anagement » marketing + sales

In some markets. grocers devote nearly
60% of their budgets to radio. This
month, R&R’s Industry X-Ray series
spotlights the ever-important category of
grocery stores. And thanks to changes in
consumer lifestyle trends, this
relationship can grow even stronger.
MMS Editor Jeft Axelrod has the stats,
the background and the qualitative. Also
this week, columnist Dick Kazan begins a
multiweek series on “hiring smart.”

Pages 10-14
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The Internet ... e-commerce ... MP3 ...
interactive technologies. As each day
passes, these buzzwords and others
incorporate themselves into our daily
conversations. So beginning this week,
R&R will present the top digital
technology issues in our new column,
“Innovation Station.”

Page 16

« Radio Unica files for $98 million IPO

» Tony Coles takes KRWM/Seattle
PD position

¢ Tom Bracamontes SVP/Promotion,
Mark Boyd VP/Promo at Virgin
Records Urban

« Ron Poore becomes VP/Modern
Rock-Rock Promo for RCA

« Eddie Jorge VP/Urban Promo, George
Silva VP/Top 40 Promo at Red Ant

Page 3

[ THis 7] WEEK

- BACKSTREET BOYS | Want It That Way (Jive)
CHRMHYTHMIC :
» 702 Where My Girls At? (Motown)

« DESTINY’S CHILD Bills, Eils, Bills (Columbia)

URBAN AC

. MAX\A'IELL'Fortunate (Rock Land/Interscope/Columbia)

COUNTRY

+ LONESTAR Amazed (BNA)

AG

= PHIL COLLINS You'li Be n My Heart (Hollywood)

HOT AC

| «RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)

NAC/SMOOTH JALZ
+ DAVID BENOIT ReJoyce ‘GAP)

ROCK
« DEF LEPPARD Promises (Mercury/IDJMG)

| ACTIVE ROCK
« RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ALTERNATIVE
«RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ADULT ALTERNATIVE
= SANTANA 1/ROB THOMAS Smooth (Arista)

THE INDUSTRY’S NEWSPAPER

www.rronline.com

The Spot Load Controversy:
Paragon Presents Its View

B R&R/Edison/Arbitron study ignites debate

Editor’s Note: R&R’s breakthrough research on radio spot loads,
unveiled at R&R Convention '99 last month, has generated much
controversy in the management and programming ranks of radio and
the research community. Paragon Research Managing Partner Mike
Henry, who has published the results of his spot load studies in R&R
over the past several years, offers a slightly different take on the
issue here. Larry Rosin of Edison Media and Scott Musgrave of
Arbitron — who conducted the research presented at the R&R Con-
vention — offer a brief response at the end of Henry's article. You
can see a recap of the R&R/Edison Media/Arbitron study in this
week’s CHR section: Page 46.

torical research on
the subject. Most of
the callers were
concerned because
they were being in-
structed to move to
three stopsets per
hour and to beef up
the spot loads im-
mediately after the
latest study was re-
leased. While there
are no easy solu-

By Mike HENRY
PARAGON RESEARCH

Research Issue

Many of R&R's editors
this week devoted their
celumns to research
topics. Here's a guide:
Page 46
Page 62
Page 75
Page 89
Rock Page 107
Alternative Page 115

Only a month has
passed since the lat-
est research on com-
mercial loads was
released at R&R
Convention 99, and
this issue is far from
being resolved. In

CHR
Urban
Country
the first few weeks §:1n

after the new infor-
mation was released

1 received numerous
calls from radio programmers
and consultants seeking clarifi-
cation and guidance, because
they knew that Paragon has his-

Clear chénnel Taps
Sledge For Country
Programming Post

By Lo~ HELTON
R&R COUNTRY EDITOR
lhelton@ rronline.com

In a pair of moves that sent
shockwaves throughout the
T -1 Country radio
and music in-
dustries,
WUSN/Chi-
cago PD Alan
" | Sledge has re-
- | signed to join
i Clear Chan-
nel in the dual
4 role of Re-
1 gional Direc-
tor/Countr

L Programming
and PD of KNIX/Phoenix. He
replaces KNIX General Program
Manager Larry Daniels, who
will leave the station on July 27
after more than 28 years as PD.
Sledge’s last day at WUSN will
be July 26. and he expects to be

P

SLEDGE/See Page 33

tions, I will attempt
to move this critical discussion to
the next level.

PARAGON/See Page 30

Alpert: Art, Heart & Soul

m Legend lives life in a torrent of creativity

By CAROL ARCHER
R&R NAC/SMOOTH JAZZ EDITOR
archer@rronline.com

Herb Alpert. the
legendary co-founder
of A&M Records
who has sold 72 mil-
lion albums world-
wide and earned
seven Grammys (as
well as 15 gold and
14 platinum albums).
is one of the most
successful. influen-
tial and enduring
forces in pop music
history. Today his commit-
ment to music — his own and
others — continues at his la-
bel. Almo Sounds.

Alpert is also a prolific
painter and sculptor whose
work is shown internationally.
His compassion Is apparent in

Alpert
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You Gan Call Them AMFM Now

B Chancellor, Capstar shareholders OK merger

BY JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@rronline.com

Almost a year after
announcing the largest
radio merger in history,
Chancellor Media and
Capstar Broadcasting
finally tied the knot on
Tuesday (7/13) when
shareholders from both
groups approved the
union.

As far as mergers go. this
one was simple in many ways
and stunning in others. This

Tom Hicks

merger did not have the
complexity of some
other recent mergers, be-
cause both companies
are majority-owned by
leverage buyout firm
Hicks, Muse, Tate &
Furst. From a regulatory
standpoint, Capstar’s
FCC lawyer, Nat
Emmons, called this
merger somewhat “rou-
tine” because no divestitures
were demanded by the FCC or

MERGER/See Page 8

Morgan Now Co-CO0O0 For Cox

B Reis adds Tampa duties as WCOF & WHPT flip

BY ADAM JACOBSON
R&R RADIO EDITOR
Jjacobson @ rronline.cont

Cox Radio has realigned its
senior management structure in
response to the company’s recent
growth in traditional radio, syn-
dication and Internet initiatives.
Marc Morgan, formerly Sr.
Group VP, has been promoted to
VP/co-COOQ. He’ll join current

Cox COOQO Dick Ferguson in re-
porting to Cox Radio President/
CEO Bob Neil.

Morgan will continue to over-
see Cox’s Atlanta and Tulsa
properties and Cox Radio Syn-
dication while playing a larger
role in station acquisitions and
investor relations. He will also

* COX/See Page 33

Entercom’s Baker Moves To Beantown
M New duties include Market Mgr., combo VP/GM

Entercom has named Tom
Baker Market Manager for its
five-station Boston cluster:
WEEI-AM, WRKO-AM,
WWTM-AM, WAAF-FM &
WQSX-FM. He also will serve
as VP/GM for Sports/Talk WEEI
and News/Talk WRKO.

Baker has been with Entercom
since 1996, serving as VP/Mar-
ket Manager for the company’s

the work of the Herb Alpert
Foundation, which endows art-
ists in all areas of expression.

R&R Publisher/
CEO Erica Farber
and I met Alpert in
the foundation’s of-
B fices. He eagerly

‘B showed us the
M Gemini, a new trum-
£ pet he designed with
two bells (one ac-
commodates a mute)
that can be played in-
terchangeably at the
press of a thumb
switch. After a tour of his art
filled space, we settled in the
recording studio.

1 recounted the experi-
ence of once trekking in the
Moroccan wilderness and
meeting a nomadic tribe so

See Page 100

www americanradiohistorv com

All the Iatest Spring 99 Arbitrons: www.rronline.com

Portland properties. Before that
he was GM of KPOP-AM &
KGB-FM/San Diego.

“Tom has done an extraordi-
nary job leading the charge for
us in Portland.” Entercom Presi-
dent/COO David Field com-
mented. “He has developed the
cluster over the years by building

BAKER/See Page 33

Ryan Does Double
Duty As WLIT PD

By Mikt KiNosiaN
R&R AC EDITOR .
mkinosox@rronline.com

AMFM Inc.

AC Format | 4% o
Director and
WLTW/New
York OM/PD
Jim Ryan has
added to his
programming
portfolio by
taking on du- "
ties as PD ofL "
co-owned Lite

AC wLIT/ "
Chicago. Ryan had been serving
as WLIT’s interim PD and
now officially succeeds Mark
Edwards. who departed last
March.

“I got the cream of the crop,
so it's a dream scenario for me.”
VP/GM Kathleen Cahill told
R&R. “We had some ratings
erosion, and I called Jim in late
January to take a look at the

RYAN/See Page 33
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BELIEVE WHAT YOU HEAR.
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ANYBODY

From their debut album “Superjaded.”

Produced by Matt Hyde & Raile

BTN

Q Management: Scot McCracken for DAS Communications, Ltd.
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Coles Warms Up To
KRWM/Seattle PD Gig

KBIG/Los Angeles Asst. PD/MD
Tony Coles is leaving the AMFM
Hot AC to program KRWNM/
Seattle. He succeeds Thom McGin-
ty. who recently exited the
Sandusky Soft AC to become AC
KUDL/Kansas City’'s OM. Coles
begins his new dutics the first week
of August.

“Radio is a people business. and
the great stations are made up of
great people.” KRWM VP/GM
Marc Kaye told R&R. “It's very
meaningful fer Sandusky Radio
and KRWM to get one of the ‘good
guys’ as Warm 106.9's PD. Tony's
AC background enables him to
bring us a wealth of information.
We're looking forward to it.

“The Warm PD job doesn’t re-
quire someone to come in and blow
the place up. We need someone to
take the station to the next level.
Tony's maturity and personality
will help build the team and keep
the team that’s working so well in
place. I wanted to find a secure
manager who can work with what’s
around and make it better.”

Before joining KBIG Coles was
KIBB/L.A’’s PD and Asst. PD/MD
at WLTW/New York. His back-
ground includes programming
stops at WFWI/Ft. Wayne and
WCOL/Columbus, OH.

RCA VP Poore Adds
More Promo Duties

RCA Records has promoted
Ron Poore to VP/Modern Rock-
=1 Rock Promotion.

Based in New
York. he contin-
ues reporting to
Sr. VP/Promotion
Ron Geslin. In
| his newly ex-
panded role. he
will oversee
Modern Rock.
Rock, Adult Al-
ternative and col-
lege promotion:
all format directors will report to
him.

“Ron’s extensive expericnce and
radio acumen have made him a
valuable executive at this label.”
Geslin said, “and we're looking to
utilize those talents to an even
greater degree with this well-eamed
promotion.”

Poore noted, *'1 have been at RCA
for four and a half years as Head/
Modern Rock. and in that time we
have been able to establish RCA as
a key player at the format with
credibility and the tenacity to break
bands. I'm looking forward to my

POORE/See Page 34

Poore
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Post-Tour Bliss

Virgin's Skunk Anansie just ﬂmshed upa U S tour showcasmg tracks from
the band'’s upcoming release, Post Orgasmic Chill. All smiles backstage
at their last stop, L.A.'s Troubadour, are (clockwise from lower |) Virgin
Records America Sr. VP/MKktg. Piero Giramonti, bandmember Mark, VRA
co-President Ray Cooper, bandmembers Skin and Cass, VAA VP/Sales
BJ Loberman, bandmember Ace and VRA Dir/Product Management Eric
Ferris.

Radio Unica To Go Public

| Spanish b’caster hopes to raise $38 million in IPO

IPOs aren’t just for the big boys
anymore. Radio Unica, the Spanish-
language broadcaster with only 13
AM stations, proved that last Mon-
day, when it announced it planned
to offer an initial stock sale that
could raise as much as $98 million.

Radio Unica’s decision to go pub-
lic comes on the heels of several
other notable IPOs from radio
groups that market to niche audienc-
es. Radio One, which targets an Af-
rican-American audience, raised
about $156 million in May, and Sa-
lem Communications, strictly a re-
ligious broadcaster, raised $189 mil-
lion earlier this month. Earlier this
vear Entercom went public. as did
Infinity Broadcasting late last year.

But Radio Unica's plan to sell
shares highlights a growing trend
among niche groups to look to the
public for guick cash. Radio Uni-

ca has said it will use the proceeds
from the stock sale to pay down
debt and fund new acquisitions,
among other corporate uses.

Until recently, Hispanic Broad- |
casting (formerly Heftel) was one |

of the few public groups that target-
ed a very specific audience. All that
is changing with the popularity of
radio companies among investors,
says Lee Westerfield, a media ana-
lyst with PaineWebber.

“Radio overall is enjoying mirac-
ulous growth in the advertising
world, as well as in the eyes of
investors,” he said. “It only makes
sense that some companics who fo-
cus on targeted audiences — such
as Radio One or Hispanic
Broadcasting — should [reap] the
benefits of the overall strong inter-

RADIO UNICA/See Page 34

-

Bracamontes: Virgin Urban SVP/Promo
m Boyd reports to him as VRU VP/Promotion

Virgin Records America has re-
set its Urban promotion department
and named Tom Bracamontes as
its new Sr. VP/Promotion for Virgin
Records Urban (VRU). Concur-
rently. Mark Boyd has been pro-
moted to VP/Promotion and will
report to Bracamontes. Both are
based in Los Angeles.

Bracamontes joins Virgin from
Sony/550 Music, where he most re-
cently was VP/Urban Promotion.
He has also held similar posts at
Tommy Boy Records a w
cious Vinyl. Boyd, who ’p
served as VRU ‘\almndl
Promotion, joined the label in
1996. He began his music industry
carcer in promotion at EMI
Records and has worked at Giant
Records and Capitol Records.

310-788-1625
310-788-1699
310-788-1675

310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

moreinfo @rronline.com
newsroom @rronline.com
pl@rronline.com

hmowry @ rronline.com

Bracamontes Boyd

VRU also has tapped former Blue

ﬂu Marketing President Briin
irecto n Samson as National Director/

Street Marketing & Mix Show Pro-
motion: ex-Epic Records Northeast
Regional Promotion Manager

VRU/See Page 34
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Radio Sales Soar 12% In May

May '99 became the 81st straight month of revenue gains, registering a 12% com-
bined local and national rise over May '98. That breaks out to a 12% jump in
local numbers and a 9% rise in national figures. The RAB says local growth was
fueled by solid increases in the West, Southwest, Southeast and East. The East
led all regions on the national side, and although the Southeast saw only a 1%
rise, it was building upon May 1998's 15% growth. On a year-to-date basis, com-
bined local and national ad sales are running 12% ahead of the first five months

of 1998 (local 13%, national 9%).

Jorge, Silva Secure Red Ant VP Stripes

Red Ant Entertainment has el-
evated Eddie Jorge to VP/Urban
Promotion and George Silva to
VP/Top 40 Promotion. East Coast.
Jorge is based in Los Angeles.
while Silva is based in New York.
Both continue reporting to Sr. VP/

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

310-203-8727
310-203-9763
202-463-0432
615-248-6655

Radio Promotion Ray Anderson.
“Eddie Jorge is a consummate pro
at all levels of developing artists.”
Anderson said. “I'm all about reward-
ing experience with responsibility

RED ANT/See Page 34
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Radio Business

Deals, Dollars Down At Yéar Midpoint

[ Industry consolidation leaves brokers predicting slow summer

By JEREMY SHWLEDLR
R&R WASHINGTON BURLAU
Jshweder@ rronline.com

Just over three years after the landmark Telecommunications
Act of 1996 opened the door for a flood of radio station pur-
chases, the formerly steady stream of deals has noticeably slowed.

At the halfway point of 1999 the
total number of radio stations sold and
the total value of the deals have
dropped about 30% from 1998, ac-
cording 10 R&R figures. Consolida-
tion of the industry is mostly to blame.
say group owners and radio brokers.
Most attractive major-market stations
are held by large radio groups that
have no intention of selling. say some.
creating a dearth ol available stations.

“No one is selling.” said broker
Michael Bergner of Bergner & Co.
“You've got big groups controlling the
industry. and they are in the business
of acquiring, not selling.”

As of July 9. 628 stations had
changed hands in 1999. according
to R&R records. That is down from
the 893 stations dealt by July 9 last
year. Not surprisingly, total doHars
involved in the deals were also
down. This year just over $1.8 bil-

lion has been spent buying stations.
about 28% lower than last year’s
figure of $2.5 bhillion by July 9.

Despite fewer deals being made.
many brokers say that their business
hasn’t suffered. Still. Bergner says
that he expects this summer to be a
slow one for radio deals.

The lack of available stations has
affected groups that search for par-
ticular niche stations. Hibernia Com-
munications, for instance. typically
buys relatively large (at least Skw
day/lkw night) AM stations in top-
75 markets. These days it is difficult
to find those properties up for sale.
says Hibernia President Kevin
Reymond. ~“The market seems to be
tight: there doesn’t seem to be a lot
of inventory of AMs with good sig-
nals.” he said. “Consolidation has
really taken a lot of inventory out.”

Big-market stations have mostly

been gobbled up by major groups by
now, and those groups are not in a
rush to sell. The biggest deals of the
year so far include stations such as
KESZ-FM & KNIX-FM/Phoenix,
which the former Jacor Communica-
tions bought for $142 million. Other
major deals were Cox Radio’s $78
million purchase of WNGC-FM/At-
lanta. Aurora Communications™ $66
million purchase of WICC-AM &
WEBE/Westport. CT and Citadel
Communications™ buyout of Fuller-
Jeffrey Brouadceasting’s 10 stations for
$63.5 million. The largest market in-
volved in those purchases was At-
lanta. ranked No. 12.

Some brokers and group owners
say the best opportunity to buy sta-
tions these days is to wait for a
spinoff from major mergers. For in-
stance. in the Jacor-Clear Channel
merger earlier this year the compa-
nies were forced to divest 20 sta-
tions. which were sold for about
$340 million.

Dues Go Up 'For Some AFTRA
Members, Down For Others

After the ballots were counted last week, a dues increase had
been approved by the 17,000-plus members of the American Tele-
vision and Radio Artists who voted in a national referendum. The
new fee structure includes an annual payment of $116 and 1.35%
of earnings up to $100,000, plus another 0.25% of earnings be-
tween $100,000-$250,000. For most locals, the new plan will be
phased in over the next couple of years.

Each local had been setting its
own annual dues, but this new for-
mula applies to all members and
sets a minimum yearly payment of
$116. This means the basic dues
will decrease for some locals and

increase for others (see chart at
right).

The Hollvwood Reporter said last
week that the dues changes will bring
in an additional $2.5 million in an-
nual revenue for AFTRA.

Local Previous Dues
Atlanta $108-$120
Boston $110
Chicago $113
Detroit $124
Los Angeles $85
New Orleans $150
New York $85
Philadelphia $115
Phoenix $75
Pittsburgh $125
St. Louis $144
San Francisco $130
Seattle $120
Washington-Baltimore $154

g “EEEE
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FCC Doesn’t Budge On Auction Bids

he FCC has refused to change the minimum opening bids for several

markets in its upcoming broadcast license auctions, despite complaints
from applicants in those markets. “None of these commenters provide any
documentation or evidence to support any of their proposed minimum open-
ing bids,” the FCC said in a July 9 public notice. In one case, Guam Radio
Services had said $160,000 was too much for Agana, Guam because there
is a glut of media serving the island, which is also suffering from an eco-
nomic depression. The notice also revealed more details about the struc-
ture of the auction — slated to begin Sept. 28 — including that the FCC will
hold a seminar on Aug. 3 and a mock auction on Sept. 24. Both events will
take place at the commission's Washington headquarters.

Newsroom Minority Presence Drops A Third

M inorities make up only 11% of the radio newsroom waork force, com-
pared to 16% in '98, according to a just-released RTNDA/Ball State

" University study.“It's too soon to tell if the [April '98] elimination of the FCC/

EEOQ rules is behind the drop,” the study said. Minority representation had
increased four points the previous year, “so it's possible there's been a
significant drop, or that the '98 figures were simply a survey aberration,” the
RTNDA said tast week. The percentage of minority news directors in radio
dropped from 11% to 8% overall — that's exactly where it was two years
ago. but the biggest decrease involved black news directors. The survey
also showed that 38% of major-market local news operations and 28% of
large-market ops have minorities on staff.

Inrelated news, RTNDA President Barbara Cochran last week derided
Texas Dept. of Criminal Justice rules that would bar certain media from
visiting death row inmates based on a definition of what is or is not “legiti-
mate” media. She said that an attempt to define tegitimate media“abridges
freedom of speech and freedom of the press.”

Record Companies Bypassing Radio For The Gap?

(1 F orget Radio — Now Songs Become Hits in Stores” read the head

line in last Friday's (7/9) Wall Street Journal. The newspaper re-
ported that many record labels are sending releases by new artists to retail
stores like American Eagle Outfitters and The Gap, sometimes as much as
amonth before they hit the airwaves. “It's harder than ever to get new music
onto major radio stations, which demand proof of audience appeal even for
well-known singers,” the paper said. It added that labels don't send new
releases directly to retailers, but rather give them to programmers like Se-
attle-based AEI Music Network, which told the Journal it charges stores
less than $100 a month for its programming.

Continued on Page 6

R&R/Bloomberg Radio Stock Index

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

Change Since
One Year Agn One Week Ago 772099 One Year Ago One Week Ago
Radio Index 257.70 31668  313.06 +22.89% +1.16%
Dow Industrials 9337.97 11,193.70 11,139.24 . +1987% +49%
S&P 500 1186.75 1403.28 1391.22  +18.25% +.87%

Where morality
meets reality

DENNIS
PRAGER

www.americanradiohistorv.com

Radio’s most important Talk Show

CONTACT. Stacey Ruben 310-643-4449

MediaAmerica/Jones Radio Network

JONES RADIO NETWORK
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THESE RADIO STATIONS Ane.
TREMENDOUS WINNERS.

“"WHY"?

B Why has Kiss 108, Boston climbed back to the #1 position in its target demo of 18-49 women and
scored #2 25-34 persons? B Why has WYSE Birmingham shot up from a 3.0 to a 7.7 share among
persons 25-54, beating country giant WZZK? B Why has soft rock giant B-101, Philadelphia gone
up in its target 25-54 women share for 5 straight years in a row and is, once again, a stronger #1
25-54 women this book as well as #2 25-54 persons? B Why are Personality AC 99.9 KEZ and country
“Big 102.5” KNIX, Phoenix so big that they’ve won the #1 and #2 spots 25-54 persons? B Why has
KOSI 101, Denver solidified its #1 rank 25-54 women? B Why has Magic 107.7 WMGE, Orlando
topped the field in 25-54 women and placed only 0.5 share points away from #1 25-54 persons?*

A common thread is in their strategic thinking. And the company that these stations — and dozens
of others in the top American metros — have chosen as partners for research and powerful strategic
thinking is Moyes Research Associates. Perceptual research and guidance in winning strategy is all
we do...it’s our sole focus.

Now, can we admit something? We can help many stations to move ahead and stay ahead, but, in
some situations, it’s just not a good “fit” for one reason or another. We're very up-front about that
early on, and, if we think it’s not a good fit, we'll tell you so and why...and we encourage you to do
the same with us. If you'd like to discuss your situation to see if we can be of help, just call and ask
to speak with either Bill Moyes, Mike Shepard, or Don Gilmore. We'll be happy to talk with you.

*All ranks and shares are “rom Winter 1999 Arbitron. Mon-Sun, 6AM-Mid.

Don Gilmore
Senior VP President Executive VP

Moyes Research Associates

AMERICA'S LEADING STRATEGIC ADVISORS

205 EAsT CHEYENNE MOUNTAIN BLVD.
CoLorRADO SrrRINGS, CO 80906

719.540.0100

www.americanradiohistorv.com
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o KLTY-FM/Dallas-Ft.
Worth (facilities only)

$65 million

wadio Business

S RJUMHM 1999 DEALS TO DATE

" Dollars To Date: $1,912,406,273.39

Stations Traded This Year:

|
Stations Traded This Week:

. Dollars This Week:

(Last Year: $2,593,826,793)

$108,094,500

(Last Year: $22,289.615) -

653

(Last Year: 923) 5

25 .

Hispanic Gets Big Stick In Big D

LI KLTY's 100kw Dallas signal goes to HBC in $65 million deal:
Catholic buys Carter Radio Network

KLTY-FM/Ft Worth
(Dallas)

PRICE: $65 million

TERMS: Asset sale for cash
BUYER: Hispanic Broadcasting
Corp., headed by CEO McHenry
Tichenor Jr. It owns 42 other sta-
tions. Phone: (214) 525-7700
SELLER: Sunburst Media LP, head-
ed by CEO John Borders. It owns
23 other stations. Phone: (972) 702-
7371

FREQUENCY: 94.1 MHz

POWER: 100kw at 1,590 feet
FORMAT: Religious

COMMENT: Sunburst Media will re-
tain the KLTY call letters and format
and relocate them to 100.7 MHz this
fall.
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PRICE $20 million

TERMS: Asset sale for cash
BUYER: Catholic Radio Network
LLC, headed by CEO John Lynch.
It owns 13 stations. Phone: (619) 784-
6900

SELLER: Carter Radio Network,
headed by President Ken Carter. It
owns WCRN-AM/Worcester. Phone:
(617) 423-0210

Maine

WLLB-AM & WLOB-FM/
Rumford & WLOB-AM/
Portland

FREQUENCY: 790 kHz; 96.3 MHz;
1310 kHz

POWER: 1kw day/21 watts night;
100kw at 1,440 feet; Skw

FORMAT: Religious; Religious; Re-
ligious

Massachusetts

WACE-AM/Chicopee
(Springfield) & WROL-
AM/Boston

FREQUENCY: 730 kHz; 950 kHz
POWER: 5kw day/8 watts night; 5kw
day/90 watts night

FORMAT: Religious; Religious

Rhode Island

WRIB-AM/Providence
FREQUENCY: 1220 kHz

!
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POWER: 1kw day/166 watts night
FORMAT: Religious

KYNO-AM/Fresno

PRICE: $800,000

TERMS: Asset sale for cash
BUYER: Spanish Catholic Radio of
Fresno LLC.

SELLER: Mondosphere Broad-

casting, headed by President Clif- |

ford Burnstein. It owns 14 other sta-
tions. Phone: (559) 434-1715
FREQUENCY: 1300 KHz

POWER: 5kw day/1kw night
FORMAT: Sports

BROKER: Austin Walsh of Media
Services Group

KLMR AM & KSEC FM/
Lamar

PRICE: $1.31 million

TERMS: Asset sale for cash plus
noncompete agreement

BUYER: Commonwealth ll, head-
ed by President Dex Allen. It owns
two other stations. Phone: (619) 233-
3515

SELLER: Spearman Co., headed by
President Monte Spearman. Phone:
(970) 593-1897

FREQUENCY: 920 kHz; 93.3 MHz
POWER: 5kw day/500 watts night;
100kw at 229 feet

FORMAT: Country; AC

BROKER: Barry King of Norman
Fischer & Assoc.

KLEM-AM & KKMA-FMW/
Le Mars (Sioux City)

PRICE: $3 million

TERMS: Asset sale for cash
BUYER: Powell Broadcasting Co.,
headed by President Nanette Kelley.
She owns five other stations, includ-
ing KSCJ-AM & KSUX-FM/Sioux
City. Phone: (225) 922-4540
SELLER: KLEM Inc., headed by
Paul and Patricia Olson. Phone:
(712) 546-4123

FREQUENCY: 1410 kHz;99.5 MHz
POWER: 1kw day/50 watts night;
100kw at 1,000 feet

FORMAT: Misc.; Full Service
BROKER: Blackburn & Co.

v;vrx-cr-vswsvxa r:-<_-:

WYJS FM/Plckens
(Jackson)

PRICE: $3.4 million

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations Inc., headed by CEO Low-
ry Mays. It owns 625 stations world-
wide, including WKXI-AM & FM,
WOAD-AM & WJMI-FM/Jackson.
Phone: (210) 822-2828

SELLER: Adonai LP, headed by
Michael Stephens. He has interests
in nine other stations. Phone: (918)
492-2660

FREQUENCY: 105.9 MHz
POWER: 22kw at 745 feet
FORMAT: Religious

%
ES

WLGX-FM/Carollna
Beach (Wilmington)
PRICE: $480,000 ' ‘
TERMS: Asset sale for cash
BUYER: Ocean Broadcasting LLC,
headed by Carl Venters Jr. it also
owns WAHH-AM, WMFD-AM &
WRQR-FM/Wilmington. Phone:
(910) 791-3088

SELLER: Baker Broadcasting NC
Inc., headed by President Frank
Baker. Phone: (843) 849-0019
FREQUENCY: 106.7 MHz
POWER: 5.6kw at 341 feet
FORMAT: Urban Oldies

BROKER: Patrick Communications

WLEY-AM/Cayey

(Ponce), WKFE-AM/Yauco
and WLEO-AM, WZUR-
AM & WZAR-FM/Ponce

PRICE: $10.75 million

TERMS: Stock purchase agreement
BUYER: Uno Radio of Ponce Inc.,
headed by CEO Jesus Soto. He
owns six other stations, including
WIVA-FM & WRIO-FM/Ponce (San
Juan). Phone: (787) 744-3131
SELLER: Shareholders of Ponce
Broadcasting Corp., headed by
Janero Scarano Sr. Phone: (787)
842-3038

FREQUENCY: 1080 kHz; 1550 kHz;
1490 kHz; 1170 kHz; 101.9 MHz
POWER: 250 watts; 250 watts; Skw
day/1kw night; 250 watts; 14kw at

www americanradiohistorv com

(Last Year: 30)

"TRANSACTIONS AT A GLANCE

o Carter Radio Network $20 million
WLLB-AM &WLOB-FM/Rumford &WLOB-AM/Portland, ME
WACE-AM/Chicopee (Springfield) & WROL-AM/Boston, MA
WRIB-AM/Providence

* KYNO-AM/Fresno $800,000

¢ KLMR-AM & KSEC-FM/Lamar,CO$1.31 million

¢ KLEM-AM & KKMA-FM/Le Mars (Sioux City), IA $3 million

* WYJS-FM/Pickens (Jackson), MS $3.4 million

® WLGX-FM/Carolina Beach (Wilmington), NC $480,000

* WLEY-AM/Cayey (Ponce), WKFE-AM/Yauco and WLEO-AM,
WZUR-AM &WZAR-FM/Ponce, PR $10.75 million

o KGVL-AM & KIKT-FM/Greenville (Dallas),TX $1.1 million

¢ KELI-FM/San Angelo,TX $517,500

® KOZI-AM & FM/Chelan & KLVH-FM/Leavenworth
(Wenatchee), WA $1.737 million

2,580 feet

FORMAT: Span. Misc.; Tropical/
Spanish Talk; Spanish News/Talk;
Spanish Misc.: Tropical

President Reba Gloger. It also owns
KGKL-AM & FM/San Angelo. Phone:
(915)655-7161
SELLER: Earshot Broadcasting,
headed by President GregThomas.
No phone listed
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i A it | FREQUENCY: 98.7 MHz
POWER: 92 6kw at 1,290 feet
KGVL- AM & KIKT FM/ FORMAT: AC

Greenville (Dallas)
PRICE: $1.1 million
TERMS: Asset sale for cash ’
BUYER: Susquehanna Radio
Corp., headed by President David
Kennedy. It owns 23 other stations.
Phone: (717)852-2139

SELLER: First Greenville Corp.,
headed by PresidentR.W. Andrews.
Phone: (903) 455-1400
FREQUENCY: 1400 kHz;93.5 MHz
POWER: 1kw; 9.1kw at 328 feet
FORMAT: Classic Country; Country
BROKERS: Bill Whitley of Media
Services Group and John W.
Saunders
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KOZI-AM & FM/Chelan
KLVH-FM/Leavenworth
(Wenatchee)

PRICE: $1.737 miilion

TERMS: Asset sale for cash
BUYER: Icicle Broadcasting Inc.,
headed by President Harriet Bullitt.
Phone: (509) 548-6344

SELLER: Northcentral Broadcast-
ing Co. & Leavenworth Broadcast-
ing Co., both headed by Jerry Isen-
hart. Phone: (509) 682-4033
FREQUENCY: 1230 kHz; 93.5 MHz;
97.7 MHz

POWER: 1kw; 590 watts at 1,040
feet; 6kw at 869 feet

FORMAT: Full Service; AC; NAC/
Smooth Jazz

&

KELI-FM/San Angelo
PRICE: $517,500

TERMS: Asset sale for cash
BUYER: KGKL Inc., headed by
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i Continued from Page 4

GBS Checks In To Doctors’ Site

BS agreed to give $150 million in promotion and branding across all

CBS media for the next seven years for a 35% equity stake in Medscape
— the broadcaster's biggest Internet investment since Marketwatch.com.
Medscape, which currently targets medical professionals, will also get to
use the CBS trademark and logo on the new CBS.Medscape.com con-
sumer healthcare link the companies are co-developing. CBS News will
provide audio and video content for the site. CBS CFO Fred Reynolds says
the company will make several more 'Net investments before the year is
out; the next is expected in two to three weeks.

Hispanic Developing ‘Web Community’

ispanic Broadcasting hopes to have a prototype of a new portal that may

feature news, weather, sports, horoscopes, e-mail, free web pages and
more up and running by Sept. 1, according toVP/CIO Lawrence Arevalo. “What
we see is 42 small portals, and collectively they make one big portal,” Arevalo
told R&R last week. He added that Hispanic may then work on integrating
more technical features into the portal, such as maps, search engines and
“webcams” that would allow users to peek into studios during broadcasts.
Many of Hispanic’s 39 stations can now be accessed via www.hbceca.com.

XM Closes $250 Million Investment Deal

M Satellite Radio last week closed a $250 million investment package
that includes Clear Channel Communications, DIRECTV, GM and a
Continued on Page 8

RSB NENR A



www.americanradiohistory.com

Getting to all their

HOT RATINGS

for AC Stations

These Winter Arbitron numbers* tell the story for some of our AC clients. They show the power
of getting to all their Hot Zips — with completely random sampling distribution the way Arbitron
does it — using Music-Tec’s INTERACTIVE Music Tests. With the old auditorium-type music tests,
they couldn’t reach all their Hot Zips. With Music-Tec, look what they’ve done:

KOSI, Denver: #1 25-54 Women (11.9)

KESZ, Phoenix: #1 25-54 Women (10.1)
and #1 25-54 Adults (7.3)

WBEB, Philadelphia: #1 25-54 Women (11.4)
and #2 25-54 Adults (8.49)

WMGF, Orlando: #1 25-54 Women (9.5)

*Arbitron Share, Winter 1999, Monday-Sunday, 6AM-MID

Like to know how easy it is to get to all your Hot Zips? Call us today at (719) 579-93553.

Music-Iec

Interactive

America’s #1 Music Testing Company

www.americanradiohistorv.com
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private investment group. The investment in XM includes $75 million each from Clear Channel and the private invest-
ment group and $50 million each from DIRECTV and GM. American Mobile Satellite also closed on its purchase of
WorldSpace's interest in XM last week.

NPR To Supply News Programming To America Online

merica Online-struck a deal this week whereby it will feature Morning Edition, All Things Considered and other

news programming from National Public Radio on its“News Channel”iinks. This is AOLSs first radio deal, although
itbought Internet radio site Spinner.com last month. In March NPR and anesota Public Radio announced plans to
start a public radio portal called eXploreRadio.

Political Radio Ads ‘Free Speech,’ Says Wisconsin High Court

he Wisconsin Supreme Court ruled last week that a series of 1996 radio ads bought by the Wisconsin Manufactur-

ers & Commerce business group that discussed the voting records of certain politicians were protected as free
speech. The group was sued by the State Elections Board in 1996 because it had not registered with the board. The
court, however, ruled that since the WMC radio ads were issue ads and did not specifically support any candidate, it
could spend any amount and did not have to register. WMC's Director of Communications, Jim Pugh, told R&R that
the decision sends a message that politicians cannot restrict free speech. “This is a tremendous victory for the
broadcast industry,” he said. The ACLU helped support WMC in its legal battle.
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Merger

Continued from Page 1

the Justice Department since the
two companies were already under
single ownership.

But who would have guessed
when the $4.1 billion deal was an-
nounced last September that, by the
time the deal closed. Chancellor
President/CEO Jeff Marcus would
be ousted, the planned purchase of
LIN-TV would be canceled and the
company’s outdoor advertising di-
vision would be sold oft? A year
later. everything is both the same
and different at Chancellor.

On Wednesday (7/14), Capstar
and Chancellor began trading on the
NYSE under the symbol AFM. The
companies will change their names
to AMFM Inc.. which Chancellor
executives believe better represents
the company’s radio focus. The
merger creates the nation’s largest
radio group, with about 465 stations
in 105 markets. It also pairs two
groups with complementary
strengths: Chancellor specializes in
major-market clusters, while
Capstar specializes in small- and
medium-market stations.

“Today represents an important
milestone for our company, its ad-
vertisers, employees. shareholders
and the entire radio industry,” said
Chancellor Chairman/CEO Tom
Hicks. “I am proud of the indepen-
dent achievement of both the Chan-
cellor and Capstar teams and. as a
significant shareholder in AMFM
Inc.. am confident that the com-
bined assets create substantial near-
and long-term synergies and growth
opportunities for AMFM and its
shareholders.”

Hicks, Muse Advisory
Fee Altered

Besides voting on the merger and
on the company name change,
Chancellor shareholders also
changed a somewhat controversial

plan to award a nearly $32 million
“adviser fee” to Hicks, Muse for
helping plan the merger. Some in-
vestors had complained of a con-
flict of interest for Hicks, Muse, and
the investment firm acquiesced ear-
lier this month.

Instead, under the proposal rati-
fied by stockholders Tuesday,
Hicks, Muse will receive $10 mil-
lion in cash from Chancellor and
also get an option to purchase
970.000 shares of Chancellor at
$52 a piece. But there’s a catch:
Chancellor stock must reach at

-least $100 within five years and

stay there for at least 30 straight
trading days.

In March, Hicks. Muse said it
would waive any further advisory
fees that Chancellor had been pay-

ing.
Internet Focus In Future

The next step for Chancellor will
be figuring out how to manage ali
its new stations and integrate its
new Internet initiative. Earlier this
year the company created a new
media division to be run by former
Capstar head Steve Hicks.

“AMFM is poised to pursue a tre-
mendous opportunity for growth.”
Steve Hicks said this week, “merg-
ing our industry-leading radio op-
erations into the most exciting new
medium of the late 20th century —
the Internet.”

The New Media Group will spe-
cifically promote Chancellor’s e-
commerce sites and other Internet
business.

Under the terms of the merger
with Chancellor, Capstar sharehold-
ers will receive 4955 Chancellor
shares for each Capstar share.
Chancellor is also assuming Capstar
debt worth about $1.785 billion.
Vote totals for each issue were not
available at press time, but a Chan-
cellor spokesman said that no mea-
sure received less than 76% ap-
proval from stockholders.

National Hockey League Looks To Start Low-Power Service

Don 'tknow the difference between checking and icing? A new low-power FM service proposed recently by the NHL
would help spectators understand these terms. Hal McCombs, an attorney for the league, told R&R last week that
the service may use only the commercial FM band and would operate in hockey arenas at very low power levels;
perhaps 2.5-3 watts. The proposal calls for a commercial service that may feature sponsorships like “The Gatorade
Period”” He added that he was conscious of the low-power FM service the commission is considering, but the NHL
service“would not be a drain on FCC resources,”and he hopes to have the service up and running by the time the fall
2000 season opens. Comments on the proposal are due to the FCC August 9 and August 24.

Catholic Radio Network Adds Six With Carter Deal

atholic Radio Network's $20 million acquisition of six stations (WROL-AM/Boston; WACE-AM/Springfield, MA;

WRIB- AM/Providence, WLOB-AM/Portland, ME; andWLLB-AM & WLOB-FM/Rumford, ME) from Boston-based
Carter Radio Network puts Catholic on 14 stations (including 13 O&Os and one LMA). Carter is keeping only one
station (WCRN-AM/Worcester, MA). The deal is expected to close in 60-90 days.

WXZX Fined For Building In Wrong Spot

he FCC fined Aurio Matos $14,500 last week, citing violations of its main studio and program test authority rules.

The commission said that in 1993 Matos was tentatively given authority to build a new FM in Culebra, Puerto Rico.
Two years later, however, he was told the station should be constructed on another frequency. In his license applica-
tion in April 1998, Matos told the Mass Media Bureau that he had begun broadcasting at the original frequency —
which the bureau said interfered with WVIS-FM/Vieques, PR. After getting word from the bureau in May 1998, Matos
shut off the Culebra operation.

FCC Affirms Fine For Florida FM

esponding to a complaint by a local TV station that its transmission was being interfered with by WJTF-FM/

Panama City, FL, agents from the commission’s Tampa field office found in 1998 that the radio station was
‘breaking several FCC rules, including those relating to equipment measurements and calibration of monitoring equip-
ment. WJTF owner Joy Public Broadcasting called the violations“minor” Earlier this month the commission upheld a
February 1999 notice fining the station $3,000.

Lucent, Broadcast Electronics To Test IBOC Transmission

ucent Digital Radio and Broadcast Electronics will test Lucent's DAB transmission technology on NPR affiliate
) WBJB-FM/Lincroft, NJ — where Lucent transmitted a digital signal successfully earlier this year — and Nassau
s Broadcasting's WPST-FM/Trenton, NJ. Lucent will also validate its IBOC systems at Broadcast Electronics’ Quincy, IL
¢ lab.The IBOC proponent says testing will continue for the next 6-18 months: the AM phase is expected to begin this fall.

Citadel Board Member Scott Smith Resigns '

% itadel Communications board member Scott Smith resigned from his position recently because his investment
firm was pulling out some of its interest in Citadel. Smith, who had been a board member since 1992 — when the
investment firm Baker Fentress made an $11.3 million investment in then-private Citadel — said that he left the board
recently because Baker Fentress was liquidating the fund that controlled the Citadel investment. Smith, an Exec. VP
at Baker Fentress, told R&R, “It was a tremendous investment for us. It was a situation where | enjoyed being involved
with the company as it really grew!” Baker Fentress still has a small ownership stake in Citadel, but last month the
investment firm sold over $27.5 million in Citadel stock, according to SEC fifings.

Clear Channel Invades Switzerland -

lear Channel entered Switzerland this week to claim an 82% stake in the privately held: Zurich-based outdoor
com- pany Plakanda, which owns 9,500 panels in that country and another 5,000 in Poland..Clear Channel has
no other holdings in either country. Financial terms of the deal were not disclosed.

Disney, Katzenberg Settle Lawsuit

isney and former studio Chairman Jeffrey Katzenberg settled their long-running legal dispute last week just as

Disney was about to present witnesses, something ABC Radio parent Disney was trying to avoid to protect trade
secrets. The case stemmed from Katzenberg's claim that he was owed over $500 million in back payments after
leaving Disney. The settlement figure was not disclosed, though some media said it was about $250 million.

Triangle To Debut Website In September

ay and lesbian programming network Triangle Broadcasting will introduce a website on Sept. 6. The site will
feature streaming of its 24-hour programming as well as links to other gay sites (such as America Oniine’s
PlanetOut) and a “gay shopping network.” The net is on four affiliates now, but President Frank Olsen told R&R he
expects that to grow to 10 by September.

www.americanradiohistorv.com

R R e

Continued on Page 34


www.americanradiohistory.com

WHERE WILL YOUR AUDIENCE
BE TOMORROW?

Real pambling has nothing on
the radio industry.

Your odds in any shell game are
probably much better than the odds
of comsistently guessing where your
audience’s tastes are headed tomorrow.

That’s why so many top-rated
stations rely on Coleman to make
sense of uncertainty. Stations like
KRO(Q) in Los Angeles, WBMX in
Boston, Hot 97 (WQHT) in New York,
K595 (KSTP) in Minneapolis, and
KYGO in Denver.

Different formats each. But year

after year, the winners in their markets.

How do they do it? By building a
sustainable brand.

Its more than just research, Numbers
alone can't eliminate guessing. Deeper
audience msights can. Coleman has
developed a proprietary approach that
shows stations how to link their “sound”
to idenrifiable format trends. Through
research techniques such as Format
Coalition Analysis™ and FACT" that lead
to Coleman’s action-oriented process
known as “The Plan,” you consistently get
deeper insights into where your audience is
going — and why. And we've been doing it
for more than twenty years.

With Coleman, you're not just
buying numbers. You're getting the
trend analysis and deeper insights that
can take a lot of the guesswork out of
building a loyal audience.

Imagine how much more fun this
business could be if you spent less
time second-guessing and more time
building a brand.

COLEMAN

FORMATS., TRENDS. BRANDING.

1-919-571-0000

RESEARCH TRIANGLE PARK - LOS ANGELES -

HAMBURG, GERMANY

wwWwW americanradiohistorv com
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* Innovation Station feature debuts, Page 16

* Radio listeners spend plenty on groceries, Page 14

® Website offers searchable job bank, Page 14

‘bag’ more advertising sales

In many markets, radio tradi-
tionally grabs a substantial
portion of grocers’ advertis-
ing budgets. However, as free
time becomes more scarce for the average consumer,
there are a couple of noteworthy trends affecting the
grocery industry — and radio can cash in on both.

jaxelroderronline.com

Today, the most relevant trend is consumers’
growing demand for ready-to-eat meals. More grocers
have expanded their service counters (deli, meat,
bakery, etc.) to include prepared fare you used to find
only in restaurants. Demand is

management marketing
[SALE SL*

R&R INDUSTRY X-RAY:
GROCERY STORES

B Online, convenience trends could help you

sales

multimedia advertising program
in which you make special cou-
pons available exclusively on your
station’s website?

Another way you can work with
grocers is through frequent shop-
per programs. The number of these
programs is growing: 36% of
grocery stores offered them in 1998,
up from 30% in ‘97. An additional
23% of stores plan to offer programs by the end of the
year’> Have you considered partnering with a chain’s
program? Your station can gain valuable exposure and
promotional value by having its logo plastered on
thousands of grocery store “club cards” in your market,
and you can offer added value to both listeners and
clients by creating additional uses for the cards.

Also, consider that supermarkets are no longer just
places to buy food. Three out of five offer photo
processing, nearly half offer floral services, about a
third have pharmacies and a similar number rent
videos.* Consider working with stores to offer “dinner
and a movie” radio specials or

definitely growing: In 1996, 65% of
shoppers were buying prepared
foods. Last year that number had
surged to 73%.! Which medium is
best at reaching the “on the go”
types who increasingly desire these

Radio Spending Profile

Of the money spent advertising
grocery stores and supermar-
kets in all media, how much
goes to radio?

creating spots that portray these
stores as consumers’
shopping headquarters.”
Radio is a natural fit with grocery
customers, especially time-starved

“one-stop

ready-to-eat packages? Radio.
The other trend is one that'’s still

Highest market

in its infancy, but will likely catch | Average

oninabig way in the coming years:

Lowest market

ones. And while female-leaning

58.9% formats would seem to be tbe

% natural home for grocery advertis-

i ing, you'd be surprised at some of
10.2%

the demographics of grocery shop-

Internet shopping. Currently only
7% of shoppers say their store
offers shopping via Internet or fax.
Among those whose stores offer
the service, 9% use it on a regular
basis.’ (Of those whose stores don’t

* 1998 grocery store category radio
growthrate: 15.5%

* 1998 overall radio growth rate: 12%:

*Grocery stores as a percentage of
total radio expenditures, 1998: 2.9%

Source: Miller, Kaplan, Arase & Co. LLP

pers, especially among those on-
the-go “fast track” folks who are
bringing home the most money. In
households earning over $75,000,
women are the primary grocery
shoppers only 40% of the time. Men
are the primary shoppers 20% of the

offer the service, a similar number
say they’d use it.) That may not seem like much right
now, but the number who use the service at least once
a week has risen from 1% to 5% in just one year, and
Andersen Consulting predicts that online grocery
shopping will be a $60 billion-$85 billion business by
the year 2007. What has been the medium of choice for
Internet shopping sites? Radio.

Speaking of the Internet, online couponing is
another trend that’s picking up steam. A recent study
shows that nearly a third of consumers have begun
using coupons found on the web at least once a
month? If you're looking to show a grocer proof that
radio advertising is effective, why not initiate a

time, and in the households making up the other 40%,
the shopping responsibilities are shared.!

Grocers still spend a lot with newspaper and direct
mail, but as time becomes more scarce, radio has a
great opportunity to grab share from newspaper. Even

now, only 53% say they “almost always” read stores’

newspaper ads.* Using what you now know about
current grocery store trends, keeping this a high-
growth category for radio shouldn’t be a difficult task.

' Food Marketing institute, 1999

2 Grocery Manufacturers of America, FoodBytes April 1999
3 Supermarket News, 1999

* Progressive Grocer, 1999
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“Man’s main task in life is to give birth to himself,
to become what he potentially is. The most important

product of his effort is his own personality.”
—Erich Fromm

——{MANAGEMENT}——

HOW T0 HIRE
TALENTED PEOPLE

“You can't spend too much time or
effort on ‘hiring smart.’ The alternative
is to manage tough which is much more time-consuming.” It's
also aggravating and far less effective. Managing tough is what
most of your competitors do because they don’t know a better way.
Their mediocre financial results speak for themselves. Here’s how
you can secure the people you need:

* Recruit full-time. Because of numerous management changes,
unfavorably revised commission plans or account assignments and
corporate insensitivity, most outstanding performers are available to
you at certain times ... if you're in communication with them. How
do you find these superstars?

Attend major industry conferences to informally meet and qualify
many of them. Another great source is your customers: They know
who your competitors’ strongest salespeople are. Also, your most
capable employees know other talented people and could be

incented to introduce them to you. Stay in touch

. with those who favorably
THE ROAD T0/]

impress you to get to know

e maw s wes ve s them better and to assess
| their chemistry with you. This

5 u ED ESS j way, you'll be well positioned

to recruit them when they're
ready to make a change.

* Notice who's in plain sight. Qur San Francisco office had a
personable secretary who provided outstanding customer service.
We regularly invested in recruiting top sales talent, yet never
considered her. But one day she and her boss asked me if we'd
make her a sales trainee. We did. Within two years she became a
successful salesperson, earning a six-figure annual income.

At various radio stations I've gotten to know support staff
who have drive, dedication and personality. Those stations, like
most, have heavy turnover in salespeople, yet it doesn’t occur
to many senior managers to offer motivated and knowledgeable
staff a sales position or other key opportunity. | know of one
L.A. station that will probably lose a very capable long-term
employee because management tells her there’s no upward
mobility! '

o Favorably impress the company grapevine. Unless you're well
regarded, you'll have trouble recruiting top talent because they’ll
check to learn what others think of you. Here’s how you make a
favorable impression internally:

Each week meet with a cross section of employees and ask them
for better ways to run the station. Assure them you'll act on their
recommendations and promise them they can speak candidly
without repercussions. Their respect for you will jump dramatically,
because you'll have given them a real voice in the management of
the station and a sensg that what they think matters. (Incidentally,
recruiting aside, this is a smart way to run your business, because
nobody else knows the operation better than these people.) You'll
build rapport with your'employees, see talent you didn’t know some
of these people had and hear some extraordinary ideas.

| fearned this lesson in 1990. After many years of record revenue
and profits, my company had a sharp downturn. One way | saw this
coming was when | received a phone call from a local stock analyst.
He told me what my employees were saying around town about the
company's internal problems, which turned out to be remarkably
accurate. Realizing this, | then met with many of them weekly to
solve those problems, which soon brought excellent results.

Next week we’ll take a look at the interview process and disclss
smart ways to do it better.

! Dreyer's/Edy’s Grand Ice Cream Chairman/CEO T. Gary Rogers, quoted in
Hiring Smart, Dr. Pierre Mornell, 1998

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

WV is now
LAUNCH %

LAUNCH Radio Networks will continue to
provide the best in music & entertainment
news for the following formats:

ALTERNATIVE ROCK, CHR, OLDIES,
COUNTRY, CLASSIC/ALBUM ROCK,
URBAN, TALK, JAMMIN' OLDIES, AC,

SMOQTH JAZZ, & MODERN AC

For more information please contact Ron Rivlin
at: ph: 212-833-7320 fax: 212-833-4994
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GROCERY STORE ADVERTISING BY MARKET

W 1998 Media Spending (in thousands of dollars)

Market

Albuquerque
Atianta
Baltimaore
Boston

Buffalo
Charlotte
Chicago
Cincinnati
Cleveland
Columbus
Dallas-Ft. Worth
Denver

Detroit

Grand Rapids
Greenshoro
Greenville-Spartanburg
Harrishurg
Hartford
Houston
Indianapolis
Kansas City

Los Angeles
Louisville
Memphis
Miami-Ft. Lauderdale

Newspaper

657.2
13,088.2
9,944.8
2,626.2
967.3
729.8
21,9385
1,2349
4,5915
3.248.6
37.448.9
11,696.1
2,837.5
2,656.4
377.8
2,535.5
928.8
3,382.2
12,351.9
3,985.0
417
30,850.7
6,069.0
2,206.1
6,238.1

Source: Competitive Media Reporting

FOOD STORE & SUPERMARKET ADVERTISING

a0
35
30

Miliions

Dollars

20

el
N
RA

TV

1,918.6
11,232.3
3,508.8
4,050.5
2,049.8
75145
18,886.4
3,859.0
3,283.8
3.210.5
11,179.6
32126
806.8
1,136.6
3,759.8
2,935.7
2,589.3
2,769.1
74717
4,299.4
3,320.2
37,854.3
4,272.3
1,696.5
14,565.1

@ Newspapers
& Spot Televison

L T e S L S B B
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Market Newspaper TV
Milwaukee 1,373.6 4216.8
Minneapolis-St. Paul 9,228.6 9397
Nashville 2.583.0 2.904.6
New Orleans 3,9405 2,944 5
New York 55,503.1 14,317.2
Norfolk 3,178.9 2.826.9
Oklahoma City 1,745.4 1,603.8
Orlando 3,200.7 6.360.1
Philadelphia 14,590.6 10,060.3
Phoenix 10,076.6 10,9447
Pittsburgh 989.4 8,370.5
Portland 69.984.8 2,705.2
Providence 643.7 1,070.5
Raleigh-Durham 8022 49277
Sacramento 3,521.3 3,522.0
Salt Lake City 1,094.2 4,353.2
San Antonio 3,069.8 2,9711
San Diego 4,190.4 6,252.9
San Francisco 8,950.7 3,044.1
Seattle 25154 54719
St. Louis 2,079.5 4,438.2
Tampa-St. Petershurg 2.368.3 11,135.7
Washington, DC 21,5571 11,304.0
West Palm Beach 933.9 2,780.5
Wilkes Barre-Scranton 763.2 11314
Total Top 50 351,067.4 295,201.9

a RSP

++—++ -4+ +
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

L
Jan Feb Mar

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB
STORE B-BALL PROMO HAS THE RICE STUFF

SITUATION: Scnnucks Grocery Stores. Uncle Ben's and KSHE-FM /St.
Louss teamed up for a special “Arch Madness”™ promotion that scored
big for everyone involved. “Arch Madness” was the name of the 1996
Missouri Valiey College Conference basketball tournament. Qver 70
stores in the Schnucks chain participated in a campaign tied to the
tournament. as well as providing in-store off-shelf displays for the
promotion.

OBJECTIVE: Uncie Ben's wanted to seli at feast 55 pallets of its Country Inn
brand rice dishes during the promotion.

CAMPAIGN: KSHE designed a value-added promotion that rewarded
consumers for their purchase of the Uncle Ben's product. Listeners
were instructed to send KSHE proof of purchase of three boxes of
Uncle Ben's Country inn products from Schnucks. In return, listeners
received a voucher good for two free tickets to any Missouri Vaiiey
Conference basketball game. KSHE handled fulfillment of the voucher
requests and provided additional chances to win tickets through maii-in
registration opportunities.

RESULTS: KSHE averaged 40 redemptions per day for 21 days! During the
four-week schedule Schnucks sold 60 pallets of Country Inn dishes — a
volume increase of over 175% for the chain. According to Vincent Muller,
an Uncle Ben's representative, “It's the most successful event that Uncle
Ben’s has run in the St. Louis market for years!”

— RABTOOLBOX ——

More marketing information and resources from the RAB

MEDIA TARGETING 2000

More than half (51%) of adults 18+ who spend more than $100 on
groceries in an average week earn in excess of $50,000 per year,
and 34% are college graduates. More than three-fourths (78%) own
their homes, and 49% have children living at home. This group
spends an average of 47% of its daily media time with radio.

INSTANT BACKGROUND — SUPERMARKETS

How $100 is spent in the average supermarket: Perishables, $50.51

(packaged bakery goods, $2.96; dairy products, $8.90; deli, $3.32;

florals, $0.18; frozen foods, $5.58; ice cream, $1.66; in-store bakery,

$2.00; meat & seafood, $15.55; produce, $10.36); nonedible

grocery, $9.12; miscellaneous grocery, $9.48; beverages, $9.77;
snack foods. $5.60; main courses & entrees, $4.85, general
merchandise, $3.94; health & beauty care, $4.04; other, $2.69.
(Progressive Grocer, 1999)

RAB CATEGORY FILES

“Supermarkets must determine ways to appeal to the 70 million
‘echo boomers’ or risk losing them to other classes of trade,” said
Michael Sansolo, Senior Vice President of the Food Marketing
Institute. “We must find ways to reach out to them — we must win
them over. For us to satisfy their needs, we must listen to them. That
means we must be flexible and find new ways of doing things.”
(Supermarket News, 5/99) T

For more information, call RAB’s Member Service HelpLine at (800) 23z-
3131 or log on to RadioLink at www.rab.com.

DOWJONES

and money.

You get it all, in a minute.

For more information call
Nancy Abramson at 914.244.0655

©1999 Dow Jones & Company, Inc. All rights reserved. The Wall Street Journal s a registered trademark of Dow Jones & Company. Inc

/@/j/mfp':ﬂ o i

Introducing Jan Wilsons WORK&FAMILY MINUTES, from The Wall Street Journal.

One-minute weekday features that talk to your target’s top-of-mind interests: jobs, families, relationships

You get smart and lively vignettes about the issues that matter most to your audience.

Your advertisers get sponsorship opportunities tied to
one of the most respected names in business news.

Wison?
NSRRI

FAMILY

MINUTES

From The Wall Street Journal ®

wwwW americanradiohistorv com
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More.

Nore.

The Industry Keeps Changing.

Your Company Demands More. More Ratings. More Profits.

Dave Shakes, Donna Burns, Alan Burns, Jeff Johnson

tactics that positively impact their ratings.

Its a corbination that works for AC and CHR stations
like WRAL, Raleigh’s #1 25-54 station.

Call us today to lock up Alan Burns & Associates’

Integrated Strategies System' in your market. When

Your company constantly demands more. More rat-
ings. More profit. You have to take it to the next level.
You need a unique strategy. And a consultant whos more
than just a music guru.

You need Alan Burns & Associates.

We go beyond music to help design custom strate-
gies for our clients, help them develop their morning

shows, and create marketing and promotion plans and

& ASSOCIATES

your company constantly demands more, you cant

afford to settle for less.

(703)648-0000

www.burnsradio.com

Custom Strategies * Music * Mornings * Marketing & Promotion * Results

wwWwW americanradiohistorv com

Ore.

You Need A Consultant Who Offers More.

Strategic Tip2.0

One way to increase the cre-
ativity and entertainment value
of your station is to make sure
your staff knows the difference
between “urgent but not vital”

and “vital but not urgent.”

Radio stations face constant
“urgent” deadlines that can
decrease the amount of time
spent on vital functions like cre-
ativity. Make sure your people
set aside time for brainstorm-

ing...and make it a priority

Watch for more Strategic
Tips in coming weeks.
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MARKETING
FINGER-CLICKIN'’

HEAVY RADIO LISTENERS = HEAVY GROCERY SPENDERS

Mirroring a theme we’ve seen in several past X-
Rays, active radio listeners are the ones most likely
to be active consumers, while heavy TV viewers
remain on the couch. The same holds true with gro-
cery shopping: Those who do the most radio lis-
tening also spend the most on groceries in any given
week.

Heavy users of both radio and newspaper are
about 7% more likely to spend at least $100 per week
on groceries, but as newspaper usage decreases, so
does the tendency to spend heavily on groceries.

That’s not the case with radio: Anybody who lis-
tens to radio more than the average person is also
more likely to spend more. At the same time the
most frequent TV viewers are 5% less likely than
average to spend $100 a week on groceries.

Those in radio’s first quintile (the 20% who lis-
ten the most) are about 10% more likely than the
general population to spend more than $125 a week
on groceries. In terms of raw numbers, here’s how
much these heavy radio listeners spend on grocer-
ies each week, and when.

TAKE THIS TO THE (JOB] BANK'

In the Urban format gsgsess
broadcasters pride
themselves on the
commitment they
make to the commu-
nity. With that in
mind, it’s not surpris-
ing to see a market-

i

dominant combo like Clear Channel s WQUE- FM &

Weekly Percentage of first- WHEN DO THEY SHOP? WYLD-FM/New Orleans extending that commitment

grocery spending quintile radio listeners to its websites (wwu.g93.com and www.wyldfm.com).

Both stations have partnered with a national job

[“<_$§b— ] 4.5% bank to create searchable listings of hundreds of com-

panies that are actively recruiting minorities. The

| $30-$49 [10.3% 50% search engine allows listeners to look for jobs using

| $50-$74 _]17.2% No particufar skill-related keywords, and listings can also be ac-

L$75‘$99 j 17.5% o cessed through an alphabetical list of participating

employers. (Not only has Clear Channel/New Orleans

[$1 00-$124 ] 20.2% put the job bank on its sites, it’s also an active par-

| $125-$149 - 111.9% ticipant with listings on the board.)

L$1 50-$199 ] 8.7% Kudos to "QUE and ‘YLD for taking their commu-
L>$200 l 6.9% Most heavv radio listeners (t'onft shop on any particular dav, “lty anLh’gmg‘t efforts lntoicybe‘rsijE'i -

- ’ suggesting «a large amount of “impulse shopping.” Radio What makes your website “finger-clickin’ good™? E-mail a short explanation and/

Source: 1998 Scarborough release | combined study

advertising reaches these people in their cars, when they re likely
to pass u grocery store,

or screen shot along with an active URL to MMS Editor Jeff Axelrod at
jaxelrod@rronline.com with “FCG Site” in the subject line.

FO RWA R D _sales & Promotion Planning Calendar

August 8-14

August 8-14 National Apple Week, National Smile Week, National Recreational Scuba Diving Week, Don’t Wait — Celebrate! Week

e- ;] o

11 &

®

International Character
Day

Frozen Custard Day
Sneak Some Zucchini
Onto Your Neighbor's
Porch Night

National Rice Pudding
Day

Popcorn Day
President Nixon
resigns (1974)
Washing machine
patented (1910)

Lazy Day

Middle Children’s Day
National S'Mores Day
Motion picture
projector patented
(1869)

Festival of Happy Feet
Presidential Joke Day
Play in the Sand Day
First prisoners enter
Alcatraz (1934)

Toasted Almond Day
0ld-Time Farm Day
Phonograph invented
(1877)

Blame Somebody Else
Day

International
Lefthander's Day
Filet Mignon Day
Alfred Hitchcock born
(1899)

14

Husbands in Love Day
Creamsicle Day

Felix the Cat debuts
(1919)

World War Il ends
(1945)

h

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

With Roll-A-Sign™ banners you get up to four vibrant colors printed on
durable, high quality 4 or 6 mil plastic film to display your logo and message
brilliantly for an economical price. Now you can afford to display a bright new
sign at every public event. They even make great cost-effective promotional
give-aways. Just roll off what you need and cut.

* Durable banners at an affordable price.

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

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

Call TODAY
800/231-6074

www americanradiohistorv com

Reef[ndusmcs Inc. PO Box 750250
Houston, TX 77275-0250
713/507-4200 713/507-4295 FAX
© 1999 Reef Industries, Inc.

PLASTIC
BANNERS
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Dear Radio Professionals:

Paragon is nonored to work with many of the finest radio stations in the
United States. Without exception, great radio stations are run by great people.

Since January, | have traveled the country non-stop. meeting and strategizing with

many of paragon’s client slations. The management talenl at these stations is

R ST N DR R

an effective strategy is only as good as the implementation process, and thatis a
maijor reason why they succeed.

It is no surprise to me that Paragon clients were nominated for 23 R&R Industry

Achievement Awards! And it's also no surprise thLPgagonjlients took

: 3 home 10 of the awards! | tiB my hat to these exceptional radic operators and

b—é—rsgnéliﬂes, and take pleasure in recognizing their significant achievements.

Station Nominees

YO98.

1, HONS BIGHBRET VARIETY

| STaR¥
¢ B

RADIO CHICAGO

theend.

Station of the Year (Markets 26-100)
Country WFMS {Monte Maupin, Jenny Skodit, Bob Richards, et al)

Station of the Year (Markets 101+)
WAPL/Appleton (Greg Bell, Randy Hawke)

Alternative Station of the Year
ggX/Atlanta (Mark Renier, Leslie Fram, etal)

Rock Station of the Year
WAPL/Appleton (Greg Bell, Fandy Hawke)

Country Station of the Year
WFMS/Indianapolis

Management Nominees

General Manager of the Year (Markets 1-25)
Mark Reniet, Alternative 99X/Atlanta

Rock Program Director of the Year fm
Randy Hawke, WAPL/Appleton S COUNTRY STATFON

Oldies Program Director of the Year
David Wood, WGLD/Indianapolis

Adult Altemative Program pirectar of the Year
Norm Winer, WXRT/Chicago

B

RADIO CHICAGO
’

99X

Personality Nominees

AC Program pirector of the Year
T.J. Holland (Tim Myaard to me!), Warm 98/Cincinnati

Alternative Personalities of the Year
Morning X, 99X/Atlanta (Barnes, Leslie & Jimmy)

4 99X

| s

Adult Alternative Air Personality of the Year
Alex Valentine, The Zone/Dalias

-

q . . o 4 q
Cangratulations to all nominees and winners! Itis atrue pleasure 10 work with each and every one of our clients.

Sincerely,
Mike Henry
Managing Partner

/L/

obvious, and in fact, one ol the most rewarding aspects of my job. Iit's reassuring to
know that when | geton a plane for the next city, the strategy | leave behind is the
strategy that our client stations aggressively implement. Qur clients understand that

Hot AC Station of the Year
WYKY/St. Louis (Beth Davis, Smokey Rivers)

Hot AC Station of the Year
KFMB/San Diego (Tracy Johnson)

Aduilt Alternative Station of the Year
WXRT/Chicago (Harvey Wells, Norm Winer, Patty Martin)

Aduit Alternative Station of the Year
The End/Salt Lake City (Eric Hauenstein, Bruce Jones)

; / Alternative Music Director of the Year
6 99x Sean Demery, g9X/Atlanta

Country Music Director of the Year
J.D. Cannon, WEMS/indianapolis

Rock Music Director of the Year
Jamie Markley, WXRX/Rockford

Adult Altemative Music Director of the Year
Patty Martin, WXRT/Chicago

Radio Marketing Executive of the Year
Jennifer Nech, Alternative g9X/Atlanta

Adult Alternative Air Personality of the Year
Keefer Fulgham, KBXR/Columbia (MO)

Adult Alternative Air Personality of the Year
Lin Brehmer, WXRT/Chicago

STRATEGIC PLANNING |

e Perceptual Studies
e Auditorium Music Tests

« Focus Groups
« Tracking Studies

+ Sales Assessment Studies

(303) 922-5600

mhenry@paragon-research.com

c _H www.paragon-research.com
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INNOVATION
STATION

A NOTE FROM THE EDITOR

OUR NEWEST FEATURE:
~ INNOVATION STATION

Ever since Bill Gates founded Microsoft two
decades ago, he has preached “convergence.”
Life’s everyday tasks would “converge” into
one unit ... a single appliance that would
handle the most mundane tasks seamlessly
and without effort. And this “convergence”
would apply to both the workplace and the
home. Of course, Gates figures that appliance
to be the personal computer.

Ever shrinking, yet ever more powerful, the
personal computer has rooted its way into the
subsystems of both the radio and record in-
dustries. What’s more, it has finally reached
critical mass in the home. Now it’s time for
the home computer and the business computer
to meet, converge and transact business with
one another.

When R&R was born 25 years ago, the tech-
nology of the day included razor blades,
vacuum tubes, 5 kHz phone lines, coffee-stained
logs and manual music scheduling — technol-
ogy that had existed 20 ycars earlier and would
continue for at least another decade. As recently
as 20 years ago it was not unusual for a typical
major-market radio station to have a dozen en-
gineers. As for the record industry, it was vi-
nyl, 8-track and cassettes.

Two inventions in the "80s got the ball roll-
ing toward a digital world: the CD and the per-
sonal computer. The CD reinvigorated the mu-
sic industry and rendered analog music me-
dia virtually obsolete, while the personal com-
puter has streamlined radio’s studio and back-
office operations. Other pieces then fell into

place: ISDN lines,
hard-drive audio
storage, web pages,
streaming audio,
Palm Pilots and
much more. Today —
equipped with cheap,
reliable and easy-to-
operate technology — it’s difficult to find a ra-
dio station with a full-time engineer.

The consumer is also becoming armed with
cheaper and more powerful multimedia de-
vices — tools that might allow them to spend
more time with your content ... or maybe less
time. Today, there are $400 PCs, WebTV and
free e-mail, just for starters.

The future holds many exciting innovations
for both professionals and consumers, much
of it wrapped around digital technology and
the Internet. For radio, there’s IBOC digital,
satellite broadcasting and streaming media.
The music industry is dealing with custom
CDs, MP3 players and memory cards as per-
haps the next “album” format. And the Internet
is where it is likely to all come together.

That “convergence” Bill Gates hoped for is
happening ... now. Our new column, “Innova-
tion Station,” will bring you the very latest de-
velopments in the digital world: new products,
new developments and new trends — both
business and personal. As always, we invite
your input and feedback.

Here’s a sampling of articles coming in the
next few weeks:

* What the Secure Digital Music Initiative
means to you.

* A review of MP3 hardware available now
or coming soon.

* How the Digital Millennium Copyright Act
will affect the content on your radio station’s
website.

* Web trailblazers: Internet-only broadcasters.

* Who’s making money on the web (and how).

COPY PROTECTION FOR MP3 ANNOUNCED

The record industry has moved a step
closer to allowing its product to be
downtoaded into portable MP3 players.
The Secure Digital Music Initiative, a
consortium of more than 100 computer companies, online services and
consumer electronics manufacturers, has agreed on technical
specifications for portable digital music players. The new SDMI
specification calls for three components in the music-listening process
to be uniquely identified: the content, the software used to play the
content and the hardware. Consumers would be allowed to make up to
four copies of a song from an audio CD. These songs, if created with
SDMI-compliant software, could be played on any machine. To help
thwart piracy, the unique ID numbers in the original song, software and
player are left on the copies, which can then be traced by investigators.
Down the road it will be possible for record companies to establish a
set of “rutes” for a particular song. For example, a song could time out
after a few days of play, or the system could charge users only if they
decided to keep the music after a pre-established trial period. Some
consumer groups are protesting the potential privacy, fair use and free-
speech limitations that might crop up as a result of SDMI.

* Radio Computing Services, a leading software provider for the radio
industry, is trying to organize a consortium of traffic computing
companies, digital automation firms and competing music-scheduling
makers to get their computers to speak to each other using a common
language. RCS President Andrew Economos said radio groups such as
Clear Channel called for a computing standard in order to integrate the
computer systems of their various station acquisitions. Economos said he
already has the support of several prominent traffic companies, including
Marketron, CBS| and Datacount, along with automation provider
Computer Concepts. He said he hasn’t yet spoken with his direct
competitors in the music-scheduling field (RCS manufactures the
Selector system), but that he intends to do so before a standards
committee convenes. Economos will propose that a standard be based on
Microsoft's eXtensible Markup Language (XML) and Component Object
Mode! (COM). He said no company would have to alter the structure of its
current databases and that the open architecture only affects how a
particular computer system outputs its data. Fconomos said he hopes to
have a standard in place by the end of the year.

* Atpine Electronics will manufacture both OEM and aftermarket
receivers for CD Radio's satellite radio service. The companies did not
release terms of the deal nor a timetable for delivery of the radios. In
April, Delphi Delco and Recoton also agreed to make receivers for the
DARS provider, while Ford may begin installing the units in its vehicles
as early as the first quarter of 2001. Sources at CD Radio, Alpine,
Delphi Delco and Recoton told R&R that the first generation of receivers
will probably not be compatible with XM Satellite Radio’s service,
although future versions may.

By Ron Rodrigues

R&R Editor In Chief
ronr@rronline.com

Bumper Stickers » Window Decals
Static Stickers ¢ Logo Design

Why should you wait a month to get your decals?

At Images INK, we can turn your order around in
LESS THAN 3 WEEKS, WITH NO "RUSH" CHARGES!
Best Quality - Best Price - Best Turnaround!

1414 E. Third St. * Tulsa, OK 74120 + (918) 561-8732 e+ Fax (918) 561-8734 -«

wwwW americanradiohistorv com

E-mail: imagink@aol.com
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Webcast your station tree:

A
LY

reach more listeners. increase market share. generate revenues.

www.webradio.com

Unlimited Bandwidth < Unlimited Streams _

E),O_ W . r e,_d ‘ y _ *Special Introductory Offer. Free Setup,

contact: Affiliate Relations Department S e i T A

888.643.6782, ext. 302 « sales@webradio.com LS AL A tathe: wiih Tt morihiffee:
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Summer
Saturday nighis
just got hotter!

FREE

(One night only)

With Tony & Kris

Requesis & Dedications e Games & GContests
Live In-Studio Guests e {riginal Gusiom
Party Remixes o Instant Pizza Party Packs

It's America’s coast-to-coast party! Club Country Live
brings a fresh, energy-packed, music-filled party with
in-studio guests mixed with requests and dedications to
your station every Saturday night. Plus you get Tony &
Kris’'s custom music remixes produced only for Club
| Country Live. Get in on the fun via satellite every
Saturday night live from 7p-12m (ET).

For your free one night party trial, call your Premiere
Radio Networks representative at 818-377-5300...
Saturday nights just got hotter with Club Country Live!
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AMFM Readies Two
Ltd. Inventory Nets

AMFEN Radio Networks will
unveil two limited inventory net-
works that the company ulready ex-
pects to rank in the top tier of the
upcoming RADAR 62 survey.
which measures audience listener-
ship and clearance of network ra-
dio commercizls. The networks.
“Ruby™ and “Sapphire.” will debut
on Sept. 27. Ruby will provide sev-
en minutes of weekly advertising
inventory on AMFM Inc. stations
and affiliates of the Brown Bag
Production Library. Sapphire will
offer 20 minutes per week of ad in-
ventory: six in morning drive, sev-
en in middays and seven in after-
noons.

AMFM Radio Networks Presi-
dent David Kantor said, “We're ex-
tremely pleased that we can further
expand AMFM’s inventory and
provide advertisers two new premi-
um networks. These networks offer
an incredible growth opportunity
for AMFM beyond its strong initial
audience base.”

The two limited inventory net-
works will complement AMFM’s
“Diamond”™ and “Emerald”™ net-
works. which both are full invento-
ry networks that offer more than
100 minutes of commercial
programming per week (or one

NETWORKS/See Page 34

wwi l\ppoints Stern

In Affiliate Sales

__| Biscaya to oversee
sales of 24/7 Formats

Westwood One has named Lin-
da Stern VP/Midwest Affiliate
Sales. News Networks. Stern will
manage a sales staff responsible for
the Illinois. lowa. Indiana. Kansas,
Michigan. Minnesota, Montana.
Nebraska. North Dakota. South
Dakota and Wisconsin territories.

Concurrently. WW1 promotes
Kane Biscaya to Director/Affiliate
Format Sales. He will oversee the
day-to-day management of a five-
person sales staft selling WWI's
24/7 Formats — including Adult
Rock & Roli. Adult Standards.
Mainstream Country. Hot Country.
The Oldies Channel. Bright AC.
Soft AC. Groovin' Oldies and CNN
Headline News — to stations na-
tionwide.

Stern most recently was VP/Af-
filiate Marketing for Shadow
Broadcast Services in Chicago:
Biscaya has spent the last two years
selling WW I's entertainment pro-
gramming. including The Tom
Levkis Shovw, askMartha and Coun-
try Countdown USA. Both Stern
and Biscaya — who will be based
in Chicago and Valencia. CA. re-
spectively — report to Sr. VP/Di-
rector of Affiliate Sales Peter Ko-
sann.

“It's paramount that we have
smart and dynamic people to help
us grow our affiliate base while su-
perserving our current clients.” Ko-
sann said. “Linda Stern is a great

WW1/See Page 34

Newsbreakers

Push Str Party

L

E

Playing an intimate show for label employees and other lucky guests, Cap-
itol recording artists the Push Stars shook up Jack's Sugar Shack in Hol-
lywood, performing songs from their debut album After The Party. Seen
here during the party are (clockwise from lower l) Sr. Dir./Alternative Pro-
motion Brian Corona; bandmember Dan McLoughlin; Sr. VP/Radio Pro-
motion Burt Baumgartner; bandmember Chris Trapper; Dir/Regional Pro-
motion, Marketing Greg Seese; bandmember Ryan MacMillan; Sr. Dir./
Adult Format Nick Bedding; and VP/National Promotion Justine Fontaine.
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Cohen Directs Arbitron Domestic Radio Research

D r.Ed Cohen, most recently VP/Research for Clear Channel Comm-
unications, has joined Arbitron as Director/Domestic Radio Research
In this new position Cohen will be responsible for maintaining the research
quality of Arbitron’s ratings service and oversee the development cf new and
improved research methods for American radio audience measurement

“Radio stations are facing significant challenges for their listeners'time,”
said Arbitron Exec. VP/Worldwide Research David Lapovsky, to whom
Cohen reports. “Listening on the Internet is growing, and digital satellite
broadcasting is just over the horizon. At the same time there are numerous
challenges to survey research participation in this country. Arbitron must
adapt its methodology and research practices to this changing and more
complex environment. Ed brings to us a wealth of experience in station and
audience research, and I'm confident he'll ably lead our research efforts to
meet the changing needs of the industry we serve”

While at Clear Channel, Cohen was responsible for designing and im-
plementing radio and TV research projects, including perceptual studies,
music research and focus groups. Before that position Cohen was Re-
search Director for WPXI-TV/Pittsburgh. He's also been Director/Research

| Sony Music Acqﬁirﬁs 50% Of"L'

Jud Rexcords

" Rifkind stays as lahel merges with Relativity

Sony Music Entertainment of-
ficially announced that it has
bought BMG Entertainment’s 50%
stake in the rap/hip-hop label Loud
Records. No price was disclosed.

Sony will merge Loud with its
wholly owned Relativity Records,

' and the combined unit will be dis-

tributed by RED Distribution. Loud
will continue to be headed by
Steven Rifkind. who founded the
label in 1992.

“From the multiplatinum selling
Wu-Tang Clan to the introduction of
such groundbreaking acts as Mobb
Deep and Funkmaster Flex. Steve
Rifkind has established Loud as a tru-
ly powerful force in Urban music.”
Sony Music Entertainment Chair-
man/CEO Thomas Mottola said. "By
merging Loud and Relativity. we

that is greater than the sum of its
component parts. It's a genuine plea-
sure to welcome Steve. the Loud art-
ists and the Loud creative team to the
Sony Music family.”

Rifkind noted, “This is a great
opportunity for us. Sony Music un-
derstands the Urban scene. plus
they have the resources to really
make our releases happen. from the
streets of New York right up to the
world stage. It's a professional plea-
sure knowing you have a great
team working with you to support
your projects. especially with the
new company’s upcoming releases
by Mobb Deep. Inspectah Tash. the
Beatnuts. Three 6 Mafia, Raekwon
and the platinum-selling artist Big
Punisher.”

have created an entirely new entity ‘

Schwartz Gets ‘Ruff’ With Warner Bros.

Ruffhouse i
Records founder
Chris Schwartz
has partnered with
Warner  Bros.
Records Inc. to
Jaunch Ruffworld
Entertainment
and RuffNation
Records. The joint
venture provides
worldwide distribu-
tion of RuffNation
releases. effective timmediately.

Also part of the deal is the street
label RuffLife, which will be dis-
tributed through Alternative Distri-
bution Alliance. as well as the for-
mation of a new music publishing
company. RuffSongs. which will
be administered by Warner/Chap-
pell Publishing. Headquartered in
Bryn Mawr, PA. the new company
is in the process of establishing of-
lices in New York. Los Angeles and
London.

Meanwhile. RuffNation has set
its senjor management team. In ad-
dition to Schwartz becoming
RuftNation Chairman/CEQ. other
key appointments include: Kevon
Glickman. President; Luc Vergier.

Schwartz

i

Glickman Dippold

President/International Operations: ‘
Robert Dippold. Exec. VP/GM:
Kurt Woodley. VP/A&R: Richard
Murray. VP/Video Production &
Special Projects; Todd Wolfe.
Head/National Radio Promotion:
and Jeff Coulter. Manager/Internet
Technology.

Warner Bros. Records Inc.
Chairman/CEO Russ Thyret said.
“Chris and I have a personal rela-
tionship. and now that he and
RuffNation are part of the Warner
Bros. Records Inc. family. I'm very
excited about that relationship be-
coming both a business and per-
sonal one. Chris™ track record in

SCHWARTZ/See Page 34
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for Birch/Scarborough Research and the NAB’s Director/Audience Mea-
surement & Policy Research

Brown Becomes VP/A&R, West Coast For Elektra

lektra Entertainment Group has named Jay
Brown VP/A&R, West Coast. Based in Los An-
geles, he reports to Sr. VP/A&R Merlin Bobb.

“Jay comes from a great A&R and publishing back-
ground,” Bobb said. “His skill with artists and his in-
credible knowledge of the street are just a few of the
resources he brings to our department. The entire com-
pany joins me in welcoming Jay to Elektra "

Brown was previously VP/A&R for Qwest Records.

Brown

Sony Ups Ehrlich To Pres./New Tech. & Biz Dev.

S ony Music Entertainment has promoted Fred Ehrlich to President/
New Technology & Business Development. Based in New York, he
reports to Sony Music International Chairman Mel llberman and will direct
the company’s new technology strategies, as well as on-
demand, licensing and electronic distribution activitles. |

SME ChairmanThomas Mottola said, “Fred's grasp | &
and understanding of new and emerging technologies
have made him a key asset for Sony Music and one of
our industry's most respected and admired executives
As the chief architect of Sony Music's overall Internet
strategy, his vision and planning have established this
company as a leader in the world of new media. ltisa |
genuine pleasure to announce his promotion

Ehrlich had been Sr. VP/GM, New Technology &
Business Development since the unit's inception in
1994. He began his career at CBS Records in 1982 as
a College Marketing Representative and was later promoted to Director/
College Marketing. He was appointed Director/Special Projects, then Di-
rector/Planning & Administration, for Columbia Records. From 1991 to 1994
he served as VP/GM for Columbia.

Three Tapped As TM Century VPs

TM Century Inc. — the Dallas-based provider of production music.
jingles and music libraries — has promoted three senior managers to VP
positions. Marcus Hill, who joined the company in August "98 as OM.
has been named VP/Operations. while Bob Jenkins has come aboard as
VP/Sales & Marketing and CFO Roger Holeman has been elevated to
VP/Finance.

“All three are outstanding executives. and each will play an integral role
in the growth of TM Century over the coming months.” TM Century Pres-
ident/CEO David Graupner commented. “The promotions coincide with
a general restructuring and streamiining of the company designed to fa-
cilitate TM Century’s growth in traditional and new markets, here and
abroad.” In addition to VP/Operations duties. Hill will serve as the pro-
ducer of TM Century’s New Business Development sales library.

Between 1988-98 Hill administered studio operations for a Dallas-based
corporation specializing in musical ad campaigns and other services. Jen-
kins most recently served as Exec. VP of Chesky Records. an indepen-
dent label based in New York. He's also served as Exec. VP of FirstCom
Music. Holeman joined TM Century in August "97 following a stint as
Sr. Business Development Analyst for TNP Enterprises.

Ehrlich
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Newsbreakers

Radio

® SANDY UNGAR is appointed head
of Voice of America. He had been
Dean of American University’s School
of Communication since 1986, and
was an anchor on National Public
Radio's All Things Consideredin the
early '80s.

National Radio

® WESTWOOD ONE offers exclusive
live radio broadcasts from Woodstock
'99, July 23-25. Performers include
Moby, Bush, DMX, Ice Cube, Los Lo-
bos, Metallica, Willie Nelson, Sugar Ray
and the Brian Setzer Orchestra; (212)
641-2057

® AMFM RADIO NETWORKS pre-
sents Country Live! With the Dixie
Chicks, a 90-minute live radio special
August 24 at 11pm. The program will
debut the new CD, Fly, by the Monu-
ment country group and feature an in-
terview with listener call-in.

Records

® SUSAN GENCO, formerly VP/Busi-
ness & Legal Affairs at Arista, becomes
Sr.VP/Business & Legal Affairs for the
Capitol Records Group and Pres./Op-
erations, Capitol Records.

e LOU VAC-
CARELLI, most
recently VP/Pro-
duction & Manu-
facturing, is ap-
pointed VP/Pro-
duction, Manufac-
turing & Chief
Procurement Of-
ficer for BMG En-
tertainment, North
America.

Industry

® ART VUOLO’S RADIOGUIDE PEO-
PLE INC. has a new fax number: (248)
358-0691.

Vaccarelli

MARRIAGES

Arista Records Mainstream
Mktg. Mgr. Edgar DeCastro to
Christina Zafonte, July 5.

KOH-AM/Reno afternoon talk
host Rusty Humphries to Ami
Kathleen Lakin, July 2.

BirtHs
WTFX/Louisvile OM Michael

Lee. wife Tamara, son Michael
Chandler, May 18.

CONDOLENCES

Former WJR/Detroit Pres. Jim
Long, 66, July 12.

Products & Services

® MEDIABASE joins with RATE
THEMUSIC.COM to provide weekly
music Internet testing results on a bar-
ter subscription basis; (818) 377-5327,
www.ratethemusic.com.

e s ¥ B e et o N ] .\ 3 P e

Changes

Classical: Jeff Spurgeon comes to
WQXR/NY as midday host.

Sports: Wayne Larrivee joins
WMVP-AM/Chicago to provide
football analysis.

Rock: WKPE/Cape Cod, MA
names Tred Hulse morning show
co-host.

Records: Rodger Garfinkel is ap-

pointed Sr. Dir/Strategic Planning at
Arista Records ... Wendi Cart-

PROS ON

THE LOOSE

Chad Mitchell — mornings
WDRQ/Detroit (248) 449-6365;
Chad @ ChadMitchell.com.

wright is hired as Dir/Repertoire
Licensing at Rhino Records ... Uni-
versal Music Group announces the
following organizational and struc-
tural changes in the Common Label
Operations department: Vinnie Fre-
da heads the department as Sr. VP/
Common Label Operations; Copy-
right Administration comes under
the direction of VP Pat Blair; Sr.
Dir. Kathy Cantwell oversees Re-
cording Administration; VP Larry
Jacobson supervises Marketing Ad-

ministration; Advertising & Media
Services are headed by VP Leslie
Borrok; Sr. Dir. Ann Murray is re-
sponsible for Repertoire Manage-
ment; and Image Management
comes under VP Jonathan Bender
. Mark Feldman is promoted to
Sr. Dir./Mktg. at Legacy Recordings
.. Kid Rhino names Mike Eng-
strom Product Mgr.

Industry: DMX taps Sandra Eddy
as Dir./Mktg., Commercial Sales.

OLD-SCHOOL MORNINGS

Syndicated morning driver Tom Joyner appeared as a guest on The Don-
ny & Marie Show to promote his new compilation CD on Rhino Records,
The Tom Joyner Morning Show Old School Mix. Pictured on the set are
(I-r) Donny Osmond, Anita Ward, Marie Osmond and Joyner.

NATIONAL
RADIO

FORMATS

ABC RADIO NETWORKS
(972) 991-9200

Classic Rock

Chris Miller

No adds

Hot AC

Steve Nichols

CHRISTINA AGUILERA Genie In A Bottle
Starstation

Peter Stewart
JIM BRICKMAN Destiny
ELTON JOHN t/HEADLEY, SCOTT A Step Too Far

Touch

Ron Davis
No adds

ALTERNATIVE PROGRAMMING

Steve Knoll » (800) 231-2818
Gary Knoll

Rock

LIMP BIZKIT Nookie

TONIC You Wanted More
VERTICAL HORIZON We Are

Alternative

LEN Steal My Sunshine
STAIND Mudshovel
TONIC You Wanted More

CHR/Hot AC

BACHELOR NUMBER ONE Summertime
CHRIS ISAAK Baby Did A Bad Bad Thing
98 DEGREES | Do (Cherish You)

RED HOT CHILI PEPPERS Scar Tissue
SHANIA TWAIN You've Got A Way

Mainstream AC

BACHELOR NUMBER ONE Summertime
CHRIS ISAAK Baby Did A Bad Bad Thing

Lite AC

KENNY G/LOUIS ARMSTRONG What A Wonderful Worid
SHANIA TWAIN You've Got A Way

NAC

NORMAN BROWN Out Of Nowhere
MICHAEL FRANKS Now Love Has No End
SLIM MAN Sweet Serenade

uc
DEBORAH COX We Can't Be Friends
WHITNEY HOUSTON My Love fs Your Love
MASE All | Ever Wanted
NAS You Won't See Me Tonight

BROADCAST PROGRAMMING
Walter Powers » (800) 426-9082

CHR

Mike Anthony
BOYZONE No Matter What

LEN Steal My Sunshine
ALANIS MORISSETTE So Pure
98 DEGREES | Do (Cherish You)

Mainstream AC
No adds

Hot AC

SANTANA {/ROB THOMAS Smooth

Digital Soft AC

Mike Bettelli

KENNY G/LOUIS ARMSTRONG What A Wonderful World
Delilah

VONDA SHEPARD w/EMILY SALIERS Baby, Don't You ...

Alternative

LIT Zip Rock
SHOOTYZ GROOVE L Train
VERTICAL HORIZON We Are

Urban

JAY-Z Jigga My...
NAS You Won't See Me Tonight

JONES RADIO NETWORK

Jim Murphy » (303) 784-8700
Rock Classics

Rich Bryan

LYNYRD SKYNYRD Working

Aduit Hit Radio

JJ McKay

PEARL JAM Last Kiss

Soft Hits

Rick Brady
BRITNEY SPEARS Sometimes

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

Yvonne Day

CRANBERRIES Animal Instinct

CHRIS ISAAK Baby Did A Bad Bad Thing
New Rock

Steve Leigh
FILTER Welcome To The Fold

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

Bob Blackburn

Adult Rock & Rell

Jeff Gonzer

LYNYRD SKYNYRD Working

Soft AC

Andy Fuller

No adds

Bright AC

Jim Hays
No adds

WWW.americanradiohistorv.com
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Marketmg

Do Million Dollar Contests Work?

1 Greg Strassell, VP of programming for CBS/Infinity in Boston
and chief strategist for WBMX discusses their experience with
"the Million Dollar Contest" in the Winter book.

ith all the local and trade press it was hard not to follow Boston's battle between WBMX
and Kiss 108 in the Winter book. Both stations used contests with million dollar prizes
and as Todd Wallace recently described it, it was “‘one of the best tit-for-tat contest con-
flicts in recent memory.” As Todd went on to say, “one could argue rather convincingly that this
was worth a share-point for both stations...had either station decided not to stand their ground,
it could have produced a decisive victory for the other.”

TQ: How did the decision
to do IQ's "Million Dollar
contest" come about?

GS: A million dollar con-
test had never been done
in the Boston market. In
fact, the biggest contest
that I recall. since 1991,
would be an offer of over
$100,000. So. when IQ
suggested this idea. and we were
looking for a new way to promote
John Lander's morning show. it
seemed like the right opportunity
to capture the imagination of the
audience. Everyone at WBMX.
including John Lander. our

T e . LA S

The end result in the
ratings is that Mix
Mornings grew 5.4 to
6.9, Adults 25-54 in
morning drive in the
full Winter Arbitron.

ARG T T

research consultant Chris
Ackerman at Coleman Research.
General Manager Mark Hannon.
and Infinity Co-COO David
Pearlman. agreed that this was the
right idea to get more cume to the
morning show and the station.

TQ: Give me a little bit of the com-
petitive story.

GS: We originally were planning to
go on the air with the Million
Dollar Contest in carly March.
However. by mid-February we
learned that CHR competitor Kiss
108 was thinking of doing the
same promotion. Kiss originally
did a birthday game in the 80s. but
it had not been used in Boston

Greg Strassell

since 1991 and no
station had ever
offered $1.000,000.

This alert led
to some quick strate-
gy meetings and the
decision to move our
airdate to February
with a $10.000 ver-
sion and  then
upgrade a couple of
weeks later to the Million Dollar
version when our television was
ready. We went on the air on
Friday, February 12th. with the
Mix 98.5 $10,000 contest. The
following day. Kiss 108 went on
the air with the Kiss 108 $10.000
game. Their copy was almost
identical to ours. so the games
had begun. The rush was obvious-
ly to see who would own this con-
test quickly. By the following
Wednesday. just three days later,
IQ had turned around a :10 com-
mercial for us that promoted the
Mix 98.5 Million Dollar Contest
with John Lander. We had been
on TV for two-and-a-half weeks
before Kiss had a chance to get
on. This was a big victory for us
early on. By that time. we had
introduced a full :30 TV spot fea-
turing John Lander and Lynn
Hoffman promoting our Million
Dollar Contest. So the audience in
Boston that listened to the radio
and watched television felt like
the Mix was definitely the first
with the game. Also. because we
are the Barenaked Ladies station
of Boston. every time we played
the contest we played. "If | Had a
Million Dollars.” We plaved the
game between 9am and 5pm. and
that scng became our theme dur-
ing the promotion.

TQ: Great. Now tell me about the
results. How did people react to

i?

GS: No negatives. It was as excit-

e "
Everyone at Mix 98.5
agreed that this was
the right idea to get

more cume to the
morning show and
the station.

———R e

ing as could be. It was really great
to hear a radio station offer up to a
million bucks. The idea that the
game is played live on the radio
and that some listener could win a
million dollars was very real. The
end result in the ratings is that
Mix mornings grew 5.4 to 6.9.
Adults 25-54. in the full Winter
Arbitron. and Lander had
achieved his highest monthly ever
in March.

TQ: If a station has done a million
dollar contest only on their own
air and hasn't used television, do
you think it's still viable territory
for somebody else to come in and
do it using outside media like TV?

] . %
-
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This promotion, hands down, was the
best marketing I've ever been a
part of to promote a morning show.

Greg Strassell

GS: Absolutely! You can excite
your cume with this promotion.
but its real strength is bringing in a
lot of new cume with television
promoting a million dollar prize.
No matter what music you like.
people love money and they love
entertaining morning shows. So a
lot of audience strayed from other
stations to sample us for this pro-
motion and that was a direct result
of the television marketing.

TQ: You're a very experienced pro-
grammer. not only with formats
like Mix. but you've also had pro-
gramming and marketing over-
sight for many stations in many
formats. What's your bottom line
on this promotion?

GS: Mix 985 is in a situation

where it enjoys a great music
image and we've worked very hard
at that-pounding away at that for
years. It was time to add a flashy
incentive to bring attention to John
Lander's morning show. With a

Tlle Mﬁmn Dolfar [:mmtm mhss ani does mm-e

1Q's Miilion Dollar Contest m I’Lu-n-key anfj iﬂdudes everythm yuu
need tJ execute the promotion including insurance for the millien dol
lar prize - mﬂ breakthrough TV spots all for the best price you can get.
Synd;c‘ﬁ&d 'mij custom packages are available. To see examples of the
spots go'te-aur website: Ww.radioig.com, or call us today at 404-255-
3550 for the Million Dollar Contest that costs le$s and does more.

Fax: 404-255-8152 or e-mail: tandrews @radioig.com
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A lot of audience
strayed from other
stations to sample
us for this
promotion and
that was a
direct result of
the television
marketing.

S ———-

well-established music image. a
hot morning show. and this pro-
motion, we are taking Lander to
the next level. Boston is an
extremely competitive market for
adult. female-targeted stations.
This promotion. hands down.
was the best marketing I've ever
been a part of to promote a radio
show.
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Show Prep

Bruce: Boss 0f Summer Tours !

he Boss” may have simulta-

neously graced Newsweekand |
Timecovers in the '70s, but nothing
could prepare Bruce Springsteen
for the prestige of Entertainment
Weekly's cover. With their 33 U.S.
dates sold out, Springsteen and the
E Street Band rank at the top of the
'zine's summer tour issue. Since the
Springsteen camp isn't talking to the
press, EWtalks to several fans ata
Stockholm show.“There’s this gen-
eral feeling amongst the fans that
this is like the last goodbye for that
whole era,” explains fan Ted Booth.

“You feel like a piece of him has
been delivered to you,"said fan Carol
Costello after the show. “After going
through this concert, you justimag-
ine the man is spent. A pound of
flesh has been given. There’s this
hollow carcass that gets carted
away at the end of the night — with
a big smile on his face.”

The 'zine also profiles other
summer treks, including everything
from Kid Rock and Ozzfest to Lili-
th Fair and Lauryn Hill. Woodstock
'99 s also highlighted: Located on
a former Air Force base, the latest
incarnation hopes to foil gate-
crashers with a military-style fence.
“It's going to be virtually impossi-
ble for people to get in without a tick-
el boasts John Scher, one of the
festival's organizers. “We're also
building a 12-foot high, wood-and-
steel-reinforced wall around the

3

O'BLIGING WOMAN — Elle pro-
files female stars Mary J. Blige,
Missy “Misdemeanor” Elliott, Da
Brat and Lil'Kim asking them about
their chart-topping success and
their newfound industry power. Diva
Blige describes her multilayered al-
bum: “The streets is gonna be hap-
py with my record. You'll cry to it,
dance to it, fuck to it. I've done a lot
of love songs. Most of 'em are
about how fucked up women are
treated. It's good to know my music
helps people. I'm goin’ through it too
— the same tears, the same black
eye, the same stomach ache — and
I'm gonna get us through it. I'm at
such a place right now, such a
peace, | cannot be knocked down.”

If You Wannabe My
Hushand

entire site." People gets inside the $800,000
.., - wedding of Posh Spice, a.k.a. Vic-
—-Livin’ La Vida 1083 - —toria Adams; and soccer stai Dav-

id Beckham at Luttrellstown Cas-
tle in Ireland. All of the Spice Girls
were present except the ousted Gin-
ger Spice, a.k.a. Geri Halliwell,
who claims she wasn'tinvited. Invi-
tee Elton John had his piano flown
in for a scheduled performance, but
canceled after suffering sunstroke.
Luckily, an 18-piece orchestra was
on hand to play Spice Girls hits.

Love, ltalian Style

Entertainment Weekly dubs dar-
ling rocker Courtney Love its
“Freak of the Week.” During a Hole
show in ltaly, Love demanded that
the audience sing their national an-
them. The unruly crowd, however,
responded to Love’s orders with a
lewd soccer chant.

And when she’s not causing strife
with foreign audiences, Ms. Love
winds down by making tapestry pil-
lows for her friends (Globe).

A True X-Phile

With a refrain of “David Ducho-
vny, why won't you love me?” Bree
Sharp’s aptly titled song, “"David
Duchovny.”has caught the attention
of the X-Files star. Now if she could
just get on an episode: “I'll do what-
ever they want me to do —dress as
an alien, wear an FBI suit. Whatev-
er. | just want to meet David” (En-
tertainment Weekly).

Meditation and yoga keep Latin
pop superstar Ricky Martin sane,
according to the Star.“Sometimes,
if his schedule is very harried, he'll
pass up a meal to do yoga or med-
itate,” one insider reveals. “He car-
ries crystals, which he feels give him
energy, and he burns different col-
ored candles for his changing
moods”

Yoga isn't alt Martin needs, how-
ever: People reveals the star had an
acupuncturist on the set of his new
video, “She’s All | Ever Had," to re-
lieve his tension headaches.

Rap Up The Rock

Newsweek breaks the story on
the rock and rap fusion of musicians
like Limp Bizkit, Kid Rock, Em-
inem and Everlast. Eminem de-
fends his hard-core lyrics: “I've want-
ed to kill kids that used to bully me
in school. | know what it's tike to
come home crying and slamming
the door and screaming and break-
ing s—- in my room."

An industry impresario in the
making, Fred Durst of Limp Bizkit
reveals his aspirations:“l want to be
just like Puffy

Everlast expects the current
trend to breed many copycats: I
bet you almost every label has an
artist trying to make a record like
this right now”

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

CYBERSPACE

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

* Plug in to a live cyberinter-
view with Collective Soul's Ed
Roland tonight (7/16) at 8pm ET/
5pm PT (www.jamtv.com).

* Dish it up with Vans Warped
Tour '99 participants Sevendust
on Monday (7/19) at 7pm ET/
4pm PT (www.sonicnet.com).

On The Web

* Enjoy the power and sensu-
ality of the acoustic guitar as two
master acts, Strunz & Farah
and Ottmar Liebert, perform in
a double bill beginning Sunday
(7/18) at 9:30pm ET/6:30pm PT
(www.liveconcerts.com).

* Let Britney Spears e-malil
your heart in a video cybercast
from Z100/NY’s recent “Zooto-
pia” concert on Monday evening
(7/19) at 9pm ET/6pm PT
(www.sonicnet.com).

CURRENT

* AMERICAN PIE (Universal)
Single: TONIC You Wanted More
Other Featured Artists: BLINK 182, SUGAR RAY,THIRD EYE BLIND
WILD WILD WEST (Overbrook/Interscope)
Singles: WILL SMITH Wild Wild West
ENRIQUE IGLESIAS Bailamos
Other Featured Artists: BLACKSTREET, FAITH EVANS, SLICK RICK
TARZAN (Walt Disney Records)
Single: PHIL COLLINS You'll Be In My Heart
SOUTH PARK: BIGGER, LONGER & UNCUT (Atlantic)
Single: MICHAEL MCDONALD Eyes Of A Child
Other Featured Artists: TRICK DADDY f/TRINA & TRE, GEDDY
LEE & ALEX LIFESON, VIOLENT FEMMES
AUSTIN POWERS: THE SPY WHO SHAGGED ME (Maverick)
Single: LENNY KRAVITZ American Woman
Other Featured Artists: BIG BLUE MISSILE, BURT
BACHARACH & ELVIS COSTELLO
THE MATRIX (Maverick/Nothing/Interscope)
Single: MARILYN MANSON Rock Is Dead
Other Featured Artists: PRODIGY, ROB ZOMBIE, RAGE
AGAINST THE MACHINE
NEVER BEEN KISSED (Capitol)
Featured Artists: SEMISONIC, CARDIGANS, OZOMATLI
GO (Work/ERG)
Single: NO DOUBT New
Other Featured Artists: NATALIE IMBRUGLIA, FATBOY SLIM,
EAGLE-EYE CHERRY

COMING

.

.

THE WOOD (Jive)
Single: MYSTIKAL & OUTKAST Neck Uv Da Woods
Other Featured Artists: BLACKSTREET, ROOTS, DMX
EYES WIDE SHUT (Warner Sunset/Reprise)
Single: CHRIS ISAAK Baby Did A Bad Bad Thing
Other Featured Artists: JOCELYN POOK, VICTOR SILVERSTER
ORCHESTRA, OSCAR PETERSONTRIO

“Music & Movies” lists current and coming film soundtracks ac-
cording to box-office standing, as well as singles appearing on
R&R'’s format charts and other featured artists. To submit sound-
tracks for inclusion in this column, contact R&R Associate Edi-
tor Elon Schoenholz at (310) 788-1669; elon @ rronline.com.

MONDAY, JULY 26

1977/Led Zeppelin's U.S. tour is
abruptly canceled when Robert
Plant’s 6-year-old son dies unex-
pectedly in England.

1990/Grateful Dead keyboardist Brent
Mydland, 38, is found dead of a
drug overdose in his San Fran-
cisco home.

1992/Kiss member Paul Stanley mar-
ries Pamela Bowen.

Born: Mick Jagger 1943, Roger Taylor
(Queen) 1949

TUESDAY, JULY 27

1976/After a four-year legal battle, John
Lennon receives his green card
and becomes a U.S. resident.

1984/Prince’s first feature film, Purple
Rain, opens nationally.

1990/An Indiana judge decides 2 Live
Crew's As Nasty as They Wanna
Be violates state standards of de-
cency and will not be sold to mi-
nors.

Born: Maureen McGovern 1949

WEDNESDAY, JULY 28

1957/Jerry Lee Lewis makes his TV de-
but on The Steve Allen Show.

1986/Johnny Mathis and Natalie Cole
perform together on PBS to hon-
or Nat "King” Cole.

1987/Surviving Beatles members sue
Nike for its use of the group’s
song “Revolution™ in its TV com-
mercials.

www americanradiohistorv com

| 1992/Warner Bros. Records removes the
track “Cop Killer” from all subse-
quent Ice-T & Body Count albums.

'1995/The rights to Jimi Hendrix’s name,
likeness, image and music are of-
ficially returned to his father,
James Al Hendrix.

Born: Rick Wright (Pink Floyd) 1945

Releases: R.E.M.’s Life’s Rich Pageant
1986

' THURSDAY, JULY 29

1965/The Beatles film Help! premieres
in London.

1966/Bob Dylan sustains critical neck
and head injuries following a
motorcycle accident in upstate

1980/Ex-Mamas & The Papas member
John Phillips is arrested in New
York and charged with narcotics :
distribution.

1996/Aerosmith terminate their 12-year
business relationship with man-
ager Tim Collins. :

Born: Daniel Ash (Bauhaus/Love &
Rockets) 1957, Bill Berry (ex-
R.E.M.) 1958

SUNDAY, AUGUST 1

1960/In New York, Aretha Franklin rec-
ords for the first time.

1964/Country singer Johnny Burnette :
dies in a boating accident. .

1981/MTV debuts in the U.S. with the -

New York. | Buggles’ “Video Killed the Radio -
| 1974/Mama Cass Elliott, 32, dies of Star.”
heart failure.

1980/In Manchester, England, New Or-
der perform for the first time.
Born: Geddy Lee (Rush) 1953

FRIDAY, JULY 30

1983/The English Beat disband.

1987/David Bowie's U.S. Glass Spider
tour commences 1n Philadelphia.

Born: Paul Anka 1941, Kate Bush 1958

SATURDAY, JULY 31

1964/Country singer Jim Reeves. 41.
dies in a plane crash.

1971/A 22-year-old security guard is fa- \
tally stabbed at a New York Who
concert. A/so ... The Relling Stones’
documentary feature film Gimme
Shelter premieres in London.

MUSIC TELEVISION®

Video thrilled the radio star!

1989/Eric Clapton concludes his three-
year worid tour with a free show
in Mozambigue.
Born: the late Jerry Garcia (Grateful
Dead) 1942, Robert Cray 1953,
Joe Elliott (Def Leppard) 1960
— Mark Sclovicos
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KTRH HOUSTON

A Truly Legendary Station

Honored to be nominated for the

Marconi Award

as Legendary Station of the Year

KTRH Soundman Howard Hughes on KTRH KTRH’s Dan Rather

NewsRadio 740 KTRH has a rich broadcasting history. KTRH signed on the air on March 25,1930. Since that time. KTRH has been a broadcast pioneer
originating the nation’s very first live, man on the street interview program called *“Vox Pop”. It was produced by dropping a microphone out the window down to
the street from the KTRH Studios in the historic Rice Hotel in downtown Houston. KTRH also created and produced one of the all-time favorite quiz shows “Dr.
1.Q.". Ted Neighbors would stand on the stage of the Metropolitan Theatre while Tom Jacobs roamed the audience and made famous the line, “Doctor. I have a
lady in the Balcony!” KTRH was one of the first stations in the country to launch into the talk format, debuting “The Talk of Houston” in 1962 featuring one of
America’s very first female talk hosts. KTRH’s alumni include Walter Cronkite, Dan Rather and Jim Nance.

KTRH has continued to evolve to meet the needs of Houstonians, transitioning into “NewsRadio” in 1983 and adopting an all news and sports format. KTRH has
a steadfast commitment to news coverage from the big story to human interest, from around the world to around the corner. At KTRH, “The News Watch Never
Stops” is more than a slogan. KTRH is the only newsroom in Houston to be staffed 24 hours a day, 7 days a week bringing our audience the latest news.
whenever it breaks. In addition, KTRH delivers unparalleled community service like diaper drives for homeless Houston children and teddy bear drives for
refugee children in Kosovo. KTRH has also produced some of the nations top sports programming including play by play action of the two time NBA Champion
Houston Rockets, Major League Baseball’s Houston Astros and the NFL’s Houston Oilers.

KTRH has won numerous community awards and been recognized by many professional organizations including the Radio Television News Directors
Association which has honored KTRH with four National Edward R. Murrow Awards. In 1999, the National Headliner Awards presented KTRH “Best
Newscast”, ahead of CBS World News Roundup and ABC Network News.

From pioneers in broadcasting to the voice for a new millennium, KTRH is America’s legendary radio station.

Rich in Heritage
Committed to Integrity

Dedicated to Service

www.americanradiohistorv.com
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Show Prep

MUSIC TELEVISION®

69.7 million households

MUSIC FIRST
50.8 million households

| SPANKIN’ NEW ADDS |

Isaak
| ADDS

GINUWINE So Anxious

MACY GRAY Do Something

98 DEGREES | Do

OFFSPRING The Kids Aren't Alrght

POWERMAN 5000 When Worlds Collide

CHRIS ROCK No Sex (In The Champagne Room)

| BUZZWORTHY ]

CHRISTINA AGUILERA Genie In A Bottle
MACY GRAY Do Something
ENRIQUEIGLESIAS Bailamos

LEN Steat My Sunshine

| DAYTIME

CHRISTINA AGUILERA Genee In A Bottle
TAL BACHMAN She's So High
BACKSTREET BOYS | Want It That Way
B.G. Bling Bling

BLACKSTREET Think About You

BLAQUE 808

BLINK 182 What's My Age Again?

CASE Happily Ever After

CHEMICAL BROTHERS L et Forever Be
DESTINY'S CHILD Bills, Bills, Bills

0.V.D.A. What Would Brian Boitano Bo? Pt. Il
MISSY “MISDEMEANOR” ELLIOTT She’s ABitch
EMINEM Guilty Conscience

FREESTYLERS t/DEFINITION OF SOUND Here We Go
GARBAGE When | Grow Up

GINUWINE So Anxious

GODSMACK Keep Away

GO0 GOO DOLLS Black Balloon

MACY GRAY Do Something

LAURYN HILL Everything Is Everything
WHITNEY HOUSTON it's Not Right But It's Okay
ENRIQUE IGLESIAS Bailamos

JA RULE Holla Holla

JUVENILE Back That Thang Up

K-Cl & JOJO Tell Me It's Real

KID ROCK Bawitdaba

LENNY KRAVITZ American Woman

LEN Steal My Sunshine

LIL' CEASE [LIL’ KIM, JOE HOOKER & MR. BRISTAL Play Around
LIMP BIZKIT Nookie

LIT My Own Worst Enemy

JENNIFER LOPEZ If You Had My Love
MADONNA Beautiful Stranger

RICKY MARTIN The Cup Of Life

JOEY MCINTYRE | Love You Came Too Late
MOBB DEEP Quiet Storm

MONICA Street Symphony

MYSTIKAL & OUTKAST Neck Uv Da Woods
"N SYNC | Drive Myseff Crazy

NAUGHTY BY NATURE Jamboree

98 DEGREES | Do

OFFSPRING Why Don't You Get A Job?
112 Anywhere

DRGY Stitches

POWERMAN 5000 When Worlds Collide
RAHZEL All t Know

RED HOT CHILI PEPPERS Scar Tissue
CHRIS ROCK No Sex (In The Champagne Room)
RUFF RYDERS t/NOKIOWhat You Want

702 Where My Girls At?

SILVERCHAIR Ana’s Song (Open Fire)
SMASHMOUTH Al Star

WILL SMITH Wild Wild West

BRITNEY SPEARS Sometimes

SUGAR RAY Someday

TLC No Scrubs

TONIC You Wanted More

TRICK DAOOY Nann Brother

TRU Hoody Hoo

TYRESE Lately

VITAMIN C Smile

| SHOWTIME

CHRISTINA AGUILERA Genie In A Bottle
BACKSTREET BOYS | Want It That Way
BLACKSTREET Think About You
BLAQUE 808

BLINK 182 What's My Age Again?
CASE Happily Ever After

OESTINY’S CHILO Bills, Bills, Bills
D.V.0.A.What Would Brian Boitano Do? Pt. ||
EMINEM Guilty Conscience

GARBAGE When | Grow Up
GINUWINE So Anxious

600 GO0 0OLLS Dizzy

MACY GRAY Do Somnething

LAURYN HILL Everything Is Everything
WHITNEY HOUSTON t's Not Right But It's Okay
JARULE Holla Holla

K-C1 & J0JO Tell Me It's Real

KID ROCK Bawitdaba

LENNY KRAVITZ American Woman
LIMP BIZKIT Nookie

LIT My Own Worst Enemy

JENNIFER LOPEZ If You Had My Love
MADONNA Beautiful Stranger

RICKY MARTIN The Cup Of Life

JOEY MCINTYRE Stay The Same
MONICA Street Symphony

MYSTIKAL & DUTKAST Neck Uv Da Woods
"N SYNC | Drve Myself Crazy

98 DEGREES | Do

DFFSPRING The Kids Aren't Ainght
DRGY Stitches

POWERMAN 5000 When Worlds Collide
REQ HOT CHILI PEPPERS Scar Tissue
CHRIS ROCK No Sex (in The Champagne Room)
702 Where My Girls At?

SILVERCHAIR Ana’s Song (Open Fire}
SMASH MOUTH Al Star

WILL SMITH Wild Wild West

BRITNEY SPEARS Sometimes
SUGARRAY Someday

TONIC You Wanted More

TLC No Scrubs

TYRESE Latety

Video playlist for the week of July 12.

]

ALICE IN CHAINS Get Born Again

MARY J. BLIGE Al That | Can Say
TDMPETTY & THE HEARTBREAKERS Swingin
TRAIN Meet Virgimia

|INSIDE TRACKS

TAL BACHMAN She's So High
LEN Steal My Sunshine

XL

LENNY KRAVITZ Fly Away

JENNIFER LOPEZ if You Had My Love
RICKY MARTIN Livin’ La Vida Loca
SMASH MOUTH All Star

MADONNA Beautifui Stranger

| NEW

ALANIS MORISSETTE So Pure

TOMPETTY & THE HEARTBREAKERS Swingin

RED HOT CHILI PEPPERS Scar Tissue

DONNA SUMMER | Will Go With You (Con Te Pastiro)

| LARGE

TAL BACHMAN She's So High

BACKSTREET BOYS | Want It That Way

GO0 GDO DOLLS Black Balloon

WHITNEY HOUSTON It's Not Right But It's Okay
LENNY KRAVITZ American Woman

SARAH MCLACHLAN | Will Remember You
WILL SMITH Wild Wild West

SUGAR RAY Every Morning

| MEDIUM

BLESSID UNION OF SOULS Hey eonardo (She...)
CHER Strong Enough

PHIL COLLINS You'll Be In My Heart

SHERYL CROW Sweet Child 0’ Mine
FASTBALL Out Of My Head

ENRIQUE IGLESIAS Bailamos

LEN Steal My Sunshine

EDWIN MCCAIN1 Could Not Ask For More
SUGAR RAY Someday

SHANIA TWAIN That Don't Impress Me Much
SHANIA TWAIN You've Got A Way

| CUSTOM

ALICE IN CHAINS Get Bom Again

BARENAKED LAOIES Call And Answer

ERIC BENET Spend My Life With You
BLACKSTREET Think About You

MARY J, BLIGE Al! That | Can Say
BUCKCHERRY Lt Up

CASE Happily Ever Right

CITIZEN KiNG Better Days (And The Bottom Drops Qut)
HARRY CONNICK JR, Come By Me

CREED Tom

DEF LEPPARD Promises

DIDO Here With Me

FUEL Jesus Or A Gun

GARBAGE When | Grow Up

LAURYN HILL Everything Is Everything

HOOTIE & THE BLOWFISH Wishing
JAMIROQUAI Canned Heat

K-Cl&J0JOLie

LUSCIOUS JACKSON Ladyfingers

MAXWELL Fortunate

MEGADETH Crush 'Em

JOHN MELLENCAMP I'm Not Running Anymore
METALLICAWhiskey In The Jar

CHANTE MOORE Chanté's Got A Man

JESSE POWELL You

VONDA SHEPHERD Baby Don't You Break My Heart Slow
TLC No Scrubs

TRAIN Meet Virginia

TYRESE Lately

“WEIRD AL" YANKOVIC The Saga Begins

Video airplay from July 19-25.
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TOP TEN SHOWS
JULY 5-11

Total Audience
(95.9 million households)

1 Dateline NBC (Tuesday)
2 60 Minutes
3 Frasier
4 Movie (Monday)
(She Woke Up Pregnant)
5 Will & Grace (Thursday)
6 20/20 (Friday)
(tie)} Movie (Sunday)
(The Streets Of Laredo, Pt. 1)
8 Movie (Wednesday)
(A Perfect World)
(tie) Friends
10 60 Minutes Il

Teens 12-17

SabrinaTheTeenage Witch
Brother’s Keeper

Boy MeetsWorld
Futurama

The Simpsons

Movie Stars

That '70s Show (8:30pm)
Two Of A Kind

That '70s Show (8pm)

10 Ally McBeal

(tie) Unhappily Ever After

W W NG R W N -

Source: Nielsen Media Research

CominG Next WEeek

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

Tube Tops

VH1 presents Eric Clapton’s
recent Madison Square Garden
Crossroads Benefit Concert,
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which also featured perfor-
mances by Mary J. Blige, Sheryl
Crow, Bob Dylan and David
Sanborn (Saturday, 7/17, 9pm).

Friday, 7/16

* Pretenders, The Tonight
Show With Jay Leno (NBC,
check local listings for time}).

* Gillian Welch and David
Rawlings with Emmylou Har-
ris, Late Night With Conan
O'Brien (NBC, check local list-
ings for time).

Saturday, 7/17

* A&E's latest Live By Request
showcases Earth, Wind & Fire,
whose playlist will be derived
from viewers’ calls and e-mails
(9pm ET/6pm PT).

* Beck. Saturday Night Live
(NBC, 11:30pm).

Monday, 7/19

* Luscious Jackson, Jay Leno.

* Patty Griffin, Late Show With
David Letterman (CBS, check lo-
cal listings for time).

Tuesday, 7/20

* Sixpence None The Richer,
Late Late Show With Craig Kil-
born(CBS, check local listings for
time).

Wednesday, 7/21
* Tatyana Ali, Jay Leno.
Thursday, 7/22

s L.L.Cool J, Jay Leno.
s Jamiroquai, David Letter-
man.

N

55 miflion households
Peter Cohen,
VP/Programming

musio twork

[ 36 miflion households
) ‘ Cindy Mahmoud
A - VP/Music Prog g

& Entertainment

| Video Playlist

702 Where My Girls At?

CASE Happily Ever After

DESTINY'S CHILD Bills, Bilis, Bills
GINUWINE So Anxious

JARULE Holla Holla

K-Cl & J0JO Tell Me It's Real

LAURYN HILL Everything Is Everything
MARY J. BLIGE Al That | Can Say
MAXWELL Fortunate

PUFF DADDY PE. 2000

[ Rap City

BEATNUTS Watch Out Now

CAM'RON Let Me Know

EIGHTHBALL & MJG We Started This
INSPECTAH DECK Word On The Street
JARULE Holla Hotla

JUVENILE Back That Thang Up
LAURYN HILL Everything is Everything
MOBB DEEP Quiet Storm

RUFF RYDERS Ryde Or Die

TRU Hoody Hoo

Video piaylist for the week ending July 16.

| National Top 20 |

SPORTY THIEVZ No Pigeons
DESTINY’S CHILD Bills, Bills, Bills
“WEIRD AL" YANKOVIC The Saga Begins
BACKSTREET BDYS | Want It That Way
WILL SMITH Wild Wild West
MDNICA Street Symphony
GINUWINE So Anxious
JUVENILE Back That Thang Up
WHITNEY HOUSTON It's Not Reght But It's Okay
K-Cl & J0OJO Tell Me It's Real
TRU Hoody Hoo
LIMP BIZKIT Nookie
BRITNEY SPEARS ...Baby One More Time
EMINEM Guiity Conscience
B.G. Biing Bling
CHRISTINA AGUILERA Genie In A Bottle
112 Anywhere
N SYNC | Drive Myself Crazy
TLC No Scrubs
NAUGHTY BY NATURE Jamboree

Video playlist for the week ending July 12

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 ROLLING STONES $2,496.6

2 GEORGE STRAIT $1,897.8

3 DAVE MATTHEWS BAND $1,294.1

4 SHANIA TWAIN $699.8

S5 ELTON JOHN $642.7

6 AEROSMITH $554.8

7 JOHN MELLENCAMP $418.6

8 'N SYNC $398.9

9 ROD STEWART $396.5

10 NEIL YOUNG $387.5
11 KRAVITZ/BLACK CROWES $317.2
12 KORN/ROB ZOMBIE $312.2
13 JAY-Z/DMX $259.0
14 JOURNEY $230.7
15 GIPSY KINGS $229.5

Among this week's new tours:

BEN LEE
BLOCK
JOHNTESH
JON SPENCER BLUES EXPLOSION
Low
MAN OR ASTRO-MAN?
MANHATTAN TRANSFER
MELVINS
MOBY
POWERMAN 5000
STEVE WINWOOD

The CONCERT PULSE is courtesy of Polistar. a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (208) 271-7900.

www.americanradiohistorv.com
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BOX OFFICE TOTALS

Title $ Weekend
Distributor ($ To Date)

1 American Pie $18.70 ¢
Universal* ($18.70) .

2 Wild Wild West $16.83
WB ($76.56)

3 Big Daddy $16.03
Sony ($116.48)

4 Tarzan $10.81
Buena Vista ($129.00)

5 The General’s Daughter $7.92
Paramount ($79.18) -

6 Arlington Road $7.51
Sony* ($7.51)

7 Star Wars: Episode | $7.49

" The Phantom Menace ($385.18) .

Fox

8 South Park: Bigger, $7.06
Longer & Uncut ($35.50)
Paramount

9 Austin Powers:The $6.82

SpyWho Shagged Me ($182.51) °

New Line
10 Summer Of Sam $3.46
Buena Vista ($14.05)
All figures in miflions

* First week in release
Source: ACNielsen EDI

COMING ATTRACTIONS:
This week’s openers include The
Wood, starring Taye Diggs and
Omar Epps.The film’s Jive sound-
track sports cuts by R. Kelly (“It's
All Good"), Mystikal & OutKast
("Neck Uv Da Woods"), Black-
street (“Think About You”), the
Roots (“Ya’ All Know Who!”), DMX
("I Can t Can”), UGK t/Smitty &
Soniji (“Belts to Match”), Joe (“
Wanna Know”), Too $hort (“Still
Strugglin™), Whodini (“Freaks
Come Out at Night”), Biz Markie
(“Make the Music WithYour Mouth
Biz”) and Luther Vandross &
Cheryl Lynn (“If This World Were
Mine”). Also on the ST: Imajin’s
“Love Letter,” Night & Day’s
“Dante’s Girl,” Marc Dorsey’s
“Crave,” Jane Blaze's “Jane's
Law,” Ahmad's “Back in the Day
(Remix),” Liberty City Fla.'s “24-
7 (Lil" Jon Dirty South Mix)" and
Cash Money Millionaires’ “Tha
Hood (It's All Good)”

Muppets From Space— starring
Jeffrey Tambor, David Arquette
and, of course, the Muppets —also
opens this week. The film’s Sony
Wonder/Epic soundtrack features
new renditions of Earth, Wind &
Fire songs: “Shining Star” is per-
formed by the Dust Brothers fea-
turing Jeymes (Seal’s younger
brother), while “Getaway” is done
by the Getaway People. Other
covers include G. Love & Special
Sauce’s take on Brick's “Dazz;
while George Clinton teams with
Pepe (the Muppet prawn) on
“Spaceflight,” a new version of
Clinton’s Parliament classic“Flash-
light” Alongside a cover of Kool &
The Gang's “Celebration” by the
“Alien Gonzos,” the CD also con-
tains the Commodores’ “Brick
House,” the Isley Brothers’ “It's
YourThing,” the O’Jays'“Survival,’
James Brown'’s “Get Up Offa That
Thing,” Billy Preston’s “Outa-
Space” and Gonzo the Muppet's
“I'm Going Back There Someday”

Rounding out this week’s open-
ers is Eyes Wide Shut, starring
Tom Cruise and Nicole Kidman.
Chris Isaak contributes“Baby Did
a Bad Bad Thing” to the film’s
Warner Sunset/Reprise sound-
track, which also contains original
music by Jocelyn Pook, various
classical pieces interpreted by pia-
nist Dominic Harlan and more.



www.americanradiohistory.com

PD Advantage™ is a service mark of The Arbitron Compary.

)advantage

Giving PDs the Programming Advantage

PDs

Know Your Listeners Better Than Ever with New Programming
Software from Arbitron

Developed with input from PDs nationwide, PD Advantage® gives you an “up close and personal”
look at listeners and competitors you won't find anywhere else. PD Advantage delivers the
audience analysis tools most requested by program directors, including:

What are diarykeepers writing about stations in my market?
A mini-focus group of real diarykeepers right on your PC. See what listeners are saying in
their diary about you and the competition!

When listeners leave a station, what stations do they go to?
See what stations your drive time audience listens to during midday.

How are stations trending by specific age?
Track how many diaries and quarter-hours your station has by specific age.

How’s my station trending bour by bour?
Pinpoint your station’s best and worst hours at home, at work,
In car.

How often do my listeners tune in and how long do
they listen?
Breaks down Time Spent Listening by occasions
and TSL per occasion.

How are my 100+ Quarter-Hour diaries trending?
Diaries with 100+ quarter-hours account for about
10% of the average station’s diaries, but they represent a
whopping 40% of the quarter-hours. Now you can under-
stand how these crucial listeners impact your listening.

When I'm P1, who’s P2?
See whom you should be trying to pull listeners from.

When 'm P2, who’s P12

See whom your listeners prefer over you.

What age range accounts for most of my audience?
Find out what age range defines the true demographic core of your
station.

What ave the residential and workplace zips of my (Total or P1-P4+) listeners?

Find out where your listeners live for better marketing and promotion results.

To use PD Advantage to your station’s advantage, call your Arbitron account executive or
Bob Michaels, manager, Radio Programming Services, at (972) 385-5357 or send an e-ma’l
to bob.michaels@arbitron.com. .

ARBITRUIN
A Ceridian Company

www americanradiohistorv com
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Arbitron Defined

ter use of their time in this busier-than-ever |- 0
1 A glossary of terms to help you get the most from your age of radio. And whether you are in broad- | .
Radio Market Report cast sales or in most any other position in :
the broadcasting industry today, these

n arecent conversation with an industry friend. as we discussed the ratings and rankings of

several competing Talk stations, an interesting thing became clear to us: Although after many
— Yyears in the radio business we both certainly knew certain Arbitron terms and abbreviations, if
pressed to define what they really meant — suffice it to say that we both came up a little short.

With the spring Arhitron period
just over and the summer hook un-
derway. T thought this might be a
good time to review some of the ab-
breviations and terminology you need
o get the most out of your Arbitron
rating report. Just how well do vou
know your HDAx from your DMAs
and PPDVs? Are you sure about your
station’s AQH and RMR? If not. then
these next paragraphs we definitely
for you. In fact. you might want 1o
consider saving these pages for future
reference.

Since space prevents us from defin-
ing every single Arbitron term and ac-
ronym. I've left out some of the more
common ones such as davpart and de-
mographics under the assumption that
most of us are pretty clear on what
those mean. The delinitions on these
pages are to help clarify the kinds of
Arbitron numbers we discuss and use
every day for everything from setting
advertising rates to reviewing our
competitive standing in the market —
even for figuring our talent’s bonus
structure. So although it’s not a list of
every Arbitron term you could find in
a ratings report. it’s still a quick re-
view that will undoubtedly help you

1o brush up on your “Arbitronspeak.”
My thanks to Shelly Cagner at Ar-
bitron’s New York City-based Com-
munications office for her assistance
in providing this updated glossary.

Ascription: A statistical technique
that assigns diary credit based on the
eligible stations™ historical diary
mentions in the county from which
the diary was received.

Average Quarter Hour Persons:

The estimated average number of

persons listening 1o a station during
a particular daypart. expressed in
hundreds.

Average Quarter Hour Rating:
The Average Quarter Hour Persons

estimate expressed as a percentage of

the appropriate estimated population.

Average Quarter Hour Share:
The Average Quarter Hour Persons
estimate for a given station expressed
as a percentage of the Metro total
Average Quarter Hour Persons esti-
mate within a reported daypart.

Below-the-line listing: Describes
how a station’s estimates are print-
ed in a Radio Market Report. A sta-

tion may be listed “below the line™
if it has engaged in activities deter-
mined by Arbitron to have the poten-
tial to bias or distort ratings. “Below
the line”™ may also refer to a station
tisted as an outside-the-markel sta-
tion.

Cost Per Rating Point: The cost
of reaching an Average Quarter Hour
Persons audience that is equivalent to
1% of the population in a given de-
mographic group. The spot cost di-
vided by the AQH rating equals the
Cost Per Rating Point.

Cost Per Thousand (CPM): The
cost of delivering 1.000 gross impres-
sions. The spot cost divided by AQH
Persons and multiptied by 1.000
equals the CPM.

Cume Duplication: The percent-
age of estimated Cume Persons for
one station who also listened to an-
other station.

Cume Persons: The estimated
number of dilferent persons listening
10 a station during a particular day-
part. expressed in hundreds.

Cume Rating: The Cume Persons

Continued on Page 28

It's About Time

In a recent newsletter, sales and manage-
ment trainer Jeffrey Keller addresses a sit-
uation that is near and dear to the hearts

of broadcasting executives everywhere, :
who must constantly work on making bet-

E

thought-provoking tips from Keller can help
you improve your time-management skills
— and your life.

* Fill your “to do” list with priority tasks -— Most people have a list
of things to do each day, but that is not the end of the story. The issue
is whether these tasks are really the most effective way to use your
time. Often you will do activities that are comfortable for you even if
they don’t produce the maximum results. Maybe it's time to do some
of those things you've been putting off — like more face-to-face meet-
ings with prospects. Continually ask yourself, “Is what I'm doing right
now the best possible use of my time?”

Jeffrey Keller

* Look for the leverage points — Even if you are doing high-priority
tasks, you're going to find that some efforts have far greater rewards
than others. For instance, some people pursue one small sale at a time,
while others pursue strategic alliances with certain organizations that
allow them to reach customers they could never find on their own. For
example, you could target a particular industry and call on one busi-
ness after another. Or you could do a presentation at one of their trade
shows and speak to 100 businesses in a single shot!

* Get focused! — One of the greatest enemies of success is scat-
tered energy. When you try to accomplish three major projects at once,
you generally get disappointing results in all three. Had you concen-
trated your energies on one of these projects, you would have had a
far greater chance of achieving excellent results. This is not about “put-
ting all your eggs in one basket’ permanently. After you finish the first
project, you can move on to another major assignment.

* Delegate or outsource — Whether you own your own company or
work for someone else, there is a natural tendency to think that you
are saving money by doing it all on your own. But what you are really
doing is losing money! If you are spending a few hours a day licking
stamps and putting information packets together — instead of meeting
with prospects and customers — you're mismanaging your time. And
how about those people who save $40 and spend half a day setting
up an order form on their word processor? Is that an example of time
well spent? In any endeavor, business or personal, it's wise to try to
keep costs down. But we often take this to extremes and fail to recog-
nize the cost of spending hours on menial chores.

Continued on Page 28
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Continued from Page 26

estimate expressed as a percentage of
the appropriate estimated population.

Designated Market Area
(DMA): A.C. Nielsen’s geographic
market design that defines each tele-
vision market exclusive of others
based on measurable viewing pat-
terns. Every county or split county in
the U.S. is assigned 1o a single
DMA.

Designated Sample: Telephone
numbers selected from the sample
frame for a particular survey and de-
termined by Arbitron to be usable.

Differential Survey Treatment
(DST): Special survey procedures
used to increase participation rates of
targeted demographic groups that
tend to be underrepresented in sur-
veys.

Ethnic Controls: Cotlective term
for procedures designed 10 improve
the representation of black and His-
panic popuiations in Arbitron sur-
veys.

Exclusive Cume Audience: The
estimated number of Cume Persons
who listened to only one station with-
in a reported daypan.

Frequency: The average number
of times a person is exposed to a ra-
dio spot schedule. Frequency equals
gross impressions divided by net
reach.

Gross Impressions (Gl): The
sum of the Average Quarter Hour
Persons audience for all spots in a
given schedule. To find the GI. mul-
tiply the AQH Persons by the num-
ber of spots in an advenising sched-
ule.

Group Quarters Population: For
Arbitron sampling purposes. “group
quarters” refers to living arrange-
ments such as college dorms. military
barracks, nursing homes and prisons.

plus dwelling units that house 10 or
more individuals. Residents of col-
lege dorms, military housing. etc.. are
considered eligible to participate in
the survey it the telephone number is
assigned 1o a private telephone serv-
ing fewer than 10 individuals.

High Density Area (HDA): A
ZIP-code-defined area that may be
established in a county or a split
county within the Metro of an ethnic-
controlled market.

In Tab: The number of usable di-
aries tabulated in producing a Radio
Market Report.

Listeners Per Dollar (LPD): The
number of people who can be
reached. or the number of impacts.
with a single advertising dollar. The
AQH audience divided by the spot
cost equals the LPD.

Metro In-Tab/Target Index: The
ratio of the number of Metro in-tab
diaries to the Metro sample target.
generally expressed as a whole num-
ber.

Metro Survey Area (MSA): The
primary reporting area for local radio.
MSAs generally conform to the fed-
eral government’s metropolitan areas.

Metro Totals/DMA Totals: Total
reported listening to radio in the
Metro or DMA. It can refer to AQH
or cume estimates.

Net reach: The number of differ-
ent persons reached in a given sched-
ile.

Persons Per Diary Value
(PPDYV): The numerical value as-
signed to each in-tab diary for the
purpose of projecting audience esti-
mates to the entire 12+ population in
a market. The PPDV reflects the
number of persons 12+ in the repon-
ing area represented by each in-tab
diary after sample balancing.

Radio Market Report (RMR): A
syndicated report for a designated
market. Also known as SRMR (Stan-
dard Radio Market Report) or
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CRMR (Condensed Radio Market
Report).

Rating (AQH or Cume): The es-
timated percentage of the demo-
graphic population listening 1o a giv-
en station or to total radio during a
specified ume period.

Self-Mailer: A document that can
be sealed or closed and does not re-
quire an envelope to be mailed. The
Arbitron diary is a self-mailer.

Share: The percentage of those
listening 1o radio in the Metro who
are listening to a particular radio sta-
tion.

Split County: A portion of a coun-
ty. consisting of one or more ZIP
codes. that is recognized as a sepa-

rate sampling unit for purposes of

survey area definition or more dis-
crete sample control

Station Information Packet
(SIP): A set of forms mailed by Ar-
bitron 1o radio stations approximate-
ly seven weeks betore each survey.

Time Spent Listening (TSL): An
estimate, expressed in hours and
minutes, of the amount of time the
average radio listener spent with a
station (or total radio) during a par-
ticular daypart.

Total Survey Area (TSA): A geo-
graphic area that includes the Metro
Survey Area and may include addi
tional counties.

Unidentified Listening (UUUU):
Listening reported in diaries that
could not be credited to a specific sta-
tion.

TALK BACK TO R&R!

Do you have questions,
comments or feedback regarding
this column or other issues?
Call me at (619) 486-7559 or
e-mail
alpeterson@rronline.com;
fax:

(619) 486-7232

Time
Continued from Page 26

¢ Find time to exercise — The human body was simply not designed
to be sedentary. The silliest statement you can make is, “l don't have
time to exercise” That's the same as saying, “i don't have time to be
healthy” You cannot put your work time to maximum use if you are not
healthy and energized. Peopie with extraordinarily busy schedules find
time to train for marathons and triathlons. So no matter how busy you
are, put aside the excuses, consult a physician and start exercising!

* Maintain your balance — Each of our lives is made up of many com-
ponents — health and fitness, relationships, career, spirituality, etc. in
today's tast-paced society there are times when we find ourselves out
of balance. Perhaps we are working on a project that requires us to
work many extra hours. For a limited period of time we can do that.
But there comes a point where productivity drops, relationships suffer
and heaith is jeopardized. Don’t push yourself past your limit — and
seek to restore balance as soon as you can.

* Moments of solitude — If you want to think clearly, recognize op-
portunities and work efficiently, practice solitude on a regular basis.
Spend time with yourself each day and do nothing! Don’t think about
what you want to accomplish. Don’t even read a book or a magazine.
Just sit or lie down and et your mind be still. When you develop a qui-
et mind, you'll feel rejuvenated, and you will think much more clearly
and creatively.

Jeftrey Keller is President of East Norwich, NY-based Attitude Is
Everything Inc. Reach him at (800) 790-5333 or, in New York, at
(516) 922-7613. He can also be reached via the web at
www.attitudeiseverything.com or e-mail at jkelleraie @ aol.com.

| WHO YOU CALLING MINI? |
That's Vern Troyer (1), a.k.a.
Who Shagged Me, hanging out with Jonathon Brandmeier during a
recent visit to the syndicated yakker's L.A.-based show.

“Mini-Me” from Austin Powers: The Spy
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Paragon
Continued from Page 1

There are various reasons to
pause and reflect before reacting to
the latest research on commercial
tolerance:

1. Conflicting Data: There is
conflicting research on commercial
loads. Dating back to 1991, Para-
gon has been conducting studies on
spot load preferences. In some cas-
es, our data mirrors the results of
the “Spot Load Study” released by
R&R. Edison Research and Ar-
bitron, and in some cases our data
conflicts with their data. There
could be very good reasons for the
different results, such as sampling.
methodology or timing. Or there
may indeed be different results. A
review of comparable data on spot
load research appears in the right
column of this page. Coincidental-
ly, according to published reports,
Cox Radio recently conducted its
own research in one market and. as
a result. reduced the spot load on
one station from 14-15 to 11 units
per hour.

2. Inconclusive Data: Research-
ing the impact of commercials on
listening is a very slippery propo-
sition. Simply asking listeners what
they do when commercials are
played will elicit one answer. Fol-
lowing the same listeners around as
they listen to radio and commer-
cials will probably create an entire-
ly different result. To truly gauge
the effects of commercial load, a
blind laboratory study needs to be
conducted. For instance, listening
habits among a panel would be
tracked over a period of time as a
station increases and decreases its
commercial load.

3. Look At Research With A
Critical Eye: The recipient of re-
search should always look at re-
search with a critical eye. How was
the sample drawn? How were the
questions asked? What were the
desired results of the questionnaire?
Whose interest is being served by
the research? Was the research tru-
ly objective? The answers to these
questions will naturally affect how
one views the research.

In the case of the R&R/Edison/
Arbitron study, there are several el-
ements to understand.

* The sample is composed sole-
ly of radio diarykeepers. Based on
Paragon’s research, diarykeepers
are a finite universe of listeners who
are probably more predisposed to-
ward using radio than the universe
of people who will not cooperate
with Arbitron. Therefore, the de-
cline in radio listening among the
general population is possibly
greater than detected in a study of
diarykeepers. While all of radio
hinges on the opinions of diary-
keepers today, in the future that
likely will not be the case due to
Arbitron’s continuing development
and eventual rollout of the Person-
al People Meter.

* The questionnaire that was
used avoids harsh comments about
radio advertising. Right or wrong,
the people who contacted me were
left with the impression that the
study design and the conclusions
were focusing on good news and

avoiding the negatives. The study
did not, for instance, ask people
what they dislike about radio. It
did, however, ask, “In general,
thinking about the commercials
you hear on the radio, do you find
them always informative, usually
informative, sometimes informa-
tive, rarely informative or never in-
formative?’-— which is akin to
asking, “How enjoyable did you
find your dental appointment?”

* As the R&R/Edison/Arbitron
report suggests. national research
studies are not necessarily reflective
of any local situation. Market tastes
vary greatly, as do the stations that
serve the market. Local historical
patterns are lost in national re-
search. A radio station should al-
ways test critical issues locally.

* Most important: Do the re-
search results pass the most critical
test, which is external validity? In
other words, does the information
conform to what you know to be
true in the real world? If the re-
search says one thing and practical
experiences suggest something dif-
ferent, then the research lacks ex-
ternal validity. For example, the
R&R/Edison/Arbitron study sug-
gests listeners prefer more frequent
but shorter stopsets. However, over
the past five to 10 years or so, most
music stations moved to clocks
with two stopsets per hour and ex-
perienced TSL stabilization or in-
creases as a result. In my experi-
ence with Paragon clients, no mu-
sic station (to my knowledge) has
ever moved back to a three-stopset
hour after seeing the TSL benefits
of the two-stopset hour. It is con-
ceivable, however, if a music sta-
tion is pushed above 12 units per
hour, that the station is forced into
a third stopset to limit the length of
the existing stopsets. At best, that
scenario represents a Wall Street-
driven reality, but that should not be
confused with external validity in
favor of adding more stopsets.

What The Study
Did Not Address

Just as station-level radio re-
search should be viewed as a sin-
gle factor within the context of the
overall environment, so should this
research be viewed in the context
of prevailing issues. Radio is being
sucked into a media convergence
vortex beyond our current compre-
hension. New media — the Inter-
net, expanded TV channels from
digital cable, pay-per-view movies,
video games, downloaded music,
etc. — are competing for radio lis-
tening like never before in our his-
tory. Therefore, external research in
the broad media context is proba-
bly a more critical factor for radio
at this stage. I have come to this
conclusion because of Paragon’s
media research beyond radio — ca-
ble, newspaper and Internet re-
search. Quite frankly, from an
outside-in perspective, radio is po-
tentially losing market share by the
day, and the erosion may be further
along than most in radio would ever
believe.

I will not cite the numerous as-
tounding statistics and facts about
the increased entertainment options
available to listeners today. Suffice

News

it to say, radio is in a significant bat-
tle for people’s attention and, at
best, radio is fighting for stability,
not growth. A consistent trend with-
in the R&R/Edison/Arbitron study
showed that younger listeners were
the most disenchanted and that ra-
dio is at the greatest risk of falling
out of favor. For example, 55% of
12-24s say they turn the radio off
because commercials are intrusive.

Paragon’s existing client research
also shows that radio is losing rel-
evance with younger generations.
Our research also suggests that
similar deterioration is found not
only among younger listeners, but
also among many older listeners
who fall into specific psychograph-
ic audience segments. Although
probably not intentional, the results
of the R&R/Edison/Arbitron re-
search have left many with the im-
pression that increasing spot loads
is not problematic. Clearly, howev-
er. radio would be well-advised to
pay more attention to the drastical-
ly changing media options around
radio, including satellite radio on
the horizon, which give listeners
entertainment options that could cut
into radio listening. This is not the
time to spit in the wind by testing
listeners™ patience with higher and
higher spot loads. Once you lose
listeners to a new technology, they
will be very difficult to bring back.

Gerry Hartshorn, formerly an
NAB and radio researcher and cur-
rently Head/Program Research for
a cable programming unit, re-
viewed the latest research and says,
“As I read it, the most startling find-
ing of the R&R/Edison/Arbitron
study was just how many younger
listeners perceive commercials as
intrusions. Operators and program-
mers need to keep in mind that
these younger listeners are radio’s

future. It’s one thing to add addi-

tional spots to an already cluttered
format like News/Talk, but it’s en-
tirely different when you add spots
to the music-intensive formats pre-
ferred by younger listeners, where
added clutter will be more notice-
able.

“Radio has enjoyed a long run
with no direct competitor for its
consumers. However, in the next 18
months terrestrial radio as we know
it will have its first true challenger
in satellite radio. For radio opera-
tors who plan on cashing out in the
next few years, this may not be a
concern. But those operators who
intend to be around for the long
term might want to look carefully
at new potential competitors like
satellite radio. As a whole, I think
radio should take a more concerned
look at the results of the R&R/Ed-
ison/Arbitron study.”

For those who can grasp the new
reality, there are huge opportunities
for radio to expand its platform.
However, that is a lofty prospect,
particularly given the somewhat
myopic view of the world within
some radio groups today. Smart ra-
dio operators will resist the easy
temptation to ignore the mounting
impact of convergence on radio.

The upside for radio will not be
achieved simply by rearranging and

Continued on Page 33
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A COMPARISON
Paragon Vs. Edison/Arbitron

Paragon’s Mike Henry also provided the following comparative data to
accompany his article.

Despite significant sampling, methodological and timing differences, below
are two examples where results of the Paragon and Edison/Arbitron stud-
ies are similar.

Awareness Of Commercials On Radio

Perception of Edison/ Paragon
Commercials Arb 1999 1999
More 42% 36%
Fewer 15% 6%
Same 41% 51%
Don’t Know/NA 2% 6%

Paragon sample: 456 18-64 radio listeners in three markets (1-10, 11-20, 21-30)

Edison sample: 1,071 Arbitron diarykeepers in 94 markels

Paragon question: “Within the past year, has the number of commercials played
on radio stations in your area increased, decreased or remained about the same?”

Edison question: “Think about the number of commercials played by the radio
stations you listen to. Compared to one year ago, would you say there are now a lot
more commercials, somewhat more commercials, the same amount, somewhat
fewer or a lot fewer commercials on those radio stations?”

Listeners Who Say They Continue
Listening To Radio When A Commercial
Comes On — By Location

Location Paragon Paragon Edison/

1994 1999 Arb 1999
Home 59% 45% 64%
Work 71% 73% 67%
Car 32% 34% 41%

Paragon 1994 sample: 402 18-64 radio listeners in multiple markets

Paragon 1999 sample: 401 18-64 radio listeners in muitiple markets

Edison sample: 1,071 Arbitron diarykeepers in 94 markets

Paragon question: “When you are listening to a radio station at {location here),
and they start to play a set of commercials, how many commercials, if any, do you
usually listen to before switching stations ?”

Edison question: “Think about the time you spend listening to radio at (location).
How often do you change stations when a commercial comes on the radio while you
are listening at (location)?”

Stopset Preferences

We found the following example where the Paragon and Edison/Arbitron
data are very different. As you will see, the questions were worded differ-
ently and that may have created different responses. The Paragon data
has eight years of tracking in place.

Paragon asked, “On the radio stations that you listen to, wouid you prefer
longer music sets with less frequent but longer commercial breaks, or shorter
music sets with more frequent but shorter commercial breaks?" The results:

Longer music sets with less frequent
but longer commercial breaks:

1991 1994 1996 1999
70% 70% 52% 65%
Shorter music sets with more frequent

but shorter commercial breaks:

1991 1994 1996 1999
30% 30% 45% 35%

1991 sample: 400 18-64 radio listeners in multiple markets

1994 sample: 400 18-64 radio listeners in multiple markets

1996 sample: 403 18-64 radio listeners in multiple markets

1999 sample: 401 18-64 radio listeners in multiple markets

The Edisor/Arbitron study asked, “When you are listening to the radio,
do you prefer that a station play long biocks of programming followed by
long blocks of commercials orthat a station stops programeming more fre-
quently, but with shorter blocks of commercials? In either case, the stations
would play the same total of commercials” The results*:

Long blocks of programming with

long blocks of ads: 43%

More frequent stops with shorter blocks of ads: 57%

Edison sample: 1,071 Arbitron diarykeepers in 94 markets

("DK/NA responses eliminated from Edison data to create proportional resuits to
equal 100% for comparative purposes)

In the early '90s people were hearing their stations playing more fre-
quent stopsets; therefore, longer music sweeps were more appealing. Itis
possible that the penduium is swinging back toward a desire for more fre-
quent but shorter stopsets and that future research will support the conflict-
ing findings of the Edison/Arbitron study on this issue. My guess, however,
is that the best course of action regarding stopsets is very station- and
target-dependent. i do not suggest that stations leap to any conclusions
without further inspection.
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---the new way to market your
I'adiO Station. Every once in a while something comes

along that causes you to rethink everything you are doing.
FastBlast.com™ is a marketing concept so powerful it will change
the way you think about marketing your radio station. FastBlast.com
harnesses the power of the most explosive medium of our lifetime:
the Internet.

FastBlast.Com
uses the Internet to:

B BUILD CUME we have pioneered a method for placing
geo-targeted Internet advertising which reaches your target
audience with MILLIONS OF IMPRESSIONS right in your LOCAL
MARKET. People click-through to a custom-designed web site,
which in turn promotes listening to your station.

B INCREASE TSL rastBlast uses proven marketing

techniques to create forced listening. People sign up for your
promotion, then listen to your station——listening that translates
into ratings.

B BUILD A DATABASE—FAST! Traditional

marketing methods take months to build a data base. With a
FastBlast integrated campaign, you'll get a bigger database in
mere weeks. Plus, FastBlast campaigns include ongoing e-mail
promotional reminders to each barticipant.

FastBlast.com is an
integrated marketing solution

B EFFICIENT imagine getting real-time feedback on

campaign performance. With our exclusive BlastTrak™ system,
we monitor the effectiveness of your campaign and make changes
as it unfolds based upon actual results. Try doing that with direct
mail or TV!

B RESEARCHED ror two years, we have been working

with a leading research firm tracking the relationship between
radio listening and the Internet. That means we have dog-years
of Internet experience. We know how much advertising to buy,
where it needs to go, the creative and promotional concepts that
work and how to tie the whole campaign together.

Ml PROVEN FastBlast is not Just a good idea, it has been
road-tested in Philadelphia, Seattle and Milwaukee. FastBlast
debuted at WLZR in Milwaukee in the Fall of 1998, with the
station hitting a record high. Y100, Philadelphia (WPLY) is up
sharply with the help of FastBlast in the Spring. Entercom’'s KNDD
“The End" in Seattle also used FastBlast this spring and its
numbers are equally impressive.

To learn more about how your station can harness the power of
the Internet to drive ratings, call Bob Beilin at 330-656-3131, or
visit our web site at www.fastblast.com today.

FRILARSIT

FastBlast.com cuts through
the clutter and gets you to where
your audience is today.

© Copyright 1999, FastBlast.com. FastBlast.Com and BlastTrak are trademarks of FastBlast.Com, Incorporated. All Rights Reserved. Al other trademarks are trademarks or registered trademarks of their respective owners.
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Paragon

_Continued from Page 30

increasing commercials or through
on-air positioning that attempts to
clarify a station’s commercial
stance, as the study recommends.
The upside for radio will come
from increasing value to the
listener, from competing on a high-
er value level against new and old
media and by increasing spot rates,
not spots.

Mike Henry is a 20-year radio vet-
eran who has spent the last 13 years
at the national research and consult-
ing level. Based in Denver, Paragon
Research is a media research and
consutting firm serving over 100 cli-
ents from radio, cable, television
programming, newspapers and the
Internet. Henry can be reached at
(303) 922-5600 or by e-mail at
. mhenry@pa:agurmsaamcom

Gounterpoint: Edison,
Arbitron Reply

Edison Media Research Presi-
dent Larry Rosin and Arbitron Sr.
VP Scott Musgrave offer this re-
sponse to Henry:

We welcome Mike Henry’s con-
tribution to the discussion about the
impact of commercial spot loads on
radio listeners. We agree with sev-
eral points in Mike’s article. In fact,

the Paragon findings for the most
part mirror those in our national
study.

We stated in our presentation at
the R&R Convention that the results
of our national survey may not nec-
essarily reflect the situation in every
local market. We also agree that
strategies to handle spot loads might
vary based upon the format and the
demographic target audience of each
stafion. Much of our analysis of the
data based upon these characteristics
is available at our websites:
www.edisonresearch.com and
www.arbitron.com/studies 1 .htm.

While reséarch five to 10 years
ago did lead many stations to
adept two stopset hourly clocks,
that was in an era of eight to 10
units per hour. With some stations
now having to accommodate more
units per hour, our findings indi-
cate that stations may want to re-
visit and re-evaluate their strate-
" gies through further research. It
wauld be rash to make changes
without conducting local research
to discover the implications’ of
such strategies for an individual
station.

Again, we wish to thank R&R
for sponsoring our Spot Load
Study, and we reaffirm our joint
commitment to continue to con-
duct national studies on such vital
topics.

Cox

Continued from Page 1

join the Cox Radio board of direc-
tors and team with Ferguson in
managing Cox Radio’s relationship
with the company’s Interactive Me-
dia arm.

Neil commented, “With the ad-
ditional stations we have
acquired in our recent pur-
chases and swaps, our new
Atlanta-area FM, the [
growth of Cox Syndication |
and the growth of Cox In-
teractive Media, this struc-
ture makes sense to pro-
vide the depth we need to
continue to grow. With
Dick and Marc, we have
the two best operating peo-
ple in America at the head
of Cox Radio.”

Morgan said. “I'm very gratified
and excited to continue to play a
role in the operation of this compa-
ny. I look forward to working with
Bob and Dick and helping them
make the many projects we have on
our plate successful.”

Concurrently. Cox Group VP
Rich Reis. who oversees the com-
pany’s Orlando cluster. will now as-
sume management duties for Cox’s
Tampa-St. Petersburg cluster — du-
ties that had previously been held
by Morgan. Including its most re-
cent acquisitions, Cox owns six FM
stations and one AM in that market.
Neil remarked, “With our new sta-
tions in Tampa, we have the oppor-
tunity to make this cluster one of
the strongest in our group. I'm

Reis

looking forward to working with
the management team there to get
that done.”

Almost immediately following
Reis” Tampa appointment, two of
Cox’s stations there changed for-
mats: At 5:30pm on July 8 Adult
Alternative WHPT-FM unveiled its
new Classic Rock format by play-
ing AC/DC’s “For Those About to
Rock The station’s slogan

“Classic Rock That
’ Really Rocks,” and it will
compete against Clear
Channel’s  crosstown
WTBT-FM. Twelve hours
i later WCOF-FM dropped
its Classic Hits format for
“Soft Rock & Roll” as
“The Bay.” The format is
| focused around such core
artists as Phil Collins, Su-
pertramp, Journey, the Ea-
gles, Jimmy Buffet and Matchbox
20.

“The biggest change in my job is
working with two very good GMs
in Tampa and having to drive back
and forth on I-4 a lot more,” Reis
told R&R. “This process started in
Tampa, when we acquired our ad-
ditional properties from Clear
Channel. We asked ourselves what
would be the best way to-serve
Tampa-St. Petersburg with our clus-
ter there. These new formats are a
result of that.”

WCOF VP/GM Jim Prain and
WHPT VP/GM Jay O’Connor will
continue to report to Reis. However,
both Prain’s and O’Connor’s
duties will be reconfigured to
reflect Cox’s expanded portfolio
in Tampa.

News

Sledge

Continued from Page 1

in Phoenix by early August.

This marks a return to the mar-
ket for Sledge, who programmed
Country rival KMLE for three and
a half years, starting in 1994. It also
reunites him with Clear Channel
VP/Market Manager J.D. Freeman,
who was KMLE’s GM at the time.

The trio held a unique, exclusive
conterence call with R&R Tuesday
afternoon (7/13), not long after key
staffers at both radio stations were
advised of the changes. During the
call, Freeman said, “There are lots
of emotions running through the
decisions I am making. I was on the
air in -Flagstaff when Larry hired
me to do afternoon drive at KNIX
in 1974. I was instrumental in re-
cruiting Alan to come to Phoenix to
program KMLE when we needed
some creative leadership. Phoenix
is one of the best country music
markets in America. One of the rea-
sons is that there are two great
Country stations here.

“Our intention is to see.that
KNIX maintains its position of
dominance in this market. KNIX is
the crown jewel in Clear Channel’s
Country portfolio, and we want to
make sure it continues to perform
at the highest of levels. Alan has the
market knowledge and understand-
ing of both the heritage and the
younger Country market and audi-
ence to provide continued creative
leadership at KNIX.”

Sledge’s corporate role is not yet
fully defined, but Freeman said that
while Sledge’s primary responsibil-
ity is KNIX, he will also have
brand management responsibilities
for a “multitude of Clear Channel’s
Country radio stations.”

Sledge’s comments on the call
began with how hard it was to leave
Chicago and US99. “This is an in-
credible radio market. It has been
a very difficult decision for me. and
I want to thank [WUSN VP/GM]
Steve Ennen and the entire staff.
They're incredible and have always
been very supportive.

“I’ve been fortunate in my Coun-
try career to have had terrific oppor-
tunities at some great radio stations.
This is by far the biggest and most
exciting opportunity presented to
me. Many of the things I've learned
along the way I learned in Phoenix
from the very professional and
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G’s Funky Ilew llmbrella

I

New Regency'’s Restless Records announced the signing of multiplatinum
recording artist Warren G, whose G-Funk Label, distributed by BMG, al-
ready shared a joint-venture deal with Restless. Restless President/CEQ
Joe Regis (1) welcomes Warren G under the New Regency umbrella.

competitive environment between
KNIX and KMLE. [Former Presi-
dent/GM/owner] Michael Owens
and Larry created a dynasty at
KNIX that I feel is being passed on
to some of us moving in. We will

guard 1l very carefully w}nle mov-

ing on.”

Sledge has programmed Country,-

stations for the past eight years. He
was named WUSN PD in Decem-

KMPS/Seattle. Before that he spent
10 years with Shamrock, where he
programmed KNEW-AM &
KSAN-FM/San Francisco and
WWWW-FM/Detroit and was
Asst. PD at then-Oldies WFOX/At-
lanta.

Regarding the decision that sees
Daniels leaving KNIX, Freeman
said on the call, I made the deci-
sion here that Larry would be leav-
ing KNIX. There are some philo-
sophical differences, none of them
contentious, that Larry and [ have.
We are moving to a culture within
this organization that I want to see
happen. KNIX will continue to be
a stellar brand and premier Coun-
try station.

“l have the greatest respect for
what Larry and Michael accom-
plished with KNIX. It’s just time to
move to an area where new leader-
ship can help. Larry and I have a
history and have taken a profession-
al approach to this, which has been
very good. Larry and I have talked
about what this means and what it
means to him, and I think he should
speak for himself in this matter.”

Daniels picked up the conversa-

tion, slaying, “I've never seen any
other station where everybody is as
incredibly talented as they are at
KNIX. That is the tough thing to
walk away from. They're caring
people and good friends.

“I’vé known J .D for a long time

. and have gréat Tespect for him. As
- unsettlirig as somethmg like this is
- when it gets dome, J.D. explained
* what he wants to do, and frankly I

ber '96 after serving as PD of

think he’s doing’ the right thing.

"KNIX has always been in my heart

and w1ll always be a part of me.
Butl may be too Michael-esque for
J.D. and Clear Channel. He has ev-
ery right to make these decisions.
He’s made a good decision about
who lo bring in. I can’t think of a
better’ person to come in and re-
place me. [ have an admiration for
him. We got along when he was PD
at KMLE and felt like. even though
we were competitors. we were
friends then.

“T}}e fact that J.D. and Alan have
done Country radio in Phoenix
leads me to believe that KNIX, the
listenérs and the clients are well
taken care of. They're good folks.”

As for his future. Daniels said that
in the last 40 years he’s never tuken
more than eight days straight of va-
cation, so he plans to take two
months to travel and do things with
his wife, Marilyn, that they've always
wanted to do. When he returns, he
says he wants to stay involved in
country music and do some things in
different areas of the business. He
added that he’s been asked on numer-
ous occasions to consult, and that
may be an option, as well.

#

Ryan

Continued from Page 1

station and get his read. Since Jim’s
been involved. I’ve been very hap-
py with WLIT's sound. We missed
an evolutionary cycle. and we need-
ed to brighten the station. When
you have a direct competitor com-
ing at you, such as WNND, you
must fine-tune things; that’s what
Jim did. We worked on the tempo
and eliminated 130 songs. Our fe-
male audience wants to stay hip,
and WLIT’s a lot more fun to lis-
ten to NOw.

“Jim’s been here often, but when
he’s in New York, I speak to him
several times a day. As we searched

www.americanradiohistorv.com

for a PD, he became my standard
of measurement. | was holding out
for the best person, because that’s
what our staff deserves. At this
point he’s committed to being here
every week. and the staff is
thrilled.”

While Ryan will still be based in
New York. Cahill explained to

|

R&R that he “might spend an en-
tire week in Chicago, depending on
what’s needed. Jim has incredible
passion for the business. and it’s
very contagious. He's already be-
come family around here.”

Before amriving at WLTW three
years ago, Ryan programmed
WB]%B/Philadelphia.

Baker

Continued from Page 1

a great team of professionals and a
strong lineup of well-branded
stations. He is ideally suited to
switch roles within the company
and pursue the development of our
Boston stations.”

Baker remarked. “I have really
enjoyed my years in Portland, and
I am now looking forward to a new
challenge in Boston. Entercom has
a strong pair of franchises in the
Boston area that I am proud to
join.”

Bruce Mittman will continue as
GM for WAAF, WQSX & WWTM.
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News

Radio Unica
Continued from Page 3

benefits of the overall strong inter-
est among marketers of radio.”

Small Company, Big Reach

Miami-based Radio Unica was
founded in 1996 and is run by
Chairman/CEO Joaquin Blaya.
While the O&Os are relatively few
in number, the radio group’s reach
extends nationally through a 24-
hour network that reaches 36 af-
filiates. Radio Unica estimates
that it reaches more than 80% of
the Hispanic population with its
Talk- and News-programmed sta-
tions.

The company has also locked up
the broadcasting rights for several
popular sporting events, including
the 2000 and 2004 Summer Olym-
pics. Copa America 1999 and 2001.
Copa Oro 2000 and 2002. World
Cup 2002 qualifying matches and
the NBA Finals in 1999 and 2000.

Radio Unica picked up four
major-market stations from Chil-
dren’s Broadcasting late last year.
spending $29.3 million for
WBAH-AM & WIDM-AM/New
York, KAHZ-AM/Dallas and
KIDR-AM/Phoenix.

Financially, Radio Unica took a
heavy loss in the first quarter of the

year. Net revenues hit $1.8 million
for the quarter, while the company
generated a net loss of $9.8 million.
In the same quarter last year net
revenue was about $560,000 and
net loss was $3.9 million.

The company is hoping to capi-
talize on the growing buying pow-
er of the Hispanic population. In an
SEC filing Radio Unica estimated
that Hispanic people will spend
$965 billion on consumer goods
and products by 2010, an increase
of 129% from current levels. West-
erfield, who estimates that the av-
erage Hispanic person currently has
oy 69% of the buying power of
the general U.S. population, says
that figure is growing, and that His-
panic buying influence is moving
quicker than that of the general
population.

Currently, advertisers are not
paying the same rates at Hispan-
ic stations as they are at general-
market stations, Westerfield says.
but investors still like Hispanic
broadcasters because of the
growth potential.

“The public markets are interest-
ed in growth.” he said. “They are
not interested in absolute numbers.”

Radio Unica has not yet said
how many shares will be sold, nor
has it released the estimated pric-

Schwartz

Continued from Page 19

developing and breaking some of
the most successful and relevant
artists in contemporary music tru-
ly speaks for itself. We're all look-
ing forward to working with our
counterparts on Chris’ great staff to
help realize his vision for RuffNa-
tion.”

Schwartz noted, “Our dea! with
Warner Bros. provides for a lot of
flexibility in developing and nurtur-
ing career acts in much the same

manner as was done at Ruffhouse.
It allows us to stay as close to the
street as we need to be and repre-
sents a myriad of new challenges
and opportunities for us. We're
looking forward to working with
Russ, [Wamer Bros. Records Inc.
President] Phil Quartararo. [Vice-
Chairman/General Counsel] David
Altschul and their people to build
a premier, comprehensive, artist-
driven, hip-hop entertainment com-
pany. We're confident that we’ve
got a winning combination to as-
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Networks
Continued from Page 19

commercial per hour, from 6am to
midnight).

When asked by R&R how the
new networks will affect a station’s
commercial count, an AMFM rep-
resentative said, “This will not in-
crease spot load at radio stations.”

The representative said that Ruby
offers one minute a day of commer-
cials, while both Ruby and Sap-
phire are designed to offer more
specialized advertising than a full
inventory network. Some of Sap-
phire’s inventory is also being
culled from Diamond and Emerald.
the representative said.

wwi1

Continued from Page 19

addition to our staft, and I'm very

excited she’s joining our team.
“GMs and PDs in both small and

large markets see Kane as a person

Continued from Page 8

who works to help improve their
ratings and revenue by incorporat-
ing WW1 products into their for-
mats. Now Kane will work with
these stations to provide them with
access to the best satellite-delivered
24/7 formats in the business.”

BUSINESS
BrRIEFS

Former FGC Official Sylvia Kessler Dies

Sylvia Kessler, former chief of the Broadcast Bureau's Renewal and Trans-
fer Division, died June 26 in Washington, DC. During her FCC career,
which began in 1942 and lasted until her retirement in 1980, Kessler also
oversaw political broadcast complaints and was chief judge of the Review
Board, a panel that considered many of the comparative hearings cases
that decided who would be granted licenses. “She was an outstanding ad-
ministrative jurist with judicial temperament and a very nice person, former

FCC Chairman Dick Wiley told R&R.

ing range. The company plans to
trade on the Nasdaq exchange un-
der the symbol “UNCA,” and the
IPO will be underwritten by

Salomon Smith Barney, Bear

Stearns, CIBC World Markets and
Donaldson Lufkin & Jenrette.

— Jeremy Shweder
s s ss

VRU

Continued from Page 3

Hilda Williams as co-National Di-
rector/Urban Promotion; Brandon
Padilla, from Delicious Vinyl’s
Manager/Mix Show Promotion
post, as Manager/West Coast Mix
Show & Street Promotion; and
WYOK/Mobile PD/MD Jimmy
Avant as Southeast Regional Pro-
motion Manager.

Samson. Williams and Padilla re-
port to Bracamontes and Boyd.
while Avant reports to Boyd. Sam-
son and Padilla are based in L.A.,
with Williams in New York and
Avant in Atlanta.

Red Ant

Continued from Page 3

for realistic growth. George Silva
has worked his way up to VP
stripes with a unique style that cov-
ers all the bases of radio promotion.
His personal relationships at radio
are second to none.”

Jorge joined Red Ant in 1997 as
National Director/Urban Promo-
tion. Prior to that he held similar
posts at Perspective Records and
Elektra Records. Jorge also was an
East Coast regional at Columbia
Records and Motown Records.

Silva was named Red Ant’s Di-
rector/Top 40 & Hot AC Promo-
tion, East Coast in 1997. Prior to
that. he spent two years as Nation-
al Director/Promotion for Motown
and three years as National Direc-
tor/CHR Promotion at Elektra. He
also was a Northeast regional for
EMI Records and National Direc-
tor/Promotion for Philly World
Records.

PRECIOUS METAL

£

The RIAA has issued the following awards for the month of June:

MULTIPLATINUM
ALBUMS

Come On Over, Shania Twain,
Mercury (11 million); 'N Sync, 'N

Spaces, Dixie Chicks, Columbia (6

tin, C2/Columbia; Fanmail, TLC,

Dylan’s Greatest Hits, Bob Dylan,
College, Dave Matthews & Tim

na McBride, RCA (2 million).

PLATINUM ALBUMS

Ryde Or Die Comp. Volume 1,

1: The Phantom Menace,

Martin, Ricky Martin; Life,
Soundtrack, Interscope; Millennium,
stick, Xscape, So So Def/Columbia;
Universal.
GOLD ALBUMS
Monster Ballads, Various Artists,

Border, Various Artists, Unison;
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Sync. RCA (7 million); Wide Open

million); Millennium, Backstreet
Boys, Jive; R. Kelly, R. Kelly, Jive
(5 million); Ricky Martin, Ricky Mar-

LaFace/Arista; Don Killuminati: The
7 Day Theory, Makaveli, Death
Row/Interscope (4 million); Bob

Columbia (3 million); Live At Luther

Reynolds, RCA; Evolution, Marti-

Ruff Ryders, Ruff Ryders/Inter-
scope; Wish You Were Here, Mark
Wills, Mercury; Star Wars Episode

Soundtrack, Sony Classical; Devil
Without A Cause, Kid Rock, Top

Dog/Lava/Atlantic; A Place In The
Sun, Tim McGraw, Curb; Ricky

Backstreet Boys; Sogno, Andrea
Bocelli, Phillips; Traces Of My Lip-

Godsmack, Godsmack, Republic/

Razor & Tie; Christmas On The

Christmas Brass, Dallas Brass,
Unison; Songs From Dawson's

Creek, Soundtrack, Columbia; Ryde
Or Die Comp. Volume 1, Ruff Ry-
ders; Bury The Hatchet, Cranber-
ries, Island; Star Wars Episode 1:
The Phantom Menace, Soundtrack;
A Place In The Sun, Tim McGraw;
Tonight, Silk, Elektra/EEG; Just
Between You And Me, Kinleys,
Epic; ‘Bout It, Jesse Powell, Silas/
MCA; Ricky Martin, Ricky Martin;
Sixpence None The Richer, Six-
pence None The Richer, Squint/
Columbia; Life, Soundtrack; Mas,
Alejandro Sanz, WEA/Latina;
100% Ginuwine, Ginuwine, 550
Music/ERG; The Full Monty,
Soundtrack, BMG Classics; Millen-
nium, Backstreet Boys; Sogno, An-
drea Bocelli; One Night Only, Bee
Gees, Polydor; A Place InThe Sun,
Lit, RCA; Wow Gospel 1999, Vari-
ous Artists, Verity; Around The Fur,
Deftones, Maverick/Warner Bros.;
The Matrix, Soundtrack, Maverick/
Nothing/Interscope; Shout To The
LordWith Hillsongs From Australia,
Darlene Zschech, Hosanna! Music;
Beach House On The Moon, Jim-
my Buffett, island; CarWheels On
A Gravel Road, LucindaWilliams,
Mercury; Notting Hill, Soundtrack,
Island; The Art Of Story, Slick Rick,
RAL.

PLATINUM SINGLES

“Iif You Had My Love," Jennifer
Lopez, Work/ERG; “Livin’ La Vida
Loca,” Ricky Martin.

GOLD SINGLES

“Fortunate,” Maxwell, Rock Land/
Interscope/Columbia; “808,"
Blaque, Track Masters/Columbia;
“Where My Girls At?,” 702, Motown;
“If You Had My Love,” Jennifer Lo-
pez; “It's Not Right But It's Okay,
Whitney Houston, Arista.

Poore
Continued from Page 3

new position to bring that kind of
commitment and passion to these
other areas as well, and I thank Ron
Geslin and [Exec. VP/GM] Jack
Rovner for the opportunity they
have given me.”

Poore, who was previously VP/
Modern Rock Promotion, joined
RCA in 1995. Before that he was
Head/Modern Rock, Rock & Triple
A Promotion at Imago Records. He
began his music industry career in
the promotion department at Rela-
tivity Records before moving on to
stints at IRS Records, Atco Records
and Chrysalis Records.
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.::%‘he BEST Show on Radio!

:GUESDAY FRIDAY)

'f ~August 31 - September 3, 1999
~~Orange County Convention Center
- Orlando, Florida

The Early Bird Registration has
been EXTENDED to 8/9!

For SPEEDY Registration... <2 WO g

Register Online www.nab.org/conventions/
Call 1.885.740.4622 or 1.301.682.7962 © Fax 1.301.694.5124
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Need-a spike in your ratings?
Try DIRECT MAIL.

Creative
Media
Direct, Inc.

(727) 536-9450

1000 Belcher Rd. S., Suite 10
Largo, FL 33771-3307

©1999 Creative Media Direet, Ing.

No Love Lost With These P

hree Alternative programmers are fum-
ing over Hole’s last-minute cancellations
from their stations’ festivals. Courtney
LoVe, after committing to the shows for WRZX/
Indianapolis, KNDD/Seattle and KNRK/Port-
land, took a role in a movie that's filming in Mex-
ico through the entire month of August. WRZX
PD Scott Jameson tells ST he'd heard rumors
about the movie for a week before getting offi-
cial word of the cancellation ... and he’s pissed!
“We had a signed, confirmed letter of agreement;”
he says. “She made a choice. Movies aren’t
made on a whim. She knew this was going to
happen a long time ago, and they didn’t have the
decency to call us” KNRK's Mark Hamilton re-
ceived the news via a fax (signed simply “Hole")
sent late last Friday. “That’s just totally unprofes-
sional. We've spent a lot of money marketing the
show. We have to redo our TV spots, because
Hole was the headliner. It's going to be time-
consuming and costly to redo all our marketing
tools” KNDD's Phil Manning, while upset, is tak-
ing the matter in stride: “We feel we were doing
Courtney a bigger favor by having her play in front
of 18,000 people. Hole was <ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>