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U2’s ‘Sweet’ Impact

Island Records is releasing U2's The Best Of 1980-
1990 on November 3. The CD features a single mix

OCTOBER 2, 1998

A Commitment To Radio

Although Emmis’ Jeft
Smulyan made a significant

of “Sweetest Thing” investment in television
that was reported stations this year, his

by 216 stations commitment to radio

in this, its impact remains strong. This week,
week. It ranked : the former Seattie Mariners
among the Most owner sits down with Erica
Added songs TH[ IND USTRY’S N[WS PAPER Farber for her Publisher's
at six formats. Profile, Page 116.

Kravitz

on tour

October

3 Milwaukee WI
4 Chicago IL

6 Indianapolis IN
7 Columbus OH
9 Detroit MI

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”

Flying Up The Charts

BDS Active Rock: 8-2* (+132) . Impacting MTV and Pop Radio in Mid-October
BDS Modern Rock: 14-9* (+214)  Early Adds This Week at WEZB/New Orleans and KPEK/Albuquerque
BDS Album Rock: 9-5* (+173)

R&R Active Rock: ©-© **tSales on the Album have more than
R&R Alternative: ®-® DOUBLED since the release of “Fly Away”***
R&R Rock: ®-®

‘/ www.virginrecords.com AOL Keyword: Virgin Records
1998 Virgin Records America. Inc.
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a few words too many

“Couldn't wait to get it on the air..
great mass appeal song...

lyrically brilliant!"
-Jim Schaefer-PD-KSTZ/Des Moines

,.
Y .
--‘

nistarv .com. Nl —L



www.americanradiohistory.com

I N S |

CMA REFLECTIONS

What a night it was in Nashville last week
... the CMA Awards telecast captured the
weelk, newcomers Dixie Chicks picked up
a couple of trophies, while Brooks &
Dunn samed their seventh consecutive
Duo of the Year win. Lon Helton — with
photographer in tow — attended all of the
great after-show parties and shares his

snaps with us.
Pages 61, 64

WINNING WITH WOMEN

Women 35-54 are at the center of the
core of AC radio. You win that demo,
you've won the format. With that in mind,

' Mike Kinasian visits with two key
stations in Phoenix and Philadelphia for

I their insights. He also lists AC's upper-
demo women winners.

l Page 74

GENERATIONAL MARKETING

A great new book by J. Walker Smith and
Ann Clurman called Rocking The Ages
offers a panoply of marketing insights
that not only apply to the building and
positioning of a radio station, but also can
be utilized by the sales, marketing, and
programming departments as well. Mike
McVay contributes a detailed review of
the book and the issue of generational
marketing.

D E

Page 16

¢ David Landau, Ken Williams become
EVPs at Premiere Radio Networks

* Brian Bieler named VP/GM
for KTXQ/Dallas

¢ Janet Gilmer-Rowser appointed
PD for WMXD/Detroit

© Clittord Brown Jr. now OMPD
of KDIA & KDYA/San Francisco
Page 3

(THis #] WEEK

CHR/POP
+ AEROSMITH | Don't Want To Miss A Thing (Coumba)

CHR/RHY THMIC
+ AALIYNH Are You That Somebody? (Atiantic)

URBAN

«R. KELLY Haii On A Baby (Jve)

URBAN AC

« TEMFTATIONS Stay (Motown)

COUNTRY

+ TN McGAMW Where The Green Grass Grows (Cord)
AC

« BACKSTREET BOYS 'l Never Break Your Hearl ()

HOT AC
+ GO0 GOO DOLLS inis (Warner Sunset/Reprise)

NAC/SMOOTH JAZZ

+ SOUL BALLET Blu Girl (Countdawn/Uniy)
ROCK

* CREED What's This Lits For (Wind-up)
ACTIVE ROCK

+ CREED What's Ths Lite For (Wind-up)
ALTERNATIVE

+ HOLE Celabrity Skin (DGC.Gatten)

ADULT ALTERNATIVE

» SHERYL CROW My Favorite Mistake (44 M)

NEWSSTAND PRICE $6.50

THE INDUSTRY’S NEWSPAPER
Radio’s ‘Star’ Wars

@ Critics attack as Capstar launches
technology that links stations, keeps cost low

By Jiv Kiam
RAR ALTERNATIVE EDITOR

In this wwmultuous and contro-
versial era of radio consolidation.
perhaps the most controversial
item of all has been Capstar's
ambitious and aggressive push to
implement a hard-drive-based
studio and link its Stations via a
wide area network (WAN)
dubbed the "Star System.”

While rabid critics have at-
tacked the Star System as sim-
ply a way for Capstar to use au-
tomation to purge jobs and cen-
tralize bland programming. my
recent tour of Capstar’s Austin
Star System hub reveals some-
thing much different: a compa-
ny using unprecedented.
cutting-edge software and net-
work technology to improve its
on-air product on a local level
while keeping costs low.

A Computer-
Based Future
“1 don’t think you are going 10
see oo many CD players or cart
machines on the convention
floor of the NAB this year™ So

yuips Allan Furst, GulfStar VP/
Programming. whose Capstar re-
gion has been the proving
ground for the Star System. Furst
is referring 1o the Prophet digi-
tal studio system. which elimi-
nales the need for those playback
devices. In fact. to understand
the Star System. you need 1o un-
derstand Capstar's vision of the
studio of the future. where PDs
program scgucs and jocks need
to worry about only one thing:
enlertaining the listener.

For Capstar, the future is the
hard-drive-based Prophet sys-
tem. The Prophet system is a so-
phisticated radio programming
control center that stores and
processes all of ‘the on-air units
that make up a radio station.
Each individual who is respon-
sible for radio content stores his
or her contribution on the sys-
1em’s hard drive: The production
director cuts and saves a com-
mercial, the music director codes
and stores songs. and the jock
records and stores his or her

‘STAR’ WARS/Soe Page 25
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David Field Now Entercom Prez

I Joseph Field retains Chairman & CEO titles

David Field has been promot-
ed 1o President of Entercom. He
retains COO dutics. but will re-
linquish his CFO title when a
new CFO is named. His father.
Joseph Field. had been Chair-
man. CEQ. and President, and

. keeps the first two posts,

“"David’s new title is a befter
reflection of his role in the com-
pany.” Joseph Ficld stated. "He
has done an outstanding job
overseeing our operations and fi-
nancial activities and has played
a key role in our corporate acqui-
sitions and strategic develop-
ment. | look forwand to working
closely with him in his new ca-
pacity.”

David Ficld responded. “foc is

blessed with an extraordinary in-
teilect, which he relentlessly ap-
plies to overcome the most vex-
ing problems and challenges.

FIELD/Sos Page 25

Entercom/Seattie N/T Trio
Prepares For Possible Strike

M Labor talks with AFTRA stalled since June

By Matt SpanGLER
RER WASHINGTON BUREAL

Nearly 60 employees of Enter-
com/Seattle’s News KNWX.
AM. News/Talk KIRO-AM.
and Talk KIRO-FM could go on
strike if disagreements in nego-
tiations over a new contract be-
tween the company and their
union. the American Federation
of Television & Radio Artists
(AFTRA), aren’t resolved when
talks resume later this month.
The central issue dividing the
two sides is AFTRA's contention
that Entercom wants to include
language in the contract allowing
it o fire anybody anytime for
any reason.” according to John
Sandifer. Exec. Director of
AFTRA's Seattle tocal.

“Both sides are prepared for
the eventuality of a strike.” San-
difer told R&R. Entercom attor-
ney Henry Farber told R&R.
however. that the union has not
notified the company of the em-
ployees” intention to strike. “We
believe these issues can and
should be solved at the bargain-
ing table.” he said. “and we're
going to work hard 10 make that
happen.”

Several points of conention
brought previous negotiations
over a new contract between En-
tercom and AFTRA 1o a hall in
June "98. Those were the first
talks since the company took
over the stations from Bonneville

AFTRASoe Page 12

Jury Gets CBC-ABC
Case After Bitter
Closing Arguments

By Davip Buair
SPECIAL TO RAR

Attorneys for Children’s
Broadeasting Corp. and ABC/
Radio Disney sent jurors into
deliberations last Thursday (9/
24) after particularly bitter clos-
ing remarks. CBC brought suit
against ABC two years ago,
claiming ABC breached its con-
tract o seil adventising and bring

on more affiliates and that it |

misappropriated confidential
business information. The six-
member jury had not reached a
verdict by R&R's Tuesday press
time.

In his nearly bhour-long clos-
ing remarks in U.S. District
Court in St. Paul. ABC attorney
Paul Klaas ridiculed CBC’s
$177.2 million damage claim as
“wacky.” Referring 1o CBC’s
persistent inability to find high-

CBC/Ses Page 25

. - :
= 2 L]

The No. 1 Hitter Meets A No. 1 Hit-Maker!
Aerosmith’s Steven Tyler didn't miss a thing when CHR/Pop KSLZ arranged for him to travel to St. Louss a day
before his band's scheduled concert and get crazy with that amazing home-run king, Mark McGwire. Tyler
showed he has what it takes by throwing out the first prtch at Busch Stadium, with Z107.7 MD Rich Stevens
umpiring behind home plate. Showing some swaet emotion in the Cardinals’clubhouse ara (k) Columbia P/
Pop Promotion Lee Leipsner, Stevens, McGwire, KSLZ PD Jeff Kapug, andTyler.

<

Join us for R&R Convention '99, next June in Los Angeles!

www.americanradiohistorv.com
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Have You Ever?

Heard of such a true
multi-media superstar...

TV

tar of MOF atched by over 4 million people weekly

and CINDERELLA. viewed by over 60 m
Pertormed on the 1998 Emmy Awards
M d f Award

H tin thgd
- afmer”
MAGAZINES

Guide. Teen People
E n e

MULTIMEDIA

er Grrl & Cang
music

re tha ums

The follow up to the #1 smash hits

“The Boy Is Mine”
and “Top of the World”

from the double platinum album

26 IMPACTING NOW! NEVER SAY NEVER

Vritt e Wa
Produced and ar y David F f rimaker, In
Ex t d dney Jerkin

e e

MOVIES

ucipated segq@el g |
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Landau, Williams
EVPs As Premiere |
Resets Sales Mgt. |

Premiere Radio Networks has
restructured its sales management
staff, merging Multiverse Net-
works' and Premiere’s sales staffs
into one team. As a result. Multi-
verse co-founders/co-Presidents
David Landau and Ken Willlams
have been appointed Exec. VPs for
Premiere and will report to Pre- i
micre President/COO & Director/
Sales Kraig Kitchin.

“We believe this change will sig-
nificantly benefit our customers.”
Kitchin said. “David. Ken. and our
entire sales management performed
miracles in this tough business
year. There's so much good talent
under one roof.”

Landau will focus on sales strat-
egies and the development and im-
plementation of the company’s
business plan from offices in New
York Williams. based in Los An-
geles, will be responsible for sales
operations. including pricing and |
inventory management. as well as
Premiere’s sales representative re- |
lationships. “We are very excited
about the merging of our significant |
and high-caliber resources and are |
looking forward 10 a great year” |
Landau said.

PREMIERE/See Page 25
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Chancellor Media held its annual managers' meeting recently in Tucson.
where the company gatheved its anormous (and. with the upcoming Cap-
slar roll-up on the vy, So0n [0 be Growing) CORSI-lo-COAst MAanagement
team. The 1.0 iist 1s jarmmed i our fax machng. so kel free to grab the
syepiece nearest you 10 locale & friend or loved one.

‘Janet G’ Now WMXD/Detroit PD

Janet Gilmer-Rowser. known as “Janet G 10 Detroit radio listeners
and fellow employees. has been promoted 10 PD at Chancellor Media's
Urban AC WMXD-FM (Mix 92.3). Gilmer-Rowser, maost recently Asst.
PD/MDVmiddayer at Urban sister WILB-FM. succeeds Monica Starr, who
had been on indefinite medical leave.

“Naming Janet was a big relief for me.” WMXD Sr. VP/AGM Verna Green
wid R&R. “I'm really happy because ['m able to demonstrate how the
two stations work and that it is a natural progression of respon-
sibility from WJLB and WMXD. Our listeners progress from one station
1o the next, and so does our managemnent. To have Janet in this position
is really good for both stations. IU's an opportunity %o demonstrate for em-
ployees that we can and do promote from within.”

.Gilmer-Rowser commented. “I'm just so excited and pleased for the op- l
‘ portunity and the way the natural progression happened. I've leamed so

much about radio a1 WILB. I'm just Jooking forwand 10 being at WMXD
and taking something that's really a good product and making it better”

GLMER-ROWSER/See Page 25

Bay Bridge Banks |
: On Brown As KDIA
& KDYA/SF OM/PD

other factors.

LOOKING BACK

What Ever Happened To? ...

ver the years, there have aways been a collection of legand-

ary call letters around the country that young DJs hoped 1o
include on their airchecks. But thanks to the sands of ime. many
of those calls were rendered useiess due lo format changes or

The three-letter calls (such as WHNNew York or KYA/San Fran-
cisco) went to the grave. but others relocated to smaller markets
. Here's an abbreviated list of former big-time calls and where they

Bay Bridge Communications has
named veterun
Urban broad-
caster Clifford
Brown Jr. OM/
PD of Urban AC
KDIA-AM/
Vallejo-San
Francisco and
Gospel KDYA-
AM/Qakland-
San Francisco.

resice now: Brown. who has " -
WiLoMow Yok — Fichburg, MA | WEAM/Washinglon — Colembes, GA been in broad- B
KMPCAss Angeios — Ablless, TX | WOS2/Sesina — Saint Alvass, WY casting for 25 years, most re-
WMET/Chicage — Guithershary, MD | WRIYR/isml — Maritiin. M5 cently served as PD of KQBR/
WIBG/Philadeiohia — Beomn iy, W) | WIBVAIsata — Ridgetrnd; M8 Sacramento.
KBOX/Boltay — Lompes, CA KTT/3en Bisgs — Shrwvepart, LA KDIA & KDYA GM Ron Jordan
WPELPittshurgh — Macen, 84 told R&R. “With Clifford coming
aboard. we were looking for some-
onc who has a tremendous amount
Sticidng With Radio For 25 Years of experience in Urban radio. sume-

one who understood radio in the
Bay Area. and who has a keen un-
derstanding of what it means to take
a station to the next level. Clifford

HOW TO REACH JS RADIO & RECORDS iNC./ 10100 SANTA MONICA m;o.. STH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

MNEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

BROWN/See Page 12
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' Bieler Becomes KTX0Q-FM/Dallas VP/GM

Former Viacom Radio
Group President Briam
Bieler has been named
| VP/GM of Chancellor’s

Oldies KTXQ-FM/Dal-

Ilas. Last month, Chancel-

lor flipped the heritage

Rock station to a Rhythmic

Oldies format. The compa-

ny operates KTXQ under

an LMA with Capstar and

possible programming is
the perfect recipe for
suecess,” Chancellor Sr.
VP/Regional Operations
George Toulas said. “Chan-
cellor’s history of top 10
market turnarounds speaks
for itself. and we're delight-
ed to have the opportunity
10 continue this tradition in
Dallas at KTXQ."

expects 10 assume station
ownership following the
close of its merger with Capstar.
“Brian’s extensive radio broad-
casling experience combined with

Bisler

A 28-year radio veteran.
Bicler most recently served
as VP/GM for Chancellor's KOOL-
M & AM/Phoenix. He served as
President/founder of Westworks

has a keen sense of programming |

Chancellor’s commitment 10 pro-
vide Dallas listeners with the best

An Elektra-fying Evening
]

BIELER/Ses Page 10

Packed 1o the gills with superstars and industry heavyweights, Eleitra En-
tertainment Group threw Quite & bash thy 10 ¢ the rek of
Keith: Sweat’s new CD. Stil In The Game. The party ook piace at Club
Carton in New York, and some of those prasent were (1) Elekira Sr. VP/
Promo Greg Thompson; R&R Dir./Charts & Formats Kevin McCabe. mu-
sic sales nep Missy HaMey, and Publisher/CEQ Erica Farber; Elektra la-
‘bel-mate Busta Rhymes; Elektra’EEG CEQ Syia Rhone. and R&R CHR
Eovtor Torty Novia.

WEBSITE: www.rroniine.com

310-788-1625  310-203-8727 Moreinio @ rronling. com OPPORTUNITIESMARKETPLACE: 210-788-1821  310-203-8727  kmumnaw @ rronline.com
310-788-1699  310-203-9763 newsroom @ rronline. som EDITORIAL, OTHER DEPTS: 310-553-4330 310-203-8762  madroom @ rroniine.com
310-788-1675  310-553-4056 i @ rrondine. com WASHINGTON, DC BUREAU: 202-463-0500 202-463-0432 mic@ rroniine.com {
310-553-4330  310-203-8450 hrnowry @ TONENS.00M NASHVILLE BUREAU: 615-244-8822 615-248-6855 Inelton @ fronine.com !
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Mega Communications Sees Mega Growth

UJ Two-year-old radio company wants to be a major player

By JErEMY SiiwkDer
R&R WASHINGTON BUREAU

For two years, New Jersey-based Mega Broadcasting Corp.
was a tiny blip on the radar screen of radio group owners. Then,
last week. the broadcasting company, which targets Hispanic
listeners, was bought by a new investor in a $14.75 million le-

veraged buyout.

In a matter of days. the newly
named Mega Communications Inc.
increased its size by 50% through
three acquisitions, announced plans
to enter four more markets within a
year. and will most likely see annu-
al revenue at least double in 1998.

Maybe the company should change
its name to “Mega Expansion.” “I
don’t think that anybody really
looked at us the-first two years,” said
Alfredo Alonse, who maintains his
President/CEO title for the new com-
pany. | think that will change.”

Mega. which owns almost exclu-
sively 1000- t010,000-watt AM sta-
tions with_a Spanish music format,
was founded in August 1996 by
Alonso with an initial $1.7 million

investment. Mega Broadcasting’s
first purchase was WURD-AM/Phil-
adelphia for $1.5 million. Over the
next year. Mega bought five more
stations, all targeted toward Hispanic
listeners in mid-market cities.

Prior to last week's buyout by ih-
vestor Adam Lindeman, Mega
owned WLAT-AM/Manchester
(Hartford) & WNEZ-AM/New Brit-
ain (Hartford). €T; WBDN-AM/
Brandon (Tampa-St. Petersburg);
WKDL-AM/Silver Spring (Wash-
ington, DC), MD; WKDV-AM/Ma-
nassas (Washington, DC), VA, and
WURD-AM/Philadelphia.

But Lindeman, who also own the
Caliente Music label. thought that
Mega had great growth potential.

Since his buyout, the company has
moved quickly to purchase WNFT-
AM/Boston for $5 million from CBS
Corp.. pay $2 mitlion for WSSJ-
AM/Camden (Philadelphia), PA; and
spend $3.5 million for WGUL-FM/
Dade City (Tampa-St. Petersburg),
the company’s first FM station.
"The premise of [Lindeman's) in-
vestment was to grow this company
and to grow it quickly.” Alonso said.
“The feeling is that Spanish rudio is
hot right now. There is a lot of at-
tention being paid to Spanish rudio
from the adventising community.”

Still A Minor Player
Mega shouid have 1998 revenues
of about $20 million, Alonso said. a
vast improvement over 1997°s $8
million. But despite Mega's recent
expansion, it is still far from a top-
echelon player in the Hispanic radio

MEGA/See Page 8

Talleyrand Drops Deal for Citadel’s PA Quad

[ Buyer fires on DOJ for squashing deal

BY JivRey YoRKE
R&R WASHINGTON BUREAU CHIEF

Concerns over advertising revenue market share by the De-
partment of Justice collided head-on last week with Talleyrand
Broadcasting Inc.’s $8.5 million offer to buy four Citadel Broad-
casting Co. outlets — WBLF-AM, WRSC-AM, WIKN-FM &
WQWK-FM — in State College, PA, putting an end to the deal.

The DOJ Antitrust Division imme-
diately announced that Talleyrand’s
which claims about 28% of the
market revenues with its WZWW-
FM — acquisition of the quad would
give the group 46% of the ad pie and
nsk sending ad rates upward.

“Had the deal between Talleyrand
and Citadel been consummated. busi-
ness consumers in the State College
market would likely have paid high-
er prices for radio advertisements,”
said Joel Kiein, Assistant Attorney
General. “The abandonment of this
deal means that competition in the
market will be maintained.”

{eaqufkv

That wasn’t music to Talleyrand
President Dan Barker's ears. 'l take
offense to that. That’s such a bunch
of self-serving political crap. Any-
time you buy something, work on it,
build it. and make it grow, rates are
going to go up somewhat,” Barker
told R&R this week. “What they are
doing is busywork.

“It’s the kind of paperwork de-
mand that shuts a business down.
It’s a request for everything you
have in your files. It's just a nasty
situation. What do you do if you
are a small operation?” asked
Barker.

ar
hieve sur"
nd ac S odds, oF

Barker said that, ultimately, the
DOJ “decided that | wasn’t going 10
do the deal. You are toid [by the
DOJJ. because if you do it (buy the
four stations], you'll get smacked.”
He said the original purchase ofter.
which included WGLU-FM &
WQKK-FM/Johnstown, included
cash flowing and non-cash-flowing
outlets, and that the DOJ suggested
that he sell the revenue gencrators to
make the deal work.

While Barker said he understands
why the DOJ js watching market
shares in deals, he believes that
small markets are the reason that
first duopolies, then market expan-
sion, came into effect to help floun-
dering small-market operators. *It
makes sense to get all of those sta-
vons that are just squeaking by un-
der one roof.”

Auction Exemptions May Be Included In Bill
R ep. Charles Taylor (R-NC) may be introducing a provision to one of the
appropriations bills now facing a floor vote in Congress. It would
exempt applicants for broadcast licenses that went through at least part of
the comparative hearings process from broadcast auctions, sources
familiar with the legislation toid R&R. Taylor's constituency includes
Asheville, NC broadcaster Orion Communications, which was reinstated
as the operator of 96.5 MHz in Asheville after 10 years of heanngs within the
FCC and a subsequent court battle. Last month, the FCC issued an order
stating that comparative hearings cases would be resotved through
auctions.

FCC To Stop Collecting EEO Reports

he FCC halted its collection of broadcast hiring practice reports on

Wednesday (9/30), following the recent court ruling that struck down
the agency's EEQ rules. FCC Chairman William Kennard said thatthe FCC
will focus on developing revised rules for now, but will eventually go back to
collecting the hiring data once those rules are in place. The FCC is stil
considering whether to challenge the DC Appeals Court's ruling.

Sillerman Buys More SFX Ent. Stock

FX Entertainment Exec. Chairman Roben Sillerman bought 236,786
shares of Class A common stock for $6.6 million ($28 per share).

‘Continuing Resolution’ Keeps FCC In Business

he FCC s currently operating under a “continuing resolution,” entitling

it to remain open for business until Oct. 9 while Congress and the White
House haggle over the commerce, state, and judiciary appropriations bill,
which includes the FCC's budget for fiscal year 1999. Like the rest of the
federal govemment, the agency's funding was scheduled to run out on Oct.
1, but iast week the president signed a stopgap funding measure. The
Commerce bill will likely be wrapped into a omnibus budget package that
Congress will consider next week, according to House Appropnations
Committee spokeswoman Elizabeth Morra. If that doesn't occur, the
commission “would take turther instructions from the Office of Management
and Budget,” FCC spokesman David Fiske told R&R.

Chancellor Raises $750 Million

C hancellor Media Corp. brought in $250 million more than anticipated in
a high-yield corporate bond sale last week. An official at underwnter
Goldman Sachs told the Dow Jones news service that market demand led

Gontinued on Page 25

R&R/Bloomberg Radio Stock Index

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

Change Since

One Year Age  One Week Age 9/18/98  Onc VYear Age  Owne Week Ago

Radio Index 166.41 19101 177.20 +14.78% +7.79%
Dow Industrials ~ 8030.58 R028.77  7895.66 ~12% +1.69%
S&P 500 965.03  1044.75  1020.09 +8.26% +2.42%

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

the nation's top high
school and amateur
athletes, male and

ere 0o
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A ome th
gradgg, ¥erco ple in their

Y exam .
Wh:m.w::\::\"ﬂy are ploﬁled. I. |

T \ e o B Get the full story.
' all 1-800-334-5800 -

l\_ all sports,
www.teamcheerios.com

boys and
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WOULD YOU LIKE TO
GET MORE RATINGS
SUCCESS OUT OF
YOUR PERCEPTUAL
RESEARCH?

Do you find yourself wondering sometimes about the real value that your station gets from your perceptual studies?
Sure, all studies of this sort develop some interesting data and can be considered “helpful,” but how much do your
studies really impact your ratings and profitability?

Over the past 20 years, we’ve been privy to the intimate details of hundreds of radio battles. In many cases, we've
witnessed tremendous victories; in others, abject failures. In nearly every instance, the station had employed someone
to do a perceptual study for them. So, what made the difference? Almost every station that won big did three things:

They created a smart strategy They allocated the resources 3 They stayed with the strategy
that took advantage of an necessary to implement that (updating and revising tactics
opportunity in the market. strategy. ] as conditions changed) until the

goal was achieved.

Notice that we said “almost” every station did these things. There were stations that had success simply because they had
very good luck. While we believe in the helpfulness of good luck, we don’t like to count on it.
At Moyes Research Associates, we count 6n two things:

* Advanced perceptual studies that we custom-design and conduct for each station; and

e Qur 7 STEP SMART™ SYSTEM. It's a proprietary strategic system that is key to the success

of every station our company works with.

Strategic research and guidance is our specialty...it's all we do at our company. And we do it for some of the most
successful stations in large markets like Los Angeles, Philadelphia, Phoenix, Tampa, Chicago, Denver, Boston, San Diego,
Seattle and Pittsburgh, and other markets the size of Orlando, Knoxville, Tucson, Columbus, Reno, Greensboro, Nashville,
Birmingham, Omaha, Wichita and Spokane.
Before you spend another dime on perceptual research, talk with us. Let’s see if - together — we can unlock your full
ratings potential.

Mike Shepard Bill Moyes Do Gilmore
Senior VP President Executive VP

Moyes Research Associates

| AMERICA'S LEADING STRATEGIC ADVISORS

205 EAsT CHEYENNE MOUNTAIN BI.VD
CoLorRADO SPRINGS, CO 80906

719.540.0100

If you'd like to schedule an appointment to taik at the N.A.B,, please call today.

www.americanradiohistorv.com
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DEAL OF THE WEEK 1998 DEALS TO DATE

Dollars To Date:  $7,823,146,469

(Last Year: $12,238,635,557)

-AM &
‘M/Burlington Dollars This Week: ,633,300
gg’;sl;:;ﬂlon l d ) (Lasgclr $54,588,700)
' Stations Traded This Year: 1632
(Last Year: 1973)
Stations Traded This Week: 30

TRANSACTIONS

(Last Year: 36)

Jacor Adds Two For Six-Pack In Hawkeye State
[ Acquires Burfington duo for $5.7 million; Mega gets first FM in Tampa Bay

The Week
KBUR-AM & KGRS-FW
Burlington, 1A

PRICE: $5.7 million

TERMS: Asset sale for cash

BUYER: Jacor Communications,
headed by President Randy Michaels.
it owns 226 other stations. Phone: (606)
655-2267

SELLER: LWM Inc._, headed by John
Weir. Phone: (319) 752-2701
FREQUENCY: 1490 kHz; 107.3 MHz
POWER: 760 watts; 100kw at 430 feet
FORMAT: AC; Hot AC

BROKER: The Connelly Co. Brokerage

@

COMMUNICATIONS
EQUITY
ASSOCIATES

WBTS-AM/Bridgeport
PRICE: $5000
TERMS: Asset sale for cash

| BUYER: KEA Radio Inc., headed by

President Ronaid Livengood. it owns
seven other stations. including WKEA-
FM/Scottsboro and WMXN-FM/Steven-
son.

SELLER: Remal McCloud and Dar-
ren McCloud, executors of the estate
of Roy McCloud. Phone: (205) 495-
2274

FREQUENCY: 1480 kHz

POWER: 1kw day/39 watts night

FORMAT: This station is cumently si-
lent.

KESE-AM/Bentonville
(Fayetteville)

PRICE: $100,000

TERMS: Asset sale for cash

BUYER: Lerita Huff. Phone: (501) 553-
2416

SELLER: JEM Broadcasting Co. Inc.,
headed by President Elvis Moody.
Phone: (501) 273-9039
FREQUENCY: 1190 kHz

POWER: 2.5kw

FORMAT: Nostalgia

Communications Equity Associates
invites you to attend

The CEA Financial Breakfast

at the

NAB Radio Show

Seattle, Washington

with a keynote address by

Harold W. Furchtgott-Roth

FCC Commissioner

Followed by a panel of top industry experts discussing:

What does the turmoil in the
financial markets mean for broadcasters?

Thursday, October 15, 1998

7:30 a.m.

- 8:45 a.m.

Washington State Convention & Trade Center
Room 6E

CEA isamember of the National Association of Securities Dealers, Inc. and its
professional associates are registered with the NASD.
Member SIPC.

TRANSACTIONS AT A GLANCE

© WBTS-AM/Bridgeport, AL $5000

© KESE-AM/Bentonville (Fayetteville), AR $100,000

© WGUL-FM/Dade City (Tampa-St. Petersburg), FL $3.5 million

© WKAM-AM & WZOW-FM/Goshen (Elkart-South Bend), IN $500,000
© WYLA-FM/Lacombe & WYLK-FWFoisom, LA $1.7 million

© WQSS-FM/Camden (Augusta) & FM CPAsleboro Island, ME

$882,000

© WNTN-AM/Newton, MA $602,800

© WCLS-FM/Oscoda, M! $312,500

© WSPW-AM/Bridgewater, NJ $260,000

© WSSJ-AM/Camden, NJ (Philadeiphia) $2 million

© WDSL-AMMocksville, NC $30,000

o WUCO-AMMarysville, OH $190,000

© KTJS-AMMHobart (Lawton), OK $182,000

© KOCC-FWOKiashoma City $1.2 miltion

© WATO-AM/Oek Ridge (Knaxvilie), TN $289,000

© KFYN-AM & KFYZ-FM/Bonham, TX $1.15 million
© KBOC-FMW/Bridgeport, TX $520,000

© KNET-AM & KYYK-FM/Palestine, TX $1.025 miliion
© KPLV-FM/Port Lavaca (Victoria), TX $500,000

© KKAS-AM & KWDX-FWSiisbes (Besumont), TX $400,000
© KNAL-AMNVictoria, TX No cash consideration

¢ KTUR-AM/Tooele (Sdl Lake City), UT $585,000

e ] vassechusens

WGUL-FM/Dade City
(Tampa-St. Petersburg)

PRICE: $3.5 million
TERMS: Asset sale for cash
BUYER: Mega Communications Inc., |
headed by President Alfredo Alonso.

It owns eight other stations. Phone:
(201) 541-9555

SELLER: WGUL FM inc., headed by
President Steve Schurdell. Phone:
(813) 442-4027

FREQUENCY: 96.1 MHz |
POWER: 2 8kw at 482 feet
FORMAT: Nostaigia

(S . {
WKAM-AM & WZOW-FMW/
Goshen (Elkart-South
Bend)

PRICE: $500.000

TERMS: Asset sale for cash

BUYER: van Hawke-Johnson Com-
munications LLC, headed by Presi-
dentR. Douglas Hawkes. He owns two
other stations. Phone: (616) 782-5106
SELLER: Northern Indiana Broad-
casters Inc., headed by President Lynn
Bradiey. Phone: (219) 534-3698
FREQUENCY: 1460 kHZ; 97.7 MHz
POWER: 2.5kw day/500 watts night;
1.8kw at 482 feet

FORMAT: AC/Sports; Rock

WYLA-FM/Lacombe &
WYLK-FM/Folsom

PRICE: $1.7 miilion

TERMS: Asset sale for cash

BUYER: Styles Broadcasting of Lou- (
isiana Inc., headed by President Kim
Styles. She owns one other station. |
Phone: (850) 230-5855

SELLER: The Radio Co. Inc., headed
by President Charies Winstanley. He
owns two other stations. Phone; (540)
626-4483

FREQUENCY: 94.7 MHZz; 104.7 MHz
POWER: 3.4kw at 443 feet; 6kw at 328 |

feet
FORMAT: Country; Country

WQSS-FM/Camden
(Augusta) & FM CP/
isleboro Isiand

PRICE: $882,000

TERMS: Asset sale for cash

BUYER: Gopher Hill Communica-
tions, headed by President Charles
Hutchins. it owns two other stations.
Phone: (207) 847-4242 |
SELLER: Megunticook Gramophone |
and Redio Inc., headed by President
Kevin Keogh.

FREQUENCY: 102.5 MHz; 105.5 MHz
POWER: 7.9kw at 1200 feet
FORMAT: Solt AC

PRICE: 3602.000

TERMS: Asset sale for cash

BUYER: Colt Communications LLC,
headed by Robert Rudnick. Phone:
(617) 566-4985

SELLER: Newton Broadcasting
Corp., headed by President Orestes
Demetriades. Phone: (617) 969-1550
FREQUENCY: 1550 kHz

POWER: 10kw

FORMAT: Ethnic

|

WCLS-FM/Oscoda

PRICE: $312.500

TERMS: Asset sale for cash
BUYER: Ives Broadcasting Inc.,
headed by President Robert Currier.
It owns four other stations. Phone: (517)
354-4611

SELLER: Spectrum Communica-
tions Inc., headed by Chairman James

Leighty.
FREQUENCY: 100.7 MHz
POWER: 20.5kw at 361 feet

FORMAT: Country )
m

WSPW-AM/Bridgewater

PRICE: $260.000

TERMS: Asset sale for cash

BUYER: New Jersey AM Radio LP,
headed by Stephen Scola. It owns four
other stations. Phone: (973) 538-1250
SELLER: Bridg Broad: ing
Co. Inc. Phone: (308) 722-8442
FREQUENCY: 1170 kHz

POWER: 243 watts

FORMAT: Sports

WSSJ-AM/Camden

' (Philadeiphia)

PRICE: $2 million

TERMS: Asset sale for cash

BUYER: Mega Communications inc.,
headed by President Alfredo Alonso.
It owns eight other stations, including
WURD-AM/Philadeiphia. Phone: (201)
541-9555

SELLER: WSSJ Broadcasting LP,
headed by Owner Pat Deisi. Phone:
(609) 365-5600

FREQUENCY: 1310 kHz

POWER: 1kw day/250 watts night
FORMAT: Misc.

BROKERS: Force Communications
& Consultants and Richard A. Fore-
man Associates inc.

North Carolina

WDSL-AM/Mocksville
PRICE: $30,000

l TERMS: Stock purchase agreement

BUYER: Davie Broadcasting Inc.,
headed by President Margaret Tilley.

Continued o Page §
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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 resuits.

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, L1.C

FIrRsT IN FULLY-DIGITAL Music LiBRARY 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.

www.americanradiohistorv.com


www.americanradiohistory.com

8° R&R Octover 2, 1998

Stocks Fall As Fed Lowers Rates

By MATT SPANGLER
R&AR WASHINGTON BUREAL

Radio stocks reacted to the Federal Reserve Board's announcement
Tuesday that it was lowering the benchmark federal funds rate 25
basis points, to 5.25% from 5.5%, by falling. The R&R/Bloomberg
Radio Stock Index closed down 6.43 points to 185.50 that day.

The broader-market indices were
down as well. The Dow dropped
28.32 points to close Tuesday at
8080.52, while the Nasdaq declined
5.17 points to finish at 1734.05. Wall
Street attributed the diminishing per-
formance to the market’s built-in cut
of 25 basis points. Many in the in-
vestment community had banked on
the Fed's reducing the short-term in-
terest rate 50 points (o 5%. Some an-
alysts speculate. however, the rates
could be cut further within the com-
ing year.

Radio analysts agree that the poli-
cymaker’s move to cut rates and

thereby boost the sagging economy
(real gross domestic product fell in
the second quarter to 1.6% from
5.5%. while radio revenues were up
to 11% from 9% in that period) is
good news for the industry.

“1 think [Fed Chairman Alan
Greenspan] has sent a vote of con-
fidence to the economy,” First
Union Capital Markets analyst
Bishop Cheen told R&R. Still, 1
don’t think radio is going to get any
extra benefit out of this, more so
than the auto pdns guy or the home
builder or the grape juice manufac-
turer.”

The interest rate cut is also de-
signed to lower the cost of lending |
for banks and thereby boost lending. :
Analysts agreed. however, that radio
has not been lacking for financing f
duning its two-year-plus consolida-
tion boom. 1 don’t know how you |
encourage banks to lend more to ra-
dio.” Cheen said.

What has slowed consolidation, |
however, is that radio companies
have not been able to go to the pub- |
lic market for debt or equity financ-
ing over the past couple months |
while the economy has been on the
skids. “If there was an extended pe-
riod of lowering interest rates, and
the economy reacted favorably 10
that,” Lehman Brothers analyst Tim
Wallace 10ld R&R. "I think the pub-
lic markets would open up again.”

RADIO BUSINESS

T L AR e e e S e T

Continued from Page 4

market. Companies like Heftel
Broadcasting Corp., with 39 radio
stations and 1997 revenues of $164
million (according to BIA Re-
search). and Spanish Broadcasting
System, with 12 stations and reve-
nues of $77 million, still dominate
the field.

Alonso, a former vice president at
Spanish Broadcasting System. said
that Mega is intentionally shying
away from direct competition with
those big-market players. He refers
10 Mega as a “second-tier” compa-
ny right now. “It would be prema-
ture for us to look to butt heads with
those two companies,” Alonso said.
“They are well-established and have
been around a long time. We want
10 become the third player.”

Alonso hopes 10 bring his compa-
ny into the Orlando market before
the year is out. Other targets are sta-

tions in Denver, Atlanta. and Las
Vegas.

Mega's basic strategy is simple —
buy an affordable station that serves
the Hispanic population. convert it 1o
a Spanish format, and watch the prof-
its come in. “Everybody looks at New
York and Miami as obviously the two
major markets,” he said. “But people
maybe don’t realize that there is a
sizeable Hispanic population in Phil-
adelphia. Washington, and Tampa.
Sizeable enough that you could have
a full-time station run professionally
that could make money.”

And while most of the stations that
Mega has purchased have been in the
$1 million to $5 million rnge, Alon-
so said that Mega could cut a big-
money deal if the situation was right.
“If we have the opportunity 10 buy a
$20 million or $30 million radio sta-
tion, it will be purchased,” he said.
“We don’t have a max of what 10
spend on a rdio station.” |

TRANSACTIONS
iuzad

Cont trom Page 6

Phone: (704) 876-4774

SELLER: Claybom Lunsford. Phone:
(704) 592-5981

FREQUENCY: 1520 kHz

POWER: Skw

FORMAT: Country

WUCO-AM/Marysville
PRICE: $190,000

TERMS: Asset sale for cash

BUYER: Frontier Broadcasting LLC,
headed by President Thomas Plerce.
Phone: (614) 898-5080

SELLER: Jack Frost. No phone num-
ber listed

FREQUENCY: 1270 kHz

POWER: 500 watts

FORMAT: Country

1 Oklahoma

KTJS-AMHobart (Lawton)

PRICE: $182,000

TERMS: Asset sale for cash

BUYER: Fuchs Broadcasting Co.,
headed by Alfred Fuchs. He aiso owns
KSIW-AM/Woodward. Phone: (580)
726-5656

SELLER: Altus Radio Inc., headed
by President Galen Glibert. He also
owns KWHW-AM & KRKZ-FM/Altus &
KQTZ-FM/Hobart (Lawton). Phone:
(580) 482-1450

| FREQUENCY: 1420 kHz
POWER: 1kw day/360 watts night
FORMAT: Country/Talk

KOCC-FM/Okiahoma City
PRICE: $1.2 milion

TERMS: Asset sale for cash
BUYER: Educational Media Founde-
tion, headed by President Richard |
Jonkins. It owns 12 other stations.
Phone: (916) 928-1515 .
SELLER: Okishoma Christian Uni-
versity. Phone: (405) 425-5166
FREQUENCY: 88.9 MHz ’
POWER: 4.31kw at 502 feet

FORMAT: AC

, Tennessee [

WATO-AM/Oak Ridge |

(Knoxvilie)
| PRICE: $289,000
TERMS: Asset sale for cash
BUYER: Metrowest Radio LLC,
headed by Chief Manager Douglas
Home. It aiso owns WESK-FM/Loud-
on (Knoxwilie). Phone: (423) 531-6010
SELLER: WATO Inc., headed by Pres-
ident Ron Meredith. He owns one oth-
er station. Phone: (423) 482-1290
FREQUENCY: 1290 kHz J
| POWER: Skw day/500 watts night |

FORMAT: Talk

TR

| KFYN-AM & KFYZ-FW
Bonham

PRICE: $1.15 million

| TERMS: Asset sale for cash

BUYER: North Texas Radic Group
LP, headed by Manager Richard |
Witkovskl. He owns three other ra-
dio stations pending closing agree-
ments. Phone: (972) 931-6055
SELLER: Bonham Broadcasting Inc.,
headed by President Roy Floyd. |
Phone: (903) 583-3151
FREQUENCY: 1420 kHz: 98.3 MHz
POWER: 250 watts day/150 watts night;
25kw at 272 feet

FORMAT: Country; Country !
BROKER: George Moore & Associates |

KBOC-FM/Bridgeport

PRICE: $520,000

TERMS: Asset sale for cash

BUYER: North Texas Radio Group |
LP, headed by Manager Richard

| Whtkovski. He owns three other radio

stations pending closing agreements.
Phone: (972) 931-6055

SELLER: Community Broadcast Net-
work, headed by Owner Ted Haynes.

| Phone: (840) 683-5486

FREQUENCY: 98.3 MHz

POWER: 6kw at 226 feet

FORMAT: Country

BROKER: George Moore & Associates

KNET-AM & KYYK-FW/
Palestine

PRICE: $1.025 milion
TERMS: Asset sale for cash

BUYER: North Texas Radio Group
LP, headed by Manager Richard
Witkoveki. He owns three other radio
stations pending closing agreements.
Phone: (972) 931-6055

SELLER: Quail Management Co.,
headed by President Clive Runnells.
Phone: (713) 627-23%0
FREQUENCY: 1450 kHz; 98.3 MHz
POWER: 1kw; 50kw at 492 feet

| FORMAT: Oidies; Country

BROKER: George Moore & Assocl-
ates

KPLV-FM/Port Lavaca
(Victoria)

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Victoria Radio Works inc.,
headed by President John Barger. He
has applied to acquire KAMG-AM &
KVIC-FMNictona. Phone: (210) 340-
7080

SELLER: Coastal Wireless Co.,
headed by President William Sterett.
Phone: (512) 573-0093
FREQUENCY: 93.3 MHz

POWER: 100kw at 318 feet
FORMAT: Country

KKAS-AM & KWDX-FW

| Silsbee (Beaumont)

PRICE: $400,000

TERMS: Asset sale for cash

BUYER: Proctor-Williams inc., head-
ed by President Gerald Proctor.

| Phone: (409) 328-5960

SELLER: Jewel P. White & Assoc.,
headed by Jewsl White. Phone: (409)
385-2883

FREQUENCY: 1300 kHz; 101.7 MHz
POWER: 500 watts; 3kw at 200 feet
FORMAT: Country; Country

KNAL-AMNictoria

@y. it owns 30 other stations. Phone:
(704) 523-5555

SELLER: Saga Broadcasting Corp.,
headed by President Edward Chris-
tien. It owns 37 other stations.
FREQUENCY: 1410 kHz

POWER: 500 watts

FORMAT:

| KTUR-AM/Tooele (Salt

Lake City)

PRICE: $585,000

TERMS: Asset sale for cash

BUYER: Inteliquest Media Corp.,
headed by CEO Richard Linford.
Phone: (801) 847-5230

SELLER: KTUR Inc., headed by Pres-
ident Robert Turley. Phone: (801) 363-
1010

FREQUENCY: 1010 kHz

POWER: 50kw day/13 watts night
FORMAT: News

The Wheaties Sports Report
gives your listeners tales, fips,
anecdotes and advice available
nowhere else. From the folks

who brought you the Breakfast of
Champions comes the daily radio
feature of champion stations—
The Wheaties Sports Report.

Five shows o week, each
60-seconds, offered FREE OF
CHARGE and marketexclusive.
No cash, no barter, no
commercial content. Sell

the time to a local sponsor
and pocket the cash.

Delivered in bulk weekly by
satellite for highest quality and
timeliness. Catch the feed on
Fridoys at 3:00 p.m. Eastern fime
on SATCOM C-5, transponder
23, SEDAT channel 13.

Get off the bench and get
gome! Coll 1-800-334-5800

to put your station on
the lineup for the Wheaties
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JONES RADIO
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"Vou dream it...we husldii&

THE INDUSTRY'S TOP CONSULTANTS
AREREADY TO GO TO WORK e
FOR YOU,7ODAY - FOR EARTER OR'GASHI

A complete, full-service Consulting Company offeﬂng

« Hands on, one-on-one consulting in: Format Turnarounds,
Music Programming, Contests and Promotional Planning

« Identify Format Opportunities in YOUR Market
« Complete Format Development

« Work with YOUR Management Team in implementation

« Complete te Research - Perceptual & Music Testing
« Strategic Planning * Air Check Critiques » Market Visits

. Weekly Music Calls » Competitive Market Analysis * Music Libraries
. Marketing & Positioning « Station "Image” Voicing

«Custom Playlist « Daily Scheduling of Your Music Playlist

\ Jones Radio Consulting & Programming is a
FULL SERVICE, TOP QUALITY

consulting service available to you for

BARTER or CASH!

-

Fér more information, call
JONES RADIO
CONSULTING & PROGRAMMING,

303-784-8770 _ |

WWAW americanra dinhistarn/ co [oe)



www.americanradiohistory.com

e l—

|

10 ® R&R Octover 2, 1998

Schwartz Scores As
WSCR/Chicago’s 0D

WSCR-AM (The Score)/Chi-
cago has named Jeflf Schwartz 0
the newly created position of Op-
crations Director for the CBS-
owned Sports station. In his new
role, Schwartz will be responsible
for the day-to-
day program-
ming, sales. and
promotional
efforts for The
Score, Schwantz,
who takes on his
i new responsibili-
ties immediately,
will also head up
a special new
sales develop-
ment team that
will cross-sell WSCR's sports pro-
gramming along with co-owned
WMAQ-AM's NFL Bears and
NHL Blackhawks play-by-play.

“1 a very pleased 10 annouice
that Jefl Schwartz is being promoted
1o the position of Operations Direc-
tor” said VP/GM Harvey Wells, 1o
whom Schwartz reports, “Jeff has
been involved in all aspects of The
Score since his arrival here, and this
new titke will more accurately reflect
the day-to-day work that he does.”

Schwartz — whose Windy City
radio career spans more than 25
years, including sales management

Schwarer

positions at both WLUP and WBBM |

— has been with WSCR for the past
seven years, most recently serving as
Marketing Director for both The
Soore and co-owned WXRT-FM.
“The Score is my passion”
Schwartz told R&R. “If I didn’t work
in radio, this is the radio station 1
would listen to on my way to and
from work every day. 1 am someone
in radio who truly has a dream job!"
e

Bieler

Continued from Page 3
Murketing in California (1987-93)
after his two-year tenure at Viacom.
Between 1974-83, Bicler worked in
vanous station management posi-
tions with Sudbrink Broadcasting,
oversecing WLIF-FM/Baltimore,

NEWSBREAKERS.

MVP (ESPN Radio 1000y

Chicago has promoted PD
Mitch Rosen to the newiy created
position of Director/Sports Opera-
tions. J.P. O'Neill Wilt take over as
PD for the ABC-owned all-Sports
station, recently purchased from
Chancellor Media to become the
flagship radio outlet for ABC's
ESPN Radio Network.

“Talk about winning teams — use
any sports cliché you'd like, and
these guys fit the bill” said Zemira
Jones, President/GM of ABC's Chi-
cago radio cluster. "We're thrified to
have them, and Chicago will love
them because they are ESPN®

Rosen’s professional resumé in-
cludes executive producer positions
with both WKTU/New York and
WLUP-AM & FM/Chicago. He be-
gan his broadcast career in Chica-
Qo as a sports and taik producer for
WGN-AM. “I'm excited about the
great opportunity to work with
Zemira Jones, Mike Elder, and J.P.
O'Neii 10 take the station lo the next
level with the unbehievable assets of
ESPN and ABC" Rosen said.

Rosen Directs m/chicagof Sports thsA
B O'Neill takes over as PD of ESPN Radio flagship

O'Neill, who started in radio as
Asst. PD for KWS & KJMO/Jefter-
son City, MO, has also logged time
as a treelance news and sports jour-
nalist. He segues to ESPN's new
Chicago operation from Entercom’s
KCMO & KMBZ/Kansas City, where
he served as Asst. PD and worked
with the Kansas City Royals Radio
Network. “Chicago is the perfect city
to launch ESPN's al-Sports format”
said O'Neill. “With the resources of
ABC and ESPN, we are going to
buiid a Sports station uniike anything

ever heard before”

Emmis Elevates Wexier To Dir./Sales In New York

I QHT-FM (Hot 97)/New York GSM Richard Wexler has been

elevated to the newly created Director/Sales post for parent Em-
mis Communications’ New York properties. In his new role, Wexler will
retain his current duties at Hot 97 while overseeing the sales efforts of
WQCD-FM & WRKS-FM.

Emmis Sr.VP and NY Market Manager Judy Eliis commented, “Richard
has excelled as Hot 97's GSM. We are very excited about utilizing his ex-
perience and skilis with our two other radio stations ™

Wexler, a Gotham radio veteran, began his career in 1975 as an AE for
WBLS-FM. He's aiso served as LSM for WRKS and WQCD's predeces-
sor, WPIX-FM. y

Jacor Ups Tayl;t To 5VP/E0rp. Communications

acor Communications has promoted Pam Taylor to Sr. VP/Corporate
Communications. Taylor's been directing the company’s media, com-
munity, and investor refations as VP/Communications since May '97.
“Pam’s created a working relationship with Wall Street and the media
that is both professional and consistent with Jacor's unorthodox corporate
culture,” Jacor CEOQ Randy Michaels stated. “That's no small task when
you consider our corporate culture includes occasionally lighting append-
ages on fire for short periods of time, Pam has way 100 many stories not to
be a Sr.vP "
Taylor added, “I've wanted to change the logo on my business cards.
Now | can justity the expense”

Classic Rock Marks New KXOK/St. Louis

Former Urban AC KXOK-FM/
St. Louis has flipped to “97 FM
The Rock — Classic Rock That
Really Rocks.” Marty Linck, Asst.
PD at Sinclair sister KPNT-FM
(which KXOK had been simulcast-
ing for three weeks), will serve as
The Rock’s PD and continue his
Imaging Director duties at KPNT.
Allan Fee, OM at KPNT and
WVRV-FM, adds OM responsibil-
ities at The Rock.

The switch was initiated last Fri-
day (9/25). when the station played
St. Louis Cardinal record-breaker

Mark McGwire's theme song,
Guns N° Roses’ “Welcome To The
Jungle,” nonstop for 48 hours. In
between the song. listeners would
hear the Field Of Dreams line. “If
you build it, he will come.”

The new station officially debut- |

ed Sunday at 3:45pm — right after
the Cardinals finished their final
game of the year — with Sammy
Hagar's “There's Only One Way To
Rock.” In a tribute to McGwire.
The Rock will play 7000 songs in
a row — 100 songs for each of his
home runs this season.

WORIJ-FM/Orlando, and KPOI-
AM & FM/Honolulu.

“Having managed some of the
nation’s most visible and success-
ful stations, I am excited about the
opportunity to help Chancellor

build this station from the ground
up.” Bieler commented. “Dallas is
one of the nation's fastest-growing
and exciting markets, and I am
looking forward to the challenge of
building a market leader.

¥ = i T

KMJZ/Minneapolis Makes Its ‘Point’

CBS Radio’s KMJZ/Minneapolis jettisoned its NAC/Smooth Jazz for-
| mat on Sept. 24 at 4:10pm 10 become Pop/Alternative Hot AC “The Point
[ == Today's Music Alternative.” The new arvival’s overall target is adults
18-49, with more emphasis on women 25-34.

Core artists include Fastball, Goo Goo Dolls, Natalie Imbruglia, Match-
box 20, Dave Matthews Band. Alanis Morissette, Semisonic, and the Wall-
flowers. A PD. airstaff. and new call letters all are forthcoming. Board
operators have been running the station, which remains commercial-free
until tomorrow (10/3).

“Making the decision to leave NAC/Smooth Jazz was a very difficult
one, but we saw a real opportunity for Pop/Alternative here.”” VP/GM Rolf
Peppie told R&R. “It's a very popular format with high audience poten-
tial. Everybody has dabbled in this music, but no one had built their en-
tire station around it.

“The beauty of Pop/Altemative is that no ane [Twin Cities competitor]
will be devastated. We'll pul! a little audience from many other stations.
Our phone system was inundated from the NAC cume. but reaction from
our target demo has been extremely favorable.”

Among 25 rated signals in this spring’s Arbitron. KMJZ placed 11th
12+ (3.2); News/Talk WCCO ranked first (10.3).
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NAB/Seattle
at the Westin
Suite 4141

Audio Architecture-

If your station doesn’t have this production library..
then it’s time to move to a real radio station.

call

s imply

For a free sample Audio Architecture Suite
972/406-6800 or e-mail: tmci@tmcentury.com
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Latest and Greatest Technology

Prophet Systems, like the broadcast industry, is moving forward in great leaps. Take
the AudioWizard CFS32™ out for a test drive at the Fall show in Seattle and you'll
see our point. This 32-bit Graphical User Interface combined with our powerful

GulfStar Communications, Inc.
stations, using

Prophet Systems technology,
(StarSystem) reported an amazing

301% gain

based on
Spring 1998 Arbitron ratings.

KJEM-FM, GulfStar’s classic rock
station in Favetteville, AR, posted
an incredible

2 680%0 increase

in listenership from last year
and left the direct format
competitor in the dust.

But what does that mean for you?

database engine and WAN capabilities makes for one authoritative digital audic K~

system.

Tech Support
Our tech support helps anticipate bumps in the road. Our services include system

evaluation, on-line training, routine maintenance, customer technical support as well

as customized on-site installation. You can count on us. (You can check out our client §

list at: www.prophetsys.com)

Your bottom line
Let us show you how you can recoup your investment, just like the big boys.

Productivity

Our systems are user-friendly-you can probably be up and running in a matter of
days. But to show you all the power and flexibility, we’ve created the PS5l Training
Academy, a state-of-the-art educational facility. Get hands-on experience under the
supervision of broadcasters who have relied on the AudicWizard for their bread and

butter.

L 9

AudioWizard ©

osi WANSS™G:

Sales: (800) 658-4403 Support: (308) 284-8450 Sales & Support Fax: (308) 284-4181

kb
=

www.americanradiohistorv.com

E-mall: sales@prophetsys.com
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Cadillac Jack’s Back
As PD At KLRZN.O.

Cadillac Jack retums 10 the pro-
gramming helm of Classic Rocker
KLRZ/New Orleans, where he
served as PD in 1992. Jack replac-
es Jeff Boggs. who will remain at
the station.

“I look forward to establishing
KLRZ as a competitive part of the
New Orleans market,” Jack told
R&R. He added that the station
will “rebuild slowly” and run jock-
less for the time being.

In between stints at KLRZ, Jack
worked in New Orleans as MD/
evening host at Country WNOE
and was PD for Country KCIO-FM
and Nostalgia KJIN-AM.

Abramson Appointed
TVT Dir./Rock Promo

TVT Records has tapped Mark
Abramson as Director/Rock Pro-
motion. Based in
New York, he re-
ports to VP/
Promotion Mark
Jackson.

“It’s always ex-
citing when you
work for a com-
pany on the
verge of great-
ness.” Abramson
commented
“The potential
for TVT to reach the next level is
tremendous. It’s a privilege 1o be a
part of that.”

Prior to joining TVT, Abramson
was Sr. Director/Promotion at the
Enclave, where he worked with
such artists as Drain. World Party,
and Sloan. He began his music in-
dustry career in 1990 as an intern
in the radio department at Road-
runner Records, where he was in-
strumental in helping to create the
label’s commercial radio depart-
ment. He later was elevated to Sr.
Director/Promotion.
e

Abramson

Continued from Page 1

in April '97. When the two sides
meet again — which is expected
October 13-15, though no definitive
date has been set — the main stick-
ing point, according to Sandifer. is
Entercom’s demand that language
be withdrawn from the contract that
allows the union to question and
grieve terminations that ij feels are
“whimsical. arbitrary, or capricious.”
Sandifer said AFTRA does not
challenge employees fired for “pro-
gramming reasons,” such as when
their ratings slide, but when a dis-
missal is “abusive” (the employee is
fired without waming or without be-
ing given a chance to improve his or
her performance), the union should
have the right to grieve. He said that,
over the past 30 years, AFTRA has
only grieved six such terminations.
Farber said Entercom’s ineerpreta-
tion of the contract is that employ-
es in severance pay benefits in ex-
change for giving the company the
freedom 0 make decisions about its
on-air taleni-He called this “stan-

R S e T 7 e

Something To Crow About

g

Label and network friends recently heiped celebrate with Shery! Crow af-
ler her taping of an installment of Storytellers for VH1. In addition to per-
forming selections from both of her Grammy-winning albums, Crow also
debuted some new material from her forthcoming CD, The Globe Sessions.
Pictured are (I-r) AGM Sr. VP/A&R David Anderle, VH1 Sr. VPMusic &
Talent Relations Wayne Isaak. VH1 President John Sykes. Crow. A&M
Chairmar/CEO Al Cafaro, and Universal Music Group Chairman/CEO

e f R S ==

Doug Mornis.

NAC WSMJ/Richmond Goes Down ‘The River’

NAC/Smooth Jazz WSMJ-FM/Richmond has flipped to Country,
changing its call letters and frequency. The move happened Monday (9/
28) when the station emerged as WJRV and repositioned itself as *The

River.”

In moving from 101.1 10 105.7, the Sinclair Telecable station swaps
frequencies with Contemporary Christian WDYL, which is owned by
Hoffman Communications. The frequency swap is based on an agreement
between the companies to increase each station’s reach.

WSMJ VP/GM Ben Miles remains on board at WJRV; he said a PD
for WIRV will be named in the near future. Explaining the flip to Coun-
try. Miles told R&R, “We weren't really happy with the ratings, or the
revenue on Smooth Jazz. We had considered Country when we went to
Smooth Jazz two years ago, so that bubbled to the top. Richmond only
has one Country station on the FM dial, so we thought it would support

two.”

Capstar’s Country WKHK was Richmond's top-rated station in the

Spring 98 Arbitron book.

Brown
Continued from Page 3

and promotion that centainly drew
us to him.”
Brown added, I am extremely

| excited to be returning to the Bay

Area to program a station with leg-
endary calls such as KDIA. Obvi-

| ously. the goal is 1o return KDIA to

the position it occupied in its glory
years. Frankly. that will be a chal-
lenge, but a challenge 1 fully em-
brace. KDIA’s footprint not only
encompasses the Bay Area, but
most of Northern California. Look
for us to be the only radio station
superserving Northern California’s
African-American population. As

| for KDYA. it has long been a dream

of mine to program a contemporary

Gospel station in a major market.
This situation makes that dream a
reality”

KDIA broadcasts on the expand-
ed band at 1640 kHz, covering the
Bay Area, Stockton, and Sacramen-
to markets during the day and all of
Northern California at night. The
station previously broadcast at
1310 AM and is one of America’s
first stations to target the black
community. KDYA debuted a cou-
ple of months ago and has received
an overwhelmingly positive reac-
tion from the community. Jordan
said.

Prior to joining KQBR. Brown
held PD posts at KBLX/SF and
KCSM/San Mateo. CA. He's also
worked on-air at KBLX and
KSOL/SF.

UPDATE

Westwood One Launches New Sales Networks

s part of an overall restructuring effort in its sales division, Westwood

One has created two new advertising networks designed to provide
limited inventory to distinct listener groups. “CNN MAX " a network targeted
to adults 25-54, has already been launched. It currently has 2400 affiliates
with 100% U.S. coverage. In January '39, WW1 will unveil“Source MAX,” a
similarly structured network targeted at listeners 12-34 with 352 affiliates.
While CBS O&0Os comprise the bulk of the affiliate list, any station may
sign an affiliate agreement with the company.

Westwood One Exec. VP/Director of Sales Dick Silipigni told R&R, “West-
wood One is the No. 1 radio network in total sales audience in terms of
affiliates and national coverage. This now allows us to be more powerful
and more competitive.”

Concurrent with Source MAX's launch in January, WW1 will reconfigure
its four pre-existing advertising networks “to provide even better national
coverage for its advertisers.” They include the CBS Network, which servic-
es News/Talk stations; the NBC Network, which serves adult-oriented music
stations, the Ne Xt Network, which focuses on rock-oriented stalions in the
Top 10 markets; and WONE Network, which offers affiliates of WW1's 24-
hour formats such options as live-read commercials, billboards, and pro-
motional opportunities.

Arbitron Begins 1999 Advisory Council Election

rbitron has initiated its Radio Advisory Council election process by

mailing eligibility forms to its station clients. it's the first step in the
electoral process for five format/market size representatives whose three-
year terms will begin next January 1.

Formats up for election include AC and CHR/Top 40 (noncontinuously
measured markets), AOR (continuousty measured markets), and Goki/
Oldies and Hispanic (ali markets).

Arbitron subscribers who are GMs or higher and are involved in day-to-
day operations of a station are eligibie to run. All qualitying names must be
received by Price Waterhouse by October 7. Election ballots will be mailed
to all chient stations in the five format categories on November 9.

" CNN’s Garcia Elected RTNDA Chairman For 1999

CNN Radio GM Robert Garcia was named 1996-99 Chairman-Elect of
the Radio & Television News Directors Assn. in voting completed last
week at RTNDA's International Conference & Exhibi-
tion in San Antonio. Garcia will succeed current Chair-
man John Sears of KPTV/Portland. As Chairman-Elect,
Garcia will head up the production and planning of
RTNDA's 1999 annual conference scheduled for Char-
lotte next fall.

“I'm humbiled that circumstances have put me in this
position at this time in history” Garcia told R&R.“As we
plan RTNDA's last meeting of the century, news orga-
nizations are facing major issues we must address, like
media credibility and ethics, diversity in the workplace,
and increasingly rapid changes affecting both the radio
and TV news-gathering industry. Our goal is to rein-
force that what RTNDA ultimately stands for is words
— how we use them, and retaining the freedom to use them”

In other radio-related RTNDA election news: ABC News Radio/New York's
Chiris Barry and MissouriNet Radio NetworivJefferson City's Bob Priddy
were elecied as two of the five Directors-at-Large for the organization. Elect.
od 10 his seventh three-year term as RTNDA's Treasurer was Lou Prato of
Lou Prato & Assosiates/State College, PA_

s e e e

dard practice” in AFTRA contracts.

*What we're proposing is no dif-
ferent from what is in AFTRA con-
tracts across the country,” Farber
said of the negotiations.

The union represents 57 employ-
ees at the three stations, including 37
on-air personalitics and news report-
ers and 20 producers, editors, board
operators, and desk assistants.

Equal Rights
Another major difference between
the two sides is the union's claim
that certain employees who don't

meet the definition of “independent .

contractors™ are nonctheless being
classified as such. One such case is
currently being reviewed by the Na-
Gregory was hired by KIRO-AM as

an independent contractor, but AF-
TRA alleges he works full-time
hours, reports to supervisors, and
“does news reports just like every-
one clse at the station.”” Despite this,
due to his employment status, the
union says Gregory was denied a
range of benefits, including unem-
ployment compensation, sick leave,
health care, and retirement.

*That has never been raised in ne-
gotiations,” retorted Farber. “If they
have a concemn about it, they should
raise it at the table.”

AFTRA also claims that Enter-
com wants to form a “mega-news
department™ at KIRO-AM, with
news being farmed out from that sta-
tion 10 Entercom'’s seven other prop-
erties in the market (the other five
are not represented by AFTRA)

-

MD.H oo ol ot o o

without further compensation to the Since neither side has “softened
news staff. up its position” on these key issues,

“That’s not accurate,” Farber said. ~ Sandifer said, “we're still in a bit of
“Entercom wants to use the efficien-  a crisis.” He said a strike date would
cies present when you have clusters  be entirely up to station manage-
of employees and has proposed ment. KNWX & KIRO GM Dick
compensation increases for all three  Carlson’s office referred calls to Far-
stations.” ber.

The union also says the compa- In the event the situation does spi-
ny wants the employees ©0 give up  ral into a work stoppage. Sandifer
their rights under national labor law  said the station would likely bring in
to honor picket lines set by other  some “scabs™ 1o fill in for striking
unions. Farber dismissed this claim:  on-air talent. With five other stations
*“That has not been the subject of in the market and 33 other stations
much discussion.” he said. nationwide, Entercom “would prob-

A final issue up for debate, ac-  ably have no trouble at all plugging
cording to Sandifer, is Enercom’s  talent imto those positions and stay-
aim to deny overtime pay 10 em- ing on the air.™ he added.
ployees who work more than eight Farber would not comment on
hours in a shift. Farber would not  what the company would do if a
comment on this allegation. strike ensued.
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NEWSBREA

KERS

Radio

® Texas Eagle Radio Networks announc-
es the following changes in its staff:

BILL HOOTEN is appointed GM of
KLTG-FM, KOUL-FM & KRAD-FM/Cor-
pus Christi, TX. He is also owner of
KZAM-FM/Ganado-Victoria, TX.

BENNY SPRINGER adds GM du-
ties at KTAM-AM, KHLR-FM & KORA-
FM/Bryan, TX to his current post of
Exec. VP of Texas Eagle.

CHARLIE HALDEMAN rises from
APD of KORA-FM/Bryan, TX to Group
PD of the company's sateliite network
Country format, The Texas Eagie. He
will also serve as PD of KORA.

¢ HARRIS CORPORATION has signed
a master purchase agreement (MPA)
with CHANCELLOR MEDIA CORP. to
supply radio broadcast equipment and
related services to afl Chancelior-owned
stations on 4 non-exclusive basis.

- Records

® JOYCE CAST-
AGNOLA is named
Head/Sales for
DreamWorks Rec-
J ords. She comes to
| the label from
UMVD, where she
was Sr.VP/Sales &
Distribution

Castagnoia

National Radio

® MURRAY-WALSH. RADIO PRO-
GRAMMING launches its Mon.-Fri.
three-minute vignette version of the
award-winning The History Of Rock And
Roll. t will be hosted by Gary Theroux.
-(800) 729-6499

® LIBERTY WORKS RADIO NET-
WORK announces its plans to broad-
cast round-the-clock News/Talk pro-
gramming. Available shows and shifts
are all ET:

A M. Amernica— Four-hour news and
info show “on the lighter side,” with clas-
sic comic and parody elements. Host-
ed by Gary Helton of WITH/Baltimore.

The Zoh Show — Three-hour pro-
gram that dissects corporate and gov-
ernment establishments. Zoh Hieroni-
mus fromWCBM/Baltimore hosts.

Afternoons — Three-hour, mostly
moderate political call-in program. Host-
ed by Brian Wilson of WABC/New York,

Evenings —Four-hour biock, heavy
on politics, hosted by 50-year radio vet-
eran Emie Davis.

The Dr. Bob Show — Highlights the |

paranormal and left-of-center phenom-
enon. Two hours hosted by Dr. Bob Hi-
eronimus.

Late-Nights — Hosted by Ed Eliison,
former host of The American History
Quiz.

The Ronnie Dove Shdw — Interview
and music program available for week-
end specialty prograrpming. Hosted by
the '60s artist.

— (410) 857-5600

® WESTWOOD ONE announces the |

broadcast of Featherweight Boxing
Champion“Prince” Naseem Hamed vs.
Wayne McCullough on Oct. 31, 9:30pm
ET, live from Atlantic City.

The network also unveils its current
schedule of NCAA and NFL football
coverage. All times are ET.:

Oct. 3: Penn State @ Ohio State,
11:45am;Tennessee @ Aubum, 1:45pm;
Staniord @ Notre Dame, 2pm.

Oct. 4: Dallas @ washington,
12:45pm;NY Giants @ Tampa Bay. 4pm:
Seattie @ Kansas City, Bpm.

Oct. 5:Mmnnesota @ Green Bay, 8pm.

—(212)641-2057

Finally, WW1 weicomes the follow-
Ing guests for its ive Celebrity Connec-
tion program:

Oct. 2: comedian Robert Schimmel

Oct. 5: Judy Tenuta

Oct. 13: Dr. Joyce Brothers

—(212) 641-3088 (booking)
or 2039 (stations)

MAaRRIAGES

Warner Bros. Records VP/
Rock Mike Rittberg to the A/-
bum Network's Maria Musaitef,
September 12

WGTZ/Dayton PD Mary
Franco to Chris Waag

BirTHS

Warner Bros. Records St.
Louis promo rep Bob Hatha-
way, wife Capitol Records St.
Louis promo rep Debbie,
daughter Meghan Katherine,
September 14

KHMX/Houston morning
man Larry Moon, wife Jenni-
fer, son Trevor Austin, Septem-
ber21

WHTS-FM/Quad Cities, 1A
pm driver “Malibu”™ Mark Man-
uel, wife Rachel, son Elliott Jo-
seph, September 24

WSTR/Atlanta MD J.R. Am-
mons, wife Susan, son Jackson
Royce (J.R.), September 25

CONDOLENCES

Country artist manager Es-
till Sowards, September 22

=

PROS ON

THE LOOSE

Gregg Cockrell — Produc-
er, The Bill Gross Show (908)
322-0648

Lance Hayes — MD and
major-market experience, in-
cluding NYC and Washington,
DC (301) 669-0159

Steve Lake — All American
Music Group Sr. Dir./Nat'l Pro-
mo (310) 477-9507

Lamont Swing — middays
WZFX/Fayetteville, NC (910)
486-6668

D.J.Tony Tone — PD/after-
noons WUKS/Fayetteville, NC
(910) 482-6585

Industry

© NATALIE SWED STONE has joined
The Media Edge asVP & Mgr./Network
Radlo. She most recently served as
Nat'l Acct. Mgr. & Mkig. Dir. for Media-
Amenca.

Changes

AC: WSNE/Providence APD/MD
Harmon Dash exits ... KKOB-FM/
Albuguerque moming show producer
Amy O’Brien is boosted to middays.

€HK: KHF/Austin promotes Jac
Malloy to Research Dir. ... WDJX/
Louisville morning drive co-host
Shelly Sexton exits ... KFFM/Yaki-
ma, WA nighttimer Eddie Lane has
resigned ... Former KKFR/Phoenix
moming driver Bruce Kelly rejoins
crosstown KZZP after leaving the sta-
tion almost nine years ago ... At new
CHR/Pop WROX/Nortolk, the line-
up 1s: Tony “Wild Child™ Hamilton
for momings; Dee Shannon in mid-
days; PD Bill Thorman in after-
noons, EZ & Mike Powers for
nights: C.D. in late-nights; and Bree
for overnights ... Here's the new line-
up at WEZB/New Orleans: mornings,
Wankus and Hilary Ray Dowling
and John Marty; carly middays,
Patty Steele: middays. PD Reb Wag-
man; pm drive, Booker: and over-
nights, Stacey Brady ... WSTR/At-
lanta part-timer Tripp West takes
overnights, replacing Terry Bellow
... KZHT/Salt Lake City morning
co-host Marci Wizer exits for momn-
ings at crosstown Hot AC KQMB ...
KLUC/Las Vegas promotes part-

NATIONAL
RADIO
FORMATS

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

Classic Rock

Chris Miller

STEVIE NICKS It You Ever Did Belieye
Hot AC

Garry Lelgh

EAGLE-EYE CHERRY Save Tonigit
Starstation

Peter Stewart
No New Adds

Touch
Monica Logan

No hew Adas

——_

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

Rock
81G WRECK Biown Wide Open
CANOLEBOX 10.000 Horses

Alternative
ALANIS MORISSETTE Thank U
S0UL COUGHING Honey Please

CHR/Hot AC

BABYFACE You Were There
ALANIS MORISSETTE Thank U
SHAGGY t/JANET Luv Me, Luv Me

Mainstream AC
ALANIS MORISSETTE Thank U
BRUCE HORNSBY Great Dvide |

Lite AC

ANGGUN Snow On The Sahara
BABYFACE You Were Thers
LIDNEL RICHIE | Hear Your Voice

NAC

C. CHAQUICD & R, FREEMAN Ruders Of The Ancient Wind$
BRIAN CULBERTSON Straight To The Heart

ERIC MARIENTHAL Here in My Heart

uc

MARY J, BUIGE Beautityl

J. DUPRI & M. CAREY Sweetheart
FAITH EVANS Love Like This
SOLO Touch Me

BROAOCAST PROGRAMMING
Walter Powers * (800) 426-3082

Casey Keating
EAGLE-EYE CHERRY Save Tonight
ALAMIS MORISSETTE Thank U

Digital AC 1
No New Adds

' Jim Murphy * (303) 784-8700
| Adult Hit Radio

| Soft AC

Hot AC
ALANIS MORISSETTE Thank U
Digital Soft AC

Mike Bettelli
PHIL COLLINS True Colors

Deliiah
PHIL COLLINS True Colors
Alternative

Teresa Cook

GREEN OAY Nict Guys Fintsh [ast
ALANIS MORISSETTE Thank U
U2 Sweetest Thing

Urban

Josh Hosler

AARON HALL Al The Ptaces (1 Will Kiss You)
KURUPT We Can Freak it

MAXWELL Matrimony: Maybe You

JONES RADIO NETWORK

JJ McKay

EAGLE-EYE CHERRY Save Tonsght
SHAWN MULLINS Luttabye .
Rock Alternative

Doug Clifton

GAREEN DAY Nice Guys Finrsh Last
MARILYN MANSON The Dope Show
ALANIS MORISSETTE Thank U
Soft Hits

Rick Brady

No New Adds

Rock Classics

Rich Bryan
No New Adds

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

Hot AC

Yvonne Day

ALANIS MORISSETTE Thank U
New Rock

Steve Leigh
U2 Sweetest Thing

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

Adult Rock & Roll

Jeff Gonzer
STEVIE NICKS If You Ever Did Beiieve

Andy Fuller
No New Adds
Bright AC

Jim Hays
ALANIS MORISSETTE Thank U

timer Jenna Wilde to ovemights ...
WZPL/Indianapolis nighttimer Jas-
on Adams exits ... The new lineup at
KQKQ/Omaha is: PD Wayne Coy
for wakeups with Max McCartney,
That Girl Charlie, and Big Ass Far-
ley; APD/MD JJ Morgan in mid-
days: The New Guy takes nights; and
Degan does overnights ... Former
KWIN/Stockton MD Panama re-

joins KWIN for momings with Chris
Martinez. They replace The Break-
fast Club, who exit ... WYCR/York.
PA appoints Michael Klein pm dniv-
er, replacing Jack Tripper ... WMGU
Terre Haute, IN moming co-host
Wendy Allen exits for similar duties
at WMAD/Madison, W1 ... KCHX/
Midland-Odessa, TX middayer Gina

Continued on Page 25

need a cool new idea?

we deliver CUSTOMIZED SCREEN SAVERS that
link your listeners directly to your website!

www linkscreen.com

call mahlon moore @ 808.739.2662

i
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IT STILL COMES DOWN
TO A GREAT PLAN

Colemon Research Plan Developers Chris Ackermon, Jon ‘Coleman and Worren Kurtzman

Deregulation and consolidation have changed almost
everything. Now cveryone is “building market closters™
and competition is mose intense than cver. Yesterday's
also ran station is pow in your format and in your face.

...the more it comes down o a great plon.

More than cver a station’s strategy is key. Grear siations
succeed because they design great strategic plans and
then excel in execution. That's where Coleman Research
comes in. Coleman Research is known as one of the top
two radio research companies because we develap
winning stralegies for our clients. When it’s your success
that matters, look 1o Coleman Research. the company
with “The Plan.”

A strategic plon, not useless data

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

An integroted approach

Coleman Research begins the research process with our
Plan Developer studies, which produce the
most actionable stralegic rescarch for our clients. We then
integrate Focus Group studies and FACTe music tests,
which results in a comprehensive strategic focus. The
Plan Developer identifies the winning position. the Focus
Groups uncarth “hidden”™ issucs that may affect your
station’s performance and FACTe —through advanced
measures such as Fit and Compatibility-allows you 1o
build the most focused music library possible. All three of
these tools work in concen with one another 10 keep “The
Plan’ for your station on track.

“The Plan” gets results

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

+ Hot 97 /New York ® Kiss FM/New York
* KROG/kos Angeles * WBCN/Baston
* Power 106/1os Angeles * The Zone/Sacromento

+ KSHE/St. Lovis s MIX 106.5/Baltimore
* WIBC/Indianapolis » WKLH/Milwaukee
* KYGO/Denver * Power 98/Chariotte

o KS95/Minneapokis  * K$107.5/Denver

Let's build your “Plan” for success today

"The Plan" from Coleman Research can help take your,,
station to the top and keep it there. Contact us today and
put the power of “The Pian " 10 work for you.

“Ym sorry | didn't stort
with Coleman

sooneri”

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

John Gehron.
American Radie Svstems

COLEMAN RESEARCH

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

www.americanradiohistorv.com
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MANAGEMENT

Rocking The Ages: Generational Marketing

To effectively target demos, marketers need to understand the factors that
motivate consumers of all ages 1

here is an ancient proverb: “Men resemble the times more

than they do their fathers.” Within the wisdom of those words
lie the seeds of generational marketing. Marketers who use the
principles of generational marketing to understand the factors that
influence the values and buying motivations of consumers (in our
case, listeners) stand a much better chance of spotting trends way
ahead of the competition and reaching customers first in profit-

able new ways.

While many of the Trout and Ries
books and Lew Dickey’s book on
branding have become bibles that we
utilize in preaching our sermons to
cliengradio stations, a new book by
J. Walker Smith and Ann Clurman,
Rocking The Ages (published by
Yankelovich Partners Inc.). has been
added to the shelf space of topics for
station consideration. Not only do |
find the Yankelovich report on gen-
erational marketing an excellent tool
for building and positioning radio
stations, the report also offers many
tactics and ideas that can be utilized
by sales departments, promaotion and
marketing departments, and pro-
gramming departments as well.

The general concept is as fol-
lows: Members of a generation are
linked through the shared life ex-
periences of their formative years

things such as pop culure, eco-
nomic conditions, world events,
natural disasters,

Understanding Mature
Listeners

When targeting Matures, words
should be used that play to the no-
tion that “you've earned it” for the
sacrifices they've made. Play to the
notion that this generation overcame
daunting odds to achieve their suc-
cesses. Don’t be loud or brash: they
already get the point. After working
hard and sacrificing for so many
years. they have reached their pay-
off point. This sentiment is even
more SO for veterans, but it 1s true for
all Mawres. They have reached a
level of financial comfort and a time
tn their lives where they can feel
freer to spend money on themselves

because they have eamed it

For most of their peak consum-
ing years, Matures have foregone
the exiras. This is not to say that
Matures never spent money

By Mike McVay

In 1996, when Disney marketers
launched the Disney Institute. their
new resort for adults in Orlando.
they did it with the ultimate
Boomer ad. The appeal of being
something completely different on
your next vacation, not just doing
something different. was the equiv-
alent of a full orchestra playing the
Beatles — it struck every note in
the Boomer songbook. The ad is de-
signed 1o appeal to Boomers® quest
for self. what Boomer sociologist
and former protest leader Todd Git-
lin has termed the “voyage to the
interior.” Want to target Boomen?
Appeal 10 their inner-self. Give
them fantasy. Give them the good
old days.

Nostalgia is a strong Boomer
hook. Their best moments, in their
mind. were yesterday. when both
they and their future were being
heralded and celebrated. Boomers
were thought to be the great “next™
generation. *70s Hits, *60s Oldies,
and Classic Rock stations do well
because of this. It is also why you
hear the rough, deep-throated voice
of the laie Janis Joplin pitching a
Mercedes-Benz, or why you hear
well-chosen refrains from disco hits
of the *70s being used on Burger
King commercials. This is why Mi-

crosoft used the

heroes. villains,
politics. music,
and technology.
These experienc-
es create bonds
that tie the mem-
bers of a genera-
tion together into
what social scien-
tists first called

Stress is an area of opportunity for Soft
AC and NAC/Smooth Jazz stations.
Stress among Americans is at near

record highs, and Boomers are the most

stressed generation in history.

Rolling Stones,
Nike and GTE
used the Beatles,
and Coopers and
Lybrand used
Bob Dylan.
Coping With
Stress

Stress is an area

“cohorts.” Be- =

cause of these shared experiences,
cohorts develop and retain similar
values and life skills as they leamn
what to hold dear to them and how
to go about doing things. This in-
fluence affects everything from
one’s radio. television, and music
habits to savings. sex. a good meal.
and a new car.

Yankelovich research found in the
Monitor Report divides generation-
al influences into three categories.
Matures (born between 1909 and
1945) came of age under the shad-
ows of the Great Depression. World
War Il. the Korean conflict, and the
Cold War; Boomers (bom between
1946 and 1964) were bom to pros-
perity and a time of widespread post-
war economic expansion; Xers (bom
between 1965 and 1978) are the
“Why me?”" gencration.

The three groups can be used in
identifying formats. The Matures
will obviously be the 45-plus for-
mats, Boomers are in the 35-54
range, and Xers are in the 25-34
cell. The 12-24 group. a group to
be analyzed in~future years. is la-
beled the “New Generation.” This
last generation is comprised of in-
dividuals who will be in college as
we move into the new millennium.

their spending built our contempo-
rary consumer marketplace. Their
style of spending, however, reflect-
ed the more cautious. disciplined
values of their savings-focused
outlook. Even as Matures spent.
they actually saved a lot of mon-
ey. Much of this spending was for
others. especially their children.

Upper-demo Soft ACs. along with
Nostalgia. News/Talk, and Big Band
formats targeting 45+ (more accu-
rately, 55+) listeners should capital-
ize on the fact that the “rainy day”
never came for many. They have
money, they have time in which to
enjoy their money, and they are pre-
pared to do so. However, they don't
want © feel old. Do not use words
like “senior.” “retirees.” or “golden
years.” These individuals are young-
er mentally, healthier, and more ac-

Boomer Appeal

“What do you want to be on
your next vacation? How about a
TV producer or a gourmet cook?
How about an animator or a come-
dian? An actor or a landscape ar-
chitect? If you dreamed of trying
new things. you can try them here
ot the Disacy Instituse.”

of opportunity for
Soft AC and NAC/Smooth Jazz sta-
tions. Stress among Americans is at
near record highs, and Boomers are
the most stressed generation in his-
tory. Not only do they face stress
from the normal responsibilities of
middle age. they must also cope
with the disappointment of their
expectations and the disadvantag-
es that these expectations created
for them. We have promoted the
“Stress-Free Ride Home™ as a §-
6pm segment for Soft ACs. Our
sister company, OpTiMum, pro-
motes the stress-free benefits of
NAC/Smooth Jazz. Too many adult
stations are adding to the stress of
their listeners’ lives rather than
providing a benefit and a way to

escape it.
Continued on Page 20

M McVay is President of
McVay Media, a full-service

THE ROAD 10

By Dick Kazan

Better Ways To Manage One’s Time

PART TWO OF A TWO-PART SERIES

eople say, “Time is money." but that's not true. Time is much more

valuable, because you can always earn money. But with each tick of
the clock. that time is gone forever. One of the greatest coliege basketball
coaches in history is John Wooden. In the final 12 years of his career, his
UCLA Bruins won an unprecedented 10 national titles, seven of them in a
row, and he led his squad on an 88-game winning streak. No one else
has ever come close to these accomplishments.

Kareem Abdul-Jabbar. as quoted in B. Eugene Griessman's Time Tac-
tics Of Very Successtul People, described some of the most important
elements ol Wooden's success, which you'll find very useful. In prac-
tice. “Every drill had a precise purpose and was precisely timed. You
would advance from one drilt to the next without stopping or doubling
back to repeat a drill. Every workout was a tightly structured grid laid
over the anticipated rising fatigue of the players. Every day had its own
practice plan, but you knew that practice wouid end on time, a certainty
that eased the toughness of the hour and 45 minutes.” In other words,
Wooden had a plan, made everyone involved aware of it, operated with-
in a precise time frame, and challenged everybody to perform to the best
of their abilities.

Last week, we outlined two of the seven ways to make far more effec-
tive use of your time. This week, we'll discuss the remaining five ways.
which can make a profound difference in how successtul you become.

3. Travel for business only when necessary. If you'e going to gener-
ate income or make a difference in people's lives, by ail means travel.
Shortly after Gandhi returned to India after living in South Africa for over
two decades, he journeyed by rail throughout his country for a year to per-
sonally understand its people and their problems. Only then was he ready
to challenge British rule.

In business today. a better alternative to sitting in airports and on air-
planes, standing in line for rentai cars, spending your evenings in hotel
rooms, and paying for these trips, is learning to make smart use of the
telephone. Years ago, | ciosed a $10 million computer-leasing deal with
Exxon in Houston and raised the financing in New York without leaving
Los Angeles until the contract-signing ceremony. How? By conducting
myself over the phone as if we were sitting face to face. | took a sincere
interest in each person, qualified their objectives. took detailed notes, and
reguiarly kept everyone aware of my progress on their behatf. Everything
etse fell into place. and it wilt for you as well.

4. Conduct short meetings with 8 specific purpose. There are few
things in business less productive than most meetings. A gaod ilustration
was the September 14 edition of the comic strip “Dilbert” in which a worker
arrives iate to a meeting and the boss says. “Let me recap what you
missed. We spent the past hour deciding not to change the name of our
department.” A disillusioned young attendee responds, “You just inadvert-
ently trained me to be late 10 all meetings.” as the boss says, “Oops.”

If it is necessary for peopie 10 get together, issue an agenda in advance.
This lets attendees know what's expected of them so they can arrive pre-
pared. Start and finish on time, preferably in 45 minutes or less. This shows
everyone that you respect the value of their time and keeps the session
within everybody’s peak attention span.

As the chairman of a major publicly held corporation, | organized quar-
terly board meetings 1o accomplish in less than four hours what most
boards take one 10 two days 10 do. How? By eliminating from the agenda
issues that are the responsibility of management and focusing the direc-
fors on the crucial decisions that set the course of the company.

The most important agenda items usualty came first. 80 we could
resolve them while we were most attentive. As the meeting progressed,
1'd periodically reference the time and bring each issue 10 a decision.
Just as we concluded three months of vital business in less than & hal-
day, most management meetings could be compieted in a tiny fraction
of that ime. "

5. Encourage others 10 soive their own problems. When | was a
CEO, employees often lined up outside my office or by telephone, want-
ing me 10 become extensively invoived in resolving their problems. Doing
80 devoured my time, which, in effect, they were now managing. & made
them no more productive.

Finally, | issued a dictum. There could be no problem brought 1o me
without at least one solution. Once they thougiht on those terms, it wes
amazing how quicidy peopie could soive their own issues and the line
disappeared.

Maaoae oo onicanradiohicton ooy
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Radio: Over the Air or Over the Intemet?
@ How much radio listening is happening on }
the Internet?

|

m What types of stations and formats stand to {
benefit on the Internet? - ‘ Jl

|

m Can the Internet be your pipeline to increased

at-work listening?

Answers debut at 9AM, Friday, October 16, at the ‘
NAB Radio Show in Seattle. The Arbitron Internet

Listening Study is presented in conjunction with

Edison Media Research.

Arbitron: Helping Grow Radio’s Share

ARBITRGIN

a division of Ceridian Corporation www.arbifron.com

e
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SALES

Winning Telephone Sales Tips

L1 Simple phone etiquette can mean the difference between sutcess and failure

ost of us never think much about how we deal with pros-
pects or advertisers on the telephone. What we don’t real-
ize is how powerful a tool the telephone really is. The fact is, the
telephone can work in our favor or against us. Here are some

winning points to consider:

0 Be prepared. Never answer an
incoming call that you are not pre-
pared for before you think about
what you are going to say. If you are
not sure, get off. An easy way to do
this is to tell your client that you're
tied up ‘at the moment, but that you
would like to call them back. Set up
a specific ime and date for your re-
tum call. People generally dislike
being strung along. Then, before you
retum their call. make a list of issues
you want to address. questions you
want to ask, trial closes you would
like to float in their direction, notes
about how you intend to provide ra-
tional justification for your next po-
sttion, etc.

Never assume
your client
understands what
it is you are
getting at. In fact,
unless you are
absolutely clear
that such is the
case, it is probably
a good idea to
assume just the
opposite.

o Prevent potential distractions
before you begin. Don't try to ne-
gotiate with the other side unless
you are prepared to give the discus-
sion your full and complete atten-
tion. Before you make the return
call. it is a good idea 1o close the
door to your office. Let everyone
know in no uncentain terms that
you are not to be disturbed. Wrap
up whatever it is that you are do-

ing. clear off your desk, and free
your mind from other nonrelated is-
sues you have been dealing with.
Then. and only then, make your
call.

@ Open with small walk. It is a
good idea o commence your con-
versation with a certain amount of
low-risk small talk. This accom-
plishes two things. First, it creates
a positive atmosphere for negotia-
tions and helps lower the other
side’s shicld and gets their sword
on the table. Second, it allows you
10 get a handle on what their voice
and intonation sound like when
they are relaxed and unthreatened.
This can be used as a benchmark
for determining how they are react-
ing to your various proposals when
you are in the midst of your sub-
stantive discussions with them.

o Take notes. It is harder to re-
member the various points that are
being made by the other side when
you are talking on the telephone.
Telephone negotiations lack the
context of body language und tend
to invite interruptions on their side
of the phone as well as on yours.
This means that telephone conver-
sations are more likely to be dis-
jointed and abbreviated. By taking
notes, you not only help yourself
to keep focus, but you have a valu-
able record of what was said and
what, if anything, was accom-
plished by the conversation.

o Slow it down! Be clear and
precise. Slow down the pace of the
conversation. Get in the habit of re-
peating your main points and your
justification for them. Be sure you
are speaking clearly and for a pur-
pose. Never assume your client un-
derstands what it is you are geiting
at. In fact, unless you are absolutes
ly clear that such is the case. it is
probably a good idea to assume just
the opposite. Always work from
notes, including the checklist of

Salespeople On The Move

* Mark Krieschen rises from LSM to Dir/Sales at WGN-AM/Chicago,
effective October 2. He assumes duties previously heid by Bob Sparr
since 1987. -

* Staniey Hailey joins KEGL/Dallas as LSM. He previously served as
Sr. AE at crosstown KDGE.

¢ Adrienne McWiiilams becomes Sr. AE at WABC-AM/NY. She for-
merty served as GSM of crosstown WQCD.

By Irwin Pollack

items you wanted (o cover that was
prepared before you made your
telephone call. This will eliminate
the tendency of both parties (o gloss
over or completely forget the im-
portant points that need to be cov-
ered.

@ Confirm their position by restat-
ing it in the light most favorable to
them (that’s what selling is really all

Telephone
negotiations lack
the context of body
language and tend
to invite
interruptions on
their side of the
phone as well as on
yours. This means
that telephone
conversations are
more likely to be
disjointed and

about — gift wrap and ribbons)
without agreeing if you disagree.
Never assume that you understand
their position until you have restat-
ed it better than they could, while at
the same time driving home the
point that you do not necessarily
agree. By giving them this feedback
early in the conversation and fre-
quently thereafter, you avoid costly
misunderstandings that can compli-
cate negotiations for both you and
your client.

0 When suspending negotiations,
set up a telephone appointment for
the next call. If appropriate, confirm
it in writing via fax as soon as possi-
ble. This will help to lessen the like-
lihood that the other side will get the
impression that you are stringing
them along. It will also make it easi-
er for you to reestablish contact later
and keep them from stringing you
along.

0 Follow up each phone call to
your prospect or advertiser with a
confirming leuer. The confirming
letter should be drafted immediate-
ly after the telephone conversation,
regardless of whether you have
reached agreement on substantive

- issues or not. It should also be

mailed or faxed, preferably both,
to the other:side immediately.
Confirming letters accomplish two
valuable things: First, they prevent
misunderstandings from growing

oo dliobicton oo

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

Photo Store's Winning Image

SITUATION: Many successtul businesses write and produce their own
great rado advertisements. Such is the case with Cord 55-Minute Photo,
a lamily-owned and operated photographic business out of Columbus, OH,
which expanded 10 Indianapoiis in 1995. Cord 55-Minute Photo has been
hbwhossbrdsyeavsmdopemlesamlauhdphobfnstmgand
supply stores.

OBJECTIVE: Because it competes with a number of other stores, Cord
55-Minute Photo needed an advertising campaign that would increase
awareness, creale a unique identity, and heip boost their market share.
The family wanted 10 set themselves apart from low-price competitors while
promoling quality photo-finishing specials and other sale items.
CAMPAIGN: The tamily writes and produces ils own spots. and the'fa-
wmmmbrauw.nwm.mssc)ob.wm
spots air on WNAP and other local stations.

RESULTS: The family reports double-digit growth since starting their ra-
dio advertising campaign. They use radio about 30 weeks each year, pri-
marity around holidays and special events. Despite tough competition in
mmmmwc«us&mmmmm,

———RABTOOLBOX———

More marketing information and resources from the RAB

MEDIA TARGETING 2000

Three-lourths of 35-milimeter-camera owners own their homes; they are
evenly spiit between male and female. Almost a third (31%) are college
graduates, and 41% earn more than $50,000 per year. On average.
.MMmlmermmmmm,
RAB CATEGORY FRLES

“Camera sales remain flat at around $55 million per year. It's a fully satu-
rated analog market, ripe for takeover by digital photography). Digital cam-
eras can't yet bite off much of that pie, because, at 30,000-odd
pixels per picture, they're stil too grainy. But when they reach the million-
pixel ievet, film will go the way of the vinyl LP” (Andrew J. Kessler, Gener-
al Partner, Vlocity Capital Management. Forbes, June 1, 1998)

INSTANT BACKOROUND COLLECTION — CAMERA/
PHOTO STORES

Film Processing Priorities: Primary reasons for choosing a particular
type of outlet for standard film processing (based on a scale of 1-7); Pic-
ture quality, 5.87; low price, 5.58; safety of film, 5.52; quality reputation,
5.48; no charge for bad prints, 5.28; satisfied with other products bought
there, 5.08; convenient location, 4.88; close to home or work. 4.73; friendly/
polite/courteous sales stafl, 4.59; coupons/incentives offered, 4.04. (Pho-
to Marketing)

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

Follow up each
phone call to your
prospect or
advertiser with a
confirming letter.

into disputes, because they call the
misunderstanding to both parties’
attentions before the parties act on
them. Second, confirming letters
can be used in court 10 support
your position if there is a subse-
quent dispute over what was or
was not agreed to by the parties.

The confirming
letter should be Nev Harmpshine:
drafted immodlately based radio
sales and man-
after the tele_phone prmnl =
conversation, Irwin  Pollack
negardlm consults radio
Of stations and
whether you have P
reached agreement groups. He can
be reached via
?ﬂ substantive the Internet at
issues or not. www.irwinpoliack.com, or by
caling (003) 598-9300.
T e S J :
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See your market in a new light.

1

Manage your occount penetration and buy participation more effectively.

For more information. please contact George Nadel Rivin. CPA, or

Don Garrett. CPA at 818-769-2010.
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USE YOUR X-RAY VISION

Radio Market X-Ray from Miller Kaplan. It's an insighttul sales
management tool. [dentifies new radio revenue opportunities i
your market. Empowers radio sales to access dollars from other
media. It’s comprehensive. Strategic. And flexible. X-Ray provides
vou with all the critical information to manage prospecting. agency

negotiations, personnel evahuation and overall strategic planning.
g [ |4

TAKE AN INSIDE LOOK AT YOUR ACCOUNTS

Radio Market X-Ray displays account-by-account expenditures
by industry classification, cross-tabbed to television and newspaper
expenditures. In-depth information that provides an accurate
picture of your share (;f the radio market, and helps you realize

greater market possibilities. That's X-Ray's vision.

Miller, Kaplan, Arase & Co., LLP

CERTIFIED PUBLIC ACCOUNTANTS

www.americanradiohistorv.com
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MARKETING & PROMOTION |

Rocking The Ages: Generational Marketing

Continued from Page 16

Honda has recently tried to capi-
talize on the stress-free environment.
Honda television ads emphasize their
cars as a mode of transport to a sim-
pler. less stressful life. In one ad, a
driver is trapped in the middle of a
massive city traffic jam complete
with a screaming cabbie. Suddenly,
a giant pencil eraser appears and
wipes the screen free of the surround-
ing noise and confusion. leaving the
driver free to pursue a simpler course.
Honda gets it. Maybe we as broad-
casters should get it too.

If creating-a-stress-free environ-
ment is what yau're all about, then
ignore screaming promos. Don't feel
that every song has to he up-tempo.
Promote stress-free weekends. Give
away stress-free vacations. Keep in
mind Honda's sell line. “'Life gotten
a little crazy? Try the simple simplic-
ity of an Accord Sedan Only one
word appears on the screen, set in
relief against a white background:
“Simplicity.”

Misunderstanding
Gen X

Generation X is filled with 20-
somethings who are turned off and
tuned out 1o cverything except MTV.
This is a generation of slackers, whin-
ers, and young urban failures with no
expectations beyond “McJobs.” Not!

The Washington Post called them
“crybabies.” and former New Repub-
lic columnist Michael Kinsley, a
Boomer who now serves as editor-
in-chief for Microsoft’s Internet
magazine Slate.

concept too seriously and need to
get a life.” We couldnt agree more.

The Matures and Xers have more
in common than the Boomers do with
either of the (wo generations.
Boomers (1 was bom in 1953) are the
ones who are spoiled. We believe the
Xers are spoiled. but they are deal-
ing in a more difficult and disparag-
ing world (similar to that which the
Matures inherited from their parents)
than what we have dealt with. The
hard work of our parents gave us
Boomers a sense of entitlement. The
Xers will have ‘to scrap and work
hard, much like the Matures did.
Boomers view the Xers as whiny. but
why not? Look at the world we are
leaving them.

Marketing Made Easy

One concept that is central to much
of today’s marketing is simplicity,
appealing 1o both Xers and Boomers.
[t has two aspects. First. focus on
function. Forgo pizazz; just get the
Job done. Don't obscure performance
with other distractions. Cut through
confusing. overblown hype and sim-
ply deliver the bottom line consum-
ers are looking for.

Second, put a high-touch face on the
high tech When marketing. make it
friendly. Engineer in empathy. Don't
overchallenge users. Don’t give them
0o many hoops to jump through. It's
tough enough that | have 1o decide what

radio station | am going to listen to.

but don’'t make me take three steps 10
win a prize when one is all | am inter-

Cyberspace is approaching a criti-
cal juncture. Most observers take it
for granted that the online market will
continue to explode. Yankelovich
doesn’t doubt that it will become a
permanent fixture in our lives, but
they do doubt it has the legs 10 be-
come the next TV, nor do they see it
replacing radio. In their Monitor
study. they indicate that online ser-
vices will be similar to picking up a
magazine. Instead of flipping the pag-
es, you'll press the cursor.

The growth of individuals using
online services (now at 35% of all
US. citizens) is why McVay Media
created a division known as McVay
New Media. This division designs
station websites and maintains them.
The challenge we have is in getting
Matures (most owners and general
managers) to grasp that online tech-
nology warrants more than trading
for mention on the design of a web-
site. Want to see real quality? Check
out WDOK/Cleveland's website at
www.wdok.com.

Modern Media And
Consolidation

The towering infrastructure of mod-
em media — antennas. satellite dish-
es. cells, digital. and such — thrusts
toward the heavens, monuments to our
engineering prowess. Radio broad-
casters are not only purchasing radio
and TV sations. but cellular compa-
niés, tower companies, and equipment
manufacturers as well. More and more
of these monoliths go up every day as
foundations  are

complained once.

™ laid down pell-mell

“These kids today. . — almost without
Theyre mm’y Boomers were the only generation weaned | thought i o
don't know how | ON & cool medium. Matures grew up on radlo, | consumer market.
godihyhaveit | magazines, and newspapers; Xers were | place. Listeners
cwrhacioign | Weaned on interactive formats, in which TV | 4t £ it In
ina war . . . they was more a platform than a broadcaster. monitor wracking of
never even had to L consumer reac-

dodge one.” Our
response: Get a
life. Kinsley! The

Boomer cool has left us with the media

forms we have today.

tions, they see an
underside to the

| profusion of media.

report by Yankel-

ovich Partners clearly shows that this
is a real generation and is reachable
through modem marketing means.

We offer an apology to our friends
who have written many anicles about
Generation X and have treated this
decade-and-a-half-long group as if
they came from Mars. Admittedly,
marketers are faced with a muktifac-
eted challenge in marketing 10 Gener-
ation X, but they have TV in their world,
they have computers in their world. and
they get mail. Oh, yeah, and they have
telephones. This gencration is actually
more accessible than any generation
before them because they carry digital
and cellular phones, pagers, and check
their e-mail several times daily.

As one Xer put it in a posting at
the website alr.society.generation-x,
“There is a Generation X, but what
it is isn’t as important as what it
ain’t. Generation X is not ‘altema-
tive” music, ‘grunge’ fashion. post-
modemism, urban vs. suburban liv-
ing. advanced degrees. or retarded
literacy. Generatiost X is not unable
10 find a job or unwilling to hold
onto one ... In short, whatever pic-
ture you've got, forget it. If this
bothers you. then you are taking the

ested in. This concept is why Boomers
will accept “flash and trash™ promos.
They like the concept of building a fan-
tasy. Xers want the bottom line. White
noise-like promos work well in Gen-
eration X-targeted formats for the sim-

Cyber marketing, online market-
ing. and even more direct marketing
are new technologies that amived with
the heralding of the Intemnet. The first
priority for cyber marketers is obvi-
ous: Boomers. They provide the eas-
iest path to success on the Internet.
If you target Boomers, marketing
online is worth considering. This fact
is particularly true if your radio sta-
tion involves information-intensive
decision-making attributes. News/
Talk stations and stations that target
families are all properties that should
take advantage of the Internet.

Why can’t we put school closings on
the Intemet? Why wouldn't you provide
daily gossip from the moming show?
Coukdn’t you provide a transcript of fea-
tures andd bits that air on your programs?
Stations say they are looking for non-
traditional revenue (NTR), but they seem
to overlook the online services their sta-
tions can provide,

This area is where
the opportunities for competitive mar-
keting advantages lie.

Due to consolidation, varied for-
mats. and less competition, too much
has become very litde. The enthusi-
asm for media invention and innova-
tion should not be mistaken for un-
critical infatuation. Get a handle on
the difference. and your marketing will
be on the inside track. Just because
consolidation has given listeners more
formats to choose from doesn’t mean
they will choose more formats.

There is a ring of technology to all
of this. Indeed. the two are connect-
ed — technology drives much of what
goes on in media, and media is cen-
tral 10 how' people experience tech-
nology. Deregulation has obviously
driven the way in which our business
has expanded. but the issues in the
media marketplace are about infor-
mation proliferation, not system
complexity. | tum on the radio. I get
the programming 1 am looking for,
or | tum it off. That's simplicity.

There was a time when one could
visit Los Angeles, and. of the 60 ra-
dio stations available. there were five
good ones. Today, with consolidation.
clusters of radio stations, and group

e —
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Continued from Page 16

are always in demand.

| THE ROAD 1o

Better Ways To Manage One’s Time

6. Don't let paperwork collect. Most of what you receive is routine.
Rather than let it bog you down, respond by quickly handwriting brief re-
sponses on ietters, memos, and faxes, then move them out. Do the equiv-
alent with e-mail. Mos! recipients will be pleased that you answered so fast,
and you're then free to use your time elsewhere.

7. Balance. The preceding six ways will make you far more productive
in a lot less time. But, as Gandhi sald, “There is more to life than increasing
its speed.” By becoming so efficient, you'li now have more time to do other
things you enijoy. You might start a hobby or an exercise routine. Gandhi
twice a day took long, vigorous walks that kept him healthy, iet him expldre
ideas with those who walked with him, and sometimes helped him think of
the answer to a probiem that perplexed him. Jack Lalanne, at 84, works
out nearly every day and is in remarkable physical condition.

The most rewarding thing of all is to donate some of your time to help
others. There are numerous compeiling causes and organizations that would
sincerely appreciate your involvement. Every Christmas at the Hollenbeck
Youth Center in East Los Angeles, four Santa Clauses give presents 1o
about 10,000 needy children. In many cases, these are the only holiday
gifts those kids will receive, and they and their tamilies are very apprecia-
tive. It's emotionally uplifting to be a part of such a program, but the chiidren
also need the involvement of caring people the other 364 days as well.
Volunteers who can tutor, counse, coach, or serve other essential roles

Or, it you prefer, create your own activity. For exampie, occasionally visit
a retired senior citizen who seidom has anybody come by. Take a sincere
interest, ask questions, and be a good listener. You'll hear some fine sto-
ries, and you'll get the benefit of many years' experience. Then, finish up
with a hug or a handshake. Doing this will warm that person's heart and
give you a real sense of having done something worthwhile. In whatever
cause you chooss, you'll improve the lives of other people. By doing so.
you'l make your own more meaningful and fulfiling. Through your partici-
pation, you'll soon know the real meaning of success.

By Dick Kazan
J

ownership. there may be 20 good ra-
dio stations of the 60. While it is still
only one-third of the stations. there
are more choices available. Listen-
ers will still choose only a few sta-
tions with which to share their time.
The ways and means in which we
market 1o these listeners become crit-
ical. This is where generational mar-
keting becomes valuable. Targeting
4he generations of Matures. Boomers,
and Xers is different, and yet some-
what the same. Television is now
breaking through traditional basriers.
CNN, for example, recently an-
nounced plans to deliver headtine
news to personal pagers. This service
presumably will come with hooks
back to the channel itself, and adver-
tisers. If you are a News/Talk radio
station or a Sports radio station. this
is how you expand for nontraditional
revenue. Hook the listener.

Remember, what's worked for
Boomers before is usually a good
model for doing something new. Peo-
ple magazine and USA Today are two
good examples. Both publications
organize lots of information into di-
gestible snippets that make data easy
10 remember and use. This is why sta-
tions should consider “Quick News”
or touting “News First. News Now.”
and selling the benefits of weather or
traffic as *Trouble Spot Traffic” and
“Instant Weather.” More examples
can be found at 7Time magazine's
website.

Listener Investment

Marshall McLuhan, the Canadian
media guru, once described television
as a “cool fire” because it is a highly

involving medium that requires noth-
ing of the viewer beyond passive at-
tention. Not so for all media, McLu-
han argued. Listening to the radio or
reading a magazine is hor. We active-
ly engage our minds 1o get what they
have to offer.

Boomers were the only gencration
weaned on a cool medium. Matures
grew up on radio. magazines. and
newspapers: Xers were weaned on
interactive formats. in which TV was
more a platform than a broadcaster.
Boomer cool has left us with the
media forms we have today. The TV
news magazine show 60 Minutes. for
example. was the perfect Boomer
program — information and the in-
side story. coolly delivered.

This concept is in the process of
being overhauled. All media in the
foresecable future will be hot. It must
be interactive and create thought. Ad-
vertising is already moving this way.
This shouldn’t be confused with the
carlier premise that stress-free is good.
Stress-free is right for Soft AC or NAC,
but it doesn’t mean you can't have a
participatory morning program. It
doesn’t mean that you should avoid
the concept of Listener Investment.

Listener Investment was intro-
duced in 1981, when Fairbanks
Broadcasting and consultant George
Johns involved listeners in helping
them “build™ his “Klassy™ format in
Indianapolis on WIBC [and in San
Diego in 1984 at KOGO). Listeners
were invited to voice their opinions
on the air. and the broadcaster then
actually responded to their requests.
What a concept: Ask consumers what
they want and give it to them!

il 20 O klc oo diobictan, oo
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YOU VE PLAYED THEIR MUSIC

AND SEEN THEIR IFACLS,

3UT YOU VE NEVER

BEEN TO THEIR HOMI-.

at the Rock and Roll
of Fame and Museum.

shows such
as ABC's
“Pure Gold”

BSOLL THRY

Continental 5N
Airlines &%

R

RadioShack

ged! if you run into

som &Graham.Nash or

Bldw while broadcasring.
- Bl Hore ar the Rock
4§ !!a!‘l of Fame snd

= . -
im, ‘or for more tnformation,

cull D 2ave Miffac 216-313-1961
o & mail<dhiptz@rockhall.org >
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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

-BM

Harness the power of repeatability!

1-800-786-7411

www.bannersonaroll.com

Powerful ¢ Affordable « Dramatic

F YOU NEESED IT YESTERGAY, CALL VS TORAY!
QUICK TURN AROUND « COMPETITIVE PRICES

BW - 8x10's

500 — $80.00
1000 — $108.00

1| 4x6 - JOCK CARDS

|| s00 - ses.00
J| 1000 - s$91.00

ADUB GRAPHICS &'DESIGN
1-800-7-COYOTE
1-800-726-9683 Lesie » Lisa » Michele

COMPLETE ART DEPT. » MUGE SELECTION
FREE CATALOG! CALL NOW!

(800)343-6529

SERVICE

We are either away from our desk or on
the other line. Please leave 2 message or £
bit 0 for the operator ahd have us paged

DEADLINES

Haven't made one yet.
Gorn' for the record

PRICES

Ail costs are dependent upon
the atutude of the chent

FREE

44 page cataiog with promotional

and premium ttems specihically
designed for the broadcasung and
recording industrx,  Quarterly specials.
Valuable gift. worth millions.

REFERENCES

ROLL-A-S8IGN Cost-effective plastic banners
for your station. We print any picture, iogo,
or design in up o four colors. Perfecilor
concerts, public appearances, expos and give-
aways. Packaged on a roll and easy 10 use.

us. |M|-24|7

%\.%m%\%
% PROMO S@@@J@L
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MMNAVN

of the month

% ICE S(RAPER

:
M

% LEE ARNOLD PROMOTIONS

(414) 351-9088 « Fax (414) 351-6997

AVNNAVNNA

www.leearnold.com

) $AS set-up

1 celor Imprint
various shapes
500 pcs.@ $.68e2
1000 pcs.@ $.55¢a
2500 pcs.@ $.48e2

R, RESULTS MARKETING
) NI E®

800-786-8011 » www.resultsmarketing.com

m%%%%%

| TEMPORARY ]%
TATTO0 52 3¢] A1
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Includes all charges no huddcn costs

Over 1,000,000
w0 10 o
(et yrar song

LEE ARNOLD PROMOTIONS

(10-3) 3309088 o Fan (814) 350.6997
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CURRENT

* RUSH HOUR

Singie: How Deep Is Your Love/Dru Hilt ¥Redman (Def Jam/RAL/sland)
« THERE'S SOMETHING ABOUT MARY (Capitol)
Featured Artists: Dancdy Warhols, Joe Jackson, Jonsthan Richman

* SIMON BIRCH

Singler You Were There/Babytace (Epic)

* ARMAGEDDON (Columbia)

Single: 1 Don't Wani To Miss A Thing/Asrosmith
Other Featured Artists: Shawn Colvin, Journey, Our Lady Peace

+ DR. DOLITTLE (Atlantic)

Singie: Are You That Sombody?/Aaliyah
Other Featured Artists: Jody Watley, Ginuwine, 69 Boyz

+ HOW STELLA GOT HER GROOVE BACK (Flyte Tyme/MCA)
Singies: Luv Ma, Luv Me/Shaggy t/Janet

Beautitul/Mary J. Blige

Other Featured Artists: Diana King, K-Cl & JoJo
s WHY DO FOOLS FALL IN LOVE (Elektra/EEG)

Single. Get On The Bus/Destiny's Child

Other Fealured Artists: En Yogue, Total, Nicole

« CLAY PIGEONS (Universal)

Featured Artists: Tonic, Verve Pipe, Sara Evans
s SMALL SOLDIERS (Dreamorks/Geffen)
Singles: War/Bone Thugs-N-Harmony...
Another One Bites. . /Queen {/Wycief Jean
Other Featured Artists: Pat Benatar w/Queen Latitah, Pretenders

w/Kool Kaith, Cheap Trick

« PERMANENT MIDNIGHT (DGC/Geffen)
Featured Artists: Girls Against Boys. Crystal Method, Prodigy

COMING

» A NIGHT AT THE ROXBURY (DreamWorks)
Featured Artists: La Bouche. Ace Of Base, Tamia

* PRACTICAL MAGIC (Reprise)

Single: If You Ever Did Believe/Stevie Nicks
Other Featured Artists: Falth Hitl. Marvin Gaye, Harry Nilsson

+ STRANGELAND (TVT Soundirax)

Featured Artists: Megadaeth, Dee Snider, Kid Rock

« SLAM (Sony Music Sounditrax)

Featured Artists: Mobb Deep, OI' Dirty Bastard & Coolio

o P ———— e =

| Wide Web sites, ¢ool cyber-
chats, and other points of inter-
highway.

* Tak with Jemro Tull front-
man len Anderson tonight {10/
2) at 5:45pm ET/2:45pm PT at
www.cilysearch11.com

|

« Arturo Sandoval performs
in a Philips Jazr Series show
onight (10°2) & 9:45pm ET/6:45pm
PT (www.fiveconcerts. com).

* Enjoy & periormance from
Plzzicato Five tonight
at 9:45pm ET/6:45pm PT
{wwwijamitv.com).

s Listen to Farm Aud 98, fea-
turing performances from
John Mellencamp, Phish,
and Hootle & The Blowfish live
trom Tinley Park. IL Saturday
(10/3) from 3pm-midmght ET at
www. rollingstone.com and
www amb.com.

s Catch Harvey Dangee m &
prerecorded concert on Tuesday
evening (10/6) at 9:20pm ET/
6:20pm PT {www @amtv.com).

MUSIC DATEBOOK

MONOAY, OCTOBER 12 [

1957ittie Richard dectares he’s aban-
doning rock & roll for rebgion, five
vears later ha begins performing
agan, heagiining a Liverpoot con-
cert with the Baatles

1971/Rock & roll poneer Gene Vincent.
36. gies

19750n New York. Rod Stewart & The

Faces perform together tor the last |

tme

1996 Forty thousand attend Faim Akt ‘96 |
In Columbsa. SC: performers In- |

. Cluge Neil Young, Willie Nelson,
John Mellencamp. and Hoolie &
The Blowtish.

1997/ Jahn Denver iS kilied when the plane |

he's operating plunges into
Monterey Bay. CA
Bom: Sam Moore (Sam & Dave) 1935
Reieases. U2's Octover 1981

1963/Fitteen milion BBC viewers are ex-
posed 10 Beatlemania for the tirst
timé when hundreds of hysterical
fans compete for limited space at |
2 Beatles show at the London
Palladium.

Meot the Beatles!

1980y Jehnny Cash 1S elected 0 the Coun-
try Music Hall Of Fame.

1985B-52's guitanst Ricky Wilson. 32
dies from AIDS-reiated complica-
tons

TUESDAY, GCTOBER 13 |

Born: Ssmmy Hagar 1949, Marie Os-
mond 1959

WEDNESDAY OCTOBER 14

7966/A1 San Francisco's Filimore West.
Grace Slick performs with Jefier-
son Airpiane tor the first hme.
1971Arco Industnes sues John Fogerly
and Creedence Clearwater Reviv-
a for $500.000, ciaiming CCR's
“Travelin' Band™ was coped from
“Goog Golly Miss Mol
1996/Madonns and Carios Leon become
parents to daughter Lourdes Mar-
ia Ciccone. )
Born: Justin Hayward (Moody Blues)
1946 Thomas Dolby 1958
Releases’ Michael Jackson's “Ben” 1972

THURSDAY, OCTOBER 15

1955Grand Ole Opry 1s telewised for the
first time; guests mclude Les Pau!
and Mary Ford

1973Patsy Cline and Chet Atkins are
eiected 10 the Country Music Hall
Ot Fame.

1976/ e and Thna Turner separate profes-
sionally after performing together
for 19 years.

1993/Director Qliver Stone asks Trent
Remor and Nick Cave to provide
music for his forthcoming film,
Natural Born Killers.

Born: Richard Carpenter (Carpenters)
1945

Releases: Fleetwond Mac's Aumoirs 1976

FRIDAY. DCTOBER 16

1962The first Motown Revue commenc-
S in Washington. DC. The two-
month tour features the Supremes.
Marvin Gays. Littie Stevie Won-
der, and the Miracles

196&'tn London. the New Yardhirds (Jim-
my Page Roben Plam. John Bon-
ham. and John Paul Jones) per-
form for the first time.

www.americanradiohistorv.com

1972/Cresdence Clearwater Revival
informs the media they are dis-
banging.

1992George Hamson. Neil Young, and
Eric Clapton saiule Bob Dylan at
Madrson Square Garden.

Born: Bob Weir (Grateful Dead) 1947,
Fiea (Red Hot Chih Peppers) 1962

SATURDAY. OCTOBER 17

196 7The r0Ck musical Hair premieres off
Broadway,

1969 After three years, the American
Federation of Musicians allows the
Kinks 10 retum to the U.S. The
AFM refused to let the band piay
in the U.S. fotlowing an unauthe-
rized 1966 TV appearance.

197 7/Lymyrd Sloynyrd's 1ast 3ibum. Strest
Survivors, IS releassd. The
record’s cover. depicting the band
surrounced by fiames. 1s promplly
discontinued when three mem-
bers of the band pensh in a plane
crash three days iater,

1386 Sid And Nancy, 4 tim based on the
Iives of Sid Viclous and Nancy
Spungen. premieres

Bon:- Gary Puckett (Union Gap) 1942,
Ziggy Mariey 1968

SUNDAY, GCTOBER 18

1966/Before 14.500 in Paris. the Jimi
Hendrix Experience performs for
the first time.

1967THow | Won The War. featuring John
Lennon 0 an acting iole. pre-
mieres in Longdon.

1990/Naoml Judd anncunces she's
abandoning the Judds because
of her chronic hepatitis. Her
daughter Wynonna purSues a
solo career.

Bom. Chuck Berry 1926 the tate Laura
Nyro 1047, Wymton Marsalis 1961

~— Mark So

Wm Smith's wite, Jada, is
k in a jealous rage over

Smith's recording with former

-Frash Prince co-star Tatyana,

according to the Globe. Say
friends. “The thought of Tatyana
recording with Will has Jada fit
to be tied!”

Setting Standards

Monica Lewinsky was alleg-
edly going 10 make an appear-
ance on the MTV Awards, but
when Madonna found out. she
called the producers and sawd
there was no way on God's
green earth that she was going
10 be on the same show with
Monica. Since Madonna was
one of the main performers, the
producers backed down {Star).

Meanwhile, Madonna plays
interviewer in Vogue when she
chats with photographer Mario
Testino about reprassion, artis-
tic vision, and taking a photo of
Princess Diana’s aidest son,
William.

The "odd couple” pairing of
Burt Bacharach and Eivis Cos-
tello is examined in a two-page
fealure in Newsweek. Also. the
duo Is interviewed in Entertain-
ment Weekly, where Bacharach
says, “One of the best things we
have going for us is that there isnt
another record like this out” Adds
Costello. “ can't predict that it will
have any presence. because a-
dia's so heavily formatted. and it
may not see itself in these songs
But paopie will see themsetves in
these songs, which ultimately is
more important.

Unsolved Mysteries

Gaorge magazine devotes six
pages tothe uns-olvecl deaths of
Tupsc Shakur and Biggile
Smalls. Biggie's mom, Voletta
Wallace, asks, “Does Putf Dag-
dy know something about my
son’s death? Maybe he's afraid
to talk. But at least do some-
thing. Give & hint”

Bridget Fonda has fallen for
Dwight Yoakam (Giobe).

Tammy Wynette's kids are
demanding an investigation of
their mom's death. “This has
been preying on my mind more
each day.” says daughter Jack-
ie Daly. “We don’t know if there
was any foul play involved; we
just want this resolved” (Star).

THE PATH OF LEAST RESIS-
TANCE — “As the millennium ap-
proaches, we ali must look inward
and check the fiber and speak the
truth. | had a boss. and | didnt ¥ke
it. I teel tree now that there’s no
daady 1o spank ma” — "AFKAP"
enfoys 8 painiess path. On his
“Slawg” approach: “imagme your-
self sitling i a room with the big-
gest of the big in the recording in-
dustry. and you have 'Siave’ writ-
ten on your face. That changes
the entire conversation” (lcon),

Flashhack!

The Glam Rock 100k is on its
way back, says fashion 'zine W,
which chroniclas the trand with
photos of Mick Jagger, David
& Angeia Bowie. and design-
ers’ 1akes on the ook

Speaking of outside appear-
ances. Cosmopolitan enlists the
help of mega music makeover
artist Paul Starr to show read-
ers how 10 copy the looks of
Natslls Imbruglis, Sheryl
Crow, Sarah MclLachlan. Jew-
el, and Lauryn Hill.

Pamela Anderson Lee is fea-
tured on the Cosmo caver and
is interviewed inside, not adding
much to the reams of press
she's done. However, socon-to-
he-ex-hubby Tommy Lee. fresh
out of prison, grouses in People.
“Out of four months in jail, § prob-
ably talked te her 10 times. And
| got two letters. it you ask me,
that's pathetic.”

Nice To Meat You

“lt was kind of neat to eat one
of his steaks. He marinates it in
Scotch and Italian dressing lor,
like, three hours and puts it on
the gnil,” says Marilyn Manson
quitarist Twiggy, who talks about
meeting Don Henley. Twiggy, at
the encouragen ent of Manson,
later talks about his, er, reiation-
ship with pizza dough when he
worked at Little Caesar’s.
didn't feed itto anyone,” he clar-
ifies (Rolling Stone).

Each week R&R sneaks a peek through the nation's consumer
magazines in search of everything irom the subiime o the ndicu-
lous in music news. R&R has not verified any of these reports
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597 melion housenoids

{ ADDS |

HEAVY |

508 milion households
isaa;Tgrney

{ADDS sl

BRANDY Have You Ever (Adsorc)
STEVRE MICKS # You Ever Dud Besave (Reprise)
U2 Sweetest Thung jisiand)

AALIYAH Ase You That Somebody? (Atianic)
AEROSANTH § Don't Wart To Mrss A Thing (Cokumbia)
SACKSTREET BEYS I8 Never Braak Your Heart (Jve)
BARERAKED LADIES One Week (Reprsei

SEASTIE BOYS Interpatactic fGvand Royal Capaol
ORANDY VMIASE Top Of The Worid (Aftantic)

BRAN SETZER ORCNESTI Jump Jve. .. (Interscope;
EAGLE-EVE CHERIY Save Tongnt (Wrk

EVE § insude Out (BGA)

EVERCLEAR f ather Ot Mine (Capitor)

LAUMRYN ML D00 Woo (Thet Thing) (Rusouse Cobmtua)
HOLE Cetetrity Skn (DGC Geften))

JANET GODeep (Virgn)

JOUIAY-Z toney.. (S0 So DetTokunina)
MADONNA The Power 01 Good-Bye (Maverck WB)
BAARILYN MAKSON The Dope Show (Mot inevscope)
MONICA The First Mgt (Aresta)

[STRESS |

BLACK EYED PEAS Josrts & Jams (inferscope)

SHERTL CROW My F avor te Mrstake (ASM)
OROXLAATH EVAE How's & Gom Dower? (Dwt.omAdercury)
GO0 GOO DOLLS Sive (Warner 8ros |

HOOTIE & THE BLOWFISH | Wil Wat (Atlandc)

JO & MARIAH CAREY Sweetheart (S0 So Det/Cokemba/
KORMN Got The Lite (immortalEpec/

MONSTER MAGNET Space Lord (ASM)

SHAWN MULLIMS LuBiaby (Cotambag)

MYAVSILIX THE SHOCKER Mown On (Unversiyedrsrscupe)
"N SYNC Tearm’ Up My Heart (RCA}

ROB Z0MBIE Draguia (Gefler)

| BREAKTHROUGH |

PEARL JAM Do The Evolution (Epec)

|ACTIVE i

ALL SAINTS Never Ever (1 ondon/isiand)

FIONA APPLE Across The Unwverse (Work)

A TRIBE CALLED QUEST Find A Way (Jav)
CREED What's Thrs Life For (Wind-up)

DRUHILL UREDMANOw Oeep (Dl iarnRAL Mestury

E |

AERDSINTH | Don t Want To Mrss A Twng (Cokntia)
SARENAKED LABIES One Wesk (Reprsse!

O08 GO0 BOLLS s (Warme SunsetRepriss)
MMATCHOOX 20 Real World (Lava Attantic;

JONN MELLENCASSP Your Lifke is Now (Columba)

[NEW |

600 GO0 DOLLS Sage (Warner Bros.)
MADONNA The Power 01 Good-Bys (Maverck WB)
SHANR MULLINS L ultaby (Coksmoa)

U2 Sweetest Thing (isiand)

| LARGE ]

SAYAN ADAS On A Day Lie Today (ASAM)
SABYFACE You Were There (Epic)

DAUAN SETZER ORCHESTRA Jump Jive.  (Interscope)
MARIAH CAREY Whenever You Call (Cokmbnd)
EAGLE-EYE CHERRY Save Torught (Wovi)
SHERYL CROW My Favortte Viistake (ABM)
HOOTIE & THE BLOWFISH | Wi Wart /Attantic)
MATALIE IMIDRUGLIA Torn (ACA)
JANET Go Deeg (Virpm)

SMASHING PUMPINS Pertect Virpn)
SHANIA TWAIN You've Stk The One (Mercury)

| MEDIUM |

STEVIE IICKS ¥ You Eves Did Beweve (Reprise)
SEMESOMC Closing Time (MCAI
SHANIA TWAN From Thes Moment On (Mercury

[cusTom

ANGGUN Snow On The Sahara (Epxc)
FIOMA APPLE Acr0ss The Uneverse (Work !

JON 8. They Don't Know (Yab Yum/S50 Music)
BRANDY Have You Ever (Aranric)

CHERRY POPPIN' DADDIES Srown Derty . (MooUnnersal)
CULTURE CLUB Mrss Me Bind (Viegin) ‘
EVERYTHING Hooch (Siacktwd Sire)

FASTBALL Fire Escape (Hollywood)

KIRK FRANKLIN ( e2n On Me { GospoCentric)

CHRIS ISAAX Piease (Reprrsel

R KELLY Halt On A Baty (/e

MAXWELL Matnimorry Maybe You (Columbia)

BRLAN MCKMIGHT The Only One For Me {Mercury)
JENMFER PALGE Ciusn (Ede America Holywood)

UZ PHAIR Polvester Bride (Matador Capitol)

PM DAWN [ Had No Right ( Gee Street V21

DUNCAN SHEIX Bl Your Tongue (Atante)

SQUIRREL NUT DIPPERS Suss Are Preking Up ... (Marmvmo
TEMPTATIONS Stay (Motown)

LUTHER VANDROSS Nights In Hartem (LV/Virgin)

™

(Forever Love)

NFL Monday Night Football
(Cowboys vs. Giants)
Touched By An Angel

CMA Awerds

10 60 Minutes

e s
~N

Adults 25-54

ER

Friends

Fraeler

Josse

Veronica's Closet
CBS Sundsy Movie

(Forever Love)

Drew Carey Show

NFL Monday Night Football

(Cowboys vs. Giants)
9 Just Shoot Me

(te) Spin City
