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The Boys Are Back

As you're reminded in this week’s CHR special, teen
females remain vital to the
format. Helping to generate
strong Time Spent Listening
from that segment are
Jive's Backstreet Boys,
Arista’s Five, and RCAs

"N Sync, whose “Tearin’ Up
My Heart” climbs to No. 6
on this week's R&R
CHR/Pop chart.
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THE INDUSTRY’S NEWSPAPER

No, this isn’t the Manhattan phone book you're holding,
but it /s R&R’s biggest-ever issue! Our second-annual
CHR special spans 84 pages and is a must-read. It
begins on Page 35.

“Thinking Of You”

Story Developing At Pop

Top 40 & Urban New! KLLC/San Francisco
WPTE/ Norfolk

EITIE ok N\ | l WXXM/Philadelphia

R WHZZ KLAZ WCIR
WRQK & many more

Performing on MTV

Video Music Awards Miba,

September 10th WYLD KJINS
KDKO  wPLZ

U.S. Tour Starts 9/13 WTMP  WIZS
WBLX  KPRS

and many more

Lenny

Kravitz

September
12 Vancouver BC
13 Seattle WA
15 Berkeley CA
16 Los Angeles CA
18 San Diego CA
19 Phoenix AZ
20 Las Vegas NV
23 Dallas TX
25 Austin TX
26 New Orleans LA
27 Houston TX
29 Oxford MS

on tour

October

3 Milwaukee WI
4 Chicago IL

6 Indianapolis IN
7 Columbus OH
9 Detroit Ml

10 Bloomington IN
11 Cleveland OH
13 Cincinnati OH
14 Pittsburgh PA
17 Lewiston ME
20 Toronto ONT

22 Philadelphia PA Representation:
24 New York NY Craig Fruin and
25 Washington DC Howard Kaufman
26 Boston MA HK Management

“Fly Away”

Taking off at Modern Rock: Continued success at Rock Radio:
+200 spin increase +100 spin increase

R&RD-D R&R Active Rock @-®

BDS 35-27* BDS Active Rock 22-18*

New adds include : New Adds Include:

Y100, KDGE, WMAD, WRXR  KUFO, WYSP, KLOL, KISW, WHJY

On over 180 rock and alternative stations combined!

A proven hit with major callout stories at:
WBCN, Live 105, KKND, WZTA #1, KBPI,
Ki0Z, WJRR, KRXQ, WXTB, KEDJ

“5" album sales soar back up to over 10,000 each week.

igd- www.virginrecords.com AOL Keyword: Virgin Records
7 11998 Virgin Records America, Inc.
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YOUR
HEART
WILL
FOLLOW...

"WHERE YOUY

The follow up single

CMA NOMINATIONS
Female Vocalist Of The Year

Thank you for your consideration

:3

WWW.americanradiohistorv.com

OAD | EAESS CK

: (the duet with Garth Brooks) .

ur consecutive number ones. l_

Vocal Event Of The Year with arth 8rooks) )
) ) S _ %& GOING FOR AIRPLAY NOW o

MCA

AUNIVERSAL MUSIC COMPANY

8 MCA Records Nashville. a Division of MCA Records, Inc.
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HAS N/T RADIO HAD ITS
FILL OF BILL & MONICA?

Okay, you've seen the polls: Americans
are sick and tired of the presidential
scandal. Maybe so, but there's a
substantial segment of the population
willing to wait 45 minutes or more to get
on N/T radio and discuss the issue. This
week, Al Peterson took an informal poll of
America’s leading Talk radio
programmers. The responses were
predictably ... varied.

Page 28

RADIO AND THE INTERNET

Adults are logging onto the Internet —
radio web pages, specifically — in larger
numbers than you might have imagined.
Stats compiled by Media Audit are
presented here.

Page 17

TELECOM STRESS BUSTER

Consolidation got you down? You're
certainly not alone. One company that
provides employee assistance in the
media industries calls this phenomenon
CIS — Consolidation-Induced Stress. An
expert counsels how to deal with it.

Page 16

RAB reports spectacular
July revenue gains

KTXQ/Dailas flips to
“Jammin’ Oldies” format

Matthew Ross becomes GM
for WALR & WJZF/Atlanta

Dave Ferguson appointed
PD of WLLD/Tampa

Bill McElveen named
Bloomington Exec. VP

Page 3

THIS ] wWEEK

CHR/POP
« AEROSMITH | Don't Want To Miss A Thing (Columbia)

CHR/RHYTHMIC

« AALIYAH Are You That Somebody? (Atlantic)

URBAN
« BRANDY 1/MASE Top Of The World (Atlantic)

URBAN AC
« TEMPTATIONS Stay (Motown)

COUNTRY
« GEORGE STRAIT True (MCA)

NAG/SMOOTH JAZZ
« LEE RITENOUR Qoh-Yeah (L.EVerve)

HOT AC
« GOO GOO DOLLS Iris (Warner Sunset/Reprise)

AC
« CELINE DION To Love You More (550 Music)

ACTIVE ROCK
« CREED What's This Life For (Wind-up)

ROCK
* DAYS OF THE NEW The Down Town {Outpost/Getten)

ALTERNATIVE
« BARENAKED LADIES One Week (Reprise)

ADULT ALTERNATIVE
« CHRIS ISAAK Please (Reprise)

NEWSSTAND PRICE $6.50
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Chancellor & Capstar Mergé |

In $4.1 Billion Stock Deal

™ Transaction forms nation’s largest radio group

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF

They’d been dancing close together for so long that every-
one knew something was up. So it comes as no surprise
yet is still stunning — that Dallas-based Chancellor Media
last week said it would pay $4.1 billion in a stock-for-stock
deal to merge with Austin-based Capstar Broadcasting.

Both groups are funded. in part. by Hicks. Muse. Tate &
Furst. a Dallas-based investment firm that has global inter-
ests. Together, the two relatively new broadcasting giants be-
come the nation’s largest radio group and, when coupled with
the company’s fast multiplying outdoor and television divi-
sions, make Chancellor the multimedia company that defines

big Texas thinking.

The resulting company — which will keep the Chancellor
name — will have 463 stations in 105 markets reaching an
estimated 65 million weekly listeners. Combined, the group

CAPSTAR/See Page 13

Chancellor Now In Outdoor’s Top Five
It buys Whiteco Advertising for $930 million

C hancellor Media contin-

ued to graze in the great
outdoors, this week gobbling up

| Whiteco Industries — the na-
tion’s largest privately held bill-
board company — for an im-
pressive $930 million. The deal
makes Chancellor, a pure-radio
group untit April, one of the top
five outdoor companies in the
us.

The cash deal at 12.4 times
Whiteco's projected 1999 cash
flow could boost Chancellor's
1999 cash flow by 10 cents per
share. The acquisition comes on
the heels of Chancellor's Thurs-

-day announcement that it will

pay $4.1 billion for Capstar
Broadcasting (see story, above).
Whiteco, formed in 1935, has

WHITECO/See Page 21

Radio Stocks Sink With Dow,
But IPOs Are Ready To Sail

CBS Corp. says the nose dive
the stock market took on Aug. 31

957.53; and the technology-heavy
Nasdaq exchange suffered its

will not impact its IPO of 20% of greatest percentage loss

Infinity Broad-
casting, the new
entity consisting 240
of its radio and

year’s end. And
Wall Street ana- o4
lysts agree that it
would take a fun-
damental shift in 2
the economy to 190
hurt the pros-
pects of that and
other media pub-
lic offerings.

On Monday, the Dow plummet-

Radio Stocks Slide
outdoor proper- 230 ™

ties that is to be

spun off by 99p

Source: Bloomberg R&R Radio Index

ever (8.57%).
down 140.43 to
1499.25. As the
Nasdaq drop evi-
denced, tech is-
sues were the
most affected:
Broadcast.com
lost $6.50 to fin-
ish at $37.88
(down 14.65%),
and CD Radio
lost $2.88 to end

5/29 6/30 7/31 8/31 at $15.13 (oft *

15.97%).

Radio stocks
were not spared from the blood-
shed. The R&R/Bloomberg In-

ed 512.61 points 10 7539.07 (down  dex plummeted 16.60 points

6.37%); the S&P 500 fell 69.61 to

World’s largest industry opp

STOCKS/See Page 21
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Back To Infinity And Beyond

I CBS to spin off radio/outdoor division & sell
20% stake in IP0; Karmazin to head new entity

BY MaTT SPANGLER
R&R WASHINGTON BUREAU

It must have seemed
like instant Karmazin:
While stock markets
across the world plum-
meted on Aug. 27, CBS
Corp. — and former |
radio giant Infinity ||
Broadcasting — rose
from the ashes.

CBS gained $2.06 that
day, closing at $29.25.
and saw its heaviest volume since
Oct. 1. 1997 on the news that it
was “‘re-engineering” its media
holdings — spinning oft its radio
and outdoor holdings into a new
company called Infinity Broad-

Karmazin

casting. This will “unlock
! the value of our largest
{ and fastest-growing oper-
| ating segment,” said
Chairman/CEO Michael
4 Jordan.

The deal separates
CBS’ most precious as-
sets — radio accounts for
about 60% of the compa-
ny's profits and is worth
$20-$23 billion — from
its money-losing $3-36
billion TV Group (the O&Os,
cable, and the ratings
handicapped network) and makes
20% of the new Infinity available
to the public. It enables CBS to

CBS/See Page 10

W The CHR format is
rockin’ and rollin’!

CHR radio is riding a great
big resurgent wave of popular-
ity it hasn’t seen since the be-
ginning of this decade, and that
some feared — thanks to frag-
mentation — wouid never be
experienced again.

So why has the format done so
well this year and how can it
shore up against future assaults?
CHR Editor Tony Novia, along
with a cast of all-star authors.
tackle these and numerous oth-
er questions in this, R&R’s 84-
page second-annual special.
“CHR: Must Hear Radio!” We
hope you enjoy this great learn-

ing tool from start to finish. It |

begins on Page 35, and here are

some highlights:

¢ Mar¢ Chase with the annual
“State of the Format”

* Randy Michaels shares
his secret to managing
creative people

¢ John Fullam and the CHR
“twin towers” he manages
in New York

e Dave Robbins on “the
business of peopie”

» Jack Taddeo of Capstar tells |

of the resurgence of
the corporate PD
-+ Don Benson recalls his rise

from Scott Shannon gofer
10 group exec

* Clarke Ingram describes
why CHR is a lifestyle
for him

« Randy Kabrich and
Guy Zapoleon on
callout research

ortunities section: Pages 177-178

' Demos & regions now
in R&R Callout America

R&R’s Callout America un-
dergoes a data expansion this
week. Now included in the
weekly teature are individual
breakout scores for three demo-
graphic cells: 12-17, 18-24, and
25-34. Breakout data for the
East. South. Midwest, and West
regions will also appear. All
songs listed in the weekly Call-
out America chart will still be
ranked by total favorability es-
timates.

“With the input of radio pro-
grammers and label executives
almost four years ago, R&R
launched Catlout America 10
get weekly opinions on pop
music tfrom CHR listeners and
record buyers,” notes R&R
CHR Editor Tony Novia. “In-
formation Ts power. and this
week Callout America will em-
power the radio and record
communities with weekly ex-
panded regional and demo-
graphic information in addition
to our total overall favorability
estimates that have become
such an important part of week-
ly music decisions.”

R&R Director/Charts & For-
mats Kevin McCabe explained,
“The success of Callout America

| speaks for itself. We're very appre-

ciative of the support from both
industries, and we’re tully devot-
ed to maintaining Callout Amen-
ca’s accurcy. reliability. and cred-
ibility. which our readers

CALLOUT/See Page 13
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The First Track And Video Frowmn The Forthcoming Album CELEBRITY SKIN

Performing on MTV Awards September 10
In Stores September 8

Top 5 Phones

WXRK - New York Q101 - Chicago Live 105 - San Francisco

WBCN - Boston WHFS - Washinglon 99X - Atlanta

KNDD - Seattle WXDX - Pittsburgh Y100 - Philadelphia :
And Many More! :

R&R Alternative €) - Q) BREAKER 1890x (+910) _
BDS Modern Rock Monitor 24*- 11* 1500x (+597) I'

R&R Active Rock @ -¢D BREAKER g
BDS Active Rock 37*- 16* :

R&R Rock Debut )
BDS Mainstream Rock Debut 24*

~M EXQBUSIVE
’ ke X"

eI aIcOROs, e,



www.americanradiohistory.com

R&R * ISSUE NUMBER 1264

Ross Rises To GM
For AURA/Atlanta

Matthew Ross has ascended to
the newly created GM position at
Atlanta’s Gospel/Urban AC combo
WALR-AM & FM and NAC/
Smooth Jazz WJZF-FM. The sta-
tions are sold by Atlanta Urban Ra-
dio Alliance (AURA), a joint ven-
ture between Cox subsidiary WSB
Inc. (owner of WIZF) and Ring
Radio (owner of WALR-FM and
operator of WALR-AM via an
LMA with Allied Media). Ross
will report 1o a board of directors
comprised of two Ring and two
Cox executives.

“These three stations really focus
on the adult black consumer in At-
lanta, perhaps the capital for that
demographic in America today,”
Ross told R&R. “Our goal is to
maximize the revenue for comple-
mentary stations. The results of

ROSS/See Page 10

R&R Observes
Labor Day |

n observance of the Labor

Day holiday, R&R’s Los An- I
geles, Nashville, and Washing-
ton, DC offices will be closed |
Monday, September 7. 1

Source: RAB | |

National Ad Sales Skyrocket

Although the GM strike was in high gear during July, national ad business was
in cruise control, with business climbing 23% when compared to the July of last
year, according to RAB numbers. Big double-digit incréases were evident in all
regions of the country on the spot scene, and even local business was up dou-
ble digits in the three sunbelt regions. On a year-to-date basis, business is up
10% local, 15% nationally, and 11% overall. RAB President/CEQ Gary Fries said
the industry is on pace to celebrate another record year.

Rock KTXQ Flips To ‘Jammin’ Oldies 102’

With the opening blast of Jr. Walker & The All Stars’ “Shotgun,” KTXQ/
Dallas was reborn at 3pm last Monday (8/31) as *“Jammin’ Oldies 102
Chancellor’s decision to change formats ended Q102’s 25-year history as
a Rock outlet for the Dallas-Ft. Worth metroplex.

Calling the Walker classic
KTXQ VP/GM Pat Fant told R&R the flip came following months of
research regarding the station’s status in Dallas’ Rock marketplace. He

Ferguson Gets Wild
As WLLD/Tampa PD

Former WXY V/Baltimore PD

| ally reported.

their former jobs.

to KGB — as PD.

LOOKING BACK

Many Happy Returns

N ot every job works out. There have been
times when radio people who've accept-
ed a new position suddenly changed their
minds and headed back to their old gig ..
sometimes within a month, as R&R occasion- |

To wit: in September 1978, the morning
team of Chartie & Harrigan left KCBQ/San Di-
ego for WRKO/Boston. A week in Beantown
had them “homesick” and scurrying back to

Or APD Ted Edwards, who left KGB/San
Diego at the start of 1986 1o become PD of
WIYY/Baltimore. Four weeks later, he returned

| Perhaps the quickest turnaround belongs to Mike McVay, who
| in 1979 was named PD of KBZT/San Diego, but after just three
| days in California, decided to return to WAKY/Louisville as PD.

Stlckmg Wlth Radio For 25 Years
soseeGommunication
' CEEE ) o d ’l u -1

oeessdbiraphics Inc

Dave Ferguson has been appoint-
ed PD at Enter-
com’s new CHR/
Rhythmic
WLLD (Wild
| 98.7)/Tampa.
Prior to program-
ming in Balti-
more, Ferguson
programmed
| | KEZB/EI Paso,
l WPGC/Washing-
ton, and KSFM/
Sacramento.
WLLD & WYUU VP/GM Drew
| Rashbaum told R&R, “It was im-
portant when | brought somebody
in that it was someone who |
thought would work well within the
‘ current structure at the station. Dave
has recent experience in the format
and is obvjously a pro; he feels the
| format, lives the lifestyle, and has
a lot of experience. including work-
ing with our consultant, Jerry Clif-
ton. He’s also successfully pro-
grammed the Rhythmic format in
some pretty big markets. Dave is a
street-oriented guy — he gets into
the street and looks up at the peo-

FERGUSON/See Page 10

Ferguson

Ted Edwards |
(circa 1984)
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“the quintessential anthem of the format.” |

KTXQ/See Page 21 |
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NAB’s McElveen Becomes Bloomington EVP

WISW-AM, WOMG-FM &
WTCB-FM/Columbia, SC Presi-
dent/GM Bill McElveen has been
named Exec. VP of the stations’ par-
ent company, Bloomington Broad-
casting. He reports to company
President/CEO Ken Maness.

“I've become more and more in-
volved with corporate responsibili-
ties in the past year.” McElveen told
R&R. “We have had some restruc-

turing in our senior management
team — it bought the company from
its previous ownership in the past
year. We're very excited about the
future and anticipate growing the
company at a substantial rate.”
McElveen said the company's first
priority is to “make sure we are as
solidly entrenched in our current
markets as possible” Bloomington

MCELVEEN/See Page 21

0penmg A New Chapter

The Southern California Chapter Of American Women In Radio And Tele-
vision (AWRT) inducted Fresh Produce Ent. President Patricia Sullivan
(bottom row, fourth from left) as its 1998-'99 President, recently. The cer-
emony, held at the Museum Of Radio And Television in Beverly Hills, CA,
also recognized the 14 past and future presidents of the organization. They
include (top, I-r) Jeanne De Vivier Brown ('74-'75), Helen Neilsen Allen
('71-'73), Dayna Adams ('94-'95), Barbara Riegle ('82-'83), Donna Cox
Wells ('84-'85), Mari Aala Massakas ('89-'90), and Phoebe Beasley ('77-
'78); (bottom, I-r) Stacey Kumagai ('99-'00), Nancy Akers ('91-'92),
Shirley Jackson ('97-'98), Sullivan, Fran Zone ('86-'87), Cristy Trembly ('96-

'97), and Phyllis Lycett (80-'81).
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RADIO BUSINESS

Groups Not Indebted For Fines From Former Owners
[J FCC indecency guidelines still on hold

BY MATT SPANGLER
R&R WASHINGTON BUREAU

So you just bought a radio station. With it came~a studio, a
transmitter, sales and programming staffs, an attorney, and — hel-
lo, what's this? A gift from Uncle Sam, courtesy of the FCC: a
“notice of apparent liability” for $10,000 for violating the agency’s
code of indecency in 1992. Why do I have to pay this? you ask.

The answer is: you don’t. Just ask
KGB-FM/San Diego, which just re-
ceived a “forfeiture order” reducing
the station’s fine for three broadcasts
in 1992 deemed indecent by the FCC.
Those broadcasts — which included
the airing of a song called “Candy
Wrapper” (“ whipped out my Whop-
per and whispered, ‘Hey Sweettart,
how’d you like to crunch on my Big
Hunk for a Million Dollar Bar? " go
some of the lyrics) — 100k place

when the station was owned by KGB
Inc. It was sold in 1997 to current
owner Jacor Communications.
When a station is acquired by an-
other entity, Mass Media Bureau
Deputy Chief of Policy Bob Ratcliffe
told R&R, the licensee who con-
trolled the station when it was issued
an indecency notice is still responsi-
ble for it. He said the commission
makes every effort (o resolve pend-
ing actions before the transfer or as-

signment is completed.

If the original licensee still has
broadcast interests, then it’s easier for
the FCC to see an indecency action
through to completion. In that case.
the pending action becomes a liabil-
ity against other bureau proceedings
in which that licensee finds itself. The
situation becomes problematic, how-
ever. if the “felonious™ station being
sold is the last broadcast interest of
that licensee. “We can continue to
chase you for the money it you con-
tinue 1o exist (as another entity), even
if you aren’t a licensee,” said Rat-
cliffe, but “there’s also the issue of if

FINES/See Page 8

Children’s Broadcasting, Radio Disney Square Off

(T Bitter opening arguments signal ugly month ahead

Close to two years after Children’s Broadcasting Corp. and
ABC terminated their partnership, the ongoing charges and coun-
tercharges are finally headed for what appears to be a month-long

trial over trade secrets.

Attorney Tim Cullen, represent-
ing the now-defunct Children's
‘Broadcasting Corp., this week told
a six-member jury that CBC has
been “legally wronged and suf-
fered serious damage™ as a result
of ABC’s actions, according 10 a
report in Tuesday’s (9/1) Minne-
apolis Siar Tribune. Cullen reiter-
ated CBC’s long-held claim that
ABC partnered with CBC in No-
vember 1995 simply to learn its
system and steal valuable pro-
gramming and networking infor-
mation so that it could faunch “Ra-
dio Disney,” its own children’s en-
tertainment format aimed at listen-
ers 4 10 || years old.

Not only did ABC deny the aile-
gations. but its lawyer, Paul Klass,
told the U.S. District Court in St. Paul
on Monday that it was the other way

|

e pro
Tha:d e‘}lc‘d W
the helt
off X &

around: *CBC used ABC” 1o brag to
the financial community that it was
partnered with ABC and, by promot-
ing that association, CBC was able
to raise $20 million through a sec-
ondary public offering. Swr Tribune
reporter Ann Merrill reported. Up un-
til that point, Klass said, CBC was
“dead in the water.”

CBC'’s programming sank to the
bottom in January when it was pulled
from the network’s 30 affiliates and
CBC was forced to sell its |3 owned-
and-operated stations to help pay its
legal costs associated with the suit
against ABC. During court arguments
Monday, ABC said, contrary to
CBC's charges, the network did ful-
fill its contractual agreement to sell
airtime and find aftiliates for CBC,
but that the lack of rating informa-
tion about the “Radio Aahs” audience

made it a tough sell. Arbitron does
not survey listeners under the age of
12 and, at its launch. CBC acknow-
ledged that its sales campaign would
be difficult without those figures.

Aware Of Disney Version

ABC also said that it had consid-
ered launching its own children’s ra-
dio network as far back as 1992 and
that CBC was aware that Disney
could unveil its own version at any-
tim&. While lawyers for both sides
have told R&R they expect the ar-
guments and testimony (o last most
of September, little is expected to be
uttered outside the courtroom. Last
Friday (8/28), Judge Donald Alsop
requested that “both parties not
speak to the press to allow the case
10 be tried in the courtroom and not
in the press,” ABC VP/Corporate
Relations Veronica Pollard told
R&R. “And ABC is honoring that
request.” A spokesman for CBC had
asimilar response 1o R&R’s request

for comment.
— Jeffrey Yorke

We cover

all sports

bo}'_s and
girls,

Western Says Rocky Mountain Ownership Too High

W estern Slope Communications says Rocky Mountain Broadcasting

and Salisbury Broadcasting Colorado are colludingto dominate the
Breckenridge-Vail, Aspen-Glenwood Springs, and Steamboat Springs, CO
markets. Between them, Rocky Mountain and Salisbury are attempting to
purchase 10 of the 32 stations in the region. Western said in petitioning the
FCC to deny the deals that the sales staffs of the two entities have been
selling ad time for stations jointly held there since mid-July.

Western also alleged a single “market manager” will be appointed to run
KIDN-FM/Hayden, CO, which Rocky Mountain is buying, and KFMU-FM/
Oak Creek, CO, which Salisbury is acquiring. Moreover, Western said
Anthony and L. Rogers Brandon, who own Rocky Mountain, and Charles
Salisbury, principal of Salisbury, are joint investors in another radio outfit
called AGM (American General Media)-Nevada — which proves how
intertwined their business relationships are, according to Westem. Anthony
Brandon told R&R that he doesn't believe there's anything illicit about the
dealings. The matter is pending before the commission.

AFTRA Drops Challenge Of Metro Election

he American Federation of Television and Radio Artists has dropped

its challenge of an election Metro Networks New York's on-air
personnel heldin July. The union said three employees participating in the
vote, which ended ina 20-20 tie, had supervisory responsibilities and were
ineligible to take part. By law, no union can sponsor an election among
Metro's employees for a year following the election.

FCC Upholds Cox Birmingham LMA

he FCC has denied Heidi Damsky's petition to block a settlement

agreement that allows Cox Radio to LMA with a new FM being
constructed in the Birmingham market. Damsky — whose application for
the CP was rejected because she was deemed financially unqualified (her
husband owns a local paper company) — said the deal violates antitrust
laws because, according to a story in the Birmingham News, the
Department of Justice required Cox to divest WENN-FM/Birmingham last
year. The commission replied that it “does notaccept newspaper articles as
a substitute for affidavits” and cited a Cox attorney who testified that Cox
shed WENN based on “format considerations.” The FCC also rejected
Damsky's assertion that the LMA should be denied because Cox would
control more than 40% of ad share — and seven stations — in the market.

Missouri Attomey General Seeks To Block Zimmer Deals

C ontroversy over excessive concentration has erupted in yet another
small market, this time over the Zimmer family’s attempt to acquire

Continued on Page 8

R&R/Bloomberg Radio Stock Index

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

Change Since
One Year Ago  One Week Ago  8/21/98 One Year Ago  One Week Ago
Radio Index 150.51 216.33 20981 +23.58% -3.01%
Dow Industrials 7887.91 8533.65 8051.08 -L9%  -5.65% -
S&P 500 108118 1027.14 +643% -5.00%

923.54

Team Cheetios Sports Report
is an‘exciting new radio
program that spotlight's

the nation's top high

school and amateur
athletes, male and

female. There's no

other program

like it!

Get the full story.
Call 1-800-334-5800
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DO YOU HAVE SOME
GROWING CONCERNS
ABOUT YOUR AUDITORIUM
MUSIC TESTS?

...because you’re not getting a random sample
spread over your entire metro?

..because you're not able to get to your listeners
in all your Arbitron “Hot ZIPs?”

...because you're not really reaching your real
listeners, but just “professional test takers™
and “referrals” instead?

...because your listeners can’t take the test
on their own schedule the way they can
with an Interactive test?

Interactive music testing can’t solve every
problem you may have as a manager, but
it can solve all these problems...and
deliver clearly better music test results.

Get fully up-to-speed on Interactive music
testing. We'll give you helpful information
on the pros and cons of auditorium vs.
Interactive and answer your questions.

INTERACTIVE: THE MUSIC TESTING
THAT REACHES YOUR REAL
LISTENERS IN YOUR ENTIRE METRO.

Music Technologies, LLC
FirsT IN FULLY-DIGITAL m Musxé LiBrRARY TESTING

If you would like to arrange a specific appointment time at our N.A.B. Suite/
Westin Hotel; just call VP/GM Mike Maloney at (719)579-9555.

WwWWwWWw.americanradiohistorv.com
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RADIO BUSINESS

DEAL OF THE WEEK

* Capstar Broadcasting Corp.
$4.1 billion

TRANSACTIONS

1998 DEALS TO DATE

Dollars To Date: $7,653,003,677

(Last Year: $9,524,424,728)

Dollars This Week: $4,159,548,180

(Last Year: $67,604,355)

Stations Traded This Year: 1485
. (Last Year: 1528)
Stations Traded This Week: 384

(Last Year: 20)

Chancellor Becomes The Biggest With Capstar Buy

I Morris Acquires Pioneer In $33 Million Deal
Birmingham

KKFG-FM/Bloomfield, NM

KLUB-FM/Bloomington, TX

WTAW-AM & KTSR-FM/Bryan-College
Station, TX

WEAV-AM, WCPV-FM, WEZF-FM &
WXPS-FM/Burlington, VT

KRNA-FM & KXMX-FM/Cedar Rapids,
1A

WKKT-FM, WLYT-FM & WRFX-FM/
Charlotte-Gastonia-Rock Hill

WKNR-AM/Cleveland

KTWK-AM, KVOR-AM, KSPZ-FM &
KVUU-FM/Colorado Springs, CO

WVOC-AM, WCOS-AM & FM
WHKZ-FM, WNOK-FM &WSCQ-
FM/Columbia, SC

KUNO-AM, KRYS-AM & FM, KMXR-
FM, KNCN-FM & KSAB-FM/Corpus

Capstar Broadcasting
Corp.

PRICE: $4.1 billion

TERMS: Merger; Stock sale and debt

assumption. See Page 1 story for full

details.

BUYER: Chancellor Media Corp.,

headed by PresidentCEO Jeff Marcus.

Itnow owns 463 stations in 105 markets.

SELLER: Capstar Broadcasting

Corp., headed by Chairman/CEO

Steve Hicks.

STATIONS:

WGNA-AM & FM, WTRY-AM & FM,
WPYX-FM & WXLE-FM/Albany-
Schenectady-Troy

KDBS-AM, KKST-FM, KRRV-FM & Christi, TX
KZMZ-F\WAlexandria, LA KDMI-AM, KGGO-FM & KHKI-FM/
WEEX-AM, WKAP-AM & WODE-FM/ Des Moines

Allentown-Bethlehem
KIMX-AM, KBUY-FM, KMML-FM &
KNSY-FM/Amarillo, TX
KENI-AM, KYAK-AM, KASH-FM,
KBFX-FM, KGOT-FM & KYMG-FM/
Anchorage, AK
WWSF-FM/Andalusia, AL (Ft. Walton
Beach, FL)
KVET-AM & FM & KASE-FM/Austin
KCQL-AM/Aztec, NM
WBIU-AM,WJBO-AM,WYNK-AM & FM,
KRVE-FM & WLSS-FM/Baton Rouge
WBCK-AM, WRCC-AM, WBXX-FM &
WWKN-FM/Battle Creek, MI
KLVI-AM, KIOC-FM, KKMY-FM &
KYKR-FM/Beaumont-Port Arthur, TX
WKNN-FM & WMJY-FM/Biloxi-
Gulfport-Pascagoula, MS
WERC-AM, WMJJ-FM & WOWC-FM/

(

KAFX-FM/Diboll, TX

WDOV-AM/Dover, DE

KLAK-FM/Durant, OK

KIAK-AM & FM, KAKQ-FM & KUAB-
FM/Fairbanks, AK

KDAG-FM & KTRA-FM/Farmington, NM

KEZA-FM, KIEM-FM, KKIX-FM &
KKZQ-FM/Fayetteville, AR

KCBL-AM, KRDU-AM, KBOS-FM,
KJOI-FM & KRZR-FM/Fresno

KWHN-AM, KTCS-AM & FM, KMAG-
FM & KZBB-FM/Ft. Smith, AR

WRCV-AM, WGRD-FM, WLHT-FM &
WQFN-FM/Grand Rapids

WMFR-AM, WTCK-AM, WHSL-FM &
WMAG-FM/Greensboro-Winston
Salem-High Point

WGVL-AM, WMYI-FM, WROQ-FM &
WSSL-FM/Greenville-Spartanburg, SC

j\

FILED

August 1998
Brentlinger Broadcasting, Inc.

has agreed to sell the assets of

KBZR-FM

Arizona City/ Phoenix, Arizona
to
Brysan Broadcast Group, LLC
Jerry Ryan. Jim Secmiller & Jay Brentlinger

We represented the seller in this transaction.

SERAFIN BROS.

Broadcast Brokerage & Finance
P.O: Box 262888, Tampa, FL 33685
| PHONE (813) 885-6060 « FAX (813) 885-6857 )

~
-

\r

WTCY-AM & WNNK-FM/Harrisburg-
Lebanon-Carlisle

WPOP-AM,WHCN-FM, WKSS-FM,
WMRQ-FM &8 WWYZ-FM/Hartford-
New Britain

KHVH-AM, KIKI-AM & FM, KSSK-AM &
FM, KKLV-FM & KUCD-FM/Honolulu

WNDE-AM, WFBQ-FM & WRZX-FM/
Indianapolis

WJIDS-AM, WZRX-AM, WBKJ-FM,
WJDX-FM, WKTF-FM, WMSI-FM &
WSTZ-FM/Jackson, MS

WBWL-AM, WOKV-AM, WAPE-FM,
WFYV-FM, WIVY-FM & WKQL-FM/
Jacksonville

KlIZ-FM/Killeen-Temple, TX

KHAT-AM, KIBZ-FM, KKNB-FM,
KTGL-FM & KZK X-FM/Lincoln, NE

KFYO-AM, KKAM-AM, KCRM-FM,
KFMX-FM, KKCL-FM & KZII-FM/
Lubbock, TX

KYKS-FM/Lutkin, TX

WTSO-AM, WIBA-AM & FM, WMAD-
FM, WMLI-FM & WZEE-FM/
Madison, WI

WGIR-AM & FM/Manchester, NH

WMMB-AM, WMMV-AM, WBVD-FM,
WHKR-FM &WLRQ-FM/
Melbourne-Titusville

WISN-AM & WLTQ-FM/Milwaukee-
Racine

KFIV-AM, KJSN-FM & KOSO-FM/
Modesto, CA

WMCZ-FM & WZHT-FM/Montgomery

KSFA-AM & KTBQ-FM/Nacogdoches,
X

WLAC-AM & FM, WJZC-FM, WRVW-
FM &WSIX-FM/Nashville

WPLR-FM & WYBC-FM/New Haven

KCDQ-FM, KCHX-FM & KMRK-FM/
Odessa-Midland, TX

KOGA-AM & FM & KMCX-FM/
Ogallala, NE

KFAB-AM, KGOR-FM, KTNP-FM &
KXKT-FM/Omaha-Council Bluffs

WMEZ-FM & WXBM-FM/Pensacola, FL

WTMN-AM, WERZ-FM, WHEB-FM,
WSRI-FM & WXHT-FM/Portsmouth-
Dover-Rochester, NH

WHJJ-AM, WHJIY-FM & WSNE-FM/
Providence-Warwick-Pawtucket, RI

WDCG-FM,WRDU-FM, WRSN-FM &
WTRG-FM/Raleigh-Durham, NC

KEGR-FM, KEWB-FM & KNCQ-FM/
Redding, CA

KCBN-AM, KRNO-FM & KWNZ-FM/
Reno, NV

KALE-AM, KTCR-AM, KEGX-FM &
KIOK-FM/Richland-Kennewick-
Pasco, WA

WBZU-FM, WKHK-FM, WKLR-FM &
WMXB-FM/Richmond

WJJS-AM & FM, WROV-AM & FM,
WJIJIX-FM, WILM-FM,WLDJ-FM,
WRDJ-FM &WYYD-FM/Roanoke-
Lynchburg, va

KFMK-FM/Round Rock, TX

WOSC-FM & WWFG-FM/Salisbury-
Ocean City, MD

WSOK-AM, WCHY-AM & FM, WAEV-
FM, WLVH-FM & WYKZ-FM/

=

_ TRANSACTIONS AT A GLAN

® Pioneer Broadcasting Company, Inc. $33 million
® KWAN-FM/Gualala, CA $100,000

® KEYT-AM/Santa Barbara, CA $1,600,180

* WMMW-AM/Meriden, CT $630,000

© WNBP-AM/Newburyport, MA $250,000

* WYOK-FM/Moss Point (Mobile), MS $1 million

® KXOK-FM/St. Louis, MO $13.5 million

® KPER-FM/Hobbs, NM $3000

® WRKL-AM/New City, NY Price not released

® WTIL-AM/Mayaguez, PR $900,000

* WENR-AM/Englewood, TN $75,000

* WBLC-AM/Lenoir City, TN $65,000

® WLOD-AM/Loudon,TN $125,000

¢ KCDA-FM/Coeur d'Alene, ID (Spokane) & KNJY-FM/Spokane $6.8 million
® KYXE-AM & KHHK-FM/Yakima, WA $1.5 million

Savannah, GA

KRMD-AM & FM & KJMM-FM/
Shreveport, LA

WSRV-FM/Smyrna, DE

KAQQ-AM, KUDY-AM, KEYF-AM &
FM, KISC-FM, KKZX-FM & KNFR-
FM/Spokane

WFMB-AM & FM & WCVS-FM/
Springfield, IL

WHMP-AM & FM & WPKX-FM/
Springfield, MA

WSIC-AM & WFMX-FM/Statesville, NC

KJAX-AM & KVFX-FM/Stockton, CA

KKYR-AM & FM, KLLI-FM & KYGL-
FM/Texarkana, TX-AR

KCEE-AM, KNST-AM, KRQQ-FM &
KWFM-FM/Tucson, AZ

KISX-FM, KNUE-FM & KTYL-FM/Tyler-
Longview, TX

KEPG-FM & KIXS-FM/NVictoria, TX

KKTK-AM, KWTX-AM & FM, KBRQ-FM,
KCKR-FM & WACO-FMMWaco, TX

KFH-AM, KNSS-AM, KZSN-AM & FM
KEYN-FM, KKRD-FM, KRBB-FM,
KRZZ-FM & KWSJ-FM/Wichita

WDSD-FM &WSRV-FM/Wilmington, DE

WNTW-AM, WFTR-AM & FM, WFQX-
FM &WUSQ-FMMWinchester, VA

WTAG-AM & WSRS-FM/Worcester, MA

KBLU-AM, KTTI-FM & KYJT-FM/Yuma, AZ

2 :
il ke S
Morris Communications-
acquisitions

PRICE: $33 million

TERMS: Asset sale for cash

BUYER: Morris Communications
Corp., headed by President Will Mor-
ris. It owns 11 other stations. Phone:
(706) 823-3333

SELLER: Pioneer Broadcasting Com-
pany, Inc., headed by President Marg-
aret Clapp. Phone: (206) 628-3121

KFQD-AM, KHAR-AM,

| KEAG-FM, KWHL-FM,

KMXS-FM & KBRJ-FM/
Anchorage, AK
FREQUENCY: 750 kHz; 590 kHz; 97.3
MHz; 106.5 MHz; 103.1 MHz; 104.1 MHz
POWER: 50kw day/50kw night; Skw
day/5kw night; 100kw at 594 feet;
100kw; 27kw; 55kw at 62 feet
FORMAT: N/T; Nostalgia; Oldies; Alter-
native; Hot AG; Country

KXRO-AM & KDUX-FM/
Aberdeen, WA

FREQUENCY: 1320 kHz; 104.7 MHz
POWER: 5kw day/1kw night; 31kw at
361 feet

FORMAT: AC; Rack

KKRT-AM & KKRV-FM/
Wenatchee, WA
FREQUENCY: 900 kHz; 104.9 MHz
POWER: 1kw day/72 watts day; 6. 1kw
at 1322 feet

FORMAT: Sports; Country

KWIQ-AM & FM/Moses
Lake, WA

FREQUENCY: 1020 kHz; 100.3 MHz
POWER: 2.5kw day/500 watts night;
100kw at 194 feet

FORMAT: Country; Country

KVYF-FM/Witson Creek,
WA

FREQUENCY: 103.3 MHz

POWER: 25kw at 243 feet

FORMAT: Classic Rock

I I
KWAN-FM/Gualala

PRICE: $100,000

TERMS: Asset sale for cash

BUYER: California Radio Partners,
headed by general partners Vicky
Watts and Thomas Yates. Phone: (707)

964-7277
SELLER: KWAN Broadcasting Co.,

| headed by President Gerhard Hanne-

man. Phone: (707) 884-1000
FREQUENCY: 100.5 MHz
POWER: 6kw at 669 feet
FORMAT: Hot AC

KEYT-AM/Santa Barbara

PRICE: $1,600,180

TERMS: Asset sale for cash

BUYER: Smith Broadcasting Group
Inc., headed by President Robert
Smith. Phone: (727) 821-7900
SELLER: Engles Enterprises Inc.,
headed by President Steven Engles.
Phone: (805) 966-1755
FREQUENCY: 1250 kHz

POWER: 2.5kw day/1kw night
FORMAT: News/Talk

COMMENT: Formerly KTMS

WMMW-AM/Meriden
PRICE: $630,000

TERMS: Asset sale for cash
BUYER: Buckiey Broadcasting
Corp., headed by President Richard
Buckley. Buckiey owns 16 other sta-
tions. Phone: (203) 661-4307
SELLER: AM Radio, Inc., headed by
President Anthony Pescatello. Phone:
(203)634-1470

FREQUENCY: 1470 kHz

POWER: 2.5kw

FORMAT: Tropical

BROKER: New England Media

== —— -

PIETR A LA X e, :
r - HIEOVGLITSN S
WNBP-AM/Newburyport
PRICE: $250,000

TERMS: Asset sale for $150,000 cash

Continued on Page 8
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VIDPAK RESULTS

~ VIDPAK WINS AGAIN

WMZQ Scores with Gountry Vidpak' in D.G.

“It's safe to say Vidpak™ made the difference this Spririg for WMZQ. The
first indication that the promotion was working was a winner ratio of over
50% when random names from the 250,000 people who received Vidpaks
were read on-air. Then came the compliments from listeners, clients and
even competitors.

The final proof came with the Spring Arbitron. In the book we saw a healthy
increase in cume and AQH. More important, in the month of the Vidpak
promotion there was a 51% increase in the 25-54 demo, 12+ increased 39%
and 18-34 went up 54%!

In the previous spring we had done the Birthday Contest with a net cost
virtually the same as Vidpak. Vidpak dramatically outperformed it. My only ‘
regret is that we were not able to start the promotion until midway inthe  ¢HARLIE OCHS

survey period. General Manager
WMZ0Q

As a result of the success of our Spring promotion we are now in the
process of self-liquidating a second Vidpak with our clients for a fall cam-
paign. As | see it, if we can market WMZQ to our audience, give our clients a
great advertising vehicle to use in conjunction with their radio buys, AND
retrieve some of our advertising expenses, it's a winner for everyone.

Tony Quin and his staff at 1Q Television did a great
job from beginning to end and their commitment to
getting it right has been incredible. The ultimate
endorsement is return business, and our decision to
go with Vidpak again this Fall should demonstrate the
confidence | have in this promotion.”

4660 Paran Valley
Atlanta, GA 30327
e-mail: igtv@radioig.com

404 255-3550

FAX: 404 255-8152

Find out about Vidpak™ and see all of 1Q’s latest
spots on radio’s only TV marketing website:

www.radioig.com

WwWWwWWw.americanradiohistorv.com
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RADIO BUSINESS |

TRANSACTIONS

Continued from Page 8

and a $100,000 promissory note
BUYER: Radio Newburyport LLC,
headed by Managing Member Robert
Fuller. Phone: (978) 462-1229
SELLER: Damon Radio Inc. Phone:
(978) 462-1450

FREQUENCY: 1450 kHz

POWER: 1kw day/1kw night
FORMAT: AC

WYOK-FM/Moss Point
{Mobile)

PRICE: $1 million

TERMS: Asset sale for cash

BUYER: Roberds Broadcasting, Inc.,
headed by President Dickie Roberds.
It owns one other station, WGOK-AM/
Mobile. Phone: (334) 341-0104
SELLER: Jackson County Broadcast-
ing Co., Inc., Fieaded by President C,
Wayne Dowdy. Phone: (228) §32-5111
FREQUENCY: 104.9 MHz

POWER: 33kw at 600 feet

FORMAT: Urban AC

— — S ——

] |
| J

KXOK-FM/St. Louis

PRICE: $13.5 million

TERMS: Asset sale for cash

BUYER: Sinclair Broadcast Group,

Inc., headed by President/CEO David

Smith. ltowns 54 other stations, includ-

ing WRTH-AM, WIL-FM, KIHT-FM,

WVRV-FM, and KPNT-FM/St. Louis.

Phone: (410) 662-4700

SELLER: Saul Frischling. Phone:

(516)621-1670

FREQUENCY: 97.1 MHz

POWER: 100 kw at 561 feet

FORMAT: Urban AC

— . .

| 1

Bl LV b - =

KPER-FM/Hobbs

PRICE: $3000

TERMS: Asset sale for cash

BUYER: Noalmark Broadcasting

Corp., headed by President William

Nolan Jr. It owns 13 other stations.

Phone: (870) 862-0202

SELLER: Arroyo Broadcasting Corp.,

headed by President William Sanders.

Phone: (505) 293-3152

FREQUENCY: 95.7 MHz

POWER: 25kw at 256 feet

FORMAT: Country

s |

WRKL-AM/New City
PRICE: Not disclosed

TERMS: N/A

BUYER: Polnet Communciations
Ltd., headed by President walter Ko-
taba. It owns WKTA-AM/Evanston, IL
and WNVR-AM/Vernon Hills, IL.
Phone: (847) 498-3350

SELLER: Big City Radio Inc., head-
ed by PresidentMichael Kakoyiannis.
Phone: (914) 592-1071
FREQUENCY: 910 kHz

POWER: 1kw day/73 watts night
FORMAT: News

BROKER: Frank Boyle Co.

WTIL-AM/Mayaguez

PRICE: $900,000

TERMS: Asset sale for. $450,000 cash
and a four-year, $450,000 promissory
note

BUYER: Bestov Broadcasting Inc. of
Puerto Rico, headed by President
Luis Mejia. Phone: (787) 798-7878
SELLER: Mayaguez Radio Corp.,
headed by President Gilbert Mamery
Riera. Phone: (787) 834-1290
FREQUENCY: 1300 kHz

POWER: 1kw

FORMAT: Spanish Nostalgia
BROKER: J.A. Ribas

WENR-AM/Englewood

PRICE: $75,000

TERMS: Asset sale for $40,000 cash
and a four-year, $35,000 promissory
note at 7.5% interest

BUYER: Paul Wilson. Phone: (423)
263-5555

SELLER: M&H Broadcasting Corp.,
headed by President Elizabeth Mull.
Phone: (423) 577-4885
FREQUENCY: 1090 kHz

POWER: 1kw

FORMAT: Religious

WBLC-AM/Lenoir City
PRICE: $65,000

TERMS: Asset sale for $20,000 cash
and a $45,000 promissory note
BUYER: MetroWest Radio LLC,
headed by Chief Manager Susan
Horne. Phone: (423) 531-6010
SELLER: Lauderdale-McKeehan

Christian Broadcasting Corp., head-
ed by President Earl Lauderdale.
Phone: (423) 986-8021
FREQUENCY: 1360 kHz

POWER: 1kw day/24 watts night
FORMAT: Religious

WLOD-AM/Loudon

PRICE: $125,000

TERMS: Asset sale for $35,000 cash
and a $90,000 promissory note
BUYER: MetroWest Radio LLC
SELLER: Loudon Broadcasters Inc.,
headed by President Doyle Lowe.
Phone: (423) 458-9563
FREQUENCY: 1140 kHz

POWER: 1kw

FORMAT: Religious

|

KCDA-FM/Coeur d’Alene,
ID (Spokane) & KNJY-FM/
Spokane

PRICE: $6.8 million

TERMS: Asset sale for cash

BUYER: American General Media,
headed by President Anthony Bran-
don. |
SELLER: Z Rock Communications
Inc., headed by President Al Hoch-
stadt.

FREQUENCY: 103.1 MHz; 103.9 MHz
POWER: 2.35kw at 1886 feet; 5.5kw at
298 feet

FORMAT: Country; Rock
BROKER:The Exline Co.

KYXE-AM & KHHK-FM/
Yakima

PRICE: $1.5 million

TERMS: Stock swap as part of merger
of Butteftield Broadcasting and Span-
ish Language Broadcasters

BUYER: Butterfield Broadcasting
Corp., headed by General Partner Rob-
ert Powers, It owns five other stations.
Phone: (509) 457-1000

SELLER: Spanish Language Broad-
casters of Washington LP headed by |
Genetal Partner Robert Powers.
Phone: (509) 457-1000

FREQUENCY: 1020 kHz; 96.9 MHz
POWER: 5kw day/500 watts night; 289
watts at 1043 feet i
FORMAT: Regional Mexican; Classic
Rock

Fines
Continued from Page 4

there’s anybody left there to reach.”
The KGB matter is still pending
before the commission.

No Guidance For Indecency

Raicliffe said that the FCC has yet
to produce a set of indecency guide-
lines for broadcasters, as mandated
by a 1994 court settlement with Ev-
ergreen Media in the U.S. District
Court in Chicago.

He said that the guidelines — which
have already been written once by the
Mass Media Bureau and the Office of

Bloomberg

Continued from Page 4

the General Counsel — must be revised

to reflect FCC case law since the last

draft was prepared. He added that the

case law gives a peek-into what the
guidelines will Jook like, saying that the
factors the agency considers in deter-
mining whether a broadcast is indecent
include the context of the message,
whether it was delivered repeatedly.
whether it has “shock value™ (as deter-
mined by the Supreme Court in its in

famous 1978 Pucifica case), and wheth-
er the message is “‘delivered in a man-
ner that illuminates its purpose as pan-
dering or titillating as opposed to some
reasonably serious undertaking.”

BUSINESS
BRIEFS

five stations in the Columbia, MO market: KFAL-AM & KKCA-FM (from
Meyer Communications to Zimmer Radio of Mid-Missouri [ZRMMI], owned
by Donaid, James, Jerome, and John Zimmer) and KLIK-AM, KATI-FM &
KTXY-FM (from Brill Media to MVP Radio, owned by David and Thomas
Zimmer). The Missouri Attorney General said in comments filed with the
FCC lastmonth that the deals would resultin the Zimmers controlling more
than 85% of ad revenue in Cole County, MO (ZRMMI owns four other

stations in the county).

Eller Settles Tobacco Ad Dispute

lear Channel Communications subsidiary Eller Media and fellow

billboard company Outdoor Systems have agreedto provide display
space for anti-smoking ads in California for 500 months. The agreement
settles a suit the San Francisco-based Center for Environmental Health
filed against Eller and Outdoor in March for violating the state ban against
advertising tobacco products within 1000 feet of public and private
elementary schools. The companies will remove the offending ads and
have also conceded to set up a toll-free number for questions from the
public about tobacco ad placement. Clear Channel would not comment on

the settlement.

FCC Shuts Down Cleveland Pirates

O n Aug. 26, the FCC and U.S. Matshals seized the equipment of four
pirate stations in Cleveland: “WSLR" (operating at 93.7 MHz),
“WSPL" (0.7 MHz), “Radio Ebenezer WMRC" (88.1 MHz), and “WPRC"
(91.1 MHz). The U.S. Attorney’s Office for the Northem District of Ohio said
the pirates were broadcasting at 1300 to 9000 times the legal limit of 250
watts and that WPRC was interfering with the aviation frequency band.

USADR Field Testing Delayed Until November

SA Digital' Radio Project Manager Rick Martinson told R&R the
company has put off field testing of its IBOC (in-band, on-channel)
DAB system until the end of November. He said the company has
“discovered things that will improve the performance of” its AM and FM
systems andis implementing those modifications right now. The testing —

Continued on Page 31

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

Today's level of fierce competition demands that you prominently dis-
play your name every chance you get (location broadcaste, concerts,
station sponsored autograph sessions, etc.). With theft, vandalism
and loss, it becomes a costly proposition to continuc usly replace
expensive signs and banners. Roll-A-Sign™ offers a better way.

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

* Durable banners at an affordable price.
%'UV stabilized plastic won't fade indoors or outdoors.
* Simply FAX your logo and

quotation today.

PLASTIC
BANNERS

lor separation information for a price

Call today
800/231-6074

Canada

800/847-5616

WAy amaricanradinhictaon, com
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Radio’s Revolutionary One-To-One Marketing Leader

TO: General Managers || confidential
Operations Managers < urgent
Program Directors || cali To Verity Receipt

Marketing Directors

Fax #: (513) 531-NEST Date Sent: 09/04/98
Pages: 1 (including this cover page) Time Sent: 12:34 PM

From: Michael Albl, Creator of Nest Marketing

Address: 3857 lvanhoe Avenue, Cincinnati, OH 45212
Telephone: (513) 631-4CMM
Fax: (513) 531-NEST
E-mail: michael @ nestmarketing.com
Your MESSAGE:

X Please Act On  [J Read Only [X] For Files
[ Cail With Reply [X] Fax Reply [ Mail Reply < E-Mail Reply

Dissemination. distribution, or copying of this communication and its contents is strictly prohibited by law.

I am pleased to announce that we have upgraded your marketing weaponry with the new
“Nest Cume Builder,” which is available exclusively from Nest Marketing at (513) 631-4CMM.

The new Nest Cume Builder is not based on using just one marketing tool - an automated phone call
that randomly dials homes, an example of “Call'em, Fool'em, Forgetem” marketing. Nest Cume Builder is
specially designed to expand the impact of your limited marketing dollars regardless of your format. We do this
by actually targeting your custom Nest Cume Builder program at your station’s specific TrueCore Zip Codes and
TrueCore Life Groups. Our advanced TrueCore Targeting produces a vastly superior retum on ratings for each
of your marketing dollars. And the cost savings we provide allows you to use additional marketing tactical
weapons (not just one) like our Nest Cume Builder with Nest Call, Nest Bombing, Nest Fax Attack and Nest
Direct Express Mail. The result is an advanced, totally integrated, multiple weapon Nest Marketing program for
both home and at-work.

There are a significant number of additional upgraded features you can only get with the new Nest Cume
Builder. Please take a moment to call me at (513) 631-4CMM, fax me at (513) 531-NEST or E-mail me at
michael @ nestmarketing.com. | will be happy to share more information with you about the new Nest Cume
Builder program and Nest Marketing itself.

To Your Success!

“| Have three goals: maximize ratings, increase revenue and stfengthen cash flow.
Unlike everyone else, the Nest Marketing team has proven their revolutionary weaponry helps all my stations succeed.”
— Vance Dillard, Director of Soft AC programming, Jacor Communications, Inc.

CR"KM “ASS ME”IA New World. New Rules. New Answers!

wWww.americanradiohistorv.com
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Continued from Page 1

bring its radio holdings up to par
with other radio stocks, said Merrill
Lynch’s Jessica Reif Cohen, who
added that the company’s equity
tends to correlate with the perfor-
mance of the “highly visible™ TV
network.

It's been no secret that CBS Corp.
President/COO Mel Karmazin
who will head the new Infinity as
Chairman/CEO (the same title he
held at the old Infinity) — has been
unhappy with CBS’ stagnant stock
performance. It dropped 25% from
early April through its Aug. 26 close
of $27. By retaining an 80% stake
in Infinity. CBS is endowed with the
capability to pay down deht (Infini-
ty will owe roughly $750 million
from its merger with American Ra-
dio Sysiems. while CBS will keep
all other debt. including pension, re-
tiree, and medical obligations) and
a $20 billion acquisition capacity.
*“The oftering should create a com-
pany with significant borrowing ca-
pacity, as well as an attractive stock.
for radio and outdoor acquisition op-
portunities,” said Jordan.

Karmazin is no stranger to this
sort of tactic. He “knows a thing or
two about building value.” First
Union Capital Markets analyst Bish-
op Cheen told R&R, pointing out
that Karmazin brought the original
Infinity public in 1986. then private
again in 1988, then public again in
1991. The equity value of the com-
pany when it was first offered to the
public was $100 million; it sold in
1996 to CBS for $3.8 billion. In the
meantime. the Infinity stock price
skyrocketed from $17.50 1o $170
per share.

Wall Street immediately reacted
with enthusiasm for last week’s
move: Donaldson, Lufkin & Jen-
rette analyst Dennis Leibowitz
raised his rating on CBS
from “market perform™ to “huy,”
Salomon Smith Barney's Paul
Sweeney upgraded the stock from
“outpertorm” to “buy,” and Cohen
and Lehman Brothers’ Timothy
Wallace reiterated their “buy” rat-
ings. Standard & Poor's placed
CBS on CreditWatch “with positive

implications.” meaning it could
eventually be issued an investment-
grade corporate credit rating. while
Moody’s said it would review
CBS’ long-term debt rating of
“Bal” for a possible upgrade.

In addition 1o its stable of 155 ra-
dio stations, which have estimated
1995 revenues of $1.5 billion. under
the Infinity umbrellawill be the out-
door advertising fim TDI and CBS"
minority equity investment in West-
wood One.

CBS said the Intinity IPO will be
completed by year's end. and ana-
lysts speculated it could raise $3
billion-$4 billion. The company said
the closing of the oftering would not
be affected by the stock market
plunge on Aug. 31 (see related sto-
ry. Page 1). The CBS stock could
reach $35-$44 within a year, accord-
ing to analysts’ estimates, while In-
finity could open at $25-$50. The
new issue will trade on the New
York Stock Exchange under Infini-
ty’s old ticker symbol of “INE"

Cost Gouging

Wall Street also says CBS will
not lose any of the synergies it has
developed. It will still be able to sell
advertising across multiple plat-
forms. such as the multimillion-
dollar deal it inked with Pennzoil
last month. “It’s the same manage-
ment,” said Cheen. “All you've
done is restructured the assets.”
CBS Radio President Dan Mason
will be given a similar post at In-
finity. while there will be no chang-
€s to station management.

Trouble is brewing at the TV net-
work. however. Simultaneous to the
Infinity IPO announcement, CBS
said it would take a “restructuring
charge” of $50-$70 million in the
third quarter, focusing on the net-
work and corporate overhead. The
Wall Street translation: “a head-
count reduction”” Some pundits es-
timated as many as 200 of the
13,000 employees at the net could
lose their johs, most likely in stra-
tegic planning and legal positions,

One insider said half of those
cuts could come from CBS News.
The New York Duily News even
suggested that Karmazin — infa-
mous for his cost-cutting measures

(one rumor says he insists employ- |

ees cap lipping at restaurants at
15%) — is considering the merger
of the news operation with CNN,
saving the company $150-$200
million in expenses. Analysts R&R
spoke with scoffed at the sugges-
tion, but Prudential Securities’
James Marsh told R&R such a
deal might make some sense.
Headline News could replace the
CBS Evening News, for example.
CBS would not comment on the
speculation.

CBS will be slashing $180 mil-
lion altogether in costs at the com-
pany. Programming at the TV net
— which has been roundly criti-
cized for being excessive (witness
the $4 billion paid for NFL rights
in January) — is expected to take
a hit as well. Marsh stressed that

the network could be more profit- |

able — in the second quarter of
*98, operating profit for the TV seg-
ments rose only 4.5%, to $69 mil-
lion — if the escalating program-
ming expenditures could be con-
trolled. CBS spokesman Dana Mc-
Clintock told R&R that the fall
lineup of programming, including
the return of football, is “'strong.”

In recent weeks, rumors that Kar-
mazin is looking to shed the TV
network have intensified. The latest
buzz was that Viacom or USA Net-
works would pick up the struggling
operation. “The reality is that there
are a lot of major media companies
who, at some point. will be inter-
ested in thinking about a merger
with CBS,” said Booz Allen &
Hamilton consultant Michael Wolf.
~In aconference call with analysts
on Aug. 27, Karmazin vehemently
denied that he is looking for a buyer
— “which means nothing.” one an-
alyst told R&R — and he has even
suggested recently that he is inter-
ested in buying unother TV net-
work to pair with CBS. Analysts
agreed, however. that if the right
ofter came along — $8 billion for
the network alone, said Marcus —
Karmazin could eat those words.

Whatever happens, Karmazin as-
sured analysts the network will be
profitable by next year. And radio
will likely continue to be the gold-
en child of the company.

RESULT
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800-788-8011 + 407-786-5680

www.resul

EXECUTIVE ACTION

town WTOP-AM.

skills from within the marketplace.”

Augusta, GA radio.

WTEM/Washington Welcomes Weiskopf As GSM

imWeiskopf has been appointed GSM of Chancellor Media's Sports/
Talk WTEM-AM/Washington. He previously served as LSM of cross-

“I'm glad to have Jimmy back in the Chancellor family” said WTEM Sr.VP/
GM Cathy Meloy. to whomWeiskopf reports.“He brings a tremendous amount
of AM and sports experience, and a wealth of knowledge and management

Weiskopf has also served as LSM of crosstown WBIG-FM and began his
career atWTEM when the station first signed on the airin 1992. WTEM recent-
ly relocated from 570 kHz to 980 kHz and features DonImus in mornings.

Cumulus/Chattanooga Ups Hunnicutt, Adds Hamilton

USY-FM/Chattanooga PD Clay Hunnicutt has been elevated to OM
for Cumulus’ four stations in that market — Country combo WUSY
& WXKT-FM, AC WLMX-FM, and CHR/Rhythmic
WKXJ-FM. Concurrently, WXFX-FM/Montgomery, AL
PD Scott Hamilton has been named PD for WXKT,
WLMX & WKXJ; Hunnicutt remains PD for WUSY.
Hunnicutt told R&R, “{Market Manager] Sammy
George has been my mentor and has given me a lot of
shots over the years. | really appreciate all he has done
for me. | look forward to working with the quality pro-
fessionals at the other stations. Together, we'll all work \\ﬂ’/
to make them the best stations they can be
WUSY is the only station Hunnicutt has ever worked
for.He's been drawing a check for eight and a half years, =
but started as a college intern in 1988. He's held a variety
of jobs in production and promotions over the years. He
was Asst. PD/Production Director when he was elevated to PD in January '97.
Hamilton has been in Montgomery radio since 1989, previously working in

Hunnicutt

Ross
Continued from Page 3

marketing them together in outright
fashion would have provided us
with a betler way to attract people
to those stations. Our business is up
80% in the last two years. I'm ex-
cited about this growing opportuni-
ty. Our growth curve for these three
great stations has been phenome-
nal. and I am fortunate to have sur-
rounded myself with great profes-
sionals to partner for the future.”
Prior to joining AURA, which
was established three years ago,
Ross served as GSM of WZGC-
FM/Atlanta. Prior to that, he served
as GSM at WGIV-AM, WBAV-FM
& WPEG-FM/Charlotte and as
NSM of WLTW-FM/New York.

PROMOTION :

Ferguson
Continued from Page 3

ple. He’s also extremely creative.”

“There is a huge hole in Tampa
for this format.”” said Ferguson. “It’s
probably the most underserved
market 1 know of in the top 20 or
so markets. There hasn’t been an
Urban or Rhythmic station in the
market so, | just don’t want to go
in there and screw it up. They are
already doing very well. Drew and
Mark Gullet have already done a
great job of keeping everything in
line and getting things going in a
big way.”

In other WLLD news, crosstown
WQYK sales executive Mathew
Rodriquez joins WLLD as Sales
Manager.

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

For your next promotion...

Step up to the

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroll:com

circle and squares

17 colors available
1000 pes - 43¢ ea
2500 pcs - .32¢ ea
5000 pes - .27¢ ea

4 stickers per piece

®: E

800-786-8011 » www.resultsmarketing.com

TS I
Lithographed On Heavy Gloss Stock % 1 i

* REQUEST FREE " as T

CATALOG AND SAMPLES!
— = B/W - 8x10’s
—
500 — $80.00
1000 — $108.00

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

TYPESETTING & FREIGHT
# FAST PROCESSING

# OTHER SIZES & COLOR
PRINTS AVAILABLE

24 - 72 Hour Turnaround!
Multiple Color Imprints Available -
Please Call for Quote

Call for our FREE 40 page catalog!

ADOBE[/GRAPHICSIS&IDESIGN
1-800=-7-COYOTE

1-800-726-9683 Leslie + Lisa * Michele « Patti * Haliemah

T-SHIRT

SWEATS ¢+ GOLF SHIRTS * JACKETS = HATS
WOMENS TEES « TANK TOPS » DENIM SHIRTS
TOTE BAGS ¢ TOWELS * APRONS * SHORTS

T-SHIRTS

| PROMOTIONS ¢ SPECIAL EVENTS » TRADE SHOWS
MERCHANDISING * FUND RAISING * CORP. GIFTS
| TEAM/STAFF UNIFORMS * EMPLOYEE INCENTIVES

IF YOU NEEDED IT YESTERDAY, CALL US TODAY!
QUICK TURN AROUND * COMPETITIVE PRICES
COMPLETE ART DEPT. » HUGE SELECTION

FREE CATALOG! CALL NOW!

(800)343-6529

Emkay Designs - 82 Forest Dr. - Jericho, NY 11753
Local (516)681-8075 - Fax (516)681-4726

wWWwWw.americanradiohistorv.com
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The last frontier in call-letter placement
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Includes all charges, no hidden costs
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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: §< r{l{l

U.S. 1-800-231-2417
Canada 1-800-847-5616 -
(713) 507-4295 FAX

NASTATATANTZAVAR

os® Pads $Pe

.
“$1.55 |
:
¢

1 color imprint, 500 pc. min.
Colors:

Tgan —c5 royal blue

714" x / red

3/ a 4 wine
16 plack

Soft polypropylene white

includes all charges, no hidden costs
The pertec_t - Creal way 1o

et listeners to
low cost 2

A sample your
incentive web site.

LEE ARNOLD PROMOTIONS g

(414) 351.9088 * Fax (414) 351-6997

ANTYINTINZ N NN,

N\~



www.americanradiohistory.com

Get to Wark

Arbitron haschanged the diary!

Arbitron is now asking diary_respondents to

write down their At-Work zip code! and
they're asking if the diary-keeper works less or more than
35 hours a week. Arbitron is forcing At-WorKk listening to Top of Mind!

If you thought At-Work Listening was important before this new diary, you were right. Arbitron's
1997 Reinterview Study concluded that At-Work Listening is growing every
year. But with Arbitron's new diary asking diary-kee Pers to write down their At-Work
zip code and reveal the hours they work each week, At-Work Listening will be
the Nnew key to rating success!

DMR practically invented At-Work Marketing in 1987. Now find out how the workplace has
changed and learn how DMR's 5 ways to attack the workplace can help your station.

we'll help you get to work this fall.

DIRECT MARKETING RESULTS

Telemarketing, Direct Mail, Listener Cards, Database Management., Pre-paid Phone Cards, Card Machines.

Cincin-r'uati, Ohio 513/665-3100 Fax 513/665-3120 Wayland, Massachusetts 508/653-7200 FAX 508/653-4088

wWWwWWw.americanradiohistorv.com o
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Capstar
Continued from Page 1

will have 1998 pro torma net reve-
nues of $2.3 billion and pro forma
broadcast cash flow of approximate-
ly $1 billion. The total enterprise will
have a combined value of about $17
billion. according 10 company esti-
mates, but some analysls suspect that
when the final closing numbers are
tallied. it will be closer to $18 billion.

“It has been a long-term profes-
sional and personal goal of mine to
create the nation’s largest radio and
broadcasting entity by all measures.
and today [Aug. 27] marks the begin-
ning of a new and exciting era for
Chancellor Media, its advertisers,
employees. and shareholders.” said
Tom Hicks. who will be the new
Chancellor Chairman. Chancellor
President/CEQ Jeff Marcus will keep
his position in the combined compa-
ny, while Hicks’ brother and Capstar
President/CEO Steve Hicks will be
Vice Chairman. The merger was ap-
proved by the boards of both compa-
nies during meetings held earlier in
the week in Dallas.

The marriage had long been ex-
pected. In an interview last year
(R&R 10/17/97), Tom Hicks re-

Callout

Continued from Page 1

and users of the data have come to
rely on.”

R&R’s Cullout America for
CHR/Pop was launched in Febru-
ary *95 and received instant recog-
nition from programmers and label
executives. Leading consultants
and programmers in the format
contributed to its design and execu-
tion. Callout America’s weekly
sample size is consistently 400 fe-
males aged 12-34 who qualify for
the survey by responding favorably
to a pop music montage. Calls are
placed into 30 markets between
No. I (New York) and No. 39 (New
Orleans) that have a CHR/Pop sta-
tion.

The newly expanded Callout
America dala appears on page 118
of this week’s R&R.

vealed that a Chancellor-Capstar
merger would likely “come together
in the next year.” In May, just weeks
after he had taken over control of the
company from Scott Ginsburg, Mar-
cus said he'd like 1o see a merger if
the right criteria could be met. That
meant the deal had to make sense: It
would have 1o generate revenues for
Chancelior and come at a fair price.
Marcus told analysts during a
morning conference call following the
deal’s announcement, ““We are very
excited about this acquisition. We
think it’s not only accretive with our
after-tax cash tlow. but the growth that
we can experience going forward is
something that we feel will help us
wiite the book on how radio is going
1o be operated in the new millennium”’

How The Deal
Is Being Done

Chancellor shareholders will get a
share of the new company for each
of their shares, while Capstar stock-
holders will receive 0.480 of a share
($21.48 per share. based on Chancel-
lor’s Wednesday closing price).
Chancellor. which will assume $1.79
billion in Capstar debt and preferred
stock, is paying 15.5 times Capstar’s
projected 1999 cash flow. Hicks,
Muse — which owns about 15% of
Chancellor and 59% of Capstar —
will own about 25% of the new
Chancellor. Chancellor shareholders
will own 66% of the new company:
Capstar shareholders will own 9%.

While the initial stock market re-
sponse was bumpy for both compa-
nies, share prices leveled off in after-
noon trading and analysts seemed to
like what they were told during a con-
ference call with Chancellor’s offi-
cials. “We are in an era in media
where size does matter.” First Union
VP/Media Analyst Bishop Cheen
told R&R. “Hicks, Muse has been
very upfront about that. They want 1o
build a large platform media compa-
ny” He predicted that “you will see
Chancellor continue to feed and
grow. They will grow up 1o where the
rules allow them.”

During his call to analysts. Mar-
cus reminded Wall Street warriors
that about hali of Capstar’s stations
are turnarounds, convincing Cheen

A Golden Year Celebrated

WTIC/Hartford’s Arnold Dean (second from left) was honored recently on his 50th anniversary in broadcasting. The
station threw a dinner/fund-raiser at St. Francis Hospital and Medical Center, and the event helped raise funds for
The Blizzard Fund for Neonatal Care at the hospital. Joining Dean after the event are (I-r) Blizzard Fund's Jennifer
Rizzotti. former Boston Red Sox broadcaster Ken Coleman, and St. Francis President/CEO David D’Eramo. Ph.D.

that broken toys can be fixed and then
made profitable. ““Turn them around
and you get a big slope to the growth
curve,” Cheen said. “This is a deal
that is supposed to happen.”

Chancellor Radio Group President
Jimmy de Castro agreed: “The whole
entity can grow very quickly. There
is a tremendous synergy in tying the
two together.”

Cheen pointed out that both com-
panies “know a thing or two about
growth, integration. and turnarounds.
This is not a new NFL expansiomr
team taking the field for the first time.
Jeff Marcus knows a thing or two
about building companies and ex-
panding. As long as the economy
doesn’t go into the creek, it is very
tough to be bearish about radio.”

In an interview with R&R follow-
ing the announcement of the deal,
Marcus acknowledged. “There were
many times where those of us in-
volved thought it was not going to
happen. It was very tough negotia-
tions” in forging the deal. Marcus
said the biggest hurdle was — afier
“meelings. meetings, meetings’
agreeing on and then waiting for
Capstar stock 1o reach the 480 ratio
per Chancellor share. He said it
reached “missile lock™ at the Aug. 26
close of the stock market.

“We are assembling this platfonn,
and there are many steps along the

way.” Marcus told analysts. “We have
to get the assets in place. which is
what this effort is all about. And then
the integration process begins. What
we are obviously going to be faced
with is the integration of these assets
and. overall. pulling them together and
creating the synergies we are talking
about. Not only will the [radio. TV,
and outdoor] presidents have to work
together, but also with all the people
within each of the divisions.”

Marcus told R&R the merger will
allow Chancellor to “co-locate its ra-
dio, TV. and outdoor divisions under
one roof in Dallas. The company “will
be branding everything under the
Chancellor name. We will create a cul-
ture that is all about a healthy media
as opposed 10 one over another”

While merger-mania has left a
number of top-paid players sidelined.
Marcus told R&R. “I think every-
thing will mesh together very well.
Obviously we’re very early in the
game, and we've got to sit down with
Steve Hicks and his team and get our
tcam together and figure out how ev-
erything works. This is the largest ra-
dio company in the world, and we in-
tend to take advantage of all the syn-
ergies involved. All I can say is that
we have a lot of wood to chop. and
we need a lot of woodchoppers. We
are confident that everybody is going
1o have plenty to do””

Taking It To The *Net

Marcus said he believes the com-
bined group will provide plenty of
good listening to Internet users, and
he’s assigned a task force to look
at Chancellor’s potential for creat-
ing its own Internet broadcast divi-
sion.

“We are very uniquely posi-
tioned to do that. You look at
some of these Internet companies,
such as Broadcast.com. that are
doing something that we have ev-
ery ability to do and more,” Mar-
cus said. “We have far more ca-
pability than they do. So we are
going to look at that very careful-
ly and come up with a winner. We
have something that they don’t
have: a platform.”

While Capstar apparently has
some stations carried on
Broadcast.com, Marcus says he’s
not worried about them and doesn’t
believe any of them “are locked
into” long-term contracts. “How
about this: AMFM.com?”

The deal is expected to close in
April "99, but could be delayed 10
mid-summer. Chancellor spokes-
man Stuart Lewak told R&R that
“some divestures could be in the
offing” and that the Department of
Justice is expected 1o review the
deal “with a fine-toothed comb.”

We've got YOUR ticket to..OLDIES SUCCESS!

wWWww.americanradiohistorv.com

Move your station ahead of the competition with JONES RADIO NETWORK!

WABK'FM 1005 to 1106 #2 Augusta-Waterville, ME
KMLD'FM 5.6 tO 13.2 #2 Casper, WY
WHER'FM 5.9 tO 1106 #3 Laurel-Hattiesburg, MS
JONES RADIO NETWORK ™

Source: Arbitron, Falt 1937, Spring 1938,
Persans 25-54, Mon.-Sun., 6am-12 midnight

market exclusivity, call Michael Henderson,
Director of Affiliate Sales 303-784-8700
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® DAVID DEXTER has been appoint-
ed GM of Root Communications'WAKT,
WDRK,WMXP & WRBA/Panama City
andWMXZ & WWAV/Ft.Waiton Beach,
FL. Dexter most recently served asVP/
GM of WPTW/Dayton and WCLR &
WZLR/Dayton.

Records

® DAVID BARBIS is tapped Assoc.
Director/Rock Promotion and AN-

Barbis Lewis

DREW LEWIS is named Sr. VP/
Business Affairs at Island Records.
Barbis arrives from his previous post
of Regional Promo Dir. at A&M As-
soc. Labels, while Lewis rises from
VP/Business Affairs at Island.

i® SAMANTHA
SCHWAM has

fromVP to Sr.VP/
Finance at Atlan-
! tic Records.

Schwam

National Radio

been promoted ‘

® PREMIERE RADIO NETWORKS |

has acquired The Motorman With
“Motorman” Leon Kaplan from Mil-
lennium Broadcasting. The L.A.-
based show began syndication last
year and is a call-in advice program
focusing on cars, planes, motorcy-
cles, or“anything motorized.”

. —(818).461-5404

® MJIBROADCASTING announces

Reba McEntire as the guest for the |

Sept. 21 edition of its 90-minute live,

monthly call-in program, Starline. |
The show is delivered via satellite the |

last Friday of every month at 10pm,
ET.
— (212) 896-5256

® SW NETWORKS unveils thefol- |

lowing basketball stars promoting
a new literacy program and kids’
book:

PROS ON
THE LOOSE

Quinn Brady — APD/after-
noonsWXCL/Peoria, IL (309) 686-
0593

Sept. 8: Dallas Maverick A.C.
Green, Houston Comet Cynthia Coo-
per, Miami Heat Brent Barry, and
Utah Starzz Tammi Reiss.

—(212) 833-7320

® WESTWOOD ONE kicks off
the 1998 NFL season with the
following schedule. All times are
ET:

Sept. 6: Washington Redskins @
NY Giants, 12:45pm; NY Jets @ SF
49ers, 4pm; and Oakland Raiders @
KC Chiefs, 8pm.

Sept. 7: New England Patriots @
Denver Broncos, 8pm.

WW1 also presents a one-hour
special, Shania Twain In Concert,
available Oct. 5.

Lastly, the network announces its
Celebrity Connection guest lineup for
the upcoming week:

Sept. 4: Peter Bergman

Sept. 8: Dr. Ruth Westheimer

Sept. 9: Monty Python’s Terry
Jones

—(212) 641-2052 or 2057

Research Costs
Driving You Nuts?

Ready to add big $$$ to your
bottom line in ’98?
There is now a solution to ever expanding research costs.

——— / S
*Te l"éTe sT

The new computer assisted research system that can
start saving you BIG money immediately on call-out,
focus groups, auditorium tests and perceptuals!

Start Saving TODAY...

Call for details toll free at 1-88 TELETEST

AMERICAN MEDI

- 12401 E. 43rd Street, Suite 216« Independence, MO 64055
(816)350-8378 Fax(816)350-3050

www.teletest1.com
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NATIONAL
RADIO
FORMATS

ABC RADID NETWORKS
Robert Hall » (972} 991-9200

Hot AC

Garry Leigh
SHERYL CROW My Favorite Mistake
EVERYTHING Hooch

Starstation

Peter Stewart
FAITH HILL This Kiss

Touch

Monica Logan
No Adds

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

Rock

BIG WRECK Blown Wide Open
HOLE Celebrity Skin

ROD STEWART Rocks

Alternative
HOLE Celebrity Skin

CHRMot AC

MADONNA The Power Of Good-Bye
MONICA The First Night

SHANIA TWAIN From This Moment On

Mainstream AC

EVE 6 Inside Out

JOHN MELLENCAMP Your Lile Is Now
SHANIA TWAIN From This' Moment On

Lite AC
BETTE MIOLER My Own True Friend

NAC
GABRIELA ANDERS Fire Of Love
BRIAN BROMBERG Hero

uc

INOJ Time After Time

SNOOP 00GG Still A G Thang
SPARKLE Time To Move On

BROAOCAST PROGRAMMING
Walter Powers o (800) 426-9082

CHR

Casey Keating

ALL SAINTS Never Ever

SHERYL CROW My Favorite Mistake
PM DAWN | Had No Right

THIRO EYE BLIND Jumper

Digital AC
SHANIA TWAIN From This Moment On

HotAC

SHERYL CROW My Favorite Mistake
THIRD EYE BLIND Jumper
Digital Soft AC

Mike Bettelli
SHANIA TWAIN From This Moment On

| Josh Hosler
JON B. | Do (Whatcha Say Boo)

| Adult Hit Radio

| Rich Bryan

Delilah
SHANIA TWAIN From This Moment On
Alternative

Teresa Cook

HOLE Celebrity Skin

MARILYN MANSON The Dope Show
SOUL COUGHING Circles

Urban

BIZZY BONE Thugz Cry
DIVINE Lately
LAURYN HILL Doo Wop (That Thing)

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

JJ McKay
EVERYTHING Hooch
Rock Alternative

Doug Clifton

FLYS Got You (Where | Want You)

HOOTIE & THE BLOWFISH | Will Wait
CHRIS ISAAK Please

SEMISONIC Singing In My Sieep

Soft Hits

Rick Brady

GARTH BROOKS To Make You Feel My Love

Rock Classics

No New Adds

RADIO ONE NETWORKS
Tony Mauro ® (370) 949-3339

Hot AC

Yvonne Day

£AGLE-EYE CHERRY Save Tonight
LENNY KRAVITZ Thinking Of You
New Rock

Steve Leigh

FATBOY SLIM The Rockafeller Skank
PJ HARVEY A Perfect Day Elise
SOUL COUGHING Circles

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

Adult Rock & Roll

Jetf Gonzer

JOHN MELLENCAMP Your Life Is Now
Soft AC

Andy Fuller

No New Adds

Bright AC

Jim Hays
No New Adds

Changes

AC: Scott Childers rises from
swings to middays at WNND/Chi-
cago ... WTFM/Johnson City after-
noon driver Steve Mann segues 10
mornings, where he teams with am
host Jodi Lee .. WMGX/Portland,
ME appoints Ethan Minton APD/
MD/afternoons ... Lou Wilson takes
nights at Hot AC WQMZ/Charlot-
tesville. VA.

Adult Alternative: Morming co-host
Mike Stone exits at KAEP/Spokane,
and newcomer Kevin Holmes takes
his place ... Alex Valentine becomes
MD at KKZN/Dallas ... KTHX/
Reno. NV's new MD is Harry Rey-
nolds.

Aliernative: KTEG/Albuquerque
MD Julie Hoyt exits ... WKRO/Day-

_—.—*

tona Beach moming sidekick Napolean
exits ... At WRXR/Augusta, GA, Derek
Madden is new APD/MD, as former
MD Kim Varin exits. and Michelle

Continued on Page 31

MARRIAGES

WBAM/Montgomery, AL MD
Trish Carpenter to Pat Barton,
August 21

BirtHs

Mercury/PotyGram recording
artist Lionel Richie, wife Diane,
daughter Sofia, August 24

CONDOLENCES

Quad Cities Radio Creative
Services Associate Frank Tho-
mas, 23, August 21
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ComQuest was first to offer
Interactive Voice Response (IVR)
technology as a real solution for call-
out music research. Now it seems,
everybody and their brother is jump-

Now, once again, ComQuest is rais-
ing the bar. This fall we'll unveil the
all-new ComQuest Windows ‘08 at
the NAB Radio Show. Utilizing state-
of-the-art Windows graphics and

ing on the IVR bandwagon. | - : T Ry o audio, multi-tasking and dynamic
1 . 'H Be . .

. : " ; | S Bt data exchange with other Windows
COTRIBESHS mteracnfvc? i | omer ar wr WA e programs, it's gonna blow the doors
reduces the number o mte.rwewers | & : 2l o ?:M.”z",:;"— Waitewers” off anything else on the road!
needed for your weekly in-house fopn
research by moving the data collec- | o= ; 7 :(::'Ew;eé " While others toil in their basements
tion process to the interactive fileserv- y : : S with IVR technology, desperately try-

| . TN . ‘our Secret Lave

er. Respondents love it, interviewers Rl ing to make it work for call-out
are more productive (as they no music testing, ComQuest interactive
longer have to play song hooks from cassette decks), and PD’s enjoy  call-out systems are collecting more than a million song scores
more accurate, stable and instant results in their weekly music tests.  around the world every month!

I's good to know ComQuest is blazing the trail into the next mil-
lennium so that others may follow.

A = AERE =S uE

WUIEJL

Windows '98
Compatible

To learn more about ComQuest, visit us at www.callout.com or call us at 619-659-3600.

Windaws and Windows 98 are registered trademarks of Microsoft Corporation,

wWWww.americanradiohistorv.com
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MANAGEMENT

Coping With The
Stress Of Gonsolidation

Relaxation techniques that really work -

By Linda.Madonna

D uring the past couple of years, the pages of R&R and

other trade publications have been filled with stories of

radio industry consolidation, mergers, and downsizing. While

ne business ramifications of these deals are examined quite
thoroughly, one aspect that receives little if any recognition is
the human factor; namely, the stress that employees often ex-
perience while in the midst of this upheaval.

At Corporate Family Network,
we have seen so many cases of this
that we haV& given it a name:
Consolidatien-Induced Stress, or
CIS for short. To an employee suffer-
ing from CIS, the impact can be quite
severe. A partial list of symptoms in-
cludes: tension and hostility in the
workplace as workers vie (o stand out
in the eyes of their superiors: strain
on personal relationships. particular-
ly in those where problems already
exist: insomnia; loss of appetite or
compulsive eating: exacerbation ot
existing ailments such as heart dis-
ease; increased use of drugs — pre-
scription or otherwise; increased al-
cohot consumption: general irritabil
ity: headaches: inability to concen-
trate; general emotional instability;
pain in the neck or lower back ... the
list could go on to fill this page.

The point is, no one wants to sut-
fer from stress. This leads to the
question of how to effectively man-
age it and. better still, avoid it alto-
gether. Fortunately. there are some
proven stress-management tech-
niques that work — even in an en-
vironment as stressful as an impend-
ing radio company consolidation
Here are some examples:

Relaxation

This is an obvious stress-reducer,
but for most people it does not come

Linda Madonna is director of Cor-
porate Family Network, a New York-
based independent Employee As-
sistance Program provider speclal-
izing in the media and advertising
industries.

Fortunately, there
are some proven
stress-management
techniques that work
— even in an
environment as
stressful as an
impending radio
company
consolidation.

easily or naturally. One special tech-
nique that can be learned is “Pro-
gressive Relaxation” This involves
tensing each of the muscle groups in-
dividually and sequentially. holding
the tension for about five seconds,
and then releasing it slowly. Start
with the head. then work down to the
neck. shoulders. arms and hands,
chest and lungs, back. stomach, hips,
legs, and, finally, the feet.

Another popular relaxation tech-
nique is “Countdown Relaxation.”
Count down from 10 to zero while
becoming progressively more re-
laxed. Silently say each number on
the exhale. After reaching zero,
count from one to three to return to
a relaxed, fully alert state.

Some people have had great relax-
ation success with “Autogenic Imag-
ery.” In this technique, the individu-
al forms a clear, detailed image of a

Continued on Page 31

Seven Tips To Slash Your Telephone Bill

haking his head in disbelief, a banker told
Alexander Graham Bell to take “that toy’
out of his office. That toy was the telephone.

In the years since, we've come to rely upon this litle
device, with our skepticism now centered on the cost of
using It. We're bombarded with claims of discounts, but if
you really want to save money, here are seven tips that
wilil defiver right to your bottom line:
€@ Regularly put your phone service out to bid. Rates
are dropping, with the best deals usually offered to new
customers or those who are ready to switch. Let AT&T,
Sprint, and the other service pro-
viders compete for your business,
and your savings will abound.

This competition should aiso In-
clude your calling-card pian, as
well as any other ancillary servic-
es that you use. Most people are
unaware that there are often hid-
den per-calil or other service
charges added that, over time, can amount to a great
deal of money.
© Request collective discounts for cellular/digital phones
and pagers. If you use a combination of this equipment,
why not put it all out to bid and get a volume discount?
© Check your bill each month. Even with the best of
intentions, billing errors routinely arise, and this tip alone
could save you a lot of money. Also, when your employ-
ees know you're checking, they’ll be more circumspect in
making long-distance calls. In fact, it's also a good idea to
assign specific numbers to individuals and to have the
length of a call displayed so that the caller knows how
long he or she has been on the line. Lastly, you may dis-
cover that you're being billed for services that you don™t
use or no longer desire.

Recently, by checking our phone bill, my wife saw cel-

lular phone charges that she didn't recognize. After speak-
ing with our service provider, they concluded that some-
one had intercepted her number and was making calls at
our expense. They credited those charges, gave her a
new number, and told her that this form of theft is very
common, but not often quickly discovered.
@ Watch out for “slamming” While checking your bill,
you may learn that you've changed long-distance carri-
ers without your concurrence, and this could lead to much
higher long-distance charges for you. This notorious prac-
tice is called “slamming.”

To avoid this, Bruce Thatcher, President of TelCon As-

By Dick Kazan

sociates of Overland Park, KS (Bottom Line/Business,
September, 1998), advises that you ask your current pro-
vider for a Primary Interexchange Carrier (PIC) Freeze
This will prevent any change in carriers without your writ-
ten permission.

© Reduce local “information” calls. In Southern Cali-
fornia, Pacific Bell is attempting to get regulatory approval
fo raise their rate to $1.10 per call after the first three calls!
Whatever the expense is in your area, these charges
could readily mount and cost you hundreds of dollars
each month.

if that seems hard to believe, last year a small Los
Angeles-area school district sharp-
ly restricted the use of “information”
after its one-month cost for this ser-
vice exceeded $300, most of which
was for local numbers repeatedly di-
aled by their employees. .

My suggestion is to widely distrib-
ute local telephone directories within
your organization and commonty
display frequently called numbers. The last thing you need
is for your employees to rack up $100 in monthly informa-
tion charges repeatedly getting the number for the same
pizza parlor.

0 Look out for hotel billing charges. Many hotels add a
cost override when long-distance calls are placed through
their phone service providers, some of whom in turn
charge premium rates. Ask your employees to use their
billing or credit cards instead of the 8-1-(area code)-(phone
number) so readily availabie from hotel chains.

€ Cancel “wire maintenance” charges. This is an op-
tional charge to maintain the connection between your of-
fice telephone jack and the telephone pole near your build-
Ing. Unless you live in an area with extreme weather con-
ditions, it's an unnecessary cost. Even though this charge
is typically only $1.25 per line, per month, over time this
can add up to a lot of money. But it can get worse.

Bruce Thatcher says his customer was belng billed for
120 phone lines with wire maintenance. “It turns out the
phone company made a typing error and added an extra
‘0’ to the 12 lines our client actually had. We recovered
$40,000 in past overcharges due to the mistake”

You're under pressure like never before to Increase prof-
its and run a highly efficlent operation. Implement these
seven tips and, with time, you'll save thousands of doliars
in telephone expenses, money that goes right to your bot-
tom line and could make a blg difference in how success-
ful you become.

Dick Kazan is a successful entrepreneur who founded one of the largest computer leasing corporations in the United
States. He created and hosts The Road To Success, the first radio taik 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.
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WL.S in Chicago.

Ric Edelman has authored two new books that
are both currently national best-sellers. His firm
manages $900 million in assets. And his talk
show on Washington, DC’s s

WMAL — nowinit’s 8thyear ' |
— is #1 in its time slot with a 7.0 share
for Adults 35+". Ric’s show now also airs on

Ric Edelman

Best Talk Show Host
1993 Washington, D.C. A.LLR. Awards

PHOTO JOMN EARLE

A financial show thats not
ut money. It's About Life! edelman

For a tape, call 888.987.7526 |

-
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show

“Ric Edelman is one of the most success-
ful financial advisors in the country.”
Dow Jones Investment Advisor

“Ric Edelman is... a financial guru.”

CBS Evening News

Saturday Evenings ' &Ilffﬁeg
6pm-8 CST 890AM

Saturday Mornings NEWSTALK

10am-11:45 EST

amb30

“Source: Average 'of WI9B/FAY7/SU9T/SP97 ARB. AQH
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Radio Listeners Also Big Internet Users

bout 5% of the adult population visit local radio station web-
sites, according to a local market media website study con-

ducted by the Media Audit. The markets with the highest response
to radio websites tended to be in the tier below the top 10 mar-
kets. San Francisco was the only top 10 market on the list of most

popular website markets.
Strongest Website

Softest Website

Markets Markets
Orlando 9.3%* S—yracuse 1.8%
San Francisco 8.7% Wilmingtor, DE 1.4%
Atlanta 8.4% Johnson City-Kingsport, TN 14%
ga:Di_ego 71% Alexandria, LA 12%
Indianapolis 71% Eugene, OR 1.2%
Seattle 6.5% Asheville, NC 1.1%
Minneapolis 6.5% Ft. Myers 0.9%
San Jose 6.5% Boise, ID 0.7%

*Percent of all adults who visited a lo-
cal radio web site

The survey also indicates that
heavy radio listeners are more loyal
to radio websites than heavy users
of other media are 1o their websites.

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

Harmony House: ‘Bach’ On Top

SITUATION: Harmony House is a well-established music store that is cel-
ebrating its 50th anniversary this year (it is somewhat of a tocal chain in
the Michigan area). Having used radio, newspaper, direct mail, and cable
television in its advertising program, the store considers its competitors
1o be major national chains such as Border's Books and other mall record
outlets and chain stores.

OBJECTIVE: The specitic objective of this campaign was 1o let consum-
ers know about the grand opening of an all-classical music store. It need-
ed to target classical-music listeners and knew from past advertising how
well radio targets a specific market.

CAMPAIGN: WQRS-FM created a month-long campaign with Harmony
House to promote the grand opening. Phrases such as “Going for ba-
roque” were built in to be creative, and listeners were told to repeat that
phrase at a specific Harmony House location for their chance to win a
free T-shirt.

RESULTS: Classical station WQRS-FM brought 1500 listeners into Har-
mony House within two days, enough to exhaust all T-shirt supplies. The
company ordered another rush shipment of 1500 T-shirts, and in three more
days those were gone as well. The Harmony House classical store sold
more product than any of the other stores in the group, and is today one
of the most profitabie stores in the chain.

—— RABTOOLBOX — —

More marketing information and resources from the RAB

MEDIA TARGETING 2000

Ninety-three percent of consumers who purchased a CD or cassette in
the last three months listen to radio each week. Nearly two fifths (39%)
eam more than $50,000 annually, and 72% own their homes.

RAB CATEGORY FILES

“There will be a fundamental change in the way music is created and dis-
tributed to the consumer. We'll see more niche artists, because our se-
lection gives them an outlet. You're also going to see a movement over
time where the technology will allow new ways of distributing copyrights.
[CDrnow wants] to be a part of that” (Jason Olim, President/CEYco-founder
of the online music store CDnow)

INSTANT BACKGROUND COLLECTION —

RECORDED MUSIC

Shoppers Prefer Sampling: 45% of active music consumers (at least
three album purchases in the last six months) indicate that the store they
shop at most often is equipped with a listening device that allows them to
preview music (compared to only 30% in 1994). Among those whio have
sampled music, 95% say it has influenced their buying decision (Soundata
Consumer Panel/Research Alert, March 21, 1997).

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

* 49.1% of heavy radio listeners®
use a radio station website

* 24 6% of heavy newspaper read-
ers use a newspaper site

¢ 19.1% of heavy TV users visita
television website .
*Someone who listens to the radio
more than three hours per day

The markets with the heaviest
radio website usage do not neces-
sarily correlate with markets that
draw a lot of Internet usage in gen-
eral. Here is a list of markets with
the percentage of all adults who
spend more than eight hours online
or on the Intemnet.

September 4, 1998 R&R ® 17

Salespeople On The Move

« Denise Putlock is appointed Dir/Mkig. for Jersey RADIO Network,
a nontraditional revenue sales division of Nassau Broadcasting Part-
ners. She previously served as Mkig. and Sales Dir. for Future Perfect

Inc., a pediatric chiropractic product developer.

« Regine Carney-Copeland joins Katz Media Group as Eastern Re-
gional Manager of Urban Dimensions. She will be responsible for new-
business development and sales for the eastern region and manage
the New York staff. She most recently was an AE at ABC Radio Net-
works for the Tom Joyner Morning Show.

These numbers reflect the wide-
spread and growing use of computers
and the Internet. The Media Audit de-
termined that nearly 60% of adults
have a computer at home and about
half of them used that computer to ac-
cess an online service or the Internet
in the past month (a somewhat small-

asked if they had logged on within the
past week. 31% responded in the af-
firmative, and they spent 6 hours and
14 minutes connected. Computers and
the Internet still tend to be a man’s
world: 40% of men compared to 25%
of women logged onto the Internet or
an online service in the past week, and

Washington 18.0%  er percentage, 23% of all adults, the men were online an hour longer
San Jose 172% logged on while at work). When  than the women were.
Ortando 14.2% Here's the breakout by demographic cells:
Raleigh 13.9% Adult % who logged on Minutes online/week
Austin 13.7% ;g'z g;;:f 22;
S i 13.7% s ==
By FepTeee — 35-44 36.6% 376
aulii % 4554 37.1% 360
Hartford 12.8% —55'64 22 5% 334 B
Colorado Springs 11.9% 65-74 9.3% 319
Denver 1.9% 75+ 4.2% 313
IRWIN PROGRAM IRWIN PROGRAM
POLLACK _CONSULTANT POLLACK _CONSULTANT
1 Weekly Sales Tracking/ MD 5 On-The-Street Sales MD
« Accountability « Calls with Salespeople
2 Sales MD 6 Advertiser D
« Meetings « Seminar
3 Sales Management MD 7 7-Day/24-Hour MD
» Coaching « Availability
4 “The IDEABank” (Access to MD 8 Guaranteed MD
« 1,000 proposals and packages) » Results

The on-air sound. There's

leg to do it.

But what are you doing
about giving the sales and
management team the tools

increases you deserve?

LAST YEAR STATIONS
SPENT MILLIONS OF DOLLARS
PERFECTING THEIR SOUND.

NOT NEARLY ENOUGH WAS
INVESTED ON HOW TO SELL IT.

not much a station won't do to
improve it. Even if it takes (and
costs) someone else’s arm and

they need to get you the billing
Introducing Irwin Pollack’s In-Station

Sales Training. Now, you can give your
sales team the affordable, ongoing training

Radio Plaza » 410 Amherst Street * Suite 360  Nashua, NH 03063 « Email: irwin@irwinpollack.com « Phone: (603) 598-9300

they need to improve their
billing.

The list above shows just
how much focus we think your
station needs for its sales and
sales management team.

Certainly, our current roster

krwin Pollack is radio§ only  of stations and broadeast
hands-on, action-oriented, .
on-the-street salesand ~ £roups are already very familiar

-

management trainer. with our 8-point formula.
As you perfect your on-air sound,
develop a sound format for sales success—

guaranteed results from Irwin Pollack.

[ ]
[\ m!mt;mcsJ
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MARKETING & PROMOTION

a

FRANK MINIACI -

Redefining Brand Equity In ‘Big D’

KDMX creates a heritage position for ‘Mix 102.9’ almost overnight

kay, it’s a ludicrous statement to say that you can brand a

station overnight, especially in Dallas-Ft. Worth. The
Metroplex is full of market veterans and musical positions that
have captured the minds of listeners for decades.

Yet this was the task of KDMX/
Dallas PD Jimmy Steal and new
Marketing/Promotion Director
Loren Condron. How did they re-
position their station while making
a daily deposit in the brand equity
bank? Get ready for a crash course
in “Quick Start 101

Every market is unique. People
will tell you, “Minneapolis is unlike
any other market in the country.” Or
you might hear that San Francisco
is so sophisticated, it is like an is-
land in the sea of markets. Well,
Dallas-Ft. Worth is no different in
that respect. Until the early *90s,
Dallas had seen little change in ra-
dio personalities and station posi-
tions. Most of the changes occurred
with television talent (Dallas is fa-
mous as a stepping stone to going
national) or other industries. Heri-
tage talent like Kraddick and Chap-
man and call letters like KVIL,
KHKS, KKDA, and KSCS made it
a very competitive situation for any
station trying 1o come onto the

Pro:Motions

* Candace Gonzales is ap-
pointed Marketing Dir. at KINK/
Portland, OR.

* Jason Stark is the new Pro-
motion Dir. at KUBL/Salt Lake
City.

* LynnWilliams joinsWOWO-
AM, WMEE-FM & WQHK-FM/
FortWayne, IN as Promotion Dir.

so I had to come up with things that
you could not get by just plunking
down money, those one-of-a-kind
items and events, whether it was
being able to go kayaking along the
Channel Is-

lands off the
California
coast or going
to 4X4 school
in the hills of
Vermont.
These type of
things catered

BACKSTAGE PASSION — Schmoozing at Lilith Fair are (I-r)
Mix 102.9's PD Jimmy Steal, Sarah McLachlan, and Mix 102.9
MD Lisa Thomas and Marketing Director Loren Condron.

scene. While AC programming at
the 102.9 position is not all that new
(years ago it was “Magic,” and it has
also been home to various incarna-
tions of “Mix™), not until recently
has the station stood out in the mar-
ket as a new perennial player, plac-
ing top tive in morning drive with
Alan Kabel and U-Turn Lavern.
This week, we talk to Steal and
Condron about the incredible job
they have done in building imme-
diate brand equity for the Jacor Pop/
Alternative.
The Right ‘Mix’ Of People
Condron’s background includes
a stint at KRZQ/Reno, where he
was part of the morning show in
addition to being Promotions Direc-
tor. He was also Promotions Direc-
tor at KHOP/Modesto-Stockton
and, most recently, at KXTE/Las
Vegas, prior to joining KDMX in
April. Condron mentions, “With
Alternative radio, you can be very
creative with artist promotions, be-
cause of the hipness of the demo.
In Las Vegas, all of the casinos were
giving away money, trips, and cars,

to the demo.
KDMX is the
first female-
based station 1
have worked at. Jimmy Steal
brought me on to bring a lifestyle/
showbiz/rock 'n’ roll approach to a
female-based demographic.” Steal
comments that Condron really un-
derstands the entertainment aspect
of promotions.

Steal is no stranger to Dallas. He
spent five years at KEGL prior to
programming WKRQ/Cincinnati
for five years, which gave him the
market knowledge that has enabled
the station to make very impressive
moves in a relatively short amount
of time. Commenting on the right
mix of people, he says, “You can
always go out and find people who
are qualified 10 execute the position,
but what you really want is some-
one who would continue to do the
job it they won the lottery tomor-
row. They get tumed on by doing
great radio, whether it’s marketing,

" programming, imaging — whatev-

er the department may be. If [ can’t
find passion in a person, I don’t care
how well they get the mechanics. |
can find anyone 10 execute a format.
but the passion and competitiveness,

Of The Week

Promo

DANCE, BABY, DANCE — With the media frenzy surrounding the “Danc-
ing Baby” made famous by the Fox-TV show Ally McBeal, WKSI/Greens-
boro recently held a “Dancing Baby” contest to tie-in with their CMI televi-
sion campaign. The cutest tyke was awarded $20K toward its education.

that’s what makes a great radio per-
son”
Sudden Impact

Condron gives reasons why he
has been able to put things in mo-
tion so quickly. “I used Jimmy as a
great resource, with his years of
market experience.” he explains. “I
also watched tons of local TV pro-
gramming and tried to get to know
all the local media and celebs. I also
asked a lot of questions wherever |
went about perceptions of Mix
102.9 as well as other stations in
town. 1 listened and observed all the
other stations in the market, includ-
ing their websites and what kinds
of promotions they were doing. |
spent a lot of time with our account
execs who have worked at some of
the other stations in town. I spent
time with our MD, Lisa Thomas.
who has been in the market a long
time. It is always important to get
saturated in the shortest amount of
time possible. It is also important
to find out what the ‘hot buttons’ are
for Dallas-Ft. Worth, since many
national things may be universal,
but on a local level it varies from
market to market.”

Steal thinks being a good market-
ing director means you have to be a
pop-culture junkie. “If you can take
something that is happening in the
real world that our listeners are liv-
ing in and filter it through the radio
station while taking some kind of
ownership of it. that is the defini-

tion of an effective marketing direc-
tor.”

Pay Attention, Dammit!

Steal contends that KDMX has
never been more visible over the last
25 years than it is today. “Regard-
less of what format you are program-
ming or marketing. we are in a cul-
ture that is more reactionary than
subtle. That shouldn’t connotate
brash — although sometimes it does
— but it always has to signify fore-
ground. When you are marketing,
you have to rell people to pay atten-
tion, not ask them to. This is a mar-
ket that scores a lot of points for her-
itage, and in our current incamation
we have pretty close to zero heritage
personality- and music-position-
wise. We have evolved the radio sta-
tion completely over the last year.
Everything we put on the radio sta-
tion has to fit through two filters. If
it doesn’t help sell our morning
show or help sell our music position,
it doesn’t get on the radio. Every-
thing that gets on the radio station
has to clarity what you are.”

Noting that the station is a “pro-
motion machine,” Condron says, “If
we get involved with something, we
promote the heck out o it. When we
get involved with something, peo-
ple know about it. It all begins with
our morning show of Alan & U-
Turn, who get involved with local
TV personalities (sometimes sever-

Continued on Page 31

Now Available in Your Market

THE

DR. GABE MIRKIN

SHOW

Produced by

Mirkin Syndicated Services

Box 10
Kensington, MD 20895
1-800-841-6597

wWWww.americanradiohistorv.com

Washington D.C.’s Favorite and Most Liked Radio Personality

PERSONALITY %FAV %LIKE %FAV&LIKE
Dr. Gabe Mirkin 1.7 2.1 56.8
Jim Bohannon 8.8 421 509
Harden, Brant & Parks 5.4 36.0 414
Dr. Laura Schlessinger  15.0 250 400
Dr. Joy Browne 6.8 254 322
G. Gordon Liddy 2.6 8.9 115
Howard Stern 24 7.7 101
Rush Limbaugh 40 6.5 106
Oliver North 11 59 70

Ranked by %Favorite & Like
Adults 35-54 Washington, D.C.

Survey Period: February-March /Week of March 3,1997

g
NEWSTRACK
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20 R&R September 4, 1998

SHOW PREP

MUSIC TELEVISION®
68.7 miltion households

|ADDS ol

GINUWINE Same OF G (Atfantic)
JENNIFER PAIGE Crush (Edel America/Holtywood)

| EXCLUSIVE |

HOLE Celebrity Skin (DGC/Getfen)
MARILYN MANSON The Dope Show (Nathing/Interscope)

| HEAVY |

AALIYAH Are You That Somebody? (Atlantic)
AEROSMITH | DBRTWant To Miss A Thing (Columbia)
BACKSTREET BOYS Il Never Break Your Heart {(ive)
BARENAKED LADIES One Week (Repniss)

BEASTIE BOYS Intergalactic (Grand Royal/Caprtol)
BRANOY t/MASE Top Of The World (Atfantic)

BRIAN SETZER ORCHESTRA Jump Jive . (interscope)
DAVE MATTHEWS BAND Stay (Wasting Time) (RCA)
LAURYN HILL DooWop (That Thing) (Ruffhouse Columbia)
JANET Go Deep (Virgin)

JO HIRY-Z Money... (So So Det/Columbia)

MONICA The First Night (Arista)

WILL SMITH Just The Two Of Us (Columbia)

USHER My Way (Laface/Arista)

| STRESS |

SHERYL CROW My Favorite Mistake (A&M)

OMXH/FAITH EVANS How's R Gon' Down? (Def dam/Mercury}
EAGLE-EYE CHERRY Save Tonight (Work)

EVE 6 Inside Out (RCA)

HARVEY DANGER Flagpote Sita ( Siash/L ondorvisiangd)
HODTIE & THE BLOWFISH1 Wil Wat {Atiantic)

NATALIE IMBRUGLIA Wishing | Was There (RCA)

JD & MARIAH CAREY Sweetheart {So So Def/Columbia)
KDRN Got The Life {immortal/Epic,

MONSTER MAGNET Space Lord (A&M)

MYA1/SILKK THE SHOCKER Mowin’ On (Unwersiy/Interscope)
PRAS MICHEL. .. Ghetto Supastar... {Interscope)

SMASHING PUMPKINS Perfect (Virgin)
SNDOP DDGG Still A G Thang (No Limit/Pronty)

| BREAKTHROUGH |

PEARL JAM Do The Evolution (Epic)

'ACTIVE

50.8 million househoids
Isaak/Tierney

|ADDS

KIRK FRANKLIN Lean On Me (GBspo Centric)
MADONNA The Power Of Good-Bye (Maverick/WB)
JOHN MELLENCAMP Your Life Is Now (Columbia)

XL ]

AEROSMITHI Don't Want To Miss A Thing {Columbia)
BARENAKED LADIES One Week (Reprisa)

GOD GOO DOLLS Iris (Warner Sunset/Reprise)
NATALIE IMBRUGLIA Torn (RCA)

MATCHBOX 20 Rea) World (Lava/Atiantic)

|NEW |

SHERYL CROW My Favorite Mistake (A&M)
HOOTIE & THE BLOWFISH | Will Wait (Atiantic)
MADONNA The Power Ot Good-Bye (Mavenck/W8)
JOHN MELLENCAMP Your Life Is Now (Columbia)
SMASHING PUMPKINS Pertect (Virgin)

| LARGE ]

BRIAN SETZER ORCHESTRA Jump Jive... (Inferscops,
MARIAH CAREY Whenever You Calt {Cofurmbia)
FASTBALL The Way (Hollywood)

NATALIE IMBRUGLIA Wishing | Was There (RCA)
MADONNA Ray Of Light (Maverick W8)

EOWIN MCCAIN I Be ( Atiantic)

SEMISONIC Closing Time (MCA)

SHANIA TWAIN You're Still The One (Mercury)

| MEDIUM |

EAGLE-EYE CHERRY Save Tonight (Work)
JANET Go Deep (Virgin)
SARAH MCLACHLAN Adia (Arista)

| CUSTOM |

TORI AMOS Jackie's Strength (Atiantic)

ANGGUN Snow On The Sahara (Epic)

JON B. They Don't Know (Yab Yum/550 Music)
BABYFACE You Were There (Epic)

BRANDY & MDNICA The Boy Is Mine {Atiantic)

CHERRY POPPIN' DADOIES Brown Derty Jump (Mojo/Unwersal)
CULTURE CLUB | Just Want To Be Loved (Virgin)
CULTURE CLUB Miss Me Blind (Virgin)

DES'REE Lite (550 Music)

CELINE OIDN To Love You More {550 Music)
EVERYTHING Hooch (Blackbird/Sire)

FASTBALL Fire Escape {Holiywood)

KIRK FRANKLIN Lean On Me {Gospo Centric)

DAVID GARZA Discoball World (Lava/Atiantic)

HARVEY DANGER Flagpole Sitta (Slash/London/Isiand)
LENNY KRAVITZ Thinking Of You (Virgin)

MAXWELL Luxury. Cococure {Columbia)

BRIAN MCKNIGHT The Only One For Me (Mercury)

NEW POWER GENERATION The One (Vew Poveer Soul)
HEATHER NOVA London Rain (Nothing ...) (Big Cat/Work)
JENNIFER PAIGE Crush (Edel America/Hollywood)

PM DAWN | Had No Right { Gee StreetV2)

RICHIE SAMBDRA In It For Love {Mercury)

SOUIRREL NUT ZIPPERS Suits Are Picking Up . (Mamimotty)
ROD STEWART Rocks (Warner Bros.)

TEMPTATIDNS Stay (Mofown)

LUTHER VANDROSS Nights In Harlem (LV/Virgin)

BRIAN WILSON Your Imagination {Giant/W8)

Video airpiay trom Sept. 7-13

TELEVISION

TOP TEN SHOWS
AUGUST 24-30

Total Audience
(98 million households)

1 60 Minutes

2 Seinfeld

3 Dateline NBC (Monday)

4 Frasier (Thursday, 9:30pm)

5 Friends

6 Frasier (Thursday, 8:30pm)
(tie) Primetime Live

8 ER

9 Movie (Sunday)

(Under Siege 2)

10 Dateline NBC (Tuesday)

Adults 25-54

1 Seinfeld

2 Frasier (Thursday, 9:30pm)

3 Dateline NBC (Monday)

4 Movie (Sunday)

{Under Siege 2)

5 ER
(tie) Frasier (Thursday, 8:30pm)
(tie) Friends

8 GuinnessWorld Records
(tie) Primetime Live
(tie) Whose LineIs it Anyway?

Source: Nielsen Media Research

ComiNG NexT WEEK

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

Tube Tops

Backstreet Boys, Beastie
Boys, Brandy & Monica, Hole,
Madonna, Marilyn Manson,
Master P, and the Dave Mat-
thews Band are slated to per-
form live from L.A’s Universal
Amphitheatre when MTV pre-
sents The 1998 Video Music
Awards (Thursday, 9/10, 8pm).

Friday, 9/4

* Eve 6, Late Show With Dav-
id Letterman (CBS, check local
listings).

Saturday, 9/5

« John Prine and Todd Snid-
er perform on PBS’ Austin City
Limits (check local listings).

Sunday, 9/6

« Ray Charles, Celine Dion,
Gloria Estefan, Billy Joel, Sa-
rah McLachlan, and the Spice
Girls are slated to appear on the
Jerry Lewis MDA Labor Day Tel-
ethon {(check local listings for
time and channel).

«Jon Bon Jovi is one of the
“breakout stars of 1998” on a
special edition of Siskel & Ebert
(check local listings for time-and
channel).

Monday, 9/7

« Amari, Cam'ron, 4Cast,
Next, Tony Rich, and Sunz Of
Man are slated to perform when
BET debuts the SoundStage
concert series (check local list-
ings).

Tuesday, 9/8

* Jo Dee Messina and the
Lynns, Prime Time Country
(TNN, 8pm ET/6pm PT).

* Willie Nelson, David Letter-
man.

Wednesday, 9/9

* Billy Dean and former
Bread frontman David Gates,
Prime Time Country.

¢ Nick Cave, David Letter-
man.

Thursday, 9/10

 Trace Adkins and George
Jones, Prime Time Country.

FILMS

WEEKEND BOX OFFICE

AUGUST 28-30

1 Blade $10.92
(New Line)

2There's Something $8.37
About Mary (Fox)

3 Saving Private $8.09
Ryan (DreamWorks)

454 (Miramax)® $6.61

5Why Do Fools Fall $3.94
In Love (WB)®

6 Ever After $3.77
(Fox)

7 How Steila Got Her $3.64
Groove Back (Fox)

8 Snake Eyes 8357
(Paramount)

9The Parent Trap $2.93
(Buena Vista)

10 DanceWith Me $2.88
(Sony)

All figures in millions «

* First week in release
Source: ACNielsen EDI

COMING ATTRACTIONS:
Opening in an exclusive engage-
ment this week is Phoenix, star-
ring Ray Liotta and Anjelica Hus-
ton. The film's Will soundtrack
sports songs by Morphine (“11
O'Clock™), Spain (“Untitled #17),
and Hitting Birth (“AMA”).
Rounding out the ST is Graeme
Revell's score.

TATYANA ALt Daydreamin' (MA/Work)

ALL SAINTS Never Ever (London/Isiand)

MELANIE B.MISSY ELLIDTT | Want You Back (EastWWestEEG)
CREED What's This Life For (Wind-up)

DRU HILL YREDMANHov. Deep... (Defuam/RAL Mertury/lsiand)
EVERCLEAR Father Of Mine (Capifol

EVERYTHING Hooch (Biackbird/Sire)

FATBOY SLIM The (Skit/A arohng)
FIVE When The Lights Go Out {Ansta)

GARBAGE | Think I'm Paranoid (Afmo Sounds/Interscope)
GINUWINE Same OI' G (Atiantic)

MASE t/PUFF QAQDY Lookin’ At Me (Bad Boy/Arista)
NEXT | Still Love You (Arista)

NICOLE Make It Hot (FastiWestEEG)

‘N SYNC Tearin' Up My Heart (RCA)

JENNIFER PAIGE Crush (Edel AmencaHollywood)
RAMMSTEIN Du Hast (Siashv/London/Isiand)

R. KELLY Halt On A Baby (Tavdash/ive)

A TRIBE CALLED QUEST Find A Way (Jive)

ROB ZOMBIE Draguia (Getfen)

}:ideg airplay from Sept. 7-13

- 36 miffion
} ) Lydia Cote,
72N RN /- usic Programming

L Video Playlist J

AALIYAH Are You That Somebody? (Atlantic)

MONICA The First Night {Arista)

BRANDY I/MASE Top Of The World (Atiantic,

NICOLE Make It Hot (EastWest/EEG)

MYAI/SILKK THE SHDCKER Movin' On (Unnversiy/interscope)
TATYANAALI Daydreamin' (MAJ/Work)

MASE {/PUFF DADDY Lookin' At Me (Bad Boy/Acista)
GINUWINE Same OF' G (Atiantic)

JERMAINE DUPRI LJAY-Z Money An't . (S0 So Det/Columbia)
K-CI & JDJD Don't Rush (Take Love Stowly) (MCA)

Video playtist for week ending Sept. 4

| _RapCityTop 10 |

XZIBIT What You See (Loud)

MEMPHIS BLEEK (UAY-Z 1ts Alnght (Roc-4-ely DefamMertury)
JERMAINE DUPRI {JAY-ZMoney Ant.. (S0 So DetColumbxa)
GANG STARR Militia (Noo Trybe)

KURUPT We Can Freak 't (Antra/A&M)

DEF SQUAD Countdown (DetJam/Mercury)

SILKK THE SHOCKER it Ain't My Fault (No Limit/Pnority)
DMX f/FAITH EVANS How's It .2 (DefJam/Mercury)
NOREAGA N.O.R £. (Penafty/Tommy Boy)

CAM'RON [/MASE Horse And Carriage (Uintertainment/Epic)

Video playlist for week énding Sept. 4

T 4 E
l 21 miltion households
I < Peter Cohen,
l l VP/Programming

MUSIC TELEVISION
YOU CONTROL.

| NationalTop 20 |

K-C1 & JDJO Don't Rush (Take Love Slowly) (MCA)
MYA{/SILKK THE SHOCKER Movin' On (University Interscops)
MELANIE B. I/MISSY ELLIOTT | Want .. (EastWest/EEG)
FIVE When The Lights Go Out (Arista)

AALIYAH Are You That Somebody? (Atlantic)

AARON HALL All The Places | ... (MCA}

SNOOP DOGG Still A G Thang (No Limit/Priority)

BIG PUNISHER 1/J0E Still Not A Player (Loud)
MONICA The First Night (Arista)

BOYZ I MEN Doin” Just Fine (Motown)

SILKK THE SHOCKER At My Fautt (No Limit/Priorty)
JESSE POWELL | Wasn't With It (Silas/MCA)

BLACK EYED PEAS Joints And Jams (/nterscopa)
MASE I/PUFF DADDY Lookin’ At Me (Bad Boy/Arista)
KIRK FRANKLIN Lean On Me {/nterscope)

MASTER P1/SILKK... Goodbye To... (No Limit/Priority}
KID ROCK Welcome To The Party (Lava/Atiantic)

ACE DF BASE Cruel Summer (Arista)

SPARKLE Time To Move On (Rock Land/interscope)
BACKSTREET BOYS I'it Never Break Your Heart (Jive)
Most requested frozen from the week ending August 21.

PRIISTAR

CONCERT PULSE

Avg. Gross
Pos. Artist {in 000s)
1 OZZFEST '98 $802.5
2 ERIC CLAPTON $717.8
3 METALLICA $691.0
4 JANET JACKSON $678.1
§ LILITH FAIR $677.8
6 DAVE MATTHEWS BAND $661.3
7 PAGE/PLANT $531.7
8 SPICE GIRLS §528.6
9 PEARL JAM $525.0
10 "FURTHUR FESTIVAL" $497.5
11 ROD STEWART $472.7
12 SHANIA TWAIN $436.6
13 PHISH $434.7
14 HANSON $396.9
15 YANNI $355.5

Among this week's new tours:

ARCHERS OF LOAF
BARENAKED LADIES
GARY U.S. BONDS
DEPECHE MODE
MUDHONEY
LIZ PHAIR
LIONEL RICHIE
SON VOLT
WIDESPREAD PANIC
ROB ZOMBIE

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

www.americanradiohistorv.com

VIDEO

NEW THIS WEEK

* HOMEGROWN (Columbia
TriStar)

Recording artist Jon Bon
Jovi co-stars with Billy Bob
Thornton in this feature film
whose Will soundtrack contains
Apollo Four Forty's “Electro
Glide In Blue Cowboy Junk-
ies' “Hold On To Me,” Artificial

Joy Club’s "Sick And Beautiful,”
Green Apple Quick Step's
“Stars,’ the Toyes’"Smoke Two
Joints,” Sebadoh’s "I Smell A
Rat,” Lucky Me’s "Burn,” Death
In Vegas' “GBH,’ Elaine Sum-
mers’' “Gone To Stay” Home
Grown'’s “We Are Dumb,” the
Heptones' “Book Of Rules,”
Chaser's "Great Escape,” and
Buck-O-Nine's version of Musi-
calYouth's “Pass The Dutchie”

« THE REAL BLONDE (Para-
mount)

Apolio Four Forty also con-
tribute a song, “Vanishing Point,”
to this feature film’s Milan
soundtrack. Cuts by Space
("Neighbourhood”), Hoover-
phonic (“Inhaler’), Kool Moe
Dee (“No Respect”), Yello (“Jun-
gle Bill"), Fluke (“Reeferen-
drum”}, the Fireballs (“Vaque-
ro™), Joey Altruda & His Cock-
tail Crew (“A Martini For Manci-
ni"), and others complete the CD.
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NEW THIS WEEK:
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The first single
from the new album

SMITTEN

Produced by David Bianco and Butfalo Tom

acor Communications, by way of its

Citicasters subsidiary, has assumed

the programming, marketing and sales
rights of 100kw Alternative XHRM —
licensed to Baja California, Mexico — from
Binational Communications, which currently
leases those rights from station owner
Radio Moderna. (Just as in the U.S,,
Mexican regulations prohibit foreigners from
owning their stations, so Jacor is only
assuming the operating rights — as it does
with another of its Mexican-owned stations,
XTRA-AM & FM.)

While Alternative programming remains
temporarily on 92.5, an announcement
instructs listeners to tune to XTRA-FM
(91X). By the time you read this, one of
Jacor’s recent acquisitions, Rhythmic AC
KMCG, will have moved to XHRM’s
frequency at 92.5. The old “Magic” frequency
will debut a new format soon. Will that
format be a favorite of Jacor programmer
Jaye Albright?

By the way, Jacor has offered XHRM
staffers interviews for positions at its other
San Diego stations, which at last count
numbsers 10.

CHOM-FM/Montreal has dropped
Howard Stern’s syndicated morning show.
When Stern debuted on the Rock station last
September, the resulting firestorm led to the
Canadian Broadcast Standards Council to
condemn the program for violating its
broadcast codes. A source at CILQ-FM/
Toronto, Stern’s only other Canadian affiliate,
tells ST the station has no plans to cancel
the show.

Charnicellor Media Sr. VP Bill Figenshu,
who oversaw a number of the company’s
major markets, told ST he has “amicably
parted ways” from Chancellor. He joined the
company a year ago, when it assumed
control of the Viacom radio stations, which
he headed.

Flash! At press time, ST learned that
Interscope Alternative maven Lynn
McDonnell has parted ways with the label in

Jacor’s South-0f-The-Border Magic!

order to pursue other avenues. She had
been with Interscope for eight years.

After several months of contract
negotiations, Chancelior has inked a new
deal with KYLD/San Francisco morning
“Doghouse.” The two-year deal is rumored
to be worth some $2.5 million and carries a
provision that could move them to a Iar‘ger
market next year with a simulcast back to
the Bay Area.

Down the coast, Chancellor Urban
KKBT/L.A. celebrated an all-star week when
various celebrities — including comedian
Bill Bellamy, Shaquille O’Neal, and
recording artists DJ Quick, Suga Free, and
AMG — took over the afternoon drive mike.

Chancellor’s In
The ‘Doghouse’

<

Fifteen Detroit radio stations and seven
TV stations joined forces to show support for
the United Way, which is celebrating its 50th
year. The goal of “Torch Drive” is to raise $70
million over the next 10 weeks.

WUBE/Cincinnati, WTQR/Winston-
Salem, KUZZ/Bakersfield, and WUSY/
Chattanooga have been named the Country
Music Association’s Stations of the Year in

CMA Names 1998
Award Winners

<

Continued on Page 25

Rumors

« WNCI/Columbus PD John Dimick steps down
to pursue other programming opportunities. Is he be-
ing pursued by a medium- sized group for a group
programming slot? Is APD/MD Neal Sharpe about to
fill Dimick's shoes?

* Has Jacor's KKRZ/Portland MD/nighttimer Lara
resigned to join Bonneville's KZQZ/San Francisco in
an as-yet-unnamed capacity?

e |s former WWKX/Providence PD Joe Dawson
about to step in as OM of Root Communications’
WDSC-AM,WGTR,WWXM & WWSK/Myrtle Beach?

* Former WRCN/Long Island PD Ralph Tortora
returns to radio as PD of Classic Hits WEFX/Stam-
ford-Norwalk, CT.

| WHAT DOES IT ALL MEAN?

‘ . ) T&tal Nutrition News reports on the breaking stories in the world of nutrition
| Jand health. Available FREE OF CHARGE, no cash, no barter, no commercial

Personal Management: Tom Johnson/TJM content. Five times a week, 60-seconds MARKET EXCLUSIVE,
delivered by satellite for maximum timeliness and quality. Catch
| Total Nutrition News every Friday. Bulk feed at 3:00 p.m. Eastern

time, SATCOM C-5, transponder 23, SEDAT channel 13.

©1998 Beggars Banquet 1 '
©1998 PolyGram Records, Call 1-800-334-5800 for the total story on Total Nutrition News,

A PolyGram Company {

All Rights Reserved l

WEQX KLZR
WBTZ WKRL
KHTY

Jotal

utrition News
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CHRIS ISAAK

THE FIRST SINGLE FROM HIS NEw ALBUM: SPEAK OF THE DEVIL}

PRODUCED BY ERIK JACOBSEN * ADDITIONAL GUITARS PRODUCED BY ROB CAVALLO®ALBUM VERSION MIXED BY CHRIS LORD-ALGE
SINGLE REMIX BY DAVID KAHNE *® MANAGEMENT: HK MANAGEMENT* AVAILABLE ON REPRISE CASSETTES AND COMPACT DISCS

WWW.REPRISEREC.COM © 1998 REPRISE RECC:éDS !
Most ADDED Hot & Modern AC!  @)) R&R Adult Alternative

WBMX  Boston 26x CIDR Detroit 30x i
WPNT Milwaukee WRLT  Nashville 28x
WVRV St Louis KXPK  Denver 28x
WMXB Richmond WBOS Boston 24x
KLLY Bakersfield KINK Portland 24x
WZNE Rochester KGSR  Austin 23x
WKLI Albany KFOG  San Francisco 23x
WLLC Charleston WXRV  Boston 22x
WWWM Toledo WKOC Norfolk 22x
WXLO  Worcester KBCO Denver 22x
...and more WTTS  Indianapolis 20x
: " WPLT  Detroit 20x
WXRT Chicago 18x
KNZN  Minneapolis 16x
KMTT  Seattle 16x
KKZN Dallas 15x

... and more

WwWWwWWw.americanradiohistorv.com
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STREET TALK.

Continued from Page 22

the major-, large-, medium-, and small-
market categories, respectively.

Personalities of the Year are KMLE/Phoenix’s
Ben & Brian (major), WFMS/indianapolis’
J.D. Cannon (large), WYNK/Baton Rouge’s
Scott Innes (medium), and WKXC/Augusta,
GA’s Johnson & Johnson (small). The
winners will be honored at the annual CMA
Awards, to be televised live on CBS
September 23.

KHKS/Daltas morning driver Kidd
Kraddick is holding open auditions for a
“Kiss FM Super Fan” for the 1998 Dallas
Cowboys season. Kraddick is seeking
someone with the most outrageous display
of team sprit who will do just about anything
to get themselves noticed on TV. The winner
receives a pair of Dallas Cowboys season
tickets — but there’s a catch: in order to
keep the title, they must get on TV during
each home game.

} Kudos, Congrats,
and Kisses

<

Congrats to John Mellencamp, whose
debut Columbia single, “Your Life Is Now,’
grabbed Most Added honors at five of R&R’s
Back Page formats this week (CHR/Pop, Hot
AC, AC, Rock, and Adult Alternative). But
that's not all! Jerry Blair and the Ruffhouse/
Columbia promotion staff shattered the
national sales record by a female with
Lauryn Hill's Miseducation of Lauryn Hill.

Also, kudos to Reprise and AA promo
rep Alex Coronfly for achieving the very
challenging task of closing out the
fragmented Adult Alternative panel with
Chris Isaak’s “Please.”

HAIR TODAY! — To celebrate the arrival of Charlie
Van Dyke (center, right) at KRTH/L.A., any station staff-
er with the slightest facial growth (even if it required
Marks-A-Lot treatment) was recruited to snap this pic-
ture with the legendary jock. Pictured with Van Dyke
is co-host, Joni Caryl (next to Van Dyke), and, to his
right, VP/GM Pat Duffy.

Audio

Rumbles, Pt. 1

* Active Rock WKRK/Detroit drops the “K Rock™
handie in favor of“97.1 Extreme Radio”

» WKRQ/Cincinnati PD Bill Klaproth joins WLUP/
Chicago as MD.

*» WGGR/Indianapolis flips call letters to WBKS
(Kiss 106.7) and drops the ABC satellite-delivered
“Touch” format in favor of “Classic Soul And Jam'n
Hits” Tom Joyner remains in mornings.

» There's a new Classic Country station in Atlanta:
WKGE-AM is on at 1160, a signal (the old WERD)
that had been dark for about a year.

» WPOW/Miami weekender/programming assistant
ira Honig adds APD stripes and interim MD duties.

« Classic Country KCKC-AM/San Bernardino is
now playing currents in addition to Gold.

» With new consultant Steve Smith in the house,
KBOS/Fresno’s morning team of Hal 9000 Abrams
& Naomy Spimoni exits. Look for the station to an-
nounce its new morning show and debut the “All New
B95" this afternoon.

» Top-rated WERQ/Baltimore morning man Frank
Ski resigns 1o take as-yet-unannounced job.

» WPLL/Miami AM driver Steve Marshall exits and
is replaced by former crosstown WLYF personality
Michael Taylor.

» WMIL/Milwaukee afternoon driver Ben Walker
segues to mornings at WHSL/Greensboro-Winston
Salem.

» Former KYMX/Sacramento morning guys Joe &
Jack join crosstown Talker KSTE-AM as*“Armstrong
& Getty”

Hats off to KQBQ/Fresno PD David
Caudillo, who received an Image Award
from the Fresno Chapter of the NAACP.
Caudillo, 23, is the youngest recipient ol the
award, which recognizes an outstanding
media person in radio or TV.

to K-A-B-C?

ST hears longtime WIOD/Miami
morning fixture Al Rantel is about to join
KABC/L.A. Station insiders also whisper that
station management is in negotiations with
at least two more potential hosts.

Flew in from Miami

Dr. Laura Schlessinger has had a
rough week since a scathing article
appeared in the current Vanity Fair. The
article portrayed Schlessinger as cold,
indifferent, and unhappy — for starters.
Even her husband and child have chosen to
steer clear of the media by vacationing in
Lake Arrowhead, CA over the last week.
Schlessinger also delayed her trip to Israel,
according to the Orange County Register,

where she was to be presented with the

Continued on Page 26
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Architecture

I It’s doing to production libraries what computers did to typewriters.
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For a free sample Audio Architecture Suite
call 972/406-6800 or e-mail: tmci€tmcentury.com

powerful
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These days, production directors need

to work harder than ever. We've got a
way to work smarter, faster, better.
WPLJ, WYXR, KISQ, WRQX, WSB-FM,
KPLZ and over 200 contemporary sta-
tions know Audio Clip Art provides
image-perfect, easy-to-use, ready-to-roll
elements that'll help create state-of-the-
art station imaging in half the time.

From ABC/RADIO TODAY and
Rick Allen Creative Services.
Market Exclusive
and Free-for-Barter.

Call (212)581-3962
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AMERIGA’'S TOP STATIONS DO.

Top stations in America’s largest markets
depend on AudioVAULT®. As the leading
digital audio storage and control system
for radio, AudioVAULT is the #1 choice

of successful radio stations nationwide.
Regardless of your market size or location,
with AudioVAULT you’ll come out on top.

For a FREE Bemo call
[217] 224-3600 r 5

or visit our website at

www.bdcast.com Solutions for

Tomarrow’s Radio

Rumbles, Pt. 2

* WWLD/Taliahassee, FL hires Steve King as PD/
MD and Buzz Craven as APD.

* KHTQ/Spokane morning driver Gary Allen adds
PD duties. Meanwhile, crosstown KZZU middayer
Paul Gray segues to afternoons and adds MD stripes

* WWCT/Peorla, IL Promo Dir. Joe Calgaro rises
to PD/middayer; the station also adds Howard Stern
in mornings. WWCT MD/pm driver Jamie Markley
heads toWXRX/Rockford, IL fo co-host mornings with
Amy Cusimano.

* KRUF & KVKI/Shreveport, LA PD Gary Robin-
son replaces Billy Surf as PD at KQAR/Little Rock.

* WQSM/Fayetteville, NC PD Dave Stone segues
to WWST/Knoxville as APD/MD/morning driver.

« WRXR/Augusta, GA names Derek Madden
APD/MD as current MD Kim Varin exits.

* WYCL/Pensacola, FL morning show co-host
“Hound Dog” adds APD duties. Former morning
show co-host Kat Mitchell exits for mornings at
WKSJ/Mobile.

» WYQY/ Jackson, MS APD/MD Kevin Vaughn
adds PD stripes as Dick O'Neil concentrates on his
GM duties.

* KZZE/Medford welcomes JeniferWilde back to
the market for MD/middays.

*WZOQ/Lima, OH PD Ike Sinclair exits. Sister
WAJC, WFGF, WLJM-AM OM Scott Dugan adds
PD dutles atwzZ0OQ.

Continued from Page 25

50th Anniversary Tribute Award by Israel
Prime Minister Benjamin Netanyahu for
contributions to humanity. She is expected,
however, to begin selected appearances
next month to promote her new book.

While morning man Danny Bonaduce
was on vacation last week, WBIX/NY
recruited actor Chevy Chase for fill-ins.

Did you work at “68, WRKO” between
1967 and 19817 If so, the WRKO Alumni
Association is putting together a reunion.
You can visit the website at http./big68.org/
wrko or e-mail Shel Swartz at
shel @big68.org.

PROMQ OF THE WEEK — Work sent out this
freshly potted “Desert Flower” celebrating the de-
but release from Morley.

wWWwWw.americanradiohistorv.com

« Kathy Stinehour recruited asVP/GM of WAXQ/New York.

* Clear Channel sets Peter Ferrara as Sr. VP/Florida
Region George Sosson as Sr. VP/East Region,
Stan Webb Sr. VP/Central Region, and Jim Smith
Sr.VP/Western Region.

* Reid Reker named WCKG/Chicago PD.

« Continuously updated stock page debuts on

R&R ONLINE.

* Kevin Carroll boosted to Sr. VP/Promo at Eastwest
Records.

* Ted Utz appointed WIBF/Philadelphia VP/GM.

* Bruce Blevins becomes GM of KMLE/Phoenix.

* Gary Moss named PD for WEEP, WDSY & WXRB/
Pitisburgh.

* John Records Landecker returns to Chicago for
mornings atWJMK-FM.

N4

* Polly Anthony advances to VP/Pop Promo for Epic/
Portrait/CBS Assoclated.

* Drake-ChenaultVP/Programming Lee Bayley be-
comes KIQQ/L.A. OM.

* Penny Brazilie becomesVP/GM of WYLD-AM & FM/
New Orleans.

* AbeThompson selected as WBMX/Chicago Station
Manager/GSM

+ Ed Levine recruited as PD of KLOL/Houston

* George Oliva named KFBK/Sacramento Program

Manager.

* Doug Brown appointed VP/GM of KTWN/Minneapoiis.

* Michael Brandt joins KROQ/Los Angeles as GM.

* Dave Martin boosted to VP/Programming of WCLR/
Chicago.

* Sean Coakley tapped as Arista Nat'l Aibum Promo Dir.

¢ Steve Rivers named WRBQ-AM & FM/Tampa PD.

\:4

* Dennis Waters chosen as PD of WYNY/NY.

* Dick Bartley becomes WFYR/Chicago APD.

* Record producerRichard Perry forms Planet
Records, Elektra/Asylum’s first custom label.

» Rock KFWD/Dallas changes calls (but riot format) to

& 4

Get well wishes for a speedy recovery to
legendary Island regionai Philadeiphia rep
Rich Tamburro, who suffered a stroke
Monday (8/31).

Records

* Music biz vet Mike Landy forms the Big Apple-
based adult music imprint Siam Records and has
signed on Frank Hendricks as GM, Paul Schuiman
asVP/Sales, and MichelleWien as Ops. Mgr.

* Relativity VP/Promotion Kevin Carroli adds R&B
Artist Development dutles.

¢ Todd Steinman becomes VP/Online and New
Media atWB.

» Lisa Gephardtis named Sony Music Sr.vP/Me-
dia Relations.

» Joe DiMuro is appointed VP/Product Develop-
ment at RCA.

* ichiban and ISR Records have inked a distribu-
tion deal.

Send us your Street Talk! Call Frank Miniaci at
310-788-1650 or by e-mail at miniaci@rronline.com.
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4 Joe Lhevalier

The Voice That Roared

|

the Country

inning Sports I-'an§ Across .

W:/vnith a? Fist-Pounding Eptertamment
Style that's All His Own.

That's because he is a sports fan’s
Man-a guy who covers the sports

Scene with a style and wit that's
all his own,

And he’s not holding anything back,
especially his opinion, Because

when it comes to sports talk,
"Papa” Joe is the King. And in his
court are legions of fans whe Voice
their opinions during the lively

debates that are the trademarks
of his show.

Mlustration by J.T. Steiny

When it comes to turning talk into
Pure entertainment, nobody does it
better than “Papa” Joe,

Catch “Papa”
in action from
6 pm-10 PmE.T.
Wweekdays.

Joe

: twork
~On- "Sports Radio Ne
One-On-One 84';_509-1661
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NEWS/TALK

AL PETERSON -

Has Talk Radio Had
Enough Of Bill And Monica?

13 A random sampling of News/Talk PDs offer their comments

While public opinion polls would seem to indicate that
Americans have had just about enough media coverage
of the Clinton/Lewinsky scandal, Talk radio programmers
are finding those numbers hard to believe. As they listen
to their stations, they hear caller after caller willing to

voice their opinions.

While many would suggest the
story has lost some of its intensi-
ty in recent days, absent any new
developments or leaked revela-
tions, it still appears to be con-
stantly lurking just beneath the
surface, with callers waiting for
any new reason to bring it right
back to the forefront.

This week, R&R takes its own
“poll” of News/Talk program-
mers across the country to find
out how hot the issue still is at
Talk radio. The question we posed
was a simple one: Bill and Mon-
ica — over the hill, or still No. 1
with a bullet?

Drew Hayes
KABC/Los Angeles

When it comes to polls, put-
ting your ethics to the test in a
vacuum is one thing; putting
them to the test in your bedroom
is quite a bit different. How much
do people not care about this sto-
ry? So much that they will wait
on hold for 45 minutes or more
to tell the host how much they
don’t want to talk about it! Talk
radio should not fail to note that
the major TV networks are
spending a lot of time and mon-
ey on this. Why? Because their

This story goes to the
meat — the core — of
what our stations’
audience is all about.

—Jack Swanson R

ratings are through the roof!

Sure, we’re always glad when.

another subject comes up that is
interesting, passionate, or funny
that we can talk about. But we al-
ways know that at any second one
of many other shoes will drop in
this story, and it’ll be right back at
the front of the list. This story is

_far from over with L.A. Talk radio

listeners.
David Bernstein
WOR/New York
Up until the day Clinton testified
to the grand jury and spoke to the
country, we felt the story was pretty

much finished. WOR listeners were
very vocal prior to August 17, say-

ing, “Enough is enough.”” But the
events of that day caused a fury with
listeners, and it has been dominant
on the air ever since. As for the polls,
to me it’s analogous to a car wreck.
You pray that nobody is hurt bad,
you thank God it’s not you or any-
one in your family. But, as you slow-
ly pass by, you just have to look,
even though you probably would tell
someone who asks that you would
never look. We’re talking about the
American presidency here, and that
means everybody is affected by this
story. People may say it’s disgust-
ing and embarrassing, but they’re
still talking about it. And talk’s the
business we’re in.

Jack Swanson
KGO & KSFO/San Francisco
I'd say it’s still No. 1 with a bul-
let, but with a cautionary flag. As a
programmer, you have to look at the

.tesearch (or the polls, in this case),

then make the decision to do what
you feel is right. If any research
could tell you exactly the right thing
to do, we’d all pay a million bucks
for a project that provided that in-
formation! This story goes to the
meat — the core — of what our sta-
tions’ audience is all about. So it is
a major topic for both KGO and
KSFO. One other caution I would
add: To those who may feel this
event will give the format a ratings
spike, this is not the Gulf War. That
event brought a lot of music-radio
listeners over to News/Talk because
everybody needed information and
American boys were in harm’s way.

Putting your ethics to the test in a vacuum is
one thing; putting them to the test in your
bedroom is quite a bit different.
'—Drew Hayes

This is not the same thing, and I truly
don’t believe this will offer Talk sta-
tions any real ratings spikes.

Tyler Cox
WBAP/Dallas-Ft. Worth

It has consumed the phone lines
here in Dallas. And if you eavesdrop
in restaurants, around smokers gath-
ered outside office buildings — just
about anywhere you go — it’s hard
to buy into the idea that the Ameri-
can people don’t want to hear about
it anymore. That’s not to say that it
may not die down when there is very
little new information, as in recent
days. But, generally, Talk radio
should take a lesson from music ra-
dio and play the hits. And this story
is a No. 1 hit with several bullets!

Casey Keating
KVi/Seattle

If we were a music station, I'd
describe this story as our biggest
record of the year. It’ll be on the
charts until it has a birthday! And
although it has slowed a bit in the
past few days, it is still in “power
rotation” at KVL. The hosts are fi-

This story comes in
waves — some big,
some small — but it
just keeps rolling in.
—Jim Casale

73

nally getting those B and C records
in, too, but it’s still getting a lot of
exposure! As long as there contin-
ues to be fresh information, there is
no sign of burn on this story. And
there seems to have been no short-
age of new information to keep the
interest of KVI’s listeners high and
the phone lines full.

Jim Casale
WWDB/Philadelphia

The initial surge of interest has
subsided a bit, but from what I hear
on the air, there’s a lot of life left in
this story. It dies down for a day or
two, but then it keeps coming back
as new information and revelations
come out. It comes in waves —
some big, some small — but it just
keeps rolling in. People in Philadel-
phia are still very much talking
about this issue.

Greg Moceri
WSB/Atlanta

This story is absolutely not done
in Atlanta. I'm not a polling expert,
but I'm sure that some of the results
are due to the way questions are
phrased. When people say they are
happy with the job Clinton’s doing
but they don’t approve of his moral
standing, that issue has provided us
a wonderful dichotomy to talk about
on the radio. Because, apparently,
one is not connected to the other, at
least so far. But folks in Atlanta are
definitely still discussing this issue
alot.

Continued on Page 30
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Giving weekends the repeat treatment.

Start: Programming entertaining, informative,
original issue oriented talk!
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call Ed Powers @
212.302.1100

MediaAmerica Radio’
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NEWS/TALK

Has Talk Radio Had Enough Of Bill And Monica?

Continued from Page 28

Phil Boyce
WABC/New York

This story is still No. 1 in New
York, and I can’t imagine telling any
host it’s not worth talking about
hased on some poll. WABC's listen-
ers care about it, and they’ve let us
know that. Why do Talk listeners
seem to be at odds with all those
polls we keep reading? 1 think it's
because Talk listeners are more like-
ly to vote, they tend to be well read
and well educated, and they pay

@

For a Talk station, it's
like Christmas, New
Year’s Eve, and
our birthday all rolled
into one!
—Robin Bertolucci

9]

close attention to a'story like this.
Because when you take away the
sex and sleaze, it’s still what we talk
about a lot of the time anyway
“Is Bill Clinton a good president?
Is the country going to hell in a
handhasket?” — all the usual fod-
der for Talk radio.

Mary June Rose
WGN/Chicago

11’s not over, but it has died down
considerably in the past few days.
WGN midday host John Williams
recently shelved his daily calls from
“Mr. President” and announced on
his show, “Mr. President, we won’t
be taking your calls because you're
just not funny anymore” Although
by the time somebody reads this,
there could be new information that
makes it our No. 1 topic again, in
Chicago it feels as though someone
has pressed the pause button. The
story hasn’t ended. it’s just stopped
for now. And it’s waiting for some-
thing to start it again. That has been
the nature of this story. Here in Chi-

cago we have Sammy Sosa chasing
Roger Maris’ home run record —
and, frankly, that is more a topic of
conversation for locals than Bill and
Monica.

Kevin Straley
WBZ/Boston

From our perspective, it is still
No. 1 with a hullet. It’s the story you
hear everywhere, from the locker
room at the gym to the cotfee shop
and everywhere else you go around
Boston. This story is what people
are talking about. They may be ei-
ther disgusted or laughing, but they
are still talking. And with all of the
twists and turns — from a Talk ra-
dio perspective — just when we fig-
ure it can’t get better, it does! Why
do the polls and reality seem so dif-
ferent? I think people tell pollsters
one thing and then do another. We
saw a similar sitvation during the
0.J. case. Polls said people were
tired.of it, but the radio stations and
TV programs that owned that story
really benefited by sticking with it.

THEY’RE SAYING

GREAT THINGS!!!

DR. JOY BROWNE

BoB GRANT

BILL BRATTON OF WFIR, ROANOKE, SAYS “MORE THAN
JUST A TALK SHOW, SHE’S BECOME A WAY OF LIFE FOR
WFIR’S LISTENERS, A ROANOKE HABIT THAT MAKES HER A
NUMBERS MAGNET!”

CHRIS BAILEY OF WAEB, ALLENTOWN, TOLD US
“HE’S OPINIONATED BUT LOVEABLE! SINCE BOB GRANT
REPLACED GORDON LIDDY OUR AFTERNOON NUMBERS
HAVE GONE Up!”

THE DOLANS

AT (719) 579-6676.

LEE MALCOLM OF WIRL, PEORIA, BELIEVES “OUR
HIGH END ADVERTISERS APPRECIATE THE DOLANS’
ENTERTAINING, CREDIBLE ENVIRONMENT. THEY REALLY

PLAY IN PEORIA!”

FOR MORE INFORMATION, CONTACT RICH WOOD
OR RON NAHOUM AT (212) 642-4533
OR SKIP JOECKEL IN OUR WESTERN OFFICE

RADIO NETWORK

It feels as though someone has pressed the
pause button. The story hasn’t ended, it’s
just stopped for now. And it’s waiting for

something to start it again.
—Mary June Rose

And. frankly. we’re not in the poll-
ing-husiness ... we're in the ratings
business.

Chris Kampmeier
WTKS-FM/Orlando

"TKS does not operate in the tra-
ditional Talk environment. We are
not the station you turn to “when
you need to know.” We're the Talk
station you turn to “when you need
to party.” Listeners don‘t come to us
for issue-oriented programming.
We're all water cooler/entertain-
ment-focused. Sure, the day of
Clinton’s speech and the day aiter,
this story was about as “water cooler”
as it gets. but since then it’s become
a minor topic with our audience.
New issues or revelations could cer-
tainly bring it back, because it is the
topic that everybody says they hate
to talk about, but then they will —
at teast for a couple of days.

Doug Roach
KPRC/Houston

In Houston, this story is far from
over. In fact, if our hosts want to
move on 1o another subject, they lit-
erally have to tell their audience they
aren’t talking about Bill and Moni-
ca this hour, they won’t accept any
callers on that subject, etc. But
KPRC. like any good Talk station,
is listener-driven. And this is the
subject our audience keeps telling
us they most want to discuss. Inter-

When polisters ask,
people are always
reluctant to confess
they’re interested in
something that is as
sordid and lurid as
this story.
—Cliff Albert
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estingly. a lot of the talk on KPRC
from our listeners has been about
just who is coming up with these
polls that say Americans no longer
want to talk about this story! That’s
simply just not the case here in
Houston.

Roblin Bertolucci
KOA & KHOW/Denver

This story is absolutely still No.
1 in a huge way in Denver. Those
who would say that people just don’t
care are obviously not listening to
KOA or KHOW. Our listeners are
having a field day with this one. For
a Talk station, it’s like Christmas,
New Year’s Eve, and our birthday
all rolled into one! I can only guess
it’s a subject that’s lurid enough that
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people don’t want 1o tell pollsters
they’re following it. When you ask
what they think, they'll tell you it’s
outrageous and disgusting, then ask
you what new details you’ve heard.
If I was an advisor to Bill Clinton,
I’d tell him 1o take no comfort in the
polls. Maybe only Tulk radio listen-
ers witl admit 1it, but I think most
people in this country still care a lot
about this story.

John Butler
WMAL/Washington, DC

At this particular point in time,
absent any kind of new develop-
ments, I think things will be pretty
quiet on the Bill and Monica front.
Overall. more Talk listeners are in-
terested in this than the general pub-
lic because they are probably some-
what more politically aware. And,
frankly. among WMALs listeners,
I would guess they are about a 180-
degree turn from what the polls have
been saying. If the polls are two to
one “leave the president alone,” our
listeners are probably closer to two
to one in favor of moving the inves-
tigation forward or getting him out
of office. So while this story is some-
what off the radar screen at this very
moment, it is always subject to
come right back to the top with any
kind of new developments.

Ken Kohl
KFBK & KSTE/Sacramento

Starting the weekend before Clin-
ton’s testimony to the grand jury and
his speech to the country, we have
not had a phone light go off on ei-
ther of our stations. When the host
hangs up a line, the light doesn’t
even have time to go off before an-
other call comes in. We're in a little
bit of a lull right now. but there
hasn’t been much new to add in the
last couple of days. As KFBK af-
ternoon host Tom Sullivan com-
mented, “Nobody likes to hear an
old story.” But this one's unpredict-
able, and when there is new stuff to
talk about, we’ll probably be back
lo devoting virtually all of every
host’s show to this topic.

Cliff Albert
KOGO & KSDO/San Diego

This story continues to dominate
our airwaves. regardless of what any
polls may say. I'm not a shrink, but
I think the polls are probably more
a reflection of what people want to
be vs. what they really are. All of us
tend 1o see a person in the mirror
who is a little different, and when
pollsters ask these sorts of ques-
tions, people are always reluctant to
confess they’re inierested in some-
thing that is as sordid and lurid as
this story. But make no mistake:
This story still holds high interest
for Talk radio listeners, and San Di-
egans are still very much talking
about it every day.
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Marketing

Continued from Page 18

al times a week). The media knows
that we are going to promote the
heck out of what we are doing and
that they will also reap the benefits
in abig way. For instance. ‘Kaboom
Town’ — which is a big tireworks
festival that KVIL has had for years
-— came 1o us to get involved with
the event. They really wanted some-
one to be behind the annual spec-
tacular, and we ended up stealing it
from KVIL. It was the biggest year
it had in its history. with over
100,000 people attending.”

The Emerging
‘Mix’ Brand

Steal says. “For the first time in
this radio station’s history. there is

e
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a very quantifiable brand emerging.
I"ve been through this a couple of

times before at other radio stations, |

and this is when it really starts to
get exciting. It’s very much like the
Nike ‘swoosh’ or brand marketing.
We now have a brand that people
want to get involved with. They want
to know where we will be around
town or want to know what the
morning show is up to. Every day
we make a deposit in our brand bank.
The station was previously uniden-
tifiable, even though it achieved a
fair amount of success. It didn’t elic-
it any passion. When you squeeze
that passion out of the speakers —
whether you are talking about event
marketing, on-air giveaways, or just
compelling factors of your morning
show product — that’s what sepa-
rates the top tier from the other play-
ers in the market.”

When Condron explains how
Steal opened the creativity tlood-
gates of Alan Kabel, the rest is aca-
demic. “When Jimmy started to pro-
gram the station, he letAlan be Alan.
Before, he was restricted. and it was
very difficult for his personality to
come through. Jimmy also brought
U-Turn down from the helicopter be-
cause of the relationship he saw be-
tween the two on the air. The rest is
magic. Alan and everyone here have
great ideas, and it is amazing what
happens when you have that level of
talent and passion in one location.”

Steal gives credit where credit is
due and says that if you have a tre-
mendous level of creativity and pas-
sion under one roof, you need to
stand back and let the magic hap-
pen with as few rules as possible
so that all of that “talent rises to
the top.”

Changes

Continued from Page 14

Mitchell takes midday duties at the
station.

CHR: KQAR/Little Rock MD/mid-
dayer Lindy Vaughn exits for simi-
lar duties at Hot AC WLNK/Char-
lotte ... At WWLD/Tallahassee, FL,
the new PD/MD is Steve King and
the APD is Buzz Craven ... WPOW/
Miami MD Phil Jones exits ...
KKBT/Los Angeles “Street Team”
member Corn Dog joins KCAQ/Ox-
nard, CA for MD/afternoons ..
WSSX/Charleston, SC morning
show co-host Jordan Hart is now
doing middays as Christine Crofs
exits ... WEZB/New Orleans PD
Rob Wagman adds consulting du-
ties at WFBC/Greenville, SC, where
he formerly programmed ... Former
WBHT/Wilkes Barre Promo Dir.
Toby Knapp is the new afternoon
driver at WLAN/Lancaster, PA ...
KHTN/Merced, CA news anchor
Angie Dubois exits and appoints
Alvin Gurrero mix show coordina-
tor ... WABB/Mobile hires Kane for
overnights ... WVSR/Charleston,
WYV is the first affiliate to carry
Wisdom Radio’s Inner Wisdom em-
powerment and motivational pro-
gram. For more information, pleas¢™
call (304) 589-7277.

News/Talk: Former KKAR/Omaha and
WIOD/Miami talk host Chris Baker
joins KCMO/Kansas City for afternoon

Management
Continued from Page 16

pleasant and relaxing place such as the
beach or even a backyard hammock on
a beautiful spring day. Visualize the
sights. sounds, smells, touch, and feel
of the place. Breathe deeply and rhyth-
mically for a full minute. Then, slowly
count from one to three and return to
the “‘real world” with a new feeling of
relaxation.

Finally, many people use the tech-
nique of “Desensitization” to manage
stress. This technique is based on the

i principle that 1t is impossible to be si-

multaneously tense and relaxed. Basi-
cally, this technique results in substitut-
ing a relaxed response for a stressful one
toadifficult situation. This is not an easy
task and requires an ongoing self-
training regimen of being tuned in 10
stressful situations and then conscious-
ly substituting a relaxation technique
such asAutogenic Imagery, Countdown
Relaxation, or Progressive Relaxation
in place of the stress stimuli. Eventually
this relaxation-for-siress substitution
will occur naturally.

Exercise

Another great way to manage stress
is to adhere to a regular exercise rou-
tine. An ideal regimen is three 20-
minute sessions per week of an exer-
cise (e.g.. jogging, walking, Stairmas-
ter, aerobics. etc.) that increases the heart
rate to 80% of its maximum rate. It is
important to consult a physician before
beginning any exercise program. but
with proper medical clearance, such a

Positive — I can handie this if [ ap-
proach it one step at a time.”

Negative — “It’s too overwhelming.
I can’thandleit”

Positive — “I choose to do this.”

Negative — “1 am being forced to
do this.”

Positive — “If I do the thing I fear,
the fear will lessen”

Negative ~—*“It will always be fright-
ening, and [ can never do it.”

A simple way of describing effec-
tive self-talk is with the phrase “think
positively,” but sometimes we must
train ourselves to look at stresstul situ-
ations in a methodical, and not an emo-
tional, way.

Music

Music can be a powertful tool in man-
aging siress. It can affect breathing,
blood pressure, muscle tension, and
brain-wave patterns. We all have our
own personal tastes in music. but cer-
tain types — particularly classical
seem to have an almost universally
soothing impact. Recordings sold spe-
cifically as meditative/relaxation tools
can also be effective.

While relaxation techniques are great
for managing stress. the ideal approach
is to look for ways to avoid stress allo-
gether. One way of doing this is to at-
tain a better “work-life” balance. The
work-life balance can be broken into
four basic quadrants: financial, person-
al, health, and job.

Inthe financial realm, the goal should
be to live within one’s means and to put
money away for the proverbial rainy
day. Having a sense of financial securi-

routine can literally be a lifesaver in__.ty — even if it is just a several-month

managing stress.

Self-Talk

The ability to manage and handle
stress often depends on what we say
1o ourselves when faced with stress-
producing chaltenges. Here are some ex-
amples of positive and negative self-talk:

cushion — makes the uncertainty of
radio mergers and consolidation much
easier to handle.

The personal quadrant involves re-
lationships. Sometimes we have a ten-
dency to take relationships for grant-
ed, whether they be with a spouse or
triend. This can create tension and

stress within the particular relationship.
The obvious solution is to make it a
point to devote time to relationships,
thus maintaining a happier personal life
and the maintenance of a support struc-
ture to lean on if uncertainties develop
in the workplace.

Health is an area that has its un-
avoidable pitfalls, but at the same time
it is a relatively easy area to work on
1o create the greatest likelihood pos-
sible for a stress-free existence. The
aforementioned exercise routine is
one example. but so is a daily regi-
men of eating the right foods. And
everything in moderation!

The job quadrant has to do with sat-
istaction in our work. While there is
little that can be done to change the
consoliclation intentions of an employ-
er, itis certainly within one’s power 1o
séek a position that is satisfying, the
definition of which is different for dif-
ferent people. For some, satisfaction is
found in the pay envelope. For others,
it is being around friendly people with
whom it is easy to work. Still others
need to be challenged intellectually.
Whatever your criteria for satisfaction,
it is important to find a job that meets
your needs, because when you think
about it, the workplace is where most
of us spend the majority of our wak-
ing hours five days a week.

Other ways to avoid stress include
avoiding caffeine. sharing feelings in-
stead of holding them inside, getting
enough sleep, allowing time just for
yourself and for enjoyable activities,
having supportive friends and rela-
tives, and resolving conflicts or let-
ting them go.

Mergers and consolidation in the
radio industry equate to good health
from a business standpoint. By tak-
ing proactive steps to head off and
deal with Consolidation Induced
Stress, the industry’s employees can
ensure that their own health remains
just as vibrant.

drive duties. He will also host NFL
coverage of the Chiefs’ pre- and post-
game shows on sister station KMBZ.

Rock: KDOT/Reno, NV welcomes
Megan Raye to nights.

Records: Jennifer Ballantyne and
Erik Stein both rise to Director/Pub-
licity at MCA Records ... Carmine
Coppola is promoted to VP/Ops.,
Planning & Adm. at Sony Music ...
Artista Records elevates Thomas
Martin from Mgr. to Assoc. Dir./Pub-
licity for the label ... Nancy Mec-
Cullough becomes Dir./Business Af-
fairs for Capitol Records.

National Radio: Westwood One
names Susan Mazo Public Relations
Coordinator and Jeff Gazzarri Ac-
count Exec./Western Region.

Industry: Christine Driessen has
been promoted to Exec. VP/CFO at
ESPN, which includes ESPN Radio
.. Internet music search engine The
Ultimate Band List (UBL) hires Tri-
cia Halloran as Content Editor for
UBL.com and Todd Meehan as
Record Store Mgr. for the site ...
Former Managing Dir. of Pyramid
Ent. Michael Schweiger forms Track
Central Booking Agency. The new
venture will focus on Pop and Dance
concert tours plus marketing and spon-
sorship opportunities for specific mu-
sical artists. He can be reached at (212)
921-2100.

Bloomber

Continued from Page 8

BUSINESS
BRIEFS

which will be done at first on experimental stations at 33.5 MHz in Columbia,
MD and 1660 kHz in Cincinnati, and then on commercial stations across the
country next spring — had been slated to commence this summer. USADR
began channei characterization tests on 93.5 last month.

Torricelli Amendment To Allow Translator Origination

A namendment to the Commerce, State, and Justice Appropriations bill
proposed by Sen. Robert Torricelli (D-NY) in July would allow stations to
originate programming from FM translators in Bergen County, NJ.The proviso
comes after an FCC investigation of New Jersey broadcaster Gerard Turro,
who the agency says is In violation of its FM translator rules. The commission
alleges that the “Jukebox Radio” programming he provides to WJUX-FM/Mon-
ticello, NY — which is rebroadcast over a translator in Fort Lee, NJ (in Bergen
County) — is designed to serve Bergen County and not Monticello. Turro can-
not provide full-service programming originating in Bergen County because of
frequency congestion in the nearby New York market. Torricelli said the amend-
ment s necessary “because the radio Bergen County residents get from New
York simply does not provide vital local information for the community” The
FCC case is pending a ruling by an administrative law judge.

FCC To Begin Move In October

he FCC'will begin its relocation to the Portals office complex in Southwest

Washington, DC in October. The first offices to go will include the Office
of Public Affairs. Chairman Bill Kennard and his fellow commissioners will
move across town by December, while the Mass Media Bureau will go by
January.The FCC said it will continue to request funding from Congress to
relmburse the General Services Administration forthe move, and funding
for the higher rent at the Portals ($23 million per year, compared to the $16
million it paid to lease its current facilities). Chairman Bill Kennard has
threatened to lay off employees if Congress doesn’t finance the move and
rent. GSA spokesman Hap Conners told R&R, “That's jumping the gun

and somewhat irresponsible”

wWWww.americanradiohistorv.com
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‘Overnight Sensations’ Years In The Making

LI How Columbia, Universal work with newly signed independent artists

Columbia Records is in an enviable position in regards to
one of the latest additions to its roster, singer/songwriter Shawn
Mullins. Not only does the Atlanta-based artist have an explo-
sive single ¢“Lullaby”) taking off at Alternative and Adult Al-
ternative, but he’s also built a solid fan base over the years thanks
to incessant touring and the independent release of several of

his own albums.

Granted, it’s way 100 early to
write that Mullins will go plati-
num. Yet the fact remains that per-
formers like him are case studies
in artist development betore they
even sign a major-label deal for
one key reason: They’ve already
done a jot of the hard work by
building a loyal fan base. effective-
ly priming the pump for the majors
to step in with their marketing and
promotion firepower.

Career Head Starts

Artists like Mullins and Cherry
Poppin’ Daddies had their careers
Jjump-started thanks to support from
key major-market radio stations.
However., these artists also worked
closely with those stations. In the
case of Mullins, Alternative
WNNX/Atlanta spent a lot of time
working with him to organize on-
air performances, interviews, radio-
sponsored club shows, etc. PD Le-
slie Fram even played an important
advisorial role for Mullins.

Shawn Mullins has
built his own cottage
industry by releasing
his own records and

touring. He
understands what it
takes to go out and
play for people.
—Will Botwin

Despite the head start these acts
have received. the majors still must
take great pains when mapping im-
mediate and long-term goals for
them — even though they already
paid their dues on the road and fi-
nally broke the commercial radio
barrier. Move an act along too
quickly, and it may suffer from the
stress of being the center of major
media attention, or the original fans
might feel betrayed if the act is per-
ceived as “selling out™ Acting too
slowly, on the other hand, means
losing steam when things are real-
ly cooking.

To gain a little perspective on
how the ma}prs are handling the

Kim Garner

Will Botwin

Shawn Mullinses of the world, I
spoke with Columbia GM Will
Botwin and Universal Records VP/
Marketing & Artist Development
Kim Garner, who has worked
closely with road-tested bands like
Cherry Poppin’ Daddies. Reel Big
Fish, and Sister Hazel.

Life In The Big Leagues

Botwin. a veteran manager who
worked with singer-songwriters
like Lyle Lovett and John Hiatt,
believes an artist like Mullins is
ideally suited for life in the big
leagues. “He’s the perfect guy for
this to happen to, because he’s so
grounded. It’s not like he’s some
fresh-faced teenager who just got
off the bus from who knows where.
He’s built his own cottage industry
by releasing his own records and
touring. He understands what it
takes to go out and play for people,
whether it’s touring with someone
like the Indigo Girls or playing by
himself in small coffee shops. He
gets it already. 1t’s not like he’s an
overnight sensation. He’s grown as
an antist, and he’s very prepared for
what’s about to happen.”

Even though “Lullaby” is taking
off at radio and the album. Sou/’s
Core, has already been released in
select markets, one of the first
things Columbia did after signing
Mullins was beef up the album,
which will be rereleased on Sep-
tember 15, Botwin says, “We
changed the album cover, remixed
a couple of songs, and added a
song called ‘Shimmer,” which is a
wonderful song that was on his last

album. The remixing we did wasn’t -

anything major, just a little adjust-
ment here and there to enhance
what he had already recorded.”
The next step was organizing a
touring schedule for the rest of

1998. which was no easy task giv-
en the time of year. Botwin notes,
“We sat down with Shawn and his
manager. and we agreed to do a
combination of things — his own
club dates, some support dates. and
some of the right radio shows.”

Even though Columbia is work-
ing overtime to get the project go-
ing, Botwin understands the label
is playing catch-up. “That’s be-
cause the airplay started before we
had our marketing plan in place.
We still have a lot of work to do.
The initial blush of success at ra-
dio has been very gratifying, and
we’re very confident we can build
it from here. We have a record com-
ing out in a couple of weeks, a tour
to organize, and a lot of other things
to organize in order to build the
sales of the album and the career of
this artist.”

As you would expect. Mullins’
experience allows Columbia to op-
erate in a different arena than if it
were working with a brand-new
act. Botwin observes, “There’s no
question we would have 10 start
this a little differently. We might
not be working this song, for in-
stance. And we would have had to
do all the things that Shawn has al-
ready done when it comes 10 tour-
ing and building his career at a
grass-roots level.”

Grass-Roots Support

Universal’s Garner agrees with
much of what Botwin espouses.
“When you look at what bands
like Cherry Poppin’ Daddies, Reel
Big Fish, and Sister Hazel have
accomplished and how resourceful
they were before they got their
major-labels deals, that’s what real-
ly set the stage for them. Major la-
bels can take artists from the inde-
pendent. grass-roots, developing-
the-fan-base mode to the next level.

‘Someone like Shawn has been
doing it for a long time and doesn’t
have to take tour support, which is
recoupable. He was making mon-
ey on the road before he had a big
radio hit. A lot of bands that get
signed to majors get on the radio,
but no one’s really heard of them
because they haven’t done the
grass-roots marketing and promo-
tion. Yet that’s what bands used to
do before MTV and VHI. They'd
get in a van and tour and tour and
tour. As a result, they’d have very
loyal fans who remained loyal
record after record.”

That’s an important point — tour
support advances — especially
since Garner says it takes about
three or four visits per market on av-
erage for an act to make money tour-

on the rebound”

the same period last year.

}\nid-Year Recorded Music ﬁ
Sales Jump 6.8% |

ecorded music unit sales for the first six months of

1998 rose a healthy 6.8% to 502.5 million copies, ac-
cording to the RIAA, with the value of those shipments in-
creasing 11.9% to $5.8 billion.

After two years of flat sales, the numbers, says RIAA President/CEO
Hilary Rosen, “are testimony to the resiliency of the U.S. music mar-
ket. There’s no great mystery to this. We've had a number of extremely
popular releases — particularly soundtracks. CD sales are recharged,
many retailers are reporting another quarter of double-digit growth, and
shipments to direct and special markets, which took a hit last year, are

Album shipments, the best Indicator of the market, were up 8.2%-to
440.8 million copies {not Including music videos), with the value of those
trade deliveries rising 12.7% to $5509.9 billlon. About 45 new titles released
in the first half of "98 were certified goid or platinum, a 50% increase over

1998 RIAA Mid-year Statistics

Jan.~June 1997 Jan.-June 1998  Percent Change‘
Configuration Units  $Value Units  SValue Units $Value
CDs 331.0 42148 3706 48775 120 157
Cassettes 749 653.9 68.6 6164 -84 -57
Vinyl LP/EPS o 14 18.2 1.6 16.0 143  -121
CD Singles 306 128.6 342 129.0 11.8 0.3
Cassette Singles  21.0 64.0 17.0 617 -190 -36
Vinyl Singles 45 21.0 3.0 143 -333 -319
Music Videos 73 125.6 7.5 133.6 14 3.8
Totals 470.7 52261 5025 58485 6.8 119
Source: RIAA

A lot of bands that
get signed to majors
get on the radio, but
no one’s really heard

of them because they
haven’t done the
grass-roots marketing
and promotion.
—Kim Garner

ing. “Artists will go into markets
where 110 one has heard of them ex-
cept for maybe hearing their song on
the radio. It's amazing how long it
takes people to realize who a band
1s. Based on just one song, they may
not want to see them live. So the
bands usually operate at a deficit.
But after those shows, they can go
back home again and make some
good money.”

Garner adheres to a not-too-fast
philosphy when it comes to work-
ing with acts, even though they may
have been together for years and re-
leased independent albums. “With
Cherry Poppin’ Daddies. we put the
record out around July 1997, but we
didn’t go 1o commercial radio until
the following January. We put them
on the road, had them make an in-
expensive independent video for the
local video channels, got them on
the Warped tour, and handed out
cassette samplers there. We started
on the West Coast, and when we
came back again, people had already
heard about the band through the
sampler or whatever. By the time we
went to radio, we had already
scanned 40,000 copies.”

The road effectively becomes
the great equalizer. It allows artists
to hone both their musical craft
and business acumen. Garner con-
tinues. “The really smart acts are
selling merchandise and CDs at
their shows. Not only is that mon-
ey for the acts, but it also allows
them to finance what they want to
do and to build a connection with
their fans.

“I used 1o work with Rush on the
management side before I came to
Universal. That band used to do
something like 200 shows a year.
They’d get in a van and come 10
America and tour and tour. Those
fans today, even though they re old-
er and may not buy every new Rush
album. will still attend a show.
That’s why they can still sell out
arenas to this day, because those
people remain loyal to the band.

“T went to see Shawn live. and |
think a big part of him is his con-
nection with the audience. The
more you play, the more people
come out and see you. and you
eventually become a viable Jocal
touring act.”

Working with such artists de-
mands a different skill set than han-
dling brand-new acts. Gamer con-
tinues, “You run into a lot of acts
that don’t know how to put a band
together or are not really sure what
their look should be. That’s where
the majors can really help.”

TALK BACK TO R&R!

Do you have questions, comments,
or feedback regarding this column
or other issues?

Call me at (615) 244-8677 or
e-mail: swonz@aol.com

www.americanradiohistorvnecom o o
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Ednaswap Brings A Little “Sun’

Ultimately, there’s no denying
great songwriting. That’s been the
past, present. and most likely fu-
ture driver for the Los Angeles-
based pop/alternative group Ed-
naswap.

The latest single from the Is-
land Records quintet, “Back On
The Sun” — taken from the album
Wonderland Park — has found a

are so much fun to play. We just
wanted to make a quieter, more or-
ganic record.”

This time around, Preven and
creative partner Cutler took the
production helm. “Scottie and I
produced this one. It was the first
time we didn't use a producer. We
literally were making demos at
home and decided the demos were

Ednaswap

welcome home at certain Alterna-
tive outlets and a growing number
of Pop/Alternatives. Key Alterna-
tives reporting the song, as of two
weeks ago. inctude WPLT/Detroit.
KEDJ/Phoenix, XTRA/San Di-
ego, WKRL/Syracuse. KTEG/AI-
buquerque, WEQX/Albany, and
WPLA/Jacksonville. Pop/Alts on
the song include WKQI/Detroit,
WPTE/Norfolk, WWWM/Tole-
do, and KLAL/Little Rock.
Since forming in 1994. the band
has built a loyal following thanks
to constant touring with such bands
as Local H. Weezer, Better Than
Ezra. and No Doubt, and the re-
lease of a handful of independent
and major-label albums. Yet it was
the group’s song “Torn,” penned by
vocalist Anne Preven and guitarist/
producer Scott Cutler. that height-
ened interest in the band. The song
was remade by Natalie Imbruglia
and became a worldwide smash.
Another Ednaswap song, “Sanctu-
ary,” was covered by Madonna on
her album Bedrime Siories.
Wonderland Puark showcases a
softer, melodic side of the band
while simultaneously retaining its
edge. As Preven notes, “We wrote
the record when we got off the road
last year in August, and we had it
completed by Christmas. We did it
pretty quickly. and the words and
music sort of spewed out. We were
on the road for such a long period
of time. and there’s always so much
noise when you're doing that. We
just wanted. to run in the opposite
direction. Our last album [Wacko
Magnero] was very loud. and we're
still a pretty loud band: those songs

the record. Island didn't know we
were making the album until we
played it for them, and they said,
*That’s the record.”™

In setting the new single and al-
bum up at radio, Island elected to
re-release “Torn.” As Sr. VP/Pro-
motion Joe Riccitelli recalls, “We
kind of worked the song through
the back door and got it on some
key stations, which helped raise the
visibility of the new album. We
knew there was no way we were
going to be in the same situation
as Natalie. but we wanted every-
one to know who wrote the song.

To Alternative

We couldn’t let that opportunity get
by us.”

Island also realizes it has to be
extremely patient with the first sin-
gle for a couple of key reasons. It
is going up against some heady
competition, with new music from
such acts as Hole. Marilyn Man-
son, and Sheryl Crow. “The key
here is to lay the foundation, take
our time, and develop it the proper
way,” Riccitelii says. “We’re on a
lot of Alternative stations and were
among the most added at Hot AC,
so we're showing consistent
growth. [ truly feel the rest wili fall
in place. With all that’s going on
with the new releases and the fact
that male vocals. for the most part,
are dominating Alternative, we’re
going to have to let the marketplace
dictate how we continue to work
this record.”

One programmer who's now a
big fan of “Back On The Sun” is
KTEG PD Skip Isley. That wasn’t
always the case. | have to admir,
[ wasn’t sure at the beginning. But
now, after several weeks on the air,
it’s feeling like a real record. We
only started to feel the tide turn dur-
ing the last two weeks. I also be-
lieve it’s a track we can own for a
while. Plus, we have a history with
the band and played songs from the
past album.”

One thing that worked to the
song’s advantage — and why Isley
stuck with it — was that the band
was due in town for a performance.
“We wanted to buiid some famil-
iarity, so we added the song and
stuck with it longer than 1 may have
with other records. But songs like
this need a lot of spins. You can’t
expect them to work after a few
weeks in light rotation.”

Wonderland Park was released
on August 18.

5

HOT STUFF — Hip-hop newcomer Nicole was recently presented a plaque
commemorating the gold certification of her debut single, “Make It Hot” Nicole
is the first artist to be released on Missy Elliott's new label, Gold Mind, dis-
tributed through EastWest Records. The debut album of the same name ar-
rived in.stores last week. Pictured here (I-r) are Elektra Sr. VP/Urban Promo-
tion Richard Nash, Violator Management's Mona Scott, Elliott, Violator's Lou-
ise West, Nicole, Nicole’s manager Debba Wray, and Elektra Sr. Director/Mar-
keting Michelle Murray and Sr. VP/A&R Merlin Bobb.

WwWWWwW.americanradiohistorv.com

Goo Goo Dolls Get
Busy With ‘Dizzy’

Warner Bros. has selected September 22 as the re-
lease date for the Goo Goo Dolls’ latest album, Dizzy
Up The Girl. The first
single, “Slide," has al-
ready been serviced
to radio. The 13-track
disc, which includes
the multiformat smash
“Iris” (also on the City
Of Angels soundtrack]),
was produced by
former Reprise and
current Hollywood Records Sr.VP/A&R Rob Cavallo. The
Goo Goos will also undertake a major tour to support
the album. Meantime, look for the band to road test its
concert in a few select markets.

Goo Goo Dolls

Capitol Readies Lennon Set

Capitol Records plans to put out a collection of close
to 100 unreleased solo recordings by the late John Len-
non. The songs, from
the four-CD boxed set
The John Lennon An-
thology. will feature
both studio and home
recordings. Yoko Ono
will serve as executive |
producer of the project. % P d
No exact release date John Lenn;n
had been set at press —
time.

Tour update: The Barenaked Ladies hit the road for
a 25-date headlining tour beginning on October 1 in Pitts-
burgh ... Virgin rocker Lenny Kravitz.embarks on a tour
September 9 in Vancouver in support of his new album,
5. Ozomatli and Sean Lennon handle support duties
... London Records rapper b has joined Korn's "Family
Values” tour, which kicks off on September 22 in Roch-
ester ... Late '70s/early '80s punk bands the Buzzcocks,
the Dickies, the Fall, and Pere Ubu hit the road on Oc-
tober 14 in Montreal for a four-week stint dubbed the
“Inertia Tour” Headliners will vary with each city. The
tour will visit nearly every miajor market.

In The Studio

Word from the Alice In Chains camp has the band
working on new material for its forthcoming boxed set.
Nothing’s official yet, but four new songs could make
the project ... Coolio is in the studio working on his
next album, slated for release in early 1999. Guest
appearances are expected from Scarface, Will Smith,
R. Kelly, and Ol' Dirty Bastard ... That old funkmeister
himself, George Clinton, has reformed the P-Funk
All Stars and will release the album Dope Dogs on
September 15 ... Outpost Recordings country-rock act
Whiskeytown has remixed its indie label release,
Faithless Street, and added nine new tracks. The disc,
originally released by Mood Food Records in January
3996, hits retail on September 29 ... Chris Issak’s
latest, Speak Of The Devil, goes to retail on Septem-

" ber 22 ... DCTalk's Supernatural arrives in stores on

September 22 ... Lastly, for all the high rollers out
there, the Cipriani Dinner Concert Series is offering
guests the opportunity to see artists such as Celine
Dion, Whitney Houston, Diana Ross, and Rod Stew-
art at its new 1000-seat ballroom in New York. The
cost of admittance? Between $100,000-$150,000 per
table of 10. Ten ditferent concerts are planned for the
series.

o —
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. Appearing bn SABRINA, THE TEENAGE WITCH November 13
ta Television Show: Women 18-49/ Teaﬂ Females 12-17)

Also on the soundtrack SABRINA, THESEENAGE WITCH

IN STORES OCTOBER 27
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Spice Girls ' Five Britney Spears
- Melissa Joan Hart Matthew Sweet Chumbawamba
* Ben Folds Five Phantom Planet Cardigans @
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Chasing The Magic Eight Ball

Building The Twin Towers Dynasty

Skinning The Cat Six Ways, Jacor Style

A View From The Pilot’s Seat
Pulling All The Stars Together
A Business Of People
The Hits Just Keep Coming
Callout Research:A View From The Top
An Inexact Science Explored
Searching Out The Hits

Critical CHR Music Lists

41
46
53
57
62
64
68
70
74
80

Searching For “Must Hear Radio” OnThe Internet 82

What Do Listeners Really Think?
Revelations Of A Diary Man
The Timeless Paul Drew
Plugging West Paim Beach’s CHR Hole
Checking Up On Talent
The Secret To Managing Creative People

Hits For The New Fall Season

86
88
92
96

Play the hits, and a

. funny thing happens:

Ratings begin to surge, revenues begin to
soar, records begin to sell, and listeners
come back in droves. What a concept. For
the first time in many years, in Arbitron’s
national datahase coded to R&R’s format
definitions, from spring '97 — spring *98
CHR as a format jumped from a 10.%
nationally to a 10.9.

New CHRs seem to be popping up just
about every week. This year alone, the
format has been reintroduced in markets
such as Sacramento, Milwaukee, West Palm
Beach, Birmingham, St. Louis, and Long
Island. Broadcast companies of all sizes,
including the majors like Chancellor, Jacor,
Capstar, and CBS, continue to be

champions of the format. For the first time -

that | can remember, sales departments
are finaily proud to sell CHR and are
~_re-educating themselves on the strengths
and concepts of the format.
On the programming side, a new
generation of programmers, armed with

WWW.americanradiohistorv.com

research tools and budgets, are programming

with an intense focus on playing the hits,

investing in talent, and not getting knocked off
course by the newest format of the week or
month. Say what you will about consolidation,
but it has been great for CHRs by allowing
them to finally focus on their specific
audience, primarily the 18-34 demo, because
chances are their sister station is covering
24-54.

“Must Hear Radio” is all about focus,
winning, learning from our mistakes,
passion, the ability to adjust to change,
and, most importantly, communicating
effectively. For this year’s special, we've

recruited some of the brightest and
most powerful people in our business
" to share their winning philosophies
and why they are so committed to
CHR. Happy reading, and thank you,

radio and records, for your continued
support.

Tony Novia
(310) 788-1663
tnovia@rronline.com
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The annual State of CHR address

Chasing The

Magic Eight Ball

by Marc Chase

10 find someone with superior qualifications 1o write

the annual State Of CHR address. I didn’t have 1o
search far for my No. I choice, and ihese are some of the
qualifications he brings to the table: He was once 1old by
his junior high teacher — who was on the brink of a break-
down — “Thar silly shit won’t get you anywhere.” He was
termirated from his first eight jobs in radio. He had a let-
ter ofresignation typed up and was going 1o 1urn it in the
very same day the PD of WYHY (Y-107)/Nashville quir and
crossed 1he street, but he ended up getting the Y-107 PD
Job instead of going home jobless.

He moved 10 WFLZ/Tampa to work on his golf game. Af-
ter taking Tumpa to the top, this PD was looking for a new
challenge (his 1ranslation: he couldn't see the for-
est for the trees). His counterpart, Tom Owens, was
destined 10 take a trip up the corporate ladder, so
Jacor dumped WEBN/Cincinnati on our nysterv
man. When duopolies hit, this PD added duties at
WOFX and WAQZ. It didn’t stop there. Jacor then
added Cincinnati properties WLW, WKRC, WSAI,
and WVMX to his list of new challenges. Eight sia-
tions just wast’t enough, thowugh, so Jacor tricked
him into being the low man on the corporate totem
pole. This mystery man is none other than Marc
Chase, who is now the East Regional VP/Program-
ming for Jacor: (“Translation: Tom Owens’ piss boy

sorry, Sean!”’)

His cohorts and counterparts at Jacor are Jack
Evans, VP/West; B.J. Harris, National Director/CHR;
Gene Romano, National Director/Programming and
Rock God; Jaye Albright, National Director/Country;
Vance Dillard, Director/Soft AC; and what he calls
200+ of the brightest programmers in America.

“Tony, please work in the other guys' names,” Chase
requested. “I'owe them money, and this will keep the
hounds at bay.’) In his own words, here’s Chase's
honest, brilliant, thought-provoking, and humorous
State of CHR address.

’ Yor R&R's second CHR special, the first mission was

As I gaze into my Magic Eight Bal! to determine
the future of Contemporary Hit Radio, I can only
be absolutely 100% certain about one thing: Wear-
ing a silly costume for an R&R photo can make you
look like an idiot. I knew that going in, but I actu-
ally believe that accepting the fact I am an idiot is
the key to success in the new age of radio. | am an idiot. 1
admit it, and I am not ashamed or embarrassed by the fact.
1 am proud to be an idiot, and before I am finished, I hope
you want to be an idiot, t0o. Being an idiot, [ like to simpli-
fy things. So let’s look at the future of CHR split two ways:
the future of “CH” and the future of “R.” from an idiot’s
perspective.

CHR is the acronym for Contemporary Hit Radio. A por-
tion of the formula for CHR success can be found by exam-
ining the brand name itself.

C Contemporary: current of modern

H Hit: widely liked or appreciated music

R Radio: transmission of programming for the pub-
lic by radio broadcast

The future of the “CH" is clear to me. It boils down to
the basics. Play “current or modern” music that is “widely
liked and appreciated,” and life is good. Life is grear when
you can complement the “hits” with entertaining personali-
ties. compelling promotions and on air elements, and break-
through marketing. The playing the hits part is easier — not
easy, but easier — than the marketing/promotions, on-air el-
ements, and talent management and development. which are
more difficult today than ever.

CHR listeners are fickle by nature. They like the hottest
Ty

trends and are the first to explore fresh alternatives. Addi-
tionally, today’s audience is bombarded with more advertis-
ing messages and entertainment options than ever. In the past
few years, the number of radio stations seemed to grow daily,
and formats are becoming more and more fragmented. Top
that off with the Internet, six television networks, unprece-
dented quantities of cable channels, theaters. books, maga-
zines, virtual reality video games, CDs, VHS, DVD, satel-
lite radio, digital radio — the list of entertainment alterna-
tives expands daily.

To stay in the game. CHR must be on top of ours. The
margin for error is shrinking; the eye of the needle just got
smaller. Now, more than ever, we need to look to the past

to predict the future and stop making the same mistakes over

fully fuels today’s Classic Rock stations. How long has it
been since a mother and a daughter and father and a son
could listen to the same music without violence and destruc-
tion? (OK, when the son breaks out the Metallica, you can
expect a litile destruction.) This magical moment in musi-
cal time allows CHR stations to bask in the glow of what
made the format successful in the beginning: The music has
mass-appeal.

You have to admit, it is hard to listen to Sister Hazel’s
first hit and not hear the influence of the Eagles. Did Steve
Miller die and come back as Matchbox 20 or Tonic or the
Goo Goo Dolls? Retro rocks. Pick the '90s band that has
the Fleetwood Mac Rumors-era sound — there is more than
one. Now, the last thing I would suggest would be that your
CHR station start playing the Eagles, Steve Mill-
er, and Fleetwood Mac. | am just thrilled we have
“current or modern music that is widely liked and
appreciated.” These songs form the core sound that
allows CHR stations to reach modern ratings highs.
We just need to be careful we do not make the same
mistakes we made in the early 90s and fall off the
deep end, sending our audiences “jiggying” to other

formats.
Here is a laugh for you: Two years ago, if I had

Marc Chase

My Magic Eight Ball predicts that
the demand for talented
personalities who can deliver
ratings and revenue will skyrocket.

and over again. The great news is that we are up to the chal-
lenge and we’ve still got our ace in the hole: Radio is still

‘perceived as a free commodity. Have you ever had a listen-

er call you to complain that the new radio in their house or
car was too expensive and that they wanted their money
back? We dodged that bullet. Just pray some genius in a suit
does not come up with a new plan for nontraditional reve-
nue that includes monthly billing to listeners for time spent
listening to your station. Always remember, the gun is still
loaded, and if we are not careful, we could shoot ourselves.

Here is more good news for the “CH”: For the first time
in over a decade (with the exception of country). a great deal
of contemporary music is crossing a broad demographic and
life group spectrum. Not only are several genres of today’s
music compatible with each other, they also resonate with
the acoustic-based rock sound of the *70s that still success-

told you the No. 1 station in several markets would
be playing Will Smith AND Shania Twain, you
would have told me I was f*#&!ng nuts. Is this bril-
liant programiming or a sign of the apocalypse? Will
the plagues follow? Not since the Urban Cowboy era
have multiple country artists successfully crossed to
the CHR charts. Did Jewe! start all this with the
twang in ‘““You Were Meant For Me”? Have LeAnn
and Shania caused a few PDs’ ulcers to flare up?
I’} bet you missed a few songs your audience would
have liked because you did not think the songs fit
the sound of your station. I know I did, but hey, 'm
an idiot. The next time you need “a secret weapon,”
dig out a copy of “When You Say Nothing At All”
by Allison Krauss and give it a few spins on the air,
run it through callout, then kick yourself in the head
for missing a monster. Everyone I know who gave
it a chance had it come home.

What amazes me is the fact that programmers cre-
ate excuses not to play the hits. | have been guilty
of what I am accusing you of. I would sit there and
add a record I thought fit the sound of my station
even though it screamed STIFF, then turm around and com-
pletely ignore a hit because 1 didn’t like the way it sounded.
It didn’t fit the station. It was too soft. too hard, too rock,
not rock enough, 100 country. too dance, too rap, too gra-
nola, not formatically correct, etc. In the upcoming year,
try not to be a victim of “paralysis by analysis.” Just play
the hits, and your future will be so bright, you’ll have to
wear ... I'll stop, but don’t forget about that personality, pro-
motional, and marketing thing I mentioned earlier. It is kind
of important too.

My Magic Eight Ball predicts that the demand for tal-
ented personalities who can deliver ratings and revenue will
skyrocket. One of the challenges programmers face in the
upcoming years is the development of future stars. Where
will the next generation of personalities come from? Will
the same sources crank out enough supply for the demand?
Will we give them the time and space they need to develop
and allow them to learn from their mistakes, or will some
suit from corporate decide to send them to “NAB Boot
Camp” to get their Certified Radio Marketing Consultant
plaque. (FYI, I personally have a CRMC certificate, but [
stole it from a sales manager named Thom in Tampa.)

Continued on Page 38
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3* Mainstream Monitor ol

22* Top 40 Adult Monitor

4* Soundscan Singles ﬁ:
(62,000 This Week) 3
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BDS Soundscan

New York Spins Rank
WHTZ 39x #4
WBLI1 62x #4
LA

KIS 58x #8
Boston

WXKS 28x #6
Dallas

KHKS 72x  #3
Cincinnati !
Q102 39x #4
Portiland e
KKRZ 61x #2 o
Atlanta

WSTR 31x #5
Minneapolis

KDWB 25x% #4
Tampa

WFLZ 57x #2
St. Louis

KSLZ 48x% #4
Cleveland

wzZJMm 39x #7
Oriando

WXL 62x #2
Pittsburgh

WBZZ 23x #4
San Diego

KHTS 42x #8
Miami

WHYI 54x #11
Kansas City

KMXV 51x #6
Seattle

KBKS 56x #6
Philadelphia

wioa 26Xx #3

RECORDS

Produced and Arranged by Andy Goldmark for GMARK Music, Inc. and Jimmy Bralower
Executive Producer: Andy Goldmark
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Continued from Page 36

A big part of my role in Jacor is to find and develop
programming and on-air talent. You should take time out
of every week 1o listen to air checks and monitors. Do
what it takes to find the next superstar. 1 love to drive
and listen to radio across the country. My travels have
allowed me to stumble upon a few of the brightest stars
in our industry (you know who you are). I use the word
stumble instead of discover, because every one of these
people was already doing a great show or programming
a great-sounding station — just not for Jacor. Now they
are! Recruitment and development
will be keys to continued success. [
believe the right talent for every job
opening we have is already there; |
just have not figured out where they
are yet. But that’s to be expected —
I’'m an idiot.

Compelling promotions and on-air
elements will be more important to
CHR in the future. If programmers
would ask themselves one question ev-
ery day before they head home —
“What have I done today that will pos-
itively impact the sound of my station(s) tomorrow?” — ra-
dio stations would always have forward momentum. Set
aside time to find out what is hot and what people are talk-
ing about, then think about what you can do to get people
talking. If you think you already do all that and your most
recent promotions consisted of concert tickets. CDs. trips,
and bar promotions, you’re kidding yourself. If you did not
give your listeners a chance to win the largest Powerball
Jackpot in the history of the world. you missed a tremen-
dous opportunity. Who couldn’t use an extra $250,000,000?

What else have you missed? Have you planned your sta-
tion’s promotional calendar for the balance of 19987 When
was the last time you updated your station’s promotions?
Who is responsible for creating these elements? Think! Plan!
Make time to flex the creative muscle — everybody has one,
but most people don’t take the time to use it, and it atro-
phies. In this era of broadcasting, it pays to have every mus-
cle in great shape. Stay on the prowl for the next great idea
and do not wait until the last minute and pray for something
to fall in your lap.

Breakthrough marketing doesn’t grow on trees. You can
buy the latest prepackaged products off the shelf, and in
some cases that may be in your station’s best interest. You
are better off picking a proven winner off the reel or rack
mstead of gambling on some goofy creative concept that in-
volves lip-syncing midgets and urinals that winds up wast-
ing time and money plus sending the wrong station mes-
sage. This does not mean you should be afraid to innovate.
Sure. everyone makes mistakes — just don’t keep making
the same mistakes over and over again. For every great idea,
there will be a hundred bad ones. You need to make sure
you have a system in place to evaluate what is best for your
station and not let anyone’s ownership of an idea blur the
vision for proper station marketing. It is not easy to create
a winner every time. If you don't believe me, call the agen-

In the year 2000, CHR will be at or near
the top end of its “up” cycle (which

started about 1995). In the year 2000, I
will be at or near the top end of my “up”

cycle, with hopes and expectations of
playing a bigger role in management ...
either that, or living on the street.

ROB WEAVER

POSITION: PD

CALL LETTERS: WKPK

CITY: GAYLORD (NW MICHIGAN)

This magical moment
in musical time allows
CHR stations to bask
in the glow of what
made the format
successful in the
beginning: The music
has mass-appeal.

cy that sold Herb to Burger King. Whether you choose
telemarketing, direct mail, television. or outdoor depends on
your objectives. However, before you make the first move,
you should define your marketing goals and objectives, de-
velop the best plan to accomplish those goals and objectives,
and set up an honest evaluation system. Then spend the mon-
ey. Don’t do it just because you have the money in the bud-
get and have to spend it. Make it count.

Now that we have the “CH” out of the way, let’s talk about
the “R™ It's a whole new ballgame for radio. During peri-
ods of fundamental change, the experts become obsolete.
Face the facts: We are prisoners of our own knowledge. What
we know makes us valuable commodities
and, at the same time, puts us on the
verge of extinction. Review the past. It
was not the owners of the local diner who
bought the McDonald’s franchise. The
local pharmacist did not bulldoze the
parking fot down the street and put up the
Super X Drug chain store. The master-
minds behind the railroad industry never
anticipated the effect the airline industry
would have on mass transit.

At the most recent R&R convention
(Insert obligatory suck-up to Jacor’s
CEO), Randy Michaels said, “If it wasn't for one thing, 1
feel certain the current owners and operators of radio sta-
tions would be out of business today. Forward-thinking en-
trepreneurs who are not experts in the field would replace
us all. That one thing is the fact that we hold a federal li-
cense, and not just anyone can start their own radio sta-
tion.” That thought should scare you. We have come close
to the edge and didn’t even realize it. Today. thinking out-
side the box is not enough. The challenge is forgetting there
ever was a box. The rules are changing right before your
eyes. Are you changing with the rules? Do you even know
what the new rules are? Even if you do, pretend you are
an idiot. Start asking questions. Do not assume you know
anything unless your only assumption is that everything you
know is no longer correct. Let's not make the same mis-
takes over and over again; let’s make new ones.

In the past, commercial radio stations had only two sets
of customers: listeners and advertisers. By design, this cre-
ated a built-in conflict and presented opportunities for clev-
er, creative people to flourish. The managers and program-
mers who admitted they were idiots, expanded their per-
spectives, and worked together to maximize opportunities
reaped the biggest benefits. Now. the rush to Wall Street

has created a third consumer group for most major broad-
casters: shareholders. If we want to accommodate this cli-
ent group and improve the results for the original two cli
ents, we must move ahead quickly. It is paramount that
you realize that to make it a win/win/win situation, all
three groups must be satisfied with their investments.

Accountability to all of our consumers is crucial. The chal-
lenges we face have never been greater; neither has the up-
side. Is your head spinning? Do you know what effect add-
ing a new consumer group has on you, your job, your fami-
ly, and your future? If you have not thought about it or s;;ent
time planning how you will adapt to the changes that have
occurred, check your ticket on “The Clue Train™ — it may
have left without you. Once again, the paradigm has shifted.
Are you afraid yet? If you are wondering why you should
be afraid when revenues and cash flows are hitting record
levels, it’s that damn c-word again — CHANGE.

Radio stations are nothing but a bunch of scrap metal and
people with time on their hands. People with time to pro-
duce, time to sell, time to produce results, time to sell re-
sults, and, oh yeah, that scrap metal is a lot more productive
than it’s ever been. Current technology allows for product im-
provement, enhanced time management, the unprecedented
cross-utilization of resources. and the potential to take sta-
tion cash flow and your potential eamings to new heights. In
the new environment, this technology. coupled with our will-
ingness to change. will allow us to better serve all three of
our client groups and reach goals we never dreamed of.

The “CH” and the “R"™ have changed and are in a con-
stant state of flux, creating new problems and new opportu-
nities. My Magic Eight Ball's tips for success are: Play the
hits: understand the fundamentals; and keep a positive atti-
tude, a thirst for knowledge, a desire to tum roadblocks into
hurdles, and a willingness not only to embrace, but to facili-
tate, change. If you are still analog in your thinking, not dig-
ital, and are unwilling to learn from the past. then forget it.
You are headed the way of the disc cutter. and soon you will
be sitting in a comer somewhere, collecting dust. Leam from
the past. then forget everything you know. It’s all right to be
an idiot. Really. Just don’t be stupid.

|. THE RULE OF ONETHING —“Curly’s Law”:
Radio stations absolutely cannot be all things to all people.
This is branding. What one thing do people associate with
your radio station? You've got to own at least one — and
not more than one — position in the minds of listeners.

2. SAYYOUR NAME: It doesn’t matter how great
you are or how many people you have as listeners — if
they don’t know who to credit. you're dead! Successful
politicians can answer this question: What's the single most
important thing you can say to your constituents? Answer:
your name.

3. SAY WHY ANDWHEN: It’s true 72% of a station's
quarter-hours come from 36% of its listeners (Pls).Pis to
successful stations have twice as many listening occasions as
P2s. Give your Pls some compelling and exciting reason to
listen, 1hen tell them when to listen.

4. LOCAL, LOCAL, LOCAL: A station must be
“rooted"” in its community. It must mirror the personality
of the people it's trying to attract as listeners. In television,
most program content is network or syndication.What
gives aTV station its personality is its local news, weather,
and sports.

5..DIARY REVIEWS: You must know how listeners
credit your station.There are stories of “hired guns”
analyzing books for stations and leaving quarter-hours on
the table by not realizing that some stations should have
been credited to their client. They just don't know the
market.

Arbitron’s 10 Rules For Better Ratings

6. STUDYYOUR SUCCESS WITHTHE SAME
ZEALYOU STUDY YOUR FAILURES: By reviewing
your success critically, you can validate your numbers or
identify them as a fluke (although no one sees their own
success as a fluke).You'll learn what to expect next time and
what's working for you.

7. MAKE CERTAINYOU CAN ACHIEVE
CRITICAL MASS WITH YOUR FORMAT: Stations
often have niche formats that don't have enough bodies to
make them players. Take the target’s total population and
compare it to the cume of the lowest player in your market
to see if you have a chance.

8. THE RULE OF SHRINKAGE: Cume, if left
“unattended,” will shrink. Period. A station must promote to
sustain and/or “grow” the cume. Station growth will come
through cume growth. It’s like rollin’ 2 rock up a hill — the
minute you stop, that rock’s coming right back down.

9. THE RULE OF DIMINISHING RETURNS:
Stations must reinvent themselves.The exact same contest
staged the exact same way rarely grows in popularity. It
usually drops. At first, a state lottery was big with a
$1,000.000 prize; now it has to be over $50,000,000 to
make news.

0. WHEN YOU'RE SICK OF HEARING IT,
THEY'RE JUST GETTING IT: What cuts through in
Arbitron is a simple repeated message. It has to be simple,
because “when you're explaining, you're losing” And a
message has to be “burned"” into the brain for it to imprint.
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John Fullam leads two NY CHRs into the future

Building The Twin
Towers Dynasty

where in our formative years that convinced us that ra-

dio was something we wanted to do for a career. The
thing that probably did it for Chancellor Media’s WHTZ
(Z100) and WKTU/New York Sr. VP/GM John Fullam was
listening to the radio under the covers after his parents closed
his bedroom door every night as a kid growing up on Long
Istand and Connecticut. He also has fond memories of driv-
ing to vacation in the Hamptons, sitting in the front seat be-
tween his mom and dad and playing with the radio.

Fullam says those experiences made him “radio obsessed.”
It wasn’t until college, though, that he realized working in
radio was actually a profession and that there were positions
available other than being on the air. Even though his dad
was a very successful retail entrepreneur, Fullam became
more and more curious about the business of radio. He quick-
ly identified that in both retail and radio the mission was to
understand customers needs, but radio had a leg up, because
you actually got paid to have fun.

After college. he worked at a station in Connecticut. He
did a little airwork and then started sell-
ing. It didn’t take him long to confirm
that he was in the greatest business in the
world. With his knowledge of retail and
love for radio, Fullam was destined for
stardom at his first major GM stints in
Detroit at WKQI and then WNIC, where
he got his first experience managing two
competitive radio stations. Before it was
all over. Fullam’s two Detroit stations
had turned into a five-station cluster and,
while he didn't realize it at the time. his
experience and success there laid the groundwork for his fu-
ture job managing CHR powerhouses WHTZ and WKTU/
New York.

When Chancellor chief Jimmy “The Deacon” de Castro
dialed his number and asked, “Do you want to head back
home to New York?” it was a dream come true for Fullam,
a New York native who grew up listening to then-Top 40
WABC and WMCA. On May 23, 1996, a few months after
The Deacon flipped the switch on the incredible rebirth of
WKTU and the night of the Studio 54 promotion, Fullam
and his family flew back to New York. But, even more im-
portantly, May 23 was also Fullam’s late mother’s birthday.
He ¢ouldn’t help reminiscing about those days of listening
to the radio under his sheets and those family trips to the

I Y or everyone in this business, there was a moment some

In the year 2000, CHR will be
peaking. The strength of the for-
mat will prompt more stations to
flip to some form of CHR. Two or
three CHRs in most markets will be
battling each other. In the year

2000, I will still not have this
format totally figured out, even
after 15 years in it. CHR continues
to be fresh and exciting and con-
stantly changing.

name: DAVE CHRISTOPHER
POSITION: OM/PD

CALL LETTERS: KSLY

CITY: SAN LUIS OBISPO
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Hamptons. “She always wanted the kids close to home; and
I was one of the ones who had gone away,” he says. “When
Jiminy said. ‘Do you want to come back home?" I looked
at the sky, and it was like Mom working her stuff to get me
back home.”

A year ago this September, de Castro asked Fullam to take
on additional responsibilities with Z100, and today the com-
bined weekly cume of Chancellor Media’s Z100 and sister
WKTU/New York is more than the population of Philadel-
phia! Just prior to Z100’s 15th anniversary, Fullam and 1
spent some time catching up on his two years in New York
with Chancellor Media.

R&R: Even though you were running a large cluster in
Detroit, New York is intimidating, as it’s the No. 1 market.
Do you remember some of the thoughts that went through
your mind after you arrived in New York to manage WKTU?

JF: 1 was inspired to hear a radio station like WKTU that
actually sounded like New York feels. New York is larger than
life and has an energy that is absolute-
ly incredible. This radio station really
caught the imagination of the city and
the industry. So, it was awesome, but at
the same time it was an incredible chal-
lenge to say. “Now where do you go?”
Everything was clicking: We had Ru-
Paul doing mornings, the Studio 54 pro-
motion, Jimmy de Castro and Steve
Rivers — people I looked up to. It was
unbelievable! Our challenge was to re-
create a legendary radio station. It was
like walking into Yankee Stadium and saying, “Hey, I get a
chance to play center field!” I got chills! It was great! I didn’t
sleep for a couple of nights, I'll tell you that.

R&R: Borttom line, the ratings and the revenue took off
at WKTU and lasted longer than most industry types expect-
ed. From vour standpoint, what did vou do to prepare for
two years down the road when ratings leveled off. but reve-
nue demand was still increasing?

JF: We talked a lot about that. Every product has a life
cycle, and we knew WKTU was going to be no exception,
but there are always going to be high expectations to be the
absolute best. Everyone is looking at
'KTU, and it is up to us to reinvent and
constantly reinvigorate this radio station.
I came across a book called The Winner
Within by Pat Riley. In it, he talks about
the five stages of winning: (1) Upstart.
(2) Contender, (3) Winner. (4) Champi-
on, (5) Dynasty. In that first year, we
said, “‘Listen, we've gone through these
first couple of stages pretty quickly. We
knew our competitors would be focus-
ing themselves on our cume, and if we
are going to be a champion, we have to
be able to take a punch and bounce
back.” We knew we had to challenge
each other in order to continue to raise
the bar. We prepared for it by challeng-
ing ourselves to build music loyalty and
bring new people into the radio station.
But the most important thing was to
make WKTU different. In radio, as with any product, if
you're not different, you don’t exist

R&R: So, 'KTU's numbers have come back down ro
earth,“but Chancellor isn't decreasing your budgets.

JF: That is one of the most imporiant things we prepared
for. There is a line that we repeat around here: Marketing is
not a department; marketing is our business! We created a
customer-focused selling organization focused on how to get
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As the company moves
forward, we need to stay
creative with
compensation. My
message is, if both these
radio stations win, then
we create more
customers, get more
listeners, higher ratings,
and increased revenue,
and they should also be
able to gain from that.

John Fullam

these customers through a ratings decline. Qur mission is
to continue o deliver results and move their product for
them. We aiso help to create other solutions for advertisers
that provide them with a reason to continue to do business
with us despite any ratings decline. Our sales department
made WKTU the sixth overall biller in America. and we
are poing to beat last year’s numbers again this year. Un-
der the circumstances, that tells you a lot about the organi-
zation — not just the sales department. but the program-
ming department. the marketing department, the airstaff, and
the entire team.

RR: Do you ever sell WKTU and Z100 in combo?

JF: We have totally separate sales management teams and
fotally separate sales teams. What we are starting to do is
create opportunities with the sales managers and with the
national sales managers where we’ll go
in with a combined 16 share, 18-34,
and offer an advertiser who-has never
been on either station a new business
opportunity. So we are starting to sell
in combo in certain situations. It's still
a learn-as-you-go process. We have cre-
ated a Music Marketing position for
both stations. With 4 1/2 million active
music consumers between both radio
stations, we are going to record com-
panies as a marketing partner to help
them move their product. We are at-
tempting to synergize both stations with
retail record stores by offering custom
marketing solutions.

RR: Jimmy de Castro has gone on
record saying that he feels it’s worth
the investment to maintain a GM for
each station. In your situation, you run
two of the highest-profile stations in the country. How did
that come to be?

JF: When these two stations were owned by different
companies, they were head-to-head competitors for both lis-
teners and advertisers. When Z100 came into the Chancel-
lor family, Jimmy asked me if I could create a strategy

Continued on Poge 42
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where both stations could overlap, compete, and grow’ but
not at each other’s expense. We were able to that in Detroit.
The mission in New York was to create an alignment from
which ratings would spill down into our sales organizations.
We began this process in programming and sales, and now
we are working together on some marketing projects, and
our program directors are sharing research. In our strategic
studies, each PD gets a copy of each station’s strategic play-
book. Tom Poleman knows what Frankie Blue's target is
going to be, and Frankie knows what Z100's “Today's Best
Music” strategy is going to be. We want both stations 10 soar
with their strengths. Jimmy asked me to grow both of these
properties and create soincthing that has never been done
before. We are blessed to have two enlightened PDs who
said;"Let’s figure out the future; let’s not opérate the way
we used t0.” | think we are all excited about the potential
value of these clusters.

R&R: WKTU was your baby, and you did a real number
on Z100 for a while. When Chancellor purchased the sta-
tion and you were handed the keys to
Z100, what did you do 1o not make them
Jeel like they were going to be the step-
child?

JF: The most important thing was set-
ting the tone up front and building trust
with the people who were there. It was
easier for me, because I had a similar ex-
penience in Detroit. One of the first things
1 did was find out what their needs were.
I asked them what was going to make this
radio station win. Everybody is in disbe-
lief until you are able to come across with
the marketing dollars, the money for mu-
sic research, the talent contracts, and all
of the ideas and resources that are going
to help that radio station win. Then, you
need to deliver on the prioritized needs.
All of the sudden, that level of trust builds
when they see that we care about them
winning and they get an idea of the com-
pany’s vision. Each and every month we
were able to invest in their success. Be-
yond Z100’s ratings increase, sales are up
70% over 1997. So the Z Team is no stepchild; it’s a 900-
pound gorilla.

R&R: You and | both know that sharing the research and
teamwork between the stations makes perfect sense and
should be great for the bottom line, but in the end Poleman
still wants to kick Blue's ass and vice versa. How do you
keep that in check?

JF: That’s where the new formula is for the future. We
have to learn how we strategically compete and how we col-
laborate. Today, there are levels of collaboration that have
never existed before. This is not Camelot — it is still much
more about competition than it is about collaboration — but
I will tell you that what started out as 10% collaboration is
now up to 30%. These kinds of things are creating opportu-
nities that make our competitors nervous. It is not all about
beating the guys across the street. While we want to do that,
our goal is to collaborate with marketing, share our strate-
gies, and grow our own operation. At the end of the day,
the program directors at both stations and all the employ-
ees ask, “What's the benefit for me and my radio station
and how does this help me in my operation, because that’s
what | care about most?” 1 want them to do that. | wang them
to be the best, and 1 want them both to aspire to be No. | in
New York. In the spring, 18-34 demo, they are tied at No.
2, and no one loves a tie like I do. The secret is finding the
levels of collaboration that are going to help both of them
improve their operation.

R&R: What are some of the areas that you still struggle
with?

JF: Since we share a considerable amount of music, we
needed (o clearly differentiate the "KTU and Z100 brands.
At first we had discussions on why.one station was playing
a certain song or artist. Fortunately, now we have fewer of
those discussions, which 1 autribute to two of the greatest

~

PDs, Ton and Frankie, and Music Directors, Z100’s Cubby
Bryant and "KTU’s Andy Shane. They are dedicated to build-
ing the best individual brands, but we also realize that. if
managed correctly, the format overlap is a strength and not
a weakness. That's why communication and sharing infor-
mation are the keys to strategic alignment. Brand differenti-
ation is furthered by having two great Production Directors.
Z100’s Dave Foxx and "KTU’s Bill Schultz, and two incred-
ible Promotion Directors, Z100’s Theresa Beyer and "KTU's
Don McLeod. who all touch base with each other regularly.

R&R: How much time do you spend at each station?

JF: Time-wise, | probably base myself a little more at
*KTU, but that does not mean that | am not looking at Z100
issues. It’s mosily because ! am set up a little more at ‘'KTU
physically.

R&R: Do you lose anything by not having the studios lo-
cated in the city?

JF: That was something that | wondered about when 1 first
got here, but look at the ratings and the buzz on these sta-
tions. We can reach out our window and almost touch New

York, and we are in the city several days a week. | don’t see
it as any different than being in the city.

R&R: If there is such a thing, walk me through a typical
week for you.

JF: | set up my week to spend quality time with the im-
pact people’in the organization. It's my job to understand
their needs. On an individual basis, I meet with the program
directors. sales managers, and marketing directors. 1 also try
to attend a sales and marketing meeting at each station, each
week. Most momings | am at ’KTU, and most afternoons
I’'m over at Z100. It has been a crazy of couple of months,
because we are moving Z100 early next year. I also spend a
lot of time with the PD, looking at the research. My goal is
to develop our stafl’s strengths, help develop our strategies,
and create solutions for our customers at client meetings. |
keep our clients informed on what is happening on the front
line, let our people know how our customers feel about us,
ard use all of this to develop cash flow.

R&R: Do you consider yourself a hands-on manager?

JF: Yes. However, my role has changed with multistation

-operations from managing things to leading people. That

means I don’t spend much time in accounts-receivable meet-
ings or attend every promotion meeting. I am trying to help
my department heads grow as managers so they can have
an impact on the organization. As much as my role has
changed, 1 feel their role has changed as well. PDs Frankie
Blue and Tom Poleman are doing some things that I might
have been doing a few years back. When you give away pow-
er, you become more powerful. | think that our organization
is better for it.

R&R: What qualities are you looking for when you bring
people into your organization today vs. a few years back?

JF: Great question! Since the business has changed, our
roles in radio have changed significantly, and therefore we

-

must evolve with the times. In market clusters, we need to
change from competitve managers to collaborative leaders,
from sellers to marketers, from single-station purpose to
common-cluster purpose. We used to operate in a closed
information system, and now we need to move 10 a more
open system that creates improved strategies and business
opportunities. Marketing warfare needs to be replaced by
an abundance mentality and team-building. We want peo-
ple who are willing to step out and design different models
for the future. We want people who love customers like
Nordstrom [department store] people do. They must pos-
sess a huge passion for our business and a drive to be the
best. They also need to be smart marketers.

STAYING ALIVE — Celebrating 20 years of Saturday Night Fever are (I-r} 'KTU morning drivers Hollywood Hamilton and Goumba Johnny, the Bee
Gees, 'KTU PD Frankie Blue and Senior VP/GM John Fullam

R&R: You've been on the leading edge of the learning
curve of managing quality, performing multiple properties.
What are some of the things you learned along the way in
this evolution process?

JF: When you're talking about creating synergies be-
tween the radio stations, you need to speak in terms of in-
dividual benefits — what it means to individual people. For
example, “What does it mean to me as a PD, and what do
I stand to gain as a result of that?’ If the company moves
ahead, it is about colluboration and compensation. As the
company moves forward, we need to stay creative with com-
pensation. My message is, if both these radio stations win,

Continued on Page 44

In the year 2000, CHR will have to
do a better job of marketing! The
stations that spend more on mar-
keting will win as long as their

programming is good. In the year
2000, I will be programming B-96
and dealing with the same wacko
jocks that I'm dealing with now.

name: TODD CAVANAH
POSITION: PD

CALL LETTERS: WBBM-FM

CITY: CHICAGO
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Rhythm-Crossover Airplay: Sales:
POWER 106/Los Angeles Los Angeles: #4 (3719 units
KYLD/San Francisco Detroit: #4 (1448 units)
WDRQ/Detroit Fresno: #5 (295 units)
WJMN/Boston Denver: #7 (381 units)
WPOW/Miami ) Tucson #10 (116 units)
Z90/San Diego Las Vegas:  #10 (181 units)
KKRF/Phoenix Providence: #13 (283 units)
KQKS/Denver San Diego:  #14 (293 units)
KBMB/Sacramento Sacramento: #15 (296 units)
KSFM/Sacramento Phoenix: #19 (284 units)
WWKX/Providence Roanoke: #21 (76 units)
KTFM/San Antonio Albuquerque: #24 (86 units)
WHHH/Indianapolis Indianapolis: #26 (156 units)
KLUC/Las Vegas Chicago: #26 (772 units)
WBTT/Dayton B Video:
WJIBT/Jacksonville 15Y U 4 oy e e
KOHT/Tucson . ey R o 7 7
KBOS/Fresno L0 : A o /5 wlu!i;j A‘g
And Many MORE! R e R 0 T
Chart #’s:
R&R CHR/Rhythmic:
BDS Rhythmic Top 40:
U8 -
Top 10 Requests: e
A rossover:
POWER 1 06/Los ngeles ]
WDRQ/Detroit .
790/San Diego Top 40 Mainstream:
KQKS/Denver AIRPLAY NOW!
WZJIM/Cleveland KIIS/Los Angeles ADD KHKS/Dallas ADD
WWKX/Providence KHTS/San Diego ADD KDWB/Minneapolis  ADD
WHHH/Indianapolis KPTY/Phoenix ADD WXYV/Baltimore ADD
KKSS/Albuquerque WZJM/Cleveland ADD KKRZ/Portland ADD
KISV/Bakersfield KMXV/Kansas City  ADD WROX/Norfolk ADD
WSNX/Grand Rapids WKSS/Hartford ADD WDJX/Louisville ADD
WPXY/Rochester ADD WFLY/Albany ADD
WWHT/Syracuse ADD WSNX/Grand Rapids ADD
WRHT/Greenville ADD WLKT/Lexington ADD
KRUF/Shreveport ADD WSKZ/Appleton ADD
WRTS/Erie ADD WSPK/Poughkeepsie ~ADD
KFRX/Lincoln ADD KISR/Ft. Smith ADD
KFFM/Yakima ADD KQID/Alexandria ADD
, And many MORE!
e A
@ PRODUCED BY: JACK KNIGHT FOR DAKODA HOUSE PRODUCTIONS, INC. = CO-PRODUCED BY: SCREWFACE -
WRITTEN BY: JACK KNIGHT & SCREWFACE
el © 1998 Universal Records Inc. PUVELLA MORK S
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then we create more customers and get more listeners, higher
ratings, and increased revenue, and they should also be able
to gain from that. Behavior that gets recognized and reward-
ed gets repeated.

R&R: Are you siill bullish on CHR as a format?

JF: The format is absolutely vibrant and alive in a real
mass-appeal way. | love the fact that it is not niched. Vari-
ety is our strength. It is so great to have crossover artists
like Shania Twain and Puffy and the in-
credible diversity this format is offering
to listeners and customers today. We have
a real commitiment to helping build new
artists emerging in the format. The fact
that we-have two radio stations reaching
4 172 million people a week should point
out the high demand for the format.

R&R: What is the state of selling and
making money with the formar?

JF: It is much more appealing to me-
dia buyers, and there is more of an attrac-
tion toward the youth movement than
ever before. It is still a 25-54 world, but 1 see more buys
coming up in the 18-34 and 18-49 demos. The younger con-
sumers are much more active when it comes to advertisers
like automotive, telephone companies, and fashion, to name
a few. Advertisers that used to be focused on 25-54 are much
more focused on what the 18-34s are doing so they can cre-
ate a pipeline for the future. Whether it is Tommy Hilfiger
or Toyota, | think they realize that CHR is the leading edge
of pop culture. These are highly active consumers, and CHR
can help brand some products for advertisers. We've done
it very successfully in the past, and we can continue to do
50 in the future.

R&R: As a format, what do we have to continue to im-
prove?

JF: We need to remember it's ail about the fans. We need
10 pay attention (o our listeners and customers and deliver
to their expectations, to overdeliver the fun and music and
create such an important relationship that we always give
them a reason to come back. Included in that is fresh and
exciting hit music that fans are passionate about and their
favorite CHR is giving them.

Watt Disney said that Disneyland will never be done as
long as there is imagination. The same is true with CHR
and radio. We need to revitalize and unleash our creative
imagination. We need to get better at this marketing imagi-
nation, because the wonderful resource of radio is still un-
derutilized.

R&R: As the leader of these two CHR crown jewels, what
do you do to stay plugged in?

JF: About five years ago, | realized that 1 needed to get
more educated, so 1 went back and got my master’s in busi-
ness. 1 felt my radio experience was good, but 1 saw many
other industries facing the same challenges that have been

In the year 2000, CHR will be
kickin some serious butt. I honest-
ly think the format will be as
strong as ever. In the year 2000, 1
will over 30 (man, that’s scary).
Hopefully I will be able to hold

onto a great staff like we've put
together here at KQAR and we will
continue our success. But by 2000,
who knows?

name: GARY ROBINSON
POSITION: PD

CALL LETTERS: KQAR

CITY: LITTLE ROCK, AR

It was like walking into
Yankee Stadium and
saying,*Hey, | get a

chance to play center

field!” I got chills! It was

great! | didn't sleep for a

couple of nights, 'l tell
you that.

going on in our industry. When you think about it, so much
of what has happened in the radio industry has also taken
place in many Fortune 500 companies all over the world. So
I read, try to stay in touch with customers, and | am a big
believer in research. | enjoying talking to as many bright peo-
ple as 1 can inside and outside our business. We have to get
everyone focused on a common purpose and on a mission.
That means going out and learning new skills. At the same
time, | love mentoring and teaching, 1 usually end up learn-
ing as much as the people [ try to help.

R&R: Ouiside of Chancellor's AM/
FM network — which we know added
some units because of the nature of the
beast — since you have been at the ra-
dio stations, have you increased the
units on both?

JF: We added a network at both ra-
dio stations.

R&R: Whar about locally?

JF: We look at that on a monthly
basis, and from time to time we do add
units. But it is not locked and set in
stone.

R&R: Being a product-conscious guy, you have to wear
both hats. Where do you draw the line on additional units
vs. progranuning's concerns about blowing off listeners?

JF: It is important that both sides have a dialogue and an
opportunity for feedback. Fortunately, | am blessed with hav-
ing corporate people. like Jiminy de Castro and John Madi-
son, who understand short-term and think long-term. We have
product managers who understand our corporate goals and
that we have to create situations where both radio stations
are going to win long-term. As product managers. every week
we discuss what is too many spots and what is not too many
spots. We have to continue to play the best mix of music
and the most.music, bar none.

R&R: Is there any set number of what is too many spots
in your mind?

JF: No. there is not. But we do get research back as of-
ten as we can from our listeners. We track that on a regular
basis to make sure we are maximizing revenues and not hurt-
ing our product fong-term.

R&R: What is the John Fullam mission statement?

JF: Be the best, never settle for less, soar with your
strengths, have fun, and care about your people and your cus-
tomers more than anybody else in the world.

R&R: We've discussed a wide range of topics. What would
you like to the leave readers with?

JF: I never like to give advice to people, because ev-
eryone’s situation is different. If there is something that |
can pass along from my own perspective, it’s that, with
all this change we are trying to process, it can be a huge
opportunity for those people who can thrive on change.
It is extremely important that we take time for ourselves
and understand what is important in our lives. We
shouldn’t just focus on the urgent things, but really take
time to make sure that our companies and managers help
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POWER PLAYERS — John Fullam and Jimmy de Castro

unleash the power of the people in our organization. Peo-
ple are the most important resource that all these radio
stations have. Talent wins championships. If you have
highly talented people and you give them the resources,
the vision, and the opportunity to grow, I think you can
conquer the world.

R&R: What is next for John Fullam?

JF: I am the happiest man in radio, because | have the
twin towers to keep me happy for as long as Jimmy de Cas-
tro and John Madison want me to do that. I've also been
blessed with an incredible loving family, one that supports
the hours that it takes to make the twin towers a dynasty.
The best days, I believe, lie ahead.

Start a “laundry list.”’ Prepare a list of what you
would like to know. Go over the list several times to
find out which issues are really important. Don't include
questions just for the sake of digging up “interesting”
information. All questions should be relevant to
decision-making. After reading each question, ask
yourself,“What am | going to do with this information?”
If you don’t have a strong answer, don't ask that
question.

Consider the timing of each study. If you are
anticipating tracking research results from one year to
the next, the studies should be conducted during the
same month each year. Don’t compare a study conduct-
ed-in February to another conducted in October. In
addition, make sure that the samples are the same in
both studies. For example, if one study involves station
cume and the other involves station fans (Pls), they
probably cannot be compared. Do not conduct studies
'during any major holidays or special events such as the
Super Bowl.

Sample size. Use only what you need. Don't
increase sample size for sake of larger numbers.A
sample of 400 produces a maximum error of about 4%. If
you can'’t live with that, then increase the sample size.
However, a larger sample size alone does.not make a
study better, more reliable, or more valid.

Don’t limit the sample. Keep the sample broad
enough to get a good look at specific demographic cells,
but don't limit your potential. The value of a study in
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Getting The Most Out Of Research

making decisions about a mass audience decreases with the
increase in the number of screening variables (age. sex,
station, listening, etc.).

Questionnaire length. Keep the maximum length to
no more than about |7 minutes.

Types of questions. Don't ask overly complicated
questions. Keep your questions simple and easy to
understand. Don't expect listeners to know what you're
talking about — the respondents must be given enough
information with which to make a decision. If you get a
majority of “Don't know” responses, you probably have a
question that wasn’t worded correctly.

Scales. Use the same type of scale throughout the
questionnaire. If you start with a |0-point scale, don't go
to a 7-point or 5-point and then back to a [0-point. Mixing
rating scales will confuse the respondents.

Get help from listeners. If you're not sure what to
ask in a questionnaire, conduct a few focus groups and let
the respondents help develop the questions. Experiment
with the focus group respondents to-determine if they
understand what you're after in the questions that you plan
to ask.

Understand the final product. You must know what
the final data tables will jook like before the study is
conducted. Understanding the final table fayout will help in
designing the questionnaire as well as getting the most out
of the study. If you don’t understand what the data will
look like, your study will be designed incorrectly or poorly.

© Wimmer-Hudson Research & Development
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Mike Glickenhaus on what it takes to guide six FMs

Skinning The Cat
Six Ways, Jacor Style

brought us. it’s different ways of trying to get 1o the

same place. It seems as though every company is
attempting their own management experiments on how
to operate two, three, or more stations.

Chancellor Media has a one GM per station setup
with the exception of a few markets, including New
¥ork. where Sr. VP/GM John Fullarh, who is inter-
viewed in this special, runs two stations). Jacor, on the
other hand, typically has one manager operating multi-
ple properties. Chancellor chief Jimmy de Castro has
told me on numerous occasions that he doesn’t feel the
savings outweigh not having a manager dedicated to
each property. Jacor chief Randy Michaels obviously
feels a little differently. using veteran managers to over-
see. in some situations, six or more properties.

What plan is working best?
Which is most efficient and most
profitable? Only time will tell. For
a look at one way of managing. we
turned to San Diego and Mike
Glickenhaus, Jacor’s co-Market
Manager/VP General Manager, FM
Stations.

Glickenhaus is originally from
New York City, but has lived in San
Diego for almost 22 years. He has
been involved in the radio industry
for the last 18. Glickenhaus over-
sees Jacor's six San Diego FMs:
KGB. KIOZ, KJQY, XTRA-FM,
KMCG. and CHR/Pop KHTS
(Channet 933). Until it was sold
and flipped 1o Spanish AC recent-
ly, he also oversaw longtime CHR
KKLQ. Jacor also owns four AM
stations (KOGO, KSDO; KPOP, XTRA-AM) in the San
Diego market. The company is the nation’s second-largest
radio company measured by total stations (204), and is
ranked fourth by revenues.

Glickenhaus has been with Jacor since they first en-
lered the San Diego market in February of 1996. Prior
to that, from 1992-1996, he was Exec. VP/General Man-
ager for the Noble Broadcast Group in Southern Cali-
fornia. overseeing XTRA-AM & FM (San Diego/L.A.)
and KWNK-AM/L.A. He spent 15 years & with No-

If there is anything that the post-Telecom age has

In the year 2000, CHR will probably
be more precise and consultant-
driven, more vanilla, less fun.
Musically, I hope the pop to pop/
rock stuff returns, the basic stuff
that has carried us all these years.

In the year 2000, I will hopefully
still be employed and maybe doing
my part to interject a little fun back
into the format.

name: JEFF PADDEN
POSITION: APD/MD

CALL LETTERS: WRRZ
CITY: WILKES BARRE

If you had given me
$65,000, with our radio
station cluster, | could

have put together a much
more powerful schedule
that reached many more
people more effectively
and with more frequency
using the same amount

of money that bought
one spot in the final
Seinfeld.

ble, holding numerous positions in sales and sales man-
agement.

This State University of New York at Albany gradu-
ate has a degree in marketing and communications and
has used his prior experience in marketing, sales. and
advertising to guide his career and help shape the fu-
ture of radio management for the new millennium.

R&R: Chancellor is doing « lot of one general man-
ager to one radio station, and Jacor has gone, in your
case, with one general overseeing six. What's your take
on things?

MG: There’s more than one way to skin a cat. Ev-
erybody’s looking for what works best within their own
company and, in general, their own world. In San Di-
ego, for example, Chancellor has two stations and one
general manager. There is no one
right or wrong answer. It is feasi-
ble to do things differently, de-
pending on how you structure —
not just at the 1op, but throughout
the various corporate and station
levels. For example. it's much
more critical for me to have Jack
Evans. who oversees the program-
ming for the Wesl. based right
here in San Diego. That gives me
an additional, very sirong pro-
gramming and product manager
right here in the market. In addi-
tion, we have Tim Dukes, who
oversees programming on our FM
stations in addition to being the
program director for KIOZ.

Much in the same way. we have
a very strong team in sales. It’s been even more impor-
tant for us to have sales managers who are at the high-
est level of the sales management game. We have a di-
rector of sales for each cluster of stations. By cluster, I
mean the AM cluster or the FM cluster. We're also try-
ing to hire general sales managers for every station.
That’s an example, but in each level of the cluster you
need stronger, better people than you may have needed
before.

R&R: What are some of the differences now vs. op-
erating one or iwo siations?

MG: When I was the general manager of one, or even
two stations. I was very much more involved in a num-
ber of the different departments, which I can’t be today.
That makes it more imperative for me to have great peo-
ple in each one of those positions and then get out of their
way and let them do their job. As the GM of one sta-
tion. was I looking for any less great people? Obviously
not. But today we need to have people who are a little
more self-contained and more understanding of what the
job is, what their freedoms are, and what they think needs
to be done. That’s why we have a Market Chief Engi-
neer, or a Market Controller. In the past, we may not have
been able 1o have quite that high leve! or quality a per-
son. We might not have been willing to pay a little more
for the position of Director of Sales, Director of Engi-
neering, or Market Controller. Today, we're willing to pay
a little more because of what the job is.

R&R: So, in that sense, you're creating positions that
didn’t exist before?

MG: Correct.

R&R: What about the positions that have been elim-
inated, and what are the job descriptions of some of
these new jobs?

Lan oAl oo oLt oo chobicton oo

Mike Glickenhaus

MG: Many people predicted that there would be less
people because of consolidation. There are different
jobs, but there are really not less people. We actually
have more employees today than we did the day we
took over. We have more salespeople, because it’s im-
perative to use the synergies of our clusters to go to
advertisers that don’t use radio, or enough radio. The
only way to do that is to have people who are focused
on their individual station and the cluster.

Our Director of Sales is not a sales manager for any
one station; he’s looking for ways to combine our sta-
tions and advertisers with opportunities that we
couldn’t present to them before we had these clusters.
Our Marketing Director oversees six FM stations; he’s
not a promotions director. His responsibility is: “How
do we put these three stations together and create an
event? How do we put the six stations together and cre-
ate an opportunity for an advertiser and generate addi-
tional revenue?" The playing field has changed.

R&R: Your station penetration in San Diego is
amazing. Can
you give me
some sort of
idea wlhat we
are looking at

It is imperative for me
to have great people in
each one of those

P here?
positions and then get MG: In any
out of their way and let  given week in
San Diego

them do their job. iy ourcight

U.S. licenses
and our time-brokerage agreement with two Mexican-
owned stations, when you look at our nonduplicated
cume, we reach over half the San Diego population.
That's a million and a half every week. Obviously, there
are huge opportunities here that you didn’t have with
one or two stations. Everyone was raving about Sein-

Continued on Page 48
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Skinning The Cat Six Ways, Jacor Style

Continued from Page 46

feld’s last show and how large the audience was. Well,
every week we reach many more people than the final
episode of Seinfeld reached in San Diego. Everybody
thought, “Wow, what a big number.” In San Diego,
some advertisers were paying $65,000 for a TV spot
on the final Seinfeld. If you had given me that $65,000,
with our radio station cluster, I could have put togeth-
er a much more powerful schedule that reached many
more people more effectively and with more frequen-
cy using the same amount of money that bought one
spot in the final Seinfeld. That’s the opportunity. Ra-
dio used to be the little guy compared to newspaper and
TV. That's not the case anymore.

R&R: KKLQ (Q106) will be gone by the time this
interview is prinied. We've seen a lot of new CHR suc-
cess stories since dercgulation. | think we have to def-
initely say Channe! 933 is a grear example. It has done
very well. You went in and put that station on the air
even though, at the time, Q106 and Z90 were firmly en-
trenched in the market. Why did you do it? Was it a be-
lief in CHR?

MG: It was certainly a belief in CHR as a very via-
ble format. San Diego is a fairly young demographic
market. We felt there was some distinct positioning by
290, and when we put Channel 933 on the air, we saw
Q106 was a radio station that was in trouble after {0am,
when Jeff And Jerr went off the air. Under their prior
ownership, we felt it was a very schizophrenic radio sta-
tion that was still trying to find itself. We felt that there
was definitely an opportunity between the two stations.
We had a secret weapon: Mark Ramsey from Nova Mar-
keting was involved in the 'KTU launch and was famil-
iar with how the CHR/Rhythmic format was working.
We felt that, with the Hispanic market in San Diego, and
with how far Z90 was on one side and Q106 was on the
other, there was a pretty good opportunity.

There were no other glaring holes in the market. Ev-
erybody looks at this market and sees one Country sta-
tion and thinks that is the opportunity, but that one
Country station only has a five or six share (12+). It’s
not like in other markets. where you might have 15
shares of country
divided by three
or four stations.
San Diego, simi-
lar to Los Ange-
les, is not the big-
gest Country mar-
ket, even with just
the one station.

So. this was an
interesting decision,
and the great thing
at Jacor is that ev-
eryone — including
Randy Michaels,
Tom Owens, Jack
Evans, and Bobby
LLawrence — were
all involved in help-
ing make this deci-
sion. We felt this
was the way to go,
and the company
has a lot of confi-
dence and expertise
in the “product side” We possess the ability to execute a

Now, we're going to be
one CHR, and we’ll
have a different market
competition that we
can deal with simply by
eliminating one of our
own competitors. We
were one of our own
worst competitors, so
it made sense, if we
were going to open a
little bit of a hole here,
that we move our own
radio station into
taking advantage
of that.

good product, and with Todd Shannon and Tim Dukes in- )

valved at that stage of the game, we felt very good that
this was a good opportunity for us to get into the CHR
arena in this marketplace.

R&R: Now that Q106 has been sold to Heftel and is

~. Spanish AC, KHTS has actually evolved quite a bit. When

it first came on, it seemed like it was more along the lines
of ’KTU — a linle mare on the adult side, since Z90 was
younger. Then it shifted almost directly toward 290,
moved bhack a linle bit, added more dance, and now it
has a lot of pop titles. Is this by design as Q goes away?

MG: With any current-based music station, much of
your direction is based on the product that’s coming out.
Especially in CHR, you are definitely a reflection of
what’s coming out in the marketplace, and the question
is: Is it good? If you don’t have enough current prod-
uct, you have to rely on your recurrents and your library.
A radio station evolves the minute you put it on the air.
It is never a static thing. We started KHTS off as one
thing, and it continued to evolve and become a little
more of a mainstream CHR that still leaned rhythmic
to reflect the marketplace. If you re-
member the heyday of Q106, when
the station was at its peak ratings, it
always leaned a little rhythmic, a lit-
tle more dance, because that was a re-
flection of the taste of the San Diego
market. So, over time, it has evolved.
We've watched what Star’s done and,
before Q106 went away, we viewed
this marketplace as having four hit
radio stations: Star, Z90, Q106, and
Channel 933, What we found out is
that there may not be room for four.

ple of shares of listening. In a con-
solidated world. you could have a
second station that sort of covers you
as a flanking move, but that was not
what we felt we would be satisfied with. We have come
to the conclusion that we could evolve our overalt clus-
ter more effectively.

R&R: Explain what was behind the decisions you
made once Jacor bought the Nationwide stations. How
did you decide what to keep. what to sell, and what to
move from one frequency to another?

MG: We decided the only way we could keep any of
the stations that were from Nationwide was to move a
couple of them. Radio 101 teaches you “If they can’t
hear it, they can’t listen.” So, the signal is a place you
start, no matter what your format. If they can’t hear you,
it doesn’t matter what is coming out of the speakers.
Nationwide owned KXGL, which is at 94.1, the best FM
signal in San Diego. It is the only Class C licensed to
San Diego and the only 100,000-watt station licensed
to the San Diego market. So, the first thing we said was,
“OK, we have a Soft AC that has problems penetrating
the downtown office buildings, so let’s move KJOY to
94.1”" Then we looked at what they were doing with
KMGC (Magic), and it was being accepted fairly well.
It was moving into the top five among adults 25-54. We
looked at our overall cluster and asked, “How do all the
pieces work together?”

We don’t want to cannibalize ourselves. It doesn’t
make any sense for me o steal ratings for myself or to
take a dollar out of my left pocket and put it into my
right pocket — it’s the same dollar in the same wallet.
When we evaluated this, we felt that one of the areas
where we could improve ourseives was in the women
25-54 arena. We wanted to be more effective in reach-
ing that segment of the audience. So, with the reality
of having to sell two stations, the first one was an easy
choice. It was the 102.9 frequency, which had the least
best signal. After examining all of our other stations and
looking at where our opportunities were, the move that
made the most sense was to divest KKL.Q from the port-
folio and replace it with Magic 95.7. It was a tough de-
cision, because the heritage Q106 call letters and his-
tory in this market were pretty strong, but we tried to
reinvent that radio station.

Frankly, we weren’t as nearly as successful as we want-

«

San Diego
young demographic
market. We felt there
was some distinct that.
positioning by Z90, and
when we put Channel
933 on the air, we saw
Q106 was a radio station
and we don’t like settling for a cou- that was in trouble after
10am, when Jeff And Jerr
went off the air.

ed to be. We invested in it, we put some of our top prc
gramming people on the case, and we came (0 the cor
clusion that maybe we were cutting the pie a little to
small. Maybe we would be better off not having tw
CHRs that we had to worry about positioning so thz
they wouldn’t cannibalize each other. That's how w
really came to the decision and the conclusion. Now
we’re going to be one CHR, and we’ll have a differer
market competition that we can deal with simply b
eliminating one of our own competi
tors. We were one of our own wors
competitors, so it made sense, if w
were going to open a little bit of
hole here, that we move our own ra
dio station into taking advantage o

is a fairly

R&R: I want 10 ask you abou
Jeff And Jerr. Q106 was No. 2 or
in billing when they were doin,
mornings there. With talent at suci
u premium, how did you let them ge
away from Jacor?

MG: We think they are a very goox
morning show. You have to make :
business decision of what the retum o
your investment is, and we could no
mutually come to an agreement tha
would work for them and for us. They also had a strong
relationship with Bob Bolinger, who was, at the time, GV
of KFMB-AM&FM, and we just couldn’t agree to agree
We decided how much we felt it was worth to pay them
and they didn't feel that was the right number. They also fel
it was not the right situation and opportunity for them. W
took over Q106 around March |, and their deal was up Apri
24. So we had a window that was not the longest to get com
fortable and get to know each other. 1 still talk to those guys
and you never know what is going to happen down the road
At the time, it just wasn’t going to work out.

R&R: Do you age with your audience, or should yo
keep reinventing vourself as a youth-oriented station?

MG: I think it depends on your market. Each mar-
ket is different, and you really have to look at it tha
way. If you are CHR, do you have a Hot AC competi-
tor? You have to look at what your opportunities are
in the market. In this day and age, you have to look a
it as part of a cluster. We want to make each radio sta-

Continued on Page 5¢

In the year 2000, CHR will still be
alive and well. More than likely,
though, there will be yet another
sub-genre of popular music making

its presence known. In the year
2000, I will programming
successfully — preferably here
in my hometown.

name: J.J. MORGAN
POSITION: ACTING PD
CALL LETTERS: KQKQ
CITY: OMAHA

%



www.americanradiohistory.com

J HE Pokn oF gem?lpfé

No.2 MOST ADDED EQ! i* /
¢

Y100  KIIS WKTU ‘ WXXL
. KRBE  WWZZ KBKS WQAL * WFLZ
KHTS KCHZ KACD WROX and many more

See the World Premiere of 56-31* Soundscan Albums
THE POWER OF GOOD-BYE 28,611 - 39,951 pieces sold
G MTVEEhusapoprto More than 2 million
immediately followed by her oo P itk

live performance on the MTV

Music Video Awards

T HE NEXT SINGLE

FroA ey PrilLifne/ nev AEDUA_ 7{}1)' of LiGH-

L WA amerticanradiahiston.com


www.americanradiohistory.com

50° R2R September 4, 1998

MANAGEMENT

Skinning The Cat Six Ways, Jacor Style

Continued from Page 48

tion as good as it can be, but we also want 40 take up
as much radio shelf space as we can, so that we are
not totally cannibalizing ourselves. It comes down to
what is in your market. what the station's makeup is,
and where the best opportunity is. You make your de-
cisions at that point. Some people may decide 10 evolve
into an adult CHR-type presentation, and some people
might say, “That doesn’t make sense to me. I’ve got
these two Hot ACs. One is a little more Pop Alterna-
tive, and one is a little more traditional Hot AC, and
there’s not room for me to get any older” Maybe the
spectrum is broad enough where you don’t have a
Rhythmic and a Pop CHR. You have only one, so you
€afi balance it and cross over a little bit more. Then your
sphere of influence
is a little greater. |
think those are all
the facts that you
have to take into ac-
count bejore you
make your decision.
R&R: You have
an impressive knowl-
edge of music and
programming
Is that something
you've worked on?
MG: I've always
been into that. To
me, it’s part of know-
ing your product. 1
came up from the
sales side of things,
and [I've always
leamed that I'm not a
programmer. | don’t
pick the music, and |
don’t tell the pro-
grammer what to
play — that’s why you have good PDs. Getting into their
area doesn’t make any sense. and it’s not the way | choose
to operate. That said, you still have to know your prod-
uct, and 1 happen to love music. I'm not in any way an
expert, but I certainly appreciate all types of music. The
first goal of any salesperson is to know who the listener
is and why they are listening to that particular station. With

| love the fact that
this company is made
up of a bunch of radio
rats.These are people
who live and breathe
this business. I've
always looked at it the
same way. | love this
business, | love what
we do, | love being
part of it. It really
makes me feel good
that these guys are
going out there-and
busting their butts as
hard as | am.

Su-Th, 11p-2a ET

Satcom C5, TR 23, Channel 30

consolidation, 1 can listen to KGBE, Rock 105, 91X, Chan-
nel 933, and even KJOY, and | never have to leave my own
radio stations to get all the music and information 1 want
and need. I think it’s really important for any GM to know
their products and what makes up their products so they
can effectively com-
municate to the cli-
ents, listeners, and
their own stalf.

R&R: Has this
been a learning expe-
rience for you?

MG: When it
comes to the busi-
ness, it's been proba-
bly the most exciting
tme in my life. I am
right in the center of
a company that is
proactive and on the
leading edge of mak-
ing things happen. It's
been very exciting. At Noble, John Lynch gave me lots of
opportunities, and I appreciate that and thank him for that.
But now, getting a chance to work with people like Ran-
dy Michaels. Bob Lawrence, Jack Evans, and all the peo-
ple at Jacor has been a great experience. I love the fact
that this company is made up of a bunch of radio rats.
These are people who live and breathe this business. I've
always looked at it the same way. I love this business, 1
love what we do, and I love being part of it. It really makes
me feel good that these guys are going out there and bust-
ing their butts as hard as I am. When you get to know these
guys,“you get to realize how intense they are and how
much they love and have a tremendous passion for this
business. Being exposed to these people who feel the same
way as | do is great.

R&R: What have been some of your biggest challenges?

MG: One of the biggest changes I've had to adjust
to is not being as hands-on as I was with one or two
radio stations. I used (o sit in on every promotions meet
ing and attend just about every sales meeting. Now, |
simply cannot do that. It has forced me (o delegate more
ard 10 depend more on key people and give them more
room to do their jobs. Anybody who knows me knows
how 1 was, and that has been a big change. There isn’t
enough time in my day to do that and do what I need
to do. For me, it’s about looking at a bigger picture, and

| came up from the
sales side of things,
and I’ve always
learned that I’'m not
a programmer. | don’t
pick the music, and
| don’t tell the
programmer what to
play — that’s why you
have good PDs.
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it's given me the ability to try and take our medium in
San Diego to a higher level.

For a while 1 was overseeing all 10 radio stations
in four separate buildings, and that was getting a lit-
tle nuts. | would have kept doing it, but it was a great
move to bring in Kevin McCarthy to oversee the
AMs. It was a learning experience to take this big
picture and this cluster of radio stations that were
competitors unti} fairly recently and move radio for-
ward in this town. We really can do a lot of good for
our advertisers and our community because of this
cluster strength, and ! take that responsibility very se-
riously. We have really been able to raise the level
and raise the business side of things through lots of
trial and error. What we have been able to accomplish
in a little more than a year with all of these stations
together has been very rewarding.

R&R Charts & Music Manager Anthony Acampora
contributed to this article.

In the year 2000, CHR will
continue to be the most
entertaining of the formats. The
trend of rap music becoming
acceptable to the masses will

accelerate. Hopefully national
buyers will recognize this. In the
year 2000, I will probably have less
hair! I also plan to be pushing
double digits 12+ and 18-49,

name: M.C. SCRAPPY
POSITION: PD

CALL LETTERS: KYLZ

CITY: ALBUQUERQUE
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You’ve just changed format
on a 30 million dollar
station...

Wouldn’t you like to know exactly

what’s going on right now?

Well, you can. MOBILTRAK monitors car radio tuning all over town, in huge numbers, and delivers
audience shares to your desktop computer every day. For the first time, you can look at what
happened yesterday, and make decisions about what to do (or not to do) today. 1t complements
your existing research, and takes most of the risk out of the scariest aspect of operating a station. ..
making changes.

Monitor and adjust your promotions and outside advertising in real time. Keep up with your
competitors. With a 100,000+ daily sample, you’re guaranteed accurate resuits, hour by hour, day
by day. In fact, our customers think of it as “programming insurance.”

MOBILTRAK. Know what works. Fix what doesn’t. It’s immediate, accurate, and rolling out in
U.S. markets right now. For information, call Lucius Stone at 1-888-772-TRAK. And visit us on
the web at www.mobiltrak.com

The truth is out there... every day.



www.americanradiohistory.com

l

S5 el T - it Sl X Bed o3 - e 1l A"
Ciy R '8 ; | o] _ oy -~ TH
L - [ o | - X A = " Bl - = - I '

. et s . LR — ]
i Bt g B =yt < g >
- » - e e L c AN o .
=i | "_' 11 .". '_‘ "3
- e i
~ f i
e
<\ .
+

FROM THEIR MULTI-PLATINUM SELF-TITLED DEBUT ALBUM
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ALREADY JUMPING: AT MODERN ROCK:
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WHYI/Miami
WFBC/Greenville

WSSX/Charleston

WRVW/Nashville
KZZU/Spokane
WKSL/Memphis

Z100/New York
WXKS/Boston
KIIS/Los Angeles
KBKS/Seattle
KHTS/San Diego

MONITOR 11 - 9*
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99X
WPLY
WHFS
91X
101
KROQ
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THE FIRST SINGLE AND VIDEO FROM STILL IN THE GAME
- FEATURING SNOOP DOGGY DOGG

R&R CHR/RHY @ BREAKER

MONITOR RHYTHMIC DEBUT 28*
MONITOR CROSSOVER DEBUT 30*

KUBE/SeattIe
KKXX/Bakersfield
WBTT/Dayton
KZFM/Corpus Christi

KYLD/San Francisco
WJMN/Boston
KQKS/Denver
KHTZ/San Diego
KGGI/Riverside

KISX/Bakersfield
KOHT/Tucson
WHHH/Indianapolis
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KTFM/San Antonio _2
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A View From

Jefferson-Pilot executive explains that “no’
now doesn’t mean ‘“no” later

»

The Pilot’s Seat

successful managers, programmers, and persona-

lities, when 1 ask someone how they got into the busi-
ness, in almost 100% of the cases there was a mentor in-
volved or simply someone who gave them a break. Case
in point: In 1969, a kid named Don Benson began answer-
ing phones at then-Top 40 WMAK/Nashville with a night
guy named Super Shan who had just moved to Nashville
from Memphis. Super Shan’s on-air name for Benson’s
phone-answering character was Wonder Frog.

At the time, Benson was attending prestigious Vander-
bilt University. Soon after, he left the glamour of radio to
concentrate on school. But in 1974,
Super Shan, who was now WMAK
PD and saw something special in
Benson. asked him to come back to
work part-time doing news and
weekends.

As you have probably already
guessed by now, Super Shan was
legendary WPLJ PD/moming driver
Scott Shannon. After Benson's grad-
uation, Shannon took him to WQXV/
Atlanta as a programming assistant.
In Benson’s words. 1 was really his
gopher. I would do anything he want-
ed. In fact, the station didn’t even
know [ was coming” Benson’s pay
was $200 a week — more money than he had ever known.
A highly inteltigent, quick learner, Benson wisely utilized
Shannon’s brilliance to move up through the ranks to As-
sistant PD and MD before Shannon left in 1975.

Under the new PD, Jack Fitzgerald, Benson continued
his rise, getting his APD stripes. In February *77, when
Fitzgerald got fired, Benson starled WQXI-FM (94Q). He
bolted in January of 1980 10 work for Western Cities,
which was a West-Coast-based seven-station group that
later merged with Nationwide. During his tenure at West-
ern Cities. Benson started Top 40 KZZP. which quickly
became No. |

With an incredible intuition for finding top talent, Ben-
son discovered a guy named Jonathon Brandmeier at
KZZP and put him in mornings. In 1981, Benson made
the'big jump to KiIS/Los Angeles as VP/Operations. He
left his mark on KIIS, switching the format from Dance
to Top 40. and he once again struck gold by hiring Rick
Dees for mornings. He departed in 1982 10 return to
WQXI-AM & FM as OM and stayed there until 1988,

l n interview after interview with our format’s most

In the year 2000, CHR will
continue to offer the very best of
all styles of music, with hip-hop
artists teaming with rock artists.

This may be an area to keep our
eyes and ears on. In the year 2000,
I will be programming winning
radio to the best of my abitity.

name: SCOOTER B. STEVENS
POSITION: PD

CALL LETTERS: KDON

CITY: MONTEREY, CA

A great CHR is one
that is fun, accessible,
and entertaining. It’s

really not that
complicated. | think we
tend to make it more
difficult than it really
needs to be.

when he started a consulting firm with Capital Cities as
his first client. In 1989, he merged his highly successful
business with Burkhart/Douglas & Associates and became
Exec. VP/Operations. In December of 1994. he rejoined
Jefferson-Pilot as Corporate VP, Operations/Programming
for the radio division, overseeing the operation. program-
ming, and marketing of the company’s 17 radio stations.

For the record. this editor used Benson’s consulting ser-
vices while OM at WSTR/Atlanta. Recently, on a short
break between the 100,000+ miles he logs every year, Ben-
son called to give his vibe on the business of radio and
the state of CHR. Jefferson-Pilot. led by President Clarke
Brown, is constantly on the prow] for
new stations and, at the current time,
owns two CHRs that are the top-
ranked contemporary stations in their
respective markets, WSTR (Star 94)/
Atlanta and CHR/Rhythmic KQKS/
Denver.

R&R: Tell me about this now-
Sfamous Maxwell House Hotel story.

DB: Ever since 1 was a little kid,
I’ve always been infatuated with this
business. 1 used to hang out at
WMAK/Nashville. I also used to call
them with news tips. No joke, one
night 1 called the jock and told him
that the hotel the station was located in was on fire. The
station was located in the famous Maxwell House Hotel,
and it was on fire. The nighttimer, Noel Ball, thought the
fire was out, and it wasn’t. It had restarted, and the whole
hotel was burned to the ground. Afterwards, the station was
in a trailer for a month or so.

R&R: How much of where you are today do you cred-
it to meeting Scott Shannon?

DB: 1 believe Scott gave me the break of a lifetime. |
was so lucky to have him take me under his wing and to
hook my trailer onto him. He is so blessed with an instinct
for programming that you try to suck out as much as you
can and you never get enough. He's brilliant. He’s truly
the finest instinctive programmer I’ve ever met. No one
comes close. As far as I go. I was always infatuated with
radio. | was a horrible air talent, but I drove people nuts
and got lucky.

R&R: Shannon is very selective
about the people he works with. What
was it about you and him that
clicked?

DB: We were opposites. We
weren’t members of the same lodge
in a lot of ways. For some reason, he
had faith in me and allowed me to do
things. Frankly, he just gave me a
chance. | don’t know why he did
what he did, but I am certainly grate-
ful that he did. I was his kid for a
while, and he helped me. He gave me.
the chance to get my foot in the door.

R&R: Where do you feel you got your talent for hiring
top personalities and working with them?

DB: I’'ve just been fortunate. I don’t know if I have any
particular trait. You just listen for people who are biessed
with the ability of being themselves. That’s what Scott does.
He is. good at understanding the average person and can
relate to them so well. The same goes for Dees and Brand-
meier. They are natural entertainers in different ways, but
both are great at being themselves. putting their own per-
sonalities on the radio, and not being bashful about it

WWW.americanradiohistorv.com

I think it is still critical
to have that fire and
that passion to want to
get in the door. Don’t
lose the persistence.
Don’t accept “no’” now.
“No” now doesn’t
mean “no” later.

September 4,1998 RZR ® 53
" Y

Don Benson

Jeffergon
Pllol
Lommunications

R&R: How did you come across Brandmeier?

DB: A friend had sent a tape of Jonathon when were
looking for a morning person to replace Dave Otto at
KZZP/Phoenix. Jonathon was working at Top 40 WOKY/
Milwaukee. doing middays. He sounded great — spon-
taneous and humorous. We flew out and met him in Mil-
waukee in the middle of the snow and ice to teil him that
he had to come to work for us, and he did. He helped to
really catapult KZZP to praminence.
He related to the city so well. He
was funny, genuine, and talked about
what other people were talking
about.

R&R: And Dees?

DB: Rick was out of work at the
time, after he had come to work at
KHJ/Los Angeles from Memphis.
KHJ had been Top 40, then it
switched to Country. He had been
there for a shor time, doing mom-
ings. It didn’t work out when he was
on the Country format, so he was out
of work at the time. Jay Cook men-
tioned that he would be a great option for KIIS. We went
and met with him at a restaurant out in the Valley, and he
eventually came to work for us. He really made us look
smart. Jay Cook deserves a lot of credit too.

R&R: Most people don't realize that Jefferson-Pilot is
a multibillion-dollar insurance company that also owns
TV stations, radio stations, and more. It is widely recog-
nized as a conservative company. With all of the explo-

Continued on Page 54
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A View From The Pilot’s Seat

Continued from Page 53 -

sive growth today, how do you feel about its position in
the markeplace?

DB: | think this is such a great company. It’s really
funny: Look back a year, and a lot of people wanted to
work for the companies that were really growing fast,
with 100-150 stations. Now it seems like the business
has gone through a little bit of metamorphosis. We are
finding people who want to go to work for companies
that are stable and little bit more personal.

R&R: Don’t you find that ruther
ironic?

DB: It really is! I guess it’s cycli-
cal. But we have a lot of people who
want 10 come and work here. It’s a
great company! Jefferson-Pilot has
plenty of resources and is much like
some other fine companies that are
just waiting for the prices to get more
reasonable. Then, I think you will see
them and us get back in the hunt.

R&R: Your job title is Corporate
VP, Operations/Programming for the
radio division, overseeing the oper-
ations, programming, and marketing
for the company's 17 radio stations.
How do you describe what you do 10
people? What role do you play with
the stations?

DB: It’s twofold. I have one role
with the stations and one with the
company. With the stations, I try to
be a resource and help them remove the roadbiocks they
may face, as well as being a sounding board for them.

R&R: It’s pretty interesting that there are so many re-
sources at every station in the group, but it’s been diffi-
cult for companies to pull all the information together and
share all the ideus on a time-sensitive basis.

DB: We're still trying to get programmers accustomed
to talking to each other. It's tough because they are busy,
and some of them are just getting to meet the others for
the first time. We are in the early stages of this. We really
want 1o do more of it, because we’ve got a lot of smart
people in the company, and it would be nice to capitalize
on that.

R&R: What role do you play with President Clarke i

Brown?

DB: One of my primary roles with the company is to
work closely with Clarke on the budgeting process, in
terms of the expenditures for programming and market-
ing in particular. We work together
on strategic plans, and I help him
evaluate acquisitions. He is insight-
ful and has an intuitive feel for the
business that is really exceptional.
In addition to him being a great
friend and someone who is fun to
work with, I think we kind of bal-
ance each other out. It is a pleasure
to be working with him. I can’t
think of a finer person to work with.

R&R: /It has to be a great learn-
ing experience working with all of the different formats
that you do.

DB: One of the fun things about the job is, the more
stations you have, the more opportunities you get to be
exposed to different ways of doing things. That can mean
different research firms, different music-testing companies,
and. different marketing providers: You can be doing di-
rect mail or TV production with one firm and something
else with-another. There is a delicate balance of trying to
use the company’s quantity of stations to get the best deal
when you are negotiating on behalf of more than one.
There’s also the primary goal, which is to get the best fit
and‘t_h'i best provider for that particular situation. In that

1 believe that Scott
Shannon gave me the
break of a lifetime. |
was so lucky to have
him take me under his
wing and to hook my
trailer onto him. He is
so blessed with an
instinct for
programming that you
try to suck out as much
as you can and you
never get enough.

Be good and understand
what you are supposed to
be. Don’t be afraid of
failure. Don’t be bashful
about taking chances —
good calculated risks.

process, you get 1o see a lot of different information, and
it’s a real eye-opening experience. With all of this infor-
mation coming in, we try to share information as much as

‘we can within our group. A lot of the decisions to do re-

search and who to do it with are made at the individual
station level. We have involvement, but it is still done at
the station level, because it is their station to run and their
decision to make.

R&R: What is your definition of a successful CHR?

DB: It can be so many different things, but I think a good
CHR is one that plays the hits for its target audience, which
can be different in different places. The
winning stations play the best contem-
porary hits for their target audience
and present both the music and the
non-music aspects in an entertaining,
compelling, and engaging manner. A
great CHR is one that is fun, accessi-
ble, and. again, entertaining. It’s real-
ly not that complicated. I think we tend
to make it more difficult than it really
needs to be.

R&R: Wiar are some of the key
things you learned by consulting and
working with a wide range of for-
mats?

DB: As simplistic as it may sound,
there is no “‘one way” to do anything.
You learn that an idea you might have
had isn’t the only way to do some-
thing. It helps to teach that When
you go 1o see stations, you get a
chance to see how they work. You get
to see how the good ones work and how some of the oth-
er ones that aren’t good don’t work. My six years of con-
sulting really gave me a chance to experience a lot of ways
1o do things and ways not to do things. I had a chance to
see mistakes that 1 made and mistakes that other people
made. | had a chance to find out what is really smart and
how overcomplicated we make this business. Our business
can be difficult and take a lot of patience, but it is really
about doing fewer things better.

R&R: Can you provide me with some insight when it
comes 1o marketing?

DB: Speaking in general terms, many stations want to
have billboards, be on TV, and put together a print campaign.
When it comes to on-air contesting. they want to put more
than one contest on the air at one time. Multiple on-air con-
tests create confusion and, in the end, nothing stands out. If
you attempt to simultaneously do billboards, TV, and print,
you probably won’t have enough money to do all three prop-
erly. The key is to try and do fewer
things better. Keep it simple and un-
complicated.

R&R: You do a lot of 1raveling
and listen to a lot of radio. What are
you hearing out there?

DB: [ think Top 40 radio is bet-
ter than it used to be. The format
has grown up a lot, and stations
have a clearer understanding of
what Top 40 is. There is a better
unified vision within the stations of
what the format should be. A lot of the pressures to make
a Top 40 station 25-54-targeted have now gone away. For
the most part. most companies and managers understand
and are now proud of what Top 40 is. Sales managers no
longer try to mask the format’s strengths. They brag about
the success of the format, and they understand that it ap-
peals to a younger audience. Management also better un-
derstands the importance of marketing and that it is not a
luxury anymore. They also are finding out that if they are
really good at what they are supposed to be, they also have
a better chance of succeeding in upper demos. 1 also think
that Top 40 has gotten better at “more patience, less pan-
ic” There are better operators out there. They are acting

more like a business and thinking long-term. The format
also has some good music out there right now.

R&R: When you fly into a marketplace and turn on
a radio station, what are the things that immediarely tell
you whether it’s a winner?

DB: If it sounds like it’s entertaining and fun, if it's
relating to its audience, if it’s playing the right music
for its audience, if it has a soul.

R&R: Give me the Don Benson programming philos-
oplty in three lines or less.

DB: Be good and understand what you are supposed
to be. Don’t be afraid of failure. Don’t be bashful about
taking chances — good, calculated risks.

R&R: When you siarted in this business, there was
something burning inside you as a youth that ultimare-
ly drove you 1oward geiting your first job, and the rest
is history. Do our youth today have the same opportu-
nities you did?

DB: It’s tougher for people to get a break, because ra-
dio has grown up as a business and is run more like a
business. Today, fewer companies own most of the prop-
erties. It has to be run with more uniformity, and that
means that you can’t-get someone in the building to work
for nothing like we all did when we first started. There
are also fewer Top 40 stations than there used to be. So,
the number of opportunities are down, which increases
the pressure on the people who are in positions like mine.
We have to look harder and concentrate more on finding,
developing. and giving these people a chance. There aren’t
as many opportunities for them, so you have to be dis-
cretionary and try to pick the best ones that you can, [
think about J. R. Ammons in this company. We were able
to hire him on a part-time basis for six months because
we didn’t have a full-time position in the company. You
have to find creative ways to do that, and we have to work
on giving a little bit back, I wish there were more oppor-
tunities, and | hope we don’t lose sight of the importance
of that in the future. How can I forget it, when I got the
break of a lifetime?

R&R: What evenis helped shape your career?

DB: My parents gave me a really nice environment
in which to grow up. That helped me so much from a
standpoint of being able to deal with people and face
things. It made me more at ease in awkward situations.
One of the things I really had a bad habit of was feel-
ing that I had to have all of the answers. If there was an
issue, I had to have the response that was going to solve

Continued on Page 116

In the year 2000, CHR will be
playing Prince’s “1999” frequently,
along with what has always worked
— good, pop-driven, melodic hits.

In the year 2000, I will be playing
Prince’s “1999” frequently and still
waiting for Neil Diamond’s overdue
comeback.

name: PAUL WALKER
POSITION: PD

CALL LETTERS: KGOT

CITY: ANCHORAGE, AK
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New This Week: Great Phones At:
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Capstar programming executive tells
tales of working with 328 stations

Pulling All The
Stars Together

were group PDs who oversaw multiple radio stations.

In theory, this powerful point person — whether it
was Mike Joseph or Paul Drew — was talking to the PDs
of the company’s individual sta-
tions to ensure that the pro-
gramming and personalities
were living up to its high stan- E
dards. They might go over the
week’s adds and cover any oth-
er business, corporate or other-
wise. at hand.

For a good while in the '80s,
due primarily to cost-cutting,
many of these corporate posi-
tions went by the wayside. But
just as audience and musical
trends in CHR tend to be cy-

I n times past, going back as far as the RKO era, there

along the programming tone from corpdrate headquar-
ters to the rest of the company. For example, if Capstar
decided to put together a marketing agreement with the
labels, this would be communicated through Taddeo to
the troops. Taddeo is also
keenly aware that he is there
to let this enormous group of
328 (and growing fast) sta-

tions know they have a voice
i and someone they can turn to
£ in order to get things done.
The idea is to ensure that
Capstar doesn’t end up as a
company where the program-
mers and talent feel they’'re
completely disconnected
from management.

Taddeo began his profes-

clical, you can see by the -

sional radio career at the age

many Corporate VPs/Program-
ming interviewed in this spe-
cial that things seem to have

e of 19 as a DJ at suburban Phil-
adelphia WEEZ-AM/Chester,
PA. He spent his early years as

come full circle once again on
the management front too.
Joining corporate program-
mers like Chancellor’s Steve £
Rivers, Jefferson-Pilot’s Don
Benson, and Jacor’s B. J. Har-
ris — 10 name a few — is
Capstar’s Sr. VP, Jack Taddeo.
In July 1997, Taddeo hooked up with Robert Sillerman’s
SFX Broadcasting as Sr. VP/Programming, and just one
year after the SFX sale, in July 1998, he picked up the
same duties for mega-owner Capstar.

Just as each company has a different corporate struc-
ture and must make decisions about whether or not to,
say, have one GM run muitiple properties, the duties of
corporate programmers also vary by company. In
Taddeo’s situation, he reports directly 10 Capstar upper
management and works with the presidents of cach di-
vision. These divisions include Atlantic Star, Seastar,
Southern Star, Gulfstar, Central Star, and Pacific Star.

His primary job is to be the point person between
Capstar headquarters in Austin, the presidents of each
operating entity, and the programming people, includ-
ing the VPs/Programming who cover specific areas of
the country. The senior position Taddeo holds passes

In the year 2000, CHR will be the
same as it is today — a reflection
of whatever the audience wants at
the time. Predicting the future
wants of the audience is futile.

Ride the wave where it is that
second. In the year 2000, I will be
there with the audience.

name: MICHAEL MARTIN
POSITION: PD

CALL LETTERS: KYLD

CITY: SAN FRANCISCO

JackTaddeo

a transmitter and studio main-
tenance engineer while also
doing a weekend airshift at
Country stations WRCP and
WSNI/Philadelphua. Over the
next few years, he served as a
production director and, final-
ly, PD at WSNIL. In the early
’80s, he was one of the first programmers to pioneer a
hit-based Soft AC format at a sign-on in Philadelphia
(now WPLY). In 1983, he moved to Chicago to program
Viacom’s WLAK, changing the format from Beautiful
Music to Soft AC. In 1984, he flipped Viacom Country
station WKHK/New York to the same AC format. That
station continues today as Chancellor Media’s cash cow,
WLTW (Lite 106.7).

In another first, Taddeo was also Director/Program-
ming for Studioline Cable Stereo, the
nation’s first cable audio company, a
project backed by San Francisco
Chronicle Co. in 1985-1986. Studi-
oline consisted of eight digital
quality channels of various formats,
including a 24-hour “specials” chan-
nel. It is considered a precursor to
today’s digital audio services, which
will be available in America by the
year 2000.

In 1986, Taddeo returned to Chicago
10 progran WLAK and switched the
station to WLIT for Viacom. Following
the lead of many other successful pro-
grammers who make strong corporate
contacts. Taddeo founded a consultan-
cy that performed start-up and turn
around projects for many of the indus-
try’s best broadcasters. including Bon-
nevilte, Pyramid, SFX. and Viacom. His
sign-on projects include WYXR/Phila-
delphia and KYSR (Star 98.7) Los An-
geles. Other client stations included
KOIT/San Francisco, KODA/Houston, KYXY/San Di-
ego, WLYT/Charlotte, and KURB/Little Rock.

To attempt to get a feel for what it’s like to work with
328 radio stations, 1 caught up with Taddeo less than a
month after he'd received his official Sr. VP/Program-
ming stripes from Capstar.
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Capstar CHRs

With 328 stations in 75 markets, Capstar really flexes
its muscle with sheer numbers. Jack Taddeo points out
that, as a company, Capstar feels very strongly about
CHR. He says they will continue to switch them on
where its appropriate. Here’s a look at Capstar’s 24 —

what Taddeo calls
sounding CHRs.”

“influential stations and good-

WKSS/Hartford, CT
WRVW/Nashville, TN
WDCG/ Raleigh, NC
~ WAPE/Jacksonville, FL
'WQEN/Birmingham, AL
KIKI/Honolulu, HI
KRQQ/Tucson, AZ
KBOS/Eresno, CA
WAEB/Allentown, PA
WNNK/Harrisburg, PA
WLSS/Baton Roug;, LA
o KKRD/Wichita, KS
~ WNOK/Columbia, SC
W]JS/Roanoke, VA
K?OTRnchorage-, AK
WZBQ/Tuscaloosa, AL

WZEE/Madison, WI

KWTX/Waco, TX
ZIB_C/Beau;ont,?X
© KZBB/Ft. Smith. AR
© KZIWLubbock, TX
KCHX/Midland-Odessa, TX
 KTHN/Texarkana, TX

KAFX/Lufkin, TX

R&R: [ know it’s early in the game and that you are
still irailblazing this new corporate world, but tell me your
secrel to time management.

JT: The time management is tough,
because a lot of it happens on the fly. At
times, honestly, it can be whoever gets
my attention. At this point, it’s really an
organizational job. It's a matter of setting
up structure and infrastructure that don’t
get in the way of the programmers, that
help them. Somebody recently asked me
if we were going to have programmer
conference calls, and my response was,
“If we did a Rock call, we’d have 51 peo-
ple on the phone” You can do that with
seven or eight people; you can’t do that
with 51, let alone 51 radio people,
because we’d never get anything done.

You've really got to think about it
from a different standpoint. One of the
great things about the company is that
they’re on the cutting edge of technol-
ogy. Every station is on the wide-area
network. We can interact with each
other via e-mail. So, if a programmer
in one market has a problem or thinks
of something, he or she could put that up for the whole
group to see, and within a couple of hours there might
be 20 or 30 or 50 answers. My job right now is very
much one of building the infrastructure so that someone

Continued on Page 58
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Pulling All The Stars Together ]

Continued from Page 57

in Jacksonville, Florida can know just as much abous an
issue as a station in Fresno. California.

R&R: [ know you are into production values, especially
for CHRs. How many radio stations
do you hear today that leave you with

ties. It makes perfect sense with product that we feel we
would be playing on the radio station anyway.

R&R: Will this be the message you will send to corpo-
rate!

JT: Yes. 1 have, and that’s really the
place we're at right now. We're in dis-

the same sort of feeling that, say,
WABC/New York did?

JT: Not many in any format with
any owner. Unfortunately. 1 think
there are very few out there. I’'m hap-
py to say in SFX. and certainly in
Capstar, there are several of them that
1 feel very good about, but I think that
just because of the track the business
took through the *70s and '80s —
where we really went toward high-
concept programming — we got
away from the actual nuts and bolts
of entertainment. We're having to
deal with that now. We weaned away
a lot of people on high-concept pro-
gramming and high production val-
ues and didn’t necessarily concen-
trate on what the humans on the ra-
dio stations were saying.

Somebody recently
asked me if we were
going to have
programmer
conference calls, and
my response was, “If we
did a Rock call, we'd
have 51 people on the
phone.’You can do that
with seven or eight
people; you can’t do
that with 51, let alone
51 radio people,
because we'd never get
anything done.

cussions with different companies
right now and sort of networking
among the group. We're talking to ev-
erybody we can get a hold of, includ-
ing some label people we know and
trust. Our goal is to sort of check out
the room and gather as much informa-
tion as possible. What keeps coming
back to me is, it doesn’t make a whole
lot of sense for a record label to take
a thousand dollars and put it into *‘pro-
motional campaigns” and direct it at
a specific radio station. They ultimate-
ly will turn around and tell you that
doesn’t get them enough. Instead,
what I think you’ll see is major broad-
cast companies trying 10 devise over-
all marketing campaigns. There is pro-
motional money and there’s market-
ing money, and those are two differ-

R&R: There has heen so much
talk about chain adds. What's the re-
ality of that for Capstar?

JT: I'm glad you brought that up. If you have a great
record that everybody’s behind. that’s great. But it can be
a double-edged sword, because if there is a group pro-
grammer out there who is 4000 miles-away who ddesn’t
like a record, it can kill an entire project. I would be ex-
tremely surprised, though, if any group PD or VP/Program-
ming — with the size of the radio groups we're talking
about today — would even have the time to make a phone
call and say, *I hate that record.” 1 know there may be a
perception that we might go in that direction, but. to be
honest with you. everybody 1 talk to in our group, as well
as other groups, just keeps teiling me that they have less
and less time to deal with those smaller issues. They have
10 be handled at the local level.

R&R: Is ihe pay-for-play issue overblown, and what's
Capstar'’s take on it?

JT: | see some companies jumping in a little too quick.
Right now we’re taking a look at all those issues. You'l} no-
tice we haven’t made corporate announcements and we
haven’t taken a posi-
tion one way or the
other. The reality is,
we're still feeling our
way through, as | think
most of the groups are.
Even those who have
come out and said they
have a campaign have
really used it only in
one or two markets on
a trial basis. Every-
body is just putting
their toe in the water at
this point.

R&R: So what are
some of your early thaughts?

JT: There's a difference between coming out and say-
ing to a label, “From this point forward, we won't back-
sell a record unless you commit to x amount of advertising
dollars,” and saying, “Look, we understand your need to
sell product. We know that’s the business you're in, and
we're in the business of exposing the product. Here’s a mar-
keting campaign we've come up with. What do you think
about this? Is it worth it to you to try a program where we
tie you, into our website and our direct mail campaign?” This
lype‘i_)fa call to action campaign is a win-win for both par-

If you think of it as
markets, it’s a lot
easier.When you are
talking about
roughly 75 markets,
that’s a lot easier to
keep in your head
than 328 radio
stations.

ent budgets. In radio, we're used to
asking for promotion money. Market-
ing budgets are really where the big doliars are.

R&R: What kind of feeling is it 1o be trailblazing?

JT: 1t’s great, and the best thing is, while we may be
big. our company is all about people. John Cullen, Steve
Hicks, and Jeff Armstrong reatly want everybody to know
what's going on, and 1'm having a great time pulling all
this together.

R&R: How do you physically keep track of 328 radio
stations?

JT: If you think of it as markets, it’s a lot easier. When
you are talking about roughly 75 markets. that’s a lot eas-
ier 1o keep in your head than 328 radio stations. The reali-
ty is. you have clusters in a fot of those markets. Once you
know the market. everything else comes to mind pretty eas-
ilv. A good part of what I'm doing right now is to trying
to get in touch with everybody, market by market. I have
a pretty good memory. Once I know who is where, it
comes back to me pretty quickly. I don’t want you in any
way, shape, or form to think that I’m doing it all myself.
We have other VPs of Programming who work for me. I'll
get a call from Buddy Scott, who will say heads up on
something, or, “Here's what's going on in one of our mar-
kets” That's the point where I'm going to know what's
going on. It isn’t because 1 picked up the phone and calied
every station beginning on Monday morning. I couldn’t
possibly do that.

R&R: / know vou're a pretty lumble guy, but, in the grand
scheme of things, your position makes you one of the most
powerful people in the business, from the programming side.

JT: 1 appreciate you saying that, but oddly enough !
don’t feel that way. My job is to make sure that we keep
good people in the company, and that’s why 1 tell you
it’s not the good ol’ corporate PD job of the past. My
job is to make sure that the programmers in all the oth-
er markets know that we appreciate what they're doing.
I hate to say it’s an admiration society, but, to be hon-
est with you, I'm scared to death that someday some-
one will slip out from under us because we were not
paying attention. That’s why I need to make sure our
people know that we think they are doing a great job.
It’s a tough job trying to set aside the time to call into
markets when numbers are coming out to congratulate
people. but it is very important.

The other side of it is, we need to attract good people.
That comes from what they see the company doing.

R&R: Okay, I set you up. You talk about attracting good
people, and at the same time you get rid of owr training

-
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grounds of nights, late-nights, overnights, and weekends
and replace them with Virtual Radio to save a few bucks.
Aren’t you talking out of both sides of your mouth?

JT: 1ts the cruel part of business. and this has not
changed since 1 got into it 22 years ago. The best people
will remain in the business, and the people who can’t cut
it over time end up out of the business. Yes, it's true there
may be markets where there are people who are making
a living wage for the size market they are in and are hap-
py doing that. But reality is, when people reach a certain
level, they either move forward or they fall out of the busi-
ness. Very few of them stay in forever, because if you can't
make a living wage long-term, then you're not going to
be in business.

What we’re doing in terms of the technology and
how it affects people is that we've said. “Hey, we can
hire the best people and give them a great wage and a
nice place to live.” While they may not currently have
the abilities to get a job in Chicago. New York, or L.A.,
they may be able to do a couple of our stations from
one of the Star system studio complexes. Here they are
making a much better wage than they would be if they
were still waiting in that long line, trying to get out of
market 280.

So, I think it accelerates good people up the food chain.
It's true that the strong will survive. but that’s true in any
business. What we’ve done is to say, “Look, there’s a bet-
ter way to bring better
programming to some
of these smaller mar-
kets.” 1 think it's mak-
ing everybody. includ-
ing people like me,
work smarter. | hate
the idea that there's
anybody who wants
to be in radio who
feels that they can’t be
based on where tech-
nology is going. For
the record, we're not the only people using it. I may not
like that idea personally. but it’s great for the people who
have the talent. but were forced to wait five or six years
because their luck didn’t kick in. Those are the people we
are searching out. Those are the people we want (o move
up the line faster, because we do have jobs for them.

| can tell you there
is no radio station in
the chain with a
highly rated,
talented personality
that should fear
anything.

Continued on Page 60

In the year 2000, CHR will have
chain-wide morning talent. There
will be more CHR stations, as it’s
one of the few mass-appeal formats

left. In the year 2000, I will
hopefully still be an OM for a
market cluster of stations with my
company.

name: KEITH MITCHELL
POSITION: OM

CALL LETTERS: WIMX-FM

CITY: FLORENCE, SC
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Pulling All The Stars Together -

Cantinued from Page 58

R&R: Is this just a small-market thing, and how m;my
more dayparis is this technology going to gobble up?

JT: 1 don’t really know the answer to that. | can tell
you there is no radio station in the chain with a highly
rated, talented personality that should fear anything. The
reality is there are certain dayparts on certain formats
that you could take or leave. We've always done this.
Tons of stations ran automation through the '60s and
*70s. We've always had automated sta-
tions.

R&R: But they didn't last, and they
didn’t work.

JT: What we're doing is different
tharrautomation back then. We are
sending-specific programming for that
specific market that is usually pro-
grammed by a local program director.
I’s just the talent that may not be in
the market at that time. We're really
improving what those radio stations sound like. I think
that’s a positive, because it’s going to improve the prod-
uct we can give to listeners.

R&R: Any truth 1o the rumors that Capstar could go
on a major cost-cutting spree and totally automare marny
stations in all dayparts?

JT: No, no, no. I don’t know where anybody picked up
something like that. That's not going to happen.

R&R: What should | be able bring 1o the table if | want
to work with Capstar?

JT: We look for people who are honest and who are
team players. We want people who can work with those
around them and are self-starters. That’s the difference.
The days of people sitting around keying a mike, read-
ing the paper, and taking a paycheck. if they are not
already extinct, will be soon. I look for people who have
a good grasp of what the world is about right now. They
have to be creative, trustworthy, and be able to get the
job done.

This is nof a static situation, especially with regards
to the Star system. When it first started, there were
some operational problems, which any new system will
have. But someone along the way picked up the phone
and said, “Hey, how about if we try it this way?” They
made it better.

With our vast network of people, | really want peo-
ple who would like to network with others in the group.
We'll make it comfortable for you, but can you help us

With over 300
stations, there is
still one phone line
that comes into
my office.

help the other people in the group? Will you help us
train the people in the 100 markets below you? That's
what I’m trying to do.

R&R: What is corporate’s mandate to you?

JT: The mandate s to protect and grow the program-
ming assets of the company, to keep good people and
sirong assets, and to help stations’ ratings and reve-
nues grow. My job is also o find the diamonds in the
rough and help identify some of the things that may
not be so obvious to the group. to pull them out and
enhance them.

R&R: What are the company's and
your feelings on CHR as a formai?

JT: As a company, we feel very
strongly about CHR. We have some
big stations, and that doesn’t neces-
sarily mean market size. They are in-
fluential stations and good-sounding
CHRs. There will be more. We con-
tinue to switch them on where it’s
appropriate.

Personally, I love the format. It’s one of the formats
I grew up with and enjoy the most. I've been fortunate
to be in great markets and hear great CHR stations.

R&R: What's your take on the hot-button issue of spot
loads?

JT: I’s' what the market can bear. If we go too far
with it, society and the listeners will push us back. If
we go oo far and satellite CD radio is available. peo-
ple may decide 10 listen to that all day long. If ratings
decrease because of spot loads, then we will have to deal
with the fallout of that The way everybody seems to
be approaching it right now is to proceed with caution.
The reality is, there really is no golden number.

R&R: There's not a number that makes you feel uncom-

foriable?

JT: Not really. It varies with the format. We have sta-
tions that carry 16 units an hour, and we have stations
that carry 10. It depends on the competitive situation,
and it depends on what works for the format. Depend-
ing on the type of morning show, you may or may not
be able to run more units. It has to fit with the flow of
the show. If you can’t, then you will have to make it up
someplace else. That's part of the beauty of having clus-
ters of radio stations in a market. One or two can carry
a higher load because it’s appropriate. ! realize the pro-
grammers’ sensitivity to this issue, but you have to re-
member. it’s what the listeners think that counts. There
is not this golden rule that a lot of programmers have

Some people in the business

realize that it takes more than just

hit records to make great
radio stations.

NATIONAL MUSIC
MARKETING INC.

A

in their heads that 10 or 12 are the most units you can
have. Nobody decided that except the programmers.

R&R: Wien this goes to print, you will have been in
your new position for a litle over a month. For many in
your company, this may be their first contact with you.
What would you like to say to them?

JT: I would like to say this: For everyone in the busi-
ness, it isn’t as bad as some people think from a program-
ming and talent standpoint. It honestly isn’t.

To our employees, just know that we are here for
you. While we may be working corporate jobs, we are
still programmers. We started as jocks in Chester, PA.
We worked our way up pulling wires at transmitter
sites and cleaning floors. We bring with us the very
same things you brought to get into this business. As
I work my way through the company. | want everyone
to know that I am very interested in what they have to
say. With over 300 stations, there is still one phone line
that comes into my office. I want people to be proac-
tive, and many have been. Call me, e-mail me. That’s
exactly what I want them to feel they can do.

In the year 2000, CHR will
probably still be ignoring teens
and active listeners in favor of
chasing upper demos with stiffs. In

the year 2000, I will be taking
advantage of competitors chasing
upper demos.

name: JAMIE HYATT

POSITION: PD

CALL LETTERS: KXME
CITY: HONOLULU

MOVEL

Joey Grossman - Jeff Deane - Michael Scurlock
Debbie Mack - Jack Hopke

grossman @natmusic.com www.natmusic.com
17200 Ventura Blvd., Suite 305, Encino, CA 91316

Phone: 818-501-8111
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Fax: 818-386-2390
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From the self-fitled debut album EVE 6
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WPRO/Providence
KBKS/Seattle
KPTY/Phoenix
KMXV/Kansas City
WXSS/Milwaukee
WKSS/Hartford
G105/Raleigh
KZHT/Salt Lake City
WNNK/Harrisburg
Z2104/Madison
WFBC/Greenville
WXKB/Ft. Myers
KXME/Honolulu
WABB/Mobile

and many more!

Over 900 spins at
Mainstream Top 40! (+103)
27* Modern Adult Monitor (+49)
#2 Modern Rock Monitor!

INSTANT T REACTION EVERYWHERE!

Over 35,000 albums
scanned this week!

¢ On tour with Third Eye Blind
¢ See Eve 6 on Letterman 9/4
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Produted, Engineered and Mixed by Don Gilmore

Management: Arthur Spivak and Stuart Sobol for Spivak Entertainment
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Highlighting our format’s most important asset

A Business Of People

by Dave Robbins

ould you like to win? Win in your career or your
Wlife’? There's only one true path to success, and

it's lined with people. People are your most im-
portant asset for victory.

You're probably saying, “Huh?” The truth is, you can
get anything you want in life as long as you help enough
other people get what they want. Looking back over a
greatcareer in this business that I truly love. I notice
one important thing: I have never won by myself. That
may sound very strange. but it’s a fact. Sure, everyone
has continued victories and singular accomplishments
that they can point to, but other people are the biggest
single contributor to any one person’s success. I can
look around and see pivotal battles that have been won
because of key people at the critical moment. I'd like
to talk with you today about the people around you right
now and how important they are to you, your life, and
your career, even though you may think they’re “bad,”
“worthless,” or “negative.”

The Power Of Empowering

In a previous R&R article. we talked about You Inc.,
the realization that you are a business. Since you are a
business and you are in control of you, the one biggest
element contributing to your success is the energy and
passions (ions being passed) around you. When you
empower those around you to live their passion, the re-
sult is pure success magic that cannot be researched.
The reason why those around you are “bad” is because
you have judged them to be so. But the truth is that they
are bringing something critical to the table that you have
simply not recognized yet. Dig a bit deeper, and you'll
find what drives them. Then you can slot them into the
team in the exact place they need to be for them, and
for you.

Leaders Are Accessible

Years ago as a jock, when 1 was spending hours and
lots of long-distance money to talk to what I considered
to be influential PDs in medium markets all around the
country, I couldn’t get a return call. Then I happened
10 say, “What the heck,” and picked up the phone, di-
aling what I thought was the greatest station of all, WLS
in Chicago. I'll never forget the receptionist. Friendly,
helpful, acting like she cared who I was, even though 1
was calling from my job as a jock in a market of 4000
population. She put me through, and the PD picked up
the call. I was so nervous, | could barely speak, but he
made me feel at ease, like he knew what I was going
through. Had I not made that call that afternoon, my ca-

In the year 2000, CHR will out-cume
network television because of
streaming signals via the Internet.
In the year 2000, I will be

downloading daily music research
from my website listeners’
comments and scores.

name: MICHAEL LUCZAK
POSITION: OM

CALL LETTERS: WGTZ

CITY: DAYTON

reer might have taken a very different tun.

On that day, | learned a lot about leadership. Great-
ness doesn’t cost anything. It's free. It's picking up a
call, it’s helping someone accomplish what they want
and need in life, it's being a support system for others.
You see, I learned a very important lesson that day. The
lesson was the opposite of what I was beginning to
think: The heavier the PD, the tougher he/she is to
reach. It was exactly the opposite: The greater the lead-
er, the more accessible they are!

Protecting The Front Lines

One hundred and thirty-six years ago, during the Civil
War, Union General Ulysses S. Grant developed and
sharpened the “bottom up” theory of management. It
wasn't called that then, and it wasn’t “cool” to do it.
Grant knew what he needed to win the war: Less top-

Dave Robbins

down thinking and more thinking from the front lines.
He constantly rode up and down the lines, asking what
the troops needed to push forward. They always told
him, and they were always right. His job was to take
care of the front lines and get them what they needed
to do the job.

Those closest 1o the fighting always know what it
takes to secure the next objective. If you’re working
with a company that dictates strategy from the top of
the organization without regard for the people on the
front lines or what they have to say, You Inc. may want
to think twice about that company. There is no such

_thing as “standardization.” Every battle is different and

requires a multitude of differing strategic moves. The
greatness of a leader is determined by their ability to
hear what is needed at the front in order to move the
unit forward, then to rush the troops the supplies they
need while having team members focus on their
strengths. Never ask a fish to climb a tree.

Learning To Listen

Since you are a paid “problem solver” working for
You Inc., it makes sense that you want 1o have as many
great people around you as possible on the front lines.
You are pushed to greatness by those around you. If you
want to become a great leader, become a great listener.
Listen to people. Listen to your staff. Then help them

-
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Dave Robbins, moderator of “CHR's Perennial Play-
ers” at R&R Convention '98, is 20-year radio vet. He
most recently spent 10 years with Nationwide Comniu-
nications, serving as GM at WNCI-FM, WCOL-FM &
WEFII-AM/Columbus. jacor agreed to buy Nationwide
last October. On Wednesday, July 2, R&R Today report-
ed that Robbins would return to CBS as VP/GM for Ac-
tive Rock WAZU, Country WHOK, and Classic Rock
WLVQ/Columbus.

Robbins worked for CBS between 1981-1987 as PD
of KHTR-FM/St. Louis and Asst. PD of WBBM-FM/Chi-
cago.The radio vet has also been group PD for KDMX/
Dallas, KHMX/Houston, KZZP/Phoenix, WOMX/Orlan-
do, and KLUC/Las Vegas.

to be great. I love to coach 6-year-olds in the game of
baseball. I've been doing it a few years, and I run into
former players from time to time who are so thankful
for the lessons they learned early on.

Be a coach. Lift people up. Listen. Learn something
from everyone. Your career depends upon it. I believe
in what our company, Nationwide Communications.
was founded upon: Our true assets go home every
night, and everything else is secondary. Because with-
out your greatest assels, you cannot win the heated bat-
tles. Treat people right.

Appreciate To Be Appreciated

Dr. John DeMartini says, “What you appreciate, ap-
preciates you. What you depreciate, depreciates you.”
Those are powerful words. So, if you'd like to be dis-
liked and mistreated. just start disliking and mistreat-
ing those on your staff and those around you. What you
send out in this world comes back. If you are unfair to
your staff, you"ll soon be disliked and mistreated. If
you are fair and a coach for their success, you will be
successful beyond your dreams. It's a guarantee.

Please e-mail me your thoughts. I can be reached at
DaveRobbins@worldnet.att.net, and 1'd love to learn
something from you if you'll take the time to teach me.

R&R ’97 CHR

Salary Survey
Position Markets {-30 Markets 31-100
General Manager $231,356 $122,133
General Sales Manager 164,098 67,000
Program Director 110,271 64,516
Promotion Director 45,715 23,417
News Director $56,176 $26,734
Research Director 55,79 —
Production Director 45,337 30,927
MD/APD 44,978 19,325
Programming Asst. 21,652 28,950
Morning Producer 38,332 20'600_._
Morning Drive $228,076 $71,002
Midday Talent 54,032 30,369_—

" Afternoon Talent 77,343 32,176
Evening Talent 42,514 25,018
Late-Night Talent 25,804 18,884

- News Reporter 29,189 —
Sports Dir/Announcer — —
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“(DO YOU) WANNA RIDE”

POP RADIO: SEE YOU IN OCTOBER! Prodocedby: Corey “Co-T" Totum
Urban AC: ADDS THIS WEEK

Urban; ADDS 9/14,15

Crossover: ADDS 9/28, 29

From the forthcoming album:

Back To THE RgAL
Album In Stores November 10

EXECUTIVE PRODUCER: \ﬁ_\RREN G
P -
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A passionate look at the past 20 years of CHR/Top 40

The Hits Just

Keep Coming!

By Clarke Ingram

more than WPXY-FM (98PXY)/Rochester Opera-
tions Manager Clarke Ingram. Spend just a few min-
utes with him on the phone or in person, and you can feel,
see, and hear the intense knowledge and passion he has
for what he does. While we may all agree that the word
“passion” is overused in our business, if you are search-
ing forthe real definition, keep reading.
This-well-respected veteran programmer is celebrating
his 20th year in the business, and to give you just a taste
of what he’s all about, Ingram takes us on a ride, high-
lighting some of his more memorable moments of the pust
20 years. He has also painstakingly assembled his very
own version of the history of Top 40. Happy 20th, Clarke,
and many maore!

T here are few people | know who love CIHR/Top 40

The Formative Years

People sometimes ask me how I got into radio. The
truth is, I can’t recall a ime when I was off the radio.

When | was 7 years old, my dad
bought me a small F wireless micro-
phone intended to broadcast across the
room, or perhaps the house. An electron-
ically minded friend of mine named Ar-
nold Cooper souped up the gadget, we
attached a long bamboo pole with a long
wire to my house, and soon we were
transmitting three or four blocks. Before
long, we were broadcasting on a regu-
lar nightly schedule. I don’t think I've
ever been off the air since.

Unlike most peopie, | remember the
first day I tuned on the radio as a Top
40 listener. The date was New Year’s
Eve, 1968. [ was 11 years old, and Todd
Chase on KQV in my hometown of Pittsburgh was count-
ing down *The Top 114 Souvenir Songs” of the year.

My mom had just gotten me a new tape recorder as a
Christmas present, so I taped part of the KQV countdown,
beginning a long habit of taping radio stations. (By the
way, I still have that tape!)

The Top 40 radio dial opened for me that night. Before

group Matchbox 20.

| remember a young
Kevin Weatherly
running the board on
Saturday nights in
Phoenix, and an even
younger Michelle
Santosuosso joining
KZZP from the
nightclub where she
was spinning records.

INTHE REAL WORLD — Clarke Ingram vibes with Rob Thomas of the Atlantic

long, I would discover the 50,000-watt clear-channel sig-
nals of WABC, WLS, and WCFL. I would tune in WFIL
and WIBG while vacationing on the New Jersey shore and
hear Jackson Armstrong screaming at night on 13Q in
Pittsburgh.

Hearing these great radio stations is what made me want
to be in Top 40 radio, first as the man behind the mike,
then as the man behind the scenes who pulls all the piec-
es together to make the radio station sound compelling.
Radio has always been a labor of love for me. I honestly
can’t remember ever wanting to do anything else.

Excitement And Anticipation

What makes Top 40, or CHR, so special? Aside from the
fun and excitement of its presentation, for me it’s all about
current popular music and what’s happening now. As a teen-
ager, | remember the excitement of hearing new rcleases
from Creedence Clearwater Revival and Tommy James And
The Shondells. Today, I feel that same excitement when
songs by promising new artists like
Fastball, Natalie Imbruglia, and Eden
cross my desk, and I enjoy being able
to share them with my audience.

Listening to CHR is both a mood
and a lifestyle choice, and I've always
believed this format is for culturally
mainstream, “regular” people. Despite
those who attempt to reinvent the for-
mat from time to time, there really is
nothing complicated about CHR: Play
the hits, have tun, give away neat stuff,
and say the call letters a lot. CHR is
elegant in its simplicity, and that’s one
of the reasons it works so well.

Moreover, CHR is able to do things
no other format can. When a Rochester listener hears a
radio station segue from Matchbox 20 to Robyn to Shania
Twain, it must be 98 PXY. Not only is CHR the ultimate
mass-appeal format, but the wide variety of musical types
actually helps to define the radio station.

I've tried very hard to keep that wide-eyed 11-year-
old KQV fan with me across the years. As a lifelong
Top 40 listener, I know I feel the pulse of
the audience better if I relate to him. Not
that I program to | 1-year-olds, but I want
to capture that sense of excitement and an-
ticipation about CHR and what’s going to
happen next as it captures the moment.

The Power Of Radio

There is one moment from my tenure at
KZZP in Phoenix that I will never forget: On
Halloween, we were broadcasting live from
our haunted house, and traffic was backed up
for miles. On a lark, I grabbed the mike, went
on the air, and said (in view of the oncoming
traffic), “If you're listening to KZZP, honk
your horns!” And everyone did, or so it
seemed. The world stood still for me a mo-
ment that night, as I was given a rare glimpse
into the immediacy and power of radio.

There was a similar experience later at
KRQ in Tucson, as we were about to hold
our first listener appreciation concert at a lo-
cal waterpark. We printed 7000 tickets, but
the demand was higher than expected, so we
printed more. It still wasn’t enough. Even-
wally, we resorted to handing out business
cards and told listeners to present them at
the door. By the night of the show, we ex-

WWW.americanradiohisStary Com.

Clarke Ingram

pected about 10,000 people. Then my aftemoon-drive guy
told listeners they could get in if they wrote that day’s
“Phrase That Pays” on a piece of paper and brought it to
the tront gate! After that, there was sheer chaos. | checked
on attendance, but they had stopped counting at 12,000.
We must have had more than 15,000 people that night,
all crowded into a Tucson waterpark to see a handful of
track acts that weren’t exactly meant to set the world on
fire!

These things always serve to remind me that we are
entrusted with a rare gift: the power to persuade people,
to move them, to touch them, and to bring smiles or tears
to their faces as we see fit. I have always tried to respect
this gift and to use it carefully and wisely.

Sharing The Wealth

As I reflect back on my 20 years in radio, a few words
of thanks are in order. I cherish being honored by the
radio industry on multiple occasions, both as an award
nominee and as winner of three, which hang in my of-
fice. I am also thankful to the listeners who have re-
sponded to my radio stations, making one of them
(KRQ) the highest-rated CHR station in the nation.

To the record companies that have provided so much out-
standing music to entertain the mass audience since the ad-
vent of this format some 40 years ago, I must tip my tum-

Continued on Page 67

In the year 2000, CHR will play
Prince’s “1999” for the very last
time ever. In the year 2000, I will

become penniless, as my bank
closes, and be free at last from

e-mail.
name: NEAL ARDMAN
POSITION: GM
CALL LETTERS: KHTE
CITY: LITTLE ROCK
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""' ' ' 5' m The Jerry Brenner Group

~ consulting marketing prometion retail

“Where Raising the Ratings & Increasing the Revenue at Radio
Has Always Been A Priority”

The Jerry Brenner Group

The Very Best in Promotion,
Marketing and Consulting...

For Over 25 Years!

Jerry Brenner Jonathan Lev |
Kathy Marchetti Brian Interland "]
Jim Herron Tara Interland |
Jennifer Rein Kristen Wiley |

Joe McDermott Jr.

50 Cross Street Winchester, MA 01890 T 781-729-9076 F 781-729-1080 i

e  ________ywww.americanradiohistorv.com
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FIVE TIME GRAMMY AWARD WINNER

T

s T

* R&R CHR/POP DEBUT €D
#1 MOST INCREASED AIRPLAY!
ON OVER 100 STATIONS INCLUDING:
KDWB WNCI B97 KUMX
KBKS WZPL KMXV KKRZ
B94 WPRO WXKS WFLZ ~
Y100 WRVQ WXXL WZNY,/ *

And Many More! '

2 =

THE GLOBE SESSIONS featuring the single “My Favorite Mistake”

www.amrecords.com Produced by Sheryt Crow Management: W Management InC. ©1998 A8M Records. Inc.. a PotyGram company. All rights reserved.

In stores September 29
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The Hits Just Keep Coming!

Continued from Page 64

tables. Despite our sometimes adversarial relationship. we
need each other. Without the music, there is no format.

To the many program directors and air personalities —
100 numerous to mention — who inspired me in my youth
and still inspire me today with their great radio stations
past and present, | am truly grateful.

To the general managers who have graciously put their
radio stations into my hands — Kevin Mashek, Clancy
Woods, Tex Meyer, Nancy Tulli, Bill Schoening, Jack
Palvino, Ken Spitzer, Bob Morgan , Terry Owen, and the

The History Of Top 40 Radio

By Clarke Ingram

1948
In the period immediately after World War II, the 45rpm
record and the 33-1/3rpm long-playing record (LP) are in-
troduced. These new inventions replace old, scratchy 78rpm
discs and allow radio stations to play more high-fidelity pre-
recorded music.

1949
With the rising popularity of television, listenership to net-
work programs on radio begins to fall rapidly. Radio is soon
declared “dead” by many industry observers.While over 40
million households have radios, less than one million peo-
ple listen regularly.

1950
The earliest network programs featuring hosted, prerecord-
ed music are heard on NBC. A new phrase comes into use:
disc jockey. or DJ.The first all-DJ format debuts at KLAC in
Los Angeles. It is soon No. | in the market.

1951
Cleveland disc jockey Alan Freed begins playing “R&B" or
““race” music on his nighttime show at WJW. Known as “The
Moondog," Freed soon dominates the ratings and is credit-
ed with originating the musical use of the phrase “rock and
roll”

1952
In Omaha, Todd Storz notices that-patrons are playing the
same songs over and over on the jukebox. Thinking this
might be a radio format idea. he does the same on local sta-
tion KOWH. Within a few months, it has a 60% share of
the listening audience.

1953
Gordon McLendon invents his own format at KLIF in Dal-
las. His disc jockeys must play 40 different records during
their airshift. thus the "Top 40.* McLendon is credited with
inventing modern jingles and the “wild and crazy” promo-
tions radio still does today.

1955
“Rock Around The Clock™ by Bill Haley And The Comets
becomes No. | on the Billboard Hot 100 singles chart. This
is the beginning of the rock and roll era. Many rock and roll
sounds by black artists are covered in sanitized versions by
white artists.

1956
Elvis Presley bursts onto the scene.With his unique style
of music — blending R&B and country — his controversial
gyrations, and his undeniable sex appeal and star quality, he
becomes a voice of the younger generation and a major in-
fluence on popular music.

1958
KFWB in Los Angeles signs on with aTop 40 format. It soars
to the top of the ratings and quickly becomes a format stan-
dard-bearer, imitated in many other markets.

1959
Many disc jockeys and program directors face congression-
al hearings on “payola,” the practice of.accepting money for
airplay. While this is not yet illegal, the hearings will end the
careers of Alan Freed and others and begin a conservative
period in Top 40 music characterized by “squeaky clean” teen
idols like Fabian and Pat Boone.

¢ 1960

ABC switches two of its 50,000-watt AM flagship stations,
WABC in New York City and WLS in Chicago, to Top 40.
With its other stations, including KQV in Pittsburgh and
WXYZ in Detroit, ABC is a major player in the format
throughout the AM Top 40 era.

1964
The Beatles lead the “British Invasion” and change the face
of music forever. Motown ‘music rises to the forefront, led

late Mickey Franko — thank you for your faith in me.

To the people who have worked with me and for me, |
hope I have done right by you. I remember a young Kevin
Weatherly running the board on Saturday nights in Phoe-
nix, and an even younger Michelle Santosuosso joining
KZZP from the nightclub where she was spinning records.
More recently, J. J. Rice has headed to Syracuse for what
will surely be the first in a long line of programming suc-
cesses for him. I wish him well. :

In a similar way, I know I would not be here today if
not for the great program directors who believed in me and
generously taught me what they knew so that I, in turn,

by the Supremes, Four Tops, and Temptations. WABC be-
comes the most-listened-to radio station in America, with a
weekly audience of more than six million people.This is the
Golden Age of Top 40 radio on the AM dial.

1965
Bill Drake debuts “Boss Radio™ at KHJ in Los Angeles, which
quickly climbs to the top of the ratings. Consisting of short
jingles and quick D) talkovers, Drake's approach is imitat-
ed everywhere and is still the basic format model for Top
40 today.

1966
Two important, influential, and legendary AM Top 40 stations
sign on during this year: KFRC in San Francisco and WFIL in
Philadelphia.

1967
“The Summer of Love” ushers in the psychedelic era in mu-
sic. Listeners tired of pop music and fast-talking DJs on AM
radio begin to switch to progressive “album” rock on FM sta-
tions like KMPX in San Francisco, leading to a schism among
younger listeners.

1971
Buzz Bennett creates the Q" format.a Top 40 approach
much wilder than Bill Drake's. With screaming DJs, big-money
contests, and an irreverent attitude, Bennett beats his former
mentor Drake in many markets and helps to introduce Top
40 to the FM band.

1974
"Rock The Boat™ by the Hues Corporation, considered by
many the first disco record, dances its way to the top of the
charts. Disco rises sharply in popularity over the next few
years. Some Top 40 stations largely abandon their formats
for disco.

1977 .
WTIC-FM in Hartford, CT debuts a new, high-energy Top
40 format that is the brainchild of consultant Mike joseph.
This will evolve into an approach called "Hot Hits." which
will prove to be the format's savior in a few years.

1978
WKTU-FM in New York City signs on with an all-Disco for-
mat. It quickly soars to the top of the ratings. trouncing leg-
endary WABC and signaling the end of the dominance of Top
40 (and music in general) on the AM dial.

1980
The beginning of a rock-oriented period at Top 40, with “cor-
porate rock” by artists like Journey, Styx, Foreigner, REO Speed-
wagon, and Genesis dominating playlists; a more conversation-
al“less talk” approach by DJs: and very little dance music.

1981
Mike Joseph debuts “Hot Hits” at WCAU-FM in Philadelphia,
followed shortly thereafter by WBBM-FM in Chicago. A fast-
paced, energetic format with a large cume audience, it sends
both stations to the top of the ratings and again changes the
face of Top 40.

1983
MTV ushers in a new era of Top 40 music. Scott Shannon
signs on WHTZ-FM (Z100) in New York City, which goes
from “worst to first” in 72 days and becomes the format’s
new role model. Many new Top 40 FM stations debut in- the
next few years.

ross
Top 40 reaches its peak of influence and popularity for the
decade, marked by the renewed influence of dance music,
teenage sound-alikes (Tiffany, Debbie Gibson), and the ad-
vent of rap music, which proves damaging to the format’s
adult listenership.

1989
A syccessful heritage Top 40 station, WBJW (BJ-105) in Or-
lando, FL, changes to WOMX (Mix 105.1). Their format is
“Hot AC,” or Top 40 without the teens.While not the first
station of its kind, this idea will be copied many times over
the next few years,

wWwWWw.americanradiohistorv.com

could teach others: Kevin Metheny. Bobby Christian,
Cary Pall, Steve Kingston, Guy Zapoleon. Buddy Scott,
and Steve Rivers.

Finally, I give glory to the Lord Jesus Christ for my
life and my career. Having become a bomn-again Chris-
Continued on Page 116

1990
The economy falters. Highly leveraged companies sell their
radio stations. Some Top 40 stations switch to Country, oth-
ers become more adult. Current music declines, and the
Top 40 stations that remain play a confusing mix of Vanilla
Ice and Bette Midler.

1992
Influenced by MTV, which still caters to teenagers, Alter-
native or Modern Rock stations rise in popularity with
younger listeners. Top 40 stations such as Z100 in New York
City and WNNX (99-X) in Atlanta all but abandon their
heritage to pursue this musical direction.

1994
Top 40 is declared “dead” by a major radio programming
consultant. but Woodstock '94 instead proves to mark the
zenith of the Alternative mfovement. “Another Night™ by
Real McCoy, a dance song on the Arista label, is a hit against
the odds at Top 40 radio and begins to swing the pendu-
lum in the other direction.

995
As Alternative music becomes more mainstream, a new
format evolves: Modern AC. Essentially Hot AC with a
pop/rock base and no rhythm, it is first heard on sta-
tions like KYSR (Star 98.7) in Los Angeles and KFMB-
FM in San Diego.

1996
WKTU, which had signed off 10 years earlier, returns to
the New York City airwaves with a Dance format. It rock-
ets to the top in 120 days and decimates Z100, which
swings back from its Alternative-leaning direction to com-
pete as a true Top 40 station.

1997
Top 40 is back in full force, not as a teenage format. but with
a strong base of |8-34.adults. Music by pop artists like Han-
son, Savage Garden, and Spice Girls dominates the airwaves.
Many Top 40 stations experience significant ratings increases.

1998
Top 40 is alive and well!

Author's Note: While intended to be factual, this history
of Top 40 radic must, by its very nature, be somewhat sub-
jective. This is my interpretation of the key events that
shaped the format; your opinion may differ. Not every im-
portant event is listed. This is a thumbnail sketch and not
intended to be exhaustive. Sources often disagree on the
details and dates of these events,a few of which may even
be apocryphal. And, finally, it Is impossible to include the
name of every person important to the development of
the format. If you are aware of any documentable. factual
changes that should be made to this history, | welcome
your input. Thanks, and the hits just keep coming!

For the past four years, Clarke Ingram has been the
Operations Manager and Program Director of WPXY-FM
(98 PXY)/Rochester, New York. He has also served as
Operations Manager of KZZP-AM & FM/Phoenix and
Program Director of WBZZ-FM (B-94)/Pittsburgh. He Is
probably best remembered for his achievement as Pro-

.. gram Director of KRQQ-FM/Tucson in the late 1980s,
where he created the highest-rated Top 40 station in the
natlon. Ingram has also been an on-air personality at
WHTZ-FM (Z100)/New York City WEGX-FM (Eagle 106)
Philadelphia, and other stations. He has been honored
three times with awards as “Program Director of the Year”
and has been a nominee on numerous other occasions.
This year, Ingram is celebrating 20 years In the radio in-
dustry (1978-1998). You can reach Clarke Ingram at (716)
272-7260 or by e-mait at Clngram@aol.com.
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Guy Zapoleon explains the parameters

Callout Research:
A View From The Top

uy Zapoleon’s track record speak for itself. A

Southern California native. he got his start at

KRLA/L.A. as MD. He then went to crosstown
KRTH for the same duties and got his first PD gig at Na-
tionwide Communications KRQQ/Tucson. Zapoleon went
on to program WBZZ/Pittsburgh and KZZP/Phoenix and
launched KHMX/Houston before becoming National PD
for Nationwide.

For the last several years he has been President of Za-
poleon Media Strategies, one of the most respected con-
sulling firms in radio, with a
list of power clients such as
WKTU/New York, WASH/
Washington, K101/San Fran-
cisco, and KBIG & KYSR/
L.A.. just to name a few.

With his incredible track
record of success and the re-
spect he has from his peers in
the industry, | felt Zapoleon
was a perfect choice to discuss
callout research.

TanOWtcnmm‘" ‘
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R&R: Whai demos do you
recommend testing for callout
in CHR/Pop, CHR/Rhythmic,
and Pop/Alternative, and in
what instances do you recom-
mend testing men in addition
o women?

GZ: | believe that callout is
fragile enough — getting your
core and the right cume in the
sample, let alone the right eth-
nic makeup in a lot of cities —
without having your age too
broad or considering using
men in the sample. We use 18-
34 women in smaller markets.
The hole is wider, and the sam-
ple is large enough to feel con-
fident of that wide a demo. In most situations, I recom-
mend that the age range be set to a 10-year cell. In major
markets, that’s 20-29 for CHR, Hot AC 27-36, and Mod-
ern AC {Pop/Alternative] 25-34.

R&R: What are the minimwn number of respondents
needed? Does it depend on the range of the demos tested?

GZ: Any good researcher will tell you that you need
to build your callout “up” from the smallest cell you want
to look at. To obtain a “‘confidence™ level, I recommend
30 per age/station/cthnic cell. For that reason, 80 people
per sample is fine if you are only looking at the total
scores. | generally recommend a sample of 100-120 peo-
ple in most markets.

R&R: How many plays should you
give u song before testing it? Would
You test a song you aren’t playing if it
received airplay on a competitor and
you felt it fit your sound?

GZ: 1think it's generally unfair to
test a song you aren’t playing be-
cause of the 80/20 listening rule for
Pls. Your Pls won’t be spending
enough time with the competition to
hear that song enough, and their Pis
have different musical taste than
yours and can’t give you an idea of
how your Pls will react to the song.
In cases where you have a competi-
tor in the exact same format,’it might
make more sense.

R&R: What type of rating scale do you like to use? I-
5, 1-7, something else?

GZ: Our clients use a 1-5 scale, but | like the way
that Core and Strategic have worded i1 so the listener
Qunderstands clearly that the range goes from “dislike

S

Guy ZapoI;on

I’'ve always taken the
attitude that every song
is an investment for a
radio station, and all
songs added should be
given a fair chance to
perform. It takes at
least 100 spins before
you test a song.

a lot/hate” to “like a lot/favorite.”

R&R: What is the maximum mumber of songs you'd test
in callowr? Do you test power recurrents for burn?

GZ: I've seen people test up to 35 songs, but you are
pushing it. If you had your own callout department like
we did at KZZP, you'd wind up losing a lot of your da-
tabase the longer you keep them on the phone. I defi-
nitely think it’s a good idea to test your power recur-
rents in callout on regular basis. Anything much older
than that on a CHR station and you'll see the 90s/°80s
title will test worse than if
you test it in an auditorium.

R&R: What level of fa-
miliarity must a song reach
before an educated decision
can be made on it? Do you
Seel that stations give up on
songs before giving them a
Jair opportunity to research?

GZ: | generally think
above 90% familiar is the
beginning of the time where
you can start judging a
song. But looking at the
“projected positive poten-
tial” score is one of the big-
gest misuses of callout
there is. The projected pos-
itive or “potential” score is
where a song may only be
partly familiar, but you cal-
culate the score just on the
people who know it, pro-
jecting it to where you think
it will be when the song is
totally familiar with the en-
tire audience. While that
score may project to the
mass audience, chances are
great that it may not. Here’s
an example: Let’s take a
song that your mainstream CHR station is just playing
that is stifl unfamiliar. It has a huge potential score, but
might be getting the majority of its airplay on the Alter-
native station. You are fooled into thinking this song will
be big for you when it’s getting “like a lot™ votes in the
callout from the Altemative station fans or your Pls that
lean altemative in their musical tastes. Most alternative
fans’ tastes don’t coincide with mainstream CHR listen-
ers’ tastes. If a station does this a lot and this song is
projected to “A” rotation, what a nightmare for you and
your radio station when the ratings come in.

I've always taken the attitude that every song is an in-
vestment for a radio station. and all
songs added should be given a fair
chance to perform. It takes at least
100 spins before you test a song. Six
spins a week for three weeks will
never do it. It requires heavy frequen-
cy every week, being played every
four to five hours for six weeks [200
spins] before you can start the judg-
ment process.

I've also seen projected scores
being used unfairly to drop a song
when it doesn’t show great “poten-
tial,” which may cost you future hit
songs. Cat Thomas at WAPE re-
minded me of a basic rule I'd for-
gotten: Always look at the percent-
ages of 3's and 4's before you give up on a song. if a
song has a lot of *“so-so’s” and “like its” with only a
few “like a lots” and is 15% unfamiliar or has just be-
come familiar, the song may be in a development stage,
and those 3's will become 4's and the 4’s will become
5’s as the song becomes a hit for you.

-

A slot on your radio station is a precious and limit-
ed commodity. You are mining for your future recur-
rents and, hopefully, gold. Fill each slot with the song
that has the best potential to target, then commit to it.
Remember how many songs you know that have tak-
en months to become hits. and the time you dropped
song A — often replacing it with an inferior song
only to re-add song A again later when it began work-
ing elsewhere.

When you are ready to give up on a song. remember that
it was your belief in the song in the first place that caused
you to add it. Believe in your instincts and wait until the
signs are clear before bailing on a potential hit.

R&R: What do you define as high burm? Do you reduce
rotation on a song when the bum is high but the score
hasn't been affected? Or do you wait until the burn begins
1o daffect the score?

GZ: 1t will take a huge burn score for me to reduce
rank on a song that is still ranking high. Remember, there
are different ways o
ask burn questions.
1t can be one of the
responses that peo-
ple give: love it, like
it, tired of it, etc.
Here, 25-30% is a your belief in the song

high score. Or iU's  p, the first place that

asked after people .
give a 1-5 score. caused you to add it.

Here, if the song is a
top 10 tester, the
burn has to reach
40%-45% before |
become concerned.
This style has a
higher burn because
you are prompting
them after every
song about burn, and that creates as much as a 60% higher
bum figure than the former style.

R&R: If you get a song that sells and gets phones but has
trouble testing, would you keep it on the station, or is it gone?

GZ: I'd give it six weeks of good airplay. The song
needs to begin to get a feel from callout, but eventual-
ly, if it tested poorly and I still got big phones, I'd test
it at night. I'd love to see sales become more useful in
tracking hits for radio. I had this discussion with the
guys at SoundScan yeats go. When trying to go by
sales of CDs and cassettes, you don’t know the age,
sex, ethnicity, or P1 station, so it’s hard to judge. Same
goes for phones, unless you have a great research di-
rector who breaks out demos and weeds out repeat call-
ers. That being said, I'm a big fan of sales and requests
done properly, and we use phones with our clients to
help program night rotations. Sales is a lot more
sketchy, but if song is a top 10 single or album locally,
it is worth noting. I'll be looking forward to the day
that demographic information can be broken out, which
will make that data even more useful than it currently
is in judging the hits.

R&R: With mnany stations having limited resources,
whar is the least often you can do callout research and
have it be effective?

GZ: Probably every two weeks is acceptable for Hot
AC and AC, but that may be a stretch for a CHR station.

R&R: Any other trends you're seeing in callout re-
search that you like or don't like?

GZ: | think it's important to spend the time to under-
stand what callout can and cannot do. Understand how crit-
ical il is to have proper samples and callout screeners to
make the data useful. Understand how to read the data, and
then remember that research can never replace the intuition
and experience of a great music or program director.

When you are ready
to give up on a song,
remember that it was

Believe in your
instincts and wait until
the signs are clear
before bailing on a
potential hit.

R&R Charts & Music Manager Anthony Acampora
contributed to this article.
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Bite Your Tongue

he first single from the
ew album humming

PACTING SEPTEMBER 14TH

Grammy nominated for the
hit song "Barely Breathing" from
his self-titled gold debut album

+ 55 weeks on the Hot 100
s the 4th longest running single in chart history

Performing on the Sept. 16
season premiere of BEVERLY HILLS 90210 -
to be seen by 16 million people

PRODUCED BY RUPERT HINE & DUNCAN SHEIK

www.atlantic-records.com
m THE ATLANTIC GROUP ©1998 Atlantic Recording Corp. A Time Warner Company
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Kabrich on callout

An Inexact

Science Explored

it. Whatever you believe, it remains the primary

decision-maker for music for stations that utilize
it, whether in-house or contracted out. Talk to five pro-
grammers, and you'll get five different ways that they
use and read their callout. Talk to five label executives,
and they’ll tell you radio programmers overreact 1o
callout, put records in too early, and take them out too
quickly. In one way or another, at some tine every-
one is right. Callout is not, and will never be, an ex-
act science.

To help illustrate different points of view. I reached out
1o two well-known and experienced programmers/consuit-
ants, Guy Zapoleon and Randy Kabrich. You've already
read Zapoleon’s answers 10 our callout questions; now get
ready for the outspoken Kabrich. But first, a little back-
ground.

If there is a Howard Hughes in ra-
dio programming, it has to be

C allout. Love it or hate it. Respect it or disrespect

R&R: How many plays should you give a song be-
Jore testing it? Would you test a song that your station
is not playing if it received airplay on a competitor or
competitors and you felt it fit your sound?

RK: Anyone who believes that you must play a song
x number of times on your station is still living in the
'70s. We are in an age when the avenues for exposing
music are countless. Very seldom is any song ever tested
that has less than 30% familiarity, regardless of if it has
been played on your station or not. If you think that
your Pls aren’t exposed to music from other sources,
you are simply dreaming.

We tested Celine Dion’s “Because You Loved Me”
on a Country P1 test, and the song was 85% familiar.
Paula Cole was 78% familiar. It certainly wasn’t be-
cause of airplay on the Country station. I test songs
all the time that our stations are
not playing. In one instance. we
have a rhythmic-leaning CHR.

Kabrich. You’ll rarely find him at a
convention, in a broadcast directo-
ry, or even pitching his consulting
service. If you can track him down,
odds are it would be difficult to sign
up his services, as he turns down
more clients than he takes on. On
Kabrich's current resume are names
like Cox chief Bob Neil and Beas-
ley’s George Beasley, and a quick
search of the R&R databases shows
that he has held programming and
research positions at CHRs

I believe programmers
wait far too long before
getting stiffs off their
stations. | love to
compete against
stations that believe
you need 80%-90%
familiarity to tell if a
song is a hit.

We know that we are going to
have to play the biggest pop hits,
but we can afford to wait until our
audience demands these songs.
Callout helps us determine when
that point is reached.

If you have a doubt, it’s much
better to wait and test it with your
audience instead of making a mis-
take. | believe Rick Sklar is cred-
ited with saying, “What you don’t
play can’t hurt you.” I would add,
“...providing you adjust accord-

WHTZ(Z100)/New York, KIIS/Los
Angeles, WBBM-FM/(B96)Chicago, WRBQ(Q105)/
Tampa, KKLQ/(Q106)/San Diego, WAVA/Washington,
WERQ(92Q)Baltimore, and Pirate Radio/Los Angeles.
Other major call letters include WSB-FM/Atlanta, KVIL/
Dallas; WDAS/Philadelphia, KRTH/Los Angeles, and
KYXY/San Diego. With a background that wide and var-
ied with so many legendary stations, he was an obvious
candidate for his insights on callout.

R&R: What demos would you recommend testing for
callout in CHR/Pop, CHR/Rhythmic, and Modern AC/
Pop-Alternative?

RK: CHR/Pop. 18-29; CHR Rhythmic, 16-26; Pop/
Aliernative (Modermn AC), 23-34.

R&R: /n what instances would you test men in ad-
dition to women?

RK: I would include males in the test sample only
where the research showed a strong case for doing so
and, more importantly, a screener could be designed that
would eftectively capture P1 males of that format with
a low incident rate and without being incredibly expen-
sive. Otherwise, you have the wrong people in your re-
search.

R&R: What are the minimun munber of respondents
needed? Does it depend on the range of the demos rest-
ed?

RK: It clearly depends on how many subcategories
you want to break the research into. If you have ban-
ners with respondents split into a higher and lower de-
mographic range, you clearly need more than if you
do not. Overall, I recommend no‘less than 80 respon-
dents if research is for a single week (on a weekly ba-
sis), or 100 respondents if the report is a rolling two-
week average. I like to have a minimum of 100 in-tab,
just to be on the safe side. If properly screened, the
tighter the demographics, the more consistent the re-
spondqn{.s appear to be.

ingly when you have information
that a song is right for you.”

R&R: What type of scale do you like to
7, something else?

RK: | believe some of the best scaling was the work
done by Bob Hattrick 15 years ago, but obviously that
is dead and buried with him. | have become a big be-
liever in the 1-7 scale, though I hated it at first. After
working with it for a while, you can see some shades
of gray that you cannot detect in a i-5 scale. However,
all the Top 40 stations | deal with use a 1-5 scale on
their callout so we can compare the results t0 R&R’s
Callout America.

R&R: What is the maximum number of songs you'd
test in callout? Do you test power recurrents for burn?

RK: You can do 30 with no problem, 35 if you real-
ly watch it, and 40 if you have good interviewers and
do some flow control on the hooks. The lower the num-
ber of hooks, the less hang-ups you run up against. And
you should never have the respondent on the phone for
over 20 minutes. Again, the interviewing staff plays a
major factor in this.

R&R: What level of familiarity do you feel a song
must reach before an educated decision can be made

se? 1-5, 1

-on it? Do you feel that siations give up on songs be-

fore giving them a fair opportunity to research’

RK: Give up too soon? That's comical! | believe pro-
grammers wait far 100 long before getting stiffs oft their
stations. I love to compete against stations that believe
you need 80%-90% familiarity to tell if a song is a hit.
The fact is, you can get a pretty good idea of an an-
swer if 30-35 people answer the question and give you
a usable answer.

Research tables show that people view this as either
a strong love or strong hate (e.g., 80% love and 20%
hate or 80% hate and 20% love). As you get closer to
the middle (e.g., 60%-40%), it may take a few more
respondents. Amazingly, some of the same people who

N

o o aricanradiaobicton e oo

Randy Kabrich

believe you can look at a banner with 30 people in-
tab want to believe that you need 80-90 people out
of 100 familiar with a song before you can call it a
hit or stiff. If you have a sample of 100 respondents
and the song is 35% familiar (35 total respondents),
you can know for sure that this song will probably end
up as power or shouldn’t be on your station. If you
have 80 total respondents, you obviously need closer
to 45% familiarity.

It simply comes down to the screen. If you have a con-
trolled screen with certain percentages of respondents in,
you have no problem with low familiarity in predicting
the future. It all comes down to the proper screen and
proper respondents. I have proven this time and time
again. In the beginning, most program directors don’t want
1o believe it. so they fight it. After seeing songs that nev-
er tum around pre-
dicted early over
and over, they
learn that it in fact
can be done, and
they see the results
on a weekly basis.
It becomes one of
the most critical
factors of success
they have

If a song turns out 1o be a stiff with 35% familiarity,
then we would get it off the air immediately. There is
no reason for it to be taking up a position on our sta-
tions. Ninety-nine percent of the time, our initial call
turns out correctly. In the other 1%, it is usually exter-
nal forces (i.e., included in the final Seinfeld or a block-
buster movie) that turn the song around. Luckily, the
once or twice a year this happens, you can adjust ac-
cordingly and re-add the song if you are paying atten-
tion. The problem that you have is the reason most pro-
grammers should not play the stock market. The No. |
rule on Wall Street is to get rid of your losers fast. But

If properly screened,
the tighter the
demographics, the
more consistent the
respondents appear
to be.

Continued on Page 72
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An Inexact Science Explored

Continued from Page 70

ego gets in the way, and people don't want to admit they
made the wrong decision. Thus, they hang on, think-
ing that time will prove them right. It seldom does.
Radio has more ego than anyone on Wall Street. Pro-
grammers are trained to think they can’t make a mis-
take. When they think a mistake has
been made, you have the record com-
panies and paid independent market-
ing companies trying to convince
them that it will come home. *You’re
1esting the wrong hook.” or, “You've '
gorto get it more familiar,” are com-
mon responses. S0, not wanting to
believe they made the wrong deci-
sion, they hold their “losers.” Why do
most of the winners at AIR predict
even stiffs will chan? Go back and
compare a list of adds on any CHR
in America for a year and see what
percentage of the adds actually made

Radio has more ego
than anyone on Wall
Street.
Programmers are
trained to think they
can’t make a
mistake. When they
think a mistake has
been made, you have

get credit for “breaking new music” with the audience?
When we misjudge the one or two songs a year, we add
it back several weeks later for the time when it runs to
power. So we are there for its strength and usage with-
out unnecessary risks along the way. And, as Callout
America has a 400 in-tab sample, unless the song is un-
der 10% familiar, you are going to get a pretty good read
on it at any level it is tested at.

R&R: What do you define as high
burn? Do you reduce roiation on a
song when the burn is high, but the
score hasn't been uffected? Or do
you wait until the burn begins to af-
fect the score?

RK: Reading *“high burn” is when
more people are burned on the song
than are not. In other words, you are
displeasing more people than you are
pleasing. Burn can be calculated in
several ways. depending on wording.
One size does not fit all here. It real-
ly comes down to the wording of the
burn question.

it to power. It's mighty dismal. The the record R&R: If you get a song that sells
difference is, the successful program- companies and paid and gets phones but has trouble test-
mers generally admit their mistakes independent ing, would you keep it on the station,
quicker. or is it gone?

So, you pay $2000 per callout run marketing RK: It would be gone from daytime

of 100 respondents (and if not, you
should really be questioning your re-
sults), and a song comes back badly.
Who do most programmers listen 10?
The rep who is getting a year-end bo-
nus of probably $2000 per week to
make sure you keep playing that song instead of what
you spent $2000 on. It’s really amazing.

I am reminded of one of the top CHRs in America
(one that wins every award) that wanted to hold on to
Something For The People’s “My Love Is The Shhhhh”
instead of dropping it for Usher’s “You Make Me Wan-
na” last fall. Give me the situations where the compe-
tition wants to take a loser from 35% familiar to 90%
familiar, only to find it is still a loser. By then we will
have gotten rid of our excess baggage and will be off
to find the next Will Smith’s “Get Jiggy,” “You Make
Me Wanna,” Savage Garden’s “Truly, Madly,” or KC’s
“All My Life,” which we will have found before oth-
ers are aware of their potential. Who do you think will

companies trying to
convince them that
it will come home.

airplay. In most cases, those songs are
from a demo younger than what you
are testing and are therefore probably
of little value to your station’s sales ef-
fort. If a record was legitimately top
five requests or sales from reliable in-
formation, I would continue to spike it at night to satisfy
the preteens and teens. I can make a Michael Jackson cas-
sette single sell by pricing it as a loss leader for 49 cents
on a checkout counter to influence sales. but does that
mean it fits my station?

R&R: With many stations having limited resources,
what is the least often you can do callout research and
have i1 be effective?

RK: Anything isn’t better than nothing. Anything
good is better than nothing. As most stations have
fielded their callout to outside firms, the cost has
skyrocketed. Therefore, people look for ways to cut
back. We will now typically run 50 respondents per
week and combine them for a two-week rolling av-

erage of 100 people to control the costs. 1 like this
approach better than 100 people every other week.
However, if someone could only get callout of 100
in-tab once a month, 1 would use that and use
Callout America as an indicator (making the ap-
propriate resets when the local research comes out
and using common sense as well) in weeks when
the station did not have the research available.

R&R: Any other trends you're seeing in callout
research that you like or don't like?

RK: It really comes down to the screen. Garbage
in, garbage out. Unfortunately, what | see generally
today is garbage in, in terms of research. A bad
screen will kill you, and a good screen costs mon-
ey. People learned after the O. J. Simpson case that
a trial is won or lost in the jury selection. In radio,
success or failure is made in the screen and q de-
sign. You look at people like Rantel that were do-
ing callout and research right. What did that get
them in today’s world? Higher prices than everyone
else and out of business. It's really sad. Most sta-
tions get garbage from competitive bids and don’t
realize they are killing themselves. If you are pay-
ing less than $2000 per run of 100 respondents, I'd
be checking my data very carefully.

In the year 2000, CHR will probably
still be ignoring teens and active
listeners in favor of chasing upper
demos with stiffs. In the year
2000, I will be taking advantage of
competitors chasing upper demos.

name: JAMIE HYATT
POSITION: PD

CALL LETTERS: KXME
CITY: HONOLULU

Catering to your music and promotion needs.
Any size promotion. Any size market.
Any size audience.

We say...SIZE doesn’t count.

BILL SMITH RALPH WIMMER RITA RICE
prone: 770-987-0119 rax: 770-587-1329

EMAIL: hits4du@aol.com

9035 River Run « Dunwoody « Georgia 30350
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STATIONS ALREADY EXPERIENCING “LIFE™:

KLLC/San Francisco
WMTX/Tampa
KOSi/Denver
WVMX/Cincinnati
WPRO/Providence
WDJX/Louisville
KMGL/Oklahoma City
KAMX/Austin
WAEB/Allentown
KKOB/Albuquerque
WRVF/Toledo
KWAV/Monterey
KMXD/Des Moines
KKRD/Wichita
WZNY/Augusta
WXLK/Roanoke
KKMG/Colorado Springs

“Whether she’s testifying to her inner strengths or rattling off her insecurities in the drolly upbeat ‘Life’,
Des’ree conveys a depth and complexity that go well beyond what's on the lyric sheet. The most pleasurable
-albums often find the words taking a backseat to the music, offering a sound so alluring that it’s easy to turn off
your mind, relax, and float downstream. Albums like Des’ree’s drop-dead-gorgeous Supernatural.”
~Entertainment Weekly

Produced by Prince sampson and pes’ree.
MaNnagemMent: pavid wernham For wildlifFe management.
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Callout America celebrates four years of hit-seeking

Searching Out The Hits

about finding and playing the hits. What better, more
realistic way could there be to do this than to ask the
listeners? With the guidance of the radio and record com-
munities, R&R four years ago revolutionized the way
CHR/Pop programmers look at weekly charts with the
launch of the custom research-based Callout America.
Each week the Callout America song selection is based
on the top titles tfrom the R&R CHR/Pop chart for the re-
spective week and Callout America extras.
The weekly 400-person sample is still the largest of its
kind in America. Every week, thousands and thousands of
phones calls are made from Callout America headquarters

'CALLOUT AMERICA 1995

P rogramming a successful CHR is first and foremosl

'COOLIO Gangsta’s Paradise 41
TLC Waterfalls 401
GREEN DAY When | Come Around 4.00
LIVE Lightning Crashes 199
BOYZ 11 MEN Water Runs Dry 3.95
BOYZ 11 MEN 0On Bended Knee 394
PEARL JAM Better Man 3.9

REMBRANDTS [ Be There For You 389

SEAL Kiss From A Rose 3.85
TLC Diggin’ On You 3.83
HOOTIE & THE BLOWFISH Let Her (ry in
ALANIS MORISSETTE You Qughta Know 376
HOOTIE & THE BLOWFISH Only Wanna Be With You 3.73
GO0 GOO DOLLS Name 11
SHERYL CROW Strong Enough in
TLC Red Light Specil 3B
BLUES TRAVELER Run-Around 3n
BOYZ Il MEN Thank You 371
JON B. & BABYFACE Someone To Love in
MARIAH CAREY Fantasy 311
TOM PETTY You Don't Know How It feels 370
BON JOVI Always 3.69
INI KAMOZE Here Comes The Hotstepper 3.69
HOOTIE & THE BLOWFISH Hold My Hand 3.68
MADONNA Take A Bow 3.68
BETTER THAN EZRA Good 3.6
MONTELL JORDAN This Is How We Do It 347

DIANA KING Shy Guy 3.67

bk

in Los Angeles to seek out CHR/Pop listeners. The weekly
sample composition is based on females between the ages
of 12-34 who respond favorably to a CHR/Pop musical
montage in the following regions and markets: EAST: Bal-
timore, Boston, Long Island, New York, Philadelphia, Pitts-
burgh, Providence, Washington. SOUTH: Adanta, Char-
lotte, Dallas, Houston, Miami, New Orleans, Norfolk, Or-
lando, Tampa. MIDWEST: Cincinnati, Cleveland, Colum-
bus, Indianapolis, Kansas City, Minneapolis, St. Louis
WEST: Los Angeles, Portland. Salt Lake City, San Diego,
San Francisco, Seattle.

The following charts include Callout America’s best-
testing songs for 1995, 1996, and 1997. They are ranked

REAL McCOY Another Night 3.61
SOPHIE B. HAWKINS As | Lay Me Down 3.66
BLESSID UNION OF SOULS | Believe 3.65
DES’REE You Gotta Be 3.65
ALL-4-ONE [ Can Love You Like That 3.64
SOUL FOR REAL (andy Rain 3.64
COLLECTIVE SOUL December 3.63
4 PM. Sukiyaki 3.63
DEEP BLUE SOMETHING Breakfast At Tiffanys  3.63
NATALIE MERCHANT (amival 3.62
BROWNSTONE IfYou Love Me 3.61
JAMIE WALTERS Hold On 3.61
JANET JACKSON You Want This 3.6
GIN BLOSSOMS Til | Hear It From You 3.60
SELENA 1 Could Fall In Love 3.60
VANESSA WILLIAMS Colors Of The Wind 3.59
JANET JACKSON Runaway 351
R.E.M. Strange Currencies 15
MELISSA ETHERIDGE I'm The Only One 351
VANESSA WILLIAMS The Sweetest Days 355
BRYAN ADAMS Have You Ever Really Loved A Woman 3.54
SHERYL CROW (an't (ry Anymore 354
SOUL ASYLUM Misery 153
JADE Every Day Of The Week 353
BLESSID UNION OF SOULS Let Me Be The One  3.50
U2 Hold Me, Thrill Me, Kiss Me, Kill Me 3.50

348

“Green Da;' ]

by total average favorability estimates and based on a scale
of 1-5 (1 = dislike very much, 5 = like very much). The
results of Callout America’s best-testing songs for 1998
will appear in R&R’s annual year-end music issue in De-
cember.

I'd like to thank Erica Farber, Kevin McCabe, and An-
thony Acamipora for their assistance and teamwork on the
Callout America project.

TAKE THAT Back for Good 348
DEL AMITRI Roll To Me 348
DIONNE FARRIS | Know 348

MARTIN PAGE In The House Of Stone And Light 34
DAVE MATTHEWS BAND What Would You Say 347

-

MICHAEL JACKSON You Are Not Alone 347

FUN FACTORY | Wanna B With U 3.46
ANNIE LENNOX No More 1 Love You’” 3.45
LISA LOEB Do You Sleep 3.45
EAGLES Love Will Ketp Us Alive 343
REAL McCOY Run Away 343
NICKI FRENCH Total Edipse Of The Heart 341
BON JOVI This Ain't A Love Song 341
FIREHOUSE | Live My Life for You 338
FREEDY JOHNSTON Bad Reputation 331
R.E.M. Bang And Blame 331
CORONA The Rhythm Of The Night 336
TOM PETTY its Good To Be King 131
MELISSA ETHERIDGE If | Wanted To 331
VAN HALEN (an't Stop Loving You 3.26
REAL McCOY (ome And Get Your Love 325
DES’REE fFeel So High 32
PAULA ABDUL My Love is For Real 319
ELTON JOHN Believe 3.18
JON SECADA Mental Picture 315
MEAT LOAF 14 Lie for You... 310
PAULA ABDUL (razy (ool 3.04
HUMAN LEAGUE Tell Me When 195
MICHAEL JACKSON Scream 184
ROD STEWART Leave Virginia Alone 119
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COLOR ME BADD The Earth, The Sun, The Rain  3.61
"~ TRACY CHAPMAN Gie He Oe Reason 341

ALANIS MORISSETTE lronic i e elreon e
CELINE DION Because You Loved Me 406
ALANIS MORISSETTE Head Over Feet 40 FOD FIGHTERS iy te -
S e T Sl M EVERYTHING BUT THE GIRL Mising 335
BONE THUGS-N-HARMONY Tha Crossroads 3.95 AMBER Ths s Your Night 334
CELINE DION ks Al Coming Back To Me Now ‘ 394 W es e .
NO DOUBT Spiderwebs 393 P —
MARIAH CAREY One Sweet Dy 391 L RBRICTEE o Fy Lo o
i S 32 L9 HOOTIE & THE BLOWFISH 0ld Man & Me 331
KEITH SWEAT Twisted 385 GARRAEE WG N
DONNA LEWIS | Love You Always Forever 384 SEAL Don' Cry 326
MARIAH CAREY Always Be My Baby 381 R R BASE oty o "
QECH BIUE SOrETANGUmin - T o BRYAN ADAMS Lets Make A Night To Remember 3,25
CRRIAY | S e 20 2 : - ROBERT MILES Children 34
SMASHING PUMPKINS (979 380 3T Anything T e Bl STr a1t o .
GOO GOO DOLLS Name 379 TONI BRAXTON Youre Makin' Me High L e P i
OASIS Champagne Supernova 3n TLC Diggin® On You 359 BLESSID UNION OF SOULS Al Along 32
OASIS Wonderwal 376 JANN ARDEN Insensitve 15 G EsSID DNION OF SOULS 08 g -
EN YOGUE Don't Let Go (Love) 3714 DISHWALLA Counting Blue Cars 39 10N MELLENCAM fey Vst bismezs 0
NO DOUBT Just A Girl 373 BODEANS our T fe O AR o Nd ”
JEWEL Who Will Save Your Soul 313 HOOTIE & THE BLOWFISH Time 351 GADLEES Mgibe s g ome -
ALANIS MORISSETTE Hand In My Pocket 373 LOS DEL RIO/BAYSIDE BOYS MIX taarea 351 b\ boaw vacri v Lo -
TONY RICH PROJECT Nobody Knows 312 PRIMITIVE RADIO GODS Saning Ouide A Brken.. 357 ooy oo 5
BLUES TRAVELER Hook 311 ERIC CLAPTON Change The World 356
BRANDY Sitting Up In My Room IR GIN BLOSSOMS Tl | Hear It From You 156
COLLECTIVE SOUL The World | Know 370 NATALIE MERCHANT Garnive 357
SOPHIE B. HAWKINS As | Lay Me Down 369 NATALIE MERCHANT Wonder 355
JOAN OSBORNE Ore 0f Us 361 WALLFLOWERS th Avenue Heartache 354
QUAD CITY DJ’S Cmon N Kide It (The Train) 366 MARIAH CAREY Forever 354
DEL AMITRI Roll To e 365  GROOVE THEORY Tel Me 353
BUTTHOLE SURFERS Pepper 365 GIN BLOSSOMS follow You Down 352
MERRIL BAINBRIDGE Mouth 363 NATALIE MERCHANT Jealousy 351
GREASE MEGAMIX Grease Megamix 363 TOAD THE WET SPROCKET Good Intentions  3.50
GHOST TOWN DJ’S My Boo 3.63 JOURNEY When You Love A Woman 350
MARIAH CAREY Fantasy 360 CRANBERRIES Free To Decde 350

BECK Where Ifs At 349 MELISSA ETHERIDGE | Want To Come Over 314

WHITNEY HOUSTON Exhale 349 CLAYTON & MULLEN Mission: Impossible 303
DOG’S EYE VIEW Everything Falls Apart 348 AMANDA MARSHALL Bimingham 312
SHERYL CROW ff It Makes You Happy 31 GEORGE MICHAEL Fastive 307
JARS OF CLAY Flood 341 SOPHIE B. HAWKINS Only Love... 3.05
JANET JACKSON Runaway 340 ACE OF BASE Beautifu Life 30
MAXI PRIEST f/SHAGGY That Gir 331 LA BOUCHE Fallc' In Love 301

Celene Dion NO MERCY Where Do You Go 336 GEORGE MICHAEL Jesus To A Child 119

www.americanradiohistorvcom.
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NEED
TITANIC RATINGS?

Just in time for
the video release!

The ship goes down
again ... this time you
better be onhoard!

The spot that was seen during the
Academy Awards featuring KIIS-FM/L.A.
morning legend Rick Dees can be yours
for a fraction of the cost.

Customize this campaign for your station
and get “TITANIC RESULTS” now!

For a free demo of radio’s hottest campaign fo..,r.fall, call

CREATIVE CHAGS |
323-951-0602 U
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" THE FIRST SWNGLE AND |
VIDEO FROM THEIR NEW ALBUM

;’G. ZOWERE. |
LOVE DAD-

Spin

5 Odle C'BYan, 2 shington, DC (23x)
' ot o@%mﬂs This Week:

‘ "~ Q102/Philadelphia’
WABB/Mobile
WVSR/Charleston
WAYV/Atlantic City

WWLD/Tallahassee
WMGB/Macon

. And a dozen morel!
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- 24x -
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Searching Out The Hits

CALLOUT AMERICA 1997

NO DOUBT Don't Speak 4.07
USHER You Make Me Wanna 4.01
JEWEL You Were Meant for Me 4.00

SUGAR RAY Fly

LEANN RIMES How Do | Live 3.95

CARDIGANS Lovelool 19
EN YOGUE Don't Let Go (Love) 188
NOTORIOUS B.1.G. Mo Money Mo Problems 3181
VERVE PIPE The Freshmen 386
ALANIS MORISSETTE Head Over Feet 385
JEWEL foolish Games 384
WILL SMITH Men In Black 184
PUFF DADDY & FAITH EVANS f./112 1 Be Mssing.. 3.84
BLACKSTREET No Diggity 3184
KEITH SWEAT Nobody 3.80
TONI BRAXTON Un-break My Heart 3.80
CHUMBAWAMBA Tubthumping . i1
KEITH SWEAT Twisted in
BOYZ 11 MEN 4 Seasons Of Loneliness 3.76
“MATCHBOX 20 Push 314
_ SPICE GIRLS Wannabe 383
_NEW EDITION Im Stil In Love WithYou 313
_ SHAWN COLYIN Sunny Came Home in
MONICAFordou W in
GREASE MEGAMIX Grease Megamix 311
_ CELINE DION Its Ail Coming Back To Me Now i
R. KELLY | Believe | Can Fly 3.0
WALLFLOWERS One Headlight 370
THIRD EYE BLIND Semi-Charmed Life 310
AZ YET f/PETER CETERA Hard To Say I'm Sorry ~ 3.69
BRUCE SPRINGSTEEN Secret Garden 3.69
BABYFACE How Come, How Long - 3.68
_ BLACKSTREET Don't Leave Me 3.61

September 4,1998 R&R ¢ 79

BABYFACE Every Time | Close My Eyes 3.67
TONIC If You Could Only See 3.67
BOB CARLISLE Butterfly Kisses 366
MEREDITH BROOKS Bitch 366
SMASH MOUTH Walkin’ On The Sun 364 ROBYN DoYou Know (What It Takes) 340
DAVE MATTHEWS BAND (rash fnto Me 360 SISTER HAZEL Al for You 340
COUNTING CROWS A Long December 3.58 MARK MORRISON Return Of The Mack 3.40
MERRIL BAINBRIDGE Mouth 358 ELTON JOHN Something About The Way You Look.. 33
ALLURE Al Cred Out 351 g
_ MIGHTY MIGHTY BOSSTONES The Inpreson.. 357
BETTER THAN EZRA Desperately Wanting 356
SAVAGE GARDEN IWantlow 356
WHITE TOWN Your Woman 356
TONI BRAXTON | Don't Want To 358
CRANBERRIES When Youre Gone 3.54
LUSCIOUS JACKSON Naked Eye 354
CELINE DION Al By Mysel 354
DRU HILL n My Bed 353
98 DEGREES Invisble Man 352
SPICE GIRLS 2 Become | 3.5
ik AL 331 TMARIAH CAREY Honey 337
SROSSTEET NI (oo R (O MR S04 . o, ot . 337
SHERYL CROW Everyday Is A Winding Road 35 508 e by =
DUNCAN SHEIK Barely Breathing | i p——— . -
ity i e L 30 2 Staring & The Sun 335
SPICE GIRLS Say You'l Be There R -
S 49 JOURNEY When Yo Love A Woran 331
PAULA COLE Where Have M The ooy Gone? 348~ o™ 3-3‘£
O 8 JOHN MELLENCAMP Jst other Day 329
il S Sl 2 _ RED HOT CHILI PEPPERS Love Rollrcoaster 377~
PAULA COLE | Dont Want To Wait L e T - e
LEAH ANDREONE Its Alight It 0.% T R yrereers me— o
o bl il 2 SHERYL CROW A Gharge Woukd DoYou Good 324
e e M HOOTIE & THE BLOWFISH 1 Go Bind —_35__
el i M CRYSTAL WATERS Say. i You fee Aright (93]
SARAH MCLACHL.AN Building A Mystery . ——— - =
SIS _ mRe—  MADONNA Dort Gry for Me Argentina 321
DONNA LEWIS Without Love 306
COUNTING CROWS Dayiight Fading 316
IMANI COPPOLA Legend Of A Cowgir 315
BLACKOUT ALL-STARS | Like It (Like That)  3.13
 SEAL Fy like An Esgl - 300
REAL MCCOY One More Night 30
SAVAGE GARDEN To The Moon And Back 3.09

wWwWWw.americanradiohistorv.com
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' Some of the safer CHR songs in America

. Critical CHR Music Lists

spected research firm to provide us with a safe list
of CHR songs. Since many of these firnts have mul-
tiple CHR clients in markets spread throughout the Unit-
ed States, they are also hired to do many research projects,
including weekly callout and auditorium music tests. With
all of that data, we ask them to crunch and rank the re-
sults for their CHR/Pop tests and their CHR/Rhythmic
tests. It is important to take into account, though, that each
station should test music for its own market and that all
stations test different songs and different demos.
As Critical Mass Media’s Carolyn Gilbert points out.
“Location, market exposure, and the competitive matrix
make a huge difference as far as popularity and bum are

HR/POP

WILL SMITH Just The Two Of Us
SHANIA TWAIN You're Sali The One
GOO GOO DOLLS Ins

AEROSMITH | Don't Want To Miss A Thing

Each year for the R&R CHR special, we ‘ask a re-

MARIAH CAREY Honey
NEXT Too Close
BLACKSTREET No Diggity
9  BRIAN McKNIGHT Anytime
10 ALANIS MORISSETTE Uninvited
11 MATCHBOX 20 Real World
12 FUGEES Killing Me Softly
13 JANET Together Again
14 AZ YET f/PETER CETERA Hard To Say I'm Somry
15 BRANDY & MONICA The Boy Is Mine
16  SILK freak Me
17 USHER You Make Me Wanna...
18  KEITH SWEAT Nobody
19  SPARKLE Be Gareful
TONY RICH PROJECT Nobody Knows
21 MARCY PLAYGROUND Sex And (andy
80YZ Il MEN A Song For Mama
23  BACKSTREET BOYS [I'll Never Break Your Heart

0N O B W N =

24 TONIC If You Could Only See

25  USHER Nice & Slow

26  DESTINY'S CHILD No, No, No

27  8OYZ Il MEN 4 Seasons Of Loneliness

28  UNCLE SAM 1 Don't Ever Want To See You Again
29  BACKSTREET BOYS Everybody (Backstreets Back)
30 JANET Every Time

31 EDWIN McCAIN [l Be

41  MARIAH CAREY My Al

PRAS MICHEL f/ODB & MYA Ghetto Supastar (That Is What You Are)

Goo Goo Doll§

concerned, not to mention the composition of the popula-
tion itself. Any list that is ‘safe’ today will probably not
be in a month. Certainly, Shania and the Goo Goo Dolis
will burn. Safe lists are much safer in AC, Oldies, and
Classic Rock. For CHR, they’re a dangerous endeavor. The
music just turns too fast. the exposure is too great, and the
crossover possibilities (CHR to Urban, CHR to AC, CHR
to Rock, CHR to Alternative, or vice versa across the
board) are the most extensive.”

That said, the cream — or the hits, in this case — still
seems 1o rise to the top. These titles have all been tested
within the last 12 months by a minimum of five R&R re-
porting stations, using either callout or auditorium meth-
odology. In the case of callout, only the most recent score

MURRAY, SERMON & REDMAN Rapper’s Delight

available was used, thereby recording any significant bum.
The average scores had to be above a pre-established
threshold, and the burn below.

This list is for the many stations today that still do not
have the resources to conduct the proper research they
need and for music lovers who just want to take another
look at public opinion. We’d like to thank John Martin,
Carolyn Gilbert, and the guerilla staff at Critical Mass
Media for supplying this year’s list.

| AALIYAH Are You That Somebody!
2 LSG My Body
3 NOTORIOUS B.1.G. Mo Money Mo Problems
4 USHER Nice & Slow
5 K-Cl & JOJO All My Life
6  MASE f/TOTAL What You Want
7  MARY ). BLIGE Everything
8  BRIAN McKNIGHT Anytime
9  PRINCE 1999
10 WILL SMITH Just The Two Of Us
11 GLORIA GAYNOR | Wili Survive
12 CHANGING FACES GHETTOUT.
13 BOYZ Il MEN 4 Seasons Of Loneliness
14 UBA40 Red Red Wine
IS5 QUEEN PEN All My Love
16  PRINCE trotic City
17 SAVAGE GARDEN Truly Madly Deeply
18  ROME ! Belong To You (Every Time | See Your Face)
19 NEXT Too Close
20  BIG PUNISHER f/JOE Sull Not A Player
21 BRANDY & MONICA The Boy Is Mine
22  TRACY CHAPMAN Give Me One Reason
23 CELINE DION Because You Loved Me
24 SPARKLE Be Careful
25  PRINCE | Would Die 4 U
26
27  FUGEES [illing Me Softly
28  XSCAPE The Ams Of The One Who Loves You
Shania Twain 29  BRANDY Sitn’ Up In My Room
30

41 R KELLY | Believe | Can Fly

PUBLIC ANNOUNCEMENT Body Bumpin' Yippie-Yi-fo
31  USHER You Make Me Wanna...

K.C. & THE SUNSHINE BAND Get Down Tonight

32 SOMETHIN’ FOR THE PEOPLE My Love Is The Shh! 32 UBA0 (an' Help Fallng In Love
33 SHAWN COLVIN Sunry (ame Home 33 SOFT CELL Tainted Love

34  ELTON JOHN Something About The Way You Look Tonight 34 PRINCE Kiss

35  DUNCAN SHEIK Barely Breathing 35 DESTINY’S CHILD Ko, No, o
36 SEMISONIC Closing Time a - 36

37  SPICE GIRLS 2 Become | " .2 i 37  BEASTIE BOYS Brass Monkey
38 FIVE When The Lights Go Out - 38 NATALIE IMBRUGLIA Torn
39 MARIAH CAREY Butterfy 4 7 39 TLC Waterfall

40  PUBLIC ANNOUNCEMENT Bady Bumpin Yippic-Yio - 40 ALLURE Al Cried Out

UNCLE SAM | Don't Ever Want To See You Again

AZ YET f/PETER CETERA Hard To Say I'm Sorry

PRAS MICHEL f/ODB & MYA Ghetto Supastar (That Is What You Are)

42 DAVE MATTHEWS BAND C(rash Into Me 42 BOYZ Il MEN A Song for Mama
43 JANET I Get Lonely 43  SHANIA TWAIN Youte Still The One
44  FASTBALL The Way 8 44  MONICA For You | Will
45  BEN FOLDS FIVE Brick EM’ 45
46  GROOVE THEORY Tell Me 46  BRANDY f/MASE Top Of The World
4F  SARAH McLACHLAN Adia 47
48  GREEN DAY Time Of Your Life (Good Riddance) 48  CELINE DION My Heart Will Go On
49  MIGHTY MIGHTY BOSSTONES The Impression That | Get 49

BRANDY Sittin’ p In My Room 50 CHUMBAWAMBA Tubthumping
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ORCHEST RA R&R CHR/POP

' BREAKER @
R&R HOTAC O-D
3 31* TOP 40-‘MAINSTREAM MONITOR
. ““ — 17* TOP 40 ADULT MONITOR
7* MODERN ADULT MONITOR
‘ 2* AAA MONITOR
— 17 MODERN ROCK

ALBUM CERTIFIED PLATINUM

OVER 71,000 ALBUMS SCANNED THIS WEEK
14* SOUNDSCAN ALBUMS

OVER 3,000 TOP 40 & TOP 40 ADULT SPINS
NEW THIS WEEK:

WKSS KRBE WROX WWMX
WOAL WZ0K WWLD  WAPE
WRVQ KRAV womp

PRODUCED BY PETER COLLINS
for Jill Music, Ltd.

= s e

Recorded and Mixed
by John Helbrock

Management:
Dave Kaplan Management, Inc.

BRIAN SETZER
‘ROHESAR S

]
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DON'T MISS THE BRIAN SETZER ORCHESTRA ON:
* THE VIDEO MUSIC AWARDS 9/10 @ W _
* THE LATE SHOW WITH DAVID LETTERMAN ON 9/18 e HEAVY

MUSIC TELEVRONS

+H #235

Watch 1 on September 3rd “The Swing Thing” at 10 p.m. & “Swingin' in Vegas” The Brian Setzer Orchestra Live at 11 pm
EXTENSIVE FALL TOUR STARTS OCTOBER 27TH

i
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A user’s guide to CHR and more on the web

Searching For ‘““Must Hear”’
Hit Radio On The Internet

By Gary Heller

{and | know he wouldn’t be offended by that term) I

have met during my tenure at R&R is a gentleinan by
the name of Gary Heller. Heller is one of those rare finds
an incredibly warm person, smart almost beyond belief, and
what | would call a secret weapon. While
currently not working in radio to pursue
some ungodly degree of the highest sort
at the prestigious University of Southern
California Annenberg School for Commu-
nication, Heller agreed 1o write a basic
user’s guide on how 1o listen to radio sta-
tions, music. and more on the web. For
those of you who haven't quite figured it
out and didn’t know where to turm, wor-
ry not, it’s Gary Heller 1o the rescue.

B y far, one of the nicest and most intelligent radio geeks

Today, many radio stations in the
United States and around the world are
broadcasting their signals over the Inter-
net. In fact, at least 18 R&R CHR report-
tng stations cin be heard live there. This
presents programmers with a valuable re-
source, as they can now monitor what
other stations are doing while they are
doing it.-Music programming, promo-
tions, personalities, air topics, liners, pro-
duction, commercials, and more can all
be analyzed to help programmers improve their own sta-
tions. This article will describe how and where to get play-
ers, suggest a few sites to bookmark as information sourc-
es, and will list some CHR stations in the U.S. and around
the world that can be heard over the 'Nel.

When [ travel to a new city, one of the first things I do
is tune my radio (o the local hit music station to find out
what the station is doing. Sometimes I am impressed with
the station, sometimes | am bothered by its programming,
but I always learn something. Hearing the station allows me
the opportunity to gain a fresh perspective from that sta-
tion’s programmer.

No longer do I have to drive across the country o hear
different programmers’ perspectives. Now I can just listen to
stations over the Internet. From the sanctity of my living-
room chair, [ can hear what Elvis Duran is saying this mom-
ing in New York, how Rick Dees is waking up Los Angeles,
what Dave Ryan is doing in Minneapolis, and what Kim &
Corbett are laughing about in Auckland, New Zealand.

Of course, before you can listen, you'll need the soft-
ware that will allow you to listen 1o the audio streams:
the RealAudio player and Microsoft's NetShow player.

In the year 2000, CHR will be a
strong format, providing the music
remains strong. Everything else
aside, it's always the songs. In the

year 2000, I will be older and,
hopefully, wiser.

name: LARRY KENT
POSITION: OM/INTERIM PD
CALL LETTERS: KISX
CITY: TYLER, TX

‘When | travel to a new
city, one of the first
things | do is tune my
radio to the local hit
music station to find
out what the station is
doing. Sometimes [ am
impressed with the
station, sometimes |
am bothered by its
programming, but |
always learn
something.

Both can be downloaded free of charge from the devel-
opers’ websites. Eisewhere on this page [ explain how to
get and install the software. It’s quite easy to do and well
worth the effort.

Finding WhatYou Need

To start your journey into CHR Inter-
net audio, I've listed those CHR R&R
reporters that can be heard over the "Net
along with their respective addresses.
These may not be the only CHR stations
that broadcast over the ' Net, but they are
the ones that [ have confirmed are ac-
tively in operation. (There are also a size-
able number of CHR-formatted Intemet-
only stations. Places to find these sta-
tions as well as broadcasters of other for-
mats are www.iimecast.com, www.broad-
cast.com, and www.audioactive.com.)

Improving Sound Quality

The sound quality of the signal will
depend upon the number of kilobytes
the station is streaming through the
player each second. The greater the
number of Kilobytes per second, the
better the quality of the sound. An
8 kbs stream will sound like a transis-
tor radio. Most stations will resemble
the 