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4th Annual
Rock Special!

They're calling Rock radio
the Timex watch of
broadcasting ... takes a
licking and keeps on
ticking! This week, Cyndee
Maxwell devotes 42 pages
to Rock radio. Hear from
the format’s titans in both
the radio and record
industries.

NEWSSTAND PRICE $6.50

The Kenny Wayne Revolution

Making his mark on R&R's
Rock chart, Revolution
recording artist Kenny Wayne
Shepherd’s “Blue On Black”
spends its ninth back-to-back
week at No. 1. Learn more
about the 20-year-old guitar
sensation (who holds off the
momentous return of format
stalwarts Jimmy Page and
Robert Plant) on Page 67 —
part of this week’s Rock special.

“TCC CLOSE TO HATE”
from the breakthrough debut album SEVENDUS‘I'
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After three million albums worldwide,
two Grammy nominations,

a massive #1 hit

and second round on this

summer’s upcoming Lilith Fair,

the last thing she’s gonna do,

is

The new single from BLURRING THE EDGES

her multi-platinum debut album.

Single produced by Paul Fox * Album produced by David Ricketts + Management: Lori Leve Management

meredithbrooks.com hollywoodandvine.com/meredithbrooks 1998 Capitol Records
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I N S I D E

FOURTH ANNUAL
ROCK SPECIAL!

In her annual survey
of the state of the
format, R&R’s
Cyndee Maxwell
documents Rock's
incredible resilience
in light of the
challenges it's
faced in recent
years. Among the
highlights of this
year’s special:

* John Parikhal and the future of Rock
® Artist development: Brother Cane

® Pay-for-play!

Megadeth’s Dave Mustaine

* Active Rock (or the absence of) in LA.
® Carolyn Gilbert on research

® Radio “brat” Kenny Wayne Shepherd
[ ]

L ]

Dave Richards and audience passion
Rock callout test scores
Begins Page 37

AC, CHR AWARD NOMINEES

The first batch of R&R’s 1998 Industry
Achievement Awards nominees are
revealed in this issue. See who's up for
trophies in the Hot AC and CHR/Rhythmic
categories.

Pages 85, 120

1IN THE MEWS
* Ross Zapin, Gaby Skolnek, two others
take new Geffen Modern Rock posts

* Alex Tear appointed PD
for WDRQ/Detroit

¢ Jane Bartsch becomes
President/GM for WGSM,
WBZ0 & WMJC/Long Island

= Chuck Morgan elevated to Clear
Channel/Tampa Dir/Programming

¢ Laura Curtain now Head/Rock
Promo at DreamWorks
Page 3

CHR/POP
* NATALIE IMBRUGLIA Torn (RCA)

CHR/RHYTHMIC
« NEXT Too Close (Arista)

URBAN

« JANET | Get Lonely (Virgin}

URBAN AC

« ARETHA FRANKLIN A Rose Is Still A Rose (Arista)
COUNTRY

« GARTH BRODKS Two Pifta Coladas (Capitol)
NAC/SMOOTH JAZZ

« CHIELI MINUCCI Dreams (JVC/UMI)

HOT AC
« NATALIE IMBRUGLIA Torn (RCA}

AC
« SAVAGE GARDEN Truly Madly Deeply (Columbia)

ACTIVE ROCK
« DAYS OF THE NEW Shetf In The Room (Outpost/Getfen)

ROCK
* KENNY WAYNE SHEPHERD Blue On Black (Revolution)

ALTERNATIVE
- FASTBALL The Way (Hollywood)

ADULT ALTERNATIVE
« BONNIE RAITT One Beliet Away (Capitol}

NEWSSTAND PRICE $6.50

THE INDUSTRY’S NEWSPAPER

Chancellor Realigns
Top Tier Executives

™ While Ginsburg leaves board of directors,
company signs de Castro & Devine to new deals

By RON RonkiGUES
R&R EDITOR-IN-CHIEF

Just one week after the
stunning shakeup that sent Chan-
cellor Media President/CEO
Scott Ginsburg packing. Chair-
man Tom Hicks has cemented
the company’s relationship with
the next two executives in the
pecking order: COO Jim de Cas-
tro and CFO Matt Devine both
inked new five-year deals. At the
same time, Chancellor an-
nounced that Ginsburg has re-
signed as a member of its board.

Following days of speculation
and insecurity over whether
Ginsburg’s departure had cracked
the company’s core, the renewed
vote of confidence from de Cas-
tro and Devine was greeted en-
thusiastically on Wall Street.
Chancellor stock — which lost
about 15% of its value in the three
days after Ginsburg left — re-
hounded to close at 47 Tuesday
(4/21), still some 6% off its price
the day hefore his departure.
Needless to say, it also calmed a

Hubbert Heading
For Hollywood As
Sr. VP/Promotion

Hollywood Records has
tapped Dan Hubbert as its new
Sr. VP/Promo-
tion. Based in
Los Angeles,
he reports to
Hollywood
Records Sr. |
VP/GM Mark
DiDia.

Comment-
ing on the ap-
pointment,
Buena Vista
Music Group
Chairman Bob Cavallo said,
“I’ve had occasion to observe
Dan during his career, and it’s
evident to me that he possesses
all the right qualities for this job.
Dan is smart and aggressive. and
he understands.modern radio

HUBBERT/See Page 23

Hubbert

lot of nerves at the company’s ra-
dio stations.

New Attitudes,
Acquisitions

Immediately after Ginsburg’s
resignation, de Castro, Hicks, and
other Chancellor brass fanned out
along Wall Street to reassure an-
alysts that the company’s mission
really hasn’t changed: Its acqui-
sitions will continue to be accre-
tive, not dilutive, but those acqui-
sitions might include a new mix
of media beyond radio.

Indeed, after witnessing groups
such as CBS and Etear Channel
expand using a mix of TV, out-
door. and international entities,
Hicks realized that his investment
firm Hicks, Must. Tate & Furst
owns similar assets that could
potentially be consolidated into
Chancellor. These assets include
radio’s Capstar Broadcasting,
large-market TV group LIN. and
smaller-market TV’ group STC

CHANCELLOR/See Page 23
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Another Spanish Success Story
M KSCA becomes third to rule L.A. Arbitrons

Regional Mexican KSCA/
Los Angeles took the Southern
California ratings crown in the
Winter "98 Arbitron derby. The
Heftel-owned station (with a very
popular morning show) had been
derided by previous operators for
a less-than-perfect signal.

Indeed, competing stations on
L.A’s Mt Wilson operate with
power ranging from 8000 watts
to more than 100,000 watts. But
KSCA's 2300-watt signal is per-
fectly suited to Spanish-speaking
households on the Eastside and
in the San Fernando Valley. As a
result. Renan Almendares-
Coello’s morning show scored a
7.4, nearly two full shares above
No. 2 competitor Pepe Barreto
on co-owned KLVE.

This is the third Spanish sta-
tion that has led the Los Angeles
market. KLLAX was the first to
do it, followed by KLVE and
KSCA.

ARBITRONS/See Page 23
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BY JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF

Last week’s landmark U.S.
Appeals Court decision strik-
ing down the FCC’s EEO rules
drew a variety of reactions
from radio groups, lawyers,
civic leaders, and broadcast
associations.

The general consensus
among broadcasters was that
they’d maintain the status quo
with regards to EEO. React-
ing quickly to the decision,
Capstar Broadcasting Part-
ners said it would “voluntari-
ly maintain and continue to
observe its equal employment
opportunity policies and pro-
gram.” Capstar President/
CEO Steve Hicks called upon

Groups Still Embrace EEQ

B Most intend to maintain diversity;
civil rights groups launch protests

other broadcasters to “share
this commitment.”

Cox Enterprises Inc. Chair-
man/CEO James Kennedy
said, “Making sure the employ-
ees in our businesses reflect the
diversity of the marketplaces
we serve is not debatable. It is
simply good business, and it is
the right thing to do.”

And Jacor Communications
spokeswoman Pam Taylor
told R&R the group “will
continue to strive for high
standards when conducting
otr EEO program. We’ll con-
tinue to operate as we have
always and will strive for
maximum diversity.”

NAB President/CEO

EEO/See Page 23

seneral

If Novia’s Kid Ever Acts Like This... ?

First of all, it's not the right format — WEBN/Cincinnati's a Rock sta-
tion. But the infamous Dancing Baby (of Ally McBeal and Internet
fame) is doing its thing for the Jacor outlet in a new TV spot. To see
the commercial, visit www. webn.com; to hear about the Novias’ new
addition, see Street Talk on Page 24.

Fa '97Wi '98
WLTW-FM (AC) 62 6.7
WSKQ-FM (Tropical) 56 6.1
WQHT-FM(CHR/Rhy) 59 55
WHTZ-FM(CHR/Pop) 39 47
WCBS-FM (Oldies) 46 46

Los Angeles

Fa '97 Wi '98
KSCA-FM (Reg. Mex.) 49 54
KLVE-FM (Spanish AC) 6.1 53
KFI-AM (Talk) 40 44
KPWR-FM(CHR/Rhy) 42 4.0
KKBT-FM (Urban) 45 39

F&.'97 Wi 'S8
WGN-AM (FullServ) 61 656
WGCI-FM (Urban) 72 64
WLIT-FM (AC) 45 48
WNUA-FM (NAC/SJ) 48 45
WBBM-FM (CHR/Rhy) 4.6 4.4

COMPLETE RESULTS FROM 4

MAJOR MARKETS: PAGE 9

Opega?
Aiss Ragio
Reslity

Bringing New Life
To ‘Old’ Voices

Tom Joyner has a couple of
grown kids, 24 and 23 years old.
But when you ask the radio war-
rior of nearly three decades his
age. he doesn’t miss a beat: “I'm
23. They’re older than I am”

Joyner’s head is in the right
place. What radio is ail ahout (in
case you’ve forgotten) is being
fresh and appealing to the largest
possible audience. After all, that’s
what keeps those delightful pay-
checks coming in.

So I, Miss Radio Reality, be-
gan to wonder: How does an old
dog learn new tricks? Or can the
old tricks keep you new? Reach-

RADIO REALITY/See Page 9

Register now for R&R Convention '98: www.rronline.com

www americanradiohistorv com
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“Flagpole Sitta”

R&R Alternative (0 -€) —

o -from ‘tl}e alburﬁ s %
Where have all tlle morrymakers gone"
\ rock add, date 4/27

(ot ok Mreed Added A:
Pff#f XN n 09101
©W§8Lonumm _the u,m N gt
— = ﬁ‘ -fél\._;é

US Tour Begins 4/27'

Melting phone lines at:

WRCX KSJO WZTA
KEGL WLZR WAAF
KRXQ KUPD WXRK

“Dropping Anchor”
from the album

R&R Active Rock @-¢D

produced and en
ixed by tom

COMING THIS SUMMER! IRIPPING DdisY

...pushing the salmanilla envelope

gineered by steven haigler
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WDRQ/Detroit Turns
To Tear As New PD

WPLT-FM/Detroit Asst. PD Alex
Tear has been named PD at ABC
Radio CHR/Rhythmic sister
WDRQ-FM. Tear accepts duties
previously held by Lisa Rodman.

WDRQ GM George Kenyon told
R&R, “In the truest sense. Alex is
the best person for 'DRQ. He is a
solid programmer. He'’s got a good
strategic mind, he's a pleasure 0
work with, and | think he is exactly
what the station needs.”

Tear added, “When we were pur-
chased by ABC. [ was iotally thrilled
that we now had a rhythmic siation
in our Detroit arsenal. I've had my
eye on it for a while. waiting tor the
Opporinity 10 MOvE N0 a program-
ming position. I’ve been very pa-

TEAR/See Page 23

Morgan Made Dir./
Prog. For Clear
Channel/Tampa

Pop/Alternative Hot AC WSSR
(Star 95.7)/Tampa PD Chuck Mor-
gan has been elevated to Clear
Channel/Tampa’s Dircctor/Pro-
gramming.

Working with each station’s PD.
Morgan will oversee programming
for the company’s eight Tampa Bay
outlets: News/Talk WHNZ-AM,
Urban AC WRBQ-AM, Sports
WZTM-AM. Adult Alternative
WHPT-FM, AC WILV-FM. Coun-

MORGAN/See Page 23

u«tw).i.

| Skolnek, Grant, and Burrs will re-

LOOKING BACK

CUddys Rise In Radio

rowing up in the Providence area, Tom
Cuddy made his first big mark in radio as
. Station Manager of WARA/Attleboro, MA. In
1980 he joined Capital Cities powerhouse com-
bo WPRO-AM & FM in his old hometown, ad-
vancing to OM/PD in August 1982. Seven years
later, Cuddy became VP/Entertainment Pro-
gramming for ABC Radio Networks. In March
of "90, Cuddy was appointedVP/Programming
for WPLJ/New York, where he still is today.

PUOCAX?,) -.-.-:Gl‘allhIGS Inc
’

Actually celebrating its 58th year in existence, BM/ held its 50th honorary
dinner for distinguished members of the broadcasting community who have
served on both the BMI and NAB boards. The black-tie gala was held at
this year's NAB convention, and the place glistened with the glamour and
style of members past and present. Doing it right are (I-r) Cox Radio VFP/
COO Richard A. Ferguson, FCC Commissioner Susan Ness, NAB Presi-
dent/CEQ Edward Fritts, BMI President/CE O Frances Preston, BMI Chair-
man/Board of Dirs. Philip Jones, NAB Radio Chairman/Board of Dirs.
Howard Anderson, and A.H. Belo Corp. President/CEO Ward L. Huey.

Geffen Resets Modern Rock Unit

W Zapin to head department, Skolnek now Dir.

Geften Records has rcaligned its
Modern Rock Promotion dcpart-
ment, ¢levating Ross Zapin to
Head/Modern Rock Promotion.
Based in Los Angeles, he reports to
Head/Promotion Bob Catania.

Concurrently, the label has upped
Gaby Skolnek to Director/Modern
Rock Promotion; expanded Manag-
er/Modern Rock Promotion David
Grant’s duties to include not only
college radio but commercial Alter-
native radio as well: and appointed
Bill Burrs to the new post of Mod-
ern Rock/AOR Director, East Coast.

Zapin

Commenting on Zapin’s promo-
tion, Catania said, “When 1 first
joincd Geffen. I was met by one of
the most dynamic promotion exec-

GEFFEN/See Page 23

port to Zapin.

Bartsch Trades
Two For Three At
Barnstable/L.l.

Jane Bartsch, Pres./GM at Barn:
stable Broadcasting’s WHLI-AM &
WKIJY-FM/Long
Island, has seg-
ued to similar du-
ties at co-owned
WGSM-AM,
WBZO-FM &
WMJC-FM/
Long Island. She
was succeeded at
WHLI & WKIJY
by new VP/GM
Dave Widmer
(R&R 4/17), but
continues in her role as Long Island
Group Manager.

“I'm absolutely excited and
thrilled.” Bartsch told R&R. “After
six and a half years at WHLI &
WKIY. this seemed like a perfect

BARTSCH/See Page 23

Tom Cuddy
(c;rca 1 990)

St:ckmg With Radio For 25 Years

AR 0 .‘c
~Gommunication

Bartsch

HOW TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067
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' Gurtin’s For DreamWorks Rock Promo

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

NASHVILLE BUREAU:

DreamWorks Records
has named Laura Curtin
as Head/Rock Promotion.
Based in New York, she re-
ports to Head/Promotion
Mark Gorlick.

Commenting on the ap-
pointment. DreamWorks
senior executive Bruce §
Tenenbaum said, “Laura’s
success in working new art- g
ists at radio has been prov-
en time and again. We're

immensely pleased to have such a

respected and veteran promotion
person as Laura join us at Dream-
Works.”

Curtin

Gorlick noted, “Laura’s
tenacity and understanding
of the radio landscape are
well documented. Her hir-
ing sends a clear message
that we're serious about our
long-term commitment to
breaking artists at the Rock
format.”

Curtin most recently was
ped with Epic Records. She
joined that label in *89 as a
promotion manager and

eventually rose 1o VP/Rock & AAA
Promotion in '95. A nalive New

CURTIN/See Page 23

A&M Taps Tolkoff As Sr. Dir./Alt. Promo

A&M Records has @
named Max Tolkoff Sr. |
Director/Alternative Pro-
motion. Based in Los An-
geles. TolkofT reports to Sr.
VP/Promotion Peter Napo-
liello.

Commenting on the ap-
pointment, Napoliello said,
“Max’s appointment em-
bellishes A&M’s commit-
ment to alternative music
and its respective radio for-
mat. His relationships, coupled with

i
e

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

Tolkoff

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

615-248-6655

his credibility, will be a tre-
mendous advantage to
A&M’s alternative, AAA,
and rock repertoire.”

Prior to joining A&M.
Tolkolt was Alternative Ed-
itor at Gavin Repori. Betore
that, he ran his own Los
Angeles-based promotion
company called Mutant
Promotions. Tolkoft hegan
his career in radio at WCPQ

WGSM/Huntington

TOLKOFF/See Page 23

WEBSITE: www.rronline.com

kmumaw @ rronline.com
mailroom @ rroniine.com

rrdc @rronline.com

lhelton@rronline.com
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Upstart Catholic Radio Network Buys 10 CBC Stations

(1 Deal provides opportunity to launch ‘family-oriented” programming nationwide

By Jiawrey Yorks
R&R WASHING TON BUREAU CHIER

WANTED: Top programmer to develop 24-hour network of

RADIO BUSINESS

compelling talk directed at familv-oriented baby boomers around
the country. That’s the advertisement bouneing around John
Lynch’s head now that the San Diego-based broadcaster has taken
his first big step in launching the Catholic Radio Network (CRN).
Last week. CRN agreed to buy 10 AM stations from Children’s
Broadcasting Corp. (CBC) for $57 million.

Lynch expects to closc the deal
with the Minneapolis-based CBC in
August and debut the new religious
network about Sept. |. Lynch told

R&R, “It']l be programming from a
pro-tamily perspective like Rush
Limbaugh, but from a Catholic per-
spective. That will be the essence of

what we focus on: The moral break-
down of the country’s lcadership. 1
think we have an incredible opportu-
nity here”

Lynch also expects listeners ot oth-
er denominations to tune in. “l don't
think it’ll be just Catholics who’ll
want to listen. Qur programming will
be inviting to anyone who is con-
cerned about families, and people
who face challenges in their every-

CATHOLIC/See Page 8

One Financial Show Host Settles
With The SEC, Another One Is Indicted

By MATT Seanciik
R&R WASHINGTON BURIAU

Just a month after the Securities and Exchange Commission
filed a second federal suit against Michael Cardascia, a 1996 case
involving the Inside Wall Street host has been seitled. Now. anoth-
er financial show host has been indicted for securities fraud.

On April 21, Cardascia agreed to a
scttlement offered by Judge Parricia
Fawsetl of the U.S. District Court in
Orlando in a 1996 case in which Car-
dascia, who is also a stockbroker., al-

legedly promoted certain securilies in
exchange for Kickbacks. At press
time, the settlement payment had not
heen determined.

On March 17. Cardascia and his

we

Awarg "L Ag suonesisn)y

We spend our
ekend talking
Sports

Jay Mariotti!
9am~lpm E.T.

Bob Berger &
Bruce liurray'!
lpn=7pm E.T.

Game Previews * Updates * Scores ¢ Live Reports

One-On-One S

47

] 1,

| Tpm-12am E.T.

ports Radio Network

-1661

company. Sirathmore Equity Servic-
es, were indicted in Manhattan court
for failing to disclose that some
guests had paid 1o appear on his show
to promole their securities. That case
is unrelated to the Florida settlement
and is still pending.

On April 15, Jerome Wenger, host

SEC/See Page 8
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NM Broadcasters Speak Out On Microradio

CC Commissioner Gioria Tristani and Mass Media Bureau Chief

Roy Stewart got “an earful” on the commission's proposal to
create a new, low-power FM service from broadcasters in Tristani’s
home state last week.

“Our feeling is when you buy a radio station, you go into it to make
money,” Trisha Dunn, principal of KCKN-AM & KBCQ-FM/Roswell,
NM and board member of the New Mexico Broadcasters Association,
told R&R. “If somebody wants a voice and feels like they don't have a
voice, there are a lot of stations they can buy.”

“I don’t think the commission’s responsibility extends to protecting,
from a competition point of view, the broadcast industry,” Stewart
responded. “l would be more concerned if they coutd demonstrate
there was going to be an adverse effect on the technical ability of full-
service stations to operate.” Dunn said Tristani — who keynoted the
NMBA convention last Friday — “has a lot to learn,” but “is absolutely
receptive to broadcaster issues.” Tristani was not available for
commenton Dunn's assessment.

Cox Says WPEZ Move Would Serve Atlanta

Cox Radio has asked the FCC to block the proposed
reallotment of WPEZ-FM/Macon, GA's community of license to
Hampton, GA. The company says the move “is intended to serve
Atlanta.” WPEZ owner U.S. Broadcasting LP (USB) says that its
November 1997 proposal would create the first station in Hampton that
is “independent” of the Atlanta market, according to USB. Cox, which
owns three stations in Atlanta, says Hampton and Atlanta share an ad
market, and Hampton is in the Atlanta DMA and MSA. The case is still
pending before the commission.

Big City Buys Four More In Chicago

ig City Radio Inc. said Monday itis buying four stations in Chicago,

bringing its total to six properties in that market. The company will
purchase WCBR-FM/Arlington Heights, IL from Darrell Peters Productions
Inc.; WLRT-FM/Kankakee, IL from STARadio Inc.; and WLBK-AM &
WDEK-FM/De Kalb, IL from De Kalb Radio Studios Inc. for an
undisclosed amount. The deals are expected to close within 90 days,
pending FCC approval. Big City also owns WXXY-FM and WYX X-FM
in the market.

Triangle Breaks Into San Francisco

riangle Broadcasting Co. began airing its gay/lesbian program-

ming on KEST/San Francisco Tuesday. The programming
whichis also aired on Triangle's two O&0s, KBRO & KNTB/Seattle
includes talk, sports, news, and entertainment targeted at the gay/
lesbian community. The programming will air on KEST from 7pm-2am
Monday-Friday.

Clear Channel To Acquire Florida, Texas Properties
nan $85 million cash deal, Fairbanks will sell WINA-AM, WJNO-AM
WCLB-FM, WRLX-FM & WRMF-FM/West Palm Beach and WJNX-

AM/Ft. Pierce-Vero Beach, FL to Clear Channel Communications.

When the deal closes, Clear Channel will then trade Talk WFTL/Ft.

Lauderdale along with WJNA, WRLX & WRMF for James Crystal

Broadcasting’s Nostalgia WTPX-FM/West Palm Beach and $47

million cash. The deal instantly makes James Crystal a major player in

the 49th largest market, while Clear Channel will now own six

properties in West Palm Beach and seven stations in Miami.
Meanwhile, Clear Channel has also agreed to acquire News/Talk

and Soft AC combo KTSM-AM & FMin El Paso from ComCorp of El

Paso for $10.5 million. Clear Channel already owns KHEY-AM &

FM & KPRR-FM in El Paso and began an LMA on KTSM-AM & FM

on Monday.

Continued on Page 12

R&R/Bloomberg Radio Stock Index

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

Change Since

One Year Ago 4/9/98* H17/98  OneYearAgo /17
Radio Index 103.29 23365 228.56 +12137% -2.18%
Dow Industrials 6703.55 8994.86 9167.50 +39.16% +1.93%
S&P 500 766.34 1110.67 1122.72 +4897% +l.09%_

*The numbers in the second column reflect closing stock prices and percentages
on 4/. The stock marker was closed 4/10 in observance of Good Friday and
Passover.

- T N e S WA


www.americanradiohistory.com

| America’s most respected kitchen expert

returns to the mdzo.

Betty Crocker has been the

hands-down expert on nutrition,

coolaing and meal planning for

: | more than 75 years.
chl out how you can erg her into your ASK BETTY

RADIO*SHOW

aucllence S homes flve times a weelz.

1r.{eet and che oering Stor g <1 8 :
ind television: stations often VErlook. Irvue | 5 gign the Team ﬁwms
* s of youn P ople doing the e | Sporis Report in your market. |

eammates, coaches and communities.
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RADIO BUSINESS

DEAL OF THE WEEK 1998 DEALS TO DATE g

Dollars To Date: $1,920,554,644
(Last Year: $4,282,441,368)
*WINA-AM, WINO-AM, WINX-AM, ' pojiars This Week:  $200,709,156
WCLB-FM, WRLX-FM & (Last Year- $389,243,120)

WRMF-FM/West Palm Beach g . .
$85 million . | Stations Traded This Year: . Yeaﬂg
Stations Traded This Week: 61
(Last Year: 97)

TRANSACTIONS

Clear Channel Cleans Out Fairbanks/W, Palm Beach

(0 Catholic Radio Netwark picks up 10 Children’s properties for $57 million

—

WJNA-AM, WJNO-AM,
WJNX-AM, WCLB-FM,
WRLX-FM & WRMF-FM/
West Palm Beach

PRICE: $85 million

TERMS: Asset sale for cash

BUYER: Clear Channel Communica-
tions Inc., headed by President Low-
ry Mays. It owns WBZT-AM, WKGR-
FM & WOLL-FM/West Palm Beach.
SELLER: Fairbanks Communica-
tions Inc., headed by President Rich-
ard Fairbanks. Phone: (407) 838-4370
FREQUENCY: 1040 kHz; 1230 kHz;
1330 kHz; 95.56 MHz; 92.1 MHz; 97.9
MHz

POWER: 10kw day/1kw night; 800
watts; Skw day/1kw night; 100kw at 981
feet, 7.2kw at 499 feet; 100kw at 1348
feet

FORMAT: News/Talk; Nostalgia; News/
Tatk; Country; AC; AC

BROKER: Bergner & Co. and Rich-
ard A. Foreman Assoc. Inc.
COMMENT: Simultaneously, Clear
Channel has entered into a trade agree-
ment with James Crystal Enterprises
(See following deal).

Clear Channel/James
Crystal Broadcasting
swap

VALUE: $47 million

TERMS: Clear Channel is swapping
WJINA-AM, WRLX-FM & WRMF-FM
and WFTL-AM/Ft. Lauderdale for
James Crystal Broadcasting’s WTPX-

FM/West Palm Beach and $47 million
cash.

BROKER: Bergner & Co. and Rich-
ard A. Foreman Assoc. Inc.

WJNA-AM, WRLX-FM &
WRMF-FM/West Palm
Beach

TRADED TO: James Crystal Broad-
casting (see previous deal for station
details)

WFTL-AM/Ft. Lauderdale

TRADED TO: James Crystal Broad-
casting

FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: News/Talk

WTPX-FM/West Palm
Beach

TRADED TO: Clear Channel Commu-
nications

FREQUENCY: 105.5 MHz

POWER: 100kw at 476 feet
FORMAT: Nostalgia

Catholic Radio Network
acquisitions

PRICE: $57 million

TERMS: Asset sale for cash

BUYER: Cathotic Radio Network,
headed by President John Lynch. See
Page 4 story for complete details.
SELLER: Children’'s Broadcasting
Corp., headed by President Christo-
pher Dahl

BROKER: Peter Handy of Star Media
Group and Austin Walsh of Media
Services Group

STATIONS: WPWA-AM/Chester, PA;

KAHZ-AM/Dallas-Ft. Worth; KKYD-AM/
Denver-Boulder; KCNW-AM/Kansas
City; KPLS-AM/Anaheim, CA; WZER-
AM/Milwaukee; KYCR-AM /Minneapo-
lis-St. Paul; WJDM-AM/New York;
WAUR-AM/Aurora, IL; and KIDR-AM/
Phoenix.

KCTT-FM/Yellville

PRICE: $215,000

TERMS: Asset sale for cash

BUYER: KTLO LP, a subsidiary of
Mountain Lakes Broadcasting Corp.,
headed by President Scottie Earls. It
owns KTLO-AM & FM/Mountain Home,
AR. Phone: (870) 425-3101

SELLER: A&J Broadcasting Co.
Phone: (870) 449-4001

WVNF-AM/Alpharetta

PRICE: $275,000

TERMS: Asset sale for cash

BUYER: Genesis Communications |
Inc., headed by President Bruce Ma-
duri. ltowns WNIV-AM/Atlanta. Phone:
(404) 233-1400

SELLER: Milton Broadcasting Co.,
headed by President Maurice Negrin.
Phone: (404) 233-7658

WKTM-FM/Soperton

PRICE: No cash consideration
TERMS: Transfer of station and assets;
deal is contingent upon the grant of an
FM CP in Mount Vernon, GA to Vidalia
Communications

TO: Augusta Radio Feliowship Insti-
tute Inc., headed by President C.T.
Barinowski. Phone: (706) 733-8201

TRANSACTIONS AT A GLANCE

® Clear Channel/James Crystal Broadcasting swap $47 million
WJINA-AM, WRLX-FM & WRMF-FM/West Palm Beach
WFTL-AM/Ft. Lauderdale
WTPX-FM/West Palm Beach

® Catholic Radio Network acquisitions $57 million
KPLS-AM/Anaheim, CA
KKYD-AM/Denver-Boulder
WAUR-AM/Aurora, IL
KYCR-AM/Minneapolis
KCNW-AM/Kansas City
WJDM-AM/New York
WPWA-AM/Chester, PA
KAHZ-AM/Dallas-Ft. Worth
WZER-AM/Milwaukee-Racine
KIDR-AM/Phoenix

o KCTT-FM/Yellville, AR $215,000

® WVNF-AM/Alpharetta, GA $275,000

® WKTM-FM/Soperton, GA No cash consideration

® KACH-AM/Preston, ID $12,000

® Big City Radio acquisitions $23 million (est.)
WCBR-FM/Arlington Heights, IL
WLBK-AM & WDEK-FM/De Kalb, IL
WLRT-FM/Kankakee, IL

& WTIM-AM/Taylorville, IL $60,000

® Commonwealth Broadcasting Corp. acquisitions $2 91 million
WFKY-AM & WKYW-FM/Frankfort, KY
WKED-AM & FM/Frankfort, KY
WHRZ-FM/Providence, KY
WCND-AM & WTHQ-FM/Shelbyville, KY

& WFSR-AM & WTUK-FM/Harlan, KY $400,000

® WNAV-AM/Annapolis, MD $2.2 million

& WSRO-AM/Matborough, MA $250,000

® WYBR-FM/Big Rapids, MI $450,000

® WKMI-AM & WRKR-FM/Kalamazoo &

WKFR-FM/Battle Creek, Ml $14 million

¢ KQUL-FM/Lake Ozark, MO $800,000

¢ KALS-FM/Kalispetl, MT $300,000

& KXJW (FM CP)/Jal, NM $10,000

® KXTC-FM/Thoreau, NM $437,500

® WVOI-AM/Toledo $200,000

® KECO-FM & KXOO-FM/Etk City, OK $100,000

& KEUG-FM/Cottage Grove, OR No cash consideration

® WISR-AM & WLER-FM/Butler, PA $1,327,804

& WXVX-AM/Monroeville, PA $235,000

& WCMG-FM/Marion, SC (Florence) $525,000

® WKXJ-FM/South Pittsburg, TN (Chattanooga) $351,852

® KTMR-AM/Edna, TX $150,000

® KTSM-AM & FM/EI Paso $10.5 million

FROM: Vidalia Communications |

Corp.

KACH-AM/Preston

PRICE: $12,000

TERMS: Asset sale for cash and ad-
vertising time

BUYER: Alan and Nelada White.
Phone: (208) 524-4829

SELLER: Zeidon and Mary Lynn Nei-
son. Phone: (208) 852-1340

Big City Radio

acquisitions

PRICE: $23 million (est.)

TERMS: Not available

BUYER: Big City Radio Inc., headed

by President Michael Kakoyiannis. It

owns WXXY-FM & WY XX-FM/Chicago.

Phone: (914) 592-1071

SELLER: Various companies, see in-
Continued on Page 8
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Music News, Show Prep,
Satellite Interwews. Audio Clips,
Movie Drops and Artists Bios

for the following formats:
Modern AG, CHR, AC,
Classic/Album Rock,

Alternative Rock, Nac,

Country, Urhan, Talk

NEW FROM SW NETWORKS...

YIIIIII BAI}I(STAGE PASS TO THE STARS

FACT: 85% of radio programmers helieve
that entertainment news is important to
their listeners. Be 100% sure your listeners
are getting it from your station.

| ]
T it 2
. .

Entertainment News Network
The definitive entertainment news source.

PH: 212.833.5400 - FAX: 212.833.4994
WEB ADDRESS: www.swnetworks.com

SW NETWORKS - A SONY MUSIC ENTERTAINMENT COMPANY
1370 AVENUE OF THE AMERICAS - NEW YORK, NY 10019
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RADIO BUSINESS

EARNINGS

ulitzer Publishing Co. (NYSE:

PT2) reported a 6% increase
in broadcasting operations revenue
for the first quarter of 1998 — $53.2
million, up from $50.2 million for the
same periodin 1997. The company
attributed the revenue gains for the
first quarter to a 6.5% increase in
national and local ad spending
(network TV compensation is also
figured into total broadcasting
revenues.) Broadcast cash flow
grew 8.8% to $22.5 milfion from
$20.7 million in the first quarter.
“Looking ahead,” said Chairman/
CEO Michael Pulitzer in a written
statement, “we’re encouraged by
the prospect for broadcast political
advertising related to the mid-term
elections.” CNBC reported April 16
that the company is expected to sell
its nine TV and five radio stations for
$2 billion by mid-May.

he broadcast arm of the New

York Times Co.(NYSE: NYT)
~— which includes WQEW-AM &
WQXR-FM/New York and eight TV
stations — reported an operating
profit of $7.3 million for the first
quarter of 1998, compared to $5.7
million inthe same period last year.
The company attributes the in-
crease to advertising gains at its
four CBS-TV affiliates during the
Winter Olympics. Broadcast reve-

S I TN Y

Newspapers’ Broadcast Properties,
Arbitron Parent See Gains

nues rose to $33.3 milljon for the
first quarter, compared to $31.4
million in the first quarter of 1997.

perating profit from the broad-

casting and entertainment
division of theTribune Co.(NYSE:
TRB) shot up 38% to $54 million,
compared to $39 million for the first
quarter of 1998. The Chicago-
based company said the gain was
mostly due to the March 1997
acquisition of six television stations
from Renaissance Communica
tions Corp. Overall earnings were
§70.1 million (49 cents per share)
on a diluted basls, up from $64.5
million (45 cents) for the same
quarter of 1997. Tribune owns four
radio and 17 TV stations.

C eridian Corp. (NYSE: CEN),
parent company of The Ar-
bitron Co., reported revenue of
$282.3 mitlion for the first quarter of
1998, compared to $263.9 million for
the same period last year. Net
eamings in the first quarter of this
year were $35.8 million, compared
to $43.8 million in the first quarter of
1997, before Ceridian sold its
defense electronics business. Ce-
ridian pointed out that during the first
quarter of 1998, Arbitron continued
to integrate UK-based Continental

Researchinto its operations.

TRANSACTIONS

Continued from Page 6

dividual listings

BROKER: Gary Stevens for Big City
Radio (entire deal) and Blackburn &
Co. (De Kalb stations only)

WCBR-FM/Arlington
Heights

SELLER: Darrell Peters Productions
Inc.

FREQUENCY: 92.7 MHz

POWER: 3kw at 300 feet

FORMAT: Alternative

WLBK-AM & WDEK-FM/
De Kalb
SELLER: De Kalb Radio Studios Inc.

FREQUENCY: 1360 kHz; 92.5 MHz
POWER: 1kw; 20kw at 495 feet
FORMAT: AC: Hot AC

WLRT-FM/Kankakee

SELLER: STARadio Inc.

FREQUENCY: 92.7 MHz
POWER: 3kw at 328 feet
FORMAT: Country

WTIM-AM/Taylorville

PRICE: $60.000

TERMS: Asset sale.for cash

BUYER: Covenant Network, headed
by President John Anthony Holman.
Phone: (618) 692-9798

SELLER: Miller Communications
Inc., headed by President Randal Mili-
er. Phone: (217) 824-3395

Catholic

Continued from Page 4

day lives. We are not just going to be
preaching to the chotr. We think the
Catholic perspective is a good one
as a guideline in lacing today’s chal-
lenges. | guarantee we’ll have some
compelling programming!”
Cutting the deal with the CBC's
group gives the upstart group rare im-
mediate entry into America’s top ra-
dio markets — New York. Los Ange-
les (Anaheim. CA). Chicago (Auro-
ra. IL), Philadelphia (Chester. PA).
Dallas. Phoenix. Kansas City. Den-
ver. Minneapolis. and Milwaukee. It's
the beginning of what Lynch hopes
1o be a 15-10-20 station for-profit
group within the top 75 markets.
Austin Walsh. a broker with San
Francisco-based Media Services
Group. said the idea for the specialty
network was concieved about six
months ago by a group Catholic lead-
ers that includes the Archbishop of
Denver; a former National Security
Advisor with the Reagan administra-
ton: and Frank De Francesco, a

former executive with both Charter
Broadcasting and Noble Broadcast-
ing. Lynch was approached by Walsh
1o develop and run the operation.
After selling the bulk of his radio sta-
tions to Jacor and Clear Channel last
year. Lynch told R&R he was enjoy-
ing life on the golf course. But afier
hearing the proposal for the network,
he got “really excited about starting
this thing from scratch”” He also
hopes to take the group public with-
in the next two years.

Both Lynch and De Francesco.
who now serves as CRN’s VP/CFO.
told R&R the group is talking with
other station owners, and they could
have announcements on additional
acquisitions within the next month.
Meanwhile. Lynch said CRN will
offer affiliates “a turnkey service™
that he believes will make unprofit-
able outlets move into the black in
short time.

Walsh said the group*‘scooped up™
CBC'’s broken deal with Global
Broadcasting when Global failed to
come up with $72.5 million for all
of the 13 stations in January. Since

then, CBC has pulled the plug on its
“Radio Aahs” Kids programming,
with many of the stations offering
Alan Freed’s “Beat Radio” dance pro-
gramming from 7pn+7am ET along
with various brokered programming
in other dayparts. CBC head Chris
Dahl told R&R his group has “let-
ters of intent” for its Detroit, Hous-
ton. and St. Paul, MN. properties and
will “be reducing them to contracts
in the next week”

Dahl said he is impressed with
CRN'’s programming idea, enough so
that $5 million of the $57 million sale
price will be held by CBC in CRN
stock. Meanwhile, CBC will take the
proceeds from the sale and reinvest
them in Harmony Holdings. a Los
Angeles-based commercial produc-
tion company. CBC already owns
40% of that operation. Dahl said CBC
would consider getting back into the
radio business it station prices were
to drop following a market correction.

Lartigue Multimedia Syst€ms. also
headed by Lynch, will not have any
involvement with the newly tformed
CRN

I === E = e Ty

SEC

Continued from Page 4

of WMET/Washington’s The Nex:
Super Stock. was charged in the U.S.
District Court in Manhattan for alleg-
edly prometing investor interest in
securities sold by New York-based
Wise Choice Discount Brokerage Inc.
and Abbey Ashford Securities Inc..
then receiving compensation for the
promotion without disclosing it on-air.

Unauthorized Payment

According 1o last week's indict-
ment. Wenger promoted Transco Re-

scarch Corp.’s stock on a number of
broadcasts between June and Septem-
ber 1997. Wenger allegedly scheduled
appearances by several Transco offi-
cials on his show and encouraged lis-
teners to call a toll-free number at
Wise Choice to purchase Transco se-
curities. In tumn, Transco reportedly
paid Wenger $4000 cash and gave him
59.000 shares of common stock in the
company. SEC law requires that such
compensation be disclosed on-air.
WMET owner/GM Sondra Linden
told R&R the station will continue
to broadcast Wenger's show and will
do so as long as he has not been found

l

Commonwealth
Broadcasting Corp.
acquisitions

PRICE: $2.91 million

TERMS: Asset sale for cash

BUYER: Various subsidiaries of Com-
monwealth Broadcasting Corp.,
headed by President Steven Newber-
ry. Phone: (502) 651-6050

SELLER: Various companies; see in-
dividual listings

WFKY-AM & WKYW-FM/
Frankfort

SELLER: Purchase Broadcasting
Inc., headed by President Lee Hagan.
Phone: (502) 443-8058
FREQUENCY: 1490 kHz; 104.9 MHz
POWER: 1kw; 3kw at 300 feet
FORMAT: Oldies; Classic Rock

WKED-AM & FM/

Frankfort

SELLER: Franklin County Broad-
Continued on Page 12

guilty. “I guess you're not guilty
until you're found guilty in this coun-
try.” she said. The show is heard on
WMET weekdays during morning
drive and is syndicated in several oth-
er markets, including Boston, Chica-
go, New York. and Phoenix.

Wenger could not be reached for com-
ment. He publishes a newsletter. also
called The Next Super Stock. and 1s in
negotiations with the USA Network to
produce a TV version of the radio show.

FCC spokesman David Fiske told
R&R it was not clear if the commis-
sion needed to take any action based
on the indictment. However. if WMET
had knowledge of Wenger's financial
arrangements. that would be a viola-
tion of the commission's “'sponsorship
identification” statute and thus subject
to FCC action, which could include
fines or license revocation. Linden told
R&R she had no knowledge of
Wenger being compensated by the se-
curities firms.

At press time. Wenger was sched-
uled to appear in U.S. District Court
in Manhattan on Thursday (4/23). If
he is found guilty in the case. he could
face up 10 10 years in prison and fines
totaling $500.000.

Reef Industries, Inc. PO. Box 750250

Houston, TX 77275-0250

713/507-4200 713/507-4295 FAX
© 1998 Reef Industries, Inc.

STRETCH YOUR ADVERTISING DOLLARS
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durable.
message brilliantly for an economical price. Now y
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¢ Durable banners at an affordable price.
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12+ WINTER ’98 ARBITRON RESULTS
New York Los Angeles

Fa '97 Wi 98 Fa '97 Wi '98
WLTW-FM (AC) 62 67 | KSCA-FM(RegMex) 49 54
WSKQ-FM (Tropical) 56 6.1 | KLVE-FM(SpanishAC) 6.1 53

WQHT-FM (CHR/Rhy) 59 55 | KFI-AM (Talk) 40 44
WHTZ-FM (CHR/Pop) 3.9 4.7 | KPWR-FM(CHR/Rhy) 42 40
WCBS-FM (Oldies) 46 4.6 | KKBT-FM (Urban) 45 39
WXRK-FM (Alternative) 4.1 4.3 | KIIS-FM(CHR/Pop) 40 38
WRKS-FM (Uban AC) 44 4.2 | KOST-FM(AC) 38 38

WKTU-FM (CHR/Rhy) 46 39
WINS-AM (News) 30 36

KLAX-FM (Reg.Mex.) 21 34
KROQ-FM (Alternative} 3.0 34

WPAT-FM (SpanishAC) 33 35 | KRATH-FM(Oldies) 40 34
WQCD-FM (NAC/SJ) 28 32 | KTWV-FM (NAC/SJ) 34 33
WOR-AM (Talk) 30 3.1 | KBIG-FM(AC) 27 30
WABC-AM (Talk) 31 30 | KYSR-FM (Hot AC) 28 29
WQXR-FM (Classical) 2.4 29 | KCMG-FM (Oldies)* 14 27
WCBS-AM (News) 32 28 | KABC-AM (Talk) 30 26
WPLJ-FM (Hot AC) 28 26 | KCBS-FM (C. Hits) 27 25
WBLS-FM (Urban) 23 25 | KLSX-FM (Talk) 25 24
WADO-AM (SpanishN/T) 20 2.3 | KNX-AM (News) 20 24
WFAN-AM (Sports) 28 22 | KLOS-FM (Rock) 26 23

WQEW-AM (Nostalgia) 2.1 2.0 | KZLA-FM (Country) 27 23

WAXQ-FM (Cl.Rock) 14 15
WBIX-FM (HotAC)* 15 15
WNEW-FM (Cl.Rock) 17 15
WLIB-AM (News/Talk) 1.3 1.0

KLAC-AM (Nostalgia) 23 22
KFWB-AM (News) 21 21
KBUA/KBUE (Reg.Mex.)1.8 1.9
KKGO-FM (Classical}) 1.7 1.9
KTNQ-AM (SpanishN/T} 21 1.9
KSSE-FM (SpanishCon) 1.2 1.6
KJLH-FM (Urban AC) 14 12

“Was WNSR-FM until January 21

*Was CHR/Rhythmic until November 19;
was KIBB-FM until February

Nassau-Suffolk

Fa 97 Wi ’'98
WALK-FM (AC) 53 57
WHTZ-FM(CHR/Pop) 49 56
WXRK-FM (Alternative) 5.3 53
WBLI-FM (CHR/Pop) 50 45

Chicago
Fa '97 Wi '98
WGN-AM (Full Serv) 61 66

WCBS-FM (Oldies) 44 39 | WGCI-FM (Urban) 72 64
WLTW-FM (AC) 43 39 WLIT-FM (AC) 45 48
WABC-AM (Talk) 29 38 | WNUA-FM(NAC/SJ) 48 45
WHLH-AM (Nostalgia) 2.8 37 | WBBM-FM(CHR/Rhy) 46 44
WOR-AM (Talk) 33 37 | WVAZ-FM(UbanAC) 43 43
WCBS-AM (News) 42 36 | WBBM-AM (News) 36 40
WFAN-AM (Sports) 39 34 | WLS-AM(Tal) 43 40
WKJY-FM (AC) 24 34 WUSN-FM (Country) 35 34

WJMK-FM (Oldies) 34 33
| WKQX-FM (Alternative) 2.9 3.0
| WRCX-FM (Rock) 30 30
WCKG-FM (Cl.Rock) 23 29
WAIT-AM (Nostalgia) 23 28
WNND-FM (AC)* 23 27
WTMX-FM (Hot AC) 26 26

WKTU-FM (CHR/Rhy) 36 3.2
WPLJ-FM (Hot AC) 29 31
WBAB/WHFM (Rock) 35 29
WQHT-FM (CHR/Rhy) 33 29
WBZO-FM (Oldies) 28 26
WQXR-FM (Classical) 19 25
WNEW-FM (Cl. Rock) 20 23

WINS-AM (News) 25 22 | WXCD-FM(Cl.Rock) 28 26
WQCD-FM (NAC/SJ) 23 21 | WXRT-FM (AdultAit) 19 26
WAXQ-FM (Rock) 18 19 | WLEY-FM(Reg.Mex) 25 23

WMAQ-AM (News) 23 23
WOJO-FM (Reg. Mex.) 18 22
WNIB-FM (Classical) 17 19
WLUP-FM (Rock) 15 16
WSCR-AM (Sports) 20 15
WFMT-FM (Classical) 12 12
WGCI-AM (Urban/O) 17 12
WMVP-AM (Sports) 11 12

WMJC-FM (Country) 12 18
WDRE/WLIR (Alternat) 1.3 15
WRKS-FM (Urban AC)
WSKQ-FM (Tropical) 12 13
WBIX-FM (Hot AC)* 12 11
WBLS-FM (Urban) 13 10
WLUX-AM (Nostalgia) 9 1.0

*Was WNSR-FM until January 21
*Was WPNT-FM (Hot AC) until October

©1998 Arbitron. May not be quoted or reproduced without prior written permission from Arbitron.

Format Legend

AC-Adult Contemporary, Adult Alt-Adult Alternative, Alternative-Alterna-
tive, B/EZ-Beautiful/Easy Listening, CHR/Pop-Contemporary Hit Radio/
Pop. CHR/Rhy-Contemporary Hit Radio/Rhythmic, CI. Hits-Classic Hits,
Classical-Classical, Cl. Rock-Classic Rock, Country-Country, Full Serv-
Full Service, Hot AC-Hot AC, Misc-Miscellaneous, MOR - Middle of the
Road, NAC/SJ-New AC/Smooth Jazz, News-News, Nostalgia-Nostalgia,
News/Talk-News/Talk, Oldies-Oldies, Reg. Mex.-Regional Mexician, Re-
ligious-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, Urban/O-Urban Oldies.

Ln

SAME-DAY RATINGS RESULTS
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NEWSBREAKERS.

Miss Radio Reality
Continued from Page 1

ing out to Radioland for the answers, |
found a number of seasoned profes-
sionals willing to share their insights,
experiences, and common-sense ways
of staying on top of your game. Hope-
fully, some of these hints can extend
your shelf life and prevent you from
becoming just another exhibit at the
Museum of Natural History, on display
between the woolly mammoth and
Bob Hope.

With A Little Help...

Say you've been doing the 6-10pm
slot five nights a week for the last 15
years. In your town, you and that four-
hour chunk of time are now synony-
mous. If Joe Listener didn’t hear your
words of wisdom, encouragement,
soothing sentiments. or just plain
wackiness. the town would grieve. It
doesn’t matter it you work in Urban,
Classical. or Oldies. the goals are the
same: You want listeners to tune in,
know you are there. and listen reli-
giously. (Secretly. or maybe not so se-
cretly. you want them to write down
your name in the Arbitron diary t00.)

*“I have help,” Joyner says unabash-
edly. “l use writers. | found out carly
on that it's impossible to stay fresh
consistently. I also found out that’s how
the big boys do it. I'd watch Johnny
Carson and wonder. "How does he stay
so fresh all the time?" [ come up with
an idea or some good lines, and then |
knock it around with my writers on the
phone.

“It's soo00 easy to get comfortable,
but you've got to keep changing your
routine,” adds Joyner. whose ABC
Radio Networks-syndicated morning
show now airs on about 100 stations.
“If not, the bit dies. and you are the
last one to find out.”

Joyner also goes to great lengths
to live as his listeners do. not as a
jock does. “Even though 1 get up at
3am, I don’t go to bed at 7pm. If my
audience is not going to bed at- 7pm,
I shouldn't,” reasons Joyner, who
regularly turns in at about | 1:30 pm.
“I’ve got to play with pain. I go out
and try to live a normal life.

*“1 watch all the TV I can and rcad
everything | can, but | think the big-
gest thing is 1o try 0 have a life. Talk
to as many people as you can. I make a
point of answering the phone, talking
to people”

Bach To Life

Dennis Owens, who has logged
more than 30 years with Classical
WGMS-FM/Washington, was award-
edthe 1997 AIR Lifetime Achievement
award in October. The urbane and dry-
witted Owens, who once characterized
himselt as “60+ aiming at 30+, has
attracted a youthful following with his
entcrtaining style. He lightens up his
shows with Jeopardy!-style quizzes
and mainstream, up-tempo classical
music geared toward an audience on
the move. During one AIR Awards cer-
emony, Owens — who began his ca-
reer playing Top 40 on a station in the
Caribbean — quipped, “You have no
idea how much fun I have playing the
music of 200-year-old foreigners!”

This unorthodox approach to what
is generally seen as a stodgy format
(with equally stodgy announcers) has
rekindled interest in the station
amoung an entirely new crop of lis-
teners. And Owens gets credit from
management and listeners alike for
“younging up” the audience, drawing
a significant number of thirtysome-

www americanradiohistorv com

RCS Partners With Arbitron, AP
On New Programming Tools

R adio Computing Services (RCS) has debuted a new add-on module
to its Selector music scheduling software that allows programmers to
make strategic decisions based on ratings estimates provided by Arbitron.
SelectorREACH allows for the application of a station’s Arbitron ratings
for any daypart, hour, artist, song, or group of songs to create a“reach and
frequency” concept previously employed only in sales, RCS Dir./Mktg.Tom
Zarecki said. “This addresses a primary concern of programmers to more
carefully examine proper scheduling of each song on a station. Until now,
the only way was guesswork.” Zarecki said. Added Arbitron Radio GM Pierre
Bouvard, “This agreement is the most important step we've taken so farin
our efforts to make Arbitron info more useful for programmers and MDs””
Concurrently, RCS will now be offering AP NewsDesk as a fully inte-
grated module of the Master Controlon-air system. With the tool, broad-
casters now have access to an entirely integrated digital audio and news
package in a Windows environment. Functions include an audio editing
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module, scrolling headlines, and multiple wire inputs.
Both products were unveiled earlier this month atthe NAB in LasVegas.

thing listeners — “Not your typical
classical listener,” acknowledges
Owens.

“You don’t announce. you present.”
he tells me. “IU's conversational con-
tact. Midday radio is very rote: It has a
monotonous, announcing aspect. One
must have a chanisma of voice. It has
10 have behind it a technique. Youcan't
communicate unless you have an in-
stinct.”

Be A Listener

WNWV-FM/Cleveland’s Bernie
Kimble, a 28-year radio veteran who's
spent over six years on and off at the
NAC/Smooth Jazz station, both as PD
and as host of a four-hour midday shift,
says, “'1 work at a format that I listen to
at home. lt's always a challenge. Ev-
ery time | open a jewel case. I'm look-
ing for a new song to please the audi-
ence onc more notch. To feed my
music habit, I'm in the business of ra-
dio”

Radio may be a habit and a passion
for some, but that doesn’t automati-
cally mean that a broadcaster will serve
the same capacity for their audience.
What these veteran broadcasters have
a leg up on is their connection to their
audience.

“Presentation can get you into a rut,
and I've been honed on experience,”
Owens figures. “It initially took three
years to realize the show was running
on all cylinders.”

Kimble adds. “Radio people can get
frustrated because the public doesn’t
react the way they would like them to.
Our industry is not the focal point of
their lives, and that gets frustrating.”

To become that integral part of the
listeners’ lives. Kimble suggests,
“Talk toclub owners, concert promot-
ers, [find out] what foods the people
in your area like, historical events. Be-
come part of the community. They're
on the inside — thc sooner you be-
come part of that. the bettcr program-
mer you're going to be.”

No Geeks Allowed

At February’s R&R Talk Radio
Seminar, 30-year broadcast veteran
Sally Jessy Raphael told seminar at-
tendees that if you want to succeed in
radio, you can’t be a radio geek. Don’t
hang out with broadcasters all the time.
You’ve got to expand your drawing
pool to include a variety of sources. If
you talk broadcaster talk all the time,

the only people youmight interest will
be broadeasters. Man cannot live on
radio-speak alone. Broaden your in-
terests, Raphael said. Take tae kwon
do. Get in a book club. Walk in the
malls with senior citizens. You don’t
even have to be out with other people:
Take up exotic cooking, build a bird
sanctuary in your backyard... anvthing.
The pointis to keep building your base
of experience and interest. Who wants
1o hear from somcone who has only
done one thing their entire existence?
Owens tells Miss Radio Reality he
stays fresh by trying to maintain “to-
tal anonymity™ and by “sweating like
a pig in the gym and traveling”

In his database of “stuff to draw
from,” Owens includes calendars, fan
mail, anything with tidbits of informa-
tion. “One has 10 be aware of life.” he
philosophizes. ““Draw on the humor of
everyday events. You never can rest on
what you did a minute ago. Every day,
you start over”

Another 3 [-ycar Washington radio-
phile. Bob Duckman tells Miss Ra-
dio Reality he stays on top of his game
by “taking advantage of the new tech-
nologics and information services.”
Each morning, he surts the Internet
and absorbs as much information as
possible. “It doesn’t take long for you
to find the places where you'll get the
most information thatean be very valu-
able to producing a great show.”” Duck-
man, OM and midday host of Nostal-
gia WWDC-AM, says hc relies on
R&R and its online show prep servic-
es to collect the Jatest material for his
show.

But perhaps the most important
thing for performers to remember,
Duckman reminds Miss Radio Reali-
ty, is that “‘radio is a rcal business. 1t
you're real, you'll never have a prob-
lem. It doesn’t matter what format
you're in, be yourself”

So quit whining and figure out if
you're going to be a radio star or not!
The way Miss Radio Reality sees it,
Kimble has the right perspective: *“This
is the entertainment business. It’s not
a9-10-5 job. If you don't like what you
do. get out of radio. It’s a job, a carecr,
a lifestyle”

Miss Radio Reality is a product of
the imagination of R&R Washington
Bureau Assoc. Editor Patrice Wittrig.
Washington Bureau Chief Jeffrey Yorke
contributed to this article.
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ou’re invited to attend the industry’s largest

gathering of radio and record executives, June 11-13
1998 at the Century Plaza Hotel in Los Angeles,
California to celebrate R&R’s 25th anniversary and the
dawning of a new era in radio. It’s the essential event

that will prepare you to take your place in the rapidly

evolving radio and record industries. Three days and
nights of inspiring speakers ... informative panels ...

and superstar entertainment. It’s also a fantastic

opportunity. to' meet, greet, and exchange ideas with the

industry’s best and brightest.
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INFORMATION

FAX this form to: (310)203-8450

or MAIL to:

R&R CONVENTION ’98

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 form for each registration.
Photocopies are acceptable.

MAILING ADDRESS

Name

Title

Call Letters/Company Name

Street

City State Zip

Telephone # Fax #

E-mail

, . ou’re invited to attend the industry’s largest

£ gathering of radio and record executives, June

11-13, 1998 at the Century Plaza Hotel in Los

Angeles, California to celebrate R&R’s 25th
anniversary and the dawning of a new era in radio.
It’s the essential event that will prepare you to take
your place in the rapidly evolving radio and record
industries. ;i‘hree days and nights of inspiring
speakers ... informative panels ... and superstar

entertainment. It’s also a fantastic opportunity to

meet, greet, and exchange ideas with the industry’s

best and brightest.

REGISTRATION FEES

— 3 OR MORE BEFORE MAY 1, 1998 $350 EACH
— SINGLE BEFORE MAY 1, 1998 $400 EACH
_____ 3 OR MORE AFTER MAY 2, 1998 $435 EACH
— SINGLE AFTER MAY 2, 1998 $465 EACH
— EXTRA COCKTAIL TICKETS (THURS) $ 75 EACH
— EXTRA SUPERSTAR SHOW (SAT) $100 EACH
DAY PASSES (SESSIONS ONLY) $150 EACH
——— ON-SITE REGISTRATION $525 EACH

METHOD OF PAYMENT

Amount Enclosed: $

Visa D MasterCard D AMEX D Discover D Check D

Account Number Exp. Date:

Cardholder’s Signature

Print Cardholder’s Name

CANCELLATION POLICY: All cancellations must be submitted in writing. A full
refund less a $75.00 administrative fee will be issued after the convention if notifica
tion is received on or before April 3. 1998. Canccilations received between April 4
and May 15. 1998 will be subject’to a $150.00 cancellation fee. No refund will be~—==
issued for canceliations after May 15, 1998 or tor "no shows.

. HOTEL REGISTRATION

CENTURY PLAZA HOTEL AND TOWER SOLD OUT.

Please call the nearby Beverly Hilton Hotel. Rooms are reserved for

“Radio & Records.” Single rooms are $185 and double rooms are $205.
Please contact the hotel directly at 310-274-7777 or 1-800 HILTONS.
If you have any questions, please call the R&R Convention Hotline at 310-788-1696.

For the lowest airfares to R&R’s Convention 98, ca}l Kim at
Musig Awareness Promotions at 800-634-5043.
Travel is available via American, United, Delta, or USAir. Call today!

-
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NEWSBREAKERS.

TRANSACTIONS

Continued from Page 8

casting Inc., headed by President Lee
Hagan. Phone: (502) 443-8058
FREQUENCY: 1130 kHz; 103.7 MHz
POWER: 500 watts; 2.5kw at 357 feet
FORMAT: Nostalgia; AC

WHRZ-FM/Providence

SELLER: Tradewater Broadcasting
Co. Inc., headed by President Doug |
Hamby. Phone: (502) 825-1081
FREQUENCY: 97.7 MHz

POWER: 6kw at 328 feet

FORMAT: Country

WCND-AM & WTHQ-FM/ |
Shelbyville l
SELLER: Shelby County CBC Inc., |
headed by President Lee Hagan. Phone: |
(502) 443-8058 I
FREQUENCY: 940 kHz; 101.3 MHz
POWER: 250 watts; 3kw at 328 feet
FORMAT: Nostalgia; Country

WFSR-AM & WTUK-FM/
Harlan

PRICE: $400,000

TERMS: Stock sale for cash

BUYER: Mark Ford is acquiring East-
ern Broadcasting Co. Inc. Phone: (606)
573-2464

SELLER: Donald Parsons. Phone:

(606) 573-1470
____Maryland
WNAV-AM/Annapolis
PRICE: $2.2 million

TERMS: Asset sale for $1 million cash
BUYER: Sajak Broadcasting Corp.,
headed by President Pat Sajak. Phone:
(410) 263-1430 |
SELLER: Encore Broadcasting ofl
Maryland Inc., headed by President
Jake Einstein. Phone: (301) 299-7011
FREQUENCY: 1430 kHz
POWER: 5kw day/1kw night
FORMAT: Nostalgia

ool

A W

WSRO-AM/Malborough
PRICE: $250,000

TERMS: Asset sale for cash I
BUYER: Langer Broadcasting Corp.,
headed by President Alexander Langer.
Phone: (941) 255-0061

SELLER: Great Radio of Mariborough ‘
inc.

BROKER: Harold Bausmer of The
Sales Group

WYBR-FM/Big Rapids
PRICE: $450,000

TERMS: Asset sale for $390,000 cash
and a $60,000 promissory note at 8%
interest

BUYER: Mentor Partners Inc., headed
by President Thomas Dilley. Phone:
(616) 459-8383

SELLER: KMF Communications Inc.,
headed by President Jeftrey Kortes.
Phone: (616) 754-3656

WKMI-AM & WRKR-FM/
Kalamazoo & WKFR-FM/
Battle Creek

PRICE: $14 million

TERMS: Asset sale for cash

BUYER: Cumulus Broadcasting Inc.,
headed by President Bill Bungeroth.
Phone: (412) 283-4500

SELLER: Crystal Radio Group Inc.,
headed by President Edward Sacker |iI.
Phone: (616) 344-0111

FREQUENCY: 1360 kHz; 107.7 MHz;
103.3 MHz

POWER: 5kw day/1kw night; 50kw at
485 feet; 50kw at 500 feet

FORMAT: Sports/Talk; Rock; CHR
P =T

| L
KQUL-FM/Lake Ozar|
PRICE: $800,000

TERMS: Asset sale for $40,000 cash
and a $760,000 promissory note
BUYER: Benne Broadcasting of Lake
Ozark LLC, headed by managing mem-
ber Dennis Benne. its parent compa-
ny owns KLOZ-FM/Eidon, MO. Phone:
(573) 392-3793

SELLER: Reichel Broadcasting |
Corp., headed by President Norris
Reichel. Phone: (904) 304-7133

KALS-FM/Kalispell

PRICE: $300,000

TERMS: Asset sale for $25,000 cash
and a 10-year, $275,000 promissory
note at 8% interest

BUYER: Distant Shores Media Inc.,
headed by President Bruce Erickson.
Phone: (406) 752-5257

SELLER: North Valley Broadcasting
Enterprises Inc., headed by President
Harold Erickson. Phone: (406) 752-
5218

New Mexico
KXJW (FM CP)Jal
PRICE: $10,000

TERMS: Construction permit sale for
cash

BUYER: Noalmark Broadcasting
Corp., headed by President William
Nolan Jr. It owns KIXN-FM & KZOR-
FM/Hobbs, NM & KYKK-AM/Humbie
City, NM. Phone: (870) 862-0202
SELLER: JohnWiggins. Phone: (915)
520-1549

BROKER: Whitley Media

KXTC-FM/Thoreau

PRICE: $437,500
TERMS: Asset sale for cash
BUYER: KGLX/KFMQ/KFXR LLC, a

wholly owned subsidiary of Roberts
Radio, headed by President Robert
Sherman. It owns KGLX-FM & KFMQ-
FM/Gallup, NM. Phone: (914) 741-1133 |
SELLER: XTC Inc., headed by Presi-
dentLeslie Hadden. Phone: (505) 863-

3802
_ Ohio |

| WVOI-AM/Toledo

PRICE: $200,000

TERMS: Asset sale for cash
BUYER: Cornerstone Church Inc.,
headed by President Robert Pitts.
Phone: (419) 891-9989

SELLER: God’s Way Communica-
tions Inc., headed by President Kirt
Reynolds Jr. Phone: (419)243-7052
FREQUENCY: 1520 kHz

POWER: 1kw

FORMAT: Gospel

KECO-FM & KXOO-FM/
Elk City

PRICE: $100,000

TERMS: Stock sale for cash

BUYER: Blake Brewer is acquiring
Paragon Communications Inc.
Phone: (580) 225-9696

SELLER: Brooks Brewer. Phone:
(580) 225-9696

KEUG-FM/Cottage Grove

PRICE: No cash consideration
TERMS: Transfer of voting stock for for-
giveness of debt

TO: Bernard Foster is acquiring 20%
voting interest, in addition to his 80%
non-voting interest, in Signal Commu-
nications Inc.

FROM: Jerry Lewis Foster

WISR-AM & WLER-FM/

4

| Butler

PRICE: $1,327,804

TERMS: Stock sale of 54.703% interest
BUYER: Victoria Hinterberger, Scott
Briggs, Linda Harvey, and Daniel Ver-
non (the new investors) are acquiring
5:261% of WBUT Inc.

SELLER: Robert, Charfotte, and Frank
Brandon are selling their 48.177% inter-
estin WBUT Inc. back to the corpora-
tion; Deanna, Carla, and Amie Brandon
and Jennie and Gregory Rogerson are
selling their 4.445% interest back to the
corporation.

FREQUENCY: 680 kHz; 97.7 MHz
POWER: 250 watts day/50 watts night;
4.6kw at 374 feet

FORMAT: AC; AC

WXVX-AMMonroeville
PRICE: $235,000

TERMS: Asset sale for $188,000 cash
and a $47,000 promissory note at 8%
interest

BUYER: Mortenson Broadcasting
Co., headed by President Jack Morten-
son. it owns WPGR-AM/Pittsburgh.
Phone: (606) 245-1000

SELLER: Michael Horvath. Phone:

(Florence)

PRICE: $525,000

TERMS: Asset sale for cash

BUYER: Cumulus Broadcasting Inc.,
headed by President Bill Bungeroth.
Phone: (414) 283-4500

SELLER: Seaside Broadcasting Inc.,
headed by President Roger Ingram.
Phone: (910) 327-0589

FREQUENCY: 94.3 MHz

POWER: 10.5kw at 502 feet

FORMAT: Urban

T .

WKXJ-FM/South Pittsburg
(Chattanooga)

| PRICE: $351,852

TERMS: Stock sale for 51%

BUYER: Robert Gay is acquiring Mar-
son Broadcasting Inc. Phone: (256)
259-1128

SELLER: Marcellus Smith IV. Phone:
(256} 533-3131

FREQUENCY: 97.3 MHz

POWER: 11kw at 1043 feet

FORMAT: CHR/Rhythmic

B

b s j

KTMR-AM/Edna

PRICE: $150,000

TERMS: Asset sale for promissory note
BUYER: Marantha Church of Laredo
Inc., headed by President Israel Tellez.
Phone: (888) 355-7778

SELLER: HZ International Corp., head-
ed by President Humberto Zazueta.
Phone:(281) 493-3483

KTSM-AM & FM/El Paso

PRICE: $10.5 million

TERMS: Asset sale for cash

BUYER: Clear Channel Communica-
tions Inc., headed by President Lowry
Mays. It owns 190 stations, inciuding
KHEY-AM & FM & KPRR-FM/E! Paso.
Phone: (210) 822-2828

SELLER: ComCorp of El Paso
FREQUENCY: 1380 kHz; 99.9 MHz
POWER: 5kw day/500 watts night;
100kw at 1820 feet

FORMAT: News/Talk; AC

BUSINESS

Bloomberg =Zz/x=s

Continued from Page 4 K

Commonwealth Cleans Up In Kentucky

C ommonwealth Broadcasting Corp. last week purchased seven
radio stations for $2.91 million in its home state of Kentucky:
WFKY-AM, WKED-AM & FM & WKYW-FM/Frankfortand WHRZ-FM/
Providence from entities headed by Lee Hagan, and WCND-AM &
WTHQ-FM/Shelbyvilte from Tradewater BroadcastingCo. Common-
wealth will now have 23 stations in the Bluegrass State.

Cumulus Buys Michigan Trio

C umulus Broadcasting pays Crystal Radio Group $14 million cash
for Michigan outlets Sports/Talk WKMI-AM, Rock WRKR-FM/

Kalamazoo, and CHR WKFR-FM/Battle Creek. The purchaseincreases

Cumulus’ stable to 140 properties.

Dr. Pepper Launches Three-Month Ad Campaign
oft-drink maker Dr. Pepper will launch a nationwide “retro '70s”
U.S. promotion that will be coupled with a $40 million-plus radio

and TV campaign beginning May 1.4n a 30-second radio spot pushing

“Pepper Prize Fever,” the brand's tag line — “This is the taste” — will

be touted. New York ad agency Young & Rubicam is handiing the

campaign.

SportsLine USA Offers 4 Million Shares

t. Lauderdale-based sports network SportsLine USA last week

began a secondary public common stock share offering priced at
$37.625. About $81 million is expected to be generated and will beused
for working capital and other general corporate purposes, including
expansion efforts. SportsLine USA (Nasdaq: SPLN) hit a record high of
38.375 on April 15; the company has been trading since February 17,
when it opened at 18.813. Underwriting is by BancAmerica Robertson
Stephens, NationsBanc Montgomery Securities, PaineWebber Inc., and
Salomon Smith Bamey.

ARS Commences Consent Solicitation

merican Radio Systems has begun a consent solicitation with

respect to its 9% senior subordinated notes due 2006 and its
9.750% senior subordinated notes due 2005 (formery of EZ
Communications) to facilitate the separation of its radio broadcasting
business and its communications tower business pursuant to the
company's pending merger with CBS. The record date to determine
the noteholders entitled to consent is April 21; the expiration date for
each consent solicitation is 5pm ET the following day. ARS will pay to
consenting noteholders a consent fee of $10 for each $1000in principal
amount with respect to which a consent is properly delivered and not
revoked.

SFX Entertainment To Offer 5 Million Shares

S FX Entertainment — the outdoor entertainment spinoff of SFX
Broadcasting — filed with the SEC April 15 for an offering of 5
million class A common shares. On March 31, SFX shareholders
blessed the company's merger with Capstar Broadcasting Partners,
which is expected to close in the second quarter. The offering would
begin upon closure of that deal.

Disney CFO To Leave

W alt Disney Co. Sr. Exec. VP/CFO Richard Nanula will leave the
company to assume the post of President/CEQ of Starwood

Hotels & Resorts Worldwide inc., Disney Chairman/CEO Michael

Eisner saidin a written statement April 15 Nanula will stay on until June

1. No successor has been named.

Clear Channel Extends More Offer

lear Channel said April 17 it would extend its offer of £446 million

for UK-based outdoor advertising company More Group Plc to
April 30; the previous offer expired April 16. Clear Channel hasn't
increased its bid since its initial offer on March 5, but £446 million
pounds was worth is now worth about $729 million then, but, based on
last Tuesday’s exchange rate, is now worth about $747 million. “it
doesn’t bother us that much,” said Houston Lane of the waning value
of the dolfar. Clear Channel's new price is good until April 30. Late last
month Decaux SA offered $798 million for More; Clear Channel
reiterated its stance April 17 that the French company’s intervention
‘raises significantly greater public interest issues than those raised by
Clear Channel's offer.”

C ongress has not appropriated monies to make the Mass Media
Bureau's contract licensing systems Year 2000-compatible, a
senior FCC official told R&R this week. The so-called “Year 2000
problem” may cause many computer systems and records to fail when
the new millennium arrives. If Congress provides the commission with
funding ina couple of months as itis expected to, the MMB will be “Year
2000-compliant” nextyear. If not, the bureau may have to upgrade its
databases instead of replacing them. The official said this solution
would be “a waste” of bureau efforts.
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AIDS RESEARCH

Founded by the Music Industry

1998
HUMANITARIAN *
AWARD GALA

Honoring
JIM CAPARRO
President and CEO,

PolyGram Group Distribution, Inc.

Thursday, May 7, 1998
The New York Hilton
New York City

Performances by:
BRYAN ADAMS
ANDREA BOCELLI
JON BON JOVI
CHRIS BOTTI
MELISSA ETHERIDGE
LL COOL ]

BILLY MANN
BRIAN McCKNIGHT
LIONEL RICHIE
RICHIE SAMBORA
other special guests
soon to be announced

Musical Director:

DON WAS
Catering by:

SPAGO
Wolfgang Puck, Proprietor

VALENTINO

Piero Selvaggio, Proprietor
Angelo Auriana, Chef

HOTEL BELAIR
Gary Clauson, Head Chef

For further

information,

call

21

2 .

245:-

1818.
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® TAMI BOOTH and JOHN CLARK |

have been named Sr. District Directors/
Affiliate Relations, Western and South
Central Regions, respectively, for West-
wood One. Booth comes toWW1 from
her post of Regional Mktg. Dir./West
for Premiere Radio Networks, while
Clark rises from his previous post with
the company, Dir./Affiliate Relations,
Southeast.

® MARY BETH
" GARBER be-
B comes President of
the Southern Cali-
fornia Broadcast
| Association
(SCBA). She seg-
ues to the job from
her last post as
i Dir/Sales & Mktg.,

d So.Calif. Radio Di-
| ‘ | vision for Mt. Wil-
son FM Broad-

casters.

NEWSBREAKERS.

Records

® KENYATTA“TALLY" GALBRETH s
promoted from Assoc. Dir/A&R to Di-
rector/A&R at Jive Records.

National Radio

® WESTWOOD ONE announces the
June 22-28 broadcast of the 29th An-
nual New Faces of Country Music, host-
ed by Jeff Foxworthy. The three-hour
show features perfomances from this
year’s event at the CRS in Nashville in-
terspersed with recorded performanc-
es from previous rising stars of past
New Facesshowcases.
—(310)204-5000

Also, Westwood One adds Superstar
Concert Series: Yes toits programming
lineup May 15-17. The 90-minute per-
formance is available 6am-mid ET.

—(212) 641-2052 or 2057

¢ MJI BROADCASTING has an-
nounced the broadcast of Hanson Live!,
a 90-minute radio special featuring the

group performing select songs and an-
swering questions via phone, e-mail,
and fax. Hosted by WHZT (Z100)/New
York's Paul Cubby Bryant, the show will
airMay 11, 10pm ET.

—(212) 896-5250

- Industry

| ® N2K INC's online music division, N2K

Entertainment, has officially changed its
name to Music Boulevard Network to
better encompass all of its elements.
J.J. ROSEN, formerly VP/GM of N2K,
is named President.

—(212) 378-0331

Products & Services

© WHO DID THAT MUSIC LIBRARY?
the L.A.-based, worldwide film music
producer and distributor, unvells its Who
Did That Music Library? Collection. The
product will feature the company's new
production music and sound design
catalogs, “Gravity” and"Revolucion”
—(800) 400-6767

Changes

Records: Margaret Ann Ronayne
rises 10 Nat'l Top 40 Mgr. and Shari
Rothstein becomes Assoc. Dir./
A&R Admin. for Arista Records ...
David Gorman climbs to Dir./Cre-
ative Mkig. at Rhino Records ...
EMI Music Publishing Nashville
names Glenn Middleworth VP/
Creative ... Velvel Records names
Chad Coleman and Keith Cun-
ningham Promo Mgrs.. Northeast
and Southeast regions. respective-
ly. and appoints Kathy Keeley Pub.
Magr. for the label ... Virgin Records
appoints Jane Ventom VP/A&R
Admin. & Creative and CherylAnn
Sr. Exec. Asst. ... Sharon Kim is
appointed Manager/Strategic Plan-
ning & Bus. Dev. for Universal
Music Group ... Philicia Gilbert is
upped 10 Sr. Dir./Int’]l Public Rela-
tions for BMG Classics ... Doug
Cohn rises 10 Sr. Dir./Music Video
Promo & Media Dev.. and Josh
Lerman is elevated to Assoc. Dir./
Int’l Prod. Dev. for Atlantic Records
... Sire Records Group names Andy
McLenon VP/A&R. Nashville ...
RCA Records promotes Sheri Seg-
alini to Sr. Dir./Single Sales & Mer-
chandising, Dave Remedi 10 Sr.
Dir/Nat’l Accounts, and Michael
Bowles to Dir./Urban Sales: and
welcomes Mike Del Tufe and
Mary Buzard as Regional Label
Dir./Sales, East Coast and Mid-
Central region, respectively.

BirTHS

KROQ/Los Angeles morning
co-hostKevin Ryder, wife Mel-
issa, daughters Maggie May and
Katie Renee, April 20.

KLDE/Houston morning show
producer Mark Meyers, wife
Julie, son Max Glen, April 15.

WRQK/Canton-Akron morn-
ing co-host Matison Moore,
daughter Olivia, April 1.

£

National Radio: Susan Knoll joins
AMFM Radio Networks as Sr. Mgr./
Research ... Westwood One reorganiz-
€s ils sports programming dept. as fol-
lows: Kevin McCarron joins as
Sports Producer; Tommy Tighe 1akes
hosting duties for NFL Sunday night
and Monday night broadcasts;
Howard Deneroff coordinates play-
by-play events and on-site NFL broad-
casts: and Al Smith handles in-house
production for the 1998 college and
NFL football seasons ... Eleanor Har-
ris joins Public Radio International
(PRI) as Sr. VP and Dir./Mkig.

Industry: Entertainment talent man-
agement company The Firm ap-
points Aaron Ray VP/Talent Dev.
and Gayle Boulware Manager.

Adult Contemporary: WCBZ &
WRHT/Greenville. NC weekender
Robert Smith joins Pop/Aliernative
Hot AC WXXM/Philadelphia for
overnights ... Dr. Dave becomes in-
terim MD at WAJI/F.. Wayne, IN ..
Mike Moore (a.k.a. Joe Mama)
joins KRUZ/Santa Barbara, CA for
morning drive ... WFAT/Kalamazoo,
MI promotes middayer Colleen Ad-
ams to APD.

Alternative: KFMZ/Columbia, MO
elevates Brent Glasgow from over-
nights (0 evenings/Prod. & Imaging
Dir.. Justin Dean takes the overnight
slot, and former evening personality
Tommy Marrs exits ... WDST/
Woodslock-Poughkeepsie, NY APD
Dave Doud adds MD duties. .

CHR: KLRS/Chico, CA morning
driver Sally Foxx exits and is re-
placed by crosstown KALF morming
man Mark Arnone ... WKPK/NW
Michigan names Jen Donnell mid-
dayer. Overnighter Aaron segues to
evenings, while Jason Young shifts
from afternoons to momings ... BET
Rap City co-host Big Lez adds mom-
ing co-host duties at KPWR/Los An-
geles ... KQKS/Denver middayer Jer-
ry Dixon exits ... Eight-year KPSI-
FM/Palm Springs. CA moming driv-

ers Barry & Andy cross the street 10
new dance-oriented CHR KCMJ-FM
... KDRE/Little Rock's new 50.000-
watt signal is on the air ... WIFC/
Wausau, WI appoints Jeff Murray
MD ... KPTY/Phoenix’s Krazy Kid
Stevens segues to afternoons at
crossiown KKFR. KPTY morning
driver Supersnake will also handle
afternoons in the interim. Mean-
while, KPTY personality Rob Fla-
Jjnik joins KXME/Honolulu for cre-
ative services duties.... WZJM/
Cleveland hires Wild Wes Livchak
as morning co-host .... KMXV/Kan-
sas City middayer Kelly Urich
moves to mornings as Jonathan
Wilde and Karen Barber exit. In
other station moves. MD Dylan
takes middays, and weekender Matt
Mitchell segues to nights ... WEZB/
New Orleans morning drivers Robb
& Robb move 10 crosstown rival
KUMX. KUMX morning co-host
Pam Bunch exits ... KGGI/River-
side part-timer Gina D picks up full-
time nights ... KKSS/Albuquerque
APD/atiemoon driver John E. Kage
departs 1o accept afternoons at
KSFM/Sacramento ... WMGB/Ma-
con, GA picks up the Steve & DC
morning show ... WZNY/Augusta.
GA afternoon driver Mackenzie
Clark segues to morning co-host ...
Former WWZZ/Washington night-
timer JoJo Morales joins nearby
WXYV/Baltimore for swings ...
WOCQ/Salisbury-Ocean City. MD
middayer Kenny Love exits. Over-
nighter Gizmo slides into middays
and takes on production coordina-
tor responsibilities. Agnus joins for
overnights ... WDJX/Louisville pm
driver Chris Randolph adds inter-
im APD/MD duties ... WPST/Tren-
ton, NJ MD Andy West resigns and
accepts a gig at the new WBIX/New
York as APD/Creative Services Dir.
... KKMG/Colorado Springs mid-
dayer Valerie Hart adds MD stripes
... WBBO/Monmouth-Ocean. NJ
MD Alan Fox adds APD stripes,
while WNGC/Athens, GA aftemoon
driver Brady Richman joins for
momings ... Former WIOQ/Phila-
delphia Creative Services Dir./mid-

T
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ABC RADIO NETWORKS
Robert Hall » (372} 991-9200

Classic Rock

Chris Miller

STEVIE NICKS Reconsider Me

Hot AC

Garry Leigh

VONOA SHEPARD Searchin’ My Soul
Starstation

Peter Stewart
AMY GRANT Like | Love You
SARAH MCLACHLAN Adia

Touch
Monica Logan

K-Cl & JOJO All My Life
KEITH WASHINGTON Bring It On

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

Rock

ATHENAEUM What | Didn't Know
BIG WRECK That Song
CARAMEL Lucy

GREEN DAY Redundant

Alternative

TDRI AMOS Spark

GREEN DAY Redundant

MARCY PLAYGROUND Saint Joe On The School Bus

|
CHRMot AC
FASTBALL The Way
REBEKAH Sin So Well

Mainstream AC

CHERRY POPPIN’ DADDIES Zoot Suit Riot
GLORIA ESTEFAN Heaven's What | Feet
STEVIE NICKS Reconsider Me

Lite AC
STEVIE NICKS Reconsider Me
JAMES TAYLOR Jump Up Behind Me

NAC
PAUL HARDCASTLE Sheibi
DIANA KRALL You're Getting To Be A Habit With Me

uc
JOE Al That 1 Am
7 MILE Do Your Thing

BROADCAST PROGRAMMING
Walter Powers  (800) 426-9082

CHR

Casey Keating

BOYZ Il MEN Can't Let Her Go
FASTBALL The Way

Digital AC
GLORIA ESTEFAN Heaven's What | Feel

Hot AC
MARIAH CAREY My All
FASTBALL The Way

Digital Soft AC

Mike Bettelll
JAMES TAYLOR Jump Up Béhind Me

Delilah
MADONNA Frozen

Alternative
Teresa Cook

BEN FOLDS FIVE Song For The Dumped
GARBAGE Push it

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

JJ McKay

BRIAN MCKNIGHT Anytime
ROBYN Do You Really Want Me

Rock Alternative

Doug Clifton

AGENTS OF GOOD ROOTS Come On

ATHENAEUM What | Didn't Know

JERRY CANTRELL Cut You In

GARBAGE Push It

HARVEY DANGER Flagpole Sitta

MATCHBOX 20 Real World

MIGHTY MIGHTY BOSSTONES Wrong Thing, Right Then
URGE Jump Right In

Rock Classics

Liz Kazor

STEVIE NICKS Reconsider Me

BDNNIE BAITT The Fundamental Things
PAGE/PLANT Most High

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

Hot AC

Yvonne Day

AQUA Turn Back Time

GOO GOO DOLLS Iris

VONDA SHEPARD Searchin' My Soul

New Rock

Steve Leigh
EVERYTHING Hooch
VERVE Lucky Man
WALLFLOWERS Heroes
WANK Forgiven

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

Adult Rock & Roll

Jeff Gonzer

STEVIE NICKS Reconsider Me
PAGE/PLANT Shining In The Light
PAGE/PLANT Walking Into Clarksdale

Soft AC

Andy Fuller
AMY GRANT Like | Love You
MADONNA Frozen

Bright AC

Jim Hays

FLEETWOOD MAC Landslide
VONDA SHEPARD Searchin’ My Soul

dayer Jeffrey T. Mason is now do-
ing nights at WBZZ/Pitsburgh ...
Dee Dee Reading joins KBXX/
Houston for middays as middayer
Devin Steele segues to afternoon
drive. Also. former KBXX/Houston
nighttimer Kid Fresh joins "XHT
for mornings ... Steve Hausmann
joins WPXY/Rochester for news
duties ... KHTN/Merced, CA mom-
ing co-host/Production Dir. Ryan
Cota joins KKRQ/Tucson as asso-
ciate morning show producer ...
WSOY-FM/Decatur, IL Production
Dir. Kevin Lambert is the new mid-
dayer at WDBR/Springfield, FL ...
Jason Meyers joins WAGG, WBHJ
& WBHK/Birmingham for creative
service duties ... KCAQ/Oxnard-
Ventura, CA part-timer Larz is pro-
moted to middays as APD/MD/mid-
dayer Jacque Gonzales-James seg-

T Y Y ATV E YA VS VAV A VIS FaVAVANaTalaal

ues to late-nights ... WFBC/Green-
ville, SC latenighter Reggie Jack-
sonexits ... KWIN & KWNN/Stock-
ton-Modesto nighttimer Brent Ber-
ry exits ... WJET/Erie, PA promotes
part-timer Jo¢ Arnold to over-
nights.... KZMG/Boise. ID PD Mike
Kasper segues from afiernoons to
mornings. Overnighter Scooter B
moves to nights as Matt Steele
comes on board for overnights ...
WLNF-FM/ Biloxi, MS promotes
weekender Ryan LaFontaine to
late-nights ... WERZ/Portsmouth,
NH moming driver Dan Alexander
resigns from mornings at WYXR/
Philly ... WALC/St. Louis adds
Howard Stern for momings.

News/Talk: 610 WTVN/Columbus
welcomes air personality Cornell Mc-
Cleary for Sunday evenings (7-10pm).
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1000 pcs at 63¢ ea.
2500 pcs at 60¢ ea.
$40 set up charge

800-786-80N « www.resultmarketing.com

| (R, RESULTS MARKETING |

CREATILVE PROMOTIONS

e 5/15/98 [

Lithographed On Heavy Gloss Stock

% REQUEST FREE

NTATTATANVAT

77

CATALOG AND SAMPLES!

— B/W - 8x10’s
1 0 —————

500 — $80.00
Cay 1000 — $108.00

4x6 - JOCK CARDS
500 — $65.00
1000 — $91.00
#* PRICES INCLUDE

TYPESETTING & FREIGHT
% FAST PROCESSING

+* OTHER SIZES & COLOR
PRINTS AVAILABLE

PICTURES

1867 E. Florida St. « Dept. R

Springfieid, MO 65803

(417) 869-3456 FAX (417) 869-9185
www.abcplctures.com

TEMPORARY
TATTO0 SPECIEL

The last frontier in call-letter placement

WX EDEE
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10.000 pc. min.

rmCGwvon

Includes all charges, no hidden costs
f2=> [ 0ver1,000000
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ast year alone

LEE ARNOLD PROMOTIONS

(411) 3519088 = Fax (114) 351-6997

INZ
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For your next promotion...

Step up to the

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroll.com

Powerful ¢ Affordable * Dramatic

-.-"_.'-&{'1"-»'--. ."‘t - ..__-_-1.
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ADOBE|GRAPHICS/&!DESIGN|

SERVICE

We are either away from our desk or on the
other line. Please leave a message or hit 0
for the operator and have us paged.

DEADLINES

Haven't made one yet.
Goin’ for the record.

PRICES

All costs are dependent upon
the attitude of the client.

FREE

40 page color catalog with
promotional/premium items specifically

designed for the broadcasting and
recording industry. Quarterly specials.
Valuable gift, worth millions.

REFERENCES:

ABC RADIO NETWORK. « UNITED STATIONS « WARNER BROTHERS

JONES SATELLITE NETWORKS * WESTWOOD ONE » CNN
BILLBOARD ¢« BMG/RCA + MCA « Plus over 1.000 Radio & TV stations!

e

ONLY $498

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

Call Toll Free:
U.S. 1-800-231-2417

Canada 1-800-847-5616
{713) 507-4295 FAX

TS AN

S S S s

1229 hits from 54-89 - $499
845 hits from the 70's - $499
1012 hits from 1980-1995 - $498

For tree track listings call

Ghostwriters

| (888) 8524747 For radio broadcast only!

Ouside US call (§121489-3200
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T-SHIRT BLOW OUT

[T

PROMO S2ECIFEL

LONG SLEEYE
FRUIT OF THE LOOM (—Qt 108 pe. min, 1 side.
“BEST" = 1 color imprint. SET UP &

Freight not included. SCREEN CHARGE INCL..

LEE ARNOLD PROMOTIONS
(414) 3519088 * Fax (411) 351-6997
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Call Dawn Garrett
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How To Make A Fortune In Radio

PART ONE OF A THREE-PART SERIES

ow would you like to make a fortune in radio? Does that sound impossi-
ble? It’s not. There is more opportunity for you to make money now than
ever before. In today’s column and the two that follow, I'll tell you how.

First. you have to think in terms of sales, because that’s the life-
blood of every business. In each industry, there are always out-
standing salespeople. those individuals who consistently deliver
most of the revenue. Your job is to recruit or develop these “heavy
hitters.” motivate them, and keep them. If you do. they can make
an incredible amount of money for you. Yet the trend in radio is to
convert salespeople to 100% commission. phasing out base sala-
ries and reducing benefits. The beliet is that this will maximize
profits, ag the superstars will sell more 10 make more while the
weak performers will be eliminated. Survival of the fittest.

Paradoxically, it will have the opposite affect. Your outstanding
salespeople want to feel that they are an integral part of your team
and. like you. they also want some security. If you follow this trend,
you’re making them hired guns, readily recruitable by a competitor with a better commission
plan and a signing honus. The biggest producers will demand more money to stay with you or
be recruited by you. Welcome to the world of frec agency, which you may have helped create.
Your weak and mediocre salespeople will hang around, hoping to pick up accounts during the
frequent reassignment of customers that results from the superstars coming and going. As al-
ways, the weak players will continue to require a higher percentage of your management time.

How do | know this to be true? Because | started and built a company with offices coast (o
coast. For nearly 20 years | learned these lessons. sometimes painfully. 1 also analyzed my
compctitors and studied numerous other organizations in many different industries, including
radio. I've listened 1o hundreds of salespeople. and there is a consistent message: The outstand-
ing pertormers reached the top of their profession hecause they’re smart, work hard, and under-

THE ROAD 10

By Dick Kazan

stand corporate opportunities. They want to play a key role in your decision-making process,
an ownership position through attractive stock options (just as senior management often re-
ceives), a viable 401(k) plan to help shelter their income, and a decent base salary with medical
benefits to cover them and their families. In addition. a profit-sharing plan tied directly to the
performance of the company is a clever way to motivate your sales-
people to meet your goals.
One of the great business success stories is Wal-Mart. Starting
with one store in 1962, they've become the largest retail operation
in the world. As their founder and longtime CEO Sam Walton said
- in his autobiography, Sam Walton: Made In America, ~If you want
the people in the stores to take care of the customers. you have to
make sure you're taking care of the people in the stores. That's the
most important single ingredient of Wal-Mart’s success.” So how
did he do this? With commission plans on top of a base salary or
hourly wage, medical benefits, “profit sharing, incentive bonuscs.
discount stock purchase plans, and a genuine effort to involve the
associates [employees] in the business. so we can all pull together”” He was also an excellent
listener who actively solicited employee advice, which he frequently and publicly acknowl-
edged and implemented.

As Sam Walton and other successtul businesspeople have demonstrated repeatedly over the
years, this is how you make your fortung in sales. Next week. we’ll discuss the hottest topic in
corporate America, how to make money with stock.

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

* June 17-20 — PROMAX Con-
vention. Toronto Convention Center;
(310) 788-7600.

* April 2 (through June 24) —
Spring Arbitron.

« April 25 — ‘98 RTNDA Spring
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Who hears the hits...

and how often?

Combine the power of RCS Selector
with your ARBITRON ratings with
SelectorREACH...

Now in the mail to all Selector PD's!

"If a song plays on the
radio and nobedy hears it
...did it really play?"'

Gugliemo Marconi, 1901
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Training Conference. Double Tree
Hotel Pentagon City/National Airport,
Washington, DC; (202) 659-6510.

* April 27 — AWRT's Gracie
Allen Awards. Lincoln Centef, New
York; (703) 506-3290.

*May 2 — 4th Annual Geller

Media Intl Producers Workshop. |

Radisson Empire Hotel, New York
City; (212) 580-3385.

* May 6-8 — Radio Only Manage-
ment Conference. Phoenician Hotel,
Scottsdale, AZ; (609) 424-6800.

* May 17-20 — 38th Annual
Broadcast Cable Financial Mgmt.
Conference. Hyatt Regency, New
Orleans; (847) 296-0200.

o May.21-27 — 21st Annuai NA-
BOB Spring Broadcast Manage-
ment Conference. Hotel TBD, St.
Thomas U.S. Virgin islands; (202)
463-8970.

* May 30 — '98 RTNDA Spring
Training Conference. Wyndham
Garden Hotel, Buckhead, Atlanta;
(202) 659-6510.

*May 30 — 1998 MTV Movie
Awards. Barker Hanger, Santa Mon-
ica, CA.

« June 4 — Seventh Annual Ra-
dio-Mercury Awards Show. Marriott
Marquis, New York; (212) 681-7207.

* June 11-13 —R&R Convention
'98. Century Plaza Hotel, Century
City, CA.

*June 15-21 — International
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

* June 20 — '98 RTNDA Spring
Training Conference. Sheraton Pla-
za Hotel, St. Louis; (202) 659-6510.

¢ July 2 (through September
23) — Summer Arbitron.

* July 7 —Major League Baseball
All-Star Game. Coors Field, Denver.

 July 16-19 — 23rd Annuai Con-
clave. Marriott City Center, Minne-
apolis; (612) 927-4487.

 July 29-August 2 — '98 Wom-
en In Communications Conference.
Ritz Carlton, Philadelphia; (410)
544-7442.

* August 6-8 — Talentmasters
Morning Show Bootcamp. Grand
Hyatt, Atlanta; (770) 926-7573.

¢ September 10 — MTV Music
Awards. Universal Amphitheater.

* September 10-12 — 47th An-
nual AWRT Convention. Westin City
Center, Washington, DC; (703) 506-
3290.

* September 23 — CMA
Awards. Grand Ole Opry, Nashville.

¢ September 23-26 — '98 RTN-
DA International Conference & Ex-
hibtion. San Antonio Convention
Center; (202) 659-6510.

* October 11 — '98 Radio Hall
of Fame Awards Ceremony. Chica-
go Cultural Center; (312) 629-6005.

* October 14-17 — NAB Radio
Show. Seattle Convention Center;
(202) 429-5354.

* October 16-18 — North By
Northwest. Portland Hilton; (512)
467-7979.
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IT STILL COMES DOWN

TO A GREAT PLAN

Coleman Research Plan Developers Chris Ackerman, Jon Coleman and Warren Kurtzman

The more things change...

Deregulation and consolidation have changed almost
everything. Now everyone is “building market clusters”
and competition is more intense than ever. Yesterday's
also ran station is now in your format and in your face.

...the more it comes down to a great plan.

More than ever a station’s strategy is key. Great stations
succeed because they design great strategic plans and
then excel in execution. That's where Coleman Research
comes in. Coleman Research is known as one of the top
two radio research companies because we develop
winning strategies for our clients. When it’s your success
that matters, look to Coleman Research, the company
with “The Plan.”

A strategic plan, not useless data

Don't be tricked into believing that all research is the
same. Even the highest quality data is worthless if it
doesn’t lead 10 a successful strategic plan. Research
companies should be evaluated on their ability to help
you interpret and act upon the data. Coleman Research’s
strength in this area allows us to develop winning
strategic plans. That’s what sets Coleman Research apart
from “data vendors.”

COLEMANR

An integrated approach

Coleman Research begins the research process with our
Plan Developer perceptual studies, which produce the
most actionable strategic research for our clients. We then
integrate Focus Group studies and FACT» music tests,
which results in a comprehensive strategic focus. The
Plan Developer identifies the winning position, the Focus
Groups unearth “hidden” issues that may affect your
station’s performance and FACTe —through advanced
measures such as Fit and Compatibility-allows you to

build the most focused music library possible. All three of

these tools work in concert with one another to keep “The
Plan” for your station on track.

“The Plan” gets results

This integrated approach to strategic planning has
delivered impressive results. Just ask your colleagues at:

e Hot 97/New York e Kiss FM/New York

¢ KROQ/Los Angeles * WBCN/Boston

» Power 106/Los Angeles ¢ The Zone/Sacramento
o KSHE/St. Louis e MIX 106.5/Baltimore
¢ WIBC/Indianapolis * WKLH/Milwaukee

o KYGO/Denver ¢ Power 98/Charlotte

* KS95/Minneapolis * KS107.5/Denver

John Gehron,
American Radio Systems

Let's build your “Plan” for success today

“The Plan" from Coleman Research can help take your
station to the top and keep it there. Contact us today and
put the power of “The Plun" to work for you.

“Fm sorry | didn’t start
with Coleman Research
sooner!”

“After two years, we have great
confidence and trust in The
Plan. The tables are easy, but
most importantly. Coleman’s
interpretation is key. Their
experience and overview really
bring the research to life! If you
ask me. | would say, Call
Coleman.”

ESEARCH

One of America’s Top Two Radio Research Companies

(919)571-0000 www.colemanresearch.com
Hamburg * Research Triangle Park « Los Angeles

www americanradiohistorv com
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SALES

Radio’s New Cash Cow:
Affluent Baby Boomers

[ Ideas to ponder as the upscale market shifts

T he stock market is booming. The economy is strong. Infla-
tion is low. As a result, many people are happily opening
their bank statements each month to find that, at least on paper,
they’re getting richer. Moreover, many baby boomers, now aged
34-52 years old, have slid quietly into their peak earning years.
Like everything this generation does, their increased financial pow-
er has enormous economic repercussions on the nation.

What this means in simple terms
is that more people have more mon-
ey than ever before. Whether you be-
lieve in the forewarned shrinkage of
the middle class or not, numbers do
support the increase in the number
of upper-class or affluent adults over
the past decade.

According to American Demo-
graphics (and confirmed by the
IRS), the number of U.S. million-
aires is up considerably since 1989,
An cstimated 4.8 million Americans
had a net worth of $1 million or
more in 1996, up from 2.2 million
in 1992

Of course. you do not have to be
a millionairc (o qualify as affluent
under most definitions. Most sourc-
es classity “aflluent” adults as those
living in $75,000+ households. Un-
der this specification. almost 35
million adults, or 18% of the 18+
population. can now be called “af-
fluent.” However, in many areas the
$75.000 threshold is a rather liber-
al definition. If the bar is raised to
$100.000 households. this cuts the
number of affluents in half. Still,
approximately 17 million Ameri-
cans — 9% of adults — live in
houscholds with an annual income
of $100.000 or more. Moving up
the scale, the “super rich,” or those
earning over $250,000 per year,
represent less than 1% of the popu-
lation.

Looking at these statistics, it be-
comes obvious that there are major
lifestyle ditferences even within the
affluent market. New cntrants into
the broadly defined “affluent” sta-
tus include not only the growing
number of “super rich” buoyed by
the astronomical compensation now
paid to top executives, entertainers,
and athletes, but also stretches to the
marginally well-off, two-income
couples who still may struggle to
pay childcare, mortgage, and credit
cards bills.

The New Affluent
Consumer

Regardless of their degree of
wealth, members of the affluent mar-
ket do have one thing in common
— they outspend their less afftuent
counterparts by a wide margin. For
this reason, marketers have always
chased consumers with money to
spend. Recent changes in the scope
and composition of the affluent mar-
ket, however, may cause advertisers
to start running in new directions.

Any change within a given target
begs for a re-evaluation of existing
marketing strategies and media
choices. Eor instance. as the afflu-

*

ent market'grows larger, coverage
becomes increasingly important.
Granted, affluent individuals remain
a limited percentage of the popula-
tion. However, if close to 10% of the
population now has the means to buy
your product, schedules in limited-
reach “prestige” books such as For-
tune, Food & Wine, or Architectural
Digest, with readership in the one
million range, may no longer fully
meet marketing needs.

There is also a changing mental-
ity within today’s affluent market
that not only calls for a slightly dif-
ferent advertising approach, but
also opens this market up to a
broader range of advertisers. While
most analysts agree that the quest
for luxury items is experiencing a
resurgence along with the economy,
gone are the days of "80s conspic-
uous consumption. “Value™ seems
to have replaced “excess” as the
buzzword of the new affluents.

Most affluents say that they carn
their money and are careful where
they spend it. In a survey sponsored
by Amecrican Express Platinum
Card, 98% of respondents carning
over $150.000 per year feel that
they work hard for their monev.
Moreover, 75% said that they pre-
ferred to spend extra time 1o find
the hest value, and 75% do not even
consider themselves affluent.

Slumming It

On the retail level, the search for
value means that today’s affluents
aren’t afraid to step out of the tradi-
tional “‘upscale” venues to find a
good buy. An upscale consumer is
not unlikely to shop at Target or Wal-
Mart for new Kkitchen curtains, then
stop by Saks on the way home for a
new silk blouse. The rise in discount
builk retailers like the Price Club and
the growth in outlet centers offer an-
other example. According to a study
by Roper-Starch, four-fifths of those
with household incomes of
$100,000+ said that they shopped at
outlet stores during the past year,
while over half shopped at bulk dis-
counters. With these types of attitu-
dinal shifts, the affluent market
should be opening up to a whole
new range of advertisers in addition
to the traditional courters.

The Gap offers a great example
of a mid-priced retailer that cap-
tured the attention, and dollars, of
the affluent market. According to
Simmons data, adults with
$100.000+ household incomes are
more than twice as likely as the av-
cerage adult 10 have shopped at the
Gap in the last three months. [n an

By Michele Skettino

index comparison, it is not far be-
hind such upscale retailers as Tal-
bot’s, Saks Fifth Avenue, or Ralph
Lauren Polo. Why is this mass-
market retailer so popular with up-
scale consumers? One reason is the
perception of quality, casual cloth-
ing at a reasonable price. The other
is a series of skillful image cam-
paigns, often in black and white,
that portray Gap clothing as time-
less and classic — the perfect thing
to wear when bumming around Palm
Beach. Remember the ad featuring
Katherine Hepburn wearing her per-
fectly tailored khakis?

Turning on affluents to mid-
priced products is good for business
in two ways. First, affluents have
more money to spend, so while the

prices remain stable. the quantity of

goods purchased goes up. And sec-
ond, affluents tend to be influential
style-setters who compel! others of
all income ranges to want to buy
your product. If you’re selling
Lamborghinis, this may not actual-
ly increase sales. However, if your
product is affordable to the mass
markel. you can increase your con-
sumer base considerably.

Radio’s Affluent Appeal

Their numbers are growing, they
have a lot of money to spend. and
they can influence others to buy a
product. Advertisers want them. So,
how do they get them?

There remain a limited number
of options available to advertisers
targeting the affluent market. Radio
provides one of them. Affluents do
tend to be heavy users of certain
print vehicles, but among broadcast
media, radio has the clear advantage
and can also offer significant bene-
fit to a print campaign.

First, the numbers. Each week, ra-
dio reaches 88% of adults in
$100,000+ households. On the av-
erage weekday, 83% tune in to ra-
dio, with particularly strong drive-
time reach. Compared (o television's
coverage, radio reaches more afflu-
ents on a daily basis in every day-
part.

Radio formats with the highest
concentration of affluent listeners
($100,000+) include Classical,
all-News, News/Talk, all-Sports,
and NAC/Jazz formats. In markets
with Adult Alternative stations,
this format also delivers high per-
centages of affluent listeners, al-
though national figures are some-
what unstable due to low sample
size.

Few weekly television pro-
grams deliver high indices against
affluent adults. While certain ca-
ble networks and magazines can
target affluent consumers quite
well, the number of options avail-
able, as well as the limited time
spent with each medium, could
make frequency difficult to
achieve using either medium
alone. One advantage of radio is

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

Kroger: No Shopping Around

SITUATION: Kroger is one of three major grocery retailers in the Co-
lumbus, OH area. In such a crowded market, Kroger wanted to propel
itself to the top of the pack by positioning itself as an integral part of
the community and instilling unparalleled top-of-mind awareness.

OBJECTIVE: Kroger's target consumers are adults between the ages
of 25 and 54. In addition to buying commercial schedules, Kroger
emphasized the importance of station promotional events to drive home
brand awareness.

CAMPAIGN: Currently, Kroger runs commercials on 18-20 radio sta-
tions In the Columbus market, with a heavy concentration of commer-
cials during morning and evening drive. The creative elements of Krog-
er's commercials consistently feature price points and specific items,
with differing commercials geared toward different dayparts. in addi-
tion, Kroger is always actively involved in promotions that are
community-minded. :
RESULT: Kroger has enjoyed much success by primarily using radio
in its advertising plans and utilizing the medium’s heavy frequency
options. The company has seen other beneficial results: Kroger has
posted double-digit growth over the past two years, a huge growth rate
for the grocery industry.

—— RABTOOLBOX——

More marketing information and resources from the RAB

FROM MEDIA TARGETING 2000

Radio reaches 61% of heavy grocery purchasers within one hour of their
largest purchases. A heavy grocery purchaser is defined as an adult age
18+ who spends $100 or more on groceries in an average week. From 6am
to 6pm, this audience category spends 47% of its total media time with
radio, compared to 10% with newspaper.

FROM RAB’S INSTANT BACKGROUND COLLECTION —
SUPERMARKETS

Based on projected year-end sales figures for 1997 (Supermarket News,
November 17, 1997), Kroger Co. ranked first among supermarket chains,
with $26.5 billion in sales. Following is a percentage of shoppers Indicating
certain aspects to be very important”in determining where to shop for gro-
ceries (muttiple answers): Clean, neat store (91%); high-quality produce (91%);
high-quality meat (86%}; courteous, friendly empioyees (82%); use-before/
sell-by date marked (82%); accurate shelf tags (77%); low prices (77%);
convenient location (75%}; fast-checkotit (70%); personal safety outside store
(70%) (Food Marketing institute/Supermarket News, May 12, 1 997).
FROM RAB CATEGORY FILES

“Excluding an extraordinary charge, Kroger set records for sales, operat-
ing cash flow, earnings, and earnings per share {in the fourth quarter of
1997], officials said."— Supermarket News, Jan. 26, 1998

“Kroger's Dallas-Fort Worth marketing area here has jumped into the home-
computer market by promoting personal computers priced several hun-
dred dollars less than comparable branded models. Kroger has priced its
computers starting at $799.99 for a unit with 16 megabytes of memory and
a 166-megahertz Pentium processor” — Supermarket News, Dec.22, 1997

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

the relatively limited number of
programming options available
within a given market, which
tends to cluster affluents’ listen-
ing on a select group of stations.

Where Are They?

Radio’s ability to target con-
sumers regionally or within giv-
en metros is also very important
in affluent marketing. Geograph-
ically, affluent consumers are
highly concentrated in metro
(90%) areas — especially within
the nation’s largest metros. In ad-
dition, particular regions of the
country tend to have above-
average concentrations of wealth,
such as New England, the North-
east, the Pacific region, and the
mid-Atlantic states. Radio can be
used to provide “fill” in these
high-density areas, or a combina-

www americanradiohistorv com

tion of spot and network radio can
be used in conjunction to fully
serve a marketer’s needs.

This limited recap of radio’s po-
tential benefit for affluent market-
ers is far from exhaustive. How-
ever, as radio professionals, you
are all proficient in selling the
benefit of radio and strength of
your particular stations in deliv-
ering these consumers. The big
news in marketing to affluents is
that the market is changing.
Armed with this knowledge, the
door is opened for new opportu-
nities to tap into this lucrative ad-
vertising niche.

Michele Skettino is Dir./Marketing
Communications for Interep Radio
Store.
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Arbitron College Career Experience for
 Students and Stations (ACCESS)

Learn radio from the inside out with
the ACCESS Network, an internship
program with The Arbitron Company.

Do you want to know all
there is to know about the
radio industry?

How do we know how many people
are listening to a particular radio
station? How is a Rock listener differ-
ent from a Country listener? And how
do radio stations use this information
to make themselves successful?

You can find all this out through
the ACCESS Network. The Arbitron

© 1998 The Arbitron Company

College Career Experience for Students
and Stations is an internship program
with The Arbitron Company.

Arbitron is an international research
company that specializes in audience
measurement. Arbitron knows radio.
The ACCESS Network will enable

you to learn from a leader in radio
research and provide you with an
opportunity to work directly with a
radio station.

Radio is real time.
Real life. Right now.

So is the ACCESS Network. Positions
are limited, so act now!

ARBITRORM

a division of Ceridian Corporation

www americanradiohistorv com

Internships will be available in the
following cities: New York, Chicago,
Atlanta, Los Angeles, Dallas and
Washington/Baltimore.

m Interns will receive a stipend.

m ACCESS Network is available for
Fali, Summer and Spring terms.

Interested?

Call (410) 312-8201 for application
and additional information.
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FRANK MINIACI

Radio Is A Participatory Sport

U Don’t program/market from the stands when you should be on the 50-yard line!

By Paul Karlsen and Bobbii Hach

T he message is simple: Don’t just observe your audience’s
lifestyle and patterns, get down and dirty. Do what they
do. Why limit all of the senses by excluding the very experience
that can’t be translated into words? We all know that experi-
ence at the workplace translates better than the laboratory or
textbook situation of a classroom. How is that any different than
getting involved with your listeners? This week, Paul Karlsen
and Bobbii Hach from the marketing/promotion/consulting firm
Leverage M.P.C. get to the heart of the matter.

Paul Karlsen and Bobbii Hach with the
late Harry Carayv.

Radio promotions can set you
apart from your competition and es-
tablish ties with core audiences that
cannot be broken. How can you
reach your audience? You can’t be
torced to be creative and you can’t
learn to be creative ... it's not that
simple. Creativity comes from with-
in. and it takes the right elements 1o
bring it out.

Open your eyes and get out of the
office in order to experience what
your audience is experiencing. Your

job does not have to be all work in
order to be successful. If you are
locked in the studio or office, you
don’t really get the full picture of
what is happening in your market.
Reading the papers, while relaxing
and informative, will not open your
cyes to all of the trends currently out
there. Special events in your mar-
ket are one of the best ways 10 re-
late to your audience.

Separating From

The Competition
When was the last time you went
out of your way to go or do some-
thing that did not appeal to your in-
lerests at all. but that everyone was
talking about? Just take a look at
Titanic — have you seen it (proba-
bly for the second or third time by
now)? Are you watching South Park?
What is going to separate you
from your competition? Being cre-
ative in your programming and pro-
motions is the first place to start.
Contest flyaways are obviously of
nterest to a majority of your listen-
ers, but how many are giving you
the word-of-mouth adventising you
deserve? What is the purpose of run-

Self Ser ~
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Promo Of The Week

-
1.

LISTENERS GET TANKED — on gas, of course. KYLD/SF received na-
tional coverage when it teamed up with Exxon to sell gas for one cent a
gallon to listeners. Fremont police had to eventually shut down the promo-
tion aﬂgr traffic backed up for five miles on the local freeway.
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ning the same type of promotions
and spending money on something
that doesn’t get you the publicity as-
sociated with it? What was the last
promotion you did that everyone
was talking to their friends about?

Offering something different to
your listeners is the first step to se-
curing your ratings. Going to a mov-
ie set to see Leonardo DiCaprio,
breakfast with Cindy Crawford, a
walk-on role on a soap opera, tick-
ets to a Hollywood movie premiere
— you have to realize that there are
ways and means of getting these
things, you just have to go through
the right channels.

While it is hard to predict what
the next big thing will be, it is not
so difficult to know what the big-
gest thing at present is. You can gain
valuable insights about the psycho-
graphic trends in your market by go-
ing to events you would never imag-
ine yourselt at. Even the smallest of

@

You can gain
valuable insights
about the
psychographic
trends in your
market by going to
events that you
would never imagine
yourself at.

experiences can give you valuable
insight on what’s influencing peo-
ple and what they are searching for.
You can get ideas from everything
in front of you.

Listener-Inspired
Promotions

Once you have an idea. it is not
that hard to come up with a promo-
tion tor it. You have the resources
and the ears of many listeners. Your
listeners tell you what they want all
the time. Apply some of their con-
cepts and intérests into a promotion
for your station. Sometimes it
doesn’t even have to touch your pro-
motion budget. Use other people for
their imaginations. When you have
the opportunity. ask your listeners
if'they could go anywhere or do any-
thing. where or what would it be?
You will definitely tind out what the
audience wants and what is impor-
tant for your station in order 1o ful-

It's Not Too Late For A
Spring TV Campaign

t's not too late to run your TV campaign for spring. Since

the spring book runs 12 diary weeks, there is still time
to get a good share of voice in late April/early May and
still make a good impact on spring reporting.

Not many of your competitors have the money to run a campaign
longer than four to six flight weeks (translated to six to eight diary
weeks). It's possible that if your competitor has decided to“front-load”
the book with a TV campaign, they will run out of money before you
begin your campaign. Also, your “back-loaded” TV campaign will give
you access to better “May sweeps” programming. it will be filled with
new episodes of established prime, plus season finales.

L Tips For A Late Start

* Don't wait any longer to place the time. Even though your spot
may not be ready now, you can do your TV research and begin
your negotiations. You want to get as many negotiation rounds
in as you can before you “book” the final buy.

* Don't buy just “demo points.” Order your programs by name
and by time slot. This heips assure that your schedule will run

before the book is over.

* Prime is very nice to reach your audience once or twice
each week. But, especially in a late start, you need a very
large impact in your first weeks. Use prime as needed,
but use your TV audience research to identify the best
high-frequency areas to place your spot. Reach (prime) is
good to build short-term cume, but it's the frequency you get
from the other researched areas that will generate the recall
and reporting needed at the end of the spring book.

can be reached at (800) 561-0800.

Aubrey E. Potter Jr. is the President of Broadcast Marketing Group and

fill their needs. Invite parents to call
in and tell you what their children
are going crazy about and create a
promotion around what gathers the
MOSL 1esponses.

So you have an idea for a great
promotion for your radio station:
now what do you do? How do you
make the most out of what you
have? The promotion itself. while
it might be really interesting, will
not usually get everyone talking
about it.

You have 1o realize that you have
two distinct areas for increasing the
overall awareness of your promo-
tion. The first and most obvious is
the actual promotion. It might be the
most amazing thing or it might be
average — it doesn’t really matter
— one of the most important things
about the contest is how you will
give it away. This brings up the scc-
ond area for a successful promotion:
the contest itself. How are you go-
ing to give it away ... caller 137

I would suggest that you take ev-
crything to the extreme. within the
legal limits. It obviously depends on
what the promotion is, but here are

some suggestions. Practically every-
one is looking for some recognition
and fame. so exploit them for it be-
cause you have the opportunity to
place them in quasi-celebrity status.
What listener can come up with the
most creative way to increase
awareness of your station in the
market in order 1o win the promo-
tion? Maybe they will paint their car
with your station logo and find op-
portunities to appear behind your
local newscaster when they are on
a remole and have people sign peti-
tions for them to be a correspondent
for your station for a special event
such as the Grammys or AMAs.

The thought of buying television
advertising for your station is defi-
nitely not as appealing as gaining
free publicity for a crazy promotion
that will create more listener inter-
est and awareness. Some radio sta-
tions we have worked with have re-
ceived prime news coverage from
their local aftiliates, and it didn't
take much time or money, just the
concepts and a little flair.

(You can e-mail Paul Karlsen and
Bobbii Hach at LoxMPC@aol.com)

What Are You Reading?

hat do you feel are the three hottest books out onthe
shelves? What are your favorite magazines? E-mail or
call me directly, and we’ll tabulate the resulits to see what's
inspiring everyone: miniacifm @ rronline.com; (310) 788-1650
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MUSIC & MOVIES

CYBERSPACE

CURRENT

¢ CITY OF ANGELS (Reprise)

Singles: Uninvited/Alanis Morissette

Iris/Goo Goo Dolls

Other Featured Artists: U2, Paula Cole, John Lee Hooker

« LOST IN SPACE (TVT)

Single: Lost In Space (Theme)/Apollo 440
Other Featured Artists. Crystal Method, Death In Vegas, Propellerheads

* TITANIC

Single: Southampton/James Horner (Sony Classical/Work)

« SPECIES I (TVT Soundtrax)

Featured Artists: B.B. King, Apollo 440
* THE PLAYERS CLUB (Heavyweight/A&M)

Single: We Be Clubbin'/ice Cube

Other Featured Artists: Changing Faces, Jay-Z, Scarface
* MAJOR LEAGUE ilI: BACK TO THE MINORS (Curb)

Single: Small Talk/Sawyer Brown

Other Featured Artists: Smokin’ Armadillos, Alabama, Sister Hazel

¢ RIDE (Tommy Boy)

Single: The Weekend/Dave Hollister/Redman/Sermon
Other Featured Artists; Wu-Tang & Onyx, Naughty By Nature

* SENSELESS

Single: Got Be ... Movin’ On Up/Prince B f/Ky-mani Marley (Gee Street/V2)
COMING

* SLIDING DOORS (Jersey/MCA)
Singles: Turn Back Time/Aqua
Have Fun, Go Mad/Blair

Other Featured Artists: Space Monkeys, Jamiroquai

« THE BIG HIT (TVT Soundtrax)

Featured Artists: Sugar Hill Gang, Joe Jackson, LaTanya
* QUEST FOR CAMELOT (Warner Sunset/WB)

Featured Artists: Celine Dion, LeAnn Rimes, Bryan White
« | GOTTHE HOOK-UP (No Limit/Priority)

Single: | Got The Hook-Up!/Master P f/Sons Of Funk

Other Featured Artists: Snoop Doggy Dogg, Montelt Jordan, Jay-Z
+ THE HORSE WHISPERER (MCA/Nashville)

Single: A Soft Place To Fall/Altison Moorer

Other Featured Artists: Dwight Yoakam, Mavericks, George Strait

* BULWORTH (Interscope)

'

Single: Zoom/Dr. Dre & L.L. Cool J (Aftermath/interscope}
Other Featured Artists: RZA, Pubtic Enemy, Mack 10 & ice Cube

* GODZILLA (Sony Music Soundtrax)

Single: Heroes/Waltftowers

Other Featured Artists. Puff Daddy tiJimmy Page, Ben Folds Five, Days Of The New

Hot, new music-related World
Wide Web sites, cool cyberchats,
and other points of interest along
the information superhighway.

Net Chats

Ex-Grateful Dead keyboardist
VinceWelnick, Tuesday (4/28) at
10pm ET/7pm PT, America Online
(keyword: LIVE).

Mindy McCready, Wednesday
(4/29) at 9pm ET/6pm PT, Ameri-
ca Online (keyword: LIVE).

On The Web

Third Eye Blind, chat, Friday
(4/24) at 7pm ET/4pm PT (www.
sonicnet.com, chat.yahoo.com).

Cracker & Menthol, concert,
Friday at 7:45pm ET/4:45pm PT
{(www.rollingstone.com).

The Bogmen, concert, Friday
at 9:30pm ET/6:30pm PT (www.
irvingplaza.com).

Stevie Nicks, chat, Tuesday
(4/28) at 7pm ET/4pm PT (www.
sonicnet.com, chat.yahoo.com).

Urge, concert, Tuesday at 8pm
ET/5pm PT (www.rollingstone.
com).

DAS EFX, concert, Tuesday at
11pm ET/8pm PT (www.sonicnet.
com).

CheapTrick, concert, Tuesday
at 11:45pm ET/8:45pm PT {(www.
LiveConcerts.com).

MUSIC DATEBOOK

MONDAY, MAY 4

1959/ The first Grammy Awards ceremo-
ny is held. Domenico Modugno’s
“Nel Blu Dipinto Di Blu {Volare)”
wins Best Record and Song. Hen-
ry Mancini's Music From Peter
Gunn wins Best Album.

1964/ The Moody Blues form in Birming-
ham, England.

1970/ Neil Young writes “Chio” after four
Kent State University students are
killed by U.S. National Guardsman.

1994/Anita Baker and husbhand Walter
Bridgeforth become parents to
son Edward Carlton.

Born: the late Tammy Wynette 1942,
Mark Herndon (Alabama) 1955,
Randy Jravis 1959

Releases: Ohio Express’ “Yummy, Yum-
my, Yummy” and Merilee Rush's
“Angel Of The Morning” (1968)

TUESDAY, MAY 5

1968/Butfalo Springfield dishands.

1984/Pretenders leader Chrissie Hynde
marries Simple Minds frontman
JimKerr.

1986/Cleveland is named as the future
home of the Rock & Roll Hall Of
Fame.

Born: Johnnie Taylor 1938, Bill Ward
(Black Sabbath) 1948, fan Mc-
Cullough (Echo & The Bunny-
men) 1959

Releases:Creedence Clearwater Reviv-
al's "Bad Moon Rising” and Three
Dog Night's “One” (1969)

WEDNESDAY, MAY 6

1965/Rolling Stones guitarist Keith Ri-
chards falls asleep while impro-
visingona new guitar. Scrambling
to remember the riff the next
morning, he rewinds a tape re-
corder he’d left running and plays
back “Satisfaction.”

1991/Madonna’s kiss-and-tell movie
Truth Or Dare has its world pre-
miere at the Cinerama Dome in
Hollywood.

1992/Whitney Houston announces her
engagement to Bobby Brown dur-
ing her first TV special, Whitney
-Houston, This Is My Life, on ABC-
V.

1994/Pearl Jam files a complaint with
the U.S. Justice Dept. against
Ticketmaster, charging the com-
pany has a menopoly on the con-
cert ticket-selling business.

Born:Bob Seger 1945, John Flansburgh
(They Might Be Giants) 1960

Releases. Elton John's “Rocket Man”
(1972)

THURSDAY, MAY 7

1991/0zzy Oshourne wins a wrongful
death suit brought against him. A
Macon. GA couple failed to prove
their son was inspired to commit
suicide by Osbourne’s music.

Born: Gary Glitter 1941, Janis lan 1951

Releases: Simon & Garfunkel's “| Am A
Rock” (1966), Stephen Bishop's
“On And On” (1977), Rolling
Stones’ Exile On Main Street
(1972)

FRIDAY, MAY 8

1972/Billy Preston becomes the first
rock act to headline New York’s
Radio City Music Hall.

1982/Casablanca Records and Board-
walk Entertainment President
Neil Bogant, 39, dies of cancer.

1990/ Tom Waits wins $2.5 million when
an L.A. court rules Frito-Lay un-
lawfully used a sound-alike in its
Doritos ads.

1993/ Yes bassist Chris Squire marries
Melissa Elissa Morgan.

Born: the Iate Robert Johnson 1911, the
late Rick Nelson 1940, Philip
Bailey (Earth, Wind & Fire) 1951,
Chris Frantz (ex-Talking Heads)
1951, Alex Van Halen 1955

Releases: Carole King’s “It's Too Late”
(1971), the Steve Miller Band's
“Take The Money And Run,” and
the Starland Vocal Band's “After-
noon Delight” (1976)

SATURDAY, MAY 9

1974/After seeing a Bruce Springsteen
show in Boston, critic Jon Land-
au writes, "I have seen rock n
roll’s future, and its name is Bruce
Springsteen.” Landau eventually
becomes Springsteen’s manager.

Sinead O'Connor says,
“no dice"to Clay

1990/Sinead 0’Connor backs out of a
scheduled Saturday Night Live ap-
pearance when Andrew Dice Clay
is announced as a replacement
host.

1994/Billy Ray Cyrus and wife Leticia be-
come parents to son Braison
Chance.

Born:the late Dave Prater (Sam & Dave)
1937, Billy Joel 1949, Dave Ga-
han (Depeche Mode) 1962

Releases: Peter & Gordon's “A World
Without Love” (1964), the Blues
Image's “Ride, Captain, Ride”
(1970)

SUNDAY, MAY 10

1986/Motley Crue drummer Tommy Lee
marries actress Heather Lock-
lear.

1994/ Tupac Shakur begins serving a 15-
day county jail term for attacking
director Allen Hughes on a video
set. The next day he pleads inno-
cent to felony weapons charges.

.-4995/ The Black Crowes headline a con-

cert benefiting the victims of the

Oklahoma City bombing tragedy.

Born: the late Sid Vicious 1957, Bono
Hewson (U2) 1960

— Jay Gross

SCENE

Imus: Jock, Author, Book Critic?

What do you do if a book you
champion doesn’t win an
award?’if you're Don Imus, you
create the Imus American Book
Awards, giving $50,000 prizes to
four Tucky authors. Of course,
some waved off the WFAN mail-
ing as “the Imus literary award that
you've got to pay $50,000 to get”
Imus, nonplussed by the reaction
said, “l don’t need to sell ads.
We've grossed more money at the
radio station than any station in
history, and | don't get it anyway,
so whatdo t care?” And Imus con-
tends his awards will select books
that “people actually read,” unlike
the National Book Awards, which
he claims are picked by “a bunch
of elitist, precious, yuppie shit-
heads” (New York).

‘1 Get Knocked Down ..."

“George Michael's Shame”
scolds the Globe, while the Star
crows, “George Michael's Dis-
graceful Downfall.” Neither tabloid
reveals anything new, but the Na-
tional Enquirer blames Michael's
“public shame” on the death five
years ago of his lover from AIDS.
The ‘zine then does a four-page
spread on AIDS in Hollywood.

“The industry only turned to al-
ternative rock because they
thought they'd find another half-
dozen Nirvanas. When they didn’t,
they dropped it like a cold fish and
left a lot of bands flopping on the
shore” — SonicYouth's Thurston
Moore comments on the creative
slipping of alternative rock ( Time).

‘... But | Get Up Againm’

Pamela Lee might consider tak-
ing convicted wife-beater Tommy
Lee back before the divorce pro-
ceedings begin, friends fear (Star).

“I tried rebirthing, going into a
Yoga trance, and traveling through
past lives. I've spent holirs in flo-
tation tanks. | now go see a sha-
manist who shakes ratties and
goes into a trance to perpetrate my
soul in the spirit world” —
Morcheeba lyricist/percussionist
Paul Godfrey on how he found
himself after being raised in a dys-
functional home (interview).

You’re In The Army Now

“Everybody on.the label know
you don't talk about nobody, you
say nothing about nobody. If we go
do a show, you can't trip. | don’t
care if they spit in your face, you
can't retaliate untit the Colonel telt
you to. But if the Colonel tell you,

‘Han’le that'? Oh, yeah, it's on.
That's why we such an army” —
the demure C-Murder pledges his
allegiance to the Master P's No
Limit family/army (Vibe).

Warm & Fuzzy

Selfmagazine asks The Views
Meredith Vieira what she admires
about Carly Simon, and Views
Star Jones tells what she admires
in Patti LaBelle.

“He just happens to have an in-
credible talent and gift for writing
music, singing songs, and playing
guitar. But he’s not what you wouid
call a‘rocker, whatever that is. He
hates that” — Heather Locklear
gushes about hubby Richie Sam-
bora (Redbook).

Tunnel Vision

Michael Jackson — in the mar-
ket for a new home — recently
checked out the Vanderbilt mansion
in New York City, but was disappoint-
ed it didn’t have an escape route. A
Jackson rep contacted the home-
owner across the street witha plan
to buy that home and burrow a tun-
nel between the two so Michael
could exit undetected through the
decoy house (New York).

People’s Choice

People magazine did a full-
blown readers’ poll survey to
check the people’s pulse. The re-
sults: Favorite female singer: Ce-
line Dion, who beat out second-
place tied Mariah Carey and Whit-
ney Houston, Favorite Male Sing-
er: Garth Brooks upstaged Elton
John for first place), Favorite
Band/Music Group: Alabama,
who beat out the Beatles! And
only five out of 100 readers polled
could name even one Spice Girl!

Choice Words

“He was a countercultural revo-
lutionary, dangerous to the govern-
ment. If he had said, ‘Bomb the
White House tomorrow, there are
10,000 people who would have
done it” —Sean Lennon, who con-
tends his father, John, was killed
by the government (Star, Globe,
New Yorker).

“You're a weirdo” — Hanson
boy Zac responds to a journalist’s
query on whether the group
sought out churches while on the
road. When another asked how the
Hansons liked being sex symbols
at their young age, Zac blurted out:
“Oh, we have another weirdo in the
room” (Entertainment Weekly).

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.

www americanradiohistorv com
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SHOW PREP

MUSIC TELEVISION®
59.4 million households
Patti Gatluzzi,
VP/Music Programming

HUSIC FST
50.8 mitiion households
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS i

' ADDS |

BRANDY & MDNICA The Boy Is Mine (Atiantic)
GDD GDD DOLLS Iris (Repriss)

SHANIA TWAIN You're Still The One (Mercury)

| EXCLUSIVE

GARBAGE Push It (Aimo Sounds/interscope)

GDO GOD DOLLS Iris (Reprise)
WALLFLOWERS Heroes (Epic)

| HEAVY ]

BRANDY & MONICA The Boy Is Mine (Atlantic)
MARIAH CAREY My All (Colurmbia)

HANSON Weird (Mercury)

NATALIE IMBRUGLIA Torn (RCA)

JANET | Get Lonely (Virgin)

&-C1 & JOJD All My Life (MCA)

LDRD TARIO & PETER GUNZ Oeja Vu (Codeine/Colurnbia)
MARCY PLAYGROUND Sex And Candy (Capitol)
MASTER P Make 'tm Say Ugh (o Limit/Priority)
DAVE MATTHEWS BAND Oon't Orink The Water (RCA)
BRIAN MCKNIGHT Anytime (Motown)

PUFF DADDY & THE FAMILY Victory (Bad Boy/Arista)
WILL SMITH Gettin’ Jiggy Wil It (Columbia)

USHER Nice & Slow {LaFace/Arista)

|JAM OF THE WEEK |

NEXT Too Close {Ansta)

| STRESS |

BACKSTREET BOYS Everybody (Backstreet's Back) (Jve)

BOYZ I MEN Can't Let Her Go (Motown)
DESTINY'S CHILD No, No, No (Grass Roots/Columbia)
DR. ORE & L.L. COOL J Zoom {interscope)
EVERCLEAR | Wil Buy You A New Life (Capitor)
FASTBALL The Way (Hollywood)

ICE CUBE We Be Clubbin’ (Heavyweight/A&M)
MATCHBOX 20Real World (Lava/Atiantic)
RADIOHEAD No Surpnises (Capitol)

ROBYN Do You Really Want Me (RCA)
SEMISONIC Closing Time (MCA)

SHANIA TWAIN You're Still The One (Mercury)
VAN HALEN Without You {Warner Bros.)

| ACTIVE |

TOR! AMOS Spark (Atiantic)

BUSTA RHYMES Turn it Up/Fire It Up (Elektra/EEG)
JERRY CANTRELL Cut You In (Columbia)

CHERRY POPPIN' DADOIES Zoot Sutt Riat (MojoUniversal)
PAULA COLE Me (imago/Wa)

FUEL Shimmer (550 Music)

GOO LIVES UNOERWATER from Your Mouth ( 1500/A&M}
GREEN DAY Redundant (Repnse)

MONTELL JORDAN Let's Ride (Def Jan/RAL/Mercury)
MASE /TOTAL What You Wanl (Bad Boy/Arista)

SARAH MCLACHLAN Adia {Ansta)

MYA 1/S1SQ0 It's All About Me (Uni

ALlLove Letters fisland) .

TORI AMOS Spark (Atiantic)

BRANDY & MONICA The Boy Is Mine (Atiantic)
SHAWN COLVIN Nothin On Me (Columbia)
JOE All That | Am (Jive)

LISA LOEB Let's Forget About It (Columbia)
STEVE POLTZ Silver Lining (Mercury)
WALLFLOWERS Heroes (Epic)

[ XL

CELINE DIDN My Heart Wil Go On (550 Musrc)
NATALIE IMBRUGLIATorn (RCA)

MADONNA Frozen (Mavenck/WB)

MATCHBOX 20 3am { Lava/Atiantic)

SAVAGE GARDEN Truly Madly Deeply (Columbra)

|LARGE

BEN FDLDS FIVE Brick (550 Music)

MARIAH CAREY My All (Columbia)

ERIC CLAPTON My Father's Eyes (Duck/Reprise)
PAULA COLE Me (/mago/W8)

DAVE MATTHEWS BAND Oon't Drink The Water (RCA)
ARETHA FRANKLINA Rose Is Still A Rose (Arista)
MARCY PLAYGROUND Sex And Candy (Capitol)
SARAH MCLACHLAN Adia (Arista}

SHANIA TWAIN You're Still The One (Mercury)
WALLFLOWERS Heroes (Epic)

| MEDIUM ]

SHAWN COLVIN Nothin On Me (Columbia)
FASTBALL The Way (Hollywood)

EBBA FORSBERG Lost Count (Mavenck/W8)
JANET | Get Lonely (Virgin)

MATCHBOX 20 Real World (Lava/Atiantic)
BONNIE RAITT One Beliet Away (Capitol)

| CUSTOM

AL1 Love Letters (Isiand)

TDRIAMOS Spark (Atlantic)

BARENAKED LADIES Brian Wilson (Reprise)

BRANDY & MONICA The Boy Is Mine (Atiantic)

MARC COHN Already Home (Atiantic)

RANDY CRAWFORD Bye Bye (Bluemoon/Atiantic)
HANSON Weird (Mercury)

WYCLEF JEAN Gone Till November (Rufthouse/Columbia)
JOE All That { Am (Jive)

ELTON JOHN Recover Your Soul {Rocket/island)

K-C1 & JDJO Al My Lite (MCA)

LISA LOEB Let's Forget About It (Columbia)

EOWIN MCCANN ('l Be (Atiantic)

BRIAN MCKNIGHT Anytime (Mercury)

STEVE POLTZ Silver Lining (Mercury)

ROBBIE ROBERTSON Unbound (Capitol)

KENNY WAYNE SHEPHEROBlue On Black (Revolution)
SEMISONIC Closing Time (MCA)

SISTER 7 Know What You Mean (Arista Austin/Arista)
TONIC Open Up Your Eyes (Polydor/ALM)

Video airplay from April 27-May 3.

TELEVISION

TOP TEN SHOWS
APRIL 13-19

Total Audience
(98 million households)

1 ER
2 Seinfeld (Thursday)
3 Movie (Sunday)
{The Echo Of Thunder)
4 Veronica’s Closet
5 Friends
6 Just Shoot Me
7 60 Minutes
8 Dateline NBC (Tuesday)
9 Law And Order
10 Dateline NBC (Monday)

Teens 12-17

1 Boy Meets World (9:30)
2 SabrinaTheTeenage Witch
3 ER
(tie) Seinfeld (Thursday)
5 The Simpsons
6 King OfThe Hill
7 Friends
8 Veronica’s Closet
9 Boy MeetsWorld (8:30)
10 Just Shoot Me

Source: Nielsen Media Research

Coming NexT WEEK

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

Friday, 4/24

* Dave Matthews Band perform
on MTV's Live From The 10 Spot
(10pm).

* Wyclef Jean, Pras, D.O.B &
Mya, Vibe (check local listings).

* Faith Hill, The Tonight Show
With Jay Leno (NBC, 11:35pm).

* Al Green, Late Show With Dav-
id Letterman (CBS, 11:35pm).

* Derailers, Late Night With Co-
nan O'Brien(NBC, 12:35am).

* Carly Simon, Late Late Show
With Tom Snyder (CBS, 12:35am).

Saturday, 4/25

* Willie Nelson reprises his role
as legendary Marshal Elias Burch
on Dr. Quinn (CBS, 8pm).

* Buddy Guy and Storyville per-
form on PBS’ Austin City Limits
(check local listings).

* Gipsy Kings and the Squirrel
Nut Zippers perform on PBS’ Ses-
sions AtWest 54th (check local list-
ings).

Sunday, 4/26

» U2 lend their voices to the 200th
episode of The Simpsons (Fox,
8pm).

Monday, 4/27

* Charlie Daniels and Patty
Loveless, Prime Time Country
(TNN, 9pm ET/6pm PT).

* Alana Davis, David Letterman.

Tuesday, 4/28

* Trisha Yearwood guest-stars
as a pathologiston Jag(CBS, 8pm).

» Clint Black stars in CBS' spe-
cial movie presentation: Still Hold-
ing On: The Legend Of Cadillac
Jack. Black’s real-life wife, Lisa
Hartman-Black and Mac Davis co-
star (9pm).

* The Lynns and Sawyer Brown,
Prime Time Country.

* Daryle Singletary, Connie
Smith, and Tanya Tucker perform
on The George Jones Show (TNN,
10pm ET/7pm PT).

* RandyTravis, Jay Leno.

* Dave Matthews Band, David
Letterman.

* Pete Seeger & Dar Williams,
Conan O'Brien.

Wednesday, 4/29

¢ David Bowie, David Byrne,
Philip Giass, Patti Smith, Dave
Stewart, Suzanne Vega, and mem-
bers of SonicYouth are interviewed
on Lou Reed: Rock And Roll Heart,
an “American Masters” special de-
buting on PBS (check local listings).

* Mindy McCready, Prime Time
Country.

* Vonda Shepard, Jay Leno.

* Jason & The Scorchers, Co-
nan O'Brien.

Thursday, 4/23

s Martina McBride, Tim Mc-
Graw, and Michael Peterson,
Prime Time Country.

* Sylk E. Fine, Vibe.

FILMMIS

WEEKEND BOX OFFICE
APRIL 17-19

1 City Of Angels $12.33
wB)

2 The Object Of $9.72
My Affection (Fox)*

3 Lostin Space $7.45
(New Line)

4 Titanic $7.40
(Paramount)

5 Paulie $5.36
(DreamWorks)*

6 Species 2 $4.01
(MGM/UA)

7 The OddCouple2  $3.77
(Paramount)

8 Mercury Rising $5.45
(Universal)

9 The Players Club $3.58
(New Line) n

10 Major League 3:

BackToThe Minors
(Warner Bros.)* $2.08

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

COMING ATTRACTIONS:
This week’s openers include Slid-
ing Doors, starring Gwyneth Pal-
trow and John Hannah. The films
Jersey/MCA soundtrack includes
the current releases from Aqua
(“Turn Back Time") and Blair
(“*Have Fun, Go Mad"). Rounding
out.the CD are the Space Mon-
keys (“Drug Soup”), Jamiroquai
(*UseThe Force™), Dodgy (“Good
Enough™), Dido (“Thank You"),
Olive (“Miracle”), Aimee Mann
(“Amateur”), Peach Union ("On My
Own”"), Abra Moore (‘Don't Feel
Like Cryin™), Brand New Heavies
(“More Love™), Efon John (“Honky
Cat"), and Those Magnificent Men
(“Call Me AFool”).

Also opening is The Big Hit,
starring recording artist Mark
Wahiberg, who contributes a new
song to the TVT Soundtrax CD.
Buck-O-Nine perform a remake
of Joe Jackson's anthem"“I'mThe
Man,” R&B songstress LaTanya
lends a track, and Graeme Rev-
ell's score rounds out the LP.

_I 36 miflion o
) ) Lydia Cole,
(AN vrMusic Programming

[ Video Playlist |
JANET { Get Lonely (Virgin)

MYA 1/51SQ0... It's All About Me (Universiy/Interscope)
NEXT Too Close {Ansta)

MONTELL JOROAN Let's Ride (Def JamvRAL Meércury)
K-Cl & JOJOAI My Lite (MCA)

MASTER PMake 'Em Say Ugh (No Limit/Priority)
QUEEN PEN Party Ain't A Party (Lii" Mar/Interscope)
2PAC /ERIC WILLIAMS Do For Love (Amani/Jive)
PUBLIC ANNOUNCEMENT Body Bumpin'... (4&6M)
BUSTA RHYMES Turn It Up/Fire It Up (Elektra/EEG)

Video playlist for week ending April 24,

'N SYNC | Want You Back (RCA)

PROPELLERHEADS History Repeating {DreamWorks/Geffen)
PUBLIC ANNOUNCEMENT Body Bumpin' .. (A&M)
QUEEN PEN Party Ain't A Party (Lil" Mar/interscope)
SYLK-E. FYNEHCHE L Romeo And Jufiet (Grand Jury/RCA)
THIRD EYE BLIND Losing A Whole Year (Elektra/EEG)
VERVE Lucky Man (HutVirgin)

“Vydeo anplay from April 27-May 3.
Y

|  RapCityTop10 |

GANGSTARR Royalty (Noo TrybeNVirgin)

DMX Get At Me Dag (Def Jam/Mercury)

MASTER PMake 'Em Say Ugh (No Limit/Priority)

LOX Money, Power, And Respect (Bad Bov/Arista)
BUSTA RHYMES Turn It Up/Fire it Up (Elektra/EEG) .
BIG PUNISHER 1/JOE Still Not A Ptayer (Loud)

MASE I/TOTAL Tell Me What You Want (Bad Boy/Arista)
SILKK THE SHOCKER Just Be Straight .. (No Limit/Pnonty}
2PAC /ERIC WILLIAMS Do For Love (Amaru/Jive)
COCOA BROVAS Black Trump (Duck Down/Pronty)

Video piaylist for week ending Apni 24,

T H E
. 21 million households
S Peter Cohen,
' l VP/Programming

MUSIC TELEVISION
YOU CONTROL..

[ National Top 20 |

SPARKLE Be Caretul (Rockiand/Interscope)

MASTER PMake 'Em Say Ugh (Mo Limit/Priority)

LOX Money, Power, And Respect (Bad Bov/Arista)
PRAS Ghetto Superstar (Interscope)

BACKSTREET BOYS Everybody (Backstreet's Back} (Uiva)
ARETHA FRANKLINA Rose Is Still A Rose (Arista)
MASTER PI/SONS OF FUNKI Got... (No Limit/Prionty)
NEXT Too Close (Arista)

JANET | Get Lonely (Virgin)

TIMBALAND & MAGOO Ciock Strikes (BiackGround/Atanti)
BUSTA RHYMES Tu It Up... (Elektra/EEG)

SPICE GIRLS Stop (Virgin)

MYA 1/S1SQO It's Al About Me (Universdy/interscope)
CELINE DIDN My Heart Will Go On (550 Music)

CHICO DEBARGE No Guarantee (Kedar/Universal)

PUFF DADDY & THE FAMILY Been Around.. (Bad Boy/Arista)
QUEEN PEN Party Ain't A Party (Lil' Man/Interscope)
C-MURDER A Second Chance (No Limit/Prionty)
JACKSON S/BLACK RDBI Wanl You Back ‘98 (Motown)
2PAC {/ERIC WILLIAMS Do For Love (Amaruw/Jive)

Most requested trozen from the week ending April 17.

PRILSTAR.

CONCERT PULSE

Avg. Gross
Pos. Artist (in 000s)
1 ROLLING STONES $4473.7
2 YANNI $632.4
3 LUIS MIGUEL $478.1
4 AEROSMITH $378.1
5 BARRY MANILOW $377.8
6 ALAN JACKSON $256.7
7 BACKSTREET BOYS $206.5
8 OASIS $205.2
9 LEANN RIMES/BRYAN WHITE $203.9
10 HARRY CONNICK JR. $116.1
11 BOB DYLAN $1116
12 SARAH MCLACHLAN $110.8
13 PANTERA $90.2
14 OUR LADY PEACE $79.8
15 B.B. KING $74.0

Among this week’s new fours:

ALLMAN BROTHERS BANO
BOYZ Il MEN
BJORK
BROOKS & OUNN & REBA
BROTHER CANE
CELINE DION
LILITH FAIR
RAMMSTEIN
SPICE GIRLS

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

-

VIDEO
NEW THIS WEEK

* MICHAEL CRAWFORD IN
CONCERT (WB)

This hour-long performance col-
lection showcases popular Broad-
way hits — including a duet with
Dale Christian on “Music Of The
Night” from Phantorm Of The Op-
era— as well as cuts from Craw-
ford's latest CD, On Eagle’s Wings.
¢ KISS THE GIRLS (Paramount)

This feature film stars Ashley
Judd and sports a Milan sound-
track with John Lee Hooker’s
“Dimples,’ Little Richard's “Good-
nightirene,” Fluke’s “Atom Bomb,”
and Fflame's “| Need Money”

* IN & OUT (Paramount)

Kevin Kline stars in this feature
film, which carries a Motown
soundtrack with Diana Ross' ren-
dition of “| Will Survive,” the Vil-
lage People’s “Macho Man,” Pat-
sy Cline’s “Crazy,” and Ethel
Merman's “Everything's Coming
Up Roses”
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‘Morgan

Continued from Page 3

try WRBQ-FM, NAC/Smooth Jazz
WSIT-FM, and WSSR-FM.

Morgan told R&R, “I'm thrilled to
be working with Clear Channel’s Tam-
pa cluster. It’s certainly going to be a

mats, ranging from Sports to Smooth
Jazz 1o Country. We have a fabulous
groupof programmers and are fortunate
tohave the full support of Clear Chan-
nel Sr. VP Peter Ferrara and Market
Manager Skip Schmidt.”

Morgan’s lengthy programming re-
sume includes stops at WMC-FM/
Memphis, WSSH/Boston, WLTT/
Washington, WRQX/Washington,
WBSB/Baltimore, KIXK/Dallas,
WKQX/Chicago, and WOMC/Detroit.
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challenge dealing with a variety of for- |
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Continued from Page 1

Edward Fritts said, “We are still review-
ing the court decision. However, we are
confident that broadcasting executives
will continue to diversify their work
force”

Immediate Outcry

Civil nghts groups were quick to
blast the ruling. Jesse Jackson, at a
press conference on the steps of the
Justice Department, called on President
Clinton and Attorney General Janet
Reno to push for the decision to be re-
versed.

Jackson told R& R that Clinton and
Reno “must reiterate our position and
use the full weight of the court to pro-
tect diversity and inclusion” in Amer-
ica’s broadcast outlets. Jackson said the
court decision will permit “racial re-
segregation” and “‘a resegregation of
ownership” that could return control
of broadcast licensces to*‘white males.”

Tedd Shaw, Associate Director/
Counsel for the NAACP Legal De-
fense and Educational Fund, added, “1
don’t think the American people want
to return o where we were 40 or 50
years ago. We want to overturn this
entire decision.”

Jackson said the decision, handed
down by a tliree-judge panel. “under-
cuts the basic premise of access to the
media. It undercuts the diversity con-
cept. This goes to the heart of govern-
ment policy. Government is obligated
toenforce rules of inclusion.”

Jim Winston, Exec. Director/Gener-
al Counsel for the National Associa-
tion of Black Owned Broadcasters,
told R&R, “You don’t nced the rules
tor the good broadcasters. There are
broadcasters who will continue to look
for people of all backgrounds, but
some will use this decision to evade
the spirit and the letter of the current
rules. If this court case is allowed to
stand, it will allow thosc broadcasters
to go back to the days of segregated
stations.”

A staffer in FCC Chairman Bill
Kennard’s office told R&R that he has
not made a decision about appealing
the case.

Women Also Worried

While the court decision does not
immediately affect women, it is wide-

| ly held that the court’s thinking also

conveys to the issue of women in EEO
guidelines. Because of that, American
Women in Radio & Television imme-
diately announced that it “strongly sup

ports the FCC's EEO rules,” and Exec.
Director Terri Dickerson urged the
commission to appeal the court’s de-

| cision.

The group recalled a 1958 survey
of women in broadcasting, which re-
vealed that just 22% of total employ-
ees in the industry were women. “By
1971, the FCC reported that 23.3% of
full-time broadcast employees were
women,” AWRT stated. “With its EEO
rules in force for almost 20 years, the
FCC reported last year that woman
constituted 40.8% of the broadcast
employees.”

Legal Opinions

The way Washington communica-
tions lawyer Harry Cole sees it, the sky
is not falling. “The Republic is not go-
ing to fall and the world will not come
to an end. There are a lot of forums
that require people not to discriminate,
and al! of those things remain in place.”

But stations appealing FCC fines for
alleged EEO violations could benefit

immediately from the court decision,
according to Irv Gastfreund, a DC-
based communications lawyer. He told
R&R that while the FCC will have the
final say on pending EEO fines, his
read of the court’s opinion is that sta-
tions most likely won’t have to pay.

One voice near the top of Beasley
Broadcast Group embraced that inter-
pretation. On April 1, the FCC fined
Beasley’s WXTU-FM/Philadelphia
$12,000 for allegedly deficient minor-
ity recruitment. The Beasley official
last week told R&R “the company will
accept the position of the ruling” and
does not intend to pay the fine.

But groups that have paid EEO fines
shouldn’t expect checks to be returned.
“I'think the FCC will look at it like it’s
a done deal. The matter is closed,”
Gastfreund said.

|
Chancellor
Continued from Page 1
|

Corp. Chancellor also recently acquired
TV’s largest rep firm, Petry Media. and
| Hicks, Muse owns a number of broad-
casting operations in foreign markets.
A consolidated operation such as this
— along with other potential Chancel-
lor acquisitions — could make for a
| potent ad-based media company. The
apparent probleniin this scenario: Gins-
burg. Hicks did not envision him as
leader of such a broad-based organiza-
tion. Ginshurg disagreed, and though he
reportedly was offered a place in the
company, he called last week's board
meeting and resigned.

Another Chancellor board member.,
cable TV magnate Jeftrey Marcus, ap-
pears to be the inside candidaie for the
Chancellor CEO job. Marcus Cable was
recently purchased by billionaire Paul
Allen for $2.8 hillion.

Such a structure is fine with de Cas-
tro. He will report to Marcus or whoev-

| er the new CEO will be, and he’ll be in
complete charge of the radio group with
Hicks’ support. “The Chancellor board
| has asked Jimmy to increase his over-
| sight responsibilities to include any and
| all radio stations Chancellor may ac-
quire going forward while continuing
to do the great job he has been doing,”
Hicks declared.
De Castro responded, “1 share the

|

Arbitrons
Continued from Page 1

Among the market’s other noteworthy
events was the debut of Oldies KCMG.
The Chancellor station targets heavily
to Latino listeners, and its success may
have affected KLVE, which moved 7.7-
6.8 among 25-54s. Arbitron also said it
will list Spanish KWKW below the line
this quarter because of a newspaper pro-
motion the station conducted that encour-
aged readers to return a coupon with a
checked box that stated, “Si, yo escucho
KWKW todo el dia.” (Yes, | listen to
KWKW all day long.)

Arbitron contends that such a promo-

tion requiring people to report “all day
long™ listening as a condition of eligibil-
ity to a contest mught prompt Arbitron
diarykeepers to report the same type of
“undocumented” listening.

In New York, Howard Stern scored
his highest-ever Gotham numbers last
winter. His 9.8 12+ share bested No. 2
Luis Jiminez on WSKQ 2.7 shares
(Stern scored an | 1.5 on Long Island).
Chancellor’s WLTW keeps getting stron-
ger: The AC powerhouse even com-
mands a six share among 18-34s! But
the John Travolta comeback award this
quarter goes to WHTZ (Z100). It 'sbeen
five years since the Chancellor CHR/Pop
legend saw numbers this good.

Hubbert

Continued from Page 1

promotion. I'm glad to be bringing him |

on board.”
Hubbert noted, “I’ve known Bob

| Cavallo since 1 started in this husiness,
| and 1 am thoroughly excited to have the

opportunity to work with him in this
capacity. | believe in this company, and
I"'m really looking forward to being a

part of a great team and developing |

some compelling new talent.”

Hubbert joins Hollywood after
spending several years in promotion
with Columbia Records. He also ran his
own independent radio promotion com-
pany prior to joining Columbia.

Tear
Continued from Page 3

tient, and |'ve been very happy where
I've been. But without BS-ing you. |
love this company! |'ve got a great trust
level with everybody at all levels, and
I’m into building it into something
great.”

Although WDRQ had been rumored
to be making some slight formatic ad-

| justments, hoth Kenyon and Tear said

board’s vision that Chancellor Media |

can be onc of the leading media com-
panies in the world as the consolidation
of the media industry continues.”
Ginsburg leaves the company with
plenty of financial resources. Accord-
ing to public documents filed with the
Securities and Exchange Commission,
Ginsburg leaves with about 4.7 million

| Chancellor shares (currently worth |

about $220 miltion), and he receives an
exit package worth $50 million (about
$20 million in cash and the balance in
stock options).

e ——
Bartsch

Continued from Page 3

the station’s direction is*‘solid” and that
Tear “wants an 18-34 market leader in
Detroit. There's no reason why 'DRQ
can’t be a market-leading icon,” he told
R&R.

Before joining WPLT (thenWHYT)
in late 1994, Tear served as an air talent
at WVIC-AM & FM/Lansing, MI.

Curtin

Continued from Page 3

Yorker, Curtin began her music indus-
try career as part of a high school in-
ternship program at CBS Records,
eventually landing a full-time position
at the label. Curtin then relocated to Los
Angeles in’84, where she was an A&R

| administrator for two years.

Curtin said of her new position, “Af-

| ter having spent my entire career at one

opportunity to expand my horizons fur- |

ther with a terrific Oldies station

[WBZO] and a great Country outlet

| [WMIC]” WGSM airs the syndicated
| Radio Disney Children’s format.

Bartsch is a native of Huntington,

NY, where WGSM, WBZO & WMIC |

afe based. Before joining Bamstable.
the 17-year radio vet was GM of
| WOWO-AM/Ft. Wayne, IN; VP/GM
| of KOMA & KRXO/Oklahoma City
and KEBC/Oklahoma City, and GSM
at WYNY/New York.

I

label, I feel renewed and challenged by
joining DreamWorks. I*m looking for-
ward to helping break the great new
artists on this label.”" |

Tolkoff

Continued from Page 3 l

(Long Istand), NY and later moved to
KBPI/Denver, WMMR/Philadelphia,
and XTRA (91X)/San Diego, where
he was PD for six years. He also has
worked with Jacobs Media and was
OM at WFNX/Boston.

www americanradiohistorv com

| Geffen

Continued from Page 3

utives | had ever come across in Ross
Zapin. His outgoing persona and com-
mand of the marketplace made him a
natural. He quickly developed an amaz-
| ing grasp of the national scene that set
him up perfectly to run the entire de-
partment. [ am thrilled to see his hard
work and dedication rewarded.”
Zapin noted, “The challenge of my
| new responsibilitics is to make sure
we 're still headed in the right direction.
Keeping in mind the growing power of
Alternative radio. we will continue to

Burrs

Grant-

arm ourselves with the most ctficient
tools available and fully utilize the ex-
ceptional abilities of our staff in order
to reach our goals.”

Zapin has been Modem Rock Pro-
I motion Dircctor, East Coast since 1995.
From 1990-95 he was Promotion Man-
ager for the New York area. He previ-
ously worked in concert promotion for
Ron Delsener Enterprises and was Pro-
motion Director at former AOR WAPP/
New York.

Skolnek, who was named Modemn
Rock Promotion Director, West Coast
in early *97. will broaden her scope to
| “ include stations nationwide. She start-
ed in the music business in *91 as a pro-
motion coordinator at Morgan Creek
Music Group. She joined Geffen two
years later as an assistant in the AOR
| department. and in *94 was named Pro-
| motion Manager of Adult Contempo-
rary/NAC/Jazz. She rclocated to Seat-
tle in *95 to become the company’s re-
gional promotion manager.

Grant started his career with Getfen
in ’92 as an assistant in the Modern
Rock department. In 95 he was named
National College Promotion Director,
a post he held until last year, when he
was named Modem Rock Promotion
Manager.

Burrs most recently was Chicago re-
gional promotion manager, a post he
had held since *96. Before that, for two
| years he was Midwest Promotion Man-
ager for Zoo Entertainment. He began
his promotion career in '93 with the in-
dependent rock promotion company
| Midwest MusicAlliance.
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BODY BH

R&R CHR/Rhythmic G
BDS Rhythm Crossover 11-8*

Now Breaking At
Mainstream!

KIS WFLZ WNVZ wDJX KRQQ
WSNX - Top 5 Phones
WXKB KDRE KSMB WLKT
WRZE KFFM KQiz
KQID - Immediate Phone Reaction

New This Week:
KKRD WAOA WWCK
KHT0O KMCK KWTX

Selling HUGE!
PLATINUM Single!

Pq\% ENCEMENT

BU D\BU M H N’YIPPIE—Y I-Y[l” |

THE PLATINUM SINGLE YOUR BODY'S BEEN WAITING FOR!

PROGUCEQ BY EARL ROBINSON FOR YAGA YADA PRODUCTIONS/UNOHOO ENTERTAINMENT, INC.
EXECUTIVE PRODUCERS: UNOHO® AND HENLEY “JR.” REGISFORD

EXECUTIVE A&R CONSULTANT. DON E. COLOGNE

ASSOCIATE EXECUTIVE PROOUCER: ERIC SEXTON

A UNOHOD ENTERTAINMENT, INC. PRDDUCTION

STREET FLAVA MANAGEMENT

HTTP//WWW.AMRECORDS.COM

© 1998 AZM RECORDS, INC. A POLYGRAM COMPANY. ALL RIGHT RESERVED.

W || BV il
i oo STRESS

< ¥

LCoT STREET TALK.

Rude, Crude... And Syndicated

e's “tasteless.” He’s a “vulgarian.” Of

course, we already knew that, but now

CBS-TV's Public Eye has exposed the
truth about WRCX/Chicago syndicated morning
man Mancow Muller to all of America. Those

were just a couple of the adjectives used to
describe Mancow during a segment featured

| on a special episode called “In Your Face”

that examined “the rudeness of the American
public” Mancow found himself in good
company — his bad behavior earned him a
spot alongside such potent cultural icons as
Jerry Springer, South Park, and Seinfeld's
Soup Nazi.

KCMG (Mega 100)/L.A. PD Harold
Austin exits, and OM Don Parker assumes

Austin’s responsibilities. Will Austin end up at
Whew... He Looks

another Chancellor station?
Like Mom! <

Congrats to R&R CHR Editor Tony Novia
and his wife, Maty, who became the proud
parents of Christopher Nicholas Novia
Tuesday night (4/21) at 9:01pm. “CNN” checked
in at a healthy 7 pounds, 7 ounces and 20
inches long. Mom's doing great, and Dad
managed to see his wife on a Tuesday for the
first time in years. Always the pro, Tony managed
to get the story in just before deadline!

}Godzina Becomes Addzilla! 4

Kudos to the staff of Epic Records and
the Wallflowers, as “Heroes,” from the
forthcoming film Godzilla, was Most Added at

| six of R&R’s Back Page formats this week!

TheWallflowers

} Is It Live Or Memorex? ‘

Oldies WCBS/NY recentiy held three
shows at Radio City Music Hall featuring Elvis
Presley in concert. Via the magic of video, Elvis
sang live with his original touring group.
Graceland/Elvis Presley Enterprises took
images and vocal tracks from concerts and
television specials, adapted them for big-
screen video, and put live musicians behind
them. The three-night stand was a sellout!

Jacor Broadcasting is launching a
program calied “Concerts For The Cure,
whereby 50 cents from each concert ticket
sold will be donated to breast cancer
research. The two shows that will kick off the
program will be KBPI/Denver's Birthday Bash
on May 9 and Mile High sister KTCLs Big
Adventure on May 30.

WUSN-FM/Chicago has been named the
Academy of Country Music’s Radio Station Of
The Year. Meanwhile, WQYK-FM/Tampa’s Tom
Rivers took the honors as the ACM’s Disc
Jockey Of The Year.

NAC/Smooth Jazz artist Boney James
takes the reins of MediaAmerica’s syndicated
Personal Notes show, effective immediately.
The show was previously hosted by Dave Koz,
who recently inked a deal with AMFM Radio
Networks to host a new NAC/SJ syndicated
program.

Continued on Page 26

Rumors

* Will KKZN/Dallas PD Joel Foiger help launch a
new CHR in the Midwest?

* After being dropped by WAAF/Boston following
an April Fool's joke gone awry, are Opie & Anthony
negotiating with WKLS/Atlanta to become the sta-
tion’s newest morning team?

* Patti Lotz, formerly of the KIBB/L.A."Breakfast
Jam,” has been auditioning ait week doing the morn-
ing news on crosstown KBIG. Could she officially
have the gig by the time you read this?

« Is Susquehanna talking with WFBC/Greenville,
SC morning duo Hawk Harrison and Tom Steele
about putting them on a station in Atlanta or Dallas?

* Will WFLZ/Tampa APD/MD Domino add PD
stripes by the time you read this?

Santa Baby

One of America’s most lobed Christmas Songs

Recorded by Eartha Kitt & Madonna
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«MTV Ultrasound, MTV Spring Break, -

The New Album

NEVER |
S = A
NEVER

In Stores June 9th

+ Debut album 4x platinum

+ Four Top 10 singles
on the Billboard Hot 100 charts

- 60 million people wa%éhed Brandy star
' in Cinderella on ABC Television'
- 7,
» Over 4 million people watch Brandy
each week on Moesha

ight Show May 14

Vibe, Teen People, Ebony, seventeen,
Jet, and in an In Style feature

MTV Live (6/9)

/

TR NDY < MONICA
_1_1 e Boy Is ‘

ingle from Brandy's forthcoming album

 ﬁhmm1mngy4

: “The Boy Is Mine’ produced by Rodney Jerkins for Darkchild Entertainment, Inc.
) Dallas Austin for Darp, Inc. and Brandy for Brand Nu, Inc.
Monica appears courtesy of Arista Records, Inc.

\ ~ www.atlantic-records.com
- “y
N

www americanradiohistorv com
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...0h, yeah,

sister 7

Great Initial Callout!

the first single from their
arista austin album this the trip

They Know What We Mean:

B94/Pittshurgh
KZZ0/Sacramento
KALC/Denver
KOZN/Kansas City
WALC/St. Louis
G105/Raleigh
KZZP/Phoenix
WQAL/Cleveland
WDRV/Pittsburgh
WSSR/Tampa
WSHE/Orlando
KBBT/Portland
KAMX/Austin
WJBQ/Portland
WRHT/Greenville

WAYV/Atlantic City

WKLI/Albany
WABB/Mobhile
KRUF/Shreveport

L4

25x
37x
31x
38x
48x
24x
22X
23x
27x
28x
22X
31x
38x
22X
23x
38x
33x
24x
21x

“Arista's little diamond (Sister 7) could

give Atlantic's Jewel a run for the money."
-Rolling Stone

produced by danny kortchmar www.sister7.com
© 1998 arista records, inc., a unit of bmg entertainment

. ~austin

Continued from Page 24

In memory of the 168 people who died in
the Oklahoma City bombing three years ago,
KWEY-AM & FM/Weatherford, OK paid
tribute to the victims with 168 minutes of
silence last Sunday at 9:02am.

For those of you keeping score in the
summer festival sweepstakes, check out the
talent KIIS-FM/L.A. has assembled for its
Wango Tango festival this June: Hosted by Will
Smith and Rick Dees, the show will feature
performances by Mariah Carey, Paula Cole,
Gloria Estefan, Wyclef Jean, Meredith Brooks,
Hootie & The Blowfish, N Sync, All Saints,
Vonda Shepard, Amber, and Tom Jones.

’Steve Dahl On The Beach?<

Not quite, but the WCKG/Chicago
afternoon host is credited as a co-writer on
the new single by ex-Beach Boy Brian Wilson,
“Imagination.” The record was released over
the Internet this week to stations nationwide.

Rumbles, Pt. 1

» Nine-year WPEZ/Macon, GA PD Jim Franklin
exits for mormnings at Country WWGR/Ft. Myers.

* WHMS/Champaign, IL debuts Brian Taylor in
mornings.

* Former WPOW/Miami and WCKZ/Charlotte PD
Mark Shands joins Comquest Callout as Research
Advisor/Customer Support Specialist.

* KCAQ/Oxnard, CA GM Gail Furillo resigns and
is replaced by LSM Chip Ehrhardt.

* Sue Jansik exlts the Promo. Dir. slot at WKQI/
Detroit and lands at WMVP/Chicago as Mktg. & Ad-
vertising Dir.

* WEZB/New Orleans nighttimer Kim Diamond exits.

* KEDG/lLas Vegas personality Freddie Snake-
skin exits.

* At KQAR/Little Rock, Rob Tanner and Patti
Hatchett join for mornings, Lindy Vaughn takes mid-
days, and PD Billy Surt goes on-air in PM drive.

*KSLZ/St. Louls hires new Promo Dir. Melissa
Weishaupt from crosstown KPNT & WVRV. Also,
Tammy Holland joins for local news inserts on the
MJ & BJ morning show.

* WOOZ/Marion-Carbondale, IL PD Scott Cox Is
promoted to Group PD for Zimmer Radio Group/
Southern lllinois.

» Former KMLE/Phoenix morning news anchor
Becky Lynn joins crosstown Country KWCY, where
she’s reunited with Tim & Willy In the morning. Former
KWCY morning news anchor Paul Bottoms plans
to head back to Dallas.

» Former WXBM/Pensacola, FL PD Danny Som-
mers, who most recently was a regional promo rep
for Magnatone, joins WJCC/Montgomery, AL as PD.

» Former KWNR/Las Vegas PD Dave Collins be-
comes PD at new Country station KLQB/Tucson. The
new calls are KIXD.

STREET TALK-

R&R Convention
'98 Update

Congrats to the first list of nominees for
R&R’s first-ever Industry Achievement
Awards. Ballots will be included with next
week’s (5/1) issue.

Look for many outstanding panels atR&R
Convention "98, including the Radio Group
Heads panel. Just added: Chancellor COO
Jim de Castro. Another featured session that
will entertain as well as inform will be the
Marketing Session on Friday, June 12,
Titanic Marketing — Launch A Station
Without Sinking The Brand will featare some
of the industry’s most creative minds
launching a radio station before your very
eyes and ears. Learn how to turn branding
into profits and put sizzle back into your on-
air sound and off-air campaigns. Join R&R
Radio Editor Frank Miniaci with Jacor VP/
Marketing Nick Miller, Chancellor VP/
Marketing Bev Tilden, Chancellor VP/
Programming Steve Rivers, consultant
Guy Zapoleon, KXTA-AM & KIIS-FM/L.A.
Marketing Director Von Freeman, and IQ
TV’s Tony Quin.

Michael “Let's Get Ready To Rumble”
Buffer is suing WFAN/NY’s Don Imus and
CBS’ Infinity Broadcasting over the on-air use
of his trademarked phrase. Buffer, who
registered the phrase in 1995, claims Imus
“misappropriated” the phrase even after Buffer
asked him to stop using it. Infinity countersued,
saying Buffer had given permission for several
of the company’s hosts to use the phrase,

Continued on Page 28

BEETLEMANIA — Classic Rocker WTBT/Tampa is
one of many stations giving away Volkswagen's nostal-
gic restyling of the Beetle. But Thunder 105.55 is a cus-
tom version — featuring a Beatles mural — dubbed the
“Fifth Beatle.”

|
MAXIMESIE0,.,., |

« Cost effective plastic banners for your station. LTy
| * We print any picture, logo or design in up to four colors. M
il - Perfect for concerts, public appearances, expos & giveaways. 1-800-231-6074
« Packaged on a roli and easy-to use. Canada 1-800-847-5616

Fax (713) 507-4295

AATATATA'A AN @ § B B Lws B L9
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NATALIE MERCHANT

“KIND AND GENEROUS?”

ON YOUR DEsSK NOw

GOING FOR ADDS THIS WEEK

2

Elehira Eaterlainmant

www americanradiohistorv com
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STREET TALK-

Rumbles, Pt. 2

» Classic Rock KKLV-FM/Honolulu PD Eric Holland
departs; Burkhart, Douglas & Assoc. consuitantGreg
Gillespie is interim PD.

» GM Dale Carpenter exits CHR/Oldies duo KFFM
& KMWX/Yakima, WA after 16 years with the stations.

* WWZZ/Washington PM driver L.A. Reid exits.

* KLSX/L.A. personalities Tim Conway Jr. and

Douglas Steckler exit, they're replaced by EdTyll. « Ben Hill set as GM of WCAO & WX'rV/Baltimore.
* KFMA/Tucson interim PD Chuck Roast officially « Heavy D alights as Sr.VP/Universal Music Group.
becomes PD. « Clark Ryan rises to Station Mgr. at KISW/Seattle.
* KUCD/Honoluiu PD Mahlon Moore segues to « Bill Pugh named KIIS-AM/L.A. & XTRA-AM/San
crosstown KHUL-FM. Diego OM.
* Active Rock KWBR/San Luis Obispo, CA be- « Quote of the week: “We're going to continue in radio
comes Classic Rock KXTZ. and continue to grow in radio. — Paxson
» Lee Coleman joins KGB/San Diego as GSM, re- Communications Chairman Lowell“Bud” Paxson,
placing Jetfwilson. He most recently served as LSM just weeks before selling his entire radio group.
for WRCX/Chicago.
» Twenty-year Washington Rock personality v
Cerphe Colwell joins WARW for afternoons. .
» Former Cutler Productions Exec.VP/Sales Dave » Richie Gallo upped to Sr.VP/Sales at
Brandolino joins OnThe Strip Network as GM/Dir. Sales. A&M Records.
* Alternative WDST/Woodstock-Poughkeepsie » BrianWallace picked as WQMG/Greensboro PD.
names Jimmy Buff PD and Dave Doud APD/MD.
* WOWE/Flint, Ml picks up Doug Banks' syndi- v
cated morning show, replacing fellow syndicated mom-
ing driver Tom Joyner. « Don lenner elevated to Exec. VP/GM of Arista
Records.

« Atlantic Records appoints Mark Schulman as Sr.

i P
e VP/GM and Danny Buch as VP/Album Promo.
adding that “the brief, common phrase doesn't » David Macejko becomesVP/GM of WFLA & WFLZ/
f ) Tampa as Jacor takes over the two stations.
u tra ro (e ! P
q ahfy Jek demark p taclion B,S P, /, » Denny Nugent tapped as OM of KOY/Phoenix.
COO Mel Karmazin is also named in the suit. v

Fali-Comes Early For One * Steve Meyer recruited by MCA Records asVP/Promo.
Pittsburgh Boss » Mike Bone becomes VP/Promo for Elektra/Asylum

Records.
In honor of National Secretaries Day, one * KOST/L.A.Ops/Program Mgr. Jhani Kaye assumes
. ; . duties for KFI.
lucky WDRV—FM{Plttsburgh I|§tener/aSS|stant « Rich Meyer appointed PD of WMET/Chicago.
got the opportunity to shove his/her boss » Malrite Communications buys WVNJ-FM/Newark,
10,000 feet out the door of a p|ane Wednesday NJ for $8.5 million (station willbecome WHTZ).
afternoon (4/22). Of course, the boss did have v

the benefit of a parachute...
» Ron Richardson named WSIM & WFLI/
Virgin VP/Promo Efatngana PO i
C_ondOlenceS 90 O,Ut Ia ,g Al * Neil Ross joins KPOL/L.A. for afternoon drive.
Al Moinet on the passing of his mother,

Leonie, Tuesday (4/21).

-

Talentmasters 10th Annual Morning

- Show Bootcamp is set for August 6-8 at the <7
n“ "n Grand Hyatt in Atlanta. For registration e,
“n l' information, call (770) 926-7573. -

» EMI Group's long-rumored management shuffles
With AudioVAULT,” your station comes alive. turned to reality last week when the company and PROMO OF THE WEEK — Cherry-Poppin’ Tarts!
PresidentyCEO James Fifield parted ways. Concur- Mojo/Universal sent out this breakfast treat to radio
. . T rently, EMI named EMI Recorded Music Chief Exec- with the Pop release of Cherry Poppin’ Daddies lat-

Drive time talent gets more flexibility—you get utive Ken Berry and EMI Music Publishing Chiet Ex- est, “Zoot Suit Riot.”
ductivi Aut d ight il ecutive Martin Bandier to its board of directors.

more productivity. Automated overnights easily « Arista promotes New York local promotion goddess
s d local. and you lower costs. Want to make Margaret Ann Ronayne to Nat'1Top 40 Promo Mgr. Send us your Street Talk! Cail Frank Miniaci at
oun »and y : 310-788-1650 or by e-mail at miniaci@rronline.com.

MOHD come alive? You can with the world's

= TR TN TR

leading digital studio system...AudioVAULT. I . :
g Al 4 7818-1£Z 809 XV4 s ' m m
0001-££Z 809 3L gi ~ gé‘g
YINQIYD NITD §:§ 523 GLEN GARDNER ‘
- " b = 5% S
'g: 84 = E § TEL. 608 273-1000
N 3 FAX 608 271-8182

SHUT UP SROCKEE

NO CANS OR BOTTLES

for a FREF Bemo call [217) 224-9600 Solutions for YEEIRYS
or visit our website at www.bdcast.com  Tomsrrow’s Radio

«*’3" ¢

YEAHM, THAT'S THE TICKET — Looking for a business card concept that stands out? WJJO/Madison PD Glen
Gardner's cleverly bears a striking similarity to a concert ticket.
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#1 URBAN BDS RECORD
#1 R&R URBAN RECORD

&
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STATIONS SPINNING:
WKTU Kus KKBT KPWR
WBBM: KMEL KYLD KzQz
KHKS WDRQ WJIMN WHYI
WPGC wwzz WPOW KUBE
KDWB KHTS XHTZ KKLQ
KKFR XPTY KSLZ WERQ
WXYV WFLZ KQKS KGGI .
WWKX WNVZ WHHH WJMH ‘
WJBT wDJX KJYO WBTT ’
WGTZ WFLY KIKI Kama >
KHTT KOHT KBFM KBOS | . 1
WSNX KPRR KKSS WJKS
WXKB WTWR KDON KLAZ »
KWIN KISV KKXX WFHN | .
KDGS WFKS WAEZ wXis |
KKMG wocQ KMCK WSPK
WVSR WWLD KISR KCHX |
WKSZ WQaLH WRZE and many more |

-

HE FOLLOW-UP TO THE #1 SMASH “TOGETHER AGAIN”
FROM THE DOUBLE-PLATINUM ALBUM THE VELVET ROPE

, CONTAINS REMIXES BY:
m ‘,’\E TEDDY RILEY {FEATURING BLACKSTREET)
= = JIMMY JAM & TERRY LEWIS
HEAVY  MEDIUM AND JASON NEVINS

SOUNDSCAN: BILLBOARD:
46,485 Albums Scanned This Week/ #29* On The Top 200 Hot Dance Club:19*-14*
1,757,377 Total Albums Scanned To Date.

R&R:
BDS: CHR - Rhythm: @ - @
Top 40 - Rhythm: 8-7* UAC: ©- O
Crossover: 5-2* URBAN: #1

Executive Producers: Janet Jackson and René Elizondo, Jr.
Produced by Jimmy Jam & Terry Lewis
{for Flyte Tyme Productions, Inc.} and Janet Jacksan
RD Worldwide Management, B.V.
http:/ /www.janet-jackson.com
1998 Biack Doll, Inc.

i x
:

NORTH AMERICAN TOUR BEGINS JULY 9TH...

OVER 50 CITIES IN FOUR MONTHS

7715 DETROIT SOLD OUT (4HRS) 2ND SHOW ADDED- SOLD OUT
7/24 CHICAGO SOLD OUT (1HR) 2ND SHOW ADDED- SOLD QUT

www americanradiohistorv com
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NEWS/TALK

AL PETERSON

The ABC’s of Starting Over

L] How they reinvented WABC/New York

On April 18, 1996, WABC/NY and its PD, Phil Boyce,
were faced with the kind of challenge that few stations or pro-
grammers really want to face in their careers. WABC’s highly
rated afternoon drive host, Bob Grant, who had been a part of
the station’s afternoon talk programming for nearly a dozen
years, was fired following a long and sieady cooling of rela-
tions between the controversial Grant and WABC management.
Suddenly, WABC’s highest-rated talk host was gone. “It was a
PD’s worst nightmare,” says Boyce. “For better or worse, Bob
had defined WABC, so it was really an event that ripped the

heart out of the radio station.”

To make matiers even worse,
barely a week later the now free-
agent Grant was back on the air at
crosstown Talker WOR. And his as-
sumed successor at WARBC. evening
host Jay Diamond, was also re-
feased by station management fol-
lowing a contract dispute. In just
one day, eight consecutive hours of’
the station’s programming was
wiped out in a single broad stroke.
And, like it or not, Boyce was sud-
denly faced with the task of rein-
venting the venerable New York
Talk station. Now, two years later,
a relaxed sounding Phil Boyce can-
didly discusses the moves that he
and ABC management made (o
bring WABC back from the brink
of disaster.

R&R: Had a plan been in the
works prior 1o Bob Grant'’s leaving
to make revisions 1o the station, or
was it that event that really forced
you to move things forward?

PR: Bob Grant's departure was
certainly a major catalyst that set
things in motion for the rebuilding
of the station. I soon realized that
this was going to be the biggest chal-

lenge of my professional career, but
I was fortunate to have a company
\ g that was willing
| 10 support me and
give me a chance
4 to rebuild this ra-
™ dio station in the
toughest radio

market inAmerica.

e Atatime when
. I was wondering

! if I should con-
% 4 | sider jumping

Phil Boyce outof the nearest
window, they
gave me a lot of support and ex-
pressed their confidence in my
ability 1o get the job done. [ had
been with ABC at WIR in Detroit
before coming to WABC, so I had
built a track record that helped to
give them that confidence in mc.
And when | was fecling particu-
larly embattled in those first few
days. having WABC GM Mitch
Dolan and ABC VP/Talk Program-
ming John McConnell jump in the
foxhole with me and say, “OK,
Phil, where are the grenades?
We’ll help you throw them,” gave

me the confidence I needed to pick
up the pieces and move forward.
I couldn’t have done it without
their help and the additional sup-
port of John Hare and Bob Calla-
han at the corporate level. Look-
ing back on it all now, as difticult
and challenging as it was, things
have worked out very well.

R&R: Your first move was to take
Lionel out of morning drive and
move him into Grant’s old afternoon
slot, right?

NEWSTALK RADIO

PB: Right. Lionel was doing
mornings and, frankly. was coming
oft of a couple of really good books
in that daypart. But we felt that he
was the one true “local”™ star WABC
had left. and if there was anybody
we were going (o0 move inlo our
“Radio Vietnam.” afternoon drive,
it was him. And it ook him five
books, but in fall '97 he finally beat
Grant 25-54 and 35-64.

Then we recruited Mike Gallagh-
er from WGY for mornings. Over
the last two years | think Mike
would agree that we've kind of
squeezed, twisted, and pulled him
to get a show from him that is cer-
tainly differcnt from the afternoon
program he'd done up inAlbany, but
he's really leamed how to do a good

@

Most people thought | was crazy to put two
strong-willed and opinionated hosts like
Lionel and Mike together in the same room.
If you hear their show, they have done a
miraculous job of developing a good
chemistry.

morning show and has done a ter-
rific job for us.

R&R: So vou seemingly solved
Your drivetime problems, vet just
this past December your next nove
was to pair Lionel up with Gallagh-
er and literally start over again in
both of those imajor dayparts. Why?

PB: It’s funny, but as you go
along in this kind of a sitvation, you
constantly re-evaluate what you're
doing. At this time we had also
brought in Scan Hannity from
WGST in Atlanta to fill the night
slot left open when we didn’t re-
new with Jay Diamond. Sean jusi
blew the doors off of that show, so
we knew we had a potential after-
noon driver in him. We felt if we
could pair Lionel and Mike in
mornings, put Sean in afternoons,
and sandwich our already estab-
lished midday combination of Dr.
Laura, Ed Koch, and Rush between
them, we’d have a really strong line-
up. That’s how it stands today, and
I'think it is, in fact, a strong lineup.

R&R: Weren't vou worried abour
pairing up two people who really
didi’t know one another and who
had previously always worked as
solo acis?

PB: Most people thought T was
crazy to put two strong-wifled and
opinionated hosts like Lionel and
Mike together in the same room, but
here’s why I believe it has worked:
If you hear their show. they have
done a miraculous job of devclop-
ing a good chemistry. They don’t
fight for the mike and all thosc oth-
er littie things that hosts might bat-

tle over in this sort of a situation.
Mike, along with being a good talk
host. is a master technician. We call
him the bus driver. He is just a nat-
ural at setting things up. promoting.
and teasing ahead. With Mike driv-
ing the bus, you get a fast-paced,
forward-looking show.

Lionel brings to the show his
quick wit and humor. And his back-
ground as a prosecuting attorney
adds an element of depth and insight
to the show’s topics too. Mike is a
family man who lives on Long Is-

Mike & Lionel

land, while Lionel is an apartment-
dwelling New York city bachelor
who works the comedy club circuit
on weekends: so they each bring a
very ditferent viewpoint to the show
due to their decidedly different life-
styles. What we end up with is a
show that is a very good mix of in-
terviews, issues, and phone calls.
along with a pretty heavy dose of
Mike and Lionel's personal views
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and opinions about life and issucs.

= On any given morning you’rc go-
ing 1o hear two guys who are pretty
smart and often hysterically funny
in their approach to the issues bec-
ing discussed. I'm very pleased
with the way it has come together
50 far.

R&R: Talk a bit about the impor-
tance of your midday personality
trio.

PB: Well, let’s talk about Rush
first. Rush Limbaugh’s contribution
to the reinvention of WABC is huge.
Without Rush, I think the transition
away from Grant would have been
much more difficult. Rush kept an
awful lot of listeners on the station
who might otherwise have bailed out
on us. [ think we now have the po-
tential of a back-to-back combo that’s
even stronger than what we used to
have with Rush
followed by Sean
Hannity in after-
noonS.

Dr. Laura’s im-
pact has also
been huge. be-
cause she has
opened the door
1o new listeners,
especially young-
er women who
may not have
ever even thought
of sampling WABC before. Now
we have a shot at getting them and
keeping them. So Rush and Laura
formed a strong nucleus for us to
build a station around. As for Ed
Koch, he's the much-beloved former
mayor of New York. and we felt he
gave us stability. continuity, and
credibility in his time siot between
Rush and Laura We feel that our
midday combo, which we've left
alone for quite some time now. is
the real rock of the radio station.

Sean Hannity

R&R: How about a quick over-
view of the remaining weekduy hosts
and dayparrs?

PB: As 1 mentioned carlier. we
are very happy with the develop-

ment of Sean Hannity in afternoon
drive. 1think he’s a true rising star.
Sean’s smart, passionate, and enter-
taining. He's a fearless warrior who
won't shy away from debating any-
body. He grew up on Long Island,
so he’s a hometown boy, and it
shows. Right after Sean, Curtis Sli-
wa and Ron Kuby host a show from
6-7pm. Curtis, as you probably
know, is the founder of the Guard-
ian Angels and an institution in New
York City. He probably has better
name recognition than any TV an-
chor in this city. Trust me, when
you walk the streets of New York
with Curtis Sliwa, it’s a very inter-
esling experience.

Ron Kuby made his name as a
pretty radical left-wing lawyer. On
the radio he’s funny and a great foil
for Curtis. They never agree on any-
thing. and it makes for a very en-
gaging and entertaining show. It's
a great show for us to develop and
keep in our pocket, which I believe
you have to do in a format like this
where you never know what’s go-
ing 10 happen. As for the 7-10pm
time slot, right now we are airing
the syndicated John And Ken Show,
which we are considering for eve-
nings. But as we are also the flag-
ship station for the New York Yan-
kees, I think sports programming
will continue to be a very viable
option for us. And with the Yankees’
season just starting, what we will do
permanently in that time slot isn’t a
pressing issue, sO we’re going (o
take our time making a final deci-
sion.

R&R: Ler's talk about news as a
part of the reinvenred WABC. In a
recent eonversation, ABC’s VP/Talk
Programming, John McConnell,
told me that news nust be an inte-

gral and important component of

Tulk radio. Agree?

PB: Yes, absolutely. The news is
what forms the basis for just about
everything that we talk about on the
air. We have two all-News stations
here in New York with WCBS and
WINS, so we’re not going 10 “out-

@

WABC'’s listeners
really don’t expect
us to be doing news
around the clock,
but they do expect
us to be talking
about what’s in the
news, and they also
expect us to have
news credibility.

EE

news” the all-News stations. 1 don’t
expect that we’ll beat them in the
cume battle, but we can ccrtainly
win the TSL war. Because when a
story breaks, we can talk about it in
depth rather than just repeating the
same basic headline over and over
every 20 or 30 minutes.

WABC's listeners really don’t
expect us to be doing news around
the clock, but they do expect us to
be talking about what’s in the news,
and they also expect us to have news
credibility. which we certainly have
between our resources from ABC
News and a good group of local
newspeople. We don’t have a large
local news staff, but I think we use
them very effectively.

R&R: How have vou marketed
and promoted the revamped WABC,
and have vou changed the starion’s
demo target in these past hwo vears?

PB: Our audience target hasn’t
really changed, but I’d say it has
cenainly tightened up a bit. It’s 35-
54, targeted slightly more male than
female. We’ve just launched a TV
campaign for the spring book that
was created in conjunction with
Filmhouse. The spot has an NYPD
Blue look to it, and I think it is one
of the best TV spots I’ve ever seen
for a News/Talk station.
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IMUS INTHE EBBITT — Westwood One morning yakker Don Imus hosted Senator John McCain (R-AZ) (1) during
a recent live broadcast from the Old Ebbitt Grill in Washington, DC. The event celebrated the move of Chancellor
Media's all-sports WTEM-AM up the DC dial from 570 to 980kHz.

DUELING LAURAS — That's Premiere Network’s Talk queen, Dr. Laura
Schlessinger (1) chatting up Talk 650 KSTE/Sacramento’s Laura Ingle at
Dr. Laura's recent 50th birthday bash held at the Disneyland Hotel. The
party was a benefit for Childhelp USA.

In addition, we are using bill-
boards and mass-transit boards feca-
turing our most recognized hosts,
like Rush. Dr. Laura, and Ed Koch.
Plus all of our hosts are on TV reg-
ularly. Hannity has his own show
in the evenings on the Fox News
channel, Lionel is on Court TV,
Koch hosts The People’s Court, and
Gallagher and Sliwa are regular
guests and commentators on a lot
of the news and talk TV shows that
originate in this area. When you put
all that together, the station is ex-
tremely visible.

R&R: What's the goal of the TV
campaign and what is the messuge
you are trving to deliver with it?

PB: We tested a ot of potential
TV campaigns and scenarios to
come up with our current spot. Our
sell line both in the TV spot and on
the air is. “If you’re taiking about
it, we're talking about it on
WABC” It’s a linc we stole from
Jack Swanson at ABC-owned
KGO/San Francisco, and 1 really
thought it fit our needs. Our goal is
to have people react when they sce
the commercial by saying, “Hey,
that’s a station I’d like to try.”
That’s all you can do with a TV
spot, and I feel this spot will tell
core listeners, former listeners. and
potential new listeners that WABC
is worth tuning into again.

R&R: ABC recently announced
it had entered into a corporate-wide
Internet deal. Does this mean WABC
will be webcasting?

PB: Our site deal was put to-
gether before the announced ABC
deal with RealNetwgrks. WABC
is already using NetShow on the
audiolounge.com site put up by
Telos. 1 am intriglied by the idea
of WABC getting into more high-
rises and office buildings in NYC,
which is always a challenge for an
AM signal.

R&R: Are you concerned thar
people listening at home or in an
office on their compurers won't
show up in ratings?

PB: 1 think that listeners are
smarl enough to still record their
listening in a diary even though

www americanradiohistorv com

they may be listening to us over
their computer at the office. Ithink
broadcasting on the web is a great
vehicle, especially for Talk radio
stations.

R&R: In vour opinion, what
makes a great Talk radio station?

PB: John McConnell and | have

I am intrigued by the
idea of WABC
getting into more
high-rises and office
buildings in NYC,
which is always a
challenge for an
AM signal.

often talked about this very ques-
tion. You can’t just judge a station
by its drivetimes. You also have to
judge it by what it sounds like at
2am on Sunday morning. 1f the sta-
tion is entertaining and compelling
to listen to even then, that’s a great
radio station.

R&R: Finallv, Phil, if vou had to
write a mission statement about the
newly reinvented WABC, what
would it be?

PB: Never disappoint a listener
who turns on WABC at any time of
the day or night wanting to know
what’s going on right now and want-
ing to hear an intelligent host talk-
ing about it, If we can do that every
day, we will succeed.

TALK BACK TO R&R!

If you have questions or com-
ments that you'd like to add,
call Al Peterson at (619) 486-
7559, fax (619) 486-7232, or
e-mail alpeterson@aol.com.
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Bushy’s Urban Outlook

L] Business is great, but DreamWorks’ new urban chief says the industry faces

some tough choices

Jheryl Busby is at it again. The veteran record exec who
was instrumental in building black music divisions at A&M
and MCA has stepped up to the plate to lead DreamWorks’

first foray into urban music.

While Busby
made a name for
himself at the
two labels. as
well as in his
most recent gig
at Motown, don’t
look for him to
move fast and fu-
riousty when it
comes to urban
music. He's en-
tirely comfort-
able with DreamWorks’ philosophy
of taking the ume to do it right the
first time.

Strategy And Serendipity

Busby's appointment as head of
urban music is consistent with
DreamWorks' strategy thus far:
Find the most talented exec to fill
the post and give them free rein 10
build a division. And like other se-
nior level DreamWorks appoint-
ments, it was somewhat serendipi-
tous that Busby landed at the com-
pany.

He recalls. “About one year ago
[DreamWorks Records senior exec-
utives] Mo Ostin, Lenny Waronker.
Michael Ostin, and I had conversa-
tions about how they were going to
build their business. and I shared
with them my vision for the record
industry and for urban music. |
know there was a lot of speculative
talk about me and Walt Disney and
Warner Bros.. and believe me, after
talking with each of them. if I had
gotten a shot at any of those com-
panies, | would have been blessed.

Jheryl Busby

As it turned out. my conversations
with Disney were before they hired
[Buena Vista Music Group Chair-
man] Bob Cavallo. and they were
still trying to figure out what they
were going to do. Even though tim-
ing had a tot to do with it, what ulti-
mately sold me on DreamWorks
was the quality of the people.”

What also sold him was the fact
that the company was privately
owned. “We are in a business in
which it’s going to take a lot of cour-
age to change things. We need to
reshape what we are. The industry’s
deals have gotten thick. The produc-
tion/joint-venture/label concepis
have not been that successtul. Qur
artist development concepts have
sort of disappeared. except for a few
artists at other labels. The idea of
being patient is shrinking.”

Pieces Of The Puzzle

“Yet, this is a company that
doesn’t have to answer to somebody
who’s concerned about market
share. That's not what our investors
are looking for. It has acommitment
to its investors, so it’s not being
silly about its responsibilities, but
we don’t have people breathing
down our back about market share.
They told me what they want 10 do
is develop a product line that turns
into catalog that turns into long-term
asscts, and that was music to my
ears.”

While DreamWorks is only now
moving into the urban scene, Bus-
by says he’s already been flooded
with calls. “There isn’t a creative

Scrawl Elektrifies New York Audience

Elektra Entertainment staffers and recording artist Scrawl recently celebrat-
ed'the band's recent performance at the Knitting Factory in New York. Scraw(’s
forthcoming atbum, Nature Film, goes to retail on May 12; the first single at
radio is “Charles.” Shown here are (I-r): Elektra Manager/Sales Paul Utera-
no, Scrawl's Sue Harshe, Elektra VP/Marketing Brian Cohen, Elekira Direc-
tor/Sales Jay Perloff, Scrawl's Marcy Mays, Elektra Sr. VP/Sales Steve Heldt,
Etektra Director/A&R Nina Ritter, and Scrawl’s Dana Marshall.

person out there who either has a
deal or is looking for a deal or who
just wants to get involved who
hasn’t called. I'm getting these calls
because the creative community is
looking for something that feels a
little more safe than a record com-
pany that says, ‘Give it to me. Let
me jam it or throw it against the wall
and find out what happens.’™
When it comes to his urban divi-
sion’s release schedule, Busby
notes, “If we have two releases a
quarter by year three, that would be
plenty. Right now. if we have one
relcase a quarter, we would be very
full. ’'m moving fast, but [ am not
moving DreamWorks fast. I'm mov-
ing fast because [ spent the past two
years mentoring. | want to spend
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If we have two
releases a quarter
by year three, that

would be plenty.
Right now, if we
have one release a
quarter, we would
be very full. ’'m
moving fast, but |
am not moving
DreamWorks fast.
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enough time understanding what's
happening in the cities. so I'm do-
ing old-fashioned things like pull-
ing into cities and taking meetings
with people, visiting retail stores,
talking with customers and the kids,
and even visiting schools in some
cases.”

In addition to artist releascs,
Busby is already working on sound-
tracks. a piece of the puzzie he un-
derstands is integral in building his
division. “Not only are these great
projects to work on in terms of
strengthening the company’s mov-
ie releases. but from an education
standpoint | get to work with some
great artists. I'm already having con-
versations with people like Erick
Sermon and Boyz II Men”

As for the overall health of urban
music. Busby remains uite bullish.
“There are going to be a lot of hit
songs and productions. That partic-
ular aspect of our business is more
alive than ever before. Technology
has reduced the cost for kids to put
their hands on equipment. And be-
cause of all of that, our songwriting
is starting to come alive. There are
a lot of excellent songwriters and a

-

SOUND DECISIONS

Music from artists like Erykah Badu and
Eric Benet is starting to surface with more
regularity. That’s because the generation
that grew up with rap, listened to the
lyrics, are now responsible young adults.

lot of great. young producers. It's a
great time to be a start-up publisher
or 10 manage a producer.

“What now has to come alive is
the carrier of that art torm. which is
the artist. And that’s a more diffi-
cult job because you're shaping a
mind and a career for the long-
term.” In that regard. Busby believes
record company execs must be more
proactive. “It’s not the sole respon-
sibility of the artist. It’s a joint re-
sponsibility of the label, the artist,
and his or her management. And
that’s where we really have to get
back to things like touring. What
happened to our touring base? What
happened to the day when we could
put an artist in front of the consum-
er? That has to be reinvented. I love
the fact that I’'m having conversa-
tions with managers and promoters
who are looking at small clubs and
connecting them with radio stations.
We need those kinds of places to
start developing artists.

“Our artist PA. is on a tour of
African American-dominant colleg-
es. We found venues for him in cer-
tain areas and focused on them be-
cause we needed to. We have a tre-
mendous challenge and opportuni-
ty to develop these things, and a lot
of it has to do with management. We
are not just signing artists and find-
ing out how to get it played on the
radio.”

Urban Renewal

Commenting on the broadcast
sector, Busby sees many encourag-
ing signs. “We're at a point where
radio is a little heavy on the rap end.
However, you can feel the rum-
blings out there. All of the sudden
there’s an Erykah Badu and Eric
Benet. R. Kelly is across the board,
and a gospel group can sell a mil-
lion units. I’'m encouraged by all of
that That music is starting to sur-
face with more regularity, and 1
think it’s because the generation that
grew up with rap — that listened to
the lyrics — are now responsible
young adults. They have their first
jobs. car notes, and mortgages. But
they still want to hear their life in
song. so there is more room for
growth. And it’s a natural growth.”

Busby also likes what he sees
when it comes 10 the emergence of
local and regional music scenes.
“Regional records are coming alive
again. Goodie Mob came out of the
South, Timbaland and Missy Elliott
came out of Virginia Beach. What a
breath of fresh air that is. And it’s a
good sign for the record business,
because if° you spend your money
smart, you should be able to break
out of a region.”

Even though urban music has

become and remains incredibly suc-
cesstul, Busby wonders if the indus-
try has become too focused on
short-term results. “Unfortunately.
when you become the focus of the
investment community because
that’s where they have shifted their
resources, everyone starts looking
for their return on their dollar.

“In reality. we didn’t sell more
records because we got better at
what we did. We sold more records
because the generation beneath us,
in order to survive, created their own
way of communicating. And when
it bumped up against our imaginary
market share line. we grabbed it

A Shot In The Arm

While the industry’s “best days
are ahead of us, not behind us”
Busby says the record business
must still make significant changes
due to pressures imposed by tech-
nological advances. “We have are-
sponsibility as a business to reinvent
oursclves like we did after the dis-
coerain 1978-79. 1 admit that may
sound a little self-serving, but you
have 10 remember that our business
grew hecause technology provided
us with a shot in the arm. The im-
portance of CDs and the replace-
ment of catalog material fueled sales
beyond our wildest dreams. But we
almost forgot that we are still a ‘one-
out-of-10 business.’

“Now sales have slowed and we
need to take a good look at where
we are spending our money. Our
distribution business is big — that's
not to say that’s good or bad, but
there are new ways of distribution
that are less people-intensive. Tech-
nology reduced the cost of making |
a record and now it’s reducing the
cost of distributing it as well. [ wish
1 had the answers, but we have no
choice but to make some tough de-
cisions. And I get to be a part of it
with a company like DreamWorks.”
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Regional records are
coming alive again.
What a breath of
fresh air that is. And
it’s a good sign for
the record business,

because if you -
spend your money
smart, you should be
able to break out of
a region.
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S.0.A.P. Lathers Up CHR With Its Lesson In Partying

It didn’t take long for newcomer Crave Records to tap into
parent company Sony Music’s international repertoire for a hit.
The label picked up the Danish actS.0.A.P. and immediately scored
impressive gains at CHR/Pop with the duo’s debut U.S. single,

“This Is How We Party.”

The track, which peaked at No.
3 during a 16-week run on the Dan-
ish charts, is being played by.such
major-market stations as WHTZ/
New York. KIIS/Los Angeles,
WI0Q/Philadelphia. WWZZ/

fluential programmers and consultants.”

Wolte gives her regional stait of tive
— none of whom. she says, had done
promotion before — much of the credit
for winning over radio. “We treated it
as a fun party song that would react
because we purpose-

ly didn’t want to
make it into some-
thing it wasn’t. They
got very creative and
had a lot of fun work-
ing the record, and it
has worked.”

With a majority
of stations on the
song, Wolfe's job
now is to continuc to
build on the momen-
tum. “The single was
in stores a couple of

Washington. KZQZ/San Fran-
cisco. WXY V/Baltimore, WFLZ/
Tampa, WHYI/Miami, WKSL/
Memphis, KSLZ/St. Louis, and
KKLQ/San Diego. A handful of
CHR/Rhythmic stations are also
spinning the track.

For KSLZ PD Jeff Kapugi, “This
Is How We Party” gives him “a great
up-tempo record that will be exclu-
sive for our station. When we first
heard i1, we knew it was going to be
a hit: it’s already burning up the
phones with people asking who’s
singing that song.”

In addition to minimal sharing, it
any, Kapugi says the song presents
another added bonus. “We're still in
the ‘Grand Opening’ phase.” he says
of the station. which debuted its CHR/
Pop format in mid-October *97, “so
we need to be pretty up-tempo, and
this one fills the bill.”

Crave VP/Promotion Lisa Wolfe
first heard the single around the end
of last year and was immediately ex-
cited about its potential. “While [Pres-
ident] Rick Bisceglia and [VP/A&R]
Michael Ellis were most excited about
the single, what they really were en-
thusiastic about was the whole album,
There are a lot of hits on this album.
and it's a project we plan to be work-
ing throughout the rest of the year”

Yet it wasn’t just the girls that en-
ticed the label. Crave was so im-
pressed by what it heard that it signed
S.0.A P’s producer, Remme Zhiva-
20, to a production deal.

In setting up the group and single,
Crave got a hold of a limited number
of import CDs and in early February
went about working the record the old-
fashioned way — by playing it for key
programmers. Wolte says. “It was re-
ally funto go on the road and talk about
the project. because we were getting
some very positive feedback from in-

wecks ago and had
high debuts in some major markets
— and all that we had going was air-
play. Now we have to spread that sto-
ry and the requests that other stations
are getting.”

Crave also plans to make sure
S.O.AP. has a very busy summer.
The label is in the midst of lining
up as many radio shows as possi-
ble, as well as retail and shopping
mall appearances. The street date
for the duo’s album. Not Like Other
Girls, is May 5.

Eve 6 Knows Alternative
‘Inside Out’

Hats off to programmers who
break their backs to break bands and
records. That's exactly what Alterna-
tive WKQX/Chicago PD Alex Luke
is doing tor RCA’s rockin’ trio Eve
6. The Windy City programmer has
been a key figure in helping the Los
Angeles-based group’s debut single,
*Inside Out,” ascend the Alternative
chart. And his efforts must be pay-
ing off: Other influential and major-
market stations have rallied behind
the band, including WNNX/Atlan-
ta, KKND/New Orleans, KWOD/

Sacramento. KXRK/Salt Lake
City, KTCL/Denver. KNRX/Kan-
sas City. KZNZ/Minneapolis, and
WRAX/Birmingham.

Luke remembers, “RCA played it
for me late last year. and I immediate-
ly tell in love with the song. At the time
I thought it was something that would
react and work well for us. so I asked
{VP/Modern Rock Promotion] Ron
Poore if we could be on the front end
and to let us know so we could lead
the way. It’s tougher now to orches-
trate a story {or the labels than it was
in the past. but [ believe that’s part of
what this format is supposed to do.”

While Luke believed in the song’s
potential, he was pleasantly sur-
prised at how well it struck a chord
with listeners. “It has been our No.
| phone record the last two weeks
and is sometimes getting double the
calls of the No. 2 song. It has a real-
ly strong hook. but that in and of it-
sel’ isn’t unique. Somehow, it’s re-
ally connecting with our listeners.
It’s been one of the biggest-reacting
songs since I've been here.”

While Eve 6 is currently off to a
fast start at radio, RCA has taken its
time with the teenage group, which
counts the son of producer extraordi-
naire Don Was among its members.
The label inked Eve 6 to a develop-
ment deal two years ago and slowly
brought the band along. That plan was
still in place until Poore heard the al-
bum the band had turned in.

Poore recalls. I got the tape from
A&R around the beginning of Decem-
ber and came across ‘Inside Out” while
I was driving around and thought it was
a smash. | played it for [Alternative
WXRK/New York MD| Mike Peer and
Luke. and they both had the same feel-
ing about the record. Luke even told me
he wanted to help break the record. We
all sort of picked the first single.”

Poore’s next step was to convince
the label’s senior execs. who all agreed
the timing was right to release the
record sooner rather than later.

With the radio story growing week-
ly, RCA's strategy now is 1o get the
band on as many low-dough concerts.
radio shows, and festivals as possible
in order to maximize exposure in air-
play markets. Eve 6’s sclf-titled debut
album hits retail on April 28.

Lilith Fair Loaded With
Ladies Of All Genres

Sarah McLachlan last week publicly unveiled this years

* Lilith Tour performers, and it is loaded with first-time acts.

Newcomers added to the bill include Tracy Bonham,
Meredith Brooks, Neneh Cherry, Holly Cole, Imani Cop-
pola, the Cowboy Junkies, Kacy Crowley, Catie Curtis,
Ebba Forsberg, Lisa Gerrard, Emmylou Harris, the Fu-
gees' Lauryn Hill, K's Choice, Angelique Kidjo, Diana
King, Chantal Kreviazuk, Diana Krall, Queen Latifah,
Letters To Cleo, Martina McBride, Tara McLean, Holly
McNariand, Abra Moore, Mono, Morcheeba, Billie My-
ers, Me’shell Ndegeocello, Heather Nova, Joan Osborne,
Rebekah, the Wild Strawberries, DarWilliams, Lucinda
Williams, and Victoria Williams. That's in addition to the
following artists who've already officially announced their
participation: Erykah Badu, Paula Cole, Shawn Colvin,
Sheryl Crow, Missy “Misdemeanor” Elliott, the Indigo
Girls, Lisa Loeb, Luscious Jackson, Natalie Merchant,
Sinead O’Connor, Liz Phair, and Bonnie Raitt. The trek
kicks off on June 19 in Portland and will visit 20 more cities
(57 dates total) than last year’s tour. It's biggest venue: the
Rose Bowl in Pasadena, CA, where lucky talent search win-
ner TiaTejeda will open the show. She won the chance to
sing at an April 16 event in L.A. sponsored by KYSR-FM,
and clinched the spot with her rendition of the Jeffrey Gaines
track “Love Disappears.” Also, the Internet search engine
Excite! has been tapped as a sponsor for the "98 tour.

More Tours Seal Their Bills

In other tour news, the H.O.R.D.E. tour has named sev-
eral marquee acts for its annual roadshow. New to the bill
are Smashing Pumpkins, Fastball, Paula Cole, Marcy
Playground, Agents Of Good Roots, the Getaway Peo-
ple, Huffamoose, Emmet Swimming, Cowboy Mouth,
and Chris Stills. The tour begins on July 9 in Somerset,
WI ... The hip-hop Smokin’ Grooves tour has lined up Wy-
clef Jean, Busta Rhymes, Gang Starr, D’Angelo, Cy-
press Hill, A Tribe Called Quest, and Public Enemy ..
Another hip-hop road show, the Lyricist Lounge, bows on
June 18 in Chicago and features Lauryn Hill and Wyclef
Jean, the Roots, De La Soul, Black Star, and Busta
Rhymes ... The Verve has signed up Massive Attack as
its support act on its extensive North American tour, which
begins on July 28 in Des Plaines, IL ... Stone Temple Pi-
lots frontman Scott Weiland embarks on a solo tour be-
ginning on May 9 in Atlanta.

Studio Outtakes

Alternative band Dada has completed work on its MCA
debut, which was produced by Danny Korthmar. Look fora
summer release ... In an interview with music e-zine Allstar,
Bush's Gavin Rossdale says the group plans to turnin its
new album in September. The frontman also says the music
stays true to Bush's sound and the band probably will tour
after the aibum hits retail later this year ... Willie Nelson is
close to completing his next album on Island Records. Ex-
pect a third quarter release ... Red Ant artist Tom Freund
has finished work on his debut album, North American Long
Weekend, which bows on June 23.

Bits 'N Pieces

The band Faith No More is no more. They’ve called it
quits after 15 years ... Retail giant Best Buy has signed
on td sponsor tours for Robert Plant/Jimmy Page,
Stevie Nicks, Janet Jackson, Michael Bolton/Wynon-
na, Chicago/Hall & Oates, and Ozzy Osbourne’s
Ozzfest ... CNN plans to launch a weekly, 30-minute
music show titled Worldbeat, beginning on June 6 on
Saturdays at midnight (EST).

Lastly, sad to note the death of Linda McCartney on
April 17 from breast cancer. The wife of Beatles mem-
ber Paul McCartney, a renowned photographer and
member of Wings, was 56.

www americanradiohistorv com



www.americanradiohistory.com

34 ¢ R&R April 24, 1998

POP/ALTERNATIVE

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

— TOTAL PLAYS—

Iw Tw ARTISTTITLELABEL(S) ™w w smnoJét'iDos
NATALIE IMBRUGLIA Torn (RCA) 2045 2053 4300 While most other Pop/Alternatives have come from Hot AC or
0 MARCY PLAYGROUND Sex And Candy (Capitol) 1831 1790 390 are new sign-or;]s, ou;' hleridtaﬂge is Alternativde.fAs a 'result, our
, on-air approach is a little different. We're definitely more
3 s MATCHBOX 20 3am (Lava/Atlantic) 1484 1585 380 aggressive and lean more male than the average Pop/
O FASTBALL The Way (Hollywood) 1434 1345 410 Alternative.
« 5 THIRD EYE BLIND How's It Going To Be (Elektra/FEG) 1412 1415 350 i ::gn‘;‘vpgo”;:"fgn‘zi'; ?Sfeg‘ee the old ’:';e";?r“eviy"ij";‘:'
s  VERVE Bitter Sweet Symphony (Hut/Virgin) 1227 1374 350 do that is by making the station fun and entertaining.
o EDWIN MCCAIN Il Be (Lava/Atlantic) 172 1140 33A We've worked hard to develop a high-personol}i]ty mo;ning
; - how ‘sli i i h
GREEN DAY Time Of Your Life (Good..),(Reprise) 1054 1044 300 e o e o iy o ighetihe
10 o PAULA COLE Me (Imago/W/B) 1016 990  36/0 Patrick’s Day “Listener Limerick” weekends. There were dozens of really good
LB . limericks every haur, and the winner got to see Green Day in concert. Listeners are
1% @ ALANIS MORISSETTE Uninvited (Warner SUHSGVREPHSE) 983 823 2800 invalved in more than just requests and prizes. There are fun ways fay them to
1 0 MATCHBOX 20 Real World (Lava/Atiantic) 919 837 32A participate with the radio station.
’ ; It's also essential that the music be fun. For example, our weekday ”5:00 Rush” is
8 LOREENA MCKENNHT.The Murmmers’ Dance (Cuinan RoagtB) 916 1096 2710 a happy hour in your car. Anything from ABBA to Red Hot Chili Peppers can be
13 @ SMASH MOUTH Walkin® On The Sun (Interscope) 880 877 21N played; it's very wild and a lot of fun. We also do a flashback lunch at noon and
1+ @ SARAH MCLACHLAN Adia (Arista) 845 T4 3N play songs people won't hear anywhere else.
. It's very important that this format develop its own identity, as opposed to being a
1 15 SAVAGE GARDEN Truly Madly Deeply (Columbia) 833 937 201 little bit of this and a litile bit of that. There’s a lot of good, up-tempo, and fun
12 16 BEN FOLDS FIVE Brick (550 Music) 812 902 240 music out right now. We're playing more currents than we were a year ago, and
groups like Cherry Poppin’ Daddies, Fastball, and Goo Goo Dolls are greatfar us.
i @ TONIC If You Could Only See (Polydor/A&M) 751 649 240 We're embracing and pounding them.
@ GO0 GOO DOLLS Iris (Wamer Sunset/Reprise) 609 471 3077
19 19 ERIC CLAPTON My Father's Eyes (Duck/Reprise) 592 592 180 Jeff Levine is PD of Allernative 92.7 WLIR/Long Island.
17 20 BILLIE MYERS Kiss The Rain (Universal) 576 691 20/

This chart reflects airplay from April 13-19. Songs ranked by total plays. Contributing stations combine
from the Custom Chart function on R&RONLINE. © 1998, R&R Inc.

Forward-thinking executives lend their perspectives about
Pop/Alternative music and formatics each week.

New & Active Contributing Stations

SISTER 7 Know What You Mean (Arista AustirvArista)
Total Plays: 571, Total Stations: 23, Adds: 0

SEMISONIC Closing Time (MCA)
Total Plays: 489, Total Stations: 21, Adds: 4

| SHAWN COLVIN Nothin On Me (Columbia)
Total Plays: 455, Total Stations: 22, Adds: 1

EVERCLEAR | Will Buy You A New Life (Capitol)
Total Plays: 374, Tota! Stations: 18, Adds: 2

MADONNA frozen (Maverick/WB)
Totai Plays: 481, Total Stations: 15, Adds: 0

DAVE MATTHEWS BAND Don't Drink The Water (RCA)
Total Plays: 473, Totat Stations: 23, Adds: 0

CHERRY POPPIN' DADDIES Zoot St Riot (MojoUniversal)
Total Plays: 457. Tolal Stations: 27, Adds: 7

VONDA SHEPARD Searchin’ My Sout (550 Music)
Total Plays: 323, Total Stations: 1B, Adds: 5

| BEBEKAH Sin So Well (Elektra/EEG)
Total Plays: 317, Total Stations: 20, Adds: 0

| TORI AMOS Spark (Atlantic)
Total Plays: 314, Total Stations: 17, Adds: 0

Songs ranked by total plays

KPEK/Albuguergue, NM (HAC)
KAMXAustin, TX (HAC)
KLLY/Bakerslield, CA (HAC)-
WBMX/Boston, MA (HAE)
WLCE/Buttalo, NY (HAC)
WLNK/Charlotte, NC{HAC)
WTMX/Chicago, IL (HAC}
WXEG/Dayton, OH (At)
KALC/Denver, CO (HAC)
KXPK/Denver, CO (AR)
WPLT/Detroit, M (A}
KVSR/Fresno, CA(HAC) |
WKSI/Greensboro, NC (HAC}
WKZL/Greensboro, NC {(HAC)
KKPNMouston, TX(HAC}

HAC-Hot AC Alt-Alt

KOZN/Kansas City, MO (HAC)
KMXB/Las Vegas, NV (HAC}
WLIR/Long Island, NY (Alf}
KYSR/Los Angeles, CA (HAC)
WPLLMiami, FL (HAC)
WPNT/Milwauket, Wi (HAC)
K0S 0/Modeslo, CA (HAC)
KCDUMonterey-Salinas, CA (HAC)
WPTE/Norfolk, VA (HAC)
WSHE/Oriando, FL (HAC)
WPLY/Philadelphia, PA (Afl}
KZON/Phoenix, AZ (At}
KZZP/Phoenix, AZ {HAC)
WORV/Pittsburgh, PA (HAC)
KBBT/Portiand, QR (HAC)

AA-Aduit At

WDCG/Raleigh, NC(CHR/P}
WINE/Rochester, NY (HAC)
KZ20/Sacramento, CA (HAC)
WALC/S1. Louis, MO (HAC)
WVRV/S1. Louis, MD (AA}
KENZ/Satt Lake City, UT (AR)
KFMB/San Diego, CA (HAC)

| KLLC/San Francisco, CA (HAC)
KRUZ/Santa Barbara, CA(HAC)
WHPT/Tampa, FL (AA}
WSSR/Tampa, FL (HAC)
WMBX/Wesi Paim Beach, FL {HAC}
WXLO/MWorcester, MA (HAC}

43 Total Stations
CHR/P-CHR/Pap

£e
Rudio
URLLY

With AudioVAULT" your station comes alive.
Drive time talent gets more flexibility—you get
more productivity. Automated overnights easily
sound local, and you lower costs. Want to make
MOHD come alive? You can with the world’s
leading digital studio system...AudioVAULT.

-F

Solutions tor
Tomorrow’s Radig
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"We listened to this record and had to put it on the air immediately."
- Greg Stevens/KEGL

"Hearing Girls Against Boys in one listen should not be a problem for any
pace-setting Active Rock programmer. Melodic accessibility with modern industrial rage.
Make sure you have room on May 5th!"

- Kylee Brooks/KRXQ

GIRLS
AGAINS
BOYS ++*PARK AVENUE * *
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THE FIRST TRACK FROM THE FORTHCOMING ALBUM FREAK+ON=*ICA

IMPACTS DETONATION STYLE MAY 5

GET YOUR ASS IN ORBIT

STEIN/GOLD MOUNTAIN ENTERTAINMENT 1998 Geflen Records, ine.  www.geffan.cony  www.gyst.com
wArANM-americanradiolhtstorycom e - ——=~ [

PRODUCED BY NICK LAUNAY MANAGEMENT AARON BLITZ
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The title and theme of R&R’s fourth
annual Rock special were chosen as a
reflection of the format’s endurance
and success over the last three
decades. While it has taken some
punches over the years - most
recently from one of its own Cyndee
offshoots - it has always survived. Maxwell
Maybe bruised, but intact. Rock
has been compared to a sleeping
giant, and beware when that
monster awakens. When it does,
it comes back e
before. mmmmns

Clearly, the format has much
of which it can be proud. But

- John Parikhal postulates on the future of the Rock format In the industry search for superstars, who is providing the
one Iesscn it took to heal’t from breeding ground for the next generation?
H Artist development in the flesh: Damon Johnson on the You've heard of military brats. Kenny Wayne Shepherd
1 most recent bOUt was that maturation of Brother Cane P couid be considered the radio equivalent
. . -
it can't rest on its laurels. So Witl pay-for-play tum programmers into AEs? “A threefold cord is not easily broken.” Treat the

marketing and promotions staff as peers and you'll rea
Mark Cope brings retail into the foreground of the pay- positive iwardz Bers Endly J

with the muscle of its heri- iy ,
Love at first listen. Dave Richards is mindful of hoiding |

tage, the experience of its Multiple entertainment choices mean radio must rise onto the passion of the audience {
Callout charts from 1997 and the first part of 1998

- - D above the cacophony
arrlorhke P s’ and a Frank Correia enters the mind of Megadeth's D:
rreia enter n ave 8 d 5
- & b a o comparing the best-testers in rock — thanks to Critical
renewed vigor, Rock is ready Mustaine — Mr. Radio Popularity with three it singles! Mass Media

to take on the cha“enges °f Why isn't Metallica on the alir in Los-fucking-Angeles?
“TOops. Mega-Dave is seeping through)

the late '90s in preparation In the SUTS” boxes that appear throughout this
Use your noggin! Carolyn Gilbert confesses that special, interep Exec. VP Marla Pimer shares numerous
for the new radio order of programmers win by utilizing instinct, with just a sprinkle “myth-busters” concerning the format's qualitative
of research PAGE 6 audience profile,

the next century.


www.americanradiohistory.com

38 * RaR April 24, 1998

=
"R

T
vtk
e
[ B
nLs
i
[EYAL T

The Incredible Mutating Format

A consultant’s view of the future of Rock

them. In other words, preparation is everythipg. Among the many challenges Rock

Champions become successful by studying the opposition and training to combat

radio faces today is preparing effectively now to win in the long run. One industry
exec with insight into the future is Joint Communications marketing consultant John Parikhal.
He explains that demographics must be re-examined in light of today's changing society to
best plan for victory in this multiopoly environment. And because demographics are shifting
faster than ever before, managers will have to be ready for change, change, and more change.

Part 1: Demand

‘First, 18-34 is going to look different than
it ever has before,” he begins. “On the 18-34
side, you're going to see experimentation run-
ning down a couple of lines. One is the experi-
mentation that K-Rock [WXRK] is doing in New
York: the best of the oldies for 18-34 men,
but mostly new active rock. In part, that's be-
cause of New York's unigue market conditions,
in terms of Rock stations. But they're not the
only station doing it — CILQ (Q107)/Toronto
is also, among others.

The older demographic also points to new
types of Rock oldies, according to Parikhal. “35-
49 is going to become extremely important in
Rock, particularly among men, because it's
going to drive new versions of Classic Rock sta-
tions,” he explains. “They’re not your traditional
Classic Rockers. They're not just repeating
‘Freebird,” ‘Sympathy For The Devil," and ‘Stair-
way To Heaven.' They're also mixing in music
from the early '60s — like the Animals and the
Beatles — that appeals to aging baby
boomers.” He adds that, while this Classic Rock
hybrid becomes more popular, it will also be
remarkably market-specific. “In fact, nothing is
going to be as universal as it used to be.”

And while it’s good that cookie-cutter ra-
dio stations will be fewer and farther be-
tween, Parikhal says it will be a challenge for
“those people who say, ‘Well, if it didn't work
in Tucson, | don't want to try it in Roches-
ter.” And there is a lot of that kind of thinking

| hear the line that actually chills my
blood that | used to hear back in 1975:
“I hired you to program, and if you
don’t know how to, P'll get somebody
else.” [But] you’ve got to give the
person the right tools in order to win.

right now. More than ever, success over the
next couple of years will be dependent on
being market-specific.

Alternative Meltdown

Have Alternative radio's glory days come
and gone? Parikhal says, “There’s an increas-
ingly shrinking audience for truly Alternative
radio. When Alternative became mainstream,
it simply wasn’t Alternative anymore. It was
Rock with a new head. That head first came
with artists like Nirvana, Pearl Jam, and

L4

The latest analysis from Interep Research reveals /
some dramatic “myth-busters” about Rock listeners.

John Parikhal

Soundgarden, who took a lot of the big rock
sounds that had emerged in the baby boom
era and made them fresh and new.

“Then it was very rapidly co-opted by
women who gave life to a new version of Rock
that people first called Modern AC. Now, it's
basically Hot AC and Top 40. It's a big area
that confused everybody - when'it first arrived.
The demand for music that's purely alterna-
tive — bands that everybody eise doesn’t play

is going to return to being as small as it
has always been historically.
Truly Alternative stations never
broke a three share — their
good book was a 2.7, their bad
book was a 2.1. That's not to
say there won't be a demand
for it though. There will always
be those people who want to
hear something different that
they can’t get anywhere else.”

Those who favor the
crunchier side of rock can chew
on Parikhal's belief in the de-
mand for stations that are mainstream, but
driven by newer, harder rock. “These always
have a shot, especially among 18-34-year-old
men. That demo is increasingly saying that they
don’t care if the harder rock is from a new
band or a band that was out 20 years ago, as
long as it's really good. And, by the way, no
poser bands. That's why bands like AC/DC and
Led Zeppelin never go away. A 19-year-old who
discovers AC/DC today has a lot in common
with the 33-year-old who loves AC/DC. The 18
34-year-old stations have to be very careful to
cherry-pick the cufrent and classic bands and
music styles to put together.” He also men-
tions that the specific artists will vary, depend-

T e v:' o
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ing upon individual market conditions.

The aging poputation, with its sheer num-
bers — especially in men 35-44 — creates
the biggest demand for what Parikhal terms
“versions of rock oldies. Classic Rock is one,
and there are two other distinct versions that
we've seen. One is slightly softer rock oldies,
the other is slightly harder and more classic-
based. This is independent of plain old Clas-
sic Rock, which also has a position as well.
The demand is high, and there are some mar-
kets we've identified where they could be the
No. 1 station in the city.”

New Thinking A Must

“The challenge for Rock programmers, par-
ticularly today, is to throw their format hat out
the window in terms of the old names and
start figuring out new names for what people
really want. The old models won’t work any-
more, because what's happening with the rock
oldies audience is parallel to what's happen-
ing with the young rock audience. There are
only certain songs that work for them anymore;
it doesn’t matter what they grew up with. Pro-
grammers must know which ones work and
play those titles.

Along with redefining Rock and other for-
mats with an eye on future
demographics, Parikhal also
stresses that there aren’t
any giant formats left any-
more. “Everything is coming
down to the three-to-five-
share world, and there's go-
ing to be just enough differ-
ence from one market to an-
other that you're going to
have trouble getting a group of industry people
to agree on a format name. However, the lis-
tener doesn't care about the format name,
they just care about what they hear and what
they like.”

Part 2: Supply

Pointing out consolidation’s effect on what
radio is supplying, Parikhal says it's a differ-
ent ballgame compared to what the consumer
is demanding. “Many companies are cutting
the amount of research they do to map the
marketplace. They're trying to get more work
out of a study than it's really designed to pro-
vide. So, even though there's a demand out
there for certain format categories, there's a
tendency for radio to try to jam in pre-thought-
out categories. This isn't true for all opera-
tors; some really are doing the work. But a
surprising number of them aren't.”

And here is where Parikhal feels that
cookie-cutter radio arises. “They're just say-
ing, ‘Well, if it's working in this other market,
we'll plug it in here.’ | think the gap between
supply and demand is going to get bigger, and
you'll see drops in cume-to-core conversion.
People won't be as loyal; they'll jump around
from one station to another more frequently.”
He says the result — if a station is unsuc-
cessful — is that some industry insiders will
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think it proves their point that the format was
never viable.

It's a cop-out and a failure that could have
been avoided had the proper research been
done. However, proper research is expensive,
and the majority of companies are looking at
ways to save money, not spend it. Parikhai
recalls, “I hear the line that actually chills my
blood that | used to hear back in 1975: 1 hired
you to program, and if you don’t know how to,
I'll get somebody else.” That's like telling a
race-car driver to win the race in a pickup truck,
and saying, ‘l hired you to drive, and if you
can’'t drive, I'll get someone else.’ You've got
to give the person the right tools in order to

The challenge for Rock programmers,
particularly today, is to throw their format
hat out the window in terms of the old
names and start figuring out new names for
what people really want.

win. But these days, you have to figure out
how to win, and you've got to do it cheaply.”

Domination

“The other side to consolidation is the
owners who will simply choose to dominate a
format,” concludes Parikhal, “and therefore
not need to be so precise in their research
and formatic designs. If they're a bit sloppy
on stations A, B, and C, it doesn't matter,
because they overlap enough to own the mar-
ket anyway. Consolidation, by its sheer bulk
and size, along with its concentration on for-
mat categories, can mask the gap between
supply and demand. It may take severat years
before somebody else comes in and targets
one of the stations in the cluster and tears it
apart. But the symptom of the gap between
supply and demand is a drop in cume-to-core
conversion, then a drop in TSL, and eventu-
ally a drop in cume.”

“Know your audience” and “know your mar-
ket” are two phrases that have been with us
seemingly from the beginning of time. And
therein lies the problem. We must be vigilant to
approach these questions without preconceived
notions of the answers. We must be perceptive
enough to ask new questions. We must be brave
enough to explore uncharted territory.

* 18-49-year-olds are the primary Rock audience —
95% are in this age range

* The median age is 32 years

* Balanced appeal — 60% Men/40% Women

Some of the “non-surprises” include: ==Hllara Pirney
P ’ Interep Research Division §

Fall 1997 Simmons  Rock's % Composition and Index Based on Adults 18+ Cume, Mon-Sun. 6am-mid. Source of Format Description: Center for Radio Information
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HERE'S A BIT OF ADVICE: IF YOU WANT TO GET IN ON THE GROUND FLOOR
OF A BAND WHO ARE DESTINED TO GO ALL THE WAY, THEN YOU'D BETTER
CHECK OUT ADDICT. FAST." - KERRANG!

COULDN'T HIDE THEIR MONSTERSIDE:

KEGL WQXA TOP 5 ,JOUR

PHONES: Ow;y
ALREADY ADDICTED: WXTB FORMING A HABIT AT ALTERNATIVE:
WRCX WRIF WLZR WZTA 99X 20x KOME 18x KEDJ 20x
WXTB WJRR KUPD KRXQ WRXQ 14x KKND 19x KHLR 16x
WBZX WAZU KRZR WKLQ WJBX

WRCN KILO WCCC WRAT
WNOR KAZR KHOP KDOT

MANAGEMENT: LIGUID MANAGEMENT LTD SANDFORD HOUSE. 10 MAYNARD CLOSE. LONDON SW6 208 TEL
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Liberated By Truth, Brother
Cane Explore.Deep Pool

Wishpool is a classic case of artist development. Brother Cane’s third release is a bank
vault full of stellar material in terms of lyrical content and musical maturity. it's been a long —
yet worthwhile — journey for the group, and they are on the verge of exploding into the main-

stream. Brother Cane

led by lead vocalist/guitarist Damon Johnson with David Anderson on

guitar, Roman Glick on bass, and Scott Collier on drums — proves there is something to be
said for taking a grass-roots approach and building a fan base. No one is more surprised and
genuinely happy with Brother Cane’s current status than Johnson. When he is complimented
on the quality of the songs on Wishpool, he is refreshingly humble about the accolades — and

cautiously optimistic.

his is the first time | think we’ve made a
Trecord where we actually didn’t worry
about what everyone else was going to
think,” he begins. “ironically, it's twistedly
gratifying that everybody seems more excited i
about this as an entire body of work than ei-
ther of the previous two records. We, as a
band, certainly feel that way. it's nice that
people like it.
“Maybe — after five years of doing this
— | don't believe everyone is as into it as
they're saying. Maybe there’s this kind of
reserved level of enthusiasm we have about
everything that is happening. If we had this
kind of feedback on the first couple of rec-
ords, I'm sure we would have been much
more unbearable to be around. Everyone is
s0 much more grounded and mature than we
were a few years back. All we know is that
our instincts have been telling us all along,
as the record came together, that it was
really special and a big leap and evolution
for the band on every level — songwriting,
performing, sound, everything.”

Growing Up Has Its Rewards

Johnson admits the past year and a half
have been rough for him personally and pro-
fessionally. “All the things that this record is
inspired by lyrically are about that transition
from childhood into adulthood. Everyone says
you are an adult when you're 18. That's
bulishit. | know | didn’t become an adult until
| was about-30,” he laughs. “That’s what these
songs are about. And for me it was about a
fairly confined, specific period of time. | al-
ways felt like | was an exception to a lot of the
other songwriters who had received some
prominence in this decade, because | came
from a great and supportive family. | never
had any personal trauma to write from.”

After the period of darkness, the release
of Wishpool was liberating for Johnson. “That's
probably the best way to describe what I'm
feeling these days, because 1996 and the first
half of 1997 was just an insane period of time
in a lot of different areas. | was writing so
many songs. | knew this was an important

rolher

record for us, and obviously | wanted it to be
good. | really pushed myself. The band was
really focused on upping the level of every-
thing we were doing. It got a little crazy. You
just start running on your emotions and in-
stincts, and that can present a whole differ-
ent set of problems. Some of that stuff made
for good song inspiration; sometimes that
trauma is a good thing.”

Probably the hardest-working band in ex-
istence, Brother Cane have toured heavity
since '93 — taking time off to record their
debut, selftitled CD and their second effort,
Seeds, in '95. They have always been espe-
cially friendly to radio, and while they could
have easily kicked back after producing this
latest endeavor, it's just not their style. “You
know, | think we've been to every Rock sta-
tion in the country. So now we have to think
about all the other places and all the other
formats we've never been to, and we're going
to shake those hands too.

An Open Book

Wishpool has the double-whammy of
strong music coupled with lyrics that strike a
chord with their honesty and deep truths. Was
opening his heart and putting his feelings —
good or bad — on the line risky for Johnson?
“You know, risky is a word | never thought
about. In the beginning, | was a little timid
about doing it, because coming from the pe-
riod of the early '90s where there were so
many bands wearing their personal lives on
their sleeves, | fatigued on that a bit just like
a lot of other people did.

“As | became more focused on becoming
a better songwriter and not just a guitar player
— actually putting more energy into the
songwriting and listening to more singer/
songwriters like Bruce Springsteen, John Hiatt,
Steve Earle, Kurt Cobain, even Eddie Vedder

— | asked, ‘Man, what have | got to write
from?' | guess | just woke up in the middle of
1996, and my wife and | were going through
a lot of things in our relationship.

“There were so many songs written for this
record, and not all of them were about these
things | was dealing with, but it's ironic that
the 12 songs that the band and the people in
our inner circle picked for the record were those

songs. You have to think there is
something to be learned from
that. | know | have. | go back

and listen to my favorite Steve Earie records,
and those songs touch me and have much more
impact on me because they are about-what he
knows and what he's been through. | guess
this is my first attempt to pull my chair up to
that same table, if | could be so bold to make
that comparison.”

The key that makes the songs univer-
sal is that Johnson doesn’t spell out his cir-
cumstances. “1 don't have to get really spe-
cific about it because everybody has their
own situations to deal with. There is some-
thing that lies within these songs that seems
to be speaking to people, and it's open to
interpretation. That's what I've always loved
about John Hiatt songs and any of the great
songwriters who I've been listening to lately.
There are always different ways they can
be applied to your life. This is all kind of
new to me; | never thought | could write
songs like this.”

Breaking It Down

Still, Johnson is magnanimous enough to
share his take on a few of the cuts. “‘Look
For Something More' is a special song for us.
On the demo, there were so many people who
didn't get the song, and it drove me crazy.
[Co-writer] Marti Frederiksen and | have grown
a lot together over the years. He wrote with
more-established artists, and I'll never forget
him telling me that they're just rock songs,
but that he was looking for something more.

“My favorite part of that song is the
twisted irony of: ‘I look for something
more\But nothing seems to please my
eyes\And when I'm on the floor\I feel great,
} feel fine.' It's like you get
accustomed to living your
life in a state of crisis, and
you just sort of accept it.
But it doesn’t have to be
that way if you can make
that transition within your-
self.”

“Come Alive Again” looks
at the harsh realities of grow-
ing up. It's the perfect “Tony
Robbins self-help song,”
says Johnson. “That's the
one to roll out of bed with
and do your aerobics, cycling, running, or what-
ever it is to keep your brain from going soft.
It's about crossing the bridge into a little
smarter, wiser, more mature place, but you're
not necessarily happy about it. Sometimes you
can be pissed off about having to grow up
and having to accept change, and that’s kind
of where | was at with that. It's hard to let go
of some things. It's hard to grow up. |'ve been
hanging onto 19 for 10 years now. | went into
adulthood kicking and screaming.”

“Human After All" comes the closest to
expressing the inner turmoil Johnson felt about
his relationship with his wife, who has been
by his side since high school. “We were going
to counseling and talking about a lot of things
and really being honest with each other. The
night | played her that song, she just broke
down. She said, ‘| had no idea that you were
feeling these things.” That song represents
the gap that | feel we had both allowed to
come between us — the distractions, the stuff
that happens to everyone's marriage at some
point. We're both happy that we've gotten
through the hardest part. We're a lot more
aware now and a lot more sensitive to each
other's needs. | know it's the cliche of the
century, but you have to communicate. You
cannot stay together through telepathy. It just
doesn't work.”

In fact, “Human After All" almost didn’t
make the record. “We felt the record was
leaning a little too mid-tempo. Thankfully,
during the eleventh hour there were some
opinions expressed and comments made that

resulted in the track making the cut. There
are another six or eight songs sitting on a
halfinch mastered mix tape that are all al-
bum quality and that | think are just’as good
as some of these songs.”

Gift Of Truth

Co-written with Taylor Rhodes, “The Truth’
was a special delivery for Johnson. He says,
“I must give Taylor credit for basically giving
me a gift of a song that contains such a beau-
tiful melody that it was almost too hard to
screw up. | could have written that song about
water polo and it would have been a great
song. It was a tough one to write — not emo-
tionally, but because | felt that the melody was
impeccable. | tried really hard to write lyrics
that tived up to that melody. | still feel that |
fell a little short.”

Johnson credits producer Kelly Gray with
the song structures. “There were definitely
some songs on the demo that he grinned and
said he'd have to be out of his mind to mess

All we know is our instincts have been
telling us, as the record came together,
that it was a big leap and evolution for the
hand on every level — in songwriting,
performing, sound, everything.

— Damon Johnson

with, but a couple of songs — 1 Lie In The
Bed | Make,’ ‘Look For Something More,” and
‘Come Alive Again’ in particular — he really
helped take to another place.

“I wrote those with Marti, arid he agrees
with me. He said Kelly did a great job coming
in. Marti is a very good producer as well; he
produced our last record with us. But when
you're writing the songs, it's hard to always
maintain a perspective on the feel and the
flow and the arrangement. I'm really glad Kelly
got his hands on those songs. Instead of tak-
ing away, he actually added to, which i loved.
He said, ‘You guys are trying to cram this
three-minute pop song down my throat, and it
doesn’'t need to be three minutes. It should
be five minutes, because this part is great,
s0 let's allow that to breathe.’ | applaud him
for that.”

A Nod To Radio

On the album liner notes, the band thanks
van Halen and Sammy Hagar, and also a num-
ber-of radio people. “We toured with Van Halen.
They took us under their wing like their little
brothers. Sammy and | spent some time to-
gether after he left the band. We talked about
alot of the themes that made it on the record.
He actually called me about a month ago af-
ter hearing the whole record and couldn’t be-
lieve it. He said, ‘Jesus, man, | had no idea
you were going to make a record like this.””

Johnson says the people from radio are
those who have gone “above and beyond just

Continued on Page 78
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Is Pay-For-Play A Pandora’s Box?

Can radio and records find a meeting point that benefits

both industries, or will it present a new set of problems?

The catch phrase of the year, pay-for-play, has attracted more than its fair share of
attention. A fact-finding meeting on the subject was held in Nashville last December
between key CBS Radio and record company execs, and what happened there has been
blown ail out of proportion in some accounts. (To find out what really went down, please
refer to the R&R March 13 and 20 Country columns.)

ow that the subject is out in the open
N-— and at least one station is ex-
perimenting with the concept —
there is no doubt that anyone seeking to
make a buck — or get a song on the radio
— may consider treading into this touchy
territory.
At the 1998 Pollack New Music & Media
Conference, pay-for-play was one of the ses-

Ultimately, your credibility
is at stake. People have a
lot of places that they can go
to hear music and be enter-
tained. Will a station violate
the trust of the audience by
trying to jam stuff down

their throats?
— Jeff Pollack

sion and hallway topics. The majority of
people expressed opposition to the concept
of straight out payment in exchange for air-
play. Jeff Pollack explains the real motiva-
tion behind pay-for-play: “Radio station GMs
and PDs feel that although the iabels have
been very good at supporting them
promotionally, 10 or 15 years ago there used
1o be a lot more support from them for record
buys on stations. This has almost completely
dried up, except for co-op advertising.
“Some labels have been saying, Don’t
look to us for a new revenue source or to
pay. down your debt,’ but | don’t think sta-

tions are asking for additional dollars.
They're saying that instead of the record
companies spending their dollars on news-
paper ads — which we all feel are essen-
tially worthless — or other areas, they
should spend it on radio. The motivation
comes from the negligible aspect of the
record business as an advertising client.
They are trying to reverse this.”

Which Pollack believes has evolved into
the concept of radio looking for areas that
interest the labels the most. “There was
an article in R&R that discussed how GMs
and owners are going to demand that mar-
keting directors bring in doliars. Not only
is their job to market the station and ex-
tend the brand, but also to find new
sources of revenue. If they are asking that
of the marketing department, then obvi-
ously programming is next. So the end
result is, what can you get out of program-
ming? The labels are interested in break-
ing new acts, and some group owners feel
this is the way to go.

Violating Audience Trust?

Everyone in broadcasting and the mu-
sic business is being asked 10 re-examine
the way we've done things in the past be-
cause the business has changed,” Pollack
continues. “From movie studios to record
companies, business has consolidated and
people are trying to challenge the old ways
of thinking.”

Though he believes that most program-
mers are against the concept, he says, “If
they're forced to do it, they will have to do it
well and manage the process. They can ac-
cept the fact that they might not have a
choice, but they cannot be left out of the
loop. Whatever the format, everything you
do with your radio station is about credibil-
ity, consistency, and a trust factor among
the audience. Ultimately, your credibility is
at stake. Programmers have to be careful
about losing audience, and we’ve all read
reports about persons using radio being
down. People have a lot of places that they
can go to hear music and be entertained.
Will a station violate the trust of the audi-
ence by trying to jam stuff down their
throats? Remember, if they hear it on their
favorite station, it is an endorsement by that
station that the song is good — whether we
like that fact or not. | don’t care what you
say before or after that song, it's still a ra-
dio station that is held responsible if some-
thing is not good, and people will leave.”

Pollack asserts that if programmers are

/7 UPPER CUTS:

3

Did you know Rock listeners are:

¢ Well above the national average in employment rate

can only be done on their terms. “If you
are going to force this upon people, then
let us manage our own destiny on the pro-
gramming level. Let the PDs choose the
terms as well as the ideas so they do not
destroy the credibility and consistency of
the product that they have worked so hard
to develop. If somebody is creative, there
are numerous ways to bring in revenue —
this is only one of them.”

With pay-for-play, the doors are suddenly
opened to dozens of new problems. Pol-
lack asks, “What happens with the charts?
What happens with the credibility of spins?
A lot of people were surprised by Dave
Numme. He deserves a lot of credit and

Pay-for-play involves early
development of new songs
and new artists. PDs and
people at labels all hope that
we can pick the hits; that’s
what we are paid to do. In
reality, we blow it about 70%
of the time.

— Dave Numme

courage for figuring out how it could work
for his station, choosing the band he
wanted to support, and launching an idea.
If anybody is going to be doing something
like this, | want it to be people like Numme
— people who are programming their sta-
tions, who are the architects of this pro
cess, not the people who are the
implementers of it. That is critical.”

Straightforward Relationship

KUFO/Portland OM/PD Dave Numme
has become the reticent poster boy of pay-
forplay. “It's a very straightforward rela-

- . 4
ngs ’

April 24, 1998 R&R * 43

- -, =

tionship between the radio and record in-
dustries that clarifies sharing the opportu-
nity for breaking bands as well as the risk,”
he points out. “Specifically, the labels have
more control over knowing what is going to
happen with a record and how they spend

their money. Within an agreed upon time:

frame, they'll know how many spins they
are going to get and in which dayparts. They
aren’t going to have 1o worry week to week
if their spins are going up and down or if
the song is getting dropped.

Numme feels radio will have more con-
trol in terms of understanding what its com-
mitment is to a label on certain projects
"This is an opportunity for stations to ben-
efit from some of the co-op money that goes
to print advertising to support records. This
is @ much more useful way to spend the
dollars that go to retail and print ads. It's
much better to put them into radio, which
is taking the risks on breaking these bands.
And radio can more directly reach the po-
tential music buyer.

What we are really talking about here
are new artists and projects and the first
150 spins of the record,” he says. “Pay-
for-play involves early development of new
songs and new artists. PDs and people at
labels all hope that we can pick the hits;
that’s what we are paid to do. In reality, we
blow it about 70% of the time. Therein lies

« the risk. Yes, radio stations recognize they

have to break new bands, new songs, and
new artists because their audience wants
them. It’s important for the viability and
health of different formats.”

Numme doesn't buy the idea that PDs
will give up control of their playlists. “One
beauty of pay-for-play is that you — the PD

cut the deal you are comfortable doing.
You agree upon the number of spins per
week, the dayparts in which they will air,
and the period of time that the contract is
good for. So it gives you more control and it
gives the record companies more coptrol
because they can specifically understand
what is going to happen. The whole idea of
credibility pertaining to what you put on your

Continued on Page 45
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¢ Earning higher household incomes

* Heavy air travelers

* More likely to work as professionals or managers *

¢ High in ownership of personal computers

— Marla Pirner
Interep Research Division

Fall 1997 Simmons Rock’s % Composition and Index Based on Adults 18+ Cume, Mon-Sun. 6am-mid. Source of Format Description: Center for Radio Information
[ *Other Occupations: Operators/Fabricators/Laborers. Farming/Forestry/Fishing. Service Operators]
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Is Pay-For-Play A Pandora’s Box?

Continued from Page 43

radio station comes back to the PD as it
always has.

“It all comes down to serving the needs
of the listeners. If you are playing records
for the wrong reasons, you are going to
hurt your radio station. The ratings are
more important than anything because
that's really what drives revenue. It comes

The danger programmers
are going to face if it does
get more popular is, will
that money generated go
from programming right to
the sales department’s
bottom line? Once the GM
and sales manager are used
to that income stream, they
are never going to let it
go away.

— Dave Ross

down to how many brand-new projects are
going for adds each week. You pick one
out of five and hope it's going to be the
one that's right for your station, that will
connect and become a hit. But nobody
really knows whether that will happen until
you get into the project six, eight, or 10
weeks and get a good 100-150 spins un-
der yaur belt.”

Numme admits there are some bumps
in the concept. Some labels feel they are
being asked to put out to0 much money.
They have already spent dollars signing
and producing the band and doing the art-
work, tour support, etc. “I'm not telling
record companies how to spend their
money,” he stresses. “I'm just saying
there is money avaitable that perhaps isn't
being spent in the best interest of the
project that | think would be better ap-
plied to pay-for-play.

“I also hear people question whether
we're going to lose cred with our audi-
ence by having things sponsored by ...
whoever. | think you need to manage that
effectively, and you need to be careful.
But how many concert tours are brought
10 you by Budweiser or some other major,
national sponpsor? Sprint sponsored the
Rolling Stones, and, yes, the Stones got
a little flack for it, but everyone still went
to the show and enjoyed the band. | don’t
think it’s that big of a deal.

It comes back to the idea of sharing the
risk — and the success — of exposing a

new band to listeners. “Who's really shar-
ing in the risk and opportunity of breaking
these new bands and new songs is radio,
and we are happy to do it because we be-
lieve it's in the best interest of our audi-
ence to play new songs for them.”

Selling Apples & Oranges

Capitol VP/Rock Promotion Dave Ross
is wary of the belief that what works at
retail will work at radio. “I've seen in some
of the trades that if Campbell’'s does it
and Coke and Pepsi do it, then it will work
for bands on the radio. That's an apples
and oranges comparison, because it's en-
tertainment vs. product goods. A radio
station’s ratings are directly related to the
quality of music it plays, and that's a big
difference. For people to assume that be-
cause it's common in the world of retail
it will naturally apply to an entertainment
medium like radio is a completely back-
ward-assumption.

"l believe all record companies are
second-guessing the value of co-op print
advertising — trying to sell Marcy Play-
ground or Everclear in @ newspaper that
nobody under the age of 35 typically reads
is coming under serious question.

“All companies, including my own,
would be smarter to spend the money on
consumer advertising, i.e. radio, to drive
people into stores, rather than spending
the money to influence the people who
are already in a store. | have to wonder
— with retail crying the blues as they have
for the last couple of years — do you think
their less-than-spectacular sales have
anything to do with the fact that the big-
gest superstars aren’t on the end caps?

“1 know where radio would be if, in-
stead of rotating superstars, they rotated
baby bands under the direction of the
sales department. When | walk through
a Tower and a good half of the end caps
contain artists | don't know or that | know
of but have never heard their songs. |
wonder if the retailer is best served. In
the short term, for a guy who is trying to
deliver quarterly profits, it's really nice
to take that check from the record com-
pany and put it in your bank account. But
over the long haui you wonder, if you don’t
have the biggest stars or sellers on the
end cap, are you better served that way?”

Ross says pay-for-play might work for
some artists, but not others. “Going back
to radio, specifically the KUFQ/Limp Bizkit
example, would Dave Numme have a big-
ger cume if he had a wider-appealing art-
ist that he was playing 150 times? If |
had a highly reactive, yet hard-to-get-
played record, would | try pay-for-play?
Absolutely, because it is money well
spent. If | think | have a record that has
demonstrated a pattern of going on the
air and ge(ting phones and getting quick
sales, | would put my money where my
mouth is and go the pay-for-play route,
but what | would ask for on top of that is
a direct and immediate connection to re-
tail. There is actually a three-way connec-
tion between the label, radio station, and
record store.

“At the same time, while | am highly
in favor of it for certain artists, for cer-
tain other artists | don’t think pay-for-play
would work at all. | would have been in-
sane tg do pay-for-play at the faunch of
Foo Fighters or even Everclear. These
records happened over.a long time, and
they happened from numerous factors —
MTV, touring, requests, sales. Had | done

a pay:for-ptay with a narrow window, the
record probably never would have had a
chance to happen.

There is, says Ross, another danger of
pay-for-play: People will perceive it's not a
good record, because if it was, why are
labels spending money to get it on the ra-
dio? “Let’s be honest,” he says, "pay-for-
play has existed for 30 years. it depends
on whether it is spot buys in relation to
adds, whether it's promotion in relation
to adds, whether it is a free radio show as
it correlates to an add. The danger pro-
grammers are going to face if it does get
more popular is, will the money generated
go from programming right to the sales
department’s bottom line? Once the GM
and sales manager are used to that in-
come stream, they are never going to let
it go away.

‘Rather than use pay-for-play to get
records added, why not use it to further
develop what you've aiready invested? If
you are at 20 spins a week on a given
artist, why not sell a position where for a
week it becomes a power rotation and then

My fear is that, as we get
further into it, decisions
that should he based on the
quality of the music will
instead he based on the

size of budget available.
— Ray Gmeiner

also goes on sale at the local retailer,
which gets X number of mentions per week

every time we play the song. This has been -

done at radio stations before, and { think
it was a win all the way around. Nothing
stops you from working with a couple of
different retailers, either. You don’t have
to just marry one.

“Getting money for airpiay is a hollow
endeavor, but when you make it so it works
all the way around, it's a sound plan.”

Quality Vs. Budget Size

“My fear is that, as we get further into
it, decisions that should be based on the
quality of the music will instead be Based
on the size of budget available,” begins
Virgin VP/Promotion Ray Gmeines. “Tak-
ing that to another step, even though you
would assume that the automatics or the
superstars would not even be in question,
will pay-for-play become an insurance
policy to make sure that the priority or
superstar acts will get on the radio when
you need them on and as much as you
need them on? In a perfect world, if five
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records are equally worthy of consider-
ation, then pay-for-play will take one over
the top.

“But the problem is, it's not an equal
world — the ‘bigger budget will win out.
The intention is good, but the drive to
meet the bottom line mixed in with the
human factor called greed will spin out
of control. In the worst-case scenario, a
record of lesser quality will be given a
higher priority or consideration or will, in
fact, get on the air because it has a big-
ger budget attached to it, as opposed to
arecord that is obviously a better record
but doesn’'t have a budget or has a
smaller budget attached.

“Bidding wars between the major la-
bels are going to make it next to impos-
sible for small labels, independent labels,
or developing or more-unknown artists
from major labels to even come to the
table.

Would the laying out of money change
that much if it was directed toward a pay-
for-play situation instead of the standard
flyaways, guitar giveaways, T-shirts, etc.?
“The promotion and retail departments
have two separate budgets,” explains
Gmeiner. “Radio sees most of the money
going to print, but, in fact, record com-
panies every week direct dollars — either
through co-op advertising or direct time
buys placed by the sales department and,
in some cases, the promotion depart-
ment — to the station. So it's not as
black and white as radio sometimes
makes it sound. We are, in fact, spend-
ing money every week on placing time
buys with radio.

“The other thing people don’t take into
account here is that radio forgets about
the millions of dollars record companies
spend behind the scenes to bring the
artist’'s music from the very first demo
stage, through the recording process, to
the preparation of the CD, the artwork,
the marketing, the promotion, the mail-
ing costs, etc. | know it's not free to ra-
dio because they're paying ASCAP and
BMI fees, but there are also records that
never see the light of day on stations that
still cost the labels money.

“There are millions of dollars being
spent by record companies that we're not
even getting credit for. | think that's be-
hind some of this attitude of let’s get the
record companies to finally come to the
table and pony up. We're not Coca-Cola,
McDonald’s, Nike, or Intel. We don't have
the $100 million budgets for advertising
that these huge multinational corpora-
tions do.

“We have to step back, iook at all the
potential downsides to this issue — not
just the upsides — and make sure that,
in the drive to generate more advertising
dollars or income, pay-for-play doesn’t
spin out of control.”
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Retail Division

Pay-For-Play: Can Everybody Win?

By Mark Cope — R&R Director of Music Marketing Services

Pay-for-play means different things to different people. The current definitions range from
a station creating a new hour-long program for the specific purpose of selling slots to record
labels to play new artists, to a PD cutting a deal with a label that guarantees a- specific
number of plays over a specific period of time for a specific song. Some stations have even
developed a program that will sell the record label a guaranteed number of back announce-
ments each time the song is played. Alan Freed must be rolling in his grave.

he perceived issue for radio is cen-
T tered around one element: record la-

bel “co-op advertising dollars” that are
earned and spent by local and national music
retailers. Station owners, GMs, AEs, and even
PDs believe they have |ost the share of label
ad dollars that was traditionally earmarked
for radio, but is now being diverted to other
advertising and marketing opportunities. In
short, it’s an issue of a label's advertising
budget supporting a retailer's various adver-
tising and marketing programs, which can in-
clude in-store pricing and positioning pro-
grams, listening posts, and time buys on lo-
cal cable TV and in local print publications on
a regular basis.

Different Motives, Goals

Adding fuel to the fire is the fact that the
motives and goals for each involved party are
also different. The labels have one source of
income — selling their artist's CD, cassette,
DVD, or music video — a goal they can only
achieve by reaching the consumer. The
retailer’s goal is to reach active music con
sumers by attracting them to their store(s),
building an ongoing rapport with those cus-
tomers (so they will want to return), and ulti-
mately selling them something (at a profit).
Radio’s priority is to build an active audience
of listeners by programming the right music,
thereby increasing ratings and ultimately sell-
ing more advertising at the highest rates the
market will bear. All of these are admirable
business goals that have little in common
except for one thing: using music as the ve-
hicle to make money.

My understanding of pay-for-piay is that
labels or anyone else that may have content

If | was an artist manager authorizing the label to
spend $5000 in a market for guaranteed airplay,
| would want to make damn sure that retail was

plugged into the program.

— Don Van Cleave

they were hoping to get played on the radio
would essentially buy blocks of time to get
their content aired, and this would not be con-
sidered payola because the station would
state, ‘This next segment of time is spon-
sored by ,'" says Gary Arnold, VP/Mar-
keting for Best Buy.

“It’s a good idea because it is direct and
accomplishes the goal, which is to get a spe-
cific thing played. Do | think it will work? No.
The reason it won't work is that, ultimately,

Gary Arnold

short-term greed will kill those that partici-
pate in it by eroding the station's long-term
audience ratings. If anything can be bought
and placed on the station, listeners will tune
out and move on to other stations in order to
listen to what they want.

“You can add all of the label’s artists you
like, but one thing you can’t change is that
there are 60 minutes in an hour. It's difficult
to gain airplay within those time restrictions.
The easy way out for the labels — through
frustration — is to say, 1'll just pay for it.'
The reality is that we all have different agen-
das here. The ra-
dio station is try-
ing to entertain
and maintain an
audience of listen-
ers, and they are
not going to allow
themselves to
lose their listeners
for the sake of
short-term greed.
It's about labels being able fo make head-
way with records they are passionate about.

Changing Times

The business of ranning a successful
record store has gone through tremendous
changes in recent years. In the past, a record
store could succeed with a great sound sys-
tem, burlap bags and hip posters on the walls,
a good selection of all types of music, and a
cool clerk behind the counter who knew the
music and could give customers the personal
service they want and deserve. In today's
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Occupations

Rock listeners have a higher-than-average
employment rate. Nearly three-fourths (72%)
are employed full-time — one-third higher
employment than the national average.

Fall 1997 Simmons

Employed Adults 18+ Rock's % Composition Based on Adults 18+

marketplace. the neighborhood record store
may still exist, but it must now compete with
the national chain locations down the street,
discount stores and clubs, lifestyle stores like
Best Buy, grocery stores, the Internet, video
games, computers, and satellite TV for the
consumer dollar.

And we're not talking about a few thou-
sand albums that retail has to contend with:
Almost 30,000 albums are released each
year. It's the job of a retailer's music buyer
to 1) determine how many (if any) of a title to
buy; 2) allocate that product correctly to each
store while keeping enough in back stock to
respond to reorders; 3) take advantage of
all discount and dating programs offered by
the manufacturer; 4) place a big enough buy
to justify the ad proposai just handed to the
label (a dollar amount generally based on a
percentage of the total buy); 5) keep the in-
ventory turning on a regular basis; and 6)
keep the internal buying budget intact. All of
this must be done about a month before an
album hits the stores. It's called a shot in
the dark. In addition, the retailer must deal
with low profit margins and MAP (minimum
advertised price) violations and broken new-
release street dates
by the friendly com-
petition, along with
wrestling with the
public’'s perceived
value of a CD (thank
you, record clubs).
Mix it all up, and it's
no wonder that many
accounts have re-
cently experienced
life on the edge of
bankruptcy.

Once an account
decides they will buy
atitle, the real nego-
tiations begin. The la
bel has a number in
mind of what they
need the account to
buy — a number that
usually differs from
what the retailer
wants to buy. Adver-
tising dollars be-
come the bargaining
chip for all parties to get what they want.

Continues Arnold, “In general, it seems
that radio assumes that retail is getting sub-
stantial ad dollars from the labels. The real-
ity is that there have been consistent cut-
backs by distribution and the labels in the
area of price and positioning in order to put
more money into ‘real advertising.’ If those
dollars from price and positioning are not flow-
ing to real advertising like radio, then where
do they flow to?

“As a retailer, Best Buy does not typically
divert a significant amount of its media mix to
radio. We primarily spend it on print or televi-
sion and have never been a big radio adver-
tiser. We are now taking a look at the issue of

Terry Currier

radio advertising and will probably modify and
diversify our future expenditures to include
things like more radio, weekly alternative maga-
zines, and Channel 1. | must say, however, that
| am not a big fan of radio advertising in and of
itself. To run 12 :60s on an ROS schedule on a
station when those spots are not connected
to any other form of promotion simply isn't
enough impact with the consumer to drive sales
at retail. We find that we have a strong mar-
keting package that includes a print vehicle that
gets to 35 million homes every Sunday and
television, both
broadcast and cable,
that reinforces the
various messages we
put out to the con-
sumer.”

Tapping Radio’s
Potential

Arnold cites
radio’s immediacy as
a positive compo-
nent. “Our research
shows that a signifi-
cant number of con-
sumers simply don't
know that new
records are out. This
could be an opportu-
nity for radio and the
labels to do some-
thing about that prior
to the release date,
similar to what
Disney does with the
release of its videos. The labels have to real-
ize that they are not just competing against
other labels and other artists, but also against
the Disneys of the world who are screaming,
‘Hey, we have something new, so come get it
this week!"

“When the new Pearl Jam launched, we
dedicated a full page in our insert to announce
the release. That was done on Best Buy's dime.
We would hope that this would allow the labels
to refocus their efforts — perhaps on radio —
and come up with the types of launch opportu-
nities that would help grow new-release peri-
ods for an artist. We are also looking into us-

Continued on Page 48
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Advertisers are more likely to find professionals

and managers listening to Rock stations —
28% greater likelihood than the national average Pr

for the population as a whole.

One in every three employed Rock listeners works

in a professional or managerial capacity.

— Maria Pirner
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Continued from Page 46

ing national radio in conjunction with some of
the things we do, such as tour sponsorships.
It's a little more complicated, because we're
buying multiple stations in multiple formats
across multiple DMAs with small dollars and
a lot of billing issues rather than just running
one print ad or one MTV spot.

“How many impressions do you need to
make with the consumer before they react?
We know with television we have to have at

To run 12 :60s on an ROS schedule on a station
when those spots are not connected to any other
form of promotion simply isn’t enough impact
with the consumer to drive sales at retail.

— Gary Arnold

least three impressions within a short win-
dow before the consumer reacts. Quite hon-
estly, we don't know how many impressions
we need with radio. | believe that radio needs
to be supported by the music community. The
stations need to be encouraged to do events
around new releases, do record-retease par-
ties. It's not about radio ads or radio airplay,
it's about the artist developing a fan base.
What we have now are disposable artists with
no real connection to the consumer. If pay-
for-play is going to happen, it will happen for
a short period of time.”

The Dollar Dilemma

While a station may step out and play an
unproven song by a proven artist, no matter
how you slice it, that station is not laying its
hard cash on the line. If a retailer like Best
Buy or Sam Goody steps out on an unproven
record from a proven artist (like Van Halen),
they may do it to the tune of purchasing
100,000 to 200,000 units at an average
price of $10-$11 each. Do the math: It's a
major financial commitment, and that's only
one release from one artist.

Inturn, let’s say that a station “supports”
a new artist by committing to 150 plays over
four weeks for a price of $150 per spin. Again,
do the math! Even if it is extended out over a
chain of 10 stations, the fact remains that
radio’s commitment to a song is much less
of a financial investment than retail's sup-
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Pay-For-Play: Can Everybody Win?

port for that same artist. Remember retail's
mandate: to turn inventory at a profit and con-
tinue to bring in new customers while creat-
ing return business, but not returned prod-
uct. Still with me?

This is not in any way an attempt to mini-
mize radjo’s role in the process of breaking
an artist. In fact, without radio’s support, it
is difficult, at best, to break an artist. Radio
is a key component needed to develop an
artist's career, as are retail, touring, video
exposure, the press, and let's not forget a
quality song or al-
bum from a tal-
ented artist.

Portland-
based Music Mil-
lennium owner
Terry Currier is
wary of the whole
idea. “t found out
about KUFO's
pay-for-play from
our Universal Dis-
tribution sales rep. He told us what title it
was, but had very little other information. |
went ahead and ordered extra product any-
way. | later found out that the deal with KUFO
was 100 plays for $5000. My question is,
does this violate fair-trade laws in regard to
advertising? If the 100 plays cost $5000
on a song that is four minutes long, and if a
normal advertiser has to pay $100 per
minute for advertising on the 'station, there
seems to be a discrepancy here that is a
violation of the fair trade laws. If this was
an election year when politicians get the low-
est ad rate possible, does this mean that
their price would be $25 a spot? If | am buy-
ing 12 :60s on KUFO, it generally costs about
$1200. That's a lot of money for us when |
can go to my local print publication and get
a quarter page for $500.

“Another issue is tight playlists. Usually,
the only way a label will buy time at radio is if
the station is playing the record. With most
stations playing the same music over and
over, it limits the amount of funds available.
When we advertise in print, we don't have to
worry about what titles are advertised to-
gether. The issue for radio is not how to sell
the existing 12-15 minutes of commercial
time available each hour, but how to sell the
other 45 minutes. They can't sell that time
to any other product except for the product
they play on the air, since anything else will
erode their listenership.”
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Marriage Of Radio & Retail

The ideal scenario would be for radio to
take the first step to create an alliance with
retail. Don't look at a short-term solution like
pay-for-play to solve your problems; it is
doomed to failure. Take that same energy,
skill, knowledge, and desire and work with
the other factions in your market toward a
common goal that benefits all parties. Com-
munication with the music retailer is a wide-
open door for radio.

“On one hand, | can understand why the
issue of pay-for-play is coming around, with
tight playlists having put limitations on all par-
ties involyed,” allows Magic Platter Records/
Birmingham owner Don Van Cleave, who also
serves as president of the Coalition of Inde-
pendent Music Stores. “Anyway, it's not like
this stuff isn't being done already. | had my
own indie label, and we had a turntable hit, so
| experienced some of this firsthand. | saw
that there were a lot of promotions one had to
agree to in order to get a song played. So, on
the surface, | can understand why a label or a
manager might believe that pay-for-play is a
good avenue to pursue.

“That being
said, | have a lot
of issues that |
wonder about. |
am not so con-
cerned with the
Country scenario,
which is basically
a one-hour info-
mercial promoting
one particular la-
bel. For Country
radio, those kinds
of specials prob-
ably work well. Now that a song is being spon-
sored in the rock world, | just want to be sure
all the rutes are fotlowed and that it's clearly
denoted to the listener that this is a bought
spot. I'm also waiting to see how this is going
to be tied into the retail community. Are we
going to be informed on a label’s one-sheet
when we go to buy the product that one of the
songs is going to be pay-for-play? How is that
going to be supported with retail promotions
and time buys and things of that nature? will
the retail sector be tied into the overall plan?

“I understand that in Portland, where
KUFO was paid to play a particular song, the
retailers didn't have any idea what was going
on, so there was very little stock in the mar-
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ket and little or no support in the local
stores. Where was the product positioning
and sale pricing? If | was an artist manager
authorizing the label to spend $5000 in a
market for guaranteed airplay, | would want
to make damn sure that retail was plugged
into the program. Does this money come
out of the dollars set aside for retail promo-
tion or does it come out of the independent
promotion budget?”

The issue for radio is not how to sell the existing
12-15 minutes of commercial time available each
hour, but how to sell the other 45 minutes. They
can’t sell that time to any other product except
for the product they play on the air, since any-
thing else will erode their listenership.

— Terry Currier

The question of why retail doesn't
spend money on time buys is a valid one.
van Cleave continues, “Retail seems to
be more interested in selling real estate
than in reaching the consumer. At Magic
Platter, we are very aggressive in going
for radio advertisipg opportunities. In fact,
we do a deal now where distribution com-
panies that do monthly radio advertising
with us get a lot of other free promotions
like listening booth positions, sale pricing,
and display space.

“We will bend over backward to be on the
radio every single week of the year. We are

Continued on Page 76

“Sway (The Roof Is On Fire)”
Going to Active Rock May 12!

* 240,000 units sold. 4,000 units per week
* Co-heading tour with Sevendust in May
* Ozzfest Mainstage in July

We don't need no water. Let the phones and

Soundscan burn!

For more info contact Joe Guzik (212) 274-7542

Roadrunner is proud to announce Life Of Agony,
Soulfly, and Coal Chamber on Ozzfest '98
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HUM TOUR FACTS
February/March Headline Tour
Chicago 1100-so/d out \ Boston 771-sold out
New York 1061-sold out Milwaukee 770-sold out
Los Angeles 450-sold out Seattle-Tacoma 720-sold out
Philadelphia 781-sold out Detroit 587-sold out
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Radio In The Fast-Food World -

A trio of PDs on cutting through the clutter and making it count

Rock radio may have been the sun of the musical solar system in the past, but the big
bang of the Internet, music television, CD-ROM, Game Boy, and other media has sent the
information universe into everlasting expansion. Messages are beamed to radio listeners
from an incredible array of sources that grows every day. Music fans can now digest their
STP, AC/DC, and GN'R from MTV, VH1, DVD, or www.whatever.com.

Cell phones, pagers, and instant mes-
saging systems are becoming as
commonplace as sliced bread. Even
satellite-delivered TV is gaining in poputar-
ity, especially among die-hard sports fans
who want to watch their events now instead
of waiting for the tape-delay broadcast. How
will radio respond to this new speed of liv-
ing? How do these issues affect program-
ming?

KRXQ/Sacramento Station Manager/PD
Curtiss Johnson, KIOZ/San Diego OM/PD
Tim Dukes, and KEGL/Dallas PD Greg
Stevens offer their opinions on what our
fast-food culture means for radio and how
they maneuver through the media Milky Way
to capture the attention of their listeners.

Fast Food = Low Retention Levels

Johnson recognizes that, while Rock was
once the “epicenter” of the musical coun-
terculture and baby boom generation, it's
far different today. “Rock radio was where
people went to get all their information,”
he begins. “Who was on tour, which new
album was coming out, and what was go-
ing on in that society. Nowadays they've got
a million places to go. There are 10-20
Internet sites for aimost every band. Twenty
years ago, TV was very unhip in terms of
music, and radio was the place to go. Now
TV is a much hipper medium, because the
baby boomers have aged, the countercul-
ture has money, and advertisers are going
after them.

Curtiss Johnson

—

Tim Dukes

Portability is radio’s advantage, he says,
and the medium should make the most of
it. “Radio really needs to decide for itself
that mobility is going to be its saving grace.
You can get it everywhere and take it ev-
erywhere. You don't need all the attach-
ments necessary for a computer,”

For Johnson, the fast-food culture equals
a slower learning process for his audience.
“A very interesting dynamic is occurring.
Overall, music is taking-tonger to sink in
because people are spending less time with
the radio medium or a particular radio sta-
tion and the rest of society is speeding up.
The record industry throws out a lot of
records. They may not be giving things
enough of a chance. Conversely, the radio
side isn't giving things enough of a chance,
either. Five years ago it took 100 spins on
a record to get a real good read on it. I'm
about ready to put that up to the 200 mark
to achieve the same goal.”

Not only does Johnson find himself hav-
ing to rely more on his gut instincts con-
cerning new music, but he also has to keep
the hits on the air longer. “That's where
we're starting to run into problems. Be-
cause songs are slowing down, we need to
give them more of a chance. We need to
remember why we added them in the first
place and allow audiences time to get ex-
posed to them and develop a bond. Those
are the main issues facing our radio sta:
tion in this environment.”

Great music doesn’t necessarily make
a great station, Johnson adds. “it's always
been about stationality in my mind. When
you look at the legendary stations in our
format, their personalities, promotions, and

$50,000+ Household Income

Advertisers are more likely to find higher-
income households by advertising on
Rock stations.

overall entertainment value are what made
them legendary. It wasn’t because they
were playing a different Eric Clapton, Van
Halen, or Creed record. Three radio sta-
tions can play almost the same records,
but the winning station is the one people
remember.

Johnson realizes that his station not
only has to keep up with all the other dis
tractions, but that it must also stand out.
“it's dragging a primarily background me-
dium into the foreground. A strong morn-
ing show is the first step to building the
stationality that will accomplish that.” Fur-
thermore, he says the audience must rec-
ognize the station as an entertainment
source to keep it top-of-mind.

Now, more than ever, programmers
must have a great gut instinct, a vision for
the station, and they must ignore the exte-
rior noise,” Johnson points out. “Too often
we don't give anything enough time to nur-
ture and grow due to how fast our industry
is moving. The pressure is on to get some-
thing to work immediately, whether it's rat-
ings, records, the morning show, or even
formats. We're real quick to pull the plug
on the whole radio station, personalities,
or songs. The less time the audience
spends with us, the slower their response
time is. We need to rely on the original vi-
sion and instinct and wait for the music to
become familiar before jumping into re-
search.

Rattle Their Cage!

Bringing a station out of the background
sometimes means adding records that are
a littie chancy. KRXQ was among the first
Active Rockers to add Marcy Playground,
Sublime, and Smash Mouth. “We were on
Sublime's ‘What | Got’ nearly a month be-
fore our Alternative competitor. When | first
heard it, | knew there was something there.
We were wary of it, but it's really just a
good song. You have to be willing to take a
few risks. One or two risky songs won't kill
a well-programmed station. If it does, you're
not programming your station right.”

Johnson’s roll of the dice with Sublime
paid off. "It was a smash for me. It didn't
sound like anything on the air. It was the
same with Smash Mouth, which was very
risky and a left-fieid sound for us. It was a
little polar, but it challenged people, and
sometimes | think that works. With those
records, listeners may do a double take
and say, ‘Wow, that's 98ROCK." Ultimately,
if it's a great song, it'll most likely be a
positive with the majority of your audience
after you have given it enough time. It ratties
their cage, so to speak, and draws you from
background to foreground.” Naturally, the
comforting library tracks balance and sup-
port the occasional risky record, he adds.

And for Johnson, the payoff continues,
as he is still playing all three songs. But
the timing was crucial, he explains. “You

Half of the Rock audience lives in
$50,000+ earning households, one-
national

average. )
— Maria Pirner

Interep Research Division

Fali 1997 Simmons Rock’s % Composition Based on Adults 18+ Cume Within Categories. Mon-Sun. 6am-mid.

can be on it at about the same time as the
Alternative, and they’ll help you support it.
If the Alternative station's truly made it a
hit record, you run the risk of being labeled
a copycat. It's important to have an ear,
take the initiative, and commit yourseif fairly
early on. You can let the Alternative warm it
up a little bit, but you don’t want them to
get ownership.”

Competition For Space

For Tim Dukes, the competitive ap-
proach is format-specific. “Over the years
it has gotten more difficult to compete

Greg Stevens

because people are bombarded with so
many more messages and options. We are
competing for space in people’s minds. We
are seeking to change people’s habits and
hope that we can become part of their daily
routine. Different formats do it in different
ways. Soft AC can't do it by sending their
morning show to do a remote from a
whorehouse in Carson City, NV, but Active
Rock- sure can, and that’s the promotion
we're currently involved in.

Continued on Page 52

Rock's
index
is 126 -
that's
26%
above
the
national
norm
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the mnew song from the platinum album
URBAN HYNMNS

Headlining Malor Arena Tour This Summer!

with Massive Attac

1/28 - Chicago - Rosemont Horizon

7/29 - Detroit - Palace of Auburn Hills Closed At Alternative - Closing At Adult Alternative
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Radio In The Fast-Food World

Continued from Page 50

“Likewise, it doesn’'t make sense for
Active Rock to concentrate on the things a
Soft AC will do — telemarketing at-work lis-
teners or ongoing direct-mail campaigns
costing hundreds and thousands of doltars.
The only common bond any station has,
regardless of the format, is a tight focus.
You must make sure you are meeting and
exceeding the expectations of your core

Twenty years ago, TV was very unhip in terms of
music, and radio was the place to go. Now TV is
a much hipper medium, because the baby
boomers have aged, the counterculture has
money, and advertisers are going after them.

— Curtiss Johnson

audience on a minute-by-minute basis and
doing everything you can to entertain and
inform them.

While KIOZ's TSL hasn't changed from
a year ago, Dukes says there’s still work to
be done in terms of cume. “There are a lot
of Active Rock stations across the country
that would kil to have eight hours of TSL a
week. Although we’ve certainly improved in
that area a great deal, it's still not to the
level that we want. KIOZ's problem is that
we haven't seen the cume levels we'd like.
When we took over the station, our cume
was at 100,000 people a week. That's just
pathetic for a market of 2.3 million people
124+. As of the last trend, the cume has
grown to 248,000 people a week. Still, I'm
not going to sleep easy at night until we
can at least get that to the 300 range.”

Although he believes in spinning a record
100 times before testing, syndication hin-
ders the process. “It takes us longer to get
a song's spins up to 100 because the

It’s only going to get more crowded as we see new
technologies like digital satellite-delivered audio.
| think that may have the same effect on radio
listening that cable had on network television.

— Greg Stevens

JONES
RADIO
NET WORK™

Howard Stern Show basically takes up eight
hours of our day between the overnight live
feed and the rebroadcast during morning
drive. That only leaves us with 16 hours a
day when we're playing music. Maybe that’s
the reason why 100 spins still works for us
in this market. If there’s a song that's on
three or four stations in the market, often
times it'll be familiar after less than 100
spins. Other times, when we're the only sta-
tion in the market playing something new,
even after 200
spins it can still
be 30% unfamil-
iar. Soit’s a song-
by-song basis.”
With consoli-
dation, Dukes
believes that
sharing records
with sister sta-
tions is a positive
for familiarity.
“Quite frankly, if you are the exclusive out-
let for a certain song in a market, chances
are that song's not worth playing, so why
would you want to own it anyway? Now, with
Active Rock, certainly there are exceptions
to that. Sure some Alternative stations play
Metallica, but not many. In this market. we
have an exclusive on Metallica. We basi-
cally have an exclusive on Metallica in
Southern California, since most of Orange
County gets its Metallica fix from us.
“Certainly other big bands for us — like
Megadeth — won't be touched by anyone
else in town. We want to own those bands
and songs, and the reason other stations
aren’t playing them is because of formatic
confines. It would be nice if other formats
weren't playing Marcy Playground, Foo Fight-
ers, Days Of The New, and Creed, but the
fact that they do tells you it's a hit song.”
Having other stations expose new songs
also helps Dukes figure out what not to
play. “We put Sugar Ray's Fly’ on and
tested it within
two weeks be-
cause the CHRs,
Alternatives, and
Modern ACs in
the market were
playing it a com-
bined 200+ spins

a week. If those stations hadn’t exposed it
that much, it would have taken me another
three or four weeks to figure out my audi-
ence thought it was a piece of shit. I'm grate-
ful for that.”

Ultimately, the music doesn’t belong to
anyone but the listeners, Dukes points out.
“l know that a lot of Alternative program-
mers feel like they've been picked over be-
cause they don't have exclusives on their
music anymore. The CHR has taken this,
the Active Rock has taken that, the Modern
AC has taken another band. Well, guess
what: It’s not your music in the first place.
As much as you'd like it to be, it’s not yours.
It's the audience’s music. Every station
should play the music theiraudience wants
to hear.

“What becomes incumbent upon PDs is
to make sure that their presentation, promo
tion, and production are things the other for-
mats can't dupli-
cate,” he con-
cludes. “There are
still a lot of people
and companies
that don’t put a
premium on things
of that nature. It's
probably because
they were never
taught to do so, or
probably because
the record compa-
nies won't kiss
your ass over a great promo or great produc-
tion on the air.”

Impossible Timetable

Greg Stevens concurs with Johnson that
it's taking more spins on currents for au-
dience familiarity. “It's frustrating when
you look at national chart positions and
the timetabies that labels set up to intro-
duce and grow a given song. Sometimes
we're just not able to move songs that
quickly. Songs don’t achieve any familiar-
ity until they're played fairly heavily, so
whenever possible we try to get the spins
up to a reasonable level as quickly as we
can. That way we can get the song into
research and see not only if it's familiar,
but how it's being accepted.”

Space is limited, however. “The draw-

cause they

kiss your ass

STELL
CHNMPl@N!

back to that is you can only have so many
things in significantly high rotations. Un-
less the station becomes more and more
current-leaning, you'll run into a space

There are still a lot of people and companies
that don’t put a premium on presentation,
promotion, and production. It’s probably be-

were never taught to do so, or

probably because the record companies won’t

over a great promo or great pro-
duction on the air.
— Tim Bukes

problem. From what | hear, many stations
are starting to have these space problems.
You just can’'t have once-a-day exposures
and expect much to happen. We're not
seeing any familiarity from that low level
of airplay.”

Starting records.in medium rotation is
an experimental solution for Stevens. “If it's
a major artist release, we might put it in
medium or heavy right away. Then we’ll pos-
sibly back it down later when we've built a
base of spins. That way, we'll know within a
few weeks that it'll have enough plays to
research it. You run a risk, because the gen-
eral safe school of thought is to start new
records out low. Once you're able to test
them, you know which ones are the hits,

Continued on Page 78

Increase your ratings with music
that Stands the Test of Time!
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Scott Carlisle, Program Director
Call Michael Henderson, Director of Affiliate Sales 303-784-8700
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Megadeth: The Strong Survive

By Frank Correia - Rock Assistant Editor

We're all familiar with Darwin's theory of evolution — in short, survival of the fittest.
The 19th century naturalist never envisioned his ideas applying to a rock band named
after a unit of measure for a million deaths per nuclear expjosion. but it fits nonetheless.
Formed in 1983 by ex-Metallica guitarist Dave Mustaine and bassist Dave Ellefson,
Megadeth pounded through the thrash metal scene of the '80s and developed into a
tightly knit rock band that hasn't lost a drop of venom in the process. Granted, there have
been volatile times and numerous lineup changes along the way, but growing pains are a

fact of life.

s their eighth album, Cryptic Writ-

ings, approaches platinum status,

Mustaine, Ellefson, Marty Friedman
(guitars), and Nick Menza (drums) fook for-
ward to a busy summer as the main attrac-
tion at this year’s 0zz Fest. And if that wasn't
enough, Mustaine recently became the
proud father of daughter Electra Nicole.

“When her brother, Justis, was born. |

only had to worry about one penis,”
Mustaine explains. “With Electra’s birth,
now I'm worried about many penises. | have
a new motto: No dating till I'm dead. The
other motto is that if he looks likes me, I'll
kill them both.”

Countdown To Evolution

The more refined and rock-based Cryptic
Writings stands in marked contrast to the
full-on metal aggression of Megadeth's de-
but, Killing Is My Business...And Business
Is Good. Mustaine recognizes the change
as evolution. “If you stick the two records
side by side, the difference is astounding.
But if you listen to the records in a linear
fashion, you can see the natural progres-
sion that takes place. Obviously there were
lineup changes, so it's kind of hard to dis-
credit them. All the players were really good.
But | told Nick the other day, 1 kind of feel
like there was no Megadeth before you guys.
Granted, Peace Sells...But Who's Buying
was a classic, and some of the other offer-
ings those boys did had some really great
songs, but | think If we redid them with this
lineup, they would be even better.

The current lineup, intact since 1990's
platinum release, Rust In Peace, has an in-
ternal glue called passion. “This is a band
where the music is what our hearts play, not
what our wallets dictate. You can tell when
bands are playing just for the money, be-
cause they go out there and do anything.
They'll dress up like chicks, put makeup on,
and do whatever it takes to be big. Some of
them will cut their hair off and some of them
will shave their heads, and next thing you
know. they're covered in body ink or their
whole head’s pierced up. We're just a good
ol’ fuckin’ rock band.

“We were ahead of the game when |
left Metallica, as far as playing super-
hard stuff. The difference between us
and my previous band was that the roots

of hard rock were undeniable with Megadeth.
They were always there. That's what set our
songs apart from theirs. It was basic 4/4
timing. It was chorus/verse/chorus/riff/
solo/outro. There wasn't a lot of tangential
stuff that left you wondering if you needed a
slide rule to follow the song’s time signa-
ture.”

Mustaine was able to explore his hard-
rock heritage again on Cryptic Writings with
moody rockers like “I'll Get Even™ and the
harmonica-laden “Have Cool Will Travel.” “It's
just me going way back to my roots, before
| started playing real heavy metal,” Mustaine
explains. “I was playing hard rock stuff like
Led Zeppelin, AC/DC, Foghat, Sammy Hagar,
and a lot of classic rock stuff. | don't really
see myself being a big Classic Rock station
band. Even though our fans consider our
music to be classic, a lot of those stations
don’t. We need to be fossil fuel to be lumped
in with some of those other bands.”

While Megadeth’s sound may have
shifted to a rock base, the songs are no
less intense. “Use The Man” is a powerful
track about drug addiction inspired by true
events. Mustaine himself has wrestled with
the demons of addiction in the past, and
while he admits the song is therapeutic, it's
hardly autobiographical. “It is a biography of
sorts. My friend runs a halfway house. | went
there, and a guy had overdosed on heroin.
They didn't know if he had committed sui-
cide or overdosed. There was still heroin left
in the needle,.and | said that people don’t
just put a bullet halfway in their head. So,
yes, of course he overdosed.”

Mustaine's friend then gave him a box
to rifle through. In it, he found pictures, lists
of goals, and lyrics. The mementos immedi-
ately inspired Mustaine to mutter a future
verse of “Use The Man”: “Looking back at
what he left/A list of plans and a photograph/
Songs that never will get sung/These are
the things that won't get done.”

“I was really freaked out when

the guy said, ‘Oh,
that's the dead

guy’s shit." My friend came out to Nashville
when we were finishing the record, and he
liked the song so much, he said, ‘Well, let’s
see if | can arrange for another guy to die so
you'll get another great song.’ | said, ‘Man
you are so morbid.” We were doing overdubs
at Al Capone’s secret hideout in Franklin,
TN, so it was eerie enough with all the ghosts
that were around there.

Although apparitions may have hindered
overdubbing, the band connected with the
right production spirit when they teamed up
with Mutt Lange protege Dan Huff. Mustaine
reveals that the songwriting process didn't
differ much from the last album; the differ-
ence this time was behind the recording con-
sole. “When Dan Huff came in, | relinguished
my producing credits to become a co-pro-
ducer because Dan was bringing such a won-
derful face to this new project. Every band
produces their own record, and why is that?
Most of them don’t know a damn thing about
production. | know enough to know that |
couldn’t produce as good as Dan. | took Dan
aside and said | wanted to change the pro-
duction credits. He started to get really pale
until | said | wanted to give him more. You’d
be surprised how quickly his cheeks turned
rosy red again. It's one of the best things
that's happened to us.”

Mega Media

Megadeth aren’t about to limit them-
selves to just albums. Last summer, the band
teamed with Chaos! Comics to create a four-
part comic miniseries titled The Cryptic Writ-
ings Of Megadeth. The third installment re-
cently hit stores. “We wanted to let the fans
see what it's like to come inside
of my mind. Unfortunately, we
couldn’t hand out rubber boots to
anybody. So we put it in a comic
fashion, so that they could get the
visualization of it with really good
coloring. it depicts what the songs
were about lyrically from beginning
to end, chronologically, and how
my songwriting process devel-
oped.”

That's just the latest from a band that's
always been on technology’'s cutting edge.
With Megadeth Arizona, the band has con-
structed and maintained one of the best web
pages going. While the band itself uses
online technology, Mustaine recognizes dan-
gerous trends and misuse of the Internet.
“It's a fabulous place to do business. Unfor-
tunately, it's been taken over by pornogra-
phy, pirates, and gambling. It's being mis-
used. If the government paid attention to
what’s happening, there would be a way for
them to keep people from doing the things
that are blatantly iilegal.

"For example, our record sales have been
nearly crippled because of people downioad-
ing sound files. Every day you see some-
thing going on over the Internet where people
are dying because they're having Internet ren-
dezvous with people. If it’s used for the me-
dium that it was created for, it's great. If it's
not, then it's no better than any of the other
evils out there.”

As a former correspondent for MTV's
“Rock The Vote,” Mustaine is not without
opinions on the current White House scan-
dals, either. “As far as Clinton's sexual ac-
tivity is concerned, it's none of our business,”
he states simply. “If he perjured himself on
the stand, it is our business. The one thing |
do have to says based on those who are
coming forward: He's got terrible taste in
women. | think he's done a fabulous job for
this country, and if he hasn't perjured him-
self, he should be able to get his dick sucked
for the rest of his life.” As for future work
with MTV's political coverage, Mustaine says
he'd do it in a heartbeat as long as it was

mutually beneficial and not self-serving to
MTV.

Having recently launched another tour,
Mustaine may have to put any political in-
volvement on the back burner. Wher chang:
ing gears from one tour leg to another,
Megadeth makes sure to keep things fresh.
“It’s really important that the fans continue
to get a different offering from us every time
we go through. We've never really had the
same show twice. We were changing the set
so much in Japan that, toward the end, we
did a two-hour show - the longest show we'd
ever done. Once it was over, | looked at
myself in the mirror and said, ‘Why are you
trying to kill yourself?" "

Although they had been asked to appear
before, this summer's Ozz Fest tour is the
first.Megadeth has accepted. “We wanted
to go out there with a package that was re-
ally interesting,” Mustaine clarifies. “With the
addition of Tool, Limp Bizkit, Sevendust, Coal
Chamber, and some of the second-stage
bands, this is going to be unigue this time.

I am a know-it-all, as far as what my
brain tells me, but | know | don’t know
everything. Until you reveal your
ignorance, you can’t learn anything.

— Dave Mustaine

Some of the previous Qzz Fest lineups were
relatively the same and very limited as far
as drawing new people.”

Trust in Rock

Mustaine is anything but cryptic when it
comes to the merits of rock music vs. alter-
native. “I don't think rock is as tough a sell
as it used to be. I'm very happy to say my
prediction two years ago that alternative
would die is coming true. You can tell that,
because all the alternative bands are becom-
ing harder and harder. Once-successful
alternative bands are no longer successful.
A lot of that has to do with the fact that they
were just plain shit in the first place. They
have one great song on the record, and ev
erybody throws millions of dollars after them.
After that record runs out, they come up with
their second record, and it's a sophomoric
effort with crap on it.”

Mustaine contends that many bands sim-
ply couldn’t follow up their initial success.
“It’s not about me going around Poking
people in the eyes anymore, it's about say-
ing you have your whole life to write that first
record. Obviously you’re going to make your
best offering in your first record. The
pressure’s on for the second record. People
expect you to have all that talent still tapped.
Fortunately for me, | had all that talent tapped
up, and I've been able to blossom as a
writer.”

As a former L.A. resident, Mustaine sees
a lack of focus when it comes to the city's
Rock radio deficiency. “Los Angeles is suf-

Continued on Page 76
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KSHE
WRF
CILQ
KLBJ
KNJY
WXFX
WQBZ
WGBF
WVRK
WRKR
KBAT
WTAO
KRRX
WZXR

Top 5 Phones!

and more!

On Tour:

PRODUCED BY KELLY GRAY AND BROTHER CANE
ADL KEYWORD: VIRGIN RECORDS WWW.VIRGINRECORDS.COM  WWW.BROTHERCTANE.COM

R&R Rock €

R&R Active Rock @

4/18 WJRR - Earth Day Fest w/Creed, Our Lady Peace, Black Lab
4/24 WRAX - X-Fest w/Our Lady Peace, Fastball, Better Than Ezra
5/17 KDGE - Edgefest w/Everclear, Creed, Our Lady Peace

' 5/23 93X - Edgefest w/Candlebox, Sevendust
5/30 DC101 - Chili Cookoff w/Everclear, Smashmouth

THE FIRST SONG FROM THE NEW ALBUM

WISHPOOL
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WYSP 23x. 190
KTXQ 21€ 1D
93X 22x 19
WRCN 32x 23
WIYY 25x 20
WXTB 25x 22
KSJO 17x 14
WFBQ 15x 10
WMFS 19x 8x
WFYV 13x 8x
WTFX 15x Ox
WKLQ 34x 27
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City Of Angels Would Be A Fine Prize

Market pros dissect reasons for the ultimate jab — lack of Active Rock in L.A.

It is the No. 1 radio market, the nation’s second largest metropolis, and the entertain-
ment capitol of the world. It also lacks an Active Rock station (and a professional football
team, but that's another story). This is Los Angeles, where the Doors dominated the
Sunset Strip in the '60s, Van Halen was the house band at vacant-ot parties in the '70s,
Guns N’ Roses emerged in the '80s, and Stone Temple Pilots first formed in the early '90s.

hen KLOS/Los Angeles abandoned
WActive Rock to return to the upper
demos in early '97, staple Rock
artists like Metallica, Van Halen, Alice In
Chains, Ozzy Osbourne, Aerosmith, Def
Leppard, Scorpions, Rush, Guns N’ Roses,

AC/DC, Stone Temple Pilots, Soundgarden,

In the case of L.A.,
several studies were
conducted, and the
format you hear on Mega
100 — L.A.’s Jammin’
Oldies — was In fact
created by the listeners.
Active Rock, although
researched, did not do
well In our studles.
— Steve Rivers

Bush, and Judas Priest disappeared from
rotation. An entire genre of music was no
longer available on the air.

Crosstown Alternative KROQ kept the
ball rolling to a degree with new rock art-

Ringside At The L.A. Stats

ccording to Arbitron, the Los Angeles market is 36.8% Hispanic and 8% black,

ists such as Everclear, Bush, Green Day,
Foo Fighters, Pearl Jam, Nirvana, and the
like, But lately, according to armchair pro-
grammers, the absence of Rock competi
tion and the flanking attacks of a Modern
AC and another Alternative outlet nave
forced KROQ to defend its female side and
cast much of the edgy, male, guitar-rock
sound aside. So now the real rock parti-
san — never, incidentally, KROQ's target
anyway — has no signal to devote a car
stereo preset button to.
Why Mega?

On November 19, 1997, Chancellor
Media flipped newly acquired CHR/Rhythmic
KIBB to KCMG “Mega 100,” an Urban Old-
ies format. With recent market research
helping the company choose the best
formatic course, neither Active Rock nor
Rock were considerations. Of the Mega
decision, Chancellor VP/Programming

' Steve Rivers says, “Chancellor continues

to spend heavy dollars on market research
to determine the best fit for all our sta-
tions. With so much revenue on the line,
we generally let the market tell us what
would make the most sense. In the case
of L.A., several studies were conducted,
and the format you hear on Mega 100 —
L.A.'s Jammin' Oldies — was in fact cre-
ated by the listeners. So was the name of
the station. Active Rock, although re-
searched, did not do well in our studies.”
But even before Mega 100, there was
Howard Stern on Talk KLSX. Even though
Stern has affiliates in a variety of different
formats, many people believe he is a natu-
ral for Rock's male audience. In fact, when
Stern first arrived in the L.A. market on
KLSX, the station was Classic Rock. So why
did KLSX continue with the Talk format af-
ter KLOS' upper demo reversion? GM Bob
Moore explains the three reasons.
“Number one, in all the research that
we looked at and in all the studies that we
did, the most compatible programming to
pair with Howard was either Alternative or

Talk. And we always felt there was a natu-
ral progression. for a young Talker, a young
entertainment station, in L.A., meaning the
bottom end of KFI — somewhere .in the
20-45 age group. ’

“When you look at the research on
Howard, his average listener is 33 years
old, about 75% male/25% female, and it
just made all the sense in the world to us
to go in the Talk direction. My personal fa-
vorite format is Active Rock, but, from a
business point of view, in Talk the competi

My personal favorite
format is Active Rock, but
from a business point of
view, in Talk the competi-
tion is much easier, and
you can carry a stronger
commercial load than in
the Rock arena.

— Bob Moore

tion is much easier, and you can carry a
stronger commercial load than in the- Rock
arena. That was it! It was a natural path
that we saw as a very intelligent way to go.
We chose that route in '95. and | would
make the same decision again today even
with all the changes that have happened in
the marketplace.

The Male Breakout

fora combined total ethnic population estimate of 44.8%. How does Arbitron
determine which diarykeepers are Hispanic? Thom Mocarsky says, “We ask. They are
given the choice of saying whether they're black, Hispanic, or other. If they say they
are Hispanic, we note them down as Hispanic. We trust them when they describe
themselves. In terms of the language of these Hispanics, we have started asking them
what language they speak. So if somebody describes themselves as Hispanic, we
follow up with this three-part question: 1) What language do you speak at work? 2)

What language do you speak at home? 3) What language do you prefer?
“We did that for the summer 1997 survey and applied a two-out-of-three rule:

60% of the Hispanic diarykeepers in L.A. answered Spanish to two out of three of Calls

those questions; 40% answered English to two out of three or ali three. Of the
diarykeepers who describe themselves as Hispanic, 60% of them say that Spanish
is their primary language in response to that two-out-of-three question.”

Macarsky describes the weighting process as well. “If 36.8% of the market is
supposed to be Hispanic, we make the Hispanic diaries we get act as if they were
36.8% of the diaries. That's basically how it works. But there is very little weighting,
because we achieve 36.4% — that’s very good. We should be so good with men 18-
24. And people forget that we weight in both directions — up and down — to keep
the Hispanic diaries in the correct proportion according to the population.”

1.KSCA 95
2.KPWR J 55% Hispanic, 14% Black
3. KLVE A 96% Hispanic, 1% Black
~4.KKBT . 35% Black, 31% Hispanic
5.KROQ [ 27% Hispanic, 1% Black
6. KLSX 19% Hispanic, 3% Black
7.KIIS-FM . 4% Black
8. KLOS . 17% Hispanic, 2% Black
9.KYSR . 23% Hispanic, 3% Black
10. KTNQ-AM

How old are the men in Los Angeles? These metro
population figures are the sum total of all the market’s
men, including Hispanic and black.

®18-34 17.8%
®25-34 11%
® 35-44 10%
® 45-49  4.2%
® 50-54 3.4%

LA’s Top 10 Stations, Men 18-34

AQH Share __ Ethnic Composition
99% Hispanic

98% Hispanic

April 24,1998 R&R ® 57

“The second reason was due to a very
cluttered marketplace with Star, Y107,
KROQ, and, at the time, KLOS. The prob-
lem with L.A. is, if you go purely by the rat-
ings, about 40% of the audience — or at
least the audience that is reflected — is
Hispanic. So if you are a straight Anglo ra-
dio station and you are looking for numbers
to support you, they're very difficult to get
in those formats because you are so frag-
mented. That is a real problem.

“When we had Pirate Radio [KQLZ], we
were kind of a renegade radio station. We
paid $50 million for it, and while at the time
it was high-stakes poker, today $50 miltion
doesn’t buy you KEZY/Anaheim. You are
talking about much more valuable licenses.
Most of these stations have been sold at
much higher multiples, and the risk factor
is at a much higher level. The truth of the
matter is, nobody wants to take that chance!
And whether we like it or not, Arbitron is
still the No. 1 source of ratings informa-
tion, and people have to play in that arena.

Moore adds that it's not a question of
whether Hispanics like rock. In fact, at a
recent Judas Priest concert and last year's
Ozz Fest, there were a significant number
of Hispanics in attendance. “It's the fact
that Arbitron hasn't done a good job of ac
tively sourcing bilingual or Angloized Hispan-
ics. Let’s face it, we all know Hispanics who
grew up in L.A. with Hispanic surnames but
who don’t speak Spanish. They live and act
very much as Anglos, and the fact of the
matter is that Arbitron seems very hard-
pressed to find those people. What they find

Continued on Page 58

Top Five, Baby!

The Arbitron National Format Share Trends report
from the fall '97 survey period provides a national
perspective on how Rock performs overall. This
breakout by age group is based on Mon-Sun, 6am-
midnight, 94 continuous measurement markets.

Adults 18-24 Adults 25-34

1. Top 40 16.8 1. AC

2. Urban 15.9 2. Rock
3. AC 14.2 3. Country
4. Rock 1.3 4. Top 40

5. Country 9.1 5. News/Talk

Adults 35-44

1. AC 16.8
2. News/Talk 13.6
3. Country 10.2
4. Rock 8.7
5. Classic Rock 8.2

NOTE: Unless otherwise noted, the Fall ‘97 Arbitron was
used for gathering the information contained herein.
Mon-Sun, 6am-midnight. May not be reproduced or used
without permission. © Arbitron.- 1998
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plenty of is the true Spanish-speaking popu-
lace of L.A. And over the past three years,
the Spanish formats have dominated in the
ratings.”

The third reason is a combination of rea-
sons number one and two, which Moore
says is the cost factor of changing a for-
mat in L.A. “Going for an audience like that
is so much of a risk now. | believe Active
Rock could be done by an independent
owner, like a Westwood One when they had
Pirate or Fred Sands when he had KNAC —
Ken Roberts [owner of Groove 103.1] would
be an example of somebody today — where
you don‘t have the financial pressures or
_people breathing down your neck. | think
there is just not a lot of confidence that

The successful Active
stations are very strong in
25-54 as well. You have
to have the right market
situation for that to
happen, and you have to
be a dominant station.
How much money are you
going to be able to make
if you just own 18-34
Anglos in this market?
— John Duncan

they can get it done and make the money
they need to service the debt. KLOS has
chosen the safest route to go to protect its
25-54 ratings and go after as much busi-
ness as possible.”

A 25-54 Game

John Duncan became PD at KLOS last
year after the decision was made to return
the station to its adult heritage. He says
his perspective on the station's obstacles
as an Active Rocker come from “picking up
on the vibe.” “The station faced a real prob-
lem with its head-to-head fight with KROQ,
and that’s a big inhibiting factor in terms of
Active Rock success in this market. This
was probably more true three or four years
ago, when Active Rock and Alternative were
very similar and shared a lot of records.

“Back when [former KLOS PD] Carey
Curelop made that big play with [former
KISW/Seattle PD] Steve Young about want-
ing to be serviced as Alternative stations,
they placed the station in a direct battle
with KROQ from that perspective as well.
That's a hard place for labels to be. There

City Of Angels Would Be A Fine Prize

was a lot of loyalty to KROQ. They broke a
{ot of bands over the years, plus there was
the MTV connection — the notion, true or
not, that if you got an add on KROQ, you
got it on MTV.

“KLOS lost promotional opportunities,
and I'm sure it lost some buys when it went
head-to-head against KROQ. Then there’s
the old perception of the black T-shirt audi-
ence. It is truly a myth, but | think a lot of
people still believe it, and it scares some
people. The other problem is that, although
the station originally did very well as an
Active Rock station, | believe their effort to
increase their upper demos caused them
to water down the station. That was prob-
ably a mistake, because you have to be
true to what you are doing.”

16-6

Now that Duncan has led KLOS in a
more classic-based direction, the station
has gone from ranking No. 16 to being tied
for No. 6 in 25-54. He says the station is
no longer fighting itself, either. “Another
obstacle was that they were battling the
heritage of KLOS. People knew KLOS to be
a very different animal. It may have been a
great idea to do Active Rock in this market
at the time, but not with this station, be-
cause there are too many people with ex-
pectations of KLOS as something else.”

Duncan cautiously agrees that KLOS
has the best potential to partner with an-
other station that is Active Rock. “It might
be a better move for us than anybody else
in the market because of the financial situ-
ation. For us, even if it didn't make a lot of
money, it would serve a segment of the
audience, and it would help create a flank-
ing position for the mothership. But there
are other options. Active Rock would prob-
ably be among three or four things you
would want to consider seriously.

“If you buy a signal for $200 million to-
day, most companies don’t want to wait
three to five years before starting to make
some money. The successful Active sta-
tions are very strong in 25-54 as well. You
have to have the right market situation for
that to happen, and you have to be a domi-
nant station. How much money are you
going to be able to make if you just own
18-34 Anglos in this market?”

Taking a stab at the share a good Ac-
tive Rock station in L.A. could earn, Duncan
guesses in the 2.5-3.0 range. Is that
enough to battle KROQ, possibly putting it
in a squeeze play between the rock/aiter-
native side and the Modern AC side? “Yes,
but you also have to consider who owns
KROQ,” he notes. “They have eight proper-
ties, and KROQ is one of their motherships.
The composition of that cluster has a lot of
upper-demo radio stations, and KROQ is
always going to be more successful as a
younger-demo station. If KROQ was at-
tacked, they could go right back to their
roots and protect the younger end. Arrow,
the Wave, and K-Earth could handle the
upper end. If they had to, they could take
KLSX and flip it directly against whoever
came in. That would make it almost impos-
sible for the newcomer to succeed and
would protect KROQ at the same time. They
really have a lot of options with that many
properties in the market.”

Supply And Demand

Ken Anthony, KLOS program director
from 1991-92 and founder of Radio Think
Tank, is a consultant for primarily Rock and
Active Rock stations. He is:still active in

the Los Angeles market, handling research
projects for KACD & KBCD (Groove) 103.1,
L.A.'s Dance station. What is his response
to the question of why there is not an Active
Rock station in the market?

“It's simply supply and demand,” he
answers. “The market is primarily ethnic.
Obviously, when you look at format opportu-
nities, you've got to look at the piece of pie
that's afforded you. That's simply the piece
of pie in L.A. Nearty 50% of the market is
ethnic. For that reason, you have to con-
sider a format that primarily appeals to white
males 18-34 a niche format — at best — in
a market like L.A.”

Along with ethnicity, Anthony is mindful
of the yen for the upper end. “Most owners
like going after the money demos — 25+,”
he notes. “Active Rock definitely does well
25+, but its foundation has to be 18-34.
And there is simply a great deal of competi-
tion for 18-34 in this market. It's not neces-
sarily for white males, but the male 18-34

Either a station with a
fringe signal will take a
shot at this because it’s

niche-oriented, or a
company with a number
of stations uses one of

them either as a shield or
to add more males to the
bottom line.
— Ken Anthony

numbers from the fall book are pretty tell-
ing as to where 18-34-year-old men are go-
ing to listen to the radio.”

He points out that the stations that are
winning in the 18-34 male demo are either
Spanish or appeal to Hispanics and blacks,
adding, “The only stations that have less
than 30% ethnic composition are KROQ,
KLOS, and Star. The closest they get in the
top 10 is KROQ, which, at fifth, is actually
performing very well.”

The ethnic makeup of Los Angeles makes
it a tough sell for Rock. "It has to be consid-
ered a niche format based on the ethnic
composition,” says Anthony. ‘I almost
equate it to doing a Spanish format in Min-
neapolis. However, from a programming
standpoint, it's a different story; there are
definitely opportunities for an Active Rock
station in L.A.

“When | programmed KLOS, [GM] Bill
Sommers and | would always complain to
Arbitron, ‘Why don’t you include Riverside
County or San Bernardino County or Ventura
County, so that it would be a fair picture of
the entire metropolis of Los Angeles?’ But
the problem with expanding the metro is
that there's no guarantee that the stations
that effectively cover L.A. and Orange
County would effectively cover the outlying
regions.”

In fact, only a few other stations be-
sides KLOS would benefit from such a
move, which would likely wind up being a
political battle that Arbitron would have to
wage with the majority of L.A. stations.
Anthony believes it would likely most ben-
efit stations “that weren't appealing to an
ethnic base.”

Anthony explains why he’s bullish onthe
Active Rock opportunities in Los Angeles
from a programming standpoint. “The two
stations that would e most affected would
be KLOS and KROQ,” he begins. The AQH
and cume composition percentages at both
stations show KLOS' strength lies in males
35-44, while those same listener estimates
for KROQ are split across three demos
males 25-34, teens, and men 1824, in
that order. Anthony states, “In effect. their
leading target is men 18-34, and in the fall
book they effectively imaged themselves
as the closest thing to an Active Rock sta-
tion in L.A”

Rumble Of Hope

“If a station was to come in and focus
primarily on 18-34 white males,” continues
Anthony, “it would still have Hispanic appeal,
as seen in markets like San Antonio, and it
would force KROQ to make a decision. That
would be the question mark, whether or not
KROQ wanted to effectively biock the Active
Rock position, because right now they're
spending most of their time trying to ward
off the Alternative position.”

And while they can compete with some
of the currents, they can’t compete from a
library standpoint, for which, Anthony points
out, there is a “huge availability for artists
who are not being superserved in this mar-
ket, artists who sold or are selling a lot of
records — like Metallica, for example. The
audience for those artists has probably
stopped using radio for the most part. If a
station was to come on and play these
types of bands again, the real question
would be whether they could market effec-
tively to get some of those people back to
the radio.”

In conclusion, Anthony believes that one
of two things will happen. “Either a station
with a fringe signal will take a shot at this
because it’s niche-oriented, or a company
with a number of stations uses one of them
either as a shield or to add more maies to
the bottom line.”

Maybe we need a maverick to just do it.
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Acquiring the perfect playlist through research
is just a part of what makes a winning station

The research balancing act: When is it too much, when is it not enough? Do PDs at
their respective stations know music — and their listeners — well enough to determine

when to trust, or not trust, research? According to Critical Mass Media Exec. VP Carolyn
Gilbert, they better. Research, she emphasizes, is a tool, and it needs the judgment of

PDs Must Referee The Results Of ilesearch

Research As Scapegoat

Of course, this is all well and good until a
PD — warranted or not — drops a record

the programmer in order to be useful.

results,” Gilbert admits. “If you've got a
hammer, which is a tool, and a nail,
you can put a very precise hole in the wall
and hang a picture. Or, you can put gigan-
tic holes in the wall and knock it down.
=Research is a tool like that; it needs the
judgment of a programmer. The most suc-
cessful radio stations in this country, no
matter what the format, are multidimen-
sional. They have unique selling proposi-
tions; they have their arms wrapped around
their communities.
“Radio is an art and a science. We add
a bit of science to it, but it is the art that
will win. Otherwise, we could have comput-
ers programming these radio stations. Atop-
notch programmer with judgment is formi-
dable. It's way beyond the music. | try not
to take the credit or the blame. My job is to
make sure that what they are getting is ac-
curate and actionable — the science part.
| give all the credit to the programmers who
use it to win and to make the. art.’

The Whole Package

There are times when you look at sta-
tistical reliability; you read these tables, and

| ‘m always very reluctant to guarantee

The most successful radio stations in
this country, no matter what the format,
are multidimensional. They have unique

selling propositions; they have their
arms wrapped around their communities.

it says, ‘Ninety-five times out of 100, the
results will be within this range,”” Gilbert
continues. “Well, that means five times out
of 100 they won't. | can’t think of five times
in my career when the group has been per-

fect, the rooms looked right, everything went

flawlessly, and the resuits just didn’t ring

true with what we knew in our heart. | can’t
think of five times that it's happened, but it

does happen.”
That's where the programmer proves his

mettle by looking at the results within the

context of his market, his station, his gut,

and taking a stand. “He makes judgments
based on a whole picture, not just the re-
search. Programmers I've known who look

—_——
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Carolyn Gilbert
only at the research in making decisions
about what to play aren‘t.going to be very
successful and haven't been very success-
ful. They will be successful within a limited
framework. 1t's the sound of the radio sta-
tion; it's the whole radio station that gets
the ratings. Yes, music is 80% of what you
are doing, and it’s vitally important, but it's
only part of the whole package.

“I'm not doing my job if I'm
not helping a radio station win
by providing good information.
I've seen guys trash a radio
station when they don't really
get the research and they pro-
gram just by the scores. There
are some brilliant guys out
there who can't program their
way out of a paper bag be
cause they don't have the cre-
ativity to do it. They can't get beyond the
numbers.

“The stations that do well are those with
programmers who know how to use re-
search and who look at the stations as
three-dimensional, not jukeboxes. The most
successful radio stations in this country,
no matter what the format, are multidimen-
sional, and they are unique. They have
unique selling propositions; they have their
arms wrapped around their communities.
They are always in the news because they
are entertainment. | think what a lot of
people have forgotten is that we are in the
entertainment business. And while | am
generating numbers so that 80% of the time
when we are playing a record, it's going to
be the right record, I'm only part of the

story.”
=
»®
3

o .

and then tells the label the research was
bad. Who knows whether it's the truth or an
excuse to make the drop? Gilbert fires off
her response: “| would suggest that record
companies start doing research.” But how
would they do that? How do you expose new
music in that context? “There are different
ways to expose things — certainly an audi-
torium format, where you wouldn’t play a
hook because it sounds familiar, but where
you could expose new music. We've toyed
around with methodologies for testing new
product. | believe it absolutely can be done.
If somebody wants to invest in the research
and development, we can get them there.
I'l work for anyone who will hire me. If record
companies want to pay to
have their music tested, it
would probably be. money
well:spent.”

The Loyalty Factor

Does Gilbert believe
Rock stations can benefit
from the loyalty of their lis-
teners? “As people become
adults, they tend to be fond-
est of the music they loved when they were
between 18 and 24 — the high school
stuff, the place where they first fell in love,
etc. Twenty years ago, we were all exposed
to the same music at that age. We all came
out of Top 40 radio, and we moved for.
ward together.

Certainly people who grew up in that
time stay loyal to Classic Rock. it's the
music they love, the music they made out
to. Music is an emotional thing, and when
you have an emotional connection, there
is going to be loyalty. The interesting thing
in the last 10 to 15 years has been frag:
mentation. J have two kids, 20 and 22.
who grew up listening to different radio sta
tions. It was not the homogeneous €xperi-

Radio is an art and a
science. We add a bit of

science to it, but it is the
art that will win.

ence that | had growing up, when there
were three TV stations and everybody
watched the same shows and listened to
the same music. Today the loyalty is more
fragmented as well. Things that make my

listeners taking four or more
trips each year.

omestic plane

daughter cry are different than what brings
a lump to my son's throat — and probably
will be for the rest of their lives. We have
so many more choices with cable, more
radio stations in niche formats, the
internet. The world has become bigger in
terms of entertainment choices. People
have more and different choices.”

There are some brilliant guys out there
who can’t program their way out of a
paper bag because they don’t have the
creativity to do it. They can’t get be-

yond the numbers.

in addition to her previous comments
about unique programming, personalities,
and embracing the community, Gilbert
points to marketing as something to help
stations compete against the dozens of
other entertainment options. “The basic rule
of radio marketing,” she explains, “is that
you must have the call letters and the fre-
quency in everything. Naturally, WEBN/Cin-
cinnati breaks the rules with their latest
window sticker, which is simply the frog head
mascot. The frog head, like the Nike
swoosh, is something people in this area
know. WEBN is a reflection of a radio sta-
tion that is embedded in a community
and if you don’t know what the frog head
is, they don’'t care about you. | can't think
of three radio stations in the country that
could get away with that. It violates every
rule, but that comes from years of invest
ment in marketing and having very strong
entertainment value between the records.

“When you don’t have a whole lot of
choice about what you are going to play, what
goes on between those records really has
to be what develops the loyalty. If it was oniy
the music they were loyal to, people wouldn't
listen to the radio at all; they would buy their
favorite CDs. and that would be the end of
it. The radio stations that are winning — re-
gardless of format — break through the clut-
ter; it is beyond the research.”

-

Rock’s

Domestic Travel: 4+ Plane Trips
' in Past Year (Heavy)
When it comes to heavy air travel, Rock

listeners go off the charts. They're 41% above
the national average, with one in every seven

Fall 1997 Simmons Rock’s % Composition Based on Adults 18+ Cume Within Category. Mon-Sun. 6am-mid
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Using an extreme conservative average of
$500 per trip, Rock listeners contribute more
than $1 biflion in revenue to domestic airlines

every year. — Marla Pirner

Interep Research Division
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Desperately Seeking Superstar Status

Artist development camp interested in investment and patience

One of radio’s frequently asked questions to record companies is “Where are all the
superstars? The stadium acts? The bands that people can rattie off the name of every
member?” Indeed, where /s our livelihood, whether you are in radio or records? It seems
that Rock, especially, is taking a beating on the ropes in this regard. The format that has
always embraced artist development was shortcircuited by the big bands themselves
before the next group of future superstars was ready to take over.

his year promises to be the beginning
T of a new era of superstars, but it will
still take time before those luminar-
ies are fully reatized. In the meantime, the

guestions on the issue continue.
The debate waxes philosophical, and At-

i i

Is there a dearth of super-
stars today because the
great firmaments of the

radio and record industries

fail to develop artists?
— Lea Pisacane

lantic VP/National Rock Promotion Lea
Pisacane sets the stage. “Is there a dearth
of superstars today because the great
firmaments of the radio and record industries
fail to develop artists, or because rock music
today generally is not a byproduct of — in-
deed the soundtrack to — a population-wide
upheaval, a countercultural movement that
split a nation, divided generations, and
brought an unpitying glare to focus on a mas-
sively unpopular war?”

Something To Stand For

No longer are there issues powerful
enough to unite America’s masses, Pisacane
continues. “Decades ago, rock fans were
joined to each other and to their idols in a
national Zeitgeist that proved them undeni-
ably to be part of something momentous
and history-making. This helped bring adula-
tion levels to fever pitch and built the phe-
nomenon of rock musician as leader/spokes-
person for the young — a role continually
shunned by today’s most successful artists.”

There is also the fact that today a far
greater number of people are seeking to
live and work as fulltime musicians. “It used
to be easier for radio and records to stick
with and support an artist through an artis-

tically weak period simply because of the
infinitely smaller number of artists record-
ing and the absence of the clone-band syn-
drome,” Pisacane asserts. “But it was also
easier because the public’'s attention span
was longer, the absence of MTV kept
people hungering for more of an artist
rather than being forcefed a steady diet
of their idols ad nauseam, and consum-
ers were not deluged with an avalanche of
diversionary avenues as they are today.”

Warner Bros. VP/Rock Promotion Mike
Rittberg asks his own guestion about
radio’s role in artist development.
“Where's all the commitment to the sec-
ond single? We extend a lot of support
into first singles. Sometimes | don’t think
radio understands how much money labeis
spend in support of radio. If we have to fly
in to do a show someplace, everyone
knows we're paying the airfare for the
band, but do they realize how much more
there is to it?

‘Start with four or _five members of
the band, plus a two--or three-member
crew, plus whatever gear, which is expen-
sive and why we always ask forback line.
Some commercial airlines won't take
gear, so then you have to ship it using a
cargo service that could be five grand by
itself. Now tack on the lost revenue and/
or sales from whatever market we were
going to play originally before changing
to accommodate a radio show. We're
paying for a baby band's tour support to
begin with, and the money that they make
when they play a show goes to supple-
ment the cost of keeping them on the
road. That's all coming out of our pocket.”

Seeking Follow-Through

It's commitment from radio that makes
the dollars spent worthwhile. Rittberg ex-
plains three scenarios where labels look for
endorsement. “Spins on a track, when we
bring a band in, and to give a second single
a chance instead of sitting back and A&R-
ing a project. Every time there's a first single
that hits at radio, when the second single
comes around, everyone says the first single
didn’'t do well or didn't research. But half
these stations don't get to the point where
the record even gets into research, and
some of them don't even have research.”

Rittberg is especially annoyed when
radio’s lack of commitment stems from in-
dustry perceptions. “It's becoming more
common that songs Rock plays are picked
up by Alternative and, more recently, Hot
AC,” he states. “Then the Rock stations
say that it’s a Hot AC song, and they drop
it, or the ones that were late never add it.
But how many Rock stations share an au-
dience with the Hot AC? Sure, there’s some
overlap, but that's like a couple in the car

Owns a Personal Computer

Rock liste

the national average.

rs live on the leading edge of technology.
Half of them own personal computers — 23% above

where the guy is listening to the Rock sta-
tion and his girlfriend or wife hits the Hot
AC station. | just don’t think the average
24-year-oid guy listens to Hot AC uniess he
doesn’t have a choice and it's the back-
ground music somewhere.”

Describing the steps Warner Bros.
takes when developing bands, Rittberg
says, “It can be anything from time buys
to buying MTV to buying newspaper. It's
making sure we route the bands to cer-
tain markets. It can be spending money
on co-op advertising, making sure the
record is found in the record store and at

Where’s all the commitment
to the second single? We
extend a lot of support into
first singles. Sometimes
| don’t think radio under-
stands how much money
lahels spend in support

of radio.
— Mike Rittberg

a sale price so the kids can buy it. We
spend money giving away cassette sam-
plers and stickers and doing lifestyle mar-
keting campaigns. We put up websites for
bands. Basically, since we're competing
with other forms of media, it's doing ev-
erything to make sure wherever somebody
looks or goes, they can find the band.”

The bottom line, he says, is “we’re look-
ing to make an investment in whatever
project together. Obviously, it has to fit
radio’s needs. But when it does, we're 100k-
ing to be partners together. They can share
in the benefits and rewards of having a
piece of the band for the future.”

RCA VP/Promotion Dave Loncao has an
interesting perspective on the format’'s su-
perstars. “| see it as a cycle that comes
and goes when radio creates stars. Right
now, radio is playing what they feel are hit
songs. Their programming parameters seem
to be more about sonics vs. artists. They
have strict boundaries of music styles that
they believe fit, and they're only playing
songs that fall within the context of those
boundaries.

“All of the rock stars today are on the TV
screen and the silver screen. Radio seem-
ingly is not in the business of building rock
stars right now, and it shows; whereas tele-
vision and the silver screen are in the busi-
ness of building our new rock stars, whether
they play music or not. They're the stars for
the rock demographic.”

Cult Stars

Loncao says that sometimes radio is
unaware of who the real music stars are.
“The Dave Matthews Band is ‘a rock star,
and a lot of stations don't even realize that,”
he declares. “It's kind of like the old
Springsteen days, when a lot of people were
into Bruce Springsteen and a whole lot more
weren't during the first two records. It took
people realizing that he had a cult following
before they started playing him. He really
didn't test that great for a long period of
time. The amazing thing was that his cuit
following was millions of people.

“It's been a similar experience with Dave
Matthews. It hasn’'t been an industry dar
ling, it's been a cult darling. He's more suc-
cessful on the road than anyone. Nobody
does the business that Dave Matthews
does. Recently, we put Foxboro Stadium on
sale, and 55,000 tickets were gone in an
hour. Who else is doing that? U2 hasn't
done that. In Seattle, 30,000 tickets were
gone in an hour. This tour is going to be the
biggest of the year. Giant Stadium, 75,000
tickets, gone in two days.”

Columbia Sr. VP/National Rock Promo-
tion Jim Del Balzo, whose duties include the
Alternative format, sees a shorter attention
span on the part of programmers, “which
they will claim is reflective of the attention
span of their audience,” he attests. “Radio
programmers have the normal pressures to
deliver ratings as well as now having to an-
swer to either a new group PD or new own-
ership. And rather than stick with something
that in their gut they believe in but still don’t
have proof that it's a hit, they'd rather walk
away from it.”

McRadio Playlists

Del Baizo worries that we’re getting ever
closer to McRadio. “By playing nothing but
safe records, stations are going to start
sounding like the audio equivalent of a
McDonald’s franchise. Maybe none of the

Continued on Page 64

In fact, one in every 11 adults who owns
a personal computer listens to Rock

radio.
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Desperately Seeking Superstar Status

Continued from Page 62
new music is as groundbreaking or revolu-
tionary as grunge was in the late '80s,
but that's going to come. And right now
there are some really great things within
the context of the prevailing sound over the
last six or seven years. If we're not careful,
we won't be able to recognize when that new
breakthrough band comes along, when that
artist who has something different to offer
comes along, because we're living in a fast-
food world, and we may not get the chance.”
Del Balzo is concerned about how to
preserve the art aspect of the music busi-
ness. “If Pink Floyd came out in 1998, they
wouldn’t stand a chance,” he notes. “A
band with a 14-minute song called ‘Shine
On You Crazy Diamond’ and the first two
and a half minutes have no words; or an
eight-and-a-half minute song called ‘Money’
¢ ‘Time." Exactly which hook do you test
on ‘Stairway To Heaven'? All the rules that
used to apply don't apply anymore. As for
the new rules, | don't think some of the
best music of 20, 10, or even five years
ago would hold up to today's standards.
We are in uncharted territory, mostly due

Radio seemingly is not in the
business of building rock
stars right now, and it
shows; whereas television
and silver screen are in the
business of building our new
rock stars, whether they
play music or not.

— Dave Loncao

“ stay around longer.

to deregulation. It's sad when commerce
and politics get in the way of what is truly
an American art form. It's not the PD’s
fault, it's not the record company's fault,
it's just the way it is.”

Most people say that too many records
are released by labels, but Del Balzo be-
lieves the problem is really that records
“In the late '70s,
records didn't hang out for a year. You
didn’t work one single for six months, like
we just did with Our Lady Peace. Tracks
were played for six to eight weeks, and if
it wasn't a smash hit, it'd be dropped.
There is a logjam now, because records
aren’t on and off a playlist anymore. in-
stead, they're just getting started at eight
weeks.

“We are fortunate that we actually do
have an artist development story here, and
if it ended today, we’'d probably sell
700,000 records. But it doesn't look like
we are going to stop — ‘4 am’ is on a
couple of stations, and it's the No. 1-
requested song in
some markets. Most
bands don't get a
chance to have a
third track these
days, and | think we
will.”

Perhaps a defini-
tion of artist devel-
opment is in ordet.
Says Del Balzo, “It's
a combination of be-
ing able to deliver a
record on a promo-
tional jevel and be-
ing able to have
something that you
can sink your teeth
into from a market-
ing level. Artist de-
velopment is a band
that played before
50 people when they
first came out and
are now selling out
1500-seat venues.”

Conspiring

Against Artists

“Also, the way
business is done to-
day,” Del Balzo con-
cludes, “somebody’s

We’ve gone from having an
entrepreneur like David
Geffen as our owner to

becoming part of Seagrams.

You could appeal to David to
hang in there on an artist
who was bubbling under,

even if it took us a year and
a half before we got into

regular rotation.
— Warren Christensen

always willing to offer a bigger promotion to
get the song on, which adds to the short
attention span of the PD. If there is some-
thing he's not so sure about, in a moment
of weakness, when he wants that trip to Po-
land or wherever the hell it is, he's going to
say, ‘I've played this record long enough.
Even though | like it, it's not going to hap-
pen.’ Those things conspire against artist
development. And the artists who do de-
velop in this time period are probably even
greater artists than we give them credit for,
because the odds are stacked against
them. | think the superstars are still in the
development stage, and perhaps we
haven't fully realized that yet. One thing is
certain: The concert business needs it even
more than record companies.”

Geffen Head of Rock Promotion Warren
Christensen also agrees that superstars are
cultivated. “We’re going to see very suc-
cessful tours by Metallica and Ozz Fest this
summer, but we don’t have as many of
those successes as often as we'd like.
There aren’t too
many bands from
the '70s and '80s
that matter to Rock
and Active Rock
radio anymore that
can still tour on a
regular basis and
often enough to
make us all happy.
So we're starting
to look for bands
from the '90s to be
our superstars.

“Unfortunately,
we've lost many of
those bands for
one reason or an-
other. STP, Alice In
Chains, Nirvana
and Soundgarden
could have carried
on for another 10
or 15 years, mak-
ing great music
and playing large
venues. They were
the vVan Halens,
Led Zeppelins,
Aerosmiths, and
AC/DCs of the fu-
ture. It struck a

- R

STkl
CHAMPION

hard blow not only to the touring business,
but to the entire industry, because we've
falten into a song world instead of an artist
world.”

The '90s have been a time of driving.in
reverse. Christensen explains, “When | was
growing up, you had great acts who made
good songs, and you would buy the record
because it was your favorite artist. You
would go see the band because it was your
favorite artist. Now, the reverse applies —

Continued on Page 76

By playing nothing but safe
records, stations are going
to start sounding like the
audio equivalent of a

McDonald’s franchise.
— Jim Del Balzo

out of
the offiCe

to \3“‘ fo you &nother llne

pink nec- binik § mnc.

"_6 fw

8—"- bink Inc.



www.americanradiohistory.com

WHERE T WIEE

C(’\ I——\r—rl_—l\ - B Fr‘r—r—

SPACEHOG ® JOLENE
GUSTER ® TIM CARROLL
MUSCADINE o TINA & THE B-SIDES
DEADSY

© 1998 SIRE RECORDS



www.americanradiohistory.com

N
l-_
.
vl

What clo A f[e=
of these (DY S
really famo N '
rock n’ roll stars
1 common?
> same |r\ltials.

rn

John Fogerty

' Goo Goo Dolis
DOm Henley

Mlnlstta/
lom Petty
e Pretende

R.E.M.
Red Hot Chili Peppers
A Red Telephone
l Adam Sandler
il Robert Schimmel
Sensefield
.y SOon\Volt
y Rod Stewart
Supeqesus
V-Roys
Y Van b Jaleen
i Spaoehog
iy CandleboX
By Deftones
] ] | Spread
q.filil-iﬂl-ll : ’ p——
" (| | (R BT :.;\.
“'j_""‘r-"!“!-m- ——— o

1 {
i {

{
|

{
f

oy
'}""1‘-*-.&-..-_._



www.americanradiohistory.com

Blues Division

... And A

Some have called Kenny Wayne Shepherd an old soul reborn into the body of a
20year-old blues-rock guitarist; others have said his name in the same breath as
Stevie Ray Vaughan and Eric Johnson. His debut album, Ledbetter Heights, burned
up the Rock charts, and he is repeating his success with his second effort, Trouble
/s, which is close to being certified gold. Both singles released from the latest
album have hit the No. 1 spot, with “Blue On Black” maintaining the position for nine
weeks as of this writing, preventing such powerhouse acts as Van Halen, Pearl Jam,

and the Rolling Stones from reaching the coveted slot.

ciously and doesn’t seem to be one

to take his success for granted.
Perhaps he realizes he's standing on the
shoulders of giants — after all, his he-
roes are Stevie Ray Vaughan, B.B. King,
Muddy Waters, and Eric Clapton, among
others. Speaking of Vaughan, it's not an
understatement to say that the Texas-
born musician had a major impact on
Shepherd’s career choice. "l was 7 years
old when | got my first real guitar. | used
to run around with little plastic guitars
when | was a kid.”

"ﬁa""ﬂ%’

‘Wayne

Shephelrd
and

S hepherd accepts the accolades gra-

Dedication To Craft

“When | saw Stevie Ray Vaughan for
the first time, | was able to watch him
from the side of the stage; that really
had a profound impact on me.” Not to
mention that Vaughan picked up the 7-
year-old and sat him down on one of the
amp cases. “He really inspired me to go
out and get a guitar and start playing.
After that show, | begged my parents for
six months for a guitar. | never thought
they would get me one, but they finally
did, for Christmas. | got my next guitar
six months after that, for my birthday,
and it just kind of snowballed ever since.
| have around 20 to 25 guitars.”

Shepherd saw Vaughan perform many
times after that. “I actually saw him two
months before he died.” As a result of
his dedication to-his craft, Shepherd has
had the chance to play with B.B. King,
Jimmie Vaughan, Buddy Guy, Robert Cray,
and other musicians he looks up to. His
guitarwork has appeared on Wynonna's
The Other Side CD and Fender 50th An-
niversary Guitar Legends.

Shepherd’s introduction to Vaughan
was a result of his father’s involvement
in radio. Ken Shepherd — who is now
his son’s manager — was PD at KTUX/
Shreveport, LA, the market where Kenny
Wayne was born. Having his father in the
radio business enabled the younger
Shepherd to get an inside view and bet-
ter understanding of the business aspect
of the medium. “| can appreciate the ra-
dio perspective. We try to treat radio sta-
tions as delicately as possible. Radio sta-
tions are a huge part of what's breaking
my career. We try to go out of our way for
those guys, because my dad knows what
it's like when artists blow off radio sta-
tions — it’s not really cool.”

As an artist, though, Shepherd
doesn’t let that radio influence getin the
way of his creative approach when com-
posing music. “When I'm writing for the
albums, I'm not writing specifically to
have a radio track on it. But after you go
in and record the album and you start
hearing the songs come together, you

start getting a feel for which ones
might be the ones to take to ra-
dio. When we were in the stu-
dio and putting the finishing
touches on ‘Slow Ride’ and

‘Blue On Black,” | knew

both of those were going

to go on the radio, but
| didn’t know how well
each of them would
do — that always re-
mains to be seen.
But | could tell
that those would
be good radio

tracks.”

mefkanmdio

Shepherd Shall Lead Them

A Strong Backup

Shepherd is backed by some strong
musicians. Vocalist Noah Hunt, whom he
met through a mutual friend, is the new-
est member of his band. Shepherd says
he could feel a change in his music with
his second album and wanted somebody
with a little more of a blues background.
“Our last singer didn’t really have a blues
background. He was primarily an alter-
native singer. | felt like we needed some-
body with a little more history. We flew
Noah down to Shreveport and auditioned
him. We had around 12 other guys there,
and Noah just really rose to the occasion.
He was the man, and everybody knew it.
We were a great match from the get-go.
Noah and | have a really good friendship,
and we work really well together.”

Rounding out the band are Sam
Bryant (drums), Robby Emerson (bass),
and Jimmy Wallace (keyboards). Shep-
herd says he wrote most of the songs
on Trouble Is with people outside of the
band. “Mark Shelby, Tia Sellers, and
Danny Tate are the people | primarily write
with. These are the people | wrote ‘Deja
Voodoo’ and ‘Born With A Broken Heart’
with, and a bunch of other songs off the
first album. | spent four months writing
Trouble Is. We wrote 37 songs for the
album. It was a grueling process, but it
was a lot of fun at the same time. We
went to a lot of cool places, like Mem-
phis, New Orleans, and Oklahoma, to have
all these different environments to write
in. It was really productive. Usually | write
the music and bring that to the table, then
we start writing the lyrics together.”

To many people, blues
means melancholy or pouring
out one’s soul in a song.
Shepherd agrees to a point.
“To an extent, when they talk
about cleansing your soul, it's
like | could be in a totally
pissed-off mood one day, and
I'll get up onstage and start
playing, and it almost all dis-
appears. After you come off stage and
you come down from the adrenaline rush,
it all comes back to you. But for those
two hours, you feel really good. It does
help. It soothes the soul; music soothes
the soui. All my songs are about experi-
ences that have happened to me, soitis
all stuff that | can relate to as well.”

A Heady Start

Shepherd has already achieved some
goals that others can only dream about.
For example, opening for the Rolling
Stones. He recalls, “Yeah, that was prob-
ably one of the biggest gigs of our ca-
reer. | mean, it's like 75,000-80,000
people; it's just amazing. The only shows
that can even compare is when we did
the Eagles tour in Europe for six weeks,
and we were playing in front of 75,000
people. We did Wembley Stadium in Lon-
don three times — that was great.” -

He says the band has played in all
types of situations, from clubs that seat
700 to festivals in front of 30,000 fans.
It seems he's always touring, but when
asked what he does when he's not play-
ing, Shepherd is the same as any other
20-year-old. “On the bus we play video
games. We are all addicted to Nintendo
64 and Sony Play Station. We have all
the wrestling games, and we have these
big wrestling matches. It's hilarious. The
bandmembers take turns beating the

Btormeco

crap out of each other on video games.

| used to like to ride skateboards,
but because | could fall and break an arm
or something, 1 can’t do that anymore. |
like to listen to music on the bus. We
pull practical jokes when we're bored.
Empty hands with nothing to do — we’ll
just come up with something.” He wor-
ries that his family’s history of carpal
tunnel syndrome and arthritis could af-
fect him. “I'm really paranoid about that
stuff, that I'm going to wake up one day
and have my hands be killing me. To want
to play my instrument and not be able
to, that would suck.”

Someone who’s been taking up his
free time is Melody Van Zant, who, as
the daughter of Lynyrd Skynyrd founder
Ronnie Van Zant, has her own impres-
sive family history. “We met when [ did
the Lynyrd Skynyrd tour. We met on the
first show; | wasn’t really sure exactly who
she was. We just kind of hung out
throughout the tour. We didn’t even hold
hands. Then, after it was over, she came
out to see me in Los Angeles, and we
decided to become an item. We've been

When | saw Stevie Ray Vaughan for the
first time, | was able to watch him from

the side of the stage; that really had a
profound impact on me.

together since September or October. It's
really great. She makes me happy, and
she’s a sweet girl.

“Hell, more people probably know her
last name than know my name. But the
coolest thing is, | get to sign autographs,
and people ask my girifriend for her auto-
graph t00. I've never had that happen
and I'm like, right on. | dig it.”

Back to his first love, music: Shepherd
knows there is a lot more to achieve. “|
would like to do something with John Lee
Hooker, because | haven't gotten a chance
to really play with him yet. | would like to
jam with Eric Clapton. | met him when |
was 13, but | haven’t played with him yet.
There are a few people out there | would
like to get onstage with. I'm fortunate, be-
cause most of the people who are still
playing and who | ook up to, I've already
gotten to play with, so | feel privileged.”

After playing with rockers like the Roll-
ing Stones, who have maintained a life
on the stage well into their 50s, Shep-
herd is optimistic about his own longev-
ity. “1 really hope that | can have a last-
ing career in this business. B.B. King has
been doing it for 50 years, so this kind
of music is an exception, because you
can have a lasting career if you do it right.
You can literally be around that long if
you want to. I'm looking forward to hope-
fully having a long-lasting career playing
music; it's what | fove to do.”
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directors talk about their worlds.

Natauie DiPierro
WRCX/Chicago Promotion Director

DiPietro makes no bones about the rea
sons for the short list of good promotion di-
rectors: “Poor pay, lots of hours, and lack of
respect from the other managers force the
good promotion directors out. Just because
we don't wear suits doesn’'t mean we don't

Natalie DiPietro

know what's going on. We have more contact
with our listeners than anyone in the radio
station. We see them at shows, in the bars,
at city festivals, at movie screenings, and in
the malls. We're out there giving more to our
core 365 days a year.”

She stresses that the promotion staff
aren’t simply order-takers. “We're not just the
people who order the stickers; we're the ones
who create the opportunities for the sales
staff to sell so they can make their budget;
we're the ones who market the station and
come up with the TSL-, cume-, and image-build-
ing promotions. Without the music, proper
marketing of the music, and the image of the
station, there’s no product to sell.”

The promotion department consists of
young, energetic individuals. But when they
arrive at the point where they have the knowl-
edge and experience to move on and become
promotion directors themselves, they usually
can't do it. Says DiPietro, “Uniess they want
to go to a smaller market just to get the title,
their job wouldn’t be that much different from
what it is now. In @ smaller market they prob-
ably wouldn't be buying any TV or billboards,
and they wouldn’t have four people under them

Cigar Smokers And Rock Music

* 6.5 million Americans, or 3% of the adult
population, say they smoke cigars. Of these
cigar Smokers:

v
/¥ UPPER CUTS:

The complaint that gets the most attention, “Where is all the good air talent?” is followed
by another common and equally serious question: “Where are all the good promotion direc-
tors?” In this article, three of the brightest and most respected promotion and/or marketing

to do the on-site and grass-roots stuff that
they are doing now.

“So, they would probably be working the
same hours they are now for probably about
the same pay,” she notes. “I've been here
five years, and if I'm not going anywhere, how
do they move up? Go to the competitor? |
would hope not. Move to a different city? It
doesn't get much better than Chicago!”

At any station, when the promotion or pro-
gramming staff complains about the wages,
the common reply is that each person decides
which side of the building they want to work
in; the insinuation being, if you want more
money, go to sales. DiPietro rebuts this by
pointing out, “Everyone has different talents,
which is what makes the world go around.
Promo/marketing people shouldn't be pun-
ished from a financial standpoint because
that’s where their talent lies. How do you put
a price on creativity?”

Heimi Kramer
WRIF/Detroit Marketing Director
When given a hypothetical scenario in

which she would hire promotion directors,
Kramer's ideas when starting from ground

Heidi Kramer

zero begin with budgets. “Knowing what the
salary is gives you a good idea right off the
bat on what you can get. An experienced per-
son is cool, but depending on the budgets,
you'll probably have to find the right person
who you can teach. | would look at promotion
people working for the sports teams in the
market, at venue promotion people, and at
promoters or people in their offices. I'd look
at some of the ad agencies in town, as well
as some of the clubs, especially if one ciub is

=

14% listen to Rock
11% listen to Classic Rock
10% listen to Alternative

* 1.8 million adults smoke cigars and listen
to some form of Rock radio.

e Qverall, cigar smokers are most likely to
be in the 25-44 age range. Cigar smokers
who listen to Rock radio are highly
concentrated in the 18-44 age range.

Fall 1997 Simmons  Aduits 18+ Cume Within Category. Mon-Sun, 6am-mid.

4

Promotions & Marketing: One-Two Punch

Quality promotion directors discuss why there are so few of them, how the system
puts them at a disadvantage, and a prevalent Rodney Dangerfield mentality

getting a ton of publicity, because that's what
our jobs are about — getting out there and
being wired to the community.

‘In Detroit, we're dealing with seven to
eight stations that compete on some level.
So it's really important in my world that the
person | have on my team is street smart and
has good instincts. | can teach them the es-
sentials of what it takes to make an event go.
but the things i can't teach them are instinct
and passion. Passion is everything. Even when
| interview an intern, the first question | ask
is what is bigger than life to them. Because
when doing a big event — especially in a highly
competitive market — bigger than life and
having vision are everything. Even if they don’t
necessarily have a lot of experience, if they
have that passion and drive to go to the next
level, that means everything.”

Kramer describes how understanding the
bottom line is crucial to promotion de-
partments. “In this day and age, rev-
enue is everything in radio. Making
budget is huge, and now more than
ever the promotion director role is so
important in a radio station. In the
past, a lot of people just assumed the
role of a promotions or marketing di-
rector was hanging a banner in a club
or writing a liner. It's more than that.
We're integral to what goes on be-
tween sales and programming, and
we float in and out of both worlds. On
one hand we're making sure that
we're doing the right thing by the radio station
in terms of programming, and on the other hand
we still have to service the clients.”

While major markets typically have promo-
tion directors whose sole function is to oper-
ate in that realm, other size markets typically
don’t have that luxury. Under consolidation,
many owners are searching for fuli-time pro-
motion directors to handle those duties for

Eileen Woodbury
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multiple stations. Respect for the position it-
self is the first step in helping people rise to

the occasion. Kramer is grateful to have

worked in places “where they treated it with

the respect that it deserves, and | think that's
the key. You wear a lot of hats. In a given day,

I'm doing everything from going on a sales

call to working out a programming promotion
to setting up an event. If the floor needs to be

It’s really important in my world that
the person | have on my team is street
smart and has good instincts. | can
teach them the essentials of what it
takes to make an event go, but the
things | can’t teach them are instinct

and passion.
— Heidi Kramer

swept at an event, I'm doing that too. It's an

unsung hero type of situation. This isn't a
prima donna position — it’s for worker bees.

If you think that everything should be done

the same way at the same time every week,
this isn’t the gig for you. And anyone who
wants a 9-5 job should work at a bank.”

EiLeen WoonBuRrY

KKBT/Los Angeles Marketing &
Promotion Director

The first time | didn't have a regular airshift
in radio provided my first glimpse of what a

good marketing/promotion director is all
about. It was at KQLZ/Los Angeles, where
Woodbury was promotion director. Now at the

Urban station the Beat, she also helms mar-
keting. She is mindful to point out that her

promotion staff is highly regarded at the Beat,
but vividly recalls the universal problems of
promotion people everywhere.

She acknowledges that everyone readily

understands the basics of the promotion de-
partment — prize giveaways, van appear-
ances, etc. — but when it comes to the more

Continued on Page 76

- -

* Approximately eight out of 10 cigar
smokers are male.

e Qverall, cigar smokers tend to be more
upscale than the norm. They are 55% more
likely to live in $100,000+ households.
Cigar smokers who listen to Rock radio are
equally upscale — they are 50% more likely
than the average adult to live in $100,000+
households.

* The same pattern is true for education.

arwweamericantadiohistory com

1

Cigar smokers overall are 22% more likely
to have a college degree or more. Cigar
smokers who listen to Rock radio are 37%
more likely to have a college degree or
more.

* Cigar smokers are 31% more likely to be a
professional/manager. Cigar smokers who
listen to Rock radio are 93% more likely to
be a professional/manager.
— Marla Pirner
Interep Research Division
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Rock’s Love Affair With Its Audience

Rock instills a passion and loyalty other formats can only dream about

“Oh my God, if I tune this out, I'm going to miss something.”
Statements like these are what a PD dreams about —

anything else but you guys.”

“My God, | never listen to

unless you're a Rock PD, in which case these statements are a reality, because it is this
type of loyalty and passion the format extracts from its listeners.

n fact, these are the feelings WRCX/

Chicago Station Manager/PD Dave

Richards recalls having for WBCN when
he was in coliege in Boston in the late '70s,
and, not surprisingly, that was one of the
reasons he got into radio.

Because of Richards' experience as a
loyal listener. he knows what instills that
intangible passion. The stations back then,
“got me to be the ultimate P1 listener, where
| lived and died for this radio station. | had
never had that kind of passion before.
Something like that motivated me to create
a station that people love — they love the
music, they love the production, they love
the personalities, they love the promotions,
they can count on it always having the same
attitude.”

And, of course, the same rock artists.
Unlike CHR, AC, or Alternative, Rock is
much more core- than cume-based, accord-
ing to Richards. “You want to have those
core people who say, ‘I love it; it's my ra-
dio station.’ Can you do that in Top 407?
Maybe, but if hip-hop’s the flavor this week
and then a few months down the road
you're injecting a whole lot of Modern AC-
types of bands, that could change quite a
bit. Rock is rock. It may change 10% to
either side, but our core artists are not
going to change very much.

That's true whether it's Active or heri-
tage Rock. There are a lot of Classic Rock
stations that have figured out that if you
have a love affair with the listener, you can
put a Classic Rock station in one market
and the identical station in another market
and what you do between the records may
make a big difference in what kind of P1ls
they have. Look at stations like "KLH in Mil-

You want to have those core people who
say, ‘I love it, it’s my radio station.’ Gan

you do that in Top 40?

Dave Richards

waukee and KZOK/Seattle. Those are sta-
tions that have built a reputation and love

'affair in their markets. They are Classic

Rock stations and there's no new music to
keep it exciting, but they certainly have a
lot of excitement between the records, and
people keep coming back for a reason.’

Take Care 0f ‘Best’ Customers

Richards says that, by and large, Active
and heritage Rock are guy formats. And a
lot of guys have the same sense of humor.
“The key is to keep them constantly enter-
tained and constantly coming back. There
are people who have to go to the newest
restaurant when it opens, and then there
are restaurants where certain people always
get a better seat at the restaurant and can
cut ahead of the line. That's
because they go all the time

essentially, they're fre-
quent flyers. They go there
because they love the place
and the restaurant wants to

make it their place to come to. ‘You love
my place? Well, I'm sure you're telling a lot
of people that you love my place and you'll
bring that many more people to my place,
s0 I'm going to take real good care of you."”

Rock stations face the same situation,
says Richards. Some offer frequent- or loyal-
listener clubs, which are usuaily database
marketing. “Some people have found se-
cret little ways that aren’'t promotions on
the air; they're promotions off the air
through database marketing or fax or
Internet marketing. Whatever it is, it's noth-
ing other than taking care of your best cus-
tomers. The best morning shows do that.
Mancow listeners don't need a prize to lis-
ten or to call in; they want to be entertained.
They come back every day.”

How can stations identify ways to cre-
ate the passion if it's lacking? Richards ad-
vises interviewing the P1s. “Break down an
Arbitron book and identify those people who
love the station and find out what it is they
love. Sit them down in a focus group. You
may find out that the personalities don't
matter whatsoever, because in a market
where there's a lot less competition, the
personality may matter
less. It may be simply,
‘You're my all-purpose
Rock station and | don't
want to listen to anything
else.” Or it may be more
image than reality: ‘Every-
body listens to it; I've got
to listen to it too.

“If you've got an Active
Rock or heritage Rock sta-
tion, you'll find out why
they love you and how
much passion they have.
Compare it to an NAC station or a Modern
AC station or maybe a Dance station — the
passion level is not nearly the same. Those
listeners don’t love their station to the same
degree. They may like some of the songs
and they may truly like their station, but
there's a P1 quotient in rock that's stron-
ger than most other formats simply because
the listeners have such a strong passion

april 24, 1998 R&R © 71

for the bands. They love them, they’ve loved
them for years, they will love them forever.
Not to pick on one artist, but some people
loved. Hootie & The Blowfish a few years
ago; those people don't necessarily love
Hootie & The Blowfish anymore. At the same
time, there were a-lot of people who loved
Led Zeppelin and Metallica years ago, they |
still love Led Zeppelin and Metallica.”

Rock-Solid Image

There is no denying that Rock has an
image. How you maintain and present that
image is what draws in the steady listener
and, oftentimes, the listener looking for a

Not to pick on one artist, but some people
loved Hootie & The Blowfish a few years ago;
those people don’t necessarily love Hootie &

The Blowfish anymore. At the same time,

there were a lot of people who loved Led
Zeppelin and Metallica years ago; they still
love Led Zeppelin and Metallica.

new station. “if they're telling you, ‘Man, |
love when you guys rock,” when you play
Soundgarden, Alice, Zeppelin, Metallica,
and Sevendust, and you decide, ‘Hey, let’s
fool around with this Cherry Poppin’ Dad-
dies,’ are you giving your core audience what
they want? Probably not. Nothing against

Continued on Page 78
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[ Exclusive

While the format ebbs and flows
with new music and different varia-
tions of rock itself, certain stalwart
artists provide the backbone for such
experiments. Knowing which library
tracks to play is just as important
as being up on the currents, and vigi-
lant research is the best foundation
on which to help base those deci-
sions.

hanks to Critical Mass Media for shar-
Ting this cumulative look at the results

of over 28,000 individual song tests
from at least a dozen of the most success-
ful Active Rock and Rock radio stations. In-
cluded are the toptesting songs from 1997
and the first quarter of 1998, as well as
the most-burned titles and those that re-
spondents rated as “dislike the most.
Songs are ranked by overall score. The re-
search shows that the songs that stand the
test of time, stand on top.

1997 Top Testers

LED ZEPPELIN
Kashmir
AEROSMITH
Sweet Emotion
VAN HALEN

You Really Got Me
AC/DC

Highway To Hell
AC/DC

T.N.T.

RUSH

Tom Sawyer

TOM PETTY

| Won’t Back Down
STYX

Renegade

DOORS

Riders On The Storm

BLACK SABBATH
Sweet Leaf

TOOL
Aenema

AC/DC

JANE’S ADDICTION
Jane Says

STONE TEMPLE PILOTS
Wicked Garden

VAN HALEN

Drop Dead Legs

VAN HALEN

Ain't Talkin' 'Bout Love

The Good, The Bad, And The Burned

LED ZEPPELIN

How Many More Times
JAMES GANG

Walk Away

SKID ROW

18 And Life

ROLLING STONES
Honky Tonk Women

1998 Top Testers (So Far)

LED ZEPPELIN
Black Dog

AEROSMITH

Dream On

PINK FLOYD

Wish You Were Here
ALICE IN CHAINS
Man In The Box
PINK FLOYD

Another Brick In The Wall (Part 1)

LED ZEPPELIN

Over The Hills And Far Away
BLACK SABBATH

Paranoid

AC/DC

Back In Black

AC/DC

You Shook Me All Night Long
PINK FLOYD

Mother

JIMI HENDRIX

Hey Joe

.
.
-

'I‘DI..I-

CHAMPlON

LED ZEPPELIN
D’yer Mak'er
0ZZY 0SBOURNE
Crazy Train

BLACK SABBATH

War Pigs

PINK FLOYD
Comfortably Numb
LYNYRD SKYNYRD
Sweet Home Alabama
STONE TEMPLE PILOTS
Sex Type Thing

KANSAS

Carry On Wayward Son
LED ZEPPELIN

The Ocean

JIMI HENDRIX

Purple Haze

A
/BONA-FIDEN

DOGMATIC!

\ LAUF-DOG PROMOTIONS
12754 VENTURA BL. #E
STUDIO CITY, CA., 91604
818.506.8800
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from the album the devil you know

' AT i g i i
new this week: WYSP!! KXXR!!
already wRCX WXTB KIOZ KRX0O WZTA
home: WLZR WRIF KORC KBPI wBZX
| ON TOUR NOW:
4/24 HOLLYWOOD, CA 5/6 JACKSON, MS 5/17 ARLINGTON, TX
4/29 HALLANDALE, FL 577 NEW ORLEANS, LA 5/18 FAYETTEVILLE, AR
4/30 ORLANDO, FL 5/9 TULSA, OK 5/20 CHICAGO, IL
5/1 JACKSONVILLE, AL 510 OKLAHOMA CITY, OK 5/21 _MILWAUKEE, wi
/2 SARASOTA, FL 5/11 LAWRENCE, KS 5/22 MADISON, WI
5/3 ATLANTA, GA 5/12 LINCOLN, NE 5/25 GRAND RAPIDS, M
5/4 BIRMINGHAM. AL 5/13 DES MOINES, IA 5/30 DENVER, CO
5/14 DAVENPORT, 1A '

Produced, recorded and mixed by Sylvia Massy. Addiional mixes by Mike Shipley. Management: Bruce Allen Talent
© EM1 Music Canada. All rights reserved. “EM1” is a registered trademark of EMI Group PLG..

wWWW americanradiohistorv-com
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1997 Most Burned 1998 Most Burned (So Far)

HOOTIE & THE BLOWFISH
Hold My Hand

ALANIS MORISSETTE
Hand In My Pocket

ZZ TOP

Gimme All Your Lovin’
STONE TEMPLE PILOTS
Plush

ALANIS MORISSETTE
You Oughta Know
MODERN ENGLISH

I Melt With You

ALANIS MORISSETTE
All | Really Want
STEVE MILLER BAND
The Joker

PAT BENATAR

Hit Me With Your Best Shot
GREEN DAY

Welcome To Paradise
OLEANDER

Down When I'm Loaded
REPUBLICA

Ready To Go
SOUNDGARDEN
Burden In My Hand
CURE

Love Song
GOLDFINGER

Here In Your Bedroom
SUPERTRAMP
Goodbye Stranger
ERIC CLAPTON
Cocaine (Live)

SOFT CELL

Tainted Love

PETER GABRIEL
Sledgehammer
CARDIGANS

Lovefool

NOTE: The 1997 Most Dislike and 1998 -l
Most Burned (So Far) lists didn't have
enough songs to qualify for inclusion; thus
those charts have fewer than 20 Iistings.—_I

JESUS JONES

Right Here Right Now
WALLFLOWERS

One Headlight
MATCHBOX 20

Push

BUSH

Swallowed

NIRVANA

Smells Like Teen Spirit
COLLECTIVE SOUL
Shine

FOREIGNER

Cold As Ice

QUEEN

We Will Rock You
COLLECTIVE SOUL
December

PEARL JAM
Daughter

GEORGE THOROGOOD
& THE DESTROYERS
Bad To The Bone
DISHWALLA
Counting Biue Cars
AEROSMITH

Walk This Way
SPONGE

Plowed

ZZ TOP

Sharp Dressed Man
ZZ TOP

Legs

STEVE MILLER BAND
Rock 'N’ Me

1997 Most Dislike

AEROSMITH

Falling In Love

(Is Hard On The Knees)
SILVERCHAIR

Abuse Me

BLACK CROWES
Remedy

R.E.M.

The One | Love
SEVEN MARY THREE
My My

VERVE PIPE

The Freshmen
AEROSMITH

Hole In My Soul
OASIS

Wonderwall

R.E.M.

Bittersweet Me
BLOODHOUND GANG
Fire Water Burn
ALANIS MORISSETTE
You Oughta Know
BETTER THAN EZRA
Desperately Wanting
WHITESNAKE

Slow And Easy
BETTER THAN EZRA
Good

ZZ TOP

Bang Bang

FOO FIGHTERS

This Is A Call

INXS

What You Need
AEROSMITH

Angel

GREEN DAY
Longview

1998 Most Dislike (So Far

BUSH

Swallowed
WALLFLOWERS
One Headlight
CLASH

Rock The Casbah
GREEN DAY

Basket Case

VAN HALEN

Best Of Both Worlds

MARILYN MANSON
Sweet Dreams (Are Made Of This)
SCORPIONS .
Rock You Like A Hurricane
MIGHTY MIGHTY BOSSTONES
The Impression That | Get
VAN HALEN

Right Now

FOO FIGHTERS

Monkey Wrench

THIRD EYE BLIND
Semi-Charmed Life

RED HOT CHILI PEPPERS
Give It Away

THIRD EYE BLIND
Graduate

MARILYN MANSON
Beautiful People

R.E.M.

Losing My Religion

BLUR

Song 2

SMASH MOUTH

Walkin® On The Sun

DAVE MATTHEWS BAND
What Would You Say

OUR LADY PEACE
Superman's Dead
SUGAR RAY

Fly

BﬂN\IENTIﬂI\Ilgs
JUNE 11-13,1998 - CENTURY PLAZA HOTEL - CENTURY CITY, CA

to guarantee your place at

- R&R’s Convention ’'98
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follow-up to the top 10 rock track
“The Oaf (My Luck is Wasted)”
from the debut album

Check out these majors: C—%& M W @/ ..

WMMR WAAF WXTB WLZR

WNOR WXRC WRCN WCMF Produced by Matt DeMatteo and Big Wreck
WMFS WCCC KLBJ KATT _ Mixed by Jack Joseph Puig
KRZR WKLQ KLAQ KZRR  Management: Bernie Breen for The Management Trust Ltd.

Touring their asses off!

50,000 records scanned off one track!

www.atlantic-records.com  www.bigwreck.com

) THE ATLANTIC GROUP ©138 ATLANTIC RECORDING CORP A TIME WARNER COMPANY

www americanradiohistorv com
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Megadeth: The Strong Survive

Continued from Page 54

fering from informational overload on the radio
airwaves. Because the city is such a cultural
melting pot, people are more about selling stuff
and doing mass-media marketing and
infomercials. They're skipping the demograph-
ics of the city that want to hear rock 'n’ roll.
“Anybody who buys a station there and puts
on a good rock 'n’ roll station would be ex-
tremely successful. | just know from when | lived

there how much rock 'n’ roll is part of Holly-
wood and Los Angeles. Unfortunately, there's
no one there with enough insight to do things
like that. With corporate conglomerations and
bureaucratic purchases of radio stations, that's
an area where it's been completely overlooked.
KLOS, for whatever reason, isn't really a Rock
station, and KROQ is an Aiternative station.”
After three platinum albums, a multitude
of tours, and 15 years in the business,
Mustaine isn't about to slow his progress with

a closed mind. While he continues to push his
songwriting forward, he's also studying for a
degree in busine$$ management at the Univer-
sity of Phoenix.

For Mustaine, there’s no such thing as a
stupid question. “As | continue through my ca-
reer, | learn more and more about songwriting
because | ask questions. | am a know-it-all, as
far as what my brain tells me, but | know | don’'t
know everything. Until you reveal your igno-
rance, you can't learn anything. So | ask a lot
of questions. | try the best | can to make people
feel comfortable around me, and | swap knowl-
edge. | really, really appreciate learning from
people.”

/

Promotions & Marketing: One-Two Punch

Continued from Page 69

intangible elements, it's a different story.
‘Few people understand the role that a mar-
keting person has in the actual imaging and
marketing of the station on a grand scale,
the creative concepts that go on the air,
and exactly what role we play in sales. They
have no idea how much of what | do goes
into actually getting a buy. It's not just the
salespeople figuring out a schedule. We
have to come up with appropriate added-
value concepts that the program directors
will approve of.”

Woodbury attributes the positive tone at
the Beat to GM Craig Wilbraham, who believes
that marketing is one of the key positions at
a radio station. “On several occasions he has
said that it's undervalued because a lot of
general managers don’t understand what a
good marketing director can bring to the table
in terms of execution of imaging on the street
and sales. tf more general managers really
saw what the potential was, maybe they would
nurture these people and help them to grow
as well.”

But it wasn't always that way. At one time
Wilbraham “totally misunderstood those
things and didn’t even realize how valuable
that position could be until we made it what
it is now at the Beat.” What was his original
view of the marketing person? Woodbury says
it was “the irritating person who would come
into his office, and he couldn’t wait until they
left. You knew they were going to ask you for
money because the van got broken into or

Continued from Page 64

we're seeing great songs making good acts
instead of the act making the song. Even
though it’s backwards, it really does work.”

He believes the reason that songs are driv-
ing the industry today is multitiered. “Radio is
under more pressure to deliver immediate re-
sults, and we've gone from quarterly trends
to monthly trends. As a record company, we've
gone from having an entrepreneur like David
Geffen as our owner to becoming part of
Seagrams. You could appeal to David to hang
in there on an artist who was bubbling under,
even if it took us a year and a haif before we
got into regular rotation on radio.

“1t takes a lot of money and a lot of faith
to keep an artist on the road under those cir-
cumstances for that long. And the record com-
panies today are truly subject to quarterly per-
formance. Are you going to come in at bud-
get, are you going to be able to break some
new bands, and which bands are you break-
ing?"

Dozens Of Dots

The consumers themselves are part of the
artist development dilemma, as they are so
much more distracted today than in times
past. Says Christensen, “I see it with our art-
ists. Ten years ago when | rode with bands on

the tour bus, we spent the whole time listen-

ing to records and talking about bands and

something like that. And he said the PD had
the same feeling of not wanting to talk to
the promotion person because he knew he
would be asked for a sales promotion or
something else he didn’t want to deal with.”

But things changed when Woodbury
joined the station. She says that she and
Wilbraham were “much more communicative,
and | think we‘re much more similar people
and we talked alike, so he wasn't irritated
with me. He would listen, and he started to
see that | could help make money. Then the

Just because we don’t wear
suits doesn’t mean we don’t
know what’s going on. We
have more contact with our

listeners than anyone in the

radio station.
— Natalie DiPietro

PD found out that | could really help when
programming created the 'No Color Lines’
campaign and we cawied the concept out on
the street to our listeners. So the PD began
thinking of me as someone who protects him
from sales, and the GM realized that we could
actually help make sales.”

Some stations recognize the difference
between promotions and marketing by hav-
ing separate directors for each. Woodbury
says, “They marry nicely, and it is the same
energy. Marketing is about the growth of the

Desperately Seeking Superstar Status

music. Recently | was on a tour bus with one
of our bands, and certainly we did that, but
along with the music playing there was a com-
puter running, the Sony Playstation games
were going, and there was a movie on the
VCR. It was a tremendous amount of distrac-
tion. And the audience is also distracted by
the many different things going on, resuiting
in a longer amount of time to connect the dots
with a song and an artist.”

Maintaining reasonable expectations is
another important reminder for the industry.
“It used to be that Led Zeppelin and Van Halen
released an album every 12-16 months. Be-
cause it takes so much longer now for bands
to make an impression, we're asking our
bands to make a new record every three or
four years. The whole process is getting
stretched.out. And you can't focus solely on
the U.S. anymore, which is only half the sales.
Japan, Australia, Europe, and now the whole
Pacific Rim are becoming big business.

“We're looking globally because, like radio,
we have that immediate pressure to deliver rev-
enue,” Christensen states. “So we've got to
stretch our arms wide and ask even more from
our artists. It's not an easy situation for an art-
ist to be thrown into. They go from being a ga
rage band in a small town, grinding out hits and
touring around their area. Suddenly, they're
thrown into a situation where they're flying all
over the world, being interviewed by everyone,
and dealing with multilanguage differences.”

station and moving into the future. It's about
attracting the cume. Promotions are the day-
to-day elements that you add to the product
that keep people excited and make the prod-
uct exciting. We have an assistant promo-
tion director who covers the day-to-day pro-
motional duties.” And that allows Woodbury
to concentrate on the big picture.

Another difference among stations is who
the marketing,/promotion department reports
to — the GM or the PD. Woodbury agrees
that the program director must be respon-
sible for the marketing and imaging of the
station, but says, “The marketing person
needs to know exactly what the PD is think-
ing, and to get the point across, you have to
work in tandem. But marketing is a separate
function. It is not part of programming. It is
certainly-an embellishment, and it's neces-
sary to be effective, but it is not the same
thing. If you have a PD who feels that mar-
keting is his job, it is in his best interest to
have a 'yes’ person who doesn’t give him
any lip and simply executes his concepts.”

How can people learn what to do when it
comes to creating promotions? Says
Woodbury, “The responsibility of marketing
directors at radio stations is that they have
to remember they are managers, not just mar-
keting people. And as a manager, not only
are you getting things done, but you're teach-
ing people to do it at the same time. That
was done for me — not by my promotion men-
tors, but my programming and general man-
agers.

“|'ve made it absolutely clear that my goal
is that when anyone is missing from the de-
partment at any given time, we don't feel it

— including me. If I'm gone for a week, my’

Let It Grow

Christensen concludes, “So few artists can
really pull off being a rock star — it's hard
and takes a lot of work. There's no etiquette
school for rock stars, so we have to be pa-
tient with our artists and let them grow into
that part. There are some great records out
right now. Days Of The New has been a shin-
ing star for us. Creed is @ dynamic band with

#

Pay-For-Play: Can Everybody Win?

Continued from Page 48

very aggressive with radio, as are many other
indie stores, because we know that a well-
done commercial on a radio station can re-
sult in monumental sales. We've proven ittime
and time again. If a station is championing a
band and we have an artist-development price
of $8.99, we can blow through hundreds and
hundreds of copies like we did recently with
Marcy Playground and WRAX. We just did it
with Bran Van 3000.

“In my market, radio is almost as cheap as
print — and much more effective. We have a
great relationship with WRAX. We constantly
share a lot of information with each other. The
station will fax us their weekly playlist, and the
first thing my buyer does is look at the adds
and order a minimum of 10 copies of every-
thing that is added, even if we've never heard
of it. We don't want to be cdught short if the

STILL
, HALON

staff can run this department. It's about
teaching the assistant promotion director
how and why everything works. They are in
on every conference call, even if it's just as
an observer. They participate in walk-
throughs and brainstorming meetings, even
if it's just to sit there and listen. They can't
learn unless they actually go through the
steps.”

One can also learn by reading. Woodbury
recalls, “A few years ago, | read an article in
R&R that changed the way | thought about
radio promotions. | had been spending s0
much time trying to think of really creative
things, but the article said that general man-
agers make a big mistake by hiring a promo-
tions director based on creativity. A creative
person and an organized person are two dif-
ferent types of people. And who you want as
head of your department is the organized per-
son, the one who can implement the idea
and run a department. If you need someone
with explosive creativity, get it from program-
ming or a creative director.”

She closes by crediting her company with
raising the marketing/promotions standard
throughout the chain. “Chancellor does have
a lot of respect and understanding for the
necessity of good marketing people. The VP
of Marketing and Promotions on a corporate
level is Bev Tilden, who helps stations maxi-
mize their marketing people and programs.

Teaching and mentoring the beat
goes on,

a great lead singer. These bands will carry us
into the new millennium and become stars.

“We've got to develop these artists and
find the records that are great albums again.
Otherwise, we're going to still be scratching
our heads, looking for the next big thing. Quit
waiting for the next big thing. We've got a lot
of the next big thing right in front of us; we
just have to develop it.”

Patience, grasshopper.

station is getting a good response 10 @ SONg.

van Cleave believes an indie store can rule
in a marketplace if it has a great relationship
with local radio and gets the proper Co-0p sup-
port from the label. “If pay-to-play gains more
of a foothold,” he says, “it behooves the l&
bels to teli the retail community that it's hap-
pening. If one or two stations are having suc-
cess with a record, | can see where pay-for-
play can be used to get a consultant off their
butt to support a song. Flashing cash could
perhaps make a difference in that case. Like
anything else, anything done on a limited
basis can be good. but we are talking about
the record business here.”

Music is an emotional product. People
respond to it because a song hits them in
their heart. Both radio and retail need to make
that emotional connection to the listener/
consumer, or eise we will all be selling shoes
in the very near future.
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“The Way” FASTBALL

DO

CAROLINE’S SPINE “Wallflower” (follow-up to the Top 10 Active Rock track “Sullivan”)

ROCK

“Get ‘em Outta Here” SPRUNG MONKEY

I == o u Hollywood
e
RECORDS

coming soon THE PISTOLEROS “The Hardest Part”, BRIAN MAY solo & QUEEN 25th Anniversary
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Clieck out what people are saying
aﬁa«tsgzcwd %;(e Dcww

' 806
St O Gy,
“EASE MY M'ND\\

“It's great to have a soulful rootsy rock n'roll
record.
‘Buzz Casey, WROV

"We need more chicks to rock n'roll like this
one does’”
Jim Stone, WZ22Q

‘Stmply, it's just a bunch of great songs!”
Marty Bender, WFBQ

Album exploding at retail!
ON TOUR NOow!!

“Buried Alive”

‘Awesome hook, the production is hot .. it
jumps out of the radio..
-Jim Heron, WBOS

‘Kyle bavis gets back to the roots of rock..
-Holly Williams, WKOC

‘Already has the feel of a classic!’
-Kevin Welch, KFXJ

Album in stores on April 21st!
ON TOUR NOwW!

ENCODED
AMUSIC.

www.n2kencodedmusic.com

Radio In The Fast-Food World

Continued from Page 52

and then you move them up. The
problem is that it takes so long.
By that time, you've been on the
thing 12 weeks and you’re find-
ing out that nobody knows it or
nobody likes it. That's not good,
either.”

Although Stevens says
records should spin at least 100
times before testing, that concept
may be re-evaluated. "We may
have to increase the threshold,
since more than a few records
over 100 spins still aren't show-
ing significant familiarity.”

With so many media options
available, Stevens has to look be-
yond music in order to stand out.
“To coexist in such a cluttered en-
vironment, we have to turn the sta-
tion into a full entertainment ser-
vice instead of just a music ser-
vice. Personality is a big part of
it. The live personalities, the way
the station is produced — the non-
music elements have to be enter-
taining as well as attention-get-
ting.

“Beyond that, there's the
lifestyle aspect, where the station
starts to inject itself into other

parts of people’s daily routine or
their recreational life. If they like
to go waterskiing, maybe the sta-
tion is out at the lake every week-
end with a ski boat or a display.
You have to be part of their life.
You have to mean more to them
than just being there when they
want to hear their favorite song
for 10 minutes while driving.

it's not enough to just have
music that listeners can’t find
elsewhere, Stevens agrees, since
competition has expanded beyond
the airwaves. "You're not just
competing with radio stations that
play similar music anymore, It's
people who have CD players in the
car and the internet and CD-ROM
games with their own music that
may not even be on a commer-
cial album. My son listens to that
stuff all the time. To him, CD-
ROMs with music on them are the
same as commercial albums. He
listens to them when he wants to
hear those songs. It's only going
to get more crowded as we see
new technologies like digital sat-
ellite-delivered audio. | think that
may have the same effect on ra-
dio listening that cable had on net-
work television.”

For better or worse, the me-

dia-savvy audience is only going
to become more perceptive. “If
you look through history, you don't
find too many people who have
been successful ignoring new
technology. We need to look at our
medium as one of many choices.
It's one way of delivering audio en-
tertainment to consumers. People
listen to Talk radio, not just mu-
sic radio, because it's entertain-
ing to them. They go back and
forth. We used to think of Talk as
just an upper-demo thing, and now
you're seeing it in just about ev-
ery demo. Even in the case of
teens: With a Loveline type of
show, you have teens listening to
talk shows.

Rock’s Love Affair With Its Audience

Continued from Page 71

Cherry Poppin' Daddies: it's prob-
ably great for another format.”
But, at the same time, for Rock
formats the song is not necessar-
ily entirely what the station's
about, says Richards. “Production
must always match the attitude of
the personalities. It's something
a Rock station can do. | don’t know
another format that could really do
it. Jazz can do it their own way,
but it's never going to be a loyal
love affair like the one people will
have with a Rock station. Look at
WEBN in Cincinnati or WDVE /Pitts-

burgh. Those are stations that
have had that love affair going for
along time. It didn’t start out that
way. Active Rock stations are pri-
marily 18-34 animals that will
grow."

Richards says the Rock for-
mat is one that makes its audi-
ence happy. “It's not a format of
how many billboards can we do
and how many points can we buy
on television. If you like the heavy
stuff, which we play, you're not
going to bring in a lot of new lis-
teners. You can’t change people
to a format they don't already
enjoy. You can’t convert people

to being a listener of purely your
station unless they already love
the music. You can’t force listen-
ers to do anything. All of the
forced-listening promotions are
really not forcing listeners to do
anything. You just need to keep
your radio station exciting.

“Regardless, rock — and I'm
talking pure hard rock/active
rock, whatever the hell it is —
those listeners are passionate
about their music and, usually,
very passionate about their radio
station.”

Here's to an everlasting love
affair!

Liberated By Truth,
Brother Cane Explore Deep Pool

Continued from Page 40

playing our songs. We've become
friends on a social level as well.
Some of those people have had
invaluable opinions and critiques
of things. The only way to sell
records is if you have a song on
the radio. We have always been a
radio band. We always knew that
was how we were going to win
fans, with good songs that radio
was going to play. It's nice to have
friends who have a lot of experi-
ence and who you really know are
on your side.”

While the industry talks about
artist development, Brother Cane
has been fiving it. “You don’t know
how many times we've talked
about that among ourselves dur-
ing the last six months,” recalls
Johnson. “We feel like we're one
of the lone shining examples of

what artist development truly is,
when you consider the crossed
brows and confused looks on the
faces of the people at our record
company when we delivered our
first record, like they didn’t know
what the hell we were and what
the hell to do with us.”

He is grateful for Virgin's pa-
tience and complete hands-off
manner. Johnson says their atti-
tude was, “ ‘As much as we would
love Brother Cane to sell ten mil-
lion records, we can't tell them
what to write, and we can't tell
them what to wear. They have to
be themselves and do it on their
own.’ For us to have made a third
record of this caliber, | myst say,
I feel good for those guys at Vir-
gin. I can see it on their faces as
well. They've just said, 'Wow,
man, we had no idea you guys
were going to do this.

Acknowledgements

A project of this magnitude is never a one-man Show.

“They have always been that
type of company, from the presi
dent right down to everyone inthe
mailroom. | think some of the
most gratifying reaction we’ve had
to the record has come from the
label itself. Our whole thing came
together a little weird in the be-
ginning. Boom, there's this record
out by this band where the singer
has been singing for about a year
and writing songs for about 15
minutes. It's going to say in
Webster's, under ‘artist develop-
ment’: see Brother Cane.

“And thankfully nobody bailed
out on us. Radio didn’t jump ship,
and our label didn’t jump ship. Our
fans didn't jump ship. A guy came
up to me the other night and said,
‘Man, I'm just glad you guys have
kept doing it and made another
record.” That's the way Brother
Cane has always felt.” -

| owe a debt of gratitude to my R&R co-workers:

Frank Correia, Margo Ravel, Richard Lange, Carl Harmon, Tim Kummerow, Gary van der Steur, Mark Cope,

Melisa Gotto, Mark Solovicos, and Rich Michalowski.
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ACTIVE ROCK TOP 50 BREAKERS
]
APRIL 24, 1998 PEARL JAM
[ TOTAL PLAYS ,% i A Wishlist (Epic
W W W TW  ARTISTTITLELABEL(S) ™™ w oW Iw STAT.L?‘TS/ALDDS TOTAL PLAYSANCREASE  TOTAL STAT|0NS/ADD£ CHART
.+ DAYS OF THE NEW Shelf In The Room (Outpost/Geffen) 2154 2182 2197 2289 770 863/297 ST
; © JERRY CANTRELL Cut You In (Columbia) 2054 1990 1972 1914  79/0 -
© FOO FIGHTERS My Hero (Roswell/Capitol) 2021 1963 1976 1943  78/0
[ O  CREED Tom (Wind-up) . 1961 1927 1862 1699  80/0 MOST ADDED
| 10 g BROTHER CANE | Lie In The Bed | Make (Virgin) 1736 1671 1523 1431 781 o TR "
; 5 KENNY WAYNE SHEPHERD Bhue On Black (Revolution) 1714 1607 1748 1711 68/2 :
| 2 o @ JIMMY PAGE/ROBERT PLANT Most High (Atlantic) 1583 1535 865  — T3 | caDnanua bowmime oy a
lF MARCY PLAYGROUND SEX And Candy (Capitol) 1484 1590 1755 1977 67/0 VAN HALEN Fire in The Hole (Warmer Bros.) 18
'i 9 METALLICA The Unforgiven || (Elektra/EEG) 1456 1567 1638 1838 64/0 PEARL JAM Wishlist (Epic) 1
> w0 n ) MEGADETH Use The Man (Capitol) 1300 1367 1336 1292 76/1 CARAMEL Lucy (Alert/Geffen) 10
1 @ METALLICA Fuel (Elektra/EEG) 1300 1223 1138 1062  76/1 DLR BAND Slam Dunk (Wawazat /1) 1
s 12 12 (B STABBING WESTWARD, Save Yourself (Columbia) 1294 1245 1197 1132 761 HUM Green To Me (RCA) 10
g w7 5 1w @  SEMISONIC Closing Time (MCA) 1253 1183 1154 1087  61/1 SCOTT THOMAS BAND Black Valentine (Elekira/EEG) 8
e w14 VAN HALEN Without You (Warner Bros.) 1073 1501 1829 2005 58/0 JIMMY PAGE/ROBERT PLANT Shining In The Light (Atiantc) T
' w 1 15 s CREED My Own Prison (Wind-up) 1045 1080 1130 1235 6200 COREY GLOVER Do You First, Then Do (LaFace/Aristz) 6
w 1w 1 s SPACEHOG Mungo City (HiFi/Sire/WB) 984 1029 1065 1013 = 60/0 GUSTER Airport Song (Hybrid/Sire) b
w2 x @ JMMIES CHICKEN SHACK Dropping Anchor (Rocket/sland) 949 915 882 840  62/0
: s 2 o Q  FUEL Shimmer (550 Music) 903 862 796 710 54/1
ﬁ BREAKER (D) PEARL JAM Wishlist (Epic) 863 566 348 266 57/11 (11 2
w 1 15 . EVERCLEAR | Will Buy You A New Life (Capitol) 860 1036 1162 1179 43/0 a I n 0 e
: w 1w w2 PEARLJAM Given To Fly (Epic) 851 1014 1165 1394  54/0
: 2 2 @ BLACK LAB Time Ago (DGC/Geffen) 822 725 646 432 6072
s 2 2 @ MATCHBOX 20 Real World (Lava/Atlantic) 778 709 652 527 4073 0 n ‘h e
2 2 2 2 DAYS OF THE NEW Touch, Peel, And Stand (Outpost/Geffen) ~ 766 774 799 866 53/
n 1 2  CHRIS CORNELL Sunshower (Atiantic) 744 1009 1297 1486 410 1]
2 @  SOUL ASYLUM | Will Still Be Laughing (Columbia) 727 622 20 21 535 s c h o o I B " s
» w = @ THIRD EYE BLIND Losing A Whole Year (Flektra/EEG) 641 618 645 589  46/3
5 19 2 2 TWO 1AM A Pig (Nothing/Interscope) 631 784 1063 1173 48/0
% 1 @ DAVE MATTHEWS BAND Don’t Drink The Water (RCA) 505 498 407 103 34/ Coctol
v wu w € ECONOLINE CRUSH Home (Restless) 582 512 479 421 53/2
7 o @ VAN HALEN Fire in The Hole (Warner Bros.) 574 363 316 279 51118
2 2 2 32  LIFEOF AGONY Tangerine (Roadrunner) 573 626 655 602 52/1
2 x x € SAMIAM She Found You (lgnition) 561 508 m 346 412 MOST’IEAC;QSE ASEDWL
o 1 @ ADDICT Monsterside (Big Cat/V2) 536 462 357 256 50/2 PLAY
1 @ DEFTONES Be Quiet And Drive (Far Away) (MaverickWB) 512 399 126 46 57/4 P LS e
& @ DLRBAND Slam Dunk (Wawazat !) 472 334 235 98 4110 | PEARL JAM Wishist (Epic) 297
% % 3 a7 GREEN DAY Time Of Your Life (Good Riddance) (Reprise) 472 472 546 680 36/0 VAN HALEN Fire In The Hole (Warner Bros.) +21
CesuTh @ BIG WRECK That Song (Atlantic) 426 268 196 32 3513 WALLFLOWERS Heroes (Epic) +3
s m w3 HUNGER Moderation (Universal) 419 465 448 432 35/0 BIG WRECK That Song (Atlantic) +158
w « @ SEVENDUST Too Close To Hate (TVT) 412 358 316 193 470 DLR BAND Slam Dunk (Wawazat !!) +138
GesuTh @ GOOGOO DOLLS Iris (Warner Sunset/Reprise) 399 271 139 63 302 GOO GOO DOLLS Iris (Warner Sunset/Reprise) 28| §
@ STEGOSAURUS At The Water (Reprise) 373 350 322 157 414 DEFTONES Be Quiet A Drive (Far Away) (Waverick/WB) +113
45 44
. KENNY WAYNE SHEPHERD Blue On Black (Revolution) +107
s« a3 (@ FOO FIGHTERS Baker Street (Roswell/Capitol) 359 358 329 306 20/0 SOUL ASYLUM | Will Still Be Laughing (Columbia) +105
@ FASTBALL The Way (Hollywood) 358 283 242 167 2273 CARAMEL Lucy (AlertGeffen) Lh o
2w 2 wm 4  OUR LADY PEACE Clumsy (Columbia) 353 517 686 934  26/0 4
s 4 4« 4  JOE SATRIAN} Ceremony (Epic) N 380 344 405 22/0
w @@ ATHENAEUM What | Didn't Know (Atiantic) 336 203 241 176 251 HOTTEST
@ CARAMEL Lucy (Alert/Geffen) 318 220 151 130 37110 RECURRENTS
o @  AGENTS OF GOOD ROOTS Come On (Let Your Blood..) (RCA) 306 273 2715 267  26/0 -
® ® & o OZZY OSBOURNE Back On Earth (Eni) 295 349 406 M6 270 | g pGHTERS Everlong (RoswellCapitol)
This chart reflects airplay from April 13-19. Songs ranked by total plays. Highlighted songs indicate Breaker. MEGADETH Aimost Honest (Capitol)
i 80 Active Rock reporters. 79 current playlists. Songs below No. 25 are moved to recurrent after 26 weeks. © 1998, R&R Inc. TOOL Forty Six & 2 (Freeworld)
METALLICA The Memory Remains (Elektra/EEG)
: MEGADETH Trust (Capitol)
| X MATCHBOX 20 3am (Lava/Atiantic)
B (e O oo TOL b et
’ e L jloasl BLACK LAB Wash It Away (DGC/Geffen)
LT el e AEROSMITH Taste Of India (Columbia)
RAMMSTEIN Du Hast (Siasivondon) VERVE Lucky Man (Hut/Virgin) BIG WRECK The Oaf (Atlantic) )
Total Plays: 168, Total Stations: 19, Adds: 4 Total Plays: 124, Total Stations 12, Adds: 2 ) |
UFO Venus (1 Just Can't Quit...) (CMC) Breakers: Songs registering 600 plays or more for the first time. Bullets
GARBAGE Push It (Aimo Sounds/Interscope) Total Plays: 112, Total Stations: 9, Adds: 0 awarded to songs gaining plays over the previous week. if two songs are
Total Plays: 168, Total Stations. 10, Adds: 2 | BIG HEAD TODD & THE MONSTERS Boom Boom (Revolution) ot sk Sl st bl st Kbt el v
JOLENE Pensacola (Sire) Total Plays: 110. Total Stations: 8, Adds: 1 week increases in total plays. Weighted chart appears on R&R ONLINE. P
Total Plays: 161, Total Stations: 12, Adds: 0 Songs ranked by total plays J

Who Says Radio Never Does Anything For
“Free”?
“Free”, the new track from T he Hunger | l

from their album Cinematic Superthug
Early Believers: KUPD/Phoenix & KIBZ/Lincoln
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L]

FIND COMPLETE PLAYLISTS FOR ALL ACTIVE ROCK RERORTERS ON R&R ONLINE

April 24, 1998 R&R * 81

WRCX/Chicago
{312] 861-8100
Richards‘Robinsen

24wysp

THE ROCK STATION

WYSP/Philadelphia

(215) 625-9460
Sabean/Mirsky

MARKET #6
KEGL/Dallas

(972) 863-9700
Stevens'Scull

MARKET 26
KTXQ/Dallas

(214} 528-5500
Lockridge/Redbeard

WKRK/Detroit

(248} 423-3300
Gorman/Surrena

Fowasd otosn muiniigs

£ T ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE
™ w T IW W W Tw IW 2w IW W W TW IW W LW TW
31 % 3% 33 JOE SATRIANI/Ceremony 35 32 34 36 METALLICAThe Unlorgiven I 48 44 41 a4 JERRY CANTRELL/Cut You tn 17 36 39 PAGE/PLANT/Most High 31 31 30 32 DAYS OF THE NEW/Touch. Peel. And
- % 35 32 PAGE/PLANT/Most High 33 35 33 36 OAYS OF THE NEW/Shelt In The Room 44 43 44 44 FOO FIGHTERS/Baker Street 17 17 17 39 VAN HALENfite In The Hole 30 32 32 31 MARCY PLAYGRDUND/Sex And Cany
M 78 2 38 MEGADETH/Use The Man 22 34 33 34 FOO FIGHTERS/My Heto 46 23 42 43 OAYS OF THE NEW/Shell In The Room 32 34 39 CHRIS CORNELL/Sunshower 28 31 31 31 METALLICAFuei
3 2% 31 29 FOD FIGHTERS/My Hero 20 34 33 PAGE/PLANT/Most High 8 27 37 41 KENNY WAYNE SHEPHERD/Blue On Black 31 31 32 37 CREED/Torn 32 30 32 31 PEARL JAM/Given To Fly
1) % 27 25 METALLICA/Fuel 36 36 36 32 VAN HALENWithout You 17 35 40 39 CREEO/Torn 28 23 25 26 METALLICA/Fuel 32 31 31 30 MEFALLICA/The Untorgiven Il
% 917 21 METALLICAThe Unlorgwven i 21 20 21 29 JERRY CANTRELL/Cut You In 15 13 33 37 MEGADETH/Use The Man - < 24 PEARL JAMWishlist < 21 32 29 PAGE/PLANT/Most High
% 4 21 22 MEGADETH/AImos! Honest 9 21 23 23 CREED/Torn 43 38 38 36 TOOLfForty S & 2 16 17 17 22 JERRY CANTRELL/CW You In 12 13 14 25 FOO FIGHTERSMy Hero
% 1 18 20 JEARY CANTRELL/Cut You In 9 12 19 23 BROTHER CANEA Lie In The Bed 35 35 34 35 METALLICA/Fuel 21 WALLFLOWERS/Heroes 18 10 10 16 TWON Am APg
1 17 19 13 CREED/Torn 19 19 17 20 PEARL JAM/In Hiding 26 22 25 27 DLA BAND/Siam Ounk 14 17 17 21 KENNY WAYNE SHEPHERD/Blue On Black 31 1B 14 16 VAN HALENWithou! You
15 17 18 17 BROTHER CANEA Lie In The Bed 22 24 22 20 MARCY PLAYGROUND/Sex And Candy 11 19 18 21 FEEDER/Cement 15 16 17 21 BROTHER CANE/I Lie In The Beg 30 32 32 16 LED ZEPPELINMhe Girl | Love
110 M 17 MARCY PLAYGROUNO/Sex And Candy 14 19 DLR BAND/Slam Dunk 21 18 19 21 TWO/ Am A Py 10 15 17 20 DAVE MATTHEWS BAND/Don'l Drink. 17 8 B 15 STABBING WESTWARD/Save Yourselt
4 16 15 16 VAN HALENFire In The Hole 21 19 22 18 MEGADETH/Use The Man 3 16 18 PAGE/PLANT/Most High - - 16 20 GOO-GOO DOLLS/ns 16 15 13 15 JERRY CANTRELL/Cut You In
% 18 15 14 DAYS OF THE NEW/Sheif Tn The Room 20 17 18 18 METALLICA/Fuet - 17 VAN HALENfFire In The Hole 17 15 17 19 FOO FIGHTERS/My Hero - 15 CREED/Torn
% 18 16 14 FAITH NO MOREALast Cup Of Sorrow 18 18 20 18 DAYS OF THE NEW/Touch, Peel. And. 20 B 22 16 PEARL JAM/Wishlis! 10 15 18 19 VERVELucky Man 9 13 12 13 FOO FIGHTERS/Baker Sireet
12 11 20 14 OFFSPRING/Gone Avay - < 17 PEARL JAMMWishlist 14 11 16 15 MARCY PLAYGROUND/Sex And Candy 18 14 15 19 VAN ZANT/Rage 9 12 11 12 DAYS OF THE NEW/Shell In The Room
715 9 13 MEGADETH/Trust 8 10 10 13 BLACK LABime Ago 14 14 16 14 STABBING WESTWARD/Save Yourselt 10 9 9 19 STABBING WESTWARD/Save Yoursell 12 - 1t 92 MATCHBOX 20/Push
113 10 12 STABBING WESTWARD/Save Yourselt 19 20 21 13 FOO FIGHTERS/Baker Street 43 41 15 14 SEVENDUST/Black 1417 16 19 "SEMISONIC/Closing Time 13 12 10 11 JANE'S ADOICTIONAane Says
11 12 12 SOUNDGARDEN/Rhinosaur 19 12 9 12 TWO Am A Pig 10 9 13 14 LED ZEPPELINAe Girl | Love - 10 16 _REVEREND HORTON HEAT/Lle Detector 8 11 12 11 PEARL JAM/in hiding
012 7 11 OFFSPRING/I Choose 12 8 8 11 JIMMIE'S CHICKEN.../Dropping Anchor 8 9 15 12 SPACEHOG/Mungo City 1110 8 12 COURSE OF EMPIRE/The Information 11 16 11 BROTHER CANE/ Lie in The Bed
7 11 10 11 DAYS OF THE NEW/Touch. Peel, And. 34 30 36 11 PEARL JAWGwen To Fiy 10 9 15 12 LIFE OF AGONY/Tangerine 10 12 7 12 SPACEHOG/Mungo City 9 10 11 11 FAITH ND MORERast Cup OF Sonow
3 15 11 10 OFFSPRING/Amazed 7 10 9 10 LIFE OF AGONY/Tangerine 20 19 20 12 CHRAIS CORNELUSunshower <9 11 FASTBALL/The Way 1210 10 11 TONICAt You Could Only.
%5 11 16 10 0ZZY OSBOURNE/Back On Earth 10 10 12 10 STABBING WESTWARD/Save Yoursell 6 7 11 12 METALLICAThe Untorgiven tf 8 10 10 10 DAYS OF THE NEW/Shetl tn The Room 1t 9 9 11 BUSHMouth
[ - - - 9 PAGE/PLANT/Shining In The Light - = - 8 FOO FIGHTERS/Everiong 22 20 24 12 VAN HALENWithout You 7 11 9 10 GARBAGE/Push it 1112 12 11 LVELakinis Julce
42 10 9 9 DEFTONES/Be Quiet And. - 7 COLLECTIVE SOUL/Listen 8 8 11 11 CREED/My Own Prison - - 7 9 FOAM/Rollercoaster 12 12 10 10 CHRIS CORNELL/Sunshover
130 9 9 FOO FIGHTERS/Everiong 7 7 SOUNDGARDEN/Pretty Noose 7 7 710 VERVEBitter Sweet 109 8 9 HUNGER/Moderation 18 14 13 10 CREED/My Own Prson
W13 8 9 FOO FIGHTERS/Monkey Wrench 9 6 - 7 STABBING WESTWARD/Shame - 9 THIRD EYE BLIND/Losing A Whole Year -7 9 SOUL ASYLUM/ Wil Stili Be 1210 MEGADETH/Trust
« 6 11 8 PEARL JAM/Wishlist B - - 6 BETTER THAN EZRA/Desperately Wanting 6 10 9 RAMMSTEIN/Du Hast - - 11 8 HAGFISH/Envy 10 10 10 10 TONIC/Open Up Your Eves
210 10 8 LIFE OF AGONY/Tangerine 7 6 6 6 LivE/lakmi's Juice 12 9 9 8 SEMISONIC/Closing Time 6 8 7 8 AERDSMITH/Pink 17 9 11 10 OZLZY OSBOURNE/ack On fanh
7 914 8 SEMISONIC/Closing Time 8 - - 6 COLLECTVE SOUL/Precious Declaration - 310 8 SEVENDUST/Too Close To Hate 6 7 - 6 MAICHBOX 20/Push 12 10 10§ MEGAOETH/AImOSt Honest
11 9 11 8 SEVENDUST/Btack - 7 6 SOUNDGARDEN/Rhinosaur 6 5 8 8 OZZY OSBOURNE/Back On Earth 4 5 5 & MATCHBOX 203am 12 16 13 8 MEGADETH/Use The Man
MARKET #10 MARKET #14
WRIF/Detroit WAAF/Boston KXXR/Minneapolis ; ; % ! KIDZ/San Diego WRCN/Long Island
(248) 547-0101 (617) 236-1073 (612) 545-5601 I ) - {619) 565-6006 (516) 4511039
Podetl/welhngton 107.3 FM Douglas/Oslerling PURE ROCK Linder:Jones Dukes/Leder Rodger
nars ARTIST/TTLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE
LR BURY IW W LW TW IW 2W LW T I 2W LW TW IW W LW TW
9 25 35 34 DLA BAND/Slam Dunk 35 36 38 36 MARCY PLAYGROUND/Sex And Candy 27 31 30 PAGE/PLANT/Most High 14 27 20 PAGE/PLANT/Most High 32 35 37 37 JERRY CANTRELL/CW You In
334 34 PAGE/PLANT/Most High 34 32 34 38 METALLICA/Fuel 21 25 25 25 KENNY WAYNE SHEPHERD/Blue On Black 13 14 20 18 TOOLfForty Six & 2 37 33 35 35 VAN HALENWthout You
3 31 34 31 DAYS OF THE NEW/Shelt In The Room 29 29 31 32 SEVENDUST/Black 14 20 25 22 STABBING WESTWARD/Save Yoursell 13 11 20 17 DAYS OF THE NEW/Shelf In The Room 35 33 36 35 KENNY WAYNE SHEPHERD/BIue On Black
1 11 14 28 KENNY WAYNE SHEPHERD/Blue On Biack 33 30 32 32 TOOLForty Six & 2 14 14 19 22 BROTHER CANE/I Lie 1n The Bed. 19 26 26 16 FOD FIGHTERSAMy Hero 37 34 35 34 DAYS OF THE NEW/Shell In The Room
5 18 26 21 PEARL JAMWishlist 35 35 37 31 £OO FIGHTERS/My Hero 25 25 25 22 TWOA Am A Pig 23 22 24 16 METALLICA/The Unforgiven I 19 19 23 32 BROTHER CANE/ Lie In The Beo.
15 1¢ 24 20 FOO FIGHTERS/Baker Streel 36 34 33 30 CAROLINE'S SPINE/Sultivan 9 18 13 20 ODLR BAND/Slam Dunk 21 16 14 16 VAN HALEN/Fire In The Hole 25 28 25 27 FOO FIGHTERS/My Hero
2122 21 19 MARCY PLAYGROUND/Sex And Candy 8 28 30 30 PEARL JAMAWshlist 13 13 13 17 VAN HALEN/Fire In The Hole 12 14 15 15 KENKY WAYNE SHEPHERD/Blue On Black 24 28 2 26 EVERCLEARA Wil Buy You
% 20 19 18 BROTHER CANEA Lie In The Bet 35 31 33 28 CREED/My Own Prison 25 18 13 15 MEJALLICA/The Unlorgiven Il 16 20 B 15 CREEDMy Own Prison 23 25 24 25 WETALLICAThe Unforguven Il
19 19 17 METALLICA/The Unforgiven It 25 26 27 28 FUEUShimmer 13 12 12 15 METALLICA%Fuel 18 14 16 14 JERRY CANTRELL/Cut You In 25 27 23 23 SEMISONIC/Closing Time
- - 1 16 CHRIS CORNELL/Sunshower 31 26 23 28 CARAMELLucy -5 12 13 JERRY CANTRELL/Devil By His Side 20 21 18 14 TOOL/H* 12 16 15 22 MATCHBOX 20/Reai World
N 23 19 15 VAN HALENWithout You 15 19 25 27 MEGADETH/Use The Man 7 8 7 12 MEGAOETH/Trust 15 6 6 13 FOO FIGHTERS/Evertong 24 25 23 21 FEEDER/Cement
219 17 14 JERRY CANTRELL/Cut You In 29 27 30 26 TOOUAenema 10 13 9 11 TOOL/Aenema 12 15 15 13 CREED/Torn 21 16 16 18 CAEEDTom
129 13 14 JOE SATRIANI/Ceremany 24 25 26 26° FEEDER/Mescend 7 11 9 11 JOE SATAIANNCeremony 16 14 13 12 HUNGER/Mogeration 20 18 19 18 MEGADETHWUse The Man
3 1 14 UFONenus (1 Just..} 28 32 33 25 JERRY CANTRELL/Gut You In 13 12 12 10 CREED/Torn 126 8 12 MEGADETH/Trust 13 18 15 18 BLACK LABTime Ago
§ 11 10 13 METALLICA/Fuel 18 26 26 24 STABBING WESTWARD/Save Yoursell 8 9 10 RAMMSTEIN/OU Hast T 7 8 11 METALLICAfFue! 12 15 18 STABBING WESTWARD/Save Yoursell
T 8 6 13 CREED/Torn 25 25 23 22 BROTHER CANE/ Lie In The Bed 12 15 12 10 PEARL JAM/Given To Fly - - 10 WALLFLOWERS/Heroes 11 15 18 SOUL ASYLUM/I Wilt St Be
§ 7 9 10 TWOA Am A Pig 10 12 11 21 FILTER & CRYSTAL..J{Can't You) Trip 139 13 9 MEGADETHUse The Man- 7 8 9 10 SPRUNG MONKEY/Get ‘Em Outta Here 15 13 14 17 FUEBL/Shimmer
3 32 33 10 CREEDMy Own Prison 31 26 27 17 DAYS OF THE NEW/Shelf In The Room 7 7 7 9 METALLICAThe Memory Remains 16 15 16 9 CHRIS CORNELL/Sunshower 11 16 16 PAGE/PLART/Mos) High
6 6 & 9 ADDICT/Monsterside - - 17 COREY GLOVER/Mo You First. 6 8 7 T SOUNDGARDEN/Burden In My Hand 9 9 RAMMSTEIN/Du Hast 33 37 34 16 PEARL JAM/Given To Fly
4 9 5 8 SPACEMOG/Mungo City 1114 14 17 FAT/Numb 9 7 9 7 OFFSPRING/Gone Away 8 6 9 8 LUCY'S FUR CDATMagic 12 15 OLR BAND/SIlam Dunk
9 - 2 7 VAN HALENFire In The Hoie 15 16 16 15 CREED/Torn 6 9 7 7 MEGADETH/AImost Hanest 8 10 7 8 FEGADETH/Use The Man 15 BIG WRECK/Thal Song
§ 5 5 6 GOVT MULE/Mlind Man In 15 15 15 15 HUNGER/Moderation 5 5§ 4 6 METALLICA/Bleeding Me 3 9 9 8 ECONOLINE CRUSHHome 14 13 14 14 CARAMEL/Lucy
1 5 & DEFTONES/Be Quiet And. 5 13 15 14 DEFTONES/Be Qulet And. - 7 - 6 METALLICA/King Nothing 10 9 9 B PEARL JAM/In Hiding 27 24 24 12 COOL FOR AUGUST/Walk Away
12 5 & ATHENAEUMAWhat 1 Dido't Know 24 21 20 14 VAN HALEN'Without You - - - 5 SEVENDUST/Black 8 6§ 7 7 MEGADETH/AImost Hones! 12 13 12 12 LUXXSoul Of Me
4 5 5 6 JMMIES CHICKEN.. /Dropping Anchor 10 16 16 13 SPACEHOGMungo Cily 5 7 6 S BLINK182/Dammit (Growing Up) 8 9 6 7 DRAIN S.TH/ Dot Ming 12 10 10 12 COLLECTIVE SOUL/Precious Declarafion
714 3 5 FOO FIGHTERS/My Hero 2 9 14 13 RAMMSTEIN/Du Hast 5 6 3 5 FOO FIGHTEAS/My Hero 7 6 4 7 OFFSPRING/The Meaning Of Lite 15 15 14 11 BLINK 182/Dammit (Growng Up)
4 6 4 5 SEVENDUST/Too Close To Hate 14 13 13 13 TWO/ Am A Pig 5 5 6 5 DAYS OF THE NEW/Sheit In The Room | 8. 7 7 7 TWONAm AP 9 10 10 11 SAMIAWShe Found You
- 4 5 BLACK LAB/Time Ago 5 11 13 LIMP BIZKIT/Nobody Loves Me 5 6 6 5 FEEQER/Cement 9 11 10 7 SEVENDUST/Black 12 10 10 11 BLUE OYSTER CULT/See You In Black
. 15 STEGDSAURUS/AI The Water 12 15 10 13 FOO FIGHTERS/Everlong - 4 5 5 PISTONTurbulent 8 8 9 7 PEARL JAM/No Way 10 11 10 11 SPACEHOG/Mungo City
8 5 8 5 VAN ZANT/Rage - -8 12 BIG WRECK/That Song 6 6 5 5 SEVENOUSI/Too Close To Hate 5 9 3 T GARY HOEYMisitlou 15 14 7 10 TWO/ Am APy

o
. -,
KUPD/Phoenix WIYY/Baltimore 9 WXTB/Tampa W [:K KBPI/Denver Wy wmms WMMS/Cleveland
(602) 345-5921 (410) 889-0098 Rure TRk 813) 572-3808 (303) 899-4201 o OO Gap | |6 7819667
ReALAOCK Jeffoes Strauss/Heckman Hardin/Mediin Trerockms | | Richards/Hung gg:;lr:\ananpaceman
PAYS ARTIST/TITLE PLAYS ARTIST/TITLE PLAYS ARTISTTITLE PLAYS ARTIST/TITLE PLAYS ARTIST/TITLE
WOIW LW Tw 3w 2W LW Tw 3w W LW TW IwW 2w LW Tw 3w W LW Tw
1916 20 27 FOO FIGHTERSMy Hero 21 21 27 29 CREED/Torn 36 39 37 31 CREED/Ode 33 33 34 33 MARCY PLAYGROUND/Sex And Candy 26 23 25 22 MARCY PLAYGROUND/Sex And Candy
% 25 26 27 DAYS OF THE NEW/Shetl In The Room - - 29 WALLFLOWERS/Heroes 31 24 38 37 JERRY CANTRELLICut You In 32 33 32 33 TOOLfForty Six & 2 28 21 23 22 GREEN DAY/Time Of Your Life
2 27 27 22 JERRY CANTRELLICu You o 32 30 28 28 MARCY PLAYGROUND/Sex And Candy 35 37 39 34 MEGADETH/Trust 33 32 33 32 METALLICA'The Unforgiven 1 16 19 21 22 FOO RGHTERS/My Hero
2 20 18 22 LIFE OF AGONY/Tangerine 27 28 29 27 METALLICATThe Unforgiven i 17 18 36 30 DAYS OF THE NEW/Touch, Peel, And.. 33 32 33 32 DAYS OF THE NEW/Shell In The Room 1720 23 21 DAYS OF THE NEW/Shell In The Room
114 16 22 CREED/Torn 21 21 20 25 BROTHER CANEA Lie In The Bed. 17 19 20 28 MEGAOETHUse The Man 20 20 20 32 FOO FIGHTERS/My Hero 26 18 17 20 KENNY WAYNE SHEPHERD/BIue On Black
2 26 24 22 MEGADETHUse The Man 31 30 23 24 DAYS OF THE NEW/Shelt In The Room 1111 22 25 BROTHER CANE Lle In Tne Bed 19 18 19 21 SAMIAWSe Found You 15 21 22 19 FOD FIGHTERS/Baker Street
2 18 17 20 JIMMIE'S CHICKEN.. /Dropping Anchor - 29 30 23 PAGEPLANT Most High 20 22 22 24 METALLICAFuel 19 20 18 13 JERRY CANTRELLICut You In 24 20 19 PAGE/PLANT/Most High
5 19 VAN HALEN/Fire In The Hole 32 22 18 22 FOO FIGHTERS/My Hero 20 22 22 24 KENNY WAYNE SHEPHERD/Biue Dn Black 11 18 18 19 MEGAOETHUse The Man 12 16 17 18 BROTHER CANE/I Lie In The Bed
1113 12 19 METALLICA/Fuel 20 21 22 22 JERAY CANTRELLICuI You In 1112 20 24 NEUROTICAEasy Speak 19 19 18 18 SEVEN MARY THREE/Cumbersome 14 16 16 17 VAN HALENWithout You
2119 17 18 BROTHER CANEA Lie in The Bed. .~ - 20 QLR BAND/Siam Dunk - - 20 22 PAGE/PLANTMost High 16 18 32 18 CREED/Torn 2323 15 17 METACLICKTne Untorgwen I
- 8 20 17 PAGEPPLANT/Most High 2 19 PEARL JAMMshist 109 18 20 CREED/orn - - 18 FOO FIGHTERS/Baker Street . 9 15 FASTBALL/The Way
5 16 RAMMSTEINOU Hast 15 15 B 18 KENNY WAYNE SHEPHERD/Blue On Black 10 20 DAYS OF THE NEW/The Down Town 10 11 14 17 SEMISONIC/Ciosing Time 1417 15 15 SEMISONIC/Closing Time
1716 13 16 AGNES GOOCH/MI-C 20 13 19 15 FOAM/Rollercoaster 15 16 17 “14 CREEO/My Own Prison 18 17 18 17 SMASH MOUTHMWalkin' On The Sun 15 14 15 1S JOE SATRIANI/Ceremony
115 15 15 AODICT/Monsterside 14 9 B 15 AEROSMITH/Taste Of India 36 21 13 13 MARCY PLAYGROUND/Sex And Candy 17 15 16 16 DAYS OF THE NEW/Touch, Peel, And 17 15 13 14 JERAY CANTRELL/Cul You In
15 15 16 14 DEFTONES/Be Quiet And. 7 14 15 14 METALLICA/Fuet 6 11 12 13 STABBING WESTWARD/Save Yourself 18 - 13 16 BUSH/OI 1313 PEARL JAMWishiist
117 18 14 SPACEHOG/Mungo City -~ - 10 13 STEGOSAUAUS/At The Water - 28 21 13 TOOLAenema 14 12 14 15 VAN HALENFire (n The Hole 9 13 9 12 MAIGHBOX 20/Reai Warid
2 17 15 14 STABBING WESTWARD/Save Yoursell 12 12 14 12 STABBING WESTWARD/Save Yourselt 77 11 12 ADDICT/Monstesside 20 18 15 15 OFFSPAING/Gone Away 25 21 17 12 CREED/My Own Prison
.- 6 13 SOUL ASYLUMI Wil Stil Be 11 11 10 12 0ZZY OSBOURNE/Back On Earth -6 10 11 SEVENDUST/Too Close To Hate 14 12 12 14 RAGE AGAINST./The Ghost 01 Tom 12 10 12 11 MEVALLICA/Fuel
4 13 15 13 OLR BAND/Slam Dunk 7 10 11 11 FQO FIGHTERS/Everlang 5 12 11 BLACK LABTime Ago 18 16 16 14 LIVEfFreaks 14 13 14 11 JIMMIE'S CHICKEN. /Dropping Anchor
8 16 13 12 SHIFT/ Want fo Be Rich 9 10 11 11 DAYS OF THE NEW/Touch, Peel, And S 11 10 11 SAMIAM/She Found You 14 15 12 14 BUSH/Mouth 11 12 9 11 CARAMEL/Lucy
% 12 10 11 TOOUAenema 12 11 12 11 MEGADETH/Use The Man 1212 11 11 LIFE OF AGONY/Tangerine -~~~ 13 KENNY WAYNE SHEPHERD/Bue On Black 10 12 - 11 SMASI MOUTHMalkin' On The Sun
1§ 12 14 11 SEVENDUST/Black 13 10 15 11 PEARL JAM/Gwen To Fly 1413 - 10 METALLICAThe Untorgwen 1 33 34 16 13 CREEO/My Own Prison 117 10 11 TAITH NO MOREfLast Cup Of Sorrow
112 12 11 OFFSPRING/Gone Away 6 9 B 10 FOO FIGHTERS/Baker Street 33 23 12 10 DAYS OF THE NEW/Shelt n The Room 10 10 18 12 FASTBALL/The Way 9 13 11 10 LIFE OF AGONY/Tangerine
0113 1 LiVELakinis Juice 10 10 11 10 MEGAOETH/AImost Honest 10 12 11 10 TWO! Am A Prg 17 16 14 12 FOD FIGHTERS/Everlong - 7 10 MEGADETH/Use The Man
T 11 12 11 DAYS OF THE NEW/Touch, Peel, And. 111 149 MEGADETH/rus) 10 11 10 9 FAT/Numb 14 12 12 GREEN OAV/Time Of Your Lie. 9 10 11 10 TONICA! You Couid Only.
1 11 13 10 CREED/My Own Prison 9 3 7 7 JIMMIES CHICKEN.. /Drapping Anchor © - 8 9 JERRY CANTRELL/Ockeye 10 - 11 12 METALLICAMero Of The Day ' 129 11 10 NAKED/Mana's Chinese
1 8 12 10 METALLICAThe Memary Remains 6 12 13 6 CREEDMy Own Prison 7 5 6 1 SPACEHOG/Mungo Gily 10 10 17 11 ECONOLINE CRUSHMome 111 119 CREEOMorn
711 12 10 MEGADETH/Trust 20 20 19 2 VAN HALENAithout You 17 31 17 6 0Z2Y OSBOURNE/Back On Earth 9 10 12 11 JIMMIE'S CHICKEN../Diopping Anchar 9 8 8 8 FUEL/Shimmer
1010 13 10 LIFE OF AGONY/Weeds 18 7 6 6 THIAD EVE BLIND/Losing A Whole Year 12 11 BROTHER CANEA Lie In The Bed 6 10 8 B SEVENDUSTAoo Close To Hate
9 GANDHARVAS/Mowntime 20 23 8 6 FO0 Hero 1211 DEFTONES/Be Quet And 128 11 8 OAYS OF THE NEW/Touch, Peel. And.

MARKET #24

KUFQ/Portiand, OR
(503; 222-t011
Numme/Scott

KORC/Kansas City

(913) 384-9300
Richards/Knight

KRX@/Sacramento
{918) 334-7777
Johnson/Brooks

MARKET #28

K$SJO/San Jose
(408) 453-5400
Jang/free

WLZR/Milwaukee

LRZER IO3

(414) 454-0300
Hastings/Mee

ARTISTMTLE

TOOUForty Six & 2

FOD FIGHTERS/Wy Hero

FAITH NO MORE/Ashes To Ashes
EVERCLEARA Wil Buy You.
METALLICA/Fuel

CREEDMy Own Prison

MARCY PLAYGROUND/Sex And Candy
PAGE/PLANT/Mos! High
METALLICA/The Untorglven il

JEARY CANTRELL/Cu! You In

PEARL JAM/In Hiding
FUEL/Shimmer

FAITH NO MDREALast Cup O Sorfow
BROTHER CANEA Lie In The Bed
DAYS OF THE NEW/Sheil in The Room
STARBING WESTWARD/Save Yoursett
DAYS OF THE NEW/Touch, Peel, And.
MEGADETH/AImos! Hanest
EVERCLEAR/Everything To

FOO FIGHTERS/Everiong

CAKE/The Oistance

CREED/Torn

PEARL JAM/Given To Fiy
TDDUAenema

DEFTONES/Be Quiet And

TOOL H™

MATCHBOX 20/3am

METALLICA/The Memory Remains
CHRIS CORNELL/Sunshower
SEVENDUST/Too Close To Hate

ARTIST/TITLE

BIG WRECK/The Oat

FOO FIGHTERS/My Hero

MARCY PLAYGROUND/Sex And Candy
CREED/Torn

METALLICA/The Untorgiven il

DAYS OF THE NEW/Touch, Peel. And
CREED/My Own Prison

BROTHER CANEA Lie In The Bed

FDO FIGHTERS/Everiong

PEARL JAM/Wishlist

JERRY CANTRELL/Cut You tn

SOUL ASYLUM/I Wikt Still Be

FOO FIGHTERS/Baker Street

OLA BAND/King Of The Hilt

DAYS OF THE NEW/Shelt In The Room
VAN HALEN/Without You
SPACEHOG/Mungo Cily
PAGE/PLANT/Mos1 High

KENNY WAYNE SHEPHERO/Blue On Black
METALLICA/Fuel

METALLICA/The Memory Remains
STABBING WES'WARD/Save Yoursell
JIMMIE'S CHICKEN.. /Deopping-Anchor
LED ZEPPELIN/The Girt | Love
MEGADETH/Use The Man

LIMP BIZKIT/Counterfelt.
PISTON/Turbutent

CARAMEL/Lucy

AGENTS OF GOOD ROQTS/Come On (Let...)
ECONQLINE CRUSH/Home

ARTIST/TITLE

METALLICA/Fuel
MEGADETH/Use The Man
JERRY CANTRELL/Cut You In
CREED/Torn

TOOLForty Six & 2

STABBING WESTWARD/Save Yoursell
MATCHBOX 20/Real World
SOUL ASYLUMA Wilt Sl Be.
STEGOSAURUS/At The Water
FAITH NO MORE/Ashes To Ashes
FOO FIGHTERS/My Hero

PEARL JAM/in Hiding
FUEL/Shimmer

BROTHER CANE/I Lie (n The Bed.
SAMIAM/She Found You
GANDHARVAS/Downtime
PAGE/PLANT/Most High

JOE SATRIANU/Ceremany

LIFE OF AGONY/Tangerine
CARAMELALucy
MEGADETH/Almost Honest

FOO FIGHTERS/Baker Street
DAYS OF THE NEW/Touch. Peel, And
ECONOLINE CRUSH/Home
SUBLIME/Wrong Way
SOAK/Shutter Gut
SEVENDUST/Too Close To Hate
ADDICTMonsterside
OLEANDEA/Why I'm Here

MARCY PLAYGROUND/Sex And Candy

BRW BW NG~

ARTIST/TITLE

DAYS OF THE NEW/Shels In The Room
KENNY WAYNE SHEPHERD/Blue On Black
CREED/Tarn

METALLICA/Fuet

CHAIS CORNELL/Sunshower
STABBING WESTWARD/Save Yourselt
BROTHER CANEA Lie In The Bed.
UFONenus (1 Just.)
PAGE/PLANT/Most High
SPACEHOG/Mungo City
MEGADETH/Use-The Man

FOO FIGHTERS/Baker Street
EVERCLEAR/I Will Buy You

JERRY CANTRELL/Cut You in

PEARL JAM/MWishlist

PEARL JAM/Given To Fly

JOE SATRIANI/Ceremony

JIMMIE'S CHICKEN.. /Dropping Anchor
VAN HALEN/Without You
MEGADETH/Trust

TOOLForty Six & 2

BLACK LAB/Time Aga

VAN HALEN/Fire In The Hole

LIFE OF AGONY/Tangerine

STONE TEMPLE PILOTS/Teippin’ On A Hale
TONIC/Open Up Your Eyes
DEFTONES/Be Quiet And.

CREEDMy Own Prison

MATCHBOX 20/Push

TONIC/t You Could Only.

ARTISTTITLE

DAYS OF THE NEW/Sheil In The Room
METALLICA/The Unforgiven I

KENNY WAYNE SHEPHERD/Blue On Biack
FOO FIGHTERS/My Hero

JEARY CANTRELL/Cut You In
CREEOMy Own Prison
PAGE/PLANT/Mos1 High

CREED/Torn

OLR BAND/Slam Dunk
MEGADETH/Use The Man

PEARL JAM/In Hiding

STABBING WESTWARD/Save Yoursell
METALLICA/Fue!

BROTHER CANE/I Lie In The Bed.

VAN HALENFire in The Hole

MARCY PLAYGROUND/Sex And Candy
13 FOO FIGHTERS/Baker Street

11 TOOU/Aenema

10 FOO FIGHTERS/Everiong

10 DAYS OF THE NEW/The Down Town

8 DAYS OF THE NEW/Touch. Pee), And
8  BLACK LABMime Ago

8 ECONOLINE CRUSH/Home

8 JIMMIE'S CHICKEN.. /Dropping Anchor
8 AAMMSTEIN/Du Hast

7 ADDICTMonsterside

7 SAMIAM/She Found You

7 BIG WRECK/That Song

7 SEVENDUSY/Too Close To Hate

& DEFTONES/Be Quiet And.

Lo commawNn NS -
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82 * R&R April 24,1998

REPORTERS

KEYJ/Abilene, TX

OM/PD: Randy Jones

MD Dave Michaels
WALLFLOWERS Heroes™

KZRK/Amarillo, TX

POMD: David Kane
WALLFLOWERS Veroes
GARBAGE “Push

KLBJ/Auslin, TX

DM: Je# Carrol

MD: Loris Lowe
MELALLICA Fodl”
HM oot
WALLRLOWERS Horoes'

KRAB/Bakerstield, CA
PO Chits Squwes.
GARGAGE P

7 PAGEPLANT Mot

& BROTHERCAME Bat'
VANHALEN Foe

WIYY/Balttmore, MO
PO: Rick Strauss
APOMD. Rob Heckman
2B WAL FLOWERS Heroes

WCPR/Biloxi, MS
OM: Kenny Vest

PD Wayne Watkins
APDMO. Scol Fox

WAAF/Bosion, MA
PD. Dave Douglas
APD. Ron Valernd

MD: John Ostedind
4 LIFEOFAGONY “Tangerme
4 VANHALEN Fire

LSA a

WKPE/Cape Cod, MA
PO Dan Towers

W2NF/Champaign, IL
PO: Sturgis
MO. Stacy Conner
PEARL AN Wit
S

GAMHARAS Dowmne”
RANMSTEN ol

WXRC/Charlotte, NC
POMD. Ron Bowen

WALLFLOWERS Heroes
CORFYGLOVER st

WRCX/Chicago. IL

$tn Mgc.: Dave Richards

APDMD: Jo Robinson

9 PRGEPLANT Stemy

5 KENNY WAYNE SHEPHERD Bue
HUM Groo

KRQR/Chico, CA
PO: Eric Brown
APDMO. Don Wilson
3
VERVE Lucky
GANDHARVAS “Dowrtime
WALLH OWERS “Herces

WMMS/Cleveland, OH
PD Bob Neumann
APDMD. Spaceman Scott
5 WALLFLOWERS Heroes™

K0LOLolorado Sprngs, CO
Stn Mgr/PO- Rich Hawk
APOMD. Don Jantzen

WAZU/Cotumbus, OH

PD: Greg Ausham

MD: Mark Pennington
SAVATAGE “Paagons
OLRBAND Sam

80 Total Reporters

WBZX/Columbus, OH

PD Hal Fish

APDMD: Ronmi Hunter
VANHALEN Fre”
WALLFLOWERS “Hmes'

KNCN/Corpus Christi, TX
PO Keifi Cluque
MD: Eric Slayter

DLRBAND Sam

WALLFLOWERS Yieroes

KRAD/Corpus Christi, TX
PO: Kenny Mann
APD: Laura Stewart
MD: Cory Smith
15 CARAMEL Lucy
GANDHARVAS “Dowrisme
10 SPEED “Space

KEGL/Dallas, T™X

PD: Greg Stevens

APOMD. Cindy Scull
WALLFLOWERS Heross:

KTXQ/Dailas, TX
PD. Andy Lockridge
WD Redbeard
2 WALLFLOWERS Yeroes
COURSE OF EMPIRE “Kaghan

KBP1/Denver, CO
PD: Bob Richards
MD Wille B Hung
13 KENY WAYNE SHEPHERD ‘Blue™
HIM “Groen’

KAZR/Des Moines, 1A

PD: Troy Hanson

MD: Paul Dsiund
NHALEN Fre
DAYS OF THE NEW “Dowrt”
PEARL JAM ‘Wishiest
RORSCHACH TEST “Sex’
(NP BIOT Courtdown™

WKRK/Detroit, Ml

PD: John Gorman

MC. Matt Surrena
PEARL JAM ‘Wi
THRDEVE 81 INOLosmg
DLRBAND “Stam’

WRIF/Detrott, M
OM: Doug Podelt
APDMD Dave Wellinglon
VERVE Ludy”
WALLFLDERS Heroes
Man

MEGADETH
STABBINGWESTWARD “Save

WGBF/Evansville, IN
PO: Mike Sanders
MD Turner Watson

KQWB/Fargo, ND

POMD: Guy Dark
VWAL LFLOVERS Heroes
VANHALEN Fee
BIGHEAD TOOO. "B
ROASCHACH TEST Sext

WRCO/Fayetteville, NC
PD: Howard Johnson
MO, ann Thomas
3 WALLFLOWERS Heroes'
10SPEED “Space

WWBN/Flint, M
PD: Brian Beddow
APD. Lauren Oavis
MD- Chili Waiker
VANHALEN Fre
GOOG0ODOLLS s’
THRDEYE BLIND “Losng’

KRZR/Fresno, CA
POMO E. Curtis Johnson

1 GREENDAY“Reundant”

GANDHARVAS “Dowetme:

WBYR/Ft. Wayne, IN
OM/PD. John Rozz
APDMD: Roxanne McVay
BLACKLAB “Time.
SHFT Rt

80 Current Reporters

79 Currenf Playlists

Reported Frozen Pl
WZTA/Miami, FL

aylist (1):

Stations and their adds listed alphabetically by market

UF, ille, FL
PD Harry Guscott
MO: Matt Adams
SCOTT THOMAS BAND Valertine:
WALLFL OWERS "Heroes'

WKLG/Grand Rapids, Ml
OM; Tony Gates
MOD: Mark Feurie
SANHALEN Fre’
SOUL ASYLUM "Laughw
PAGEPLANT Darhsdale’
PAGE/PLANT “Stining”

WTPT/Greenville, SC

PO Zakk Tyter

MD: Rob Hamihon
PEARL JAM Wishist
STEGOSAURUS ‘Water
CARAVEL iy’
WALLHLOERS Heroes'

WaXAMarrisburg, PA

PO: Chris Lioyd

APD' Jen Shade

MD: Claudine Delorenzo
WALLFLOWERS Vieroes.
ADDICT “Monster™

WTPAMarrisburg, PA
PD. Chris James
APD. Dina Wagner
MD: Amy Wamer
18 WALLHLOWERS eross
12 VANHALEN Fire
DLABAND ‘Sarr

WCCCMartiord, CT
PD: Ron Dresner
APOMOD Mike Karoly)
4 WALLFLOWERS Heroes'
PEARL JAM Wishist
BN HALEN Fire
SOUL ASYLUMLaughw

WAMXMHunlington, WV
PDMD Debowe Wylde
WWALLFLOWERS “Heroes'
AANHALEN Fr
DLRAANY S

WOKK/Johnstown &
WQWK/State College, PA
PD’ Pat Urban
MD: Chris Prospero
GANDHARVAS “Doveme
SCOTT THOMAS BAND “Valerine
WALLFLOWERS Heroes
SAMIAGE Paragons

KQRC/Kansas City, MO
9D. Vince Richards
MD Valone Kmght
12 METALLKCA Mermory
VANHALEN P

KLFX/Killeen, TX

WJXQALansing, M1

PO: Bob Dison

MD. Kevin Conrad
DLRBAND “Sta
GUSTER “Apor”
WALLFLOWERS Hierces’
10SPEED Space

KIBZALincoln, NE

POD: Tim Sheridan

APOMD: Jon Terry
RAMMSTEN st
HUNGER Fioe

WRCN/Long Isiand, NY
POMD Donna Rodger

™
InL MD: Paul Marshall

SANIAGE “Paragens

- WLZRMilwaukee, WI

PO: Keith Hastings

MO: Marilyn Mee
WALLFLOWERS Heroes

KXXR/Minneapolis, MN
OM: Dave Hamllion
PO: Wade Linder
APOMO. Bill Jones
HUM Groery
DEFTONES “Ouet”
UMPBZNIT Counmdowri
FCONOLINE CAUSH Home™

KHOPModesto, CA

OM/POD: Dave Taylor

APO: Dan Kennedy

MD Dave Sparks
GANOHARVAS Dowrame’
SCOTT THOMAS BAND “Valentine'

WRATMonmouth-Ocean, NJ
PD: Can Craft
APDMD: Hobyn Lane
4 LU0 Tnsde
2 HSTBALL Wy
COREY GLOVER st

KROCMomerey-Salinas. CA

PO: Rick Anderson

WKZQ/Myrtte Beach. SC
DMWPD: Eric § Hall
APOMD: Summet James
15 VANHALEN e
15 CARAMEL Lucy”
WALLFLOWE RS “Heroes:
STUCKMOJ0 Risry”
DLRBAND Slan

WNORNorfolk, VA

PD. Harvey Kajan

APDMD: Tim Parker
NoAdes

KBAT/Odessa, TX

OWPOMD Brent Warner
WALLFLOWERS “Horoes’
DLRBAND Sham

WJRR/Orlando, FL

PD: Dick Sheetz

APDMD. Pat Lynch
NoAdds

WDRK/Panama City, FL
POMD: Addison Wakeford
WALLLOWERS Heroes™

10 PAGEPLANT “Shney

10 PAGEPLANT Vo

& PETE DROGE "Spacey’
GANDHARYAS “Downtine

WYYX/Panama City, FL
OM: Bill Catcher
int. PO Rob Roberts
3 TONCTyes
OLRBAKD “Sam
WALLFLOWERS Heoes

WTKX/Pensacola, FL

PD: Joel Sampson

APDMD. Mark the Shark
PEARL JAM Wishist
WALLFLOWE S THeroes
CARAMEL “Luxy

6 RAMMSTL Vst WYSP/Philagelphia. PA
COREVGLIVER fast” OM: Tirn Sabean
PEARL JAM Wit PDMD Neal Mirsky

VN HALEN Fre

LIMPBIZIGT Coundwn

ECONDLINE CRUSH Horme:
KFMX/Lubbock, TX

OMIPD: Wes. Nessmann

MD. Kid Manning

10 PRARL JAM WishisT

TCHBOX 20 el
M‘W KUPD/Phaenix, AZ
PETE DROGE “Spacey’ OM: Tim Maranville
SCOTT THOMAS BAND ‘Vaerinel POMD JJ. Jeftries
Heros. 9 Dosntme
HUM Gt 3 ™o
GREEN DAY “Redundani’ 8 HINGER Free”
B NINEVOLT Swpat”
WJJ0Madison, WI
OM/PD' Gien Gardner

APD. Blake Patton
CANDHARVAS “Dovnbime” KUFO/Portland, OR
CARANEL Lucy OM: Dave Numme
CLUTCH Fiders: APOMD Al Scott
ATHENAEUM oW 13 DAYSOF THENEW Touct
SWAMP BODGE QUEEN Tase™ .
LWPBT Caundown

WGIR/Manchester, NH

PD: Glenn Stewart

MD: Scott Laudan
GREEN DAY “Recundant
GANDHARVAS Dowtime

WHEB/Portsmouth, NH

PD: Glenn Stewart

MD Scott Laudani
WALLFLOWERS Teres™
GANDHARVAS “Dowrame

KDOT/Reno, NV

OMPD Rob Willlams

APOMD: Kevin Smith
NoAdds

KRXQ/Sacramento, CA
Stn. Mge: Curtiss Johnson
APD: Pat Martin

MO’ Kylee Brooks

2D GANDHARVAS Dowame

8 WALLFL OWERS Herces’

6 UMPBIZGT Countdovar”

5 HAFVEY DANGTR Tlagpole:

WHMH/St. Cloud, MN
PD: Scott Kiohn
MO: Dan Peterson

WWALLH OWERS Heroes”

MIKE TRAMP “Aready”

SCOTT THOMAS BAN) Valertre

WZBH/Salisbury, MD
PD; John Allen
APD: Shawn Murphy
MO Paul McKall
WALLFLOWERS Heroes™
PAGEPLANT
COREY GLOVER Trst”
OEFTONES Ouer”
10SPEED Space’

KBER/Salt Lake City, UT
OMPOD Bruce Jones
APDMD: Helen Powers

5 VANHALENFre

KISS/San Antonio, TX

PD: Kevin Vargas

MD. CJ, Cruz
MATCHBOX 20 ‘el
SOULASYLUM Laughng”

KIDZ/San Diego, CA
OM Tim Dukes
MD: Shanon Leder
10 WALLFLOWERS Heroes
8 AAMMSTEN Hast
4 GREEN DAY Regundant
UNWRITTEN | AW “Cadoma’

-K8J0/San Jose, CA

PD. Dana Jang

MD: Launie Free
MARCY PLAYGROUND Samt”
PAGEPLANT “Shnag”
CARAMEL Lugy™

KTUX/Shrevepon. LA
POD: Paul Cannell
APOMD. Bobby Cook
W PEARL JAM Wshel”
WALLFLOWERS Herors™
GANDHARVAS “Downtrme’
GUSTER “Anport”
UGLY AVERICANS “Boom

w e

WRBR/South Bend, IN
POMD Joe Tumer
\WALLFLOWERS THeroes
T VANHALEN P
SCOTT THOMASEAND Vaknbne'

KNJY/Spokane, WA
PD: Casey Christopher
MD: Steve Hawk

8 VANHALENFre

5 PAGEPLANT ‘Most

5 HUM Grean

5 BUACKLABTrme”

5 GANDHARVAS Downtme
2 RORSCHACHTEST Sext

WOLZ/Springtieid, IL

PD: Jett Braun

MD. John “Crash” Carroll
16 WALLRLOWERS “Heroes™

WXTB/Tampa, FL
OM: Brad Hardin
MD: Brian Mediin
5 SEMISONC Cosig
5 BGWRECK Trat”

WBUZ/Toledo, OH

OMPD Dan Bozyk

MD: Marielle Salas
THRD EYE BLND Losmg

KFMW/Waterloo, I1A

PD: Jave Patierson

2 PEARL JAM Wohist
PRGEPLANY “Stwing
WALLFLOWERS Vesoes

WIMT/Wilkes Barre, PA
PD. Aaron Roberts
MDD, Taylor

NoAdds.

WDNE/Akron, OH
PDMD: J.D. Kunes

WPYX/Albany. NY

POMD. John Cooper
VANHALEN Fie”
WALLFLOWERS “Heroes
PAGEPLANT “Shinng
CARAMEL “Lucy

KZRR/Albuquergue, NM
OM: Frank Jaxon

PD- Phil Mahoney

MD Fob Brothers

11 WALLFLOWERS "Heroes
OAVEMATTHEWS BAND Drink”
BIGWRECK That”

W2Z0/Alientown, PA
PO. Robin Lee

MD Keith Moyer

1 GODGOODOLLS Is”

1 WALLFLOWERS Heroes

WAPL/Appleton. WI

PDMO  Randy Hawke
WALLFLOWE RS Heroes:
THRDEYE BN “Losmg
JOLENE “Pensacola

VANHALEN Fre”

WKLS/Atianta, GA

PD Pat Ervin

MD Beth Kepple

3 DAVEMATTHEWS RANT) Denk”
METALLCA Ful”
WALLFLOWERS Heroes.

WIXL/Atlantic City, NJ
PO: Steve Raymond
MO Katny Coro

WKGB/Binghamton, NY

PD Jim Free

MD Tim Bland
VANHALEN Fire
WALLFLOWERS Hesoes

WRQK/Canton, OH

PD: Rick Church

APD Todd Downerd
BLACKLAB “Time'

WPXC/Cape Cod, MA

PO Ken Alien

APD: Suzanne Tenair

MD: Bnan Kelly
DLABAND Stami
GOOGOODOLLS s’

KRNA/Cedar Rapids. IA
OM/MO. Rob Norton

PD: Joe Nugent

10 WALLFLOWE RS Heroes:

WKLC/Charleston, WV
PD. Mike Rappaport
MD: Dave Murdock
1 WALLFLOWERS Heroes

WRK!/Danbury, CT
PDMD: Tom Bass

WTUE/Bayton, OH

PO Christopher Geisen

APD/MD: John Beaulieu
WALLFLOWERS Heroes’
PEARL JAM “Wehist

KGGO/Des Moines. 1A
PO. Phil Wilson
APD: Mark Headrix
MD. JO Stone
oAkt

KQDS/Duluth, MN
PD. Hans Evins
APD Michelte Masters

KLAQ/E| Paso, TX
POMD “Magic” Wike Ramsey
AMD: “Big” Al Jones
METALLICA Tl
WALLFLOWERS Heroes
RUEL Shemmer
SIGWRECK Trat

WRKT/Erie, PA
VP/Programming: Ron Kline
MD: Tim Stephens

g
|
¢

KKEG/Fayetteville, AR
OWPD: Dave J. Jackson

WZZR/H. Pierce, FL

PD: Rich Dickerson

APDMO: Chrstie Banks
WALLFLOWERS Heroes
VAN HALEN Fire”
ATHENALUM Know”

WXKE/FI. Wayne, IN
PDMD- Doc west
6§ WALLFLOWERS Hemes

WNDO/Gainesville, Ft

PO Trevor Scott

MD David Ritey
WALLFLOWE RS eroes
SOOTT THOMAS BAND Valentne

WAQCMMagerstown, MD
PD David Miller
MO: Will Kauftman
6 PAGEPLANT Sting”
3 HSTBAL Wy
WALLH OWERS THeroes

SOULASYLUM Laughog
BIGHEAD TODD... Boor” WSTZ/Jackson, MS
BLACK LAB “Time PO: Tiana Patterson
APDMD Kevin Keith
VANHALEN Fae”
MATCHB0X 20 Real
WWWUL VA Doviteme:
PD: Rick Daniels
MD. Kym McKay
VANHALEN Fre .
STARBING WESTWARD Save WFYV/Jacksonville, FL

PD: David Moore
MD: Woody Carison

WEBN/Cincinnati, OH

OM: Jim Richards

PD. Michael Watler

MD Rick Jamie

7 BUGHY P

1 WALLFLOWERS Heres™

1 MARCY PLAYGROUND “Sant
GREEN DAY “Redundant”

KCMQ/Columbia, MD

POMD; Jim Hunter

8 HUNGER “Moderason
SAMMY HAGAR Tand
WALLRLOWERS Heroes
NATCHB0X 20 Rea
‘SOUL ASYLUM “Laghey
BLUE OYSTERCULT “Harvest

WVRK/Columbus, GA

PDMD- Bnan Waters
VANHALEN Fre
WILLFLOWERS Heroes

WALLFLOWERS “Heroes.
KFMF/Chica, CA Sl
PD: Marty Griftin
APDMD: Lisa Kelly
g ﬁﬂmm WRZKJohnson City-
DA i ™
CARANEL Ly PD. Mark E. McKinriey

WRKR/Kalamazoo, Ml

PO Mike Ferris

APDMD: Chris Winters.
WALLFLOWERS Horoes
DLRBAND St
FUELShimmer

WKHYLatayette, IN

PD: Mike Morgan

MD. Gail Lewts
SWAMP BOOGIE QUEEN Fase
WALLFL OVERS Veroes
SAMIAM Fourd”

KOMP/Las Vegas, NV

PD Mike Culoha

MD Big Marty
PAGEPLANT Sty
PAGEPLANT Tiasdad”
FOORGHTERS Baker

WKQO/Lexington, KY

PD Tony Tiltord

WD Cousin Deke

7 PAGEPLANT Workd

4 DAVEMATTHEWS BAND Dl

2 WALLFLOWERS *Heroes’
STEVEPOUTZ Sher

KMJXALittte Rock, AR
PO Tom Wood
MD. Jimmy Edwards

WBAB/Long Island, NY
VP/Prog : Bab Buchmann
Ops. Dir: Eric Wellman

WGLO/Peoria, IL
OWPD: Jay Nuniey
APD: Tim Yhnen
12 GOVTMULE Bing”
5 DLRBAND S’
‘SWAMP BOOGIE QUEEN Fase

WWCT/Peoria, IL
PD. Scott Robbins.
APDMO: Jamie Markley
15 WALLROWERS Heroes
5 PAGEPLANT Stwwy”

WIXV/Savannah. GA
PD Anthony Michaels
" APD: Kefth Hendrix

2 WALLR OWERS Heroes
DLRBAND Sam™

KISW/Seattle, WA

Stn. Mgr.: Clark Rysn

MO: Cathy Faulkner
HoAdds

SCOTT THOMAS BAND “Vaentre:
MADFLY Karma™ KTAL/Shrevepar, LA
PO Kevin West
MO Ragen King
. . 9 STEVEEMCKS “Reconsider
WMMR/F PA | g Heroes
PD. Joe Bonadonna §  VANHALEN Once”
MO: Ken Zipeto 3 JOURNEY Whee"

PAGEPLANT ‘Clrisdal” 5 WALLRLOWERS Hosoes
GOOGOODOLLS s 10 PAGEPLANT Shining™
VANHALEN Fre
KLOS/Los Angeles, CA
PO John Ouncan KDKB/Phoenix. AZ
MO: Rita Wilde OWPD Tim Maranville
7 PAGEPLANT“Sting MO: Tracy Lea
3 PAGEPLANT Taokden” 3 WALLFLOWERS “Heross
seomm Valentne: 2 st Vaerine
2 NINEVOLT St

WTFXALouisville, KY
OM: Michael Lee
PD: Future Bob

GUSTER “rport”

SCOTT THOMAS BAND Valertne

WQBZMacon, GA

PD: Jon Byrd

MD: Vance Shepherd
WALLFLOWERS Heroes

WTAOMarion, IL

PD. Kit Mann

WD Matt Melion
SOULASYLLM Laughe”
WALLFLOWERS Heroes’

KFRO/McAllen, TX
PD: Mike Quinn

MD Shilo Stevens

4 WALLFLOWERS Heroes'
1 OLABAND Sm”

WRQC/Minneapolis, MN
OM: Andy Btoom
PO: Lauren MacLeash
APDMD Jay Philpott

19 DLRBAND Sam

5 VANHALEN Tre

3 MEGADETH Honest

WCLG/Morgantown, WV
POMO. Jett Milier
APD: Jim Harrison
4 PAGEPLAN Shinny”
1 PAGEPLANT Freedom
WALLFI OWERS Heroes

GREEN DAY Redugeant
HUM Green

WDHA/Morristown, NJ
DirfRock Prog.. Lenny Bioch
APOMD Terrie Cars

7 WAL OWERS Heroes

WPLR/New Haven, CT
PO John Griffin
MD: Pam Landry
WALLLOWERS Heroes.
BUUE OYSTER CULT ‘Harvest

WCKW/New Orleans, LA
GM: Sid Levet
WALLFLOWERS Heross.

WKLT/NW Michigan
PDMD: Temi Ray

£
¢

KATT/Oklahoma City, OK
OM/PO. Chris Baker
MD: Jake Daniels

KEZ0/Omaha. NE

PD: Doug Sorensen

MD Bruce Patnck
WALLFLOAERS Heroes
EAICCLAPTON Gone”
FUEL Shermes”

GODGOODOLLS s

KCLB/Palm Springs, CA

POMD; Fon Stryker
WALLFLOWERS Tieroes
SOULASYLUM Laghng”

WOVE/Pittsburgh, PA
PD Garrett Hart
MD. Cris Winter
12 WALLFLOWERS Heroes
VANHALEN e

WHJY/Providence, Rl

MD: Sharon Schifino
WALLFLOWERS Heroes'
STABBING WESTWARD Sive

KRRX/Redding, CA
Co-PDMD: Casey Freeiand
Co-PDPromo. Dir.: Cindy Shawl

WRXL/Richmong., VA

PD: Bran llles

APDMD Rik Maybee
BLUEQYSTERCULT Harvest
WALLRLOWERS Heroes™

KCALiverside, CA
PD- Steve Hoffman
MD M. Matthaws
2 WALLFLOWERS Heroes
SAMMY HAGAR Hand

WROV/Roanoke, VA

PD: Buzz Casey

MD: Bryan Shaw

2 SCOTT THOMAS BAND “Vaertne”
SEMISONC
SOUL ASYLUM Laughwg
DLRBAND “Sami

WCMF/Rochester, NY
DMWPD: Harry Jacobs
APD Scott Van Dusen
MO: Dave Kane

WXRX/Rocktord, IL
PO. Keth Edwards
MD. Jean Taylor

8 WALLLOWERS Heroes

WKQZ/Saginaw, Ml

PD Jack Lawson
VAN HALEN Fire
GREEN DAY “Reduncant”

KZ0Z/San Luis Obispo, CA
PD Mark Wilson
APDMD: Rick Andrews
6 FOOSIGHTERS Baker
EVEG Tnsde

KXFX/Santa Rosa, CA
PO Steve Garland
MD. Michael Bower
PAGEPLANT Sty
WAL FLOWERS Heroes

WYNF/Sarasota, FL
PD: Scott Reinhart
APD: Ron Michaels
MO Cathy Tayior
WALLFLOWERS Heroes
LENNY KRAVTZ o™

t BONNIE RAITT “Betel

KRRD/Sioux Falls, SD
PO: John Ford
MC: Kerne Woods
GREEN DAY “Reundant’
SHIFT R’
SCOT THOMAS BAND) Valertne
FUEL St
WALLFLOWERS Heroes
HAR OF THE DOG Party”

.

KXUS/Springfield, MD
POMO  Mark McClain
WALLFLOWERS Heroes
FOORGHTERS Yery
FUEL-Shmmer
METALUCA Fuel

WAQX/Syracuse, NY
PD: John McCrae
APOMD Dave Frisina
VANHALEN Fre’
PETE DROGE “Spacey

WZ20/Terre Haute. IN
PD. Jim Stone
APDMO  Debbee Hunter

WIO0T/Toledo, OH
OM/PD: Darrin Arriens.
APD: Don Davis
MD Susan Gates

23 DAYSOF THE NEW “Touch

KLPX/Tucson, AZ

OMPD' Lamry Miles

MD. Charlie Mornss
SCOTT THOVAS BAND Valerane
SOUL ASYLUM “Laughng”
WALLFLOWERS Heroes™

KMOD/Tulsa, OK
OM/PD: Phil Stane
MO. Rob Hurt
10 BONME AAITT “Reason
VALLFLOWERS Heroes
VAN HALEN Fire”
BIGWRECK That

WEGW/Wheeling, WV

PD. Dana Kelly

MO Jets Jagger
\WALLROWERS Heroes
DLRBAND St
S