97Fa '97
WPEG-FM (Urban) 10.0 10.2
WSOC-FM (Country) 7.6 7.4
WLYT-FM (AC) 56 7.2
WNKS-FM (CHR/Pop) 5.1 5.8
WRFX-FM (Cl. Rock) 7.0 5.7
WWMG-FM (Oldies) 6.2 5.7
WBT-AM (Talk) 50 53
WKKT-FM (Country)* 5.3 5.3
WBAV-FM (Urban AC) 56 5.0
WSSS-FM (Oldies) 46 41
WEND-FM (Atternative) 3.9 4.0
WLNK-FM (Hot AC) 41 39
WCCJ-FM (NAC/SJ) 16 24
WXRC-FM (Rock)™* 20 22
WNMX-FM (Nostalgia) 2.0 2.0
WMIT-FM (Religious) 1.3 14
WFMX-FM (Country) 1.3 1.3
WFNZ-AM (Sports) 7 10
WGIV-AM (Urban/O) 7 10

*Was WTDR-FM until September
**Was Adult Alternative until
October

B e e e A

Format Legend

AC-Adult Contemporary, Adult At-Adult
Alternative, Alternative-Altemnative, B/
EZ-Beautiful/Easy Listening, CHR/
Pop-Contemporary Hit Radio/Pop,
CHR/Rhy-Contemporary Hit Radio/
Rhythmic, Cl. Hits-Classic Hits,
Classical-Classical, Cl. Rock-Classic
Rock, Country-Country, Full Serv-Full
Service, Hot AC-Hot AC, Misc-
Miscellaneous, MOR - Middie of the
Road, NAC/SJ-New AC/Smooth Jazz,
News-News, Nostalgia-Nostalgia,
News/Talk-News/Talk, Oldies-Oldies,
Reg. Mex-Regional Mexican,
Religious-Religious, Rock-
Rock,Spanish AC-Spanish Adult
Contemporary, Span N/T-Spanish
News/Talk, Spanish/O-Spanish Oldies,
Sports-Sports, Talk-Talk, Tropical-
Tropical, Urban/AC-Urban Adult
Contemporary, Urban-Urban
Contemporary, UrbarvO-Urban Oldies.

Columbus, OH

Su’'97Fa 97
WNCI-FM (CHR/Pop) 102 94
WCOL-FM (Country) 89 8.3
WSNY-FM (AC) 73 79
WTVN-AM (Full Serv) 6.6 7.1
WBNS-FM (Oldies) 55 59
WBZX-FM (Rock) 54 53
WLVQ-FM (Rock) 6.0 5.0
WJZA-FM (UrbanAC) 5.0 36
WZAZ-FM (Altern) 38 36
WCKX-FM (Urban) 28 35
WHOK-FM (Country) 4.6 34
WMNI-AM (Nostalgia) 2.8 2.7
WBNS-AM (Sports) 1.7 24
WSWZ/WZJZ (NAC/SJ)* 2.3 2.4
WCLT-FM (Country) 24 22
WWCD-FM (Alternative) 1.8 1.8
WAZU-FM (Rock) 14 1.7
WVKO-AM (Gospel) 2.0 1.7
WSMZ-FM (Urban) 1.0 14
WLW-AM (Full Serv) 9 12

*WSWZ-FM was Oldies until
August, when it began simulcasting
W2JZ

Indianapolis

Su'97Fa’97
WFMS-FM (Country) 13.8 13.7
WFBQ-FM (Cl. Rock) 10.8 109
WIBC-AM (News/Talk) 8.0 8.3
WTPI-FM (AC) 49 63
WHHH-FM (CHR/Rhy) 4.7 5.7
WENS-FM (Hot AC) 47 54
WGLD-FM (Oldies) 64 50
WZPL-FM (CHR/Pop) 4.9 5.0
WTLC-FM (Urban) 49 47
WNAP-FM (Cl. Hits) 49 45
WRZX-FM (Alternative) 4.4 4.4
WMYS-AM (Nostalgia) 4.2 2.8
WGRL-FM (Country) 2.3 2.5
WGGR-FM (Urban AC) 25 2.3
WTTS-FM (Adult Alt) 26 2.3
WNDE-AM (Sports) 12 18
WXIR-FM (Religious) 1.3 1.3
WKKG-FM (Country) 1.0 1.1
WSYW-FM (Classical) .9 1.0

Memphis

Su '97Fa '97
WHRK-FM (Urban) 9.7 89
WRVR-FM (AC) 70 72

WMC-FM (Hot AC) 6.0 7.0
WDIA-AM (Urban/0C) 6.9 6.7
KJMS-FM (Urban AC) 7.4 62
WLOK-AM (Urban AC) 6.3 58
WGKX-FM (Country) 5.2 54
WEGR-FM (Cl.Rock) 6.4 50
KXHT-FM (Urban)* 69 47
WSRR-FM (Cl. Hits) 5.2 4.7
WOGY-FM (Country) 4.4 3.8
WREC-AM (News/Talk) 1.9 2.7
WMC-AM (News/Talk) 2.3 2.6
WMFS-FM (Rock) 1.8 25
WPLX-AM (Nostalgia) 2.4 24
WRXQ-FM (Alternative) 2.3 2.2
WKSL-FM (CHR/Pop)™ — 2.1
WCRV-AM (Religious) 1.4 1.5
WHBQ-AM (Sports) 5 13
WJCE-AM (Urban/O) 1.6 1.3
KWAM-AM (Gospel) 1.1 12

*Was KANG-FM until July
**Was WJOI-FM (CHR/Rhy) until
November

San Antonio

Su '97Fa’'97
KTFM-FM (CHR/Rhy) 9.6 10.5
KZEP-FM (Cl. Rock) 6.5 7.0
KXTN-FM (Tejano) 6.1 6.2
KSMG-FM (Hot AC) 47 6.1
KAJA-FM (Country) 51 59
KCYY-FM (Country) 57 56
KROM-FM (Reg.Mex.) 40 5.3
KISS-FM (Rock) 6.3 4.9
KONO-A/F (Oldies) 59 44
KTSA-AM (News/Talk) 64 4.4
KQXT-FM (AC) 41 40
KSJL-FM (Urban) 33 36
WOAI-AM (News/Talkk) 3.5 3.6
KCOR-AM (Spanish/O) 3.5 2.8
KCJZ-FM (NAC/SJ) 30 25
KLUP-AM (Nostalgia) 2.4 2.5
KKYX-AM (Country) 2.1 2.1
KAMX-FM (Hot AC) 22 14
KSAH-AM (Reg. Mex.) 1.1 1.1
KRIO-FM (Tejano) 13 1.0

Orlando

. Su '97Fa 97
WWKA-FM (Country) 8.8 85
WTKS-FM (Talk) 58 77
WDBO-AM (News/Talk) 5.4 6.6
WJHM-FM (Urban) 75 6.6
WOCL-FM (Oldies) 52 64
WXXL-FM (CHR/Pop) 6.9 6.1
WOMX-FM (HotAC) 5.1 5.0
WLOQ-FM (NAC/SJ) 3.8 4.8

WMGF-FM (AC) 6.9 45
WCFB-FM (Urban AC) 3.3 4.3
WJRR-FM (Rock) 39 43

WHTQ-FM (Cl.Rock) 4.0 3.8
WMMO-FM (Rock AC) 4.8 3.8
WSHE-FM (Hot AC) 45 33
WHOO-AM (Nostalgia) 3.1 3.0
WQTM-AM (Sports) 1.5 18
WTLN-FM (Religious) 1.0 1.3
| WPCV-FM (Country) 9 10

Nashville

Su’97Fa’97
WSIX-FM (Country) 125 13.7
WQQK-FM (Urban) 10.1 8.8
WSM-FM (Country) 71 78
WKDF-FM (Alternative) 6.7 5.9
WRMX-FM (Oldies) 56 59
WGFX-FM (ClI. Hits) 8.0 57
WRVW-FM (CHR/Pop) 6.0 5.1
WJXA-FM (AC) 3.7 43
WJZC-FM (NAC/SJ) 2.3 4.0
WSM-AM (Country) 41 40
WLAC-AM (News/Talk) 3.1 3.5
WWTN-FM (News/Talk) 3.8 3.5
WLAC-FM (AC) 28 34
WZPC-FM (Country) 1.0 19
WQZQ-FM (CHR/Pop) 2.3 1.8
WRLT-FM (Adult Alt) 14 1.8
WMDB-AM (Urban) 1.1 15
WVOL-AM (Urban/O) 1.6 1.5
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Bad ‘Love’ At This Festival!

It seems there’s no love lost
between rocker Courtney Love
and documentary filmmaker Nick
Broomfield, whose scathing doc-
umentary perpetuates the rumor
that Love had a part in her hus-
band Kurt Cobain’s death. Love
attacked with a lawsuit that caused
the Sundance Film Festival — in
an unprecedented move — to pull
the film from its lineup (Entertain-
mentWeekly, Newsweek).

1 Want To Romp
With You

“Is Michael Jackson amonster
or Peter Pan?” asks the National
Enquirer, which publishes exclusive
photos from a videotape of Jack-
son hugging, dancing, and holding
hands with some young boys at his
Neverland estate. Observes Dr.
Carole Lieberman, a psychiatry
professor at UCLA: “This is a tape
showing play that leads to seduc-
tion and arousal — it is consistent
with pedophile behavior”

‘Women On Top’

“A boyfriend who dropped me
for his previous girlfriend came
slithering back once. He was
drunk and throwing out reasons
why | should take him back, like
“You're gonnadie old and tired and
alone’ — really persuasive stuff.
Anyway, he begged to come home
with me, and — my friends are ap-
palled to this day — | said fine” —
Liz Phair, despite this example,
tells how to keep a woman satis-
fied in Details’ homage to women.

And on that note, Pamela Lee
is so intent on having a girl that
she plans on undergoing a high-
tech procedure where Tommy
Lee’s X andY chromosomes are
separated in a test tube and im-
planted in her womb (Star).

And still more ... “Of course
there's more to me than what gets
written, but at the end of the day
it's very hard for the media, as a
male-dominated industry, to digest
the fact that a girl with a pair of big
boobs has got a brain” — Geri
Halliwell (Ginger Spice) makes
a big deal (Interview).

We Want More ...

Making /nterview magazine’s
“More” list (as in stars who leave
us wanting more) are Beck (“For
making where it's at way out
there”), Maxwell (“For making nice
so hot”), and Erykah Badu (“Why
more? Because it's obvious how
much there is, and that we've only

just begun to hear it").

Prompting a more detailed
feature is Jon Bon Jovi, whois
also on the cover. On his looks,
Mr. Jovi snaps, “When Slippery
was a hit, | was very excited
about being on the cover of Roll-
ing Stone. Then their reporter
turned up, and all she could talk
about was, ‘You're so cute. And
your hair!’ | thought to myself: If
you want to fuck me, let’s just get
on with it. | was very angry about
all that.”

... You’ve Had Enough!

James Brown allegedly over-
indulged in a mix of marijuana and
angel dust and went on arampage,
beating up his assistant and firing
his rifle while singing his trade-
mark hit, “| Feel Good." Not one to
miss a beat, Brown reportedly
punctuated the words to the song
with rifle shots (Globe, National
Enquirer).

Good Guy, Bad Guy

Is Garth Brooks losing his
down-home image and replacing
it with the less-flattering picture of
an obsessive number cruncher? In
a feature on Brooks called “Dis-
turbin’ Cowboy,” a number of peo-
ple comment on the country su-
perstar. “Nashville wanted to be-
lieve he was a gee-whiz, just-so-
glad-to-be-here cowboy, because
that's how it wants to view itself”
contends author Bruce Feiler,
who is writing a book on the coun-
try-music industry. Says Brooks,
“The industry is probably the last
place | feel welcome” (Entertain-
mentWeekly).

But What I Really
WantToDo ...

Sean “Puff Daddy” Combs is
not satisfied with just being a rap-
per/producer/songwriter/Svengali.
Sources close to Combs say he's
schmoozing with film types and
discussing possible roles. Says
manager Benny Medina, “We are
very conscious of finding roles that
represent him as Sean Combs the
actor. We want a role that's a
stretch, not a street kid or a rap-
per” (New York).

Some Cream
With That?

“Brandy, you know you're a
bitch!” — Moesha co-star Count-
ess Vaughn apparently doesn’t
buy the singer/sitcom star’s Cin-
derella act (National Enquirer).

CURRENT

* TITANIC

Single: My Heart Will Go On/Celine Dion (550 Music)

* SPICE WORLD (Virgin)
Featured Artists: Spice Girls

* GOODWILL HUNTING (Capitol)

Featured Artists: Elliott Smith, Dandy Warhols, Luscious Jackson

* AS GOOD AS IT GETS (Columbia)

Featured Artists: Shawn Colvin, Art Garfunkel, Nat King Cole

* WAG THE DOG

Single:Wag The Dog/Mark Knopfler (Mercury)

« HALF-BAKED (MCA)

Singles: Along Comes Mary/Bloodhound Gang

Marbles.../Black Grape

Other Featured Artists: Luscious Jackson, Days Of The New

+ TOMORROW NEVER DIES (A&M)

Featured Artists: Sheryl Crow, Moby, k.d. lang

* SCREAM 2 (Capitol)

Featured Artists: D’Angelo, Dave Matthews Band,Tonic

* JACKIE BROWN (Maverick/WB)

Featured Artists: Foxy Brown, Delfonics, Bill Withers

* ANASTASIA (Atlantic)

Featured Artists: Deana Carter, Richard Marx & Donna Lewis
* | KNOW WHAT YOU DID LAST SUMMER (Columbia)

Single: Clumsy/Our Lady Peace

Other Featured Artists: Korn, Soul Asylum

COMING

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

* GREAT EXPECTATIONS (Atlantic)
Singles: Sunshower/Chris Cornell

Lady, Your Roof Brings Me Down/Scott Weiland
Other Featured Artists: Poe, Duncan Sheik

* THEWEDDING SINGER

Single: Video Kilted The Radio Star/Presidents Of The United States

Of America (Maverick/WB)

CYBERSPACE

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

Radio talker G. Gordon Liddy,
Friday (1/30) at 3pm ET/noon PT,
America Online (keyword: HBN).

Comedian/singer Tracey Uli-
man, Tuesday (2/3) at 8pm ET/
5pm PT, America Online (key-
word: BARNESANDNOBLE).

The Rolling Stones’ Ron
Wood, Wednesday (2/4) at
10pm ET/7pm PT, AmericaOn-
line (keyword: ROLLING
STONES).

Comedian/singer Adam San-
dler, Thursday (2/5) at 8pm ET/
5pm PT, America Online (key-
word: MTV).

On The Web

HearHum live from Chicago
Friday night (www.jamtv.com;
check the site for starting time).

Pearl Jam’s live “Monkey-
Wrench Radio” broadcast willbe
simulcast on the 'Net Saturday
night (1/31) at11pm ET/8pm PT
(www.LiveConcerts.com,
www.jamtv.com).

Rapper KRS-One and
Pantera chat Tuesday and
Wednesday, respectively, at
7pm ET/4pm PT (www.
sonicnet.com).

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.

MONDAY, FEBRUARY 9

1964/The Beatles make their first ap-
pearance on The Ed Suliivan
Show. Also appearing is future
Monkees member Davy Jones,
as part of the cast of Oliver.

1975/Cher’'s TV show premieres with
guestsElton John and Bette Midler.

1988/Kenny Rogers reprises his title
role in The Gambler — The Ad-
venture Continues on CBS-TV.

1993/Annie Lennox and husband Uri
Fruchtman become parents to
daughter Tali.

Born: Travis Tritt 1963

Bl TUESDAY, FEBRUARY 10

1942/Glenn Miller's “Chattanooga
Choo Choo” becomes the first
record to be certified gold.

1993/ Michael Jackson grants his first in-
terview in 15 years, a televised chat
in his home with Oprah Winfrey.

1997/Melissa Etheridge and Julie
Cypher become parents to
daughter Bailey Jean. Brian
Connoly (Sweet), 52, dies.

Born: Roberta Flack 1939, Donovan
1946, the late Cliff Burton (Me-
tallica) 1962

Releases: Dire Straits’ “Sultans Of
Swing” 1979, Tori Amos' Little
Farthquakes 1992

WEDNESDAY, FEBRUARY 11

1965/Ringo Starr marries Maureen Cox.
1972/1n Totworth, England, David Bow-
ie performs in the guise of “Zig-

waraaL-americantracdiahietiarreen -

IC DATEBOOK

gy Stardust” for the first time.
1986/ The Chicago Bears' “Super Bow!
Shuffle” is certified gold.
Born: the late Gene Vincent 1935,
Sheryl Crow 1962, Brandy 1979
Releases: theTutles’ “Happy Together” 1967

THURSDAY, FEBRUARY 12

1968/Jimi Hendrix is awarded an hon-
orary high school diploma from
Garfield High in Seattle. He had
dropped out of school at age 14.

1975/Bob Dylan’s Blood On The Tracks
goes gold.

1989/ Tiny Tim declares himself a New
York mayoral candidate.

Born: Ray Manzarek (Doors) 1935, the late
Steve Hackett (ex-Genesis) 1977

Releases: Simon & Garfunkel's “Home-
ward Bound™” 1966, Yes' “Round-
about” 1972

FRIDAY, FEBRUARY 13

1961/Frank Sinatra forms Reprise
Records.

1972/Led Zeppelin ... forced to cancel
... Singapore concert when offi-
cials won't let them off the plane

Led Zeppelin — ‘Communica-
tion Breakdown’in Singapore?

because of their long hair.

1982/A tombstone for late Lynyrd
Skynyrd singer Ronnie Van Zant
is stolen from his gravesite in
Orange Park, FL.

Born: Peter Tork (ex-Monkees) 1944
Peter Gabriel 1950, Peter Hook
(New Order) 1956

Releases: the Black Crowes’ Shake Your
Money Maker 1990

SATURDAY, FEBRUARY 14

1974/ The Captain & Tennille are married.

1980/ Lou Reed marries Sylvia Morales.

1981/ Billy Idol exits Generation X for a
solo career.

1991/ The first all-female rap concert is
held at the L.A. Sports Arena.
Headliners include Queen Latifah,

Yo-Yo, Monie Love, andM.C. Lyte.

1996/The Artist Formerly Known As
Prince marries backup singer/
dancer Mayte Garcia.

SUNDAY, FEBRUARY 15

1965/ Nat “King” Cole dies of lung cancer.
1969/ Florida hairdresser Vickie Jones is
jailed for staging a phony Aretha
Franklin concert. Jones' imper-
sonation is so convincing that no-
body in the club asks for a refund.
1975/Gino Vannelli becomes the first
artist to perform on Sou! Train.
1977/Sid Vicious replaces Glen Mat-
lock as the Sex Pistols’ bassist.
1979/ The Bee Gees win five Grammys,
including Best Album for Saturday
Night Fever.
— Frank Correia
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MUSIC TELEVISIH
59.4 miltion households
Patti Galluzzi,
VP/Music Programming

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

|ADDS l

|ADDS

ROLLING STONES Saint Of Me (Virgin}

FOO FIGHTERS My Hero (Roswel/Capitol)

JIMMY RAY Are You Jimmy Ray? (Epic)

DAYS OF THE NEW Shelf In The Room (Outpost/Geffen)
EVERCLEAR ! Will Buy You A New Lite (Capitol)

MASE /TOTAL What You Want (Bad Boy/Arista)

BRIAN MCKNIGHT Anytime (Mercury}

(HEAVY ]
AEROSMITH Pink ( Columbia)

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

MARIAH CAREY 1/BONE THUGS... Breakdown (Columbia)
CELINE 010N My Heart Will Go On (550 Music)

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

MARCY PLAYGROUND Sex And Candy (Capitol)
MATCHBOX 20 3am (Lava/Atlantic)

SARAH MCLACHLAN Sweet Surrender (Arista)
METALLICAThe Unforgiven Il (Elektra/EEG)

PUFF DADOY & THE FAMILY Been Around... (Bad Boy/Arista)
ROLLING STONES Saint Of Me (Virgin)

WILL SMITH Gettin’ Jiggy Wit It (Columbia)

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

BRYAN AOAMS Back To You (A&M)

FIONA APPLE Never Is A Promise (Clean Slate/Work)
BEN FOLOS FIVE Brick (550 Music)

OAFT PUNK Around The World (Virgin)

FATBOY SLIM Going Out ...(Skint/Astralwerks/Caroline)
FIRM Phone Tap (Track Masters/Aftermath/interscope)
FOO FIGHTERS My Hero (Roswell/Capitol)

K-CI & JOJOAll My Life (MCA}

L.L.COOL J1/METHOD MAN 4,3,2,1 (Def Jam/Mercury)
LORO TARIQ & PETER GUNZ Deja Vu (Codeine/Columbia}
LSG My Body (EastWestEEG)

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

OUR LAOY PEACE Clumsy (Columbia)

JIMMY RAY Are You Jimmy Ray? (Epic)

SAVAGE GARDEN Truly Madly Deeply (Columbia)

USHER Nice & Slow (LaFace/Arista)

WYCLEF JEAN Gone Till November (Ruffhouse/Columbia)

[acive ]
ALL SAINTS | Know Where It's At (London/island)

BIG WRECK The Oaf (Atlantic)

BLINK 182 Dammit {Growing Up) { Cargo/MCA)

BLUR Beetlebum (Virgin}

COMMON Retrospect For Lite (Relativity)

CREEQ My Own Prison (Wind-Up)

CRYSTAL METHOD Keep Hope Alive (Qutpost/Geffen)
ALANA OAVIS 32 Flavors (Elektra/EEG)

DAYS OF THE NEW Shelf In The Room (Qutpost/Geffen)
OEFTONES My Own Summer {Shove 1t) (Maverick/WB)
OESTINY’S CHILD No, No, No (Grass Roots/Columbia)
BOB OYLAN Not Dark Yet (Columbia)

MISSY “MISDEMEANOR" ELLIOT Beep Me 911 (EastWestEEG)
EVERCLEAR | Will Buy You A New Life (Capitol)
NATALIE IMBRUGLIA Torn (RCA)

JONNY LANG Missing Your Love (A&M)

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

MACK 10 1/1CE CUBE Only In California (Priority)

MASE /TOTAL What You Want (Bad Boy/Arista)
LOREENAMCKENNITT The Muminers”.. (Quinfan Road/WB)
BRIAN MCKN!GHT Anytime (Mercury)

BILLIE MYERS Kiss The Rain (Universal)

DUNCAN SHEIK Wishtul Thinking (Atlantic}

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

311 Beautiful Disaster (Capricorn/Mercury)

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

Video airpiay from February 2-8.

NATALIE IMBRUGLIA Torn (RCA)

K-C1 & JOJO All My Lite (MCA)

JONNY LANG Missing Your Love (A&M)
JIMMY RAY Are You Jimmy Ray? (Epic)
SWV Rain (RCA)

[xt
PAULA COLE ! Don’t Want To Wait (/mago/WB)
CELINE OION My Heart Will Go On (550 Music)
MATCHBOX 20 3am (Lava/Atiantic)

SARAH MCLACHLAN Sweet Surrender (Arista)
SAVAGE GAROEN Truly Madly Deeply (Columbia)

| LARGE

BRYAN AOAMS Back To You (A&M)

MEREQITH BROOKS What Would Happen (Capitol}
MARIAH CAREY Breakdown (Columbia)

PAULA COLE Me (/mago/WB)

FLEETWOOO MAC Landslide (Reprise)

JANET Together Again (Virgin)

LISALOEB| Do (Geffen)

BILLIE MYERS Kiss The Rain (Universal)

ROLLING STONES Saint Of Me ( Virgin}

| MEDIUM -

BEN FOLOS FIVE Brick (550 Music)

HARRY CONNICK JR. Let's Just Kiss (Columbia)

ALANA QAVIS 32 Flavors (Elektra/EEG)

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

ROBYN Show Me Love (RCA)

SPICE GIRLS Too Much (Virgin)

THIRO EYE BLINO How's It Going To Be (Elektra/EEG)
SHANIA TWAIN You're Still The One (Mercury)

[customM
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TOP TEN SHOWS
JANUARY 19-25

SRR AR AT e

 Total Audience

-

1 Super Bowl XXXl

2 Super Bowl Postgame
3 Super Bowl Pregame
4 3rd Rock FromThe Sun

(Sunday)

5 Seinfeld

6 Friends

7 ER

8 Veronica’s Closet

9 Home Improvement
10 Union Square

1 Super Bowl XXXl
2 Super Bowl Postgame
3 Super Bowl Pregame
4 3rd Rock FromThe Sun
(Sunday)
5 Sabrina TheTeenage Wiltch
(9pm)
6 Seinfeld
7 Home Improvement
8 Boy MeetsWorld
(tie) Friends
10 Veronica’s Closet

Source: Nielsen Media Research

ERYKAH BAOU Tyrone {Kedar/Universal)

BOYZ It MEN A Song For Mama (Motown)

DRU HILL We're Not Making Love No More (LaFace/Arista)
B0B DYLAN Not Dark Yet (Cofumbia)

GREEN DAY Time Of Your Life (Good Riddance) (Reprise)
NATALIE IMBRUGLIA Torn (RCA)

K-C) & JOJO All My Life (MCA)

CHANTAL KREVIAZUK Surrounded (Columbia)

JONNY LANG Missing Your Love (A&M)

LSG My Body (EastWestEEG)

MARCY PLAYGROUND Sex And Candy (Capitol)

PAUL MCCARTNEY Beautiful Night (Capitol)

BRIAN MCKNIGHT Anytime (Mercury)

0ASIS All Around The World (Epic)

DUNCAN SHEIK Wishful Thinking {Atfantic)

SISTER HAZEL Happy (Universal)

SOUNDS OF BLACKNESS Hold On ... (Perspective/A&M)
SWV Rain (RCA)

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

¢ Kirk Franklin and Public
Announcement, Vibe (check

TELEVISION

PR

- 'Saturday, 1/31

« Junior Brown and Robbie
Fulks perform as PBS’ Austin
City Limits kicks off its 23rd sea-
son (check local listings).

* Tracy Byrd perform on The
Statler Bros. Show (TNN, 9pm
ET/6pm PT).

* Former New Kid On The
Block DonnieWahlberg co-stars
in The Taking Of Pelham 12 3,a
made-for-TV movie (ABC, 9pm).

* Shawn Colvin appears as
herself on NBC's Suddenly Su-
san (8pm), then later performs
on Jay Leno.

« Chico DeBarge, Vibe.

* UPN presents Spice Girls:
Too Much Is Never Enough I,
with the American TV premiere
of the Girls’*Who Do You Think
You Are?” video (9pm).

« Billy Ray Cyrus, Joe Dif-
fie, Vince Gill, and Dolly Par-
ton perform on TNN's Compa-
ny’s Comin’: A Tribute To Porter
Wagoner (10pm ET/7pm PT).

» Nu Flavor, Vibe.

Wednesday, 2/4

*Trace Adkins, Prime Time
Country (TNN, 9pm ET/6pm PT).

* Shawn Colvin, Vibe.

* Duncan Sheik, Late Show
With David Letterman (CBS,

WEEKEND BOX OFFICE

JANUARY 23-25

1 Titanic $25.23
(Paramount)

2 Spice World (Sony)* $10.52

3 Good Will Hunting $8.50
(Miramax)

4 As Good As It Gets $7.51
(Sony)

5 Fallen (WB) $4.94

6 WagThe Dog $4.38
(New Line) '

7 Hard Rain $3.70
(Paramount)

8 Half Baked $3.10
(Universal)

9 Phantoms (Miramax)* $3.06

10 Tomorrow Never Dies $2.74
(MGM/UA)

All figures in milhons
* First week in retease
Source: Entertainmeni Data Inc.

COMING ATTRACTIONS:
This week's openers include
Great Expectations, starring
Gwyneth Paltrow and Ethan
Hawke. The film’s Atlantic
soundtrack sports current singles
by Scott Weiland (“Lady, Your

Roof Brings Me Dcwn”) and
Chris Comell (“Sunshower”), as
well as Mono's “Life In Mono,
Pulp’s “Like A Friend,” Duncan
. Sheik's “WishfulThinking;’ Poe’s
i “Today, the Verve Pipe’s“Her Or-
nament; Lauren Christy’s “Walk
This Earth Alone,” David Garza's
“Slave,’ Reef’s “Resignation,’and
Fisher's“Breakable” Also on the
ST: Iggy Pop's “Success,” the
Grateful Dead’s “Uncle John's
Band; Cesaria Evora's “Bésame
Mucho.” and two cuts by Tori
Amos (“Finn” and“Siren”).

Also opening this waek is Zero
Effect, starring Bill Pullman and
Ben Stiller. The film's Work
soundtrack contains Elvis Cos-
tello’s “Mystery Dance,’ Jamiro-
quai's “Drifting Along,"Nick Cave
&The Bad Seeds’“Into My Arms’
Candy Butchers’ ‘Tl You Die;’
and three cuts by the Greyboy

4
5
%

UNCLE SAM| Don't Ever Want To...(Stonecreek/Epic) local listings). 11:35pm). Allstars (‘The Method, Part 27
M ———— et e « Victoria Williams, Late “Blackmail Drop; and "The Zero
night Show With Jay Leno(NBC, NightWith Conan O'Brien(NBC, Effect’). Songs by Dan Bem,
Video airplay from January 26-February 1. 11:35am) 12:35am) Bond, Mary Lou Lord, Brendan
’ ’ Benson, Esthero,Thermadore,
and Heatmiser complete the ST.
p
. T H E
Jﬂ‘ £ ”"2’;‘;’;3”:;2 eholds 21 million households mtum i
)/\ TN vrvusic Programming V;;;ng:;%’}ng .
l . - _— CONCERT PULSE i
i H . MUSIC TELEVISION Avg. Gross
ooy &V'((’LeFoe/f Iay llSt- | LIS Pos. Artist (in 600s)
RNice & Slow (Laface/Arista) g PR ) 1 ROLLING STONES $3594.6
PUFF DADDY & THE FAMILY Been Around...(Bad Boy/Arista) l - National TOP 20 . I 2 U2 $1740.6 « HERCULES (Walt Disney)
BUSTA RHYMES Dangerous (Elektra/EEG) - ) 3 FLEETWOOD MAC $905.8 Michael Bolton’s “Go The
WILL SMITH Gettin' Jigay Wit it (Columbia) CELIE OION My Heart Will Go On (350 Music) 4 ELTON JOHN $585.8 Distance” is the highliaht of the
NOTORIOUS B.1.G. Sky's The Limit (Bad Boy/Arista) USHERNice & Slow (LaFace/Arista) 5 PHISH $516.2 g

BOYZ 1l MEN A Song For Mama (Motown}

STING 1/PUFF OAQ0Y Roxanne '97 (A&M)

MISSY “MISOEMEANOR” ELLIOT Beep Me 911 (Elekira/EEG)
JANET Together Again {Virgin)

L.L. COOL J Father (Def Jam/Mercury)

Video playlist for week ending January 30.

I

| RapCityTop10 |
2PAC | Wonder If Heaven Got A Ghetto (Amaru/Jive)
NOTORIOUS B.1.G. Sky's The Limit (Bad Boy/Arista)
LORO TARIQ & PETER GUNZ Deja Vu (Codeine/Columbia)
FIRM Phone Tap ( Track Masters/Aftermathy/interscope)
LIKS Afl Night (Loud/RCA)

MACK 101/1CE CUBE Only In California (Priority)

PUFF OADOY & THE FAMILY Been Around... (Bad Boy/Arista)
COMMON Retrospective For Life (Refativity)

WYCLEF JEAN Gone Till November (Ruffhouse/Columbia)
GANGSTARR You Know My Steez (Noo Trybe/Virgin)

Video playlist for week ending January 30.

K.P. & ENVYISwing My Way (Elektra/EEG)

SERMON, MURRAY & REOMAN Rapper’s Delight (Priority)
SPICE GIRLS Too Much (Virgin}

MISSY “MISOEMEANOR” ELLIOT Sock It... (FastWestEEG)
SALT-N-PEPA Gitty Up (Red Ant/London/Island)

MARY J. BLIGE Seven Days (MCA)

MARIAH CAREY Breakdown (Columbia)

SWV Rain (RCA)

PUFF OAOOY & THE FAMILY It's All About... (Bad Boy/Arista}
UNCLE SAM| Don't Ever Want... (Epic)

QUEEN PEN All My Love (L Man/interscope)

ICE CUBE We Be Clubbin’ (Heavyweight/A&M)

0L SKOOL Am | Dreaming (Keia/Universal)

K-Cl & JOJO All My Life (MCA)

LOX If You Think I'm Jiggy (Bad Boy/Arista)
PUFFOADQY & THE FAMILY Been Around... (Bad Boy/Anista)
OESTINY'S CHILONo, No, No (Part 1) (Grass Roots/Columbia)
BRIAN MCKNIGHT Anytime (Mercury)

Most requested frozen from the week of January 23.

6 AEBA McEMTHIEBROOKS&DUNN $475.4

7 “AFKAP” $451.3
8 PUFF DADDY $440.5
9 AEROSMITH $346.1
10 AMY GRANT $336.4
11 BARRY MANILOW $207.7
12 ALAN JACKSON $207.2
13 JANE'S ADDICTION $193.5
14 TIM MCGRAW $155.8
15 CHICAGO $150.5
Among this week's new tours:
BROOKS & DUNN HUM
DAYS OF THE NEW TOBY KEITH
FOGHAT LETTERS
FROM GOODHOMES TO CLEO
VINCE GHILL TODD RUNDGREN
G.LOVE & KEVIN SHARP
SPECIAL SAUCE

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

Walt Disney soundtrack to this
feature film, which also contains
songs performed by zast mem-
bers Danny DeVito, Bobcat
Goldthwaite, RipTorn, Charlton
Heston, and others.

* G.I. JANE (Hollyw»od)

The Hollywood soundtrack
to this feature film starring Demi
Moore sports two sangs by the
Pretenders: “Goodbye” and
“The Homecoming.”

* EXCESS BAGGAGE
(ColumbiaTriStar)

This feature film stars Alicia
Silverstone and showcases re-
cording artist Harry Connick Jr.
in a supporting role.
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OPEN UP YOUR EYES

mv’ﬂ;»*j'

#2 MOST ADDED!!

with over 40 adds at CHR!!!

THESE STATIONS ALWAYS HAVE
THEIR EYES WIDE oPEN...

Q102 Q106
WFLZ

WKSS WDJX
KSLZ WSTW
WZEE WKRZ

New VIDEO ships

this week!

GUARANTEED RESEARGH!!!

R&R ALTERNATIVE @-D
From the PLATINUM album LEMON PARADE

4\
wed
Dolvdor 66‘“\ ng;m

All’s Affair In Love & Politics!

nce the President Clinton sex

scandal broke, you knew it was just

a matter of time till radio pounced...
and you knew it would be Jacor. Sure 'nuff,
WLWI/Cincinnati got the ball rolling by
offering $1 million to the first lady (with the
exception of the First Lady) to prove she
has had “improper sexual relations” with
Clinton during his presidency.

* WFLZ/Tampa morning drivers MJ &
BJ are qualifying listeners for a Monica
Lewinsky look-alike contest. A Clinton clone
will be on hand Tuesday morning (2/3) when
all the Monica wannabes vie for the grand
prize: $1000 and a weekend trip to DC.

* WAKS/Tampa OM/PD Mason Dixon
dispatched a letter to Lewinsky’s attorney,
William Ginsburg, offering Lewinsky $50,000 to
appear on the station and explain exactly what
happened between her and the president.

* Radio personalities Corey Deitz and
Jay Hamilton have released a Clinton-inspired
computer game called “Sex, Lies & Audiotape.”
It is Windows-compatible and is free to
download at www.radioearth.com/sla.htm.

* KDWB/Minneapolis night jammer
Tone E. Fly has put together the “Have You
Slept With The President Million-Dollar
Challenge.” If someone in the Twin Cities
metro area comes forward with scientific or
photographic proof they have had sexual
relations with Bill Clinton, then they win a
million bucks!

* WSFL/Greenville, NC is having a “Bad
Boy Bill Weekend,” where listeners can
receive copies of the movies Liar Liar, Free
Willy, and The Truth About Cats And Dogs.

On a more serious note, ABC News
Radio launched “Crisis In The White House,”
a nightly two-hour program focusing on the
scandal. So far the show — hosted by
ABC’s Bettina Gregory and WABC/New
York’s Lionel and featuring correspondents
Sam Donaldson, Cokie Roberts, Jackie
Judd, and George Stephanopoulos — has
been given a two-week commitment.

Westwood One has kept on top of the
situation (so to speak) by offering hourly 60-
second updates on its CNNRadio service,
and CBS Radio News is supplying its
stations half-hour commercial-free updates.

and over.
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What do these great station$ have in common?
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impact for your station promotions, WS A u BM

Banners on a Roll, is ideal for indoor and outdoor appearances. Put
your call letters and logo everywhere you go and display them over

Call Susan Van Allen today for your personal consultation on

Are You Drivin’ Ray ( Who-<
Wants To Know?)

Paul Thomas Breakfield — aka Tom
Steele of WFBC-FM/Greenville, SC’s Hawk
& Tom morning show — was fined $200 and
sentenced to 240 hours of community
service by a Greenville municipal court for
reckless driving. Last September, he was
caught driving while wearing a blindfold on
Interstate 385. Breakfield says the stunt
(part of which was broadcast) was a tribute
to singer Ray Charles — who, the jock says,
reportedly once drove a car. He tells ST he
“felt the sentence was pretty harsh,” but the
station has agreed to pick up the fine.

At KYYS/Kansas City, interim PD Larry
Moffit gets the official PD nod. Look for “the
new 99.7 KY” to officially get those new
calls soon.

Meanwhile, KZPT/Tucson taps Darla
Thomas as its new PD. The former KSMG/
San Antonio MD/afternooner starts at the
Pop/Alternative station on Monday.

First Broadcasting Networks was
getting set to taunch 10 full-time formats
(starting with an Oldies service) under the

First Doesn’t Last

Continued on Page 38

Rumors

* IsViacom about to score two of CHR's finest, with
KKRZ/Portland PD Ken Benson heading to MTV and
KUBE/Seattle PD MikeTierney going toVH1?

* Will Jackie “The Joke Man” Martling rejoin
Howard Stern after a contract dispute? Don’t count
on it — Stern has publically said the chances of
Martling returning are “pretty over”

* Will WSIX/Nashville afternoon personality Cari P.
Mayfield jump ship to do mornings for a present or
future Dick Broadcasting Nashville station? Whatever
happens, don't look for an immediate move — May-
field has a 12-month non-compete.

* Couid longtime KIOI/SF morning driver Don Bleu
or crosstown KFRC morning driver Dean Goss be
headingtoL.A.?

« Expect KWIN/Stockton to have named its new PD
by the time you read this. Will it be former KHQT/San
Jose PD John Christian?

e ls former WWZZ/Washington nighttimer Jo Jo
Morales being wooed by stations inWashington, Phii-
adelphia, and Baltimore?

andmany more
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Continued from Page 36

supervision of Top 40 legend Bill Drake.
But company insiders have confirmed
rumors that the network is being dissolved.
According to former OM Pat Clark, the
company has let several of its key
personnel go, including Drake and
legendary jock Humble Harve. Besides the
format launches, the company was in the
process of upgrading two suburban Dallas
radio signals. Owner Ron Unkefer was
unavailable for comment at press time.

Plenty of action from the Texas Gold
Coast, as KZFM/Corpus Christi slaps new
CHR/Rhythmic competitor KZJM with a
temporary restraining order against using the
slogan “Jamz.” 'ZJM flipped from Classic
Rock last Thursday (1/22) by kicking off
“20,000 Jamz in a row without commercials,”
and KZFM — claiming prior usage of “Jamz”
— got the restraining order. Trial date is set
for next Friday (2/6). By the way, former
KLUC/Las Vegas Production Manager Chris
DeMarco joins KZJM as PD.

Rumbles Pt. 1

* WEGQ/Boston afternooner Jo Jo *Cookin”
Kincaid exits. PD Pete Falconi is handling afternoons
untit a replacement is named.

* Look for WNDU/South Bend, IN PD Bill Mitchell
to exit for mornings at Hot Country WHDG/Rhineland-
er, Wl in a move that brings him closer to his family.

* WQGN/New London, CT MD Chico exits. Former
WQGN PD Franco will handie MD duties.

* KFMB-FM/San Diego nighttimer Michael Steele
(aka“the new guy”) adds APD duties.

» WROR/Boston afternoon driver Joe Martelle exits.

» KVOO/Tulsa overnight legend Larry Scott exits to
join Bill Mack as co-host of the Midnight Cowboy Truck-
ing Network, based out of flagship WBAP-AM/Dallas.

* KSMB/Lafayette, LA APD/MD/nighttimer Sam Di-
amond exits. Brad Newman adds night duties, and
Larry LeBlanc assumes music duties until further
notice.

* Jacor’s KSLZ/St. Louis hires former WPRO-FM/
Providence nighttimer Danny Wright for similar duties.

* KCHZ/KC APD Todd Haller is named PD atWLLC/
Charleston, SC.

» KLLC/SF MD Julie Stoeckel adds APD stripes.

» KBBT/Portland PD Michael Newman exits.

« KLUC/Las Vegas morning driver Jay Casey seg-
ues to sister KXNT for mornings.

* WAXY-AM/Miami nighttimer“Big A" returns with his
Good Old Days show, effective March 1.

» Former WWWW/Detroit morning driver Steve Gan-
non takes similar duties at WQKL/Ann Arbor, Mi with
co-host Lucy Ann Lance.

* WZYP/Huntsville, AL hires Dede fromWSTH/Co-
lumbus, GA as afternoon co-host.

» Former KHTQ/Spokane PD Scott Shannon joins
crosstown KISC for Production Director duties.

} McVay Media Marketing <

Programming consultants McVay Media
also specialize in marketing and promotion.
The Advisors’ Alliance combines the
resources and brain power of McVay Media,
B/D&A, OpTiMum, marketing specialist Dan
Garfinkel, and sales expert Dennis Best.

_____ywww americanradiohistorvycom o

(advertisement)

’ Not That There’s Anything
Wrong With That...

The day before Valentine's Day,
KTNQ-AM/L.A. afternoon drivers Hugo
“El Gordo” Cadelago and Juancarlos
Ortiz will marry gay couples on the air.
Ortiz, a Presbyterian minister, said, “I
know | will catch hell from my church. We
don’t worry about what people do in their
bedrooms.” Cadelago remarked, “I have
enough problems with my own orgasms to
worry about anyone else’s.”

Congratulations to the winners at the
25th Annual American Music Awards last
Monday night, and kudos to Columbia Sr.
VP Jerry Blair and VP/Pop Promo Charlie
Walk, who were singled out by Benny
Medina for their work with the AMA-winning
Soundtrack of the Year, Men In Black.

NYPD Blues: The ST
Broadcaster Blotter

Last Wednesday (1/24), WKTU/NY
morning show co-host John Sialiano (aka
Goombah Johnny) was arrested and
charged with extortion and racketeering
relating to a New York strip club, Scores.
Sialiano’s arrest ended a four-year
investigation that led to the arrests of 40
people, including the son of jailed Gambino
crime family boss John Gotti.

Mitch “Blood” Green, a professional
boxer who reviews movies for WAXQ/NY,
was arrested after police raided a
suspected drug dealer’s apartment in a
Manhattan housing project. Green allegedly
gave an acquaintance $20 to purchase
some “stuff”; when she didn’t return, Green
went in to get her. He was arrested and
charged with criminal trespassing.

Continued on Page 40

PROMO OF THE WEEK — A Song With A Pulse!
Island Records sent out an igloo cooler with a heart
on ice and the latest from Mach Five, “I'm Alive.”

} One Stop Shop ‘

McVay New Media designs Internet Web
sites. McVay Media has alliances for
television production, database marketing,
direct marketing, and telemarketing.

Make one phone call. Call Mike McVay at
440-892-1910 or www.mcvaymedia.com.
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Spending another night alone
Wondering when I'm gonna ever see you again
Thinking what | would give to get you back baby
| should have told you how | felt then
Instead | kept it to myself, yeah
| let my love go unexpressed
'Til it was too late
You walked away
Was it something | didn't say
When | didn't say “I love you"
Was it words that you never heard
WAS IT SOMETHING | DIDN'T SAY All those words | should have told you
Written and Arranged by Diane Warren All those times, all those nights when | had the chance to
Was it something | didn't say
Always assumed that you'd be there
Couldn't foresee the day you'd ever be leaving me
How could | let my world slip through my hands baby
| took for granted that you knew, yeah
| guess you never had a clue
‘Til it was too late
You walked away
(Chorus)
All the words were in my heart
They went unspoken
Baby now my silent heart is a heart that's broken
| shoulda said so many things
Shoulda let you know you're the one | needed near me
But | never let you hear me
(Chorus)

FOLLOW-UP TO THEIR GOLD RECORD
INVISIBLE MAN

ON YOUR DESK NOW

AL

MOTOWN

a PolyGram company

© 1998 Motown Record Company. { P, a PolyGram company-
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1 million audience reach
After 2 weeks - Top 5 Airplay!

Active Rock €D - @
Adult Alternative Debut €X)

Monitor
Heritage Rock 10-9*
Mainstream Rock 19-14*
Active Rock 37-25 *
Adult 55-44 *

Sales - 350,000

Top 40 impact Date March 10th

« On tour with Aerosmith through 2/11
« On tour with Bob Dylan starting 2/12

« Performing live on Conan 0’Brien 2/13

We can!! 4@ Rocks!

Rumbles, Pt. 2

* KRUZ/Santa Barbara, CA names Mike O'Brian
PD/MD.

» KiSN/Salt Lake City PD Burke Allen exits.

» KCAQ/Oxnard, CA APD/MD Jacque Gonzales-
James adds midday duties.

» At WHYT/Detroit, PD Matt Anthony exits for a
production slot at WXVO/Knoxville.'HYT MD/morn-
ing driver Michael Hayes becomes PD.

» KCRW-FM/Santa Monica-L.A. MD Chris Dou-
ridas will leave the noncommercial station after sev-
enyears to focus on his role at DreamWorks Records.

Continued from Page 38

Consultant Mike McVay’s annual
Radio School, a seminar for clients of
McVay Media, B/D&A, and OpTiMum
Consulting, will be held as part of The
Conclave, July 16-19, at the Marriott City
Center in Minneapolis.

At press time, Jacor CEQ Randy
Michaels confirmed a deal to bring in
Chancellor Broadcasting Company (CBC/

3 " TRN) syndicated talker Art

Bell to the Premiere Radio
Network stable as part of
the acquisition of CBC and
the Talk Radio Network. The
deal is valued at
approximately $9 million
and includes KOPE-FM/
Medford, OR. CBC
President Alan Corbeth will
continue with Jacor as a VP
at Premiere Radio Network.

|

Art Bell

} Backtraxx USA Takes Off.’.'.'{

Congrats to Z100/NY APD/nighttimer
Kid Kelly, whose syndicated 80s retro
show, “Backtraxx USA,” is literally taking off.
Starting in March, a specially programmed
version of the show will be heard on United
Airlines — and on board Air Force One!

Hollywood Records honcho Tim Burris
is the recipient of the latest Charlie Minor
Memorial Football Pool. More than 200
industry prognosticators contributed to the
pot, now known as “Burris’ vacation fund.”

Signal enhancements to Big City
Radio’s KLYY-FM/Arcadia, CA — one-third
of the Alternative Y107/L.A. trimulcast —
improve the outlet’s reach to 84% of L.As
Arbitron population. Another enhancement
will soon bring Y107’s signal penetration up
to over 90% of the market.

VNIV VIV EEaY 22 VoY dPatatal ZaVa [Fa) atTaS JaV AV ATATAY o' W

* WLS/Chicago Pres./GM Zemira Jones given
duties of WKXK.

« Daryl Trent tapped asVP/GM of WDRE/Philadelphia.

« Jacor setsMike Kenney as Market Manager/Cincinnati.

¢ Jim McGuinn grabs WPLY/Philadelphia PD post.

* Phil Manning made PD of KNDD/Seattle.

v |

* Michele Anthony advances to Exec. VP/Sony Music.
* Brad Hunt joins Hollywood Records as Exec. VP/GM.
« Jim Kalmenson set as VP/GM of KIWKW/L.A.

* John Peake picked as KRXY/Denver PD.

* Randall Bloomquist appointed R&R Washington

Bureau Chief.

* Jim Bell is boosted to GM of KFMK/Houston.
* Larry Berger promoted to Ops Dir. of WWPR/NY.
* Bob Mitchell named WPGC-FM/Washington PD.
* Lee Martin tapped as PD of WLIF/Baltimore.
* Humble Harve (Miller) joins KRLA/L.A. for nights.

v

* Grant Santimore selected as VP/GM of WABX/
Detroit.

¢ Dan Forth appointed Dir/ABC Rock Network.

* Dave Hamiiton returns as PD of KDWB/Minneapolis.

* Alan Sneed returns to WKLS/Atlanta as PD.

* Joel Folger joins KEGL/Dallas as MD/afternoon

driver.

* Carl Brazell appointed VP/GM of KRLD/Dallas.
* Jimi Fox named PD for KCBQ/San Diego.
* Lee Arnold tapped as PD for WAAF/Worcester-
Boston,
» WFEC-FM/Harrisburg PD Dene Hallam begins do-
ing weekends atWiF|/Philadelphia.
‘Carey Curelop joins KMJK/Portiand. I

Records

« Atlantic/Nashville Director/National Promotion
Larry Kingis leaving the label to head a new, as-yet
unnamed, Nashville-based independent label that will
release music for a number of formats.

» Jordan Zucker relocates to Atlanta for Nat'| Pro-
mo Dir. duties at N2K.

» Former VP/Rock promo A&M and recent consult-
antJ.B. Brenner joins Warner Chapell asVP/Promo.

Send us your StreetTalk! Contact Frank Miniaci
at 310-788-1650 or by e-mail at
miniaci@rronline.com.
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s p I [: E\_;G I “ I_ 3 “SpiceWorld” The Movie #2 Last Week!
“SpiceWorld™ The Album #3 This Week!

Major Airplay...Qver 150 Stations T ﬂ ﬂ M “ c H

ﬂ;‘,’& ::,HFFL'Y wﬁm ‘:::EM :/:thz w;,x m the new smash from the triple-platinum album Spiceworid
KHTS KPRR KHOM WXYV KQKQ KLUC . L The new movie Spiceworld in theaters now
WFLZ KIS WAPE KSFM KZQZ WRvVQ Praduce by Absalute
KZHT KHYS KSSK WZPL WHY! WBHT . : F ADL Keyword: Spice Girls
WEZB KDWB WNTQ WKSS WAKS WNNK Winners ef Favorite Pop Lp/New Pop Artist Yrg2=  nttasiwwwsirginresords.com

Favorite Pop Group - American Music Awards “A 1938 Virgin Regords Ltd.

“The biggest Club/Crossover record since the
Bucketheads, and it has since become a bigger
radio record. it's a full time POWER Rotation
record for B96!11”

Erik Bradley/MD B96 Chicago

Airplay At:

B96 T2
KISV 53x
KPTY  30x
KNS 25«
KBFM 44x
WPGW 10x
KHTT  37x

AROUND THE Wmll.l SR | n
the wicked cool new song Ce—— __ 7o hitp//www.virginrecords.com

and video from the dEbUt AOQL Keyword: Virgin Fecords

: album Homework - Sima ©1998 Daift Trax, under exciusive
#1 Billboard Club Record license to Virgin France/Virgin

H ) fca, inc.
#1 Mixshow Record All tracks written, composed and produced by Records America,
Thomas Bangalter & Guy-Manuel de Homem-Christo for Daft Trax. W.
i

215,000 LP's Scanned!! e
130,000 Singles Scanned!!! ***DAFT PUNK is nominated for the first ever Dance Grammy Award***  BUZZ BIN
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Continued from Page 4

halt the deal. Miller said Nationwide should sell its Minneapolis stations to a local owner — preferably KANDU. Nation-
wide and Jacor both have said FCC rules prevent the FCC from weighing whether a particular applicant for a license is
“better” than another. KANDU also filed a supplement to its petition last week that cites“discrepancies” in Nationwide’s
response, namely letters from minority entities endorsing the deal that the Reverend says are bogus.

AMRC Plans Terrestrial Service

I n comments filed with the FCC earlier this month, the NAB said that DARS provider American Mobile Radio Corp’s
plan to deploy approximately 1000 terrestrial repeaters, each with effective radiated power (ERP) of up to 10 kW, in
order tofill in gaps in coverage, would “cover most of the U.S. papulation without the need for end-users to receive any
satellite signal.” NAB proposed that the commission prohibit the DARS providers from originating programming at the
repeaters and that the ERP be limited to 1 kW. In reply comments filed last week, AMRC countered that its receivers are
designed to work only if the repeaters rebroadcast satellite programming and that the proposed power limit“would be a
prohibitive escalation in the cost of improving coverage.” CD Radio echoed this idea in its response. Both companies
were granted DARS licensesin April 1997 and plan on rolling out their services in late 1999.

FCC’s Liquor Jurisdiction Questioned

CC Commissioner Harold Furchtgott-Roth last week told R&R that he has yet to receive “a clear statement from the

bureau”about the commission’s jurisdiction involving liquor advertising. Many government officials, including former
commissioners Rachelie Chong and Jim Quello and Senate Telecommunication Subcommittee Chairman Conrad Burns,
have questioned whether such an inquiry should instead be within the Federal Trade Commission’s purview. Furchtgott-
Roth said he questions “whether the commission is the appropriate agency” to look into the matter.

PAR Calls NPRM ‘Money Talks Policy’

ositive Alternative Radio Inc. (PAR) stated in comments filed with the FCC last week that the system it proposed in a

November notice-of-proposed-rule-making (NPRM), which would resolve mutually exclusive applications for the same
broadcast license with auctions, “unequivocally favors wealthy, deep-pocketed persons or entities and substantially
prejudices small businesses and minorities” PAR said the “most controversial aspect” of the NPRM is the proposal to
reopen filing windows for licenses that have already been closed to new applicants.

Jacor Proposes Stock Offers

J acor Communications will sell approximately $495 million worth of securities in three offerings. The first is an
offer to sell 3.8 million shares of common stock, expected to generate $200 million: the second is a $100 million sale
of fixed-rate notes in aggregate principal amount; and the third is a sale of 20-year, liquid-yield option notes (LYONS),
expected to bring in $150 million. The LYONs are zero coupon senior notes and are convertible into Jacor common
stock. The company plans to use the proceeds to buy the Nationwide Communications stations.

Heftel Raises $205M In Stock Offering

eftel Broadcasting Corp. has generated approximately $205.2 million from its sale of 5.75 miltion shares of its

Class A common stock. The proceeds will go toward paying down debt, future acquisition, and general corporate
purposes. Foflowing last week’s announcement, Salomon Smith Barney analyst Paul Sweeney rated Heftel “outper-
form.” Heftel closed at $44.250 on January 22, up $0.3125 from the previous day’s close.

ARS Begins Consent Solicitation :

merican Radio Systems Corp. has begun a consent solicitation for its 11.375% cumulative exchangeable preferred
stock. The company is seeking “to facilitate the separation of its radio broadcasting business and its communica- :
tions tower business”” The solicitation expires February 2. y

Analysts Rate Clear Channel, Disney

lear Channel Communications is a good stock to short, Prudent Bear Fund portfolio manager David Tice told
Fortune magazine in its February 9 issue. Tice said, because its operating cash flow margins are shrinking and
operating cash flow margins are slowing, its stock is worth about $33 a share — about 60% less than January 23's close
of 81.937. Morgan Stanley analyst Frank Bodenchak, who currently has an “outperform” rating on Clear Channel,
pointed out, however, that the company’s earnings have grown on average 40% per annum since it went public in 1984,
compared to 8% for the typical stock. He told R&R he expects the company to see a 20%-25% growth per annum in
cash earnings over the next two years. On Tuesday, Lehman Brothers analyst Timothy Wallace reiterated a“puy”rating
for Clear Channel.
Meanwhile, Furman Selz Inc. analyst Stewart Halpern reiterated a“buy” rating for The Walt Disney Co. Monday, and
seta 12-month price target of $115 per share. He lauded the launch of the children’s network Radio Disney by ABC,
which he called“the essence of what Disney is good at: taking branded content and exploiting it across all media.”

Portals Condition Is Unacceptable

he new FCC headquarters does not meet minimum security requirements established by the Department of Justice,

the commission’s managing director Andrew Fishel said. In a letter sent Monday to General Services Administra-
tion regional administrator Nelson Alcalde, Fishel said security in the Portals complex’s lobby and garage is not up to the
standards set by DOJ after the Oklahoma City bombings. FCC spokeswoman Liz Rose told R&R the letter served as“a
plea”to GSA to renegotiate the building’s lease with its developer.

AWRT Proposes Gender Initiatives

he American Women in Radio & Television has asked the FCC to undertake several initiatives to ensure that

women-owned businesses receive equal opportunities in broadcast spectrum auctions. Among the recommenda-
tions: tiered bidding credits for women-owned businesses; allowing women-owned businesses to make installment
payments on licenses they win; and imposing stringent standards for proving that women-owned businesses are con-
trolied by women. AWRT data shows that women-owned businesses “have not fared well” in previous FCC auctions in
which gender-based incentives have been eliminated.

Emmis Buys Texas Magazine

mmis Publishing Corp., a division of Emmis Broadcasting Corp., agreed Tuesday to buy Mediatex Communications
Corp., publisher of Texas magazine, for $37 million plus the assumption of subscription liability. The deal is expect- |
ed to close within 30 days. :

%
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Ent’s Otis Best.

That's what it must feel like when your first single goes gold, especially if
it's “Butta Love” by the group Next. Members from the vocal trio appeared
recently on BET's Planet Groove and shared the moment with the show’s
host, Rachel Stewart (third from right), and its audience. Pictured after the
show are (I-r) Naughty By Nature & Divine Mill's KayGee, Next's T-Low,
Tweetly & R.L., Arista Sr. VP/Black Music Lionel Ridenour, and Flavor Unit
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Island

Continued from Page 1

bels, returns to the Island fold.

Ames said, “It will be a great
pleasure to work with such a talent-
ed operational and creative team at
one of our most treasured labels.”

Sigerson and Barbis take control
of Island following founder Chris
Blackwell’s well-publicized resig-
nation last year. Blackwell founded
the company in the early *60s and
sold it to PolyGram in 1989 for
around $300 million.

“Island has been a part of my life
since my teens, when I first made
records for Chris Blackwell,” Siger-
son said. “I'm inspired by the op-
portunity to support its artists, hon-
ored by the responsibility to protect
its legacy, excited by the challenge
to contribute to its future, and get-
ting to do this with Johnny makes it
a double reunion.”

Barbis noted, “I had a fantastic
year at A&M Associated Labels and
cannot thank [A&M President/
CEO] Al Cafaro and [Polydor
Records President] Nick Gatfield
enough for their generous support.
I must admit, however, it’s great to
be back home at Island and work-
ing with Davitt.”

Prior to joining Island, Sigerson
was President/CEQ of EMI Records
trom 1994 until it was shuttered in
mid-1997. From 1991 until 1994,
he was President of Polydor. He has
also been a record producer (Tort
Amos, the Bangles), journalist, re-
cording artist (on Island Records),
and songwriter (occasionally pub-
lished by Island Music).

Barbis most recently was Presi-
dent of A&M Assaciated Labels, a
post he held since January *97. He
also served as Island’s President
between 1993-96. Prior to his role
at Island, Barbis was Exec. VP of
the PolyGram Label Group (PLG).
He joined PolyGram in 1991 as Sr.
VP at PLG. He also worked with
the marketing and promotion con-
sultant firm B&W Entertainment.
Earlier in his career, Barbis served
as Head/Promotion for Geffen
Records, Sr. VP/Promotion for ABC
Records, and National Promotion
Director at Chrysalis Records.
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=]

> Tim K A C. Narido Il
GRapHICS: Lucie Morris, Derek Cornett,
Renu Ahluwalia

ADMINISTRATION

LecaL CounseL: Lise Deary
Drrice Manager: Jacqueline Lennon
ACCOUNTING MaNAGER: Tony Munoz
AccounTing: Maria Abuiysa, Nalini Khan,
Magda Lizardo
RECEPTION: Juanita Newton
MaiL Seavices: Rob Sparago, Tim Walters

WastnGTon, DC: 202246370500, RAX: 202e463°0432
Bureau CHier: Jeffrey Yorke
AssOCATE EOiToR: Matt Spangler
E0IToRIAL ASSISTANT: Patrice Wittrig
LecaL CounseL: Jason Shrinsky

NASHVILLE: 615224448822, FAX: 615+248+6655
Bureau CHier: Lon Helton
AssociaTe Eoror: Calvin Gilbert
OFFice MaNAGER: Ashley Selby

ADVERTISING

Los ANGELES: 310553+4330, FAX: 310020398450
SALES ManAGER: Henry Mowry
AOvERTISING CooRoINATOR: Nancy Hoff
SALES ReReSENTATIVES: Paul Colbert, Missy Haffley,
Lanetta Kimmons, Kristy Reeves
SALES ASSISTANT: Deborah Gardner
AOMINISTRATIVE ASSISTANT: Ted Kozlowski
MaRkeTPLACE SALES: Dawn Garrett
0pPORTUNITIES SALES: Karen Mumaw
WASHINGTON: 202046320500, FAX: 202246340432
Vice PResiOENT/ SaLes: Barry O'Brien
SALES REPRESENTATIVE: Lauren Beicher
AOMINISTRATIVE ASSISTANT. Shannon Weiner

NASHVILLE: 615024408822, FAX: 61592486655
DIReCTOR/SALES: Jennifer Scruggs

A Perry Corp. Company
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AL PETERSON

NEWS/TALK

Marketing Radio: Not A Joh For The Inexperienced

[ The essential ingredients for effectively marketing your station

Your station’s latest marketing campaign is ready to be
launched. The whole management team, a few salespeople, and
a couple of hosts are crowded into the conference room, slap-
ping each other on the back and telling each other how great the
new TV spot or billboard looks. Three months later, a disap-
pointing Arbitron comes out. That’s when you can bet that all
of those same people will now claim that they never liked the
campaign to begin with and suggest that the agency that created

it should be fired!

Sound famil-
iar? It should, be-
cause this scene
is played out year
after year in sta-
tions all across
America. Most
radio stations are
great at market- [
ing products for
advertisers. But,

in general, our ef-
forts at marketing Dawn Gallagher
our own product tend to fall flatter
than a pancake. Because, as radio
people, we tend to think we know
best how to market ourselves. And,
all too often, the person charged with
leading the marketing effort has no
educational background in or real-
world experience at effective prod-
uct marketing.

Such is not the case for stations
and clients that have enlisted the

Talk Back to R&R!

if you have questions or comments
thatyou'd like to add, call Al Peter-
son at (619) 486-7559, fax (619)
486-7232, or e-mail alpeterson @
aol.com.

assistance of Dawn Gallagher, a
13-year marketing specialist now
with KDK Media, a media consult-
ing firm specializ-

ing tactics due to the inherent na-
ture of a station’s desire to be “on
the streets” in their community and
because we are constantly called
upon by advertising clients to do
value-added sales promotions. Mar-
keting, on the other hand, is related
to the bigger picture. It is through
the efforts of marketing that a sta-
tion can own certain images or per-
ceptions. The process takes what-
ever knowledge the station has
about its listeners from perceptual
or qualitative research and looks at

* Set a goal

opportunities

The Essentials Of Effective Marketing

¢ Identify the image you want to own

* Determine your target audience

* Research the lifestyle habits of the target
» Consider your own budget limitations/

— Dawn Gallagher, KDK Media

ference between the two, and a sta-
tion’s management should avoid
confusing them or lumping them
together as one.

R&R: What do you consider to be
the best form 1o use when developing
a marketing plan for a station?

DG: Well, I'm not sure that put-
ting together a quarterly or annual
marketing plan is a simple enough
process for one form to lead the
way. But, if you did try to condense
it into one magical form, the main
information for comprising an ef-
fective plan must

ing in all aspects
of product posi-
tioning, imaging,
marketing, and
promotion. She
has built market-
ing plans for both
radio stations and
non-radio prod-
ucts and services.

e

i

include:

* Identifying
your target audi-
ence — who they
are, how old they
are, and where
they live.

e Identifying
their similar life-

Recently, I talked

with Gallagher to get her perspec-
tive on what it takes to build an
effective marketing plan for a ra-
dio station. When you’ve finished
reading this article, be sure to cut
it out and save it for your station’s
next marketing meeting to see how
your station’s marketing plan mea-
sures up.

R&R: Many stations regard
“marketing” and “promotion” as
interchangeable words. Can you
define the differences for us?

DG: Promotion is just one of the
many elements that make up the
marketing model. In the radio in-
dustry, it tends to be one of the most
important and relied upon market-

ways to own or sell an image to the
targeted audience.
R&R: So you see the two items
as being very different, right?
DG: Right! There is a big dif-

o

Since value-added

style traits — are

they married or single, do they

have children or not, educational

background, hobbies, interests, are
they renters or homeowners, etc.

« Listing your station’s and your

is a reality in our

business, build one or two daily dayparted
features to handle those client-provided
giveaway items. This will prevent you from
having to reinvent the wheel every time a
sales request comes in.

E2)

competitor’s strengths.

+ Conversely. listing your sta-
tion’s and your competitor’s weak-
nesses.

+ Identifying the images your
station currently owns. Is it the
same image you want to own?

* What are your ratings goals,
especially in relation to cume and
TSL?

+ What marketing tactics do your
competitors rely on?

* What are your budget oppor-
tunities/obstacles?

* What promotional opportuni-
ties exist?

* What annual community events
are you tied into? What ones can
you further develop or maximize?

Combining all of this informa-
tion will give you a clearer vision
of your marketing goals, as well as
pave the way for you to actually put
a cohesive, strategic, and multifac-
eted marketing plan together.

R&R: Who should be the cre-
ative “judge” when purting togeth-
er a marketing campaign, and why?

DG: Ideally, it should be a panel
of your target listeners. If you are
considering a TV spot. have it test
marketed. Let these potential listen-
ers tell you what message they get
from your creative, Did they receive
the same messages and images you
wanted them to receive? Quite of-
ten, station management is sur-
prised by the results of such test-
ing. I realize that this isn’t always
feasible or cost-effeciive. In that
case — or for outdoor, transit, or
print campaigns — the judge should

Continued on Page 44

(719)579-6676.

Can We Talk?

We sure can! WOR has been
talking for 75 years with a reputation for
world class talent that continues today as
the country’s most listened-to Talk station.
Let the WOR Radio Network help you talk
with the best. We do it for nearly 400
stations every day. We can do it for you

For more information contact Rich
Wood or Ron Nahoum at (212) 642-4533
or Skip Joecke! in our Western office at

RADIO NETWORK

WA americantadiahictory com.
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Continued from Page 43

ideally be a panel consisting of the
GM, PD. and marketing director. If
your marketing person is well-
trained and has true marketing ex-
perience. he or she should be able
to play the role of referee. should
one be needed. I’d also suggest that
this is where a good, unbiased con-
sultant can come in handy. They
know and understand your goals but
aren’t usually involved with every
step of the creative process, and are
therefore less attached to a specific
creative campaign.

R&R: What is the inost common
mistake made by radio stations
when developing the creative for
an advertising campaign?

DG: Because radio is such a cre-
ative industry, it tends o attract
creative and passionate people.
Station personnel quite often get
too caught up n the creative pro-
cess. This causes their message to
get lost and, ultimately, hurts the
effectiveness of their campaign.
These stations actually become
victims of their own creativity. This
1s especially dangerous when a sta-
tion is using advertising tactics to
build cume rather than to just sup-
port their current cume and image.

With that in mind, I tell GMs,
PDs, and marketing directors to re-
member that the outcome here is

not to win an Emmy, but to in-
crease ratings by conveying a clear
message in an eye-catching way!
Save those Spielberg-type special
effects or that Picasso-style art-
work for another place and time.
Having your creative message
break through the clutter is impor-
tant, but not at the expense of los-
ing the message. If you are going
to err, err on the side of simplicity.

R&R: So the litile scenario I de-
scribed about the staff assemibled
in the conference room s pretty
close to reality?

DG: Absolutely! It’s generally
not a good idea to get too many
people on the staff involved in giv-
ing their opinions on the creative
process. For example, it is not al-
ways fruitful to start asking the air-
staff, the support staff, or promo-
tions assistants for their input on
creative. They usually do not have
enough of the big-picture informa-
tion, including access to specific
research and goals, to make an un-
biased judgment call. These peo-
ple are usually way too attached to
their own vision of what the sta-
tion should be or what they per-
sonally think would fook good. In
fact, you should not expect them
to be able to pull themselves out
of that circle and look at the cre-

here, either!

Early Bird Price Extended
Till February 5!

ou may not have won the lottery, but you sure got lucky
here. The $350 registration fee for R&R's Talk Radio
Seminar '98 will hold until February 5, 1998. Fax in those
registrations now, because this is the Talk Seminar you can’t
afford to miss. Questions? Call Carol Holt at (310) 788-

1619 or fax her at (310) 203-8450.
And remember: The Grand Hyatt in Washington, DC is raising its
room rate on Friday, January 30. Don’t miss out on the discount rate
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ative as an average listener would
or, even more importantly, as a po-
tential listener would.

R&R: How can you realistical-
Iy judge the ultimate value or ben-
efit to the station of your market
ing plan or a promotional idea?

DG: That easy. Evaluate or com-
pare the plan or idea against your
stated goals. Does it support these
goals? If the answer is yes, then
pursue it. If the answer is no, aban-
don the idea or try to rework it so
that it does support them! If you
have clearly identified your goals
as your first marketing step, it’s
easy to determine the value or ben-
efits of a specific idea.

R&R: Whar’s the most effective
personnel structure for the market-
ing/proniotions department? Should
you name separate promotional and
marketing directors, or can one per-
son effectively handle both jobs?

DG: Ideally. the structure should
include a marketing director who
works with the program director on
marketing issues — both on and off
the air. Quite often, this person also
works with the sales department (o
put together projects, packages. or
events to bring in non-spot revenue
or to help liquidate some promo-
tional costs.

The promotion director should be
the person who helps execute some
of the marketing plans and makes
sure the station is visible on the
streets, as they say. This person
should also help execute on-air con-
tests and prize fulfillment. as well as
work with the sales department on
value-added requests. Then, depend-
ing on your market size, there should
be promotions assistants and/or an
intern program. These people are
there to help execute all promotion-
al efforts, especially on-site events.
In many cases. it is not financially
realistic to have both a marketing
director and a separate promotions
director. But, generally speaking, if
you're in a Top 30 market, I'd say it
is pretty crucial to split the positions.

Having your creative message break
through the clutter is important, but not
at the expense of losing the message.
If you are going to err, err on the
side of simplicity.

R&R: Should marketing and
promotions be designed 1o romance
your core or bring in new cume?

DG: This depends on your po-
sition in the marketplace. But. as a
general rule of thumb, outside mar-
keting such as TV, outdoor, direct
mail, etc., should be used to build
new cume. Promotional efforts like
contesting, community tie-ins, spe-
cial events, and the like. should be
used 1o, in your words, romance
your core.

R&R: How can a station best
maximize its opportunities when pre-
sented with a promotional concept?

DG: Develop a promotions eval-
uation process. First. compare the
proposed concept or idea (o your
list of marketing goals. Does it sup-
port any of those goals? In instanc-
es where you are trying (o maxi-
mize opportunities, start to evalu-
ate and examine if it is supporting
more than just one of your goals.
If it doesn’t, work with your sta-
tion’s brain trust to develop ways
that would allow it to do so. And
if i’s an idea that’s been brought
to you by an outside company or a
client, don’t be afraid to go back
to them with changes or new ideas
that will help you maximize the op-
portunity while enhancing their
event and involvement, too.

R&R: Any tips for handling
those never-ending value-added
promotion requests from the sales
department so that they don't over-
take the station?

DG: Simply don’t allow it to
happen! If you do contesting. keep
the prizes desirable to your target
audience. However, since value-
added is a reality in our business.
build one or two daily dayparted
features to handle those client-

NEED WOMEN

WE'VE GoT 'Em!

¢ Blistering discussions of current affairs!

¢ Passionate debate on personal life issues!

¢ Ardent consumer advocacy!

12N-3PM EST

Mon-Fri
Satcom C-5, Transponder 23,
SEDAT Channel 20

WAAM-aRericantadiohistionicoit.

)

provided giveaway items. This will
prevent you from having to rein-
vent the wheel every time a sales
request comes in. which will save
you a lot of time and energy.

R&R: A final question, Dawn. Is
it best to stretch your marketing
dollars over several different medi-
ums, or do you advise concentrat-
ing on dominating one medium?

DG: I'm a firm believer that a
good marketing plan should be well-
balanced and multifaceted. While a
radio station may want to own a cer-
tain medium when it comes to ex-
ternal advertising, I think stations
should strive to have a constant and
consistent “marketing mix” of adver-
tising, contesting, street visibility.
community tie-ins, and loyalty mar-
keting plans.

This is important, because most
stations have more than one market-
ing goal. and because it takes more
than just one impression to get lis-
teners to respond. As for dominat-
ing one external advertising medi-
um, I tend to think it is best to be
involved with two or more mediums,
either simultaneously or successive-
ly. That way your message doesn’t
just blend into the background,
which can occur when a station re-
lies too heavily on one medium for
too long a period of time.

Got Photos?

henever you have photos

from your News/Talk sta-
tion’s events and promotions, be
sure you send them to R&R,
10100 Santa Monica Bivd., 5th
Floor, L.A., CA 90067-4004.

PEREY

e

ENTERTAINMENT GROUP

Produced and Distributed by
NETSTAR ENTERTAINMENT
Call 212-588-9700 (NY)

714-650-3800 (LA)


www.americanradiohistory.com

R&R Talk Radio Sem

FEBRUARY 19-21, 1998
WASHINGTON D.C.

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

inar

minar 98

on-music programming grows more important every day, and
R&R’s commitment to Talk Radio continues with the R&R Talk

Radio Seminar '98. This is an excellent opportunity for

general

managers, program directors, and producers to increase their
success with the Talk Radio format. Keynote speakers and concurrent
sessions will address the broad spectrum of issues which currently

confront Talk Radio: from increasing the bottom line to the challenges of

managing talent, from today’s ownership consolidation to tomorrow’s tech-

nological advances, and much more. Fill out the forms below and mail or

fax them to our Los Angeles office. REGISTER TODAY!

98

'0"Q uoibuIysep « 8661 ‘12-61 Aieniged

Seminar Registration

INFORMATION

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

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

MAILING ADDRESS

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

12

5
SEMINAR FEES s
me“ded

cancellation fee.
No refunds after

PRE-REGISTRATION
ON-SITE REGISTRATION

S4007
$450

There is a $50.00

February 11, 1998.

METHOD OF PAYMENT: SEMINAR

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

Amount Enclosed:  §

D Visa D MasterCard D American Express D Discover D Check

Account Number I

Call Letters/Company Name

Street

Expiration Date

|

City

Month Year  Signature

Telephone #

Print Cardholder Name Here

Hotel Registration

We look forward to hosting you in Date of Arrival

Amount $

“Time of Arrival

The Grand Hyatt

our nation's Capital at the Grand
Hyatt Washington, Jocated in the

[ American Express O visa [ MasterCard [ Discover

at Washington Center
heart of downtown Washington DC.

The Grand Hyatt at Washington Center is conveniently located 15 minutes
from Washington National Airport, and"within waiking distance of the White
House, Ford’s Theatre and Lincoln Museum. The US Capitol, Smithsonian,
Vietnam Memorial and more are Jocated nearby. * To guarantee your reser-
vation we require either an enclosed check or money order covering the first
night's stay, or a major credit card number, expiration date, and signature.
Deposits will be refunded only if cancellation notification is received at least 7
days prior to arrival. * Reservations requested after January 28, 1998 or
after the room block has been filled are subject to availability and may not be
available at the convention rate. Check in time is 3:00 pm; Check out time is
12 noon. * NOTE: IF PAYING BY CHECK, MAKE OUT THE CHECK FOR YOUR
HOTEL RESERVATION TO THE GRAND HYATT, AND A SEPARATE CHECK TO
R&R FOR YOUR SEMINAR PAYMENT.

NO. OF ROOMS

TYPE OF ROOM CONVENTION RATES

Date of Departure

[ Diners/Carte Blanche [ Check

Account Number

Company

Expiration Date: Month

Address

Signature

Single (1 person) * $149 / night

City

Print Cardholder Name Here

Double {2 people) * $169 / night

1 Bdrm Suite $475-1000 / night

Telephone #

Gold Passport #

* Regency Club Rates Available

Sharing Room with

Non-Smoking Room Requested m]
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14th Annual Grammy Contest

U} Enter and compete to win a free trip to attend
R&R Convention 98, June 11-13 in Los Angeles

&R’s 14th annual contest returns to help the Grammys celebrate 40 years of reward-

ing excellence in music. The awards will be presented February 25 at Radio City
Music Hall in New York. Epic recording artist Bahyface leads with eight nominations for
his writing, producing, and performing talents. Imago/WB recording artist Paula Cole
shows up in seven categories including Producer Of The Year, Non-Classical for her ac-
claimed This Fire CD. Paul McCartney, a 13-time Grammy winner, is up for Album Of The
Year with Flaming Pie (Capitol). McCartney will compete with another *60s rock star, Bob
Dylan, whose Time Out Of Mind (Columbia) is also nominated in that category. The late
Notorious B.1.G. earns three nominations including Best Rap Album for his multiplatinum
CD Life After Death (Bad Boy/Arista).

Good luck to all Grammy nominees and all R&R Grammy contestants!

HOW TO WIN:

Predict the highest number of eventual
Grammy winners from the 12 categories
shown.

WHAT YOU’LL WIN:

First Prize: Roundtrip airfare to Los Angeles
from anywhere in the continental United
States. Three nights hotel accomodations at
the Westin Century Plaza Hotel. One compli-
mentary registration toR&R Convention '98.
Second Prize: Three nights hotel accomo-
dations at the Westin Century Plaza Hotel.
One complimentary registration for R&R
Convention '98.

Third Prize: One complimentary registra-
tion for R&R Convention '98.

Babyface

HOW TO ENTER:

Fill in your name, affiliation, and phone
number on the adjacent Grammy Contest
Ballot, then check off your predictions in
each of the 12 categories — one guess per
category and one entry per contestant. Fax
or mail this page or a copy of it to:

Fax: (310) 203-9763.
Mail: R&R Grammy Contest '98
10100 Santa Monica Blvd., 5th FI.

e e —

Los Angeles, CA 90067

DEADLINE:
5:00pm Pacific Time Friday, February 20

Winners will be announced in the 3/6/98

issue of R&R’s Street Talk. Erykah Badu

Using Olympia Prep Serwces can lead to
heavy phones, audience excitement and higher ratings.

‘ olympia

prep

I\,

Liidne L

I it
1998 Grammy Contest Ballot
NAME
TITLE _ -
AFFILIATION PHONE # B
(__ RECORD OF THE YEAR ) { BEST MALE POP ) BEST ALTERNATIVE MUSIC }
[ WHERE HAVE ALL THE COWBOYS VOCAL PERFORMANCE PERFORMANGE

GONE?/Paula Cole (Imago/WB)

[ SUNNY CAME HOME/Shawn Colvin
(Columbia)

[J EVERYDAY IS A WINDING ROAD/
Sheryl Crow (A&M)

(J MMM BOP/Hanson (Mercury)

[ I BELIEVE | CAN FLY/R. Kelly (Jive)

( ALBUM OF THE YEAR )

[ THE DAY/Babyface (Epic)

(1 THIS FIRE/Paula Cole (Imago/WB)

(1 TIME QUT OF MIND/Bob Dylan
(Columbia)

[ FLAMING PIE/Paul McCartney
(Capitol)

[ OK COMPUTER/Radiohead (Capitol)

C SONG OF THEYEAR )

{J DON'T SPEAK

IHOW DO I LIVE

(1 1 BELIEVE | CAN FLY

{1 SUNNY CAME HOME

[ WHERE HAVE ALL THE COWBOQYS
GONE?

[J EVERY TIME | CLOSE MY EYES/
Babyface (Epic)

[J CANDLE IN THE WIND 1997/Elton
John (Rocket/A&M Associated)

[ WHENEVER WHEREVER
WHATEVER/Maxwell (Columbia)

[ FLY LIKE AN EAGLE/Seal (Warner
Sunset/Atlantic)

[ BARELY BREATHING/Duncan Sheik
(Atlantic)

BY A DUO OR GROUP
WITH VOCAL

(J SILVER SPRINGS/Fleetwood Mac
(Reprise)

(J MMM BOP/Hanson (Mercury)

[ VIRTUAL INSANITY/Jamiroquai
(Work)

(J DON'T SPEAK/No Doubt (Trauma/
Interscope)

(J ANYBODY SEEN MY BABY?/Rolling
Stones (Virgin)

[ BEST POP PERFORMANCE ]

( BEST NEW ARTIST )

U FIONAAPPLE
(J ERYKAH BADU
(J PAULA COLE
[ HANSON

(J PUFF DADDY

{ BEST FEMALE POP VOCAL )
PERFORMANGE

[ BUTTERFLY/Mariah Carey
(Columbia)

J WHERE HAVE ALL THE COWBOYS
GONE?/Paula Cole (/mago/WB)

[J SUNNY CAME HOME/Shawn Colvin
(Columbia)

[ FOOLISH GAMES/Jewel (Atiantic)

1 BUILDING A MYSTERY/Sarah
McLachlan (Arista)

BY A DUO OR GROUP
WITH VOCAL

[J FALLING IN LOVE (IS HARD ON THE
KNEES)/Aerosmith (Columbia)

1 THE CHAIN/Fleetwood Mac
(Reprise)

[J PUSH/Matchbox 20
(Lava/Atiantic)

[J CRASH INTO ME/Dave Matthews
Band (RCA)

(] ONE HEADLIGHT/Wallflowers
(Interscope)

[ BEST ROCK PERFORMANCE ]

ROCK ¢« CONTEMPORARY ¢ COUNTRY
DAILY WORLD « SHOW PREP « PARDDIES « CHARACTERS o DROP-INS
ce JOKES * PRODUCTION ELEMENTS  CELEBRITY ROLODEX

[J HOMOGENIC/Bjork (Elektra/EEG)

(1 EARTHLING/David Bowie (Virgin)

(J DIG YOUR OWN HOLE/Chemical
Brothers (Astralwerks/Caroline)

[ THE FAT OF THE LAND/Prodigy
(Maverick/WB)

U OK COMPUTER/Radiohead (Capitol)

( BEST R&B ALBUM )

(1 THE DAY/Babyface (Fpic)

(U BADUIZM/Erykah Badu (Kedar/
Universal)

() SHARE MY WORLD/Mary J. Blige
(MCA)

[ EVOLUTION/Boyz I Men (Motown)

[ THE PREACHER’S WIFE— Soundtrack/
Whitney Houston (Arista)

[ FLAME/Patti LaBelle (MCA)

PERFORMANCE j

[J PUT YOUR HANDS WHERE MY
EYES COULD SEE/Busta Rhymes
(Elektra/EEG)

(J THE RAIN (SUPA DUPA FLY)/Missy
“Misdemeanor” Elliot
(EastWest/EEG)

LJ AIN'T NOBODY/L L. Cool J. (Geffen)

[J HYPNOTIZE/Notorious B.1.G.

(Bad Boy/Arista)

(J MEN INBLACK/Will Smith
(Columbia)

[ BEST RAP SOLO

[ BEST FEMALE COUNTRY ]
VOCAL PERFORMANCE

) DID | SHAVE MY LEGS FOR THIS?/
Deana Carter (Capitol)

J THE TROUBLE WITH THE TRUTH/
Patty Loveless (Epic)

(1 HOW DO I LIVE/LeAnn Rimes (Curb)

X ALL THE GOOD ONES ARE GONE/
Pam Tillis (Arista)

[ HOW DO | LIVE/Trisha Yearwood
(MCA)

(818) 377-5300

- —————
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STEVE WONSIEWICZ

Mercury Rises To Twain
Crossover Ghallenge

[J Label finds more doors open at Pop following Rimes’ breakthough

After one of the longest droughts on record for a genre of
best-selling artists, two country performers are enjoying stand-

out success with Pop audiences.

The enormous success LeAnn
Rimes had last year with the song
“How Do I Live” and the early pos-
itive feedback from Shania Twain’s
single “You’re Still The One” have
the pop and country indus- _
tries wondering if the mu- |
sic pendulum isn’t finally
swinging back in country’s
favor. Granted, we’re talk-
ing about songs that sound
far more mainstream than
twangy. Yet, if the trend
comes to fruition, it would
mark the first time in years
that country artists have re-
leased songs that rise to the
upper reaches of the Hot
AC and CHR/Pop charts.

Crossover Tightrope

For many in the business, myself
included, it’s a welcome change to
hear a Shania cut on a station other
than Country. But getting there re-
mains a highly charged issue.
Record execs and artist managers
have to walk the ever-present cross-
over tightrope and ensure that they
simultaneously continue to serve the
performer’s core fan base while ex-
posing the music to new audiences.

On the flip side, in an era when
urban and alternative records are
now ‘“‘mainstream,” programmers
must find opportune ways to play
country-leaning music that many
listeners haven’t heard on their sta-
tion in years. Already, Mercury/
Nashville has had some Country
PDs flare up over the decision to
take “You’re Still The One” — the
third single off Twain’s album Come
On Over — to Pop before
going to Country.

To ease any tensions,
Mercury/Nashville took
great pains to serve the
country demo when it start-
ed the ball rolling with the
album, but it still had its
sights set firmly on the Pop
world from the get-go. Mer-
cury/Nashville President
Luke Lewis recalls, “Our
strategy at the beginning
was that the third single
would be *You're Stili The One,” and
that it would go to other formats.
But we always wanted to superserve
our base first. The first two singles
were obviously Country records,
and we really didn’t believe they
had crossover potential.

“But our plan was also to have

Luke Lewis

David Leach

Mutt Lange [Twain’s husband and
producer/co-writer] remix most of
the songs so they would be palat-
able for the international market. As
the remixes started coming togeth-

er, one of the first songs we
| heard was the new version
{ of “You're Still The One,
which was also intended to
be the first single interna-
tionally. That’s when ev-
eryone started getting ex-
cited about the song’s po-
|| tential at Pop.”

Lewis — who had dis-
cussions with a half-dozen
# or so key Country pro-

grammers about the label’s
plans — empathizes with the for-
mat’s uneasiness about having a
new single at Pop before it is offi-
cially serviced and worked at Coun-
try. “Sure we’re concerned. We
don’t want to wreck a career just
because we want to maximize a
record. Shania’s concerned g
about it. too. But at some §
point it becomes unfair to
an artist to say, ‘We're not |
going to get as much expo-
sure as possible, because
we might piss off some
people at Country.”

Pop Goes The Single

Lewis agrees the well-
worn trail re-cleared by
Curb while breaking
Rimes at Pop helped. “On
the one hand, it might have broken
down some barriers, but on the oth-
er hand, it ruffled some feathers.
I'm just hoping the weight comes
down on the breaking bar-
riers side. In the end, nei-
ther the format nor the art-
ist was hurt.”

Lewis admits, however,
that the timing of the cross-
over efforts might not be
perfect for Country. “Inan
ideal world, we would have
shipped it to all formats si-
multaneously — maybe
even Country first. But be-
cause the first single
[“Love Gets Me Every
Time”] did so well and went to No.
1 in seven weeks, we probably got
a little cocky and thought the sec-
ond one would do as well. It’s still
a hit, but it’s taking longer, and the
time is right to go to Pop, so our
planning is a little off.

“But we had two hit singles be-

. -f}ic Lippincott
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fore the holidays. That’s an ideal sce-
nario when trying to sell records. It
certainly didn’t hurt anybody, and it
worked for everyone. We realize
we’re jeopardizing the top end of the
chart for [the second and current sin-
gle] ‘Don’t Be Stupid (You Know 1
Love You)’ with ‘You're Still The
One.” And if a Country programmer
decides to switch singles before
‘Don’t Be Stupid’ peaks, I'm certain-
ly not going to take issue.”

In setting up Twain at Pop, Mercu-
ry Exec. VP/GM David Leach says
it all goes back to the last album.
“When you sell as many albums as
she did and release such an incredi-
ble record, you have to look to see if
there is an opening for Pop airplay.
We were a little concerned at the time,
because she was still abrand-new art-
ist. We also didn’t want to mess with
the incredible Country juggernaut, be-
cause at the end of the day, she is a
country artist.

“So we tiptoed with the last sin-
gle on the album and ended up get-
ting some incredible airplay in Den-
ver and other markets. But we felt
that since it was the end of
the project and we weren’t
{ sure we could go all the
way, the best thing to do
was just service the record,
talk about it with radio, and
let it do its own thing.”

Chasing Airplay

That’s not what’s happen-
ing this time around. Leach
and VP/Promotion Steve
Ellis were “chomping at
the bit” to go to Pop when they first
heard *“You’re Still The One.” While
everyone agreed that cut was the
one to release to Pop, the next ques-
tion was when to start chasing air-
play. The answer: the beginning of
the year.

Leach continues, “We started set-
ting this up around mid-November,
after the second single was off to a
solid start at Country and the entire
project was established at retail. But
we waited awhile, because we want-
ed to go simultaneously with Nash-
ville to all formats. As it turned out,
the second single has had a longer
life than expected, so we are going
out a little in front of Country radio.”

Leach aiso didn’t feel that he need-
ed 1o let the record surface naturally
at Pop or start it at one format and
cross it. “It’s a three- or four-format
record, so there wasn’t any need for
staging. When you have a record
that’s this good, you get it out and
expose it to as many people as pos-
sible. We’re trying to make a point,

wnaana, amaricanradiahictarn, ~am
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At some point it becomes unfair to an artist to
say, ‘We’re not going to get as much exposure
as possible, because we might piss off some

people at Country.’
—Luke Lewis

because Shania is potentially one of
the biggest artists in the music busi-
ness. And I have enough people in
radio, ones with credibility and rat-
ings, who tell me I'm justified.”

That’s certainly the_case at Hot
AC WKTI/Milwaukee, where PD
Danny Clayton is excited about the
song’s prospects, having two weeks
ago bumped “You’re Still The One”
10 20-plus spins. “Shania has prob-
ably traveled as far to this format as
an act like Third Eye Blind. And,
hopefully, that’s what this format is:
a melting pot for listeners.”

If it’s the right song and artist,
Clayton says more country acts
could cross. “If it smacks too much
of country, I probably won’t play it.
The most country thing about
“You’re Still The One’ is saying,
‘Shania Twain,” The song isn’t. It
really doesn’t matter who does it as
long as the song is right. We had a
huge success with LeAnn,
and I think the Shania |
record is less country than
LeAnn’s.”

That’s an intriguing
statement, given the com-
petition in Milwaukee.
But the same battles be-
ing waged in Beer City
USA are going on else- |
where. Clayton contin- §
ues, “On one side, there’s
a milder version of us in
WMYX. and on the oth-
er, there’s a true Modern AC with
WPNT. With our audience, it’s
easier to cheat on the side of
something that’s more adult”

That’s a big change from when
Curb began working Rimes to Pop.
As Curb VP/Promotion Ric Lippin-
cott notes, it was like pulling teeth
to get airplay; but once they got it,
they stuck with it.

“Top 40 didn’t want anything to
do with her in spite of her mega
success at Country. In fact, it was
because of her success. In a lot
of cases, programmers never even
listened to the record. It was like,
‘Oh, LeAnn Rimes. Country art-
ist. Next?” And even when we
told them about the success other
stations were having, they
switched their objections to things
like, ‘It’s a ballad, and this is the

9

summer.

An Uphill Battle

Lippincott concedes that he and
his staff didn’t break any new ground
in working Rimes at Pop; it was ba-
sic promotion. “But we had to be
extremely consistent and not give up.
It took over six months to break that
record, and many times we had one-
and two-add weeks. It was uphill
from Day One.”

In retrospect, Lippincott isn’t sur-

Danny Clayton

E

prised at the initial resistance,
since the label “was fighting an
illusion that went back 20 years
that if you played a country
record at Top 40, you’d die.”

Now that the door is open,
however, he believes Pop has to
remain selective about which
country records to play in order
to maintain their sustained rat-
ings growth. “I don’t want to see
Top 40 develop the attitude that
since it had success with one or
two country records, it will have
success with all of them. That’s
just not true. If they do that,
they’ll end up where they were
in the mid-’70s.

“Top 40 has always been
song-driven, but time and time
again programmers end up find-
ing something that works and re-
peating it over and over. That’s
wonderful when you’re talking

about format structure,
"""" ] but terrible when it
| comes ‘to the music, be-
| cause every song is dif-
ferent.”

While Pop radio looks
to be easing the barriers
to entry, some pros think
the same thing may be
happening in Country.
Notes Rusty Walker
Programming Sr. VP/
Operations Rick Shayne,
“Most smart Country
program directors don’t care if a
record crosses over. In fact, it
could be helpful for the format
and possibly bring listeners back
to Country.”

Country’s ratings slip may
have tempered its anti-crossover
rhetoric. “It’s quite possible,”
says Shayne. “Since there’s
been a slight slump, maybe they
might not be as greedy as be-
fore.”

KEEY/Minneapolis OM
Gregg Swedberg, one of a
handful of Country program-
mers reporting “You’re Still The
One,” agrees with Shayne. *I
encourage my Top 40 and AC
brethren to play country music
after I’ve used it up. If they
want to expose the music, my
feeling is that the people who
hear those songs will start to
look on the radio for more of it
and tune into us.”

Swedberg says he isn’t about
to abandon Twain, given her cur-
rent track record. “She’s a very
important artist for us. She’s
done spectacular. The key point
is, at what point does the artist
decide to bail on the format and
not deliver a country record?
But that’s not an issue right now.
She’s a country artist.”
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CHR In Tune With °N Sync’s ‘I Want You Back’

CHR is, pardon the pun, in synch
when it comes to mainstream pop

they already love, the kids might not
embrace it. But that’s not the case.

'N Sync

The kids really are get-
ting into it.”

Reynolds says records
like ‘1 Want You Back”
are exactly what rhythm-
leaning Pop stations need.
“Great records like this are
i ratings generators, be-
cause it’s something we
can own exclusively at
Pop. So much music is
shared with Hot AC and

records. The latest to join the pack
is RCA vocal quintet ’N Sync,
whose debut U.S. single, ‘1 Want
You Back,” moves from No. 35 to
No. 27 on the CHR/Pop charts.

Here are some of the highlights:
KIIS/Los Angeles (24 spins),
KZKQ/San Francisco (36),
WWZZ/Washington (38), KHKS/
Dallas (39), KSLZ/St. Louis (35),
and KKRZ/Portland (31). Other
key stations reporting the cut in-
clude KRBE/Houston, KDWB/
Minneapolis, WZJM/Cleveland,
WKSS/Hartford, and WKSE/
Buffalo.

The early momentum marks the
second success for Johnny Wright,
who also manages the Backstreet
Boys on Jive. In fact, Wright bor-
rowed liberally from the Backstreet
Boys playbook for his new act. N
Sync is Orlando-based, like the
Backstreet Boys. *N Sync broke in
Europe and the rest of the world
way before making noise in the
U.S,, just like the Boys. Some of
’N Sync’s music also sounds like
the Boys’, which is not too surpris-
ing, since Wright served as execu-
tive producer for the former’s de-
but album. What RCA and Wright
hope to do now is replicate the
Boys® U.S. sales and airplay suc-
cess.

One programmer who likes what
he hears is KHKS MD John Rey-
nolds, whose station has been play-
ing “I Want You” since the week of
Christmas. Reynolds says the track,
which has received around 200
plays, is already pulling in positive
research. “It’s really doing well with
adults because it is such a recog-
nizable record, and it’s doing well
with the kids.”

The latter is an area he was a lit-
tle concerned about, because the
station has had such great success
with an import song from the Back-
street Boys titled “Everybody,”
which, he says, sounds very simi-
lar to *‘I Want You Back.” Reynolds
notes, “Adults don’t care, because
‘1 Want You Back’ is a great record.
But if it sounds too much like a song

Modem AC that an N Sync can help
you keep a separate identity. People
will have to come here to hear this kind
of music.”

In working the single to Pop,
RCA took advantage of the post-
holiday release lull. It also wanted
to get ahead of several other main-
stream records that will be serviced
in the weeks ahead. The label over-
nighted the music to everybody on
December 29 and ended up coming
out of the year with 200 spins. By
the add date, that total had grown to
400. The first week of radio, RCA
landed 53 Pop adds and followed it
up the next week with 35.

Sr. VP/Promotion Ron Geslin
recalls, “It was important to have a
big add week to show everyone that
it’s a valid record. Not only did the
smaller stations come aboard, but
so did the toughest stations in Amer-
ica. We had the right group of peo-
ple telling us we had a hit record.”

Geslin remains bullish about the
outlook for straight-ahead pop.
“This is where the music is going.
There is a lot of room for groups
like this. As long as the songs are
great and the presentation is right,
there’s a great market for it.”

’N Sync’s self-titled album goes
to retail on March 10.

- Smooth Sailing At Urban
For ‘Strawberries’

The new year is starting off
smoothly for A&M’s newly rejuve-
nated R&B promotion staff. Its lat-
est release is Smooth, whose new sin-
gle, “Strawberries,” went from No.
47 to No. 39 on the Urban Top 50.

The single has picked up some
key major-market support, with sta-
tions like WGCI/Chicago, WJLB
and WCHB in Detroit, WKYS/
Washington, KKDA/Dallas,
WZAK/Cleveland, WILD/Bos-
ton, and WQUE/New Orleans
coming aboard.

It’s a welcome retum for Smooth,
who gained a following in the mid-
*90s thanks to the song “You’ve Been
Played,” which appeared on her Jive
release Mindblowin’ and the hit

soundtrack to the movie Menace To
Society. Yet, aside from appearing
on an Immature song, she’s been rel-
atively quiet since.

Interestingly, Smooth’s new al-
bum, Reality, and its self-described
“Female Mack”-meets-hip-hop
style nearly took a much different
road. As A&M Sr. VP/Urban Mar-
keting & Promotion Dave Rosas
recalls, the initial demo was more
in a Tracy Chapman style. Rosas,
eager 1o get going again after EMI
Records was closed last year, set
about making some key changes.

He recalls, “I didn’t start here of -
ficially until September 1, but after
EMI closed in June [A&M Presi-
dent/CEQ], Al Cafaro and I start-
ed talking, and in July I started as-
sessing all the projects. Smooth
was one of those. They had already
shot a video, but all I could think
about was, ‘You can’t do this.
That’s not her image.” When I first
heard ‘Strawberries,” the old radio
programmer in me came out. And
after hearing it a couple of times, I
knew we had something.”

Rosas started working “Straw-

Smooth

berries” in October, putting the
street team in action and servicing
the record to clubs. In December,
he initiated a major sticker cam-
paign in markets like New York, Los
Angeles, and Detroit, where WJLB
PD Michael Saunders was already
having big success with the song.
In the new year, the label started the
chase.

“We wanted to give people
enough time to get familiar with the
song. I knew from myself that it’s
a four-five listen record. But once
you get it, it’ll grab you.”

With radio coming steadily to
the party, Rosas and company are
looking for other areas of exposure.
Smooth is already committed to ap-
pearances at WILB and WCHB in
February, and more are in the
works. Also, the singer will hook
up with cognac maker Hennessey.
“We’re looking for more things like
that,” says Rosas. ““We want to get
in places she’s never been before.”

Reality goes to retail on March 10.

_Lexus To Sponsor Clapton Tour

R R e b B T S P A
Tour sponsorship for big-name acts continues to grow

even larger. The latest renowned artist to bring on board

a corporate sponsor:

Eric Clapton. He's
named Lexus, Toyota’s
luxury car division, to
be the exclusive spon-
sor for his 1998 Ameri-
cantour. Lexus plans a
full-blown marketing
program targeted to the
25-54 demo that will in-
clude print and TV ad buys, direct mail, interactive pro-
motions, and event marketing. The campaign rolls out
during the first half of '98 on a national and local market
basis. The deal — similar to Citibank’s arranged spon-
sorship of Elton John's current tour — highlights the
need for artists to offset the increasing cost of touring.
Notes Clapton’s manager Roger Forrester, “In the past,
we've chosen not to have sponsors for most of Eric’s
tours. Now, however, with the cost of tours escalating,
we wanted to be able to produce an extraordinary con-
cert, and we are pleased to have an outstanding under-
writer” Clapton’s forthcoming Reprise album, Pilgrim,
is slated for a March release.

In other tour news, Canadian superstars Our Lady
Peace return south to the States for a headlining tour
set to start at the world-famous Toad’s Place in New
Haven on February 26.
Headswim opens for
the first leg of the tour,
with Black Lab joining
on March 4 ... Alt-coun-
try group Whiskeytown
begins another portion
of its national club tour
on January 21 with new
members: former fIREHOSE singer/guitarist Ed Craw-
ford, bassist Jenni Snyder, and multi-instrumentalist Mike
Daly. Original guitarist PhilWandscher has left Whiskey-
town ... God Lives Underwater gets ready to hit the road
in support of its new album, Life In The So Called Space
Age, its first for 1500/A&M. The group will also begin a
national club tour on February 13 in Tempe, AZ ... Reg-
gae act Steel Pulse starts its U.S. tour on February 13 in
West Palm Beach ... Noted DJ/producer/recording artist
David Holmes kicks off 38 spinning and mixing for the
Crystal Method tour, beginning in Washington on Febru-

ary 20.
S e
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If you're a Duran Duran fan, you'll want to know the
band and Capitol have split. The group released 12
records during its decade-plus association with the Ia-
bel ... Black Grape members Kermit and Carl McCar-
thy have left the Shaun Ryder-fronted group ... A me-
morial concert celebrating the late Nicolette Larson and
benefiting the UCLA Children’s Hospital and a special
pediatric endowment fund is set to feature Crosby, Stills
& Nash; Carole King; and Linda Ronstadt. The show
goes on February 20-21 in Los Angeles.

In the studio: MCA alterna-rock band Semisonic has
completed work on its upcoming album, Feeling Strangely
Fine. Produced by Nick Launay and mixed by Bob Clear-
mountain, it arrives at retail on March 24 ... Alt-country su-
pergroup Golden Smog, which features members of the
Jayhawks, Soul Asylum, and Wilco, is putting the final touch-
es on its forthcoming Rykodisc album ... Kula Shaker is
set to begin work on its next album, with Rick Rubin and
George Drakoulious sharing production honors.

Lastly, Internet surfers now have the ability to cus-
tomize their own Valentine’s Day CD by visiting
www.musicmaker.com. Buyers can purchase up to 70
minutes of music and choose among 85,000 songs. The
site also offers custom messages for those who want to
give the CD as a gift. Prices range from $9.95 to $19.95.
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R&R'’s exclusive sub-chart combining airplay from Hot AC, Alternative, Adult Alternative, and CHR/Pop

[~ TOTAL PLAYS

Katherine Browit

LW TW ARTISTTITLELABEL(S) ™ LW STAﬂOJé/II-\DDS
1 o MATCHBOX 20 3am (LHVB/AﬂantIC) 1958 1739 410 Pop/Alternative is giving a real “home” fo artists like Indigo Girls, Jewel, and
2 o SMASH MOUTH Walkin’ On The Sun (/nterscope) 1804 1674 380 Sarah McLachlon. Some people like this haven’t been core artists in other
o THIRD EYE BLIND How's It Going To Be (Elektra/EEG) 1543 1311 41N i formats, but they are so incredibly huge in Pop/Alternative.
Some straight-ahead, modern rock bands like Green Day, Live, and Tonic ate
o LISA LOEB | Do (Geffen) 30 1258 38/ focusing on getting airplay on Pop/Alternafive. If anyone had told me a year ago
10 o LOREENA MCKENNITT The Mummers’ Dance (Quinian Road/\WB) 1373 1120 42A that 1'd be playing Green Day on my stafion, t would have said they were crazy.
E 0 SARAH MCLACHLAN Sweet Surrender (Arista) 1338 1195 39/0 But since bands like this are in tune with what Pop/Alternative is all about, there
are definitely things by them that we can play.
+ 7 CHUMBAWAMBA Tubthumping (Republic/Universal) 1320 1305 3200 . =
These groups are putting out great power ballads that work just fine for us.
@© GREEN DAY Time Of Your Life (Good Riddance) (Reprise) 1310 1143 430 Since Pop/Alternative is song-focused rather than catalog-focused, it gives us a
s TONIC If You Could Only See (Po/ydor/A&M) 1207 1155 330 much wider variety. As soon as something becomes mainstream or accepted, o
] ) format like Alternative drops it. That helps enable us to build a really cool artist
i @ BEN FOLDS FIVE Brick (550 Music) 1124 899 4283 core and play a lot of variety. There's a very good music mix now, and our
o 1 SUGAR RAY Fly (Lava/Atiantic) 1015 1131 290 formatisn’t, by any means, ballad-heavy.
- @ VERVE Bitter Sweet Symphony (HutVirgin) 998 860 3572 The beauty of Pop/Ahe.rnative is that .it fills @ wonde.rful niFhe between Rock.:.md
) what my audience considers to be their parents’ radio station. | wantto position
& @ ALANA DAVIS 32 Favors (Elektra/EEG) 950 889 3810 my station clearly as a younger alternative to an Adult Contemporary.
15 @ BILLIE MYERS Kiss The Rain (Universal) 949 821 28A One possible drawback to Pop/Alternative is that the format’s so popular that
2 15 PAULA COLE | Don’t Want To Wait (Imago/WB) 804 892 260 several other stations in a market can play ot least some of our music. In an¢
) given market, you can scan across the dial and hear several stations playing
17 @ CHANTAL KREVIAZUK Surrounded (Columbia) 831 764 300 Jewel followed by the Wallflowers. What you do between the music becomes very
16 17 SUNDAYS Summertime (DGC/Geffen) 799 804 230 | important. Our attitude and presentation are very hip and “non-radio.” We
. don’t have any traditional slogans or jingles.
15 O SISTER HAZEL All For You (Universal) 732 709 210
@ @ SISTER HAZEL Happy (Universal) 0 68 3 Katherine Brown is Program Director of Pop/Alternative Hot AC WSHE/Orlando.
@ MEREDITH BROOKS What Would Happen (Capitol) 678 553 221

Forward-thinking executives lend their perspectives about

This chart refiects airplay from January 19-25. Songs ranked by total plays. Contributing stations Pop/Alfernative music and formatics each week.

combine from the Custom Chart function on R&R ONLINE. © 1998, R&R Inc.

New & Active Contributing Stations

MARCY PLAYGROUND Sex And Candy (Capitol)

Total Plays 585, Total Stations: 26, Adds: 8

SAVAGE GARDEN Truly Madly Deeply (Columbia)
2

Total Piays: 566, Total Stations: 15, Adds:

BARENAKED LADIES Brian Wilson (Reprise)

Total Plays: 512, Total Stations: 21, Adds: 3

EDWIN MCCAINT'll Be (Lava/Atlantic)
Total Plays: 433, Total Stations: 15, Adds: 0

CELINE DION My Heart Will Go On (550 Music)

Total Plays: 332, Total Stations: 8, Adds: 2

PAULA COLE Me (/mago/WB)
Total Plays: 295, Total Stations: 15, Adds: 2

JIMMY RAY Are You Jimmy Ray? (Epic)

Total Plays: 288, Total Stations: 12, Adds: 3

CORNERSHOP Brimful Of Asha (Luaka Bop/WB)

Total Prays: 236, Total Stations: 12, Adds: 1

EVERCLEAR Everything To Everyone (Gapitol)

Total Plays: 233, Total Stations: 9, Adds: 0

PEARL JAM Given To Fly (Epic)
Total Plays: 229, Tota! Stations: 11, Adds: O

KPEK/Albuguerque, NM (HAC)
KAMX/Austin, TX (HAC)
KLLY/Bakersfield, CA (HAC)
WBMX/Bosion, MA (HAC)
WLCE/Butfalo, NY (HAC)
WLNK/Charlotte, NC (HAC)
WTMX/Chicago, IL (HAC)
WXEG/Daylon, OH (Alt)
KALC/Denver, CO(HAC)
KXPX/Denver, CO (AA)
WPLT/Detroit, MI (Alt)
KVSR/Fresno, CA (HAC)
WJIBX/FL. Myers, FL (AA)
WKS|/Greensboro, NC (HAC)
WKZ1/Greensboro, NC (HAC)

KKPN/Houston, TX(HAC)
KOZN/Kansas City, MO (HAC)
KMXB/Las Vegas, NV (HAC)
WLIR/Long Island, NY (Alt)
KYSR/Los Angeles, CA (HAC)
WPLL/Miaml, FL{HAC)
WPNT/Milwaukee, Wi (HAC)
KOSO/Modesto, CA (HAC)
WPTEMorfolk, VA(HAC)
WSHE/Orlando, FL(HAC)
WPLY/Philadelphia, PA (Alt)
KZON/Phoenix, AZ (Alt)
KZZP/Phoenix, AZ (HAC)
WVTY Pittsburgh, PA (HAC)
KBBT/Portland, OR (HAC)

WDCG/Raleigh, NC(CHR/P)
WINE/Rochester, NY (HAC)
KZ20/Sacramento, CA (HAC)
WALC/St. Louis, MO (HAC)
WVRV/St. Louis, MO (AA)

| KENZ/Salt Lake City, UT (AAY
KFMB/San Diego, CA (HAC}

| KLLC/SanFrancisco, CA (HAE)
KRUZ/Santa Barbara, CA (HAC)
WHPT/Tampa, FL (AA)
WMTX/Tampa, FL (HAC)
WMBX/West Palm Beach, FL{HAC)

| WXLO/Worcester, MA (HAC)

43Total Stations

Songs ranked by total plays

HAC-Hot AC Ait-Alternative AA-Adult Aiternative CHR/P-CHR/Pop
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Off To See KIIS-FM’s Marketing Wizard

[J What goes on behind the curtain? Von Freeman tells all

The road began 14 years ago in Dodge City, KS. Along the
way, he learned countless lessons about how to effectively pro-
mote and market his radio stations no matter what size budget
he had. And now, Von Freeman has arrived at a promotions
pro’s equivalent to the Emerald City: the Director/Marketing boards in L.A. is three or four times
job at heritage CHR KIIS-FM/Los Angeles and Sports Talk
sister KXTA-AM. Von, you're not in Kansas anymore.

In the course of his journey, he’s
learned that successfully marketing
a station takes heart — a passion for

ber to write down “KIIS-FM” or “‘AM
1150.” With ratings periods that never
seem to end and the stations broad-

I’ve also worked with no budget. It’s
all relative, because no matter how
big the budget, it’s never enough to
move the needle the way you want to
move the needle. Buying TV and bill-

more expensive than buying the same
in Cincinnati,

With no budget or limited budgets
for the past 10 years, I've been able to
put together topical and timely promo-
tions after watching people like [Ja-
cor’s] Tom Owens,

the medium and the

station. It takes a brain R

— one that constantly
cranks out creative | %
ideas. And it takes )
courage — the cour- .
age to try things that
have never been done
before. (And it doesn’t

i

B.J. Harris, and
Jack Evans, They're
the masters of tak-
ing any radio for-
mat and coming up
with incredibly cre-
ative ideas that cost
little or nothing.

hurt to carry an oilcan
to keep things running smoothly.)

It’s hard to believe there was a time
not too long ago when a station’s pro-
motion director was often little more
than a glorified van driver giving
away bumper stickers. These days, as
the marketplace has grown more and
more competitive, promotion and
marketing directors have become
some of the most important people
inside a radio station. As a conduit
between programming and sales, they
are crucial to both the ratings and the
bottom line of radio stations.

That’s the job Freeman took on
when he was hired to succeed long-
time KIIS promotion guru Karen To-
bin last summer. And while his bud-
get might be bigger, Freeman says the
basics are still the same. Here, he lays
down his foundation for promotion
and marketing success.

R&R: How do vou define your role
at KIIS?

VF: My job is to promote the radio
station and get the word out. It’s not
the easiest job, because we’re not sell-
ing products off a shelf, and, unfortu-
nately, we have no barometer except
Arbitron. What distinguishes radio
promotion and marketing directors
from our counterparts in other busi-
nesses is that we play the image and
recall game. That’s our product. It’s
my job to try to get people to remem-

casting 24 hours a day, seven days a
week, as promoters and marketers, we
also have to be constantly on.

R&R: What is your theory on
marketing and promoting a radio sta-
tion?

VF: My CHR philosophy has al-
ways been to be the “most fun” radio
station. I use the word fun, because
that’s the easiest way to explain it.
When you’re fun, you become the
most compelling. Everyone wants to
be around a fun person, and I look at
radio like it’s a person. Most people
hang out with other people they most
identify with. The samegoes for a ra-
dio station. Few of us want to hang
out with others who are downers. Most
of us want to be with fun, up people.

Marketing radio stations is also
like playing a high school popularity
game. In most cases, people want to
hang out with the most popular kid
on the block. So, it’s our job to make
that radio station the most popular.
You do that by being the most socia-
ble. I've taken this real basic view of
radio from Kansas City to L.A.

R&R: Many are going to read this
and say, “Yeah, Freeman is good be-
cause he's got a $3 million dollar
promotion budget at KIIS.”

VF: Budgets are relative to your
market. While I admit to having the
biggest budget I've ever worked with,

Now I'm lucky
enough to be working with these guys.

R&R: What moves the Arbitron
needle these days?

VF: First, let me tell you what
doesn’t. Saying, “We play 45 min-
utes of music nonstop; we're contin-
uous music,” just doesn’t work in to-
day’s world of over-communication.

There are two things that make a

WHERE DISCO LIVES FOREVER — The KIIS promotions crew gathered
behind the scenes at a promotion featuring '70s disco diva Thelma Hous-
ton. Seen here are (I-r) Promotions Director Sandy Ito, Marketing Director
Von Freeman, Promotions Coordinator Eric Zanelli, Houston, afternoon
driver Gary “I'm Your Boogie Man” Spears, promotional associate Damien
Shediak, and the Laugh Factory’s Scott Rocket.

to reach millions of people. To cut
through all the competition and clut-
ter, on-air imagery and packaging are
crucial. If your competitors are also
giving away $10,000, what are you
going to do to come up with the most
creative way of giving that $10,000
away? It takes a tremendous amount
of creativity — perhaps 25 or so ideas
to find the right idea that cuts through.

My philosophy on outside market-
ing is that it needs to be bizarre and
nothing like anything else anybody
has ever seen before. It can’t be the
same old radio jargon. Again, saying,
“We are continuous hit music,”
doesn’t mean anything to anybody!
What is hit music? Is that hit music
for a Country station? There’s one
Country station here in L. A. that nev-
er identifies itself as Country in its
TV commercials.

R&R: What advice can you give
on how to be compelling?

VF: It takes a tremendous amount
of creativity. You have to throw some

tary school in East L.A. got vandal-
ized, and 18 computers were de-
stroyed. We immediately got on the
phone to a large children’s toy store
that had these limited-edition Prin-
cess Diana Beanie Babies. They do-
nated 97 Beanie Babies — including
14 that had been retired — and we
went on and started an auction dur-
ing the midday shift. By 3pm, KIIS
listeners had donated $10,000 —
enough to replace the computers with
brand-new ones — and the principal
of the school was very, very touched.

Recently, Rick Dees shaved three
moms’ heads completely bald for
tickets to our KIISMAS party, and a
TV station came up to cover it. Why?
Because we had Hanson and Chum-
bawamba, and parents will do any
thing for their kids. This lady had a
gorgeous head of hair shaved for
these tickets. It sounds crazy, but I'll
tell you, it’s compelling radio!

R&R: What makes you good at
what you do?

KIIS-FM’s outdoor campaign included these “men in black.”

radio station really successful. Num-
ber one is having a top-rated morn-
ing show. At KIIS, I'm fortunate to
be working with a legend, Rick Dees.

I'm also a huge fan of selling your
brand loyalty through signature
events, something MTV does a great
job with. Our biggest marketing tool
is our signal, which has the potential

i .
A “bizarre” billboard sells KIIS-FM.

MALARLL Do oo di ooty ooy

interesting things out there that lis-
teners and potential listeners will re-
member. Doing a great promotion is
like finding a hit record. A song with-
out a catchy hook won’t generate re-
quests or recall. As promoters, our
mission is to get people to repeat our
name over and over again. I learned
a lot about how to be compelling af-
ter watching successful morning
shows like Rick Dees’ and others
across the nation. The consistent win-
ners always seem to pull off great,
memorable promotions or stunts,

R&R: KIIS has always been great
at “‘seizing the moment” with timely
promotions. How do you train your-
self and the people around you to al-
ways be looking for that “promotion
of the moment”?

VF: The beauty of radio is that we
can be totally spontaneous. We can
come up with an idea at 8am, and by
S5pm, we’ve got a full-fledged promo-
tion on the air. Recently, an elemen-

VF: I have an undying passion for
radio. When you meet me, I may come
off as very aggressive, but it’s because
I just absolutely believe in radio. I am
an open book, I'm very honest, and I
thrive on creativity. Creativity is like
working out. If you want to build up
your body, you have to work out in the
gym. I believe you have to work your
creativity the same way. [ constantly
put toys on my desk and read about 10-
15 magazines a week. I also surf the
web and attempt to watch as many en-
tertainment shows as possible. I feel like
I help everyone in the station — from
sales to programming and on-air — do
their jobs better. People can see and
sense passion. They like being one step
ahead of every other station in town.
Capturing the moment is key. To be a
successful marketing person, you have
to be aggressive. Combining creativity
with pop culture and always staying
ahead of the curve on what’s hot for
your format will keep you on top.
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EXCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES JA

CALLOUT AMERICA.

UARY 30, 1998

CacLout Avericae song selection is based on the top titles from the R&R CHR/Pop chart for the airplay week of January 5-11.

CaLLout AMERICA®

CHR/POP

e o, | HOE Scores
ARTISTTITLE LABEL(S) ™ LW 2W W FAMILIARITY  BURN By Kevin McCABE
CELINE DION My Heart Will Go On (550 Music) 428 414 — — 70.8%  8.7% reaking Records: “My Heart Will
SAVAGE GARDEN Truly Madly Deeply (Columbia) 3.02 388 381 370 T1.0% 20.0% | 4o moeener i shready nemendons
USHER You Make Me Wanna... (LaFace/Arista) 3.83 383 3.80 4.06 752% 22.0% | scorcwithadld-4.28move Thatgives
MATCHBOX 20 3am (Lava/Atlantic) 3.74 367 3.68 350 T75.0% 20.3% | e Gk Callont
SOMETHIN’ FOR THE PEOPLE My Love Is The Shhh! (WamerBros) 3.73 3.65 3.69 3.68 51.7% 16.6% ﬁ':‘f’ifi';ﬁi?i’fo‘i‘iiiiﬁi‘?’f point be
CHUMBAWAMBA Tubthumping (Republic/Universal) 370 362 3.74 3.81 921% 39.1% | (Maverick/Reprise), whichhit4.290on
SMASH MOUTH Walkin’ On The Sun (/nterscope) 368 360 368 3.67 89.1% 32.2% MayTg’e ‘;96; it from Dion's Ler's
BOYZ Il MEN A Song For Mama (Motown) 365 368 — — 45.8% 12.9% | 7alk Abour Love and the Titanic
THIRD EYE BLIND How's It Going To Be (Elektra/EEG) 365 3.60 346 337 61.1% 13.6% | e D e
BACKSTREET BOYS As Long As You Love Me (Jive) 364 3.67 364 342 757% 24.3% | registersthe biggest Callout America
K-Cl & JOJO All My Life (MCA) 359 366 366 — 34.2% 1.9% ;%‘g{?;::iqsz;:; ;gsg:n;;;;f:;a*:g%
SUGAR RAY Fly (Lava/Atlantic) 358 358 374 3.80 921% 39.4% | en18-24(4.28) andin the Eastregion
DRU HILL 5 Steps (/sland) 357 —  —  —  262%  6.7% | emnya fecun mamy wil remern.
WILL SMITH Gettin’ Jiggy Wit It (Columbia) 352 362 — —_ 60.9% 16.1% l:::ct::\f '32"c"a'ii‘iu‘;ui’\‘,‘ififiif;%‘;‘}ﬂfé
JANET Together Again (Virgin) 350 344 346 3.48 73.3% 22.3% | with “Because You Loved Me™ and
GREEN DAY Time Of Your Life (Good Riddance) (Reprise) 349 352 346 — 63.1% 17.8% ;';’;gﬂuﬁ;g:;gl E‘E:C; o Ve Now
INOJ Love You Down (So So Def/Columbia) 349 349 341 346 68.8% 19.6% | Music President Polly Anthony, and
ROBYN Show Me Love (RCA) 349 343 353 340 851% 252% | 3:2’g;‘l‘r‘;‘;‘;r‘(’i‘i‘ns,;;y;jﬁgeﬂ_“jz

AEROSMITH Pink (CO/Umbla) 3.48 3.56 — -_ 54.0% 13.9% served success.
NU FLAVOR Heaven (Reprise) 348 3.46 346 339 37.9%  0.7% | e iy Do
FIONA APPLE Criminal (Clean Slate/Work) 347 343 333 3.38 71.0% 23.8% | Iy’ by Savage Garden (Columbia)
MASE Feel So Good (Bad Boy/Arista) 346 350 358 352 73.0% 24.0% | e e o b
JIM BRICKMAN & MARTINA MCBRIDE Valentine (Windham Hil)  3.45 3.54 — - 48.0% 11.9% | improveditsscoreineach survey since.
BLESSID UNION Light In Your Eyes (Capitol) 342 343 355 340 38.6%  9.9% | prieenidamonscens ceond 15
MEREDITH BROOKS What Would Happen (Capitol) 333 324 328 310 493% 153% | 2% f};‘{d ﬁflhh250-34~ o Be by Third
ALANA DAVIS 32 Flavors (Elektra/EEG) 332 — — —  31.2% 10.6% | EyeBlind (ElekiraEEG) trends 3.3¢-
LISA LOEB | Do (Geffen) 329 3.22 334 332 T75.7% 27.7% | 2I3463603850wrieimesiner

BILLIE MYERS Kiss The Rain (Universal) 3.20 313 — — 44.8% 14.4% | om2s34.
LOREENA MCKENNITT The Mummers’ Dance (Quinian RoadWB) 3.13 — e —  453% 14.1% Scer';?r’l‘;"or'ggf)e;je}his week (in de-
SARAH MCLACHLAN Sweet Surrender (Arista) 313 323 — — 54.2% 18.8% « Women 12-17: Celine Diion, Ush-
BRYAN ADAMS Back To You (A&M) 288 294 2985 —  25.0% 7.9% | §paveseCudenMaseamdicad
- . . - . .- . * Women 18-24: Celine Dion, Sav-
T s 5 0 sondens i . o o iy s | %5 Garen, Brickman & McBrid,
Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and markets: EAST: Baltimore, Boston, Matchbox 20, and Usher.
Buffalo, Long Isfand, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Chartotte, Dallas, Houston, Miami, New Orleans, Norfolk, Orlando, * Women 25-34: Chumbawamba,
Tampa. MIDWEST: Cincinnati, Cleveland, Columbus, Indianapolis, Kansas City, Minneapolis. WEST: Los Angeles, Portland, Sait Lake City, San Diego, San Francisco, Seattle. Smash Mouth, Celine Dion and Sugar
Songs are removed from Callout America after 20 weeks of testing. © 1998, R&R Inc. Ray (tie), and Savage Garden.

Liso Loob @

KMXV/Kansas City: AFTER 431 SPINS...
#5 Overall, Full Time Power

KZHT/Salt Lake City: AFTER 345 SPINS...
#4 OVERALL

KRBE/Houston: AFTER 212 SPINS...
#9 OVERALL

GREAT RESEARCH
JUST TAKES TIME!!

WNCI/Columbus: AFTER 272 SPINS...
#7 among 18-24 year olds

WSTR/Atlanta: AFTER 471 SPINS...
#8 Out Of 30, 3.8 Overall, 3.8 Among P1s

KFMB/San Diego: AFTER 681 SPINS...
#8 Out Of 30

Management:

3 WPTE/Norfolk: AFTER 543 SPINS... @
HOR CHi/Pop Y0 i et Testing Record Overall, POWER Rotation  wange s GEFFEN
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CHR/POP TOP 50 BREAKERS
JANUARY 30, 1998 JIMMY RAY
. [ TOTALPLAYS ———————— Are You JimmV RaV? (Epic)
W oW W TW  ARTISTTITLE LABEL(S) ™ w W w STATIJI?S::;DS TOTAZLSPLBA;%'ERQEASE TOTAHSZT‘Z'/‘:;;’ADDS CHART
2 2 1+ @ SAVAGE GARDEN Truly Madly Deeply (Columbia) 6951 6804 6536 5885 133/
2 1 7 @ CELINE DION My Heart Will Go On (550 Music) 6820 5445 3852 2103 1312 ALL SAINTS
s 4+ 4 3 BACKSTREET BOYS As Long As You Love Me (Jive) 6079 6109 5960 5587 131/0 | Know Where It's At (London/Island)
3 3 3 4  SMASH MOUTH Walkin’ On The Sun (Interscope) 5896 6139 6140 5796 12800 TOTAL PLAYSANCREASE  TOTAL STATIONS/ADDS CHART
'+ 2 s CHUMBAWAMBA Tubthumping (Republic/Universal) 5670 6265 6816 6808  124/0 2305/354 114/5
s s s @ MATCHBOX 20 3am (Lava/Atlantic) 5531 5470 5101 4474 129/0 'N SYNC
« s s 7 ROBYNShow Me Love (RCA) 5087 5452 5807 5698 120/0
7 7 s s USHER You Make Me Wanna... (LaFace/Arista) 4891 5219 5069 4732 104 | o, ,,ws,m!;’ﬁ’a"T‘OT‘,(?ET},‘,?N‘QKD{?”A) CHART
w9 w €  JANET Together Again (Virgin) 4432 4328 4128 3763 115/0 2064/829 108/14
10 10 n 1w LISALOEB | Do (Geffen) 3856 4030 3977 3836 1110
6 s 9 1 SUGAR RAY Fly (Lava/Atlantic) 37119 4471 4980 5229 112/0
% 2 1 @ BILLIE MYERS Kiss The Rain (Universal) 3428 2949 2334 1812 116/6 MOST ADDED-
w 1 1 @ MEREDITH BROOKS What Would Happen (Capitol) 3141 3107 3021 2678 110 | ATSTTE LB A00S
2w s @  GREEN DAY Time Of Your Life (Good...) (Reprise) 3125 2956 2626 2234  121/4 | AQUATumn Back Time (MCA) 50
w 5w @ THIRDEYEBLIND Hows It Going To Be (Fekia/FEG) 2961 2838 2634 2384 1162 | [oheoven b Your Eyes (Robdoridahy 4
) romise | Make (Elektra/EEG) 32
w 15 17 @  BRYAN ADAMS Back To You (A&M) 2904 2885 2775 2556 1110 | WaRCY PLAYGROUND Sex And Candy (Capitol) 19
12 13 14 17 PAULA COLE | Don’t Want To Wait (/mago/WB) 2738 2996 3286 3313 88/0 ‘N SYNC | Want You Back (RCA) 14
27 u 2 @ SARAH MCLACHLAN Sweet Surrender (Arista) 2615 2383 2128 1914 107/0 BEN FOLDS FIVE Brick (550 Music) 14
BrReAKER D ~ JIMMY RAY Aré You'JimmyRay2.(Epicj. -~ ™ 2581 1642 5847 215 124/t | GARY BARLOW Superhero (Arista) 12
9 12 13 2  ALLURE All Cried Out (Track Masters/Crave) 2533 3097 3561 3950 79/0 K-Cl & JOJO Al My Life (MCA) 12
2 18 19 2 NUFLAVOR Heaven (Reprise) 2440 2566 2512 2244  90/0 JIMMY RAY Are You Jimmy Ray? (Epic) 11
w 2z 2z @ AEROSMITH Pink (Columbia) 2388 2226 2058 1807 993 | SPICEGIRLS TooMuch (Virgin "
34 w0 2 €@  LOREENA MCKENNITT The Mummers’ Dance (Quinian RoadWB) 2327 2035 1747 1467 107/5
BREAKER - @)  ALL SAINTS | Know Where It's At (Londfor/Islandy.. -~ 2805: 1951 . 1315 - 389 " 11455 MOS T;’l-\l E;QSEA SE Dmm
23 25 23 25  BLESSID UNION Light In Your Eyes (Capitol) 2301 2312 2212 2117 80/0 ARTIST TTLE LABELES) o
19 20 20 2 INOJ Love You Down (So So Def/Columbia) 2233 2445 2442 2317 64/0 , .
BREAKER @ “NSYNC!WantYouBack (ACA) .. 2064 1285 420 34 oena | e BENI A o OF (9T ML) TS
31 29 28 €@  ALANA DAVIS 32 Flavors (Elektra/EEG) 1911 1862 1783 1627 99/3 “N SYNC | Want You Back (RCA) +829
v o3 @ WILL SMITH Gettin’ Jiggy Wit It (Columbia) 1696 1609 1465 1328 84/5 K-C1 & JOJO All My Life (MCA) +628
— 4 3 € SPICE GIRLS Too Much (Virgin) 1638 1138 622 268 91/11 SPICE GIRLS Too Much (Virgin) +500
— — s €@ K<Cl&J0JO Al My Life (MCA) 1553 925 372 225 86/12 | BILLIE MYERS Kiss The Rain (Universal) +479
s 2 2 32 SOMETHIN’ FOR THE PEOPLE My Love Is... (Warner Bros.) 1436 1788 1914 1848 57/0 BEN FOLDS FIVE Brick (550 Music) +361
% 3 . @  SISTER HAZEL Happy (Universal) 1368 1356 1408 1243 80/ f;h:“("mﬁ' “’;Tgsvlvn‘é%er 'Egvé“(ﬁg%o"/’“a"d) f;gg
33 32 3 3  NOTORIOUS B.I.G. Mo Money Mo Problems (Bad Boy/Arista) 1303 1407 1470 1530 42/0 LOREENA MCKENNITT The Mummers... (Cuinan RoacWB) +292
w 3 x € MASE Feel So Good (Bad Boy/Arista) 1235 1226 1169 1066 69/
w « o € BOYZII MENA Song For Mama (Motown) 174 992 8714 719 63/5 HOTTEST
2 # «a € UNCLE SAM | Don't Ever Want To See You.. (Stonecreek/Epic) 1129 1069 929 793 63/3 RECURRENTS
s w0 4 € . LOS UMBRELLOS No Tengo Dinero (Flex/Virgin) 977 972 938 786 48/5 ST T LABeL)
2 27 3% 39 FIONA APPLE Criminal (Clean Slate/Work) 950 1234 1859 2125 37/0 _ ,
s s wm 4 BOYZIIMEN 4 Seasons Of Loneliness (Motown) 950 1130 1228 1449 34/0 ;:*;?EREJEZBELL":\ﬁ Ejf‘;oihﬁb’;}‘;grtg; adeiisy)
@  BEN FOLDS FIVE Brick (550 Music) 921 560 302 120 6514 | | EANN RIMES How Do | Live (Curb)
5 31 4 4  SHE MOVES Breaking All The Rules (Geffen) 792 1122 1494 2025 32/0 BACKSTREET BOYS Quit Playing Games (With My Heart) (Jive
2 s 4 a3  ELTON JOHN Something About The Way You... (Rocket/sland) 791 1054 1281 1542 33/0 ROBYN Do You Know (What It Takes) (RCA)
— s « @ LUTRICIA MCNEAL Ain't That Just The Way (Crave) 740 682 632 493 44/4 OMC How Bizarre (Huh!/Mercury)
@ EDWIN MCCAIN I'll Be (Lava/Atlantic) 677 572 513 489 51/5 WALLFLOWERS One Headlight (Interscope)
@  VERVE Bitter Sweet Symphony (Hut/Virgin) 642 522 461 410 44/9 PUFF DADDY & FAITH EVANS 1112 I'l Be...(Bad Boy/Arista)
@  SHANIA TWAIN You're Still The One (Mercury) 601 390 64 —  49/6 | MARKMORRISON Return Of The Mack (Atiantic)
. . WILL SMITH Men In Black (Columbia)
# 4 49 4 IMANI COPPOLA Legend Of A Cowgirl (Columbia) 592 665 687 628 2211
¢ PUFF DADDY & THE FAMILY Been Around... (Bad Boy/Arists) 513 333 183 45 40/2
47 45 a7 5o LAUREN CHRISTY Magazine (Mercury) 472 682 723 663 3770 Breakers: os::g;sr;imgngl :::?) s o;zﬁr:u?m ﬂlrfs:v:r.:(;nz‘;um
This chart reflects airplay from January 19-25. Songs ranked by total plays. Highlighted songs indicate Breaker. L‘ff._"&Zﬁ?‘.:i;‘;i'i':ﬁ;;'l’..i?:?ﬁl’lﬁ%gf mﬁeﬁﬁiﬁmiiﬂiﬁ
135 CHR/Pop reporters. 133 current playlists. Songs below No. 25 are moved to recurrent after 26 weeks. © 1998, R&R Inc. Increases In total plays. Weighted chart appears on R&R ONLINE.
Cost effective plastic banners for your station.
We print any picture, logo or design in up to four colors. Perfect for
concerts, public appearances, expos and giveaways. Packaged on
a roll and easy to <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>