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>“I played "He Didr’t Have To Be” on Father’s Day,
and I'm still getting requests f=r it!” —Darlene Erans, MD / WXIS

B> “This song is what Country is all about. When he sang this for the staff at the statio
ther= wasn't a dry eye. Play it and play it a lot!!” —Bruce Logan PD/ ¥/SSL

L ‘ ‘. o . _
__THE MOST POWERFUL SONGS

ARE TRUE STORIES.

FRZ=M HIS ALBUM

IMPACT DATE: wsq,_ R b

»"There ar= songs that you instantly love. And then there s a song that ceomes along
every once in awhile that you want to marry. This is it. I'm taken.” —Lcla Montgomery, MD/KW]J

(A song) about the imoortance of daddies and what haI:p-ens to families who aren’t lucky enough
to have them ...burrows deep in the bomes.” —Alanna Nash, Country Music Magazine, August/September 1999

m © 1999 AR UNIT OF BMG ENTE PRODAICED BY FRANK ROGERS FOR ZNI) NASHVILLE PRODUCTIONS === MANAGEMENT: JAG MaNAGEMENT, NASHVILLE, TN
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anagement + marketing ¢ sales

For those assigned the task of developing
new dollars for radio, there are two
businesses you must know as thoroughly
as possible: Radio is one; the other is the
business of the advertiser to whom you're
selling. In this week's Management,
Marketing & Sales section, Interep’s
Stewart Yaguda offers his advice on how
to accomplish those goals. Also this
week, Dick Kazan reminds us of a golden
key to generating greater success for
yourself: Pay more attention to your
clients’ interests and less attention to
your own.

Pages 10-14
LOVE ON LOVE

Former Procter & Gamble marketing
executive Ross Love hardly knew radio
existed until he entered station
ownership. Now, he’s a big believer in
the medium. The unrelated Walt Love
has the interview.

Page 120

’N SYNC AT THE CMAs!

Come Sept. 22, what will ‘N Sync have in
common with Michael Bolton and Sting?
All three will have performed on the
Country Music Awards telecast. Read all
about it in Nashville This Week.

Page 134

» Jann Hendry appointed Head/Rock
Promo for Giant Records

+ Paula 0’Connor named PD for
soon-to-be Talk WSJZ/Boston

+ Bill May OM for KIOZ & KMSX/San
Diego; Mike 0’Brian KMSX PD

Page 3
I
| |
CHRA/POP
* SMASH MOUTH All Star (Interscope)
CHR/RHYTHMIC
« DESTINY’S CHILD Bills, Bills, Bills (Columbia)
URBAN
« GINUWINE So Anxious (550 Music/Epic)
URBAN AC
« ERIC BENET Spend My Life... (Warner Bros.)
COUNTRY
* LONESTAR Amazed (BNA)
AC
« BACKSTREET BOYS | Want It That Way (Jive)
HOT AC
« SMASH MOUTH All Star (Interscope}
NAC/SMOOTH JAZZ
« STEVE COLE Say it Again (Bluemoon/Atlantic}
ROCK
+ RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.}
ACTIVE ROCK
« RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)
ALTERNATIVE i
; * RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.) l
|
{ ADULT ALTERNATIVE !

« SANTANA //ROB THOMAS Smooth (Arista) i

NEWSSTAND PRICE $6.50

"AUGUST 20, 1999

WMG Names Ames Chair/GE0
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BY JEMREY YORKE
R&R WASHINGTON
BUREAU CHIEF
yorke@rronline.com

Twenty years ago,
if you had asked the [ ¥
few women in radio
what they would like
to see more of, their
first response prob-
ably would have
been “women” —
followed immedi-
ately by “women in management positions.”
They got their wish ... sort of.

Women often make up 60% or more of the
sales force. Although programming has been
slower to add women, significant gains have
been made — particularly in the last decade, as
managers and programmers began to realize au-
diences actually /ike to heir women on the ra-
dio. And even while radio management is still,
in the words of WIMK-FM/Chicago VP/GM
Louise “Weezie”’ Kramer, a “sea of white men,
not a diverse group,” she’s quick to add that “it
has gotten better, and I’'m optimistic.”

In a recent R&R survey of women in man-
agement. none felt their gender had stood in the
way of climbing the management ladder — nor

Meloy

STEVE WONSIEWICZ
R&R MUSIC EDITOR
swonz@rronline.com

Time Warner has ap- i
pointed Roger Ames |
Chairman/CEO of the
Warner Music Group.
Ames will assume his
® New York-based post
on Oct. 4. A British §
record industry veteran,
Ames takes over the
WMBG reins from Time
Warner’s outgoing studio chiefs

Mason
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Female Gills Are Bélancihg Career, Family

m Equaltreatment is encouraging as the industry continues to consolidate

did they feel gender
discrimination was
limiting other wo-
men from achieving
I similar success. In
fact, several noted
{ that companies look
for diversity as they
expand. And they
look at the almighty
bottom line.

“At this company
[Infinity] I'm treated exactly like everybody
else)” Kramer says. “It doesn’t matter whether
you are a man or a woman. This is a
performance-based company, and my company
has been very good to me.”

Catherine Meloy worked her way up the
sales ranks in Washington, DC before being
named GM at WGMS 10 years ago. She
launched all-Sports WTEM-AM and Oldies
WBIG-FM and managed them — several dif-
ferent times — in addition to WGMS. She now
manages AMFM’s WBIG and frequently talks
to business and community groups.

“They sometimes want to know about the

Cochran

WOMEN/See Page 18

commiééiuh Preps
5-Year Face Lift

By MATT SPANGLER

Radio Ad Revs Up 11% In 98

W Latest VS&A report shows five-year growth

Ames

R&R WASHINGTON BUREAU
spangler@rronline.com

The FCC aims to mold itself
into a less regulatory, more
consumer-friendly agency
within five years. Chairman Bill
Kennard submitted specitics of
his “strategic plan” to Congress
last week, and the plan drew
moderate praise from at least
one key legislator.

In keeping with the idea of
structuring along a functional
(rather than a spectrum-
allotment) basis, divisions within
the Mass Media Bureau, Cable
Services Bureau, etc., may be
consolidated into single Licens-
ing, Policy, Competition and En-
forcement Bureaus. For in-
stance, the Competition Bureau
would be responsible for compe-
tition analyses of all telecommu-
nications deals. The Licensing
Bureau would “provide one-stop
shopping for license applicants.”

FCC/See Page 16

The fruits of consolidation
are becoming evident as pre-
liminary data show local sta-
tion advertising revenues
growing 11% to nearly $12
billion in 1998. That’s ac-
cording to the forthcoming
Veronis, Suhler & Associ-
ates’ 1999 Communications
Industry Forecast, which is

due in the fall. The 13th an-
nual industry report also
notes that radio advertising
grew a compound 9.6% be-
tween 1993-98 — a faster
rate than all media but cable
TV — and is expected to
continue at a compound rate

VS&A/See Page 30

Growth Of Local Radio Advertising Expenditures
1993-2003
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Bob Daly and Terry
Semel.

“Roger Ames has the
perfect blend of artistic
sensitivity, executive
know-how and financial
understanding to run
Warner Music Group,”
Time Warner Chairman/
CEO Gerald Levin said.
“He’s worked in the
United States and

AMES/See Page 18

Next Week: The
R&R NAB Issue

R&R’s annual klockbuster
NAB issue arrives on your desk
next week. Of course. our annual
Radio Industry Salary Survey
makes its appearance. You'll be
able to cross-check the salaries for
just about every radio station posi-
tion in all-sized markes and across
the major formats. George Nadel
Rivin — a CPA from Miller,
Kaplan, Arase & Co. — will
provide analysis of the numbers.

Also next week, our Innovation
Station makes a stop at the door-
step of Broadcast.com founder
Mark Cuban, who boldly predicts
that, within a few years, wireless
Internet technology will invade
the last exclusive domain of the
radio medium: the car. Cuban
says drivers will eventually be
able to dial up a distant baseball
broadcast as effortlessly as
punching up a local station.

Our annual NAB issue will
also contain expanded News/
Talk and Oldies columns, as well
as larger business and news sec-
tions. Look for it next week!

US99/Chicago Takes
Gase For PD Duties

By LoN HELTON
R&R COUNTRY EDITOR
thelton@ rronline.com

WYRK/Buffalo PD Justin
Case has been named PD at In-
finity Country
sister WUSN
(US99)/Chi-
cago. He’'ll B
start Sept. 7
and succeed
Alan Sledge,
who left last
month for a
Clear Channel
regional pro-
gramming po-
sition that in-
cludes the PD post at KNIX/
Phoenix (R&R 7/16).

Case has programmed
WYRK for the last 19 months.
He programmed WDSY/Pitts-
burgh from August *%4 to Janu-
ary 98 and WPKX/Springfield,
MA for four years prior to that.

“I spoke with many talented

Case

CASE/Se= Page 30

' ! | The RockPhiles begin on Page 43! " |
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Hendry: Giant Leap
To Head/Rock Promo

Giant Records has named Jann
Hendry Head/Rock Promotion.
Based in Los An-

to Head/Promo-
tion Bob Catania.
Hendry was
Director/Rock
| Promotion at Re-
prise Records for
the past four
years. Between
Bl 1990-95 she was
" that label’s re-
gional promotion
representative for the Carolinas.

Hendry

geles, she reports |

“I'm really excited to welcome 1

Jann to the Giant family,” Catanma
commented. “Our friendship goes

back to her days in radio, and I've |

watched her develop into one of the
top professionals in her field in the
ensuing years. In a very focused
situation like Giant, it’s important
not only to know that your partner
can deliver on a professional level,
but that you enjoy working with
that person every day. I'm very
lucky that Jann decided to join me
in this exciting new endeavor.”

Hendry began her music industry
career in 1974 as a college rep for
CBS Records. She subsequently
became a Baltimore/Washington
promotion rep for Geffen Records,
a post she held for two years. She
was also Regional Manager/Pro-
motion & Corporate Sponsorship
for Universal Studios in 1994.

Clear Channel Moves
May To SD Comho OM

M 0’Brian now Mix PD

Clear Channel KURR/Salt Lake
City PD Bill May has been
tapped to transfer to co-owned
Rock/Hot AC
combo KIOZ-
FM & KMSX-
FM(Mix95.7)/
San Diego as
OM. He suc-
ceeds Tim Dukes,
who recently left
to program an-
other property in
the chain, Rock
WKLS/Atlanta.
In another Mix
95.7 management move, Asst. PD/
MD Mike O’Brian is elevated to
PD.

“Tim Dukes is a tough guy to re-
place, and we know he’ll excel in
Atlanta,” noted Clear Channel/San
Diego’s VP/GM FM Stations Mike
Glickenhaus. “But we’re thrilled to
have Bill and Mike on board to con-
tinue The Mix’s and Rock 105.3’s

momentum.”
MAY/See Page 30

O’Brian
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ducer Evan Hosie.

Soul legend Barry White stopped by AOL/Entertainment Asylum for a
live online chat with fans while promoting his new album, Staying Power,
on Private Music/Windham Hill. Pictured with White is AOL Music Pro-

WSJZ/Boston Gets Ready For Talk Flip

= 0’Connor joins as PD; Imus signs for mornings

Ever since WEEI-AM/Boston’s
much-publicized dumping of Den
Imus’ syndicated morning
show several weeks ago
(R&R 7/16), rumors have
been rampant that the
Westwood One morning
man would soon return to
Beantown on a new FM
Talker. Rumors became re-
ality last week (8/11) as
Greater Media announced
it will flip NAC/Smooth
Jazz WSJZ-FM/Boston to
the new “FM Talk 96.9”
next month., with Imus signed to
anchor morning drive.

Don Kelley, Group Program
Manager for Greater Media’s Bos-
ton cluster, also announced late last
week that Boston-area radio vet-
eran Paula O’Connor has been
named PD for the new FM Talk sta-
tion. O’Connor replaces NAC pro-
grammer Shirley Maldonado, who
has exited the station in anticipation
of the pending format change.

A Boston native, O’Connor spent
15 years (1979-1994) at crosstown
WRKO-AM, where she served as
a producer, then OM and finally PD
for the Talk station during her last

£74
O’Connor

two years there. In 1994 she segued
to the Station Manager position at
¥ WBNW-AM/Boston &
WPNW-AM/Providence,
which were then affiliated
with the Bloomberg Busi-
ness News Network. Fol-
lowing the sale of those
stations, O’Connor con-
sulted WEEI before taking
a hiatus from the radio
business. During that time
she worked as Director/
Special Projects for the
Massachusetts Film Of-
fice and as Press Secretary/
Deputy Campaign Manager of
Citizens for Joe Malone during
the Republican’s 1998 Massachu-
setts gubernatorial run.

“I am just so excited, both from
a personal and a professional per-
spective,” O’Connor told R&R
about her return to the Talk radio
world. “As someone who grew up
here in Boston, to be able to be a
part of this new station was just too
good an offer for me to pass up.
This station is long overdue here,
and I think it’s a great way to be

WSJZ/See Page 30

Qwest Finds Davis In VP/GM Paosition
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Barnett Becomes AMFM/Nashville’s OM

WIL/St. Louis PD Bob Barnett
has been named OM for AMFM’s
five Nashville properties: News/
Talk WLAC-AM. NAC/Smooth
Jazz WJZC-FM. Classic Rock
WNRQ-FM, CHR/Pop WRVW-
FM and Country WSIX-FM. He’ll
assume his new duties on Septem-
ber 13.

“I know Bob to be a strong team-
builder with great instincts and the
ability to think strategically,”

AMFM/Nashville VP/GM Dick
Williams told R&R. “He 1l be a
valuable resource for each of our
product managers and a creative
link with our sales managers.”
Barnett has served as PD for
Country WIL since January *97.
Prior to that he spent nine years as
PD for WBEE/Rochester, MY and
previously worked as CM for

BARNETT/See Page 30

Summer Heat GComes Ta nc o

Qwest Records has appointed Larry Davis VP/GM. Davis, who will
be based at the company’s Los Angeles headquarters, joins the label from
A&M Records, where he was Director/National Promotion Urban Mu-
sic.

Qwest founder/CEO Quincy Jones said, “In the past we considered our
function only as a label. We’re now setting our sights on building a ma-
jor record company. I've been waiting for an executive with Larry’s abili-
ties for a long time. He’s definitely what I've been looking for in a leader.
Qwest Records is on its way as the place to be. The ‘qwest’ now begins.”

Prior to working at A&M. Davis was Director/Urban Markets for
CEMA. He was also Director/National Promotion for Epic Records.
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moreinfo @ rronline.com
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NASHVILLE BUREAU:

MCA'’s “Summer Heat” Tour and multi-artist CD are raising proceeds
for the United Negro College Fund while giving fans across the coun-
try a chance to see and hear the label’s up-and-coming performers.
Staying cool in front of the BET Soundstage Restaurant in Washing-
ton, DC are (I-r) Southeast Regional Dir./Sales Bill Richards, Nat'l Dir./
R&B Promotion Azim Rashid, Magic Johnson Music artist Avant, Dir./

. R&B Music Retail Mktg. Eddie Barreto, Rahzel, IMx members Batman,
Romeo and LDB, Ametria, Nat'l Dir/Sales Ed Franke, Exec. VP Ab-
bey Konowitch and Sr. VP/Sales Mike Regan.

WEBSITE:www.rronline.com

310-203-8727  kmumaw @ rronline.com
310-203-9763
202-463-0432

_—

'Phone_

310-553-4330 mailroom @ rronline.com

202-463-0500 rrdc @ rronline.com

615-244-8822 615-248-6655 Ihelton @rronline.com
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Ad Clutter Increases
Dramatically, Study Shows

] San Francisco GM calls findings ‘a ridiculous exaggeration’

By JEr®REY YORKE:
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

A new analysis from Empower MediaMarketing says radio
advertising clutter has increased from last year at an alarming —
and perhaps unbelievable — rate.

The Cincinnati-based marketing
company reviewed data from 16 mar-
kets measured by Nielsen Monitor-
Plus. It said that data show paid mes-

sages lasting 30 seconds or longer
grew by 13% overall, with San Fran-
cisco and the Bay Area hearing the
biggest increase, 104%. In the

nation’s capital there was a 38% in-
crease, in Miami-Fort Lauderdale
33%, 32% in Philadelphia and a 23%
increase in Boston. the report said.
Only San Antonio. home of the
former Capstar Broadcasting group,

ADS/See Page 8

‘Net May Net More Than Radio In Five Years

1 However, Station website visits continue to rise

By MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@rronline.com

More ad dollars may be going to cyberspace than to radio by
2004, according to a new study. At the same time, however, one
captain of web industry says the popularity of listening to radio
over the Internet seems to be on the rise.

Cambridge, MA-based Forrester
Research says that the number of
households with online access will

grow from 39 million this year to 60
million by 2003. This will be com-
mensurate, Forrester adds, with an

Jordan, Ripken, Elway, Foreman, you
know their game, but do you know
what made them champions?

No stats and scores. Just sports
stories you won't he

From the people who have been_
celebrating champions for over
75 years.

ar anyplace dse

increase in advertiser spending on the
Internet from $2.8 billion to $22 bit-
lion — 8% of all U.S. ad dollars —
by 2004.

Growth in e-commerce and online
use will push web advertising. past
magazines, the yellow pages and radio

’NET/See Page 8

FREE — No cash, no barter, no prodt

~ plugs. Just five 60-second episodes
- per week of pure sports. Get on

" the roster.

Available through MetroSource®,
ABC Satellite Services, and on the
| web ot www.Wheaties.com.

Call 1-800-334-5800.
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BUSINESS
BRIEFS

Triangle-Integrated Healthcare Deal Back On

T uesday’s press release from Palm Springs, CA-based Triangle Broad-
casting said it has“agreed in principle to combine its business with that
of Integrated Healthcare” Last week a Triangle source said Los Angeles-
based Integrated’s unsolicited buyout offer had been*“turned off” This week
the planis to call the combined entity “Triangle Multi-Media Group Limited”
It may trade on Nasdagq or another exchange under the ticker symbol“QBID”

Public Station Fined For Empty Main Studio

UFR-FM/Salt Lake City was tentatively fined $7,000 by the FCC for

“failing to maintain a meaningful management and staff presence” at
its main studio. After receiving complaints of interference, agents from the
commission’s Denver office visited the KUFR office in December 1997 and
found no one there. No one was present for either of two subsequent visits
the following February and May. KUFR told the FCC that it relied mostly on
listener contributions and could not afford to staff its main studio full time.
The commission said that for-profit and nonprofit stations alike must keep
full-time staff on duty at their offices. KUFR has 30 days to respond.

AMFM OK’d For Puerto Rico Cross-Ownership

he FCC said it will aliow AMFM Inc. to own WAPA-TV/San Juan and

the stations that make up the Cosmos 94, Estereotempo and La Zeta
networks, which reach most of the island. AMFM claims it will save nearly
$650,000 through common ownership of the stations. The application was
challenged by Telemundo (owner of market-dominantWKAQ-TV), which
said that AMFM had faited to show why the public would benefit from
AMFM'’s cross-ownership. The FCC dismissed Telemundo’s petition. Com-
missioner Gloria Tristani dissented on granting the waiver. Alithough the
FCC recently passed new ownership guidelines that eliminated the need
for waivers, those rules will not go into effect until later this year.

DOJ Makes It Official: Ingstads Must Divest In
Fargo, ND

he Department of Justice said this week that it was forcing James and

Thomas Ingstad to divest five stations in the Fargo, ND area to Triad
Broadcasting. The announcement was a formality, asTriad and the ingstads
announced in May that they had cut a deal for the five stations, as well as
six others in Rapid City, SD, for $37.8 million. James Ingstad told R&R in
May that he was divesting KQWB-AM & FM, KLTA-FM & KPFX-FM and
KVOX-FM/Fargo specifically to avoid DOJ action, but a DOJ spokeswoman
said that the agency still had to make a ruling on the case because compe-
tition was threatened in the market. Earlier this year the Ingstads bought
six stations from KFGO Inc., giving them 11 stations and putting them over
the limit in the market.

‘Jukebox Radio’ Cleared Of Translator Rule
Violation Charges

he FCC had been investigating Gerard Turro’s “Jukebox Radio” since

1995, when Universal Broadcasting of New York alleged that Turro was
sending programming to his FM translator in Fort Lee, NJ in violation of
commission rules. The commission accusedTurro of an elaborate scheme
in which he sent“Jukebox Radio” to Monticello Mountaintop Broadcasting’s
WJUX-FM/Monticello, NY and then rebroadcast the programming over the
Fort Lee translator. The commission said that he did this in order to origi-
nate programming in Bergen County, which is prohibited because of air-
wave congestion in the New York market.

Last week, FCC Judge Arthur Steinberg exonerated Monticello on sev-
eral other charges as well, including an accusation of an unauthorized trans-
fer of "JUX to Turro and violations of the main studio rules. Steinberg’s
ruling renews the licenses for the Fort Lee translator and WJUX. Parties to
the proceeding, such as Universal and the Mass Media Bureau, have 30
days to file exceptions to the ruling.

Optionholders Must Be Disclosed In FCC Auctions

he FCC says there was some confusion among applicants about whether
entities who have options to buy shares in entities participating in
broadcast auctions must be publicly disclosed. A public notice released
last week clarified the issue: Anyone who has the option to buy 10% or

Continued on Page 8

R&R/Bloomberg Radio Stock Index

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

Change Since

One Year Ago One Week Ago 8/06/99  One Year Ago  One Week Ago
Radio Index 216.33 29338 29098  +35.62% +.82%
Dow Industrials 8533.65 10,973.65 10,714.03  +28.59% +2.42%
S&P 500 1081.18 1327.68 1300.29 +22.80% +2.11%
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BE TOMORROW?

WHERE WILL YOUR AUDIENCE

Real gambling has nothing on
the radio industry.

Your odds in any shell pame are
probably much better than the odds
of consistently guessing where your
audience’s 1astes are headed tomorrow.

That'’s why so many top-rated
stations rely on Coleman to make
sense of uncertainty. Stations like
KROQ in Los Angeles, WBMX in
Boston, Hot 97 (WQHT) in New York,
KS95 (KSTF) in Minneapolis, and
KYGO in Denver.

Different formats each. But year

alter year, the winners in their markets.

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

It’s more than just research. Numbers
alone can't eliminate guessing. Deeper
audience insights can. Coleman has
developed a proprietary approach that
shows stations how to link their “sound”
to identihable format trends. Through
research techmiques 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
irend 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.

1-219-571-0000

RESEARCH TRIANGLE PARK - LOS ANGELES - HAMBURG, GERMANY
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Radio Business

DEAL OF THE WEEK 1999 DEALS TO DATE

l
l
|
|
|

Dollars To Date: $2,916,817,724.39

(Last Year: $3,600,480,022)

TRANSACTIONS AT A GLANCE

© KWAN-FM/Gualala, CA $155,000
* WQBQ-AM/Apopka, FL $412,500

. i * WTMC-AM/Oriando $250,000

: o WAVF-FM/Charleston Dollars This Week: (Last ,);”;’513.77355% * KWOS-AM & KJMO-FM/Cape Girardeau, MO $2.3 million

w million . ’ ® KCRV-AM & KLOW-FM/Caruthersville, MO $500,000

; Stations Traded This Year: 824 ¢ KOZQ-AM & KFBD-FMW/Waynesville, MO $405,000 |
§ Lo tlceigliy © WLLN-AMLillington, NC $145,000

| Stations Traded This Week: 14 ; ® WAKI-AM & WWEE-FM/McMinnville, TN $900,000

(Last Vear:41) | © KRJT-AM/Bowie, TX $150,000

TRANSACTIONS

Emerald City Heads South To Gatch A ‘Wave’

[0 Purchases Gharleston, SC Alternative for $3 million; Clear Channel buys two in Tennessee

WAVF-FM/Hanahan
(Charleston), SC

PRICE: $3 million

TERMS: Stock purchase

BUYER: Emerald City Radio Part-
ners, headed by President Paul

Robinson. He owns three other sta-
tions. Phone: (202) 326-5240
SELLER: Woody Bartlett, President
of Cordes Street Comunications.
Phone: (843) 852-9003
FREQUENCY: 96.1 MHz

POWER: 100kw at 538 feet
FORMAT: Alternative

BROKER: Don Sailors

ica’s best-known,
and she’s on the air.

plus hints on howw
, in style.

ASK BETTY

RADIO*SHOW

MetroSource®,
and on the Web at

KWAN FM/Gualala

PRICE: $155,000

TERMS: Asset sale for cash
BUYER: Four Rivers Broadcasting
Inc., headed by President John
Power. It owns six other stations.
Phone: (602) 488-2596

|

kfradio/index.html.

wwwan americanradiohistorvy com

SELLER: KWAN Broadcasting Co.
Phone: (502) 896-6090
FREQUENCY: 100.5 MHz
POWER: 6kw at 669 feet
FORMAT Mnsc

WQBQ-AM/Apopka

PRICE: $412,500

TERMS: Asset sale for cash
BUYER: Gateway Broadcasting and
Internet inc., headed by President
Bruce Cox. Phone: (352) 357-1240
SELLER: wQBQ Radio Corp.,
headed by President Hugh Mc- |
Comas. Phone: (407) 884-7735
FREQUENCY: 1410 kHz
POWER: 5kw day/90 watts night
FORMAT: News/Talk/Sports

WTMC-AM/Orlando

PRICE: $250,000

TERMS: Asset sale for cash
BUYER: Vector Communications
Inc., headed by President Robert
Maines Jr. Phone: (914) 457-9974
SELLER: News and Travel Network
Inc., headed by President Ken
Jones. Phone: (407) 859-8363
FREQUENCY: 1290 kHz

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

» mt

x.,,—-__.,.,._......_z‘..l.._.‘,.n‘.ﬁ-.&

KWOS-AM & KJMO-FM/
Cape Girardeau

PRICE: $2.3 million

TERMS: Asset sale for cash
BUYER: Zimmer Radio Group,
headed by owner James Zimmer.
Phone: (573) 335-4856

SELLER: Premier Radio Group,
headed by Vice Presiderit John Ott.
Phone: (573) 442-3116
FREQUENCY: 1240 kHz; 100.1 MHz
POWER: 1 kw; 33 kw at 299 feet
FORMAT: News/Talk/Sports; Oldies

KCRV-AM & KLOW-FM/
Caruthersville

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Pollack Broadcasting Co.,
headed by President Sydney Pol-
lack. It owns four other stations, in-
cluding KBOA-AM/Piggott, AR and
KBOA-FM/Kennett, MO. Phone:
(901) 751-1513

SELLER: Pyramid Media & Enter-
tainment Inc., headed by President

Gerald Jones. Phone: (573) 339-
1864 |
FREQUENCY: 1370 kHz; 105.1 MHz
POWER: 1kw day/63 watts night;
3kw at 200 feet ]
FORMAT: Full Service; AC

KOZQ-AM & KFBD-FM/
Waynesville

PRICE: $405,000

TERMS: Asset sale for cash
BUYER: Fidelity Broadcasting Inc.,
headed by President John Davis.
Phone: (314) 241-9090

SELLER: B-D Inc., headed by Presi-
dent Richard Triggs. Phone: (573)
336-3133

FREQUENCY: 1270 kHz; 97.9 MHz
POWER: 500 watts; 3 kw at 256 feet |
FORMAT: Talk; Classic Rock

4 ;
WLLN-AM/Lillington

PRICE: $145,000

TERMS: Asset sale for cash

BUYER: Estuardo Rodriguez.
Phone: {202) 638-1959

SELLER: Christian Purities Fellow-
ship Inc., headed by Taimadge
Spence. Phone: (910) 892-9322
FREQUENCY: 1370 kHz

POWER: S5kw day/49 watts night
FORMAT: Religious

WAKI AM &WWEE FM/
McMinnville

PRICE: $900,000

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations, headed by Chairman/CEQ
Lowry Mays. Phone: (210) 822-2828
SELLER: Durham Broadcasting
Corp., headed by President Aaron
Durham. Phone: (931) 473-6535
FREQUENCY: 1230 kHz; 107.3 MHz
POWER: 1kw; 2kw at 508 feet
FORMAT: AC; AC

KRJT-AM/Bowie

PRICE: $150,000

TERMS: Asset sale for cash
BUYER: Robert Garcia-Buckalew.
Phone: (512) 219-4052

SELLER: Billy Etter. Phone: (940)
872-2288

FREQUENCY: 1410 kHz

POWER: 500 watts day/122 watts night
FORMAT: Country

BROKER: Media Services Group
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Marketing

1 WKSI in Greensboro jumps 73% total week
in their target demo.

his Spring WKSI used IQTV's Vidpak to achieve spectacular results (see box below).
GM Dick Harlow talks about why he decided to use Vidpak rather than traditional media
B  and what impact the campaign had.

TQ: What happened in the numbers
after you ran Vidpak?

DH: Time spent listening to the station
went up significantly, share of audi-
ence in all day parts increased dramat-
ically, particularly in morning

drive. We have a morning show that
has been on our air for a little bit more
than two years. This Spring book was
their second Spring book and they did
very well. So the end result of our
Vidpak experience was very, very
positive.

TQ: What demo did you mail?

DH: Our target was Women 25-49. We
felt we needed to mail right at 50,000
pieces to affect the market, and if last
week’s Arbitron is any indication, that
was exactly the right number.

TQ: Let’s talk about the process of how
you came to use Vidpak.

DH: IQ television has been involved
with our station since we debuted in
February of ‘97. Tony Quin and his
group helped us with our initial TV
spots and we were very pleased with
the partnership from the beginning. It
just made perfect sense to us to follow
up our television with the same people
that did our initial production, and that
led us to Vidpak.

TQ: Why Vidpak as opposed 1o anoth-
er round of TV?

DH: I think the timing for us for Vipdak
was perfect. We had done television in
prior books and had builtthe cume sig-
nificantly. We were looking for a vehi-
cle that would trigger time spent lis-
tening, that would make it possible for
us to introduce our morning show in a
way that television spots would not
allow. The 5-minute format that
Vidpak gave us was much more attrac-
tive than 30-second spots. Our mom-
ing talent became the spokespeople for

*

We felt we needed to
mail right at 50,000
pieces to affect the

market, and if last
week's Arbitron is any
indication, that was
exactly the right
number.
———
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We were looking for
a vehicle that would
trigger time spent
listening, that would
make it possible for
us to introduce our
morning show in a
way that television
spots would
not allow.
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the radio station in the video and we
exposed them to a large number of
people very quickly.

TQ: Did you find it a complicated pro-
gram to execute?

DH: No, not at all. Once the decision
was made to move ahead with
Vidpak, the execution was pretty
flawless. We were given all of the
things from IQ that everyone else
was given as far as things to watch
for. We think we followed their lead
carefully. One of the problems other
markets experienced was one we
didn’t experience and that was the
potential return of some defective
tapes. In our case I don’t recall a sin-
gle tape being stuck in a machine or
a listener being upset with any tech-
nical difficuity.

TQ: So once the tapes were mailed,
then people started to participate
with the other half of the program
which is the on-air contest. And how
did that go?

DH: People responded well to it. We
had a $10,000 instant prize element
in our contest, but that particular lis-
tener did not respond, that gave us
more cash for other prizes as the pro-
motion went on. Phone calls to the
station about the tape, phone calls to
the studio about the contesting were
hot and heavy. We had a feeling as it
was going on that it was doing what
it was supposed to do for us, and we
were pleasantly surprised that
Arbitron thought the same thing.

TQ: A lot of people say the tape has a
sales value as well. Did you find
that?

DH: We sold some partnerships with
the tape, particularly coupons.
Didn’t have as much success with

It doesn't fix bad radio stations, but
it will make a great radio station
stand head and shoulders above the rest.

Dick Harlow

T e e e e, TR

THob & Sheri mornings

that as we had originally hoped.
Probably part of that was due to us
not selling it far enough in advance.
We did turn the tape into part of our
sales presentation. It became a very
good story about our radio station.
Not just about the promotion we were
running on the tape, but about the

e ———
We had a feeling as
it was going on that

it was doing what
it was supposed to
do for us, and we
were pleasantly
surprised that
Arbitron thought
the same thing.
e S~ cm—

radio station and the music position of
this station. The total feel of the sta-
tion was presented very well in the
production of the Vidpak.

TQ: /s Vidpak a gimmick or do you
think this is going to be a marketing
mainstay?

DH: I think some stations use it as a
gimmick and those are the stations, in
my opinion, that use it at the wrong
time. If your station is not developed
correctly, Vidpak will help you. Butit
won’t help you nearly as much as it
will help a station that's done a good
job of developing the foundation of
the station. I can’t speak for the rest of
the world, but in the case of my sta-
tion, it’s not a gimmick and it will
become a part of what we do on a reg-
ular basis. I think the timing of using
it is crucial though. It doesn’t fix bad
radio stations but it will make a great
radio station stand head and shoulders
above the rest.

TQ: What did you learn that might be
valuable to someone considering
video mailers?

DH: I guess I learned thai it was a
very good use of our marketing dol-
lars. As far as what I would tell peo-
ple in the future, the production is
key. To have 50,000 stonies about
your radio station sitting around the
community. You know detractors are
going to say, “Well, you mailed
50,000 but how many people actual-
ly watched it?” Well, let’s suppose
that only 35.000 people watched it.
That's 35,000 people that took 5
minutes of their time, and because of
how well the production was done, I
think they walked away and said,
“Man, this radio station’s pretty
good, I like this” So I would just
caution people: make sure that your
production is top drawer. [t’s got to
be the kind of stuff that when people
finish watching it, they go, “Wow!
Those people are hot!” We got
pitched Vidpak-type promotions
from a couple of companies, but the
reason we ended up doing business
with 1Q was because of the produc-
tion. In my opinion there's no com-
parison between IQ's production and
what other folks are offering. I felt if
my audience saw my station por-
trayed that way on a videocassette, it
was going to get their attention, and
we did.

*
The end result
of our Vidpak
experience was
very, very
positive.
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no firm date has been set.

for KCOY-TV/Santa Maria, CA.

Radio Unica Q2 Revs Rise,
DG Cuts Loss

I American Tower raises revenues, cash flow

adio Unica Communications said second-quarter revonues hit $4.6

million this year, up from 2.2 million a year ago. The company said
revenues rose due to network expansion and the addition of new affiliates
and O&Os. However, Radio Unica experienced net losses of 42% for Q2,
1o a deficit of $9.4 million — up from $6.6 mitfion in Q2 '98. Those figures
inciude a one-time $2 million charge to terminate an LMA agreement for
KVCA-AM/Thousand Qaks, CA. Radio Unica announced eadier this sum-
mer that it is planning an IPO, but a company spokesperson told R&R that

G Systems Inc. (Nasdaq: DGIT) reported a net loss of 10 cents per

share — three cents better than the First Call consensus estimate.
Conzofidated revenues rose 20%, 1o 5121 million from $10.1 million last
year. while EBITDA gained 64%, to $184 000 from $112,000. For the first
six months of this year consolidated revenues climbed 18%, to $23.6 mil-
fion from $20 million, while EBITDA went into the black, up 189% to $182,000
from a cash flow Ioss of $216,000 &0 '98. DG CED Matt Devine said tha
company should make an exira $1 million per year thanks to last year's
merger with Digital Courler Intemnaticnal,

Revenues for AmericanTower Corp. (NYSE: AMT) weara $59.2 million
in the second guarter, up from $23.1 million last year, whila EBITDA
increased to $23 miillion from $7.7 million. For the first half of "9 revenuas
rose to $101.6 million from $41 million, while EBITOA climbed to $38.4
‘million from $13.5 million. AmericanTower came in ahead of First Call ana-
lysts' eslimate of a 9-cent loss, reporting a 6-cent net loss.

he Ackerley Group (NYSE: AK) adjustad its net income down-
-0 ward, to $15.6 million fom the $22.2 million reported last month. The
company said it cwed taxes due to the swap of KKTV-TV/Colorado Springs

e
R

Ads

Continued from Page 4

saw a decline, a drop of 2%.

Stations are continuing to add units
to accommodate the strong demand
for radio inventory. “Radio has ben-
efited from the strong economy and
the infusion of ‘dot-com’ advertising
dollars,” said Empower Knowledge,
Information & Invention Group Sr.
VP Julie Pahutski. “In addition, con-
solidation in the radio industry has
led to increases in rates in some par-
ticularly hot markets, meaning that
advertisers in many cases are now
paying more for a more cluttered en-
vironment.”

The data was collected by Media
Monitors, which samples 10 stations
every day except Sunday, rotating
through the stations one at a time
between 6am and 1 1pm or midnight.

In San Francisco, one GM just
wasn't buying the finding. The GM,

who asked not to be identified, said
that the notion that ads have doubled
was “a ridiculous exaggeration. I
don’t think there are too many pub-
licly traded companies — Mel
Karmazin's group, AMFM, Clear
Channel, any of them — that would
add so many commercials that they
would ruin radio and turn off listen-
ers.”

He wondered if listeners to a San
Francisco outlet who last year heard 11
or 12 spots per hour could be hearing
22 to 24 now without complaining
loudly. He told R&R that he has not
heard any complaints from his station’s
audience about the spotload. However,
he said, “I believe most or all of the
stations in the Bay Area have probably
added a little to their inventory. There
is a lot of demand here, and there is
some corporate pressure” to add to rev-
enues. He added that some ad rates have
increased, and some age-old radio ad-
vertisers, such as national grocery
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Continued from Page 4

more must be listed on the Form 175 application. This rule is designed to“tell us who's behind the contract” one FCC
official told R&R.

Cumulus Stock Hits 52-Week High

ast Friday was Friday the 13th, but it brought good news for shareholders of Cumulus Media. The stock hit a 52-
week high of $26.13 per share, surpassing the issue’s previous high of $25.87 — a long way from its March 5 iow
of $9.75 per share.

What's behind the investors’ love affair with the Milwaukee group? “The second-quarter results were among the
best in radio, Morgan Stanley DeanWitter analyst Frank Bodenchak told R&R.“We loved it at $11 and had set a target
for next year at $30 and at $36 for 2001.” He also noted that investors were cautious about Cumulus last year, but the
company has “proven you can buy small-market stations and apply large-market techniques and operate at a profit.
They now have lower leverage on same-stations and a dramatically higher profit. The company’s risk is lower. We
launched a secondary stock offering last month, intending to raise $142 million, and they liked the company so much,
we raised $268 million”

ABC Buys WWJZ-AM/Philadelphia For Radio Disney Outlet

BC Radio added its 45th Radio Disney affiliate this week when it bought WWJZ-AM/Philadelphia from Mt. Holly

Radio. Owning the 50kw day/1kw night Nostalgia station gives Radio Disney affiliates in 16 of the top 20 markets.
No purchase price was announced for the station. Radio Disney also announced this week that it had signed on
Styles Broadcasting’s WDLP-AM/Panama City, FL as a new affiliate.

Cumulus Mississippi Deal Protested

lakeney Communications — which owns three stations in Laurel-Hattiesburg, MS — says Cumulus’ $735,000

acquisition of WMFM-FM/Laurel-Hattiesburg violates the FCC's multiple-ownership rules, since the company is
seeking to own a total of seven stations in the 17-station market. (Cumulus is buying three other stations in Laurel-
Hattiesburg in two separate deals worth $5 million.) In a petition filed recently with the commission, Blakeney also said
that Cumulus would command 50% of revenue share in the market if the WMFM deal is cleared. The FCC flagged the
transaction in June and is still considering it.

NPR Discrimination Suit Headed To Court Next May

he U.S. District Courtin DC has delayed to May 2000 from February a discrimination suit against NPR lodged by

a former foreign desk reporter. In a suit filed by Sunni Khalid in 1997, the former staffer alleges NPR denied him
training and promotion because he’s African American. In the suit Khalid also claims that his boss, Joyce Davis (who
is also African American), was passed over for “a less qualified white man” who took her off her Middle East assign-
ment and “treated her in an abusive and hostile manner because of her race”” In a prepared statement released last
month, NPR said it is “in compliance with all relevant federal and state antidiscrimination laws” and “is dedicated to
cultivating and maintaining a fair working environment for all our employees.”

Orlando Broadcaster Protests New Public Station

lorida Broadcasters, owner of WONQ-AM & WRMQ-AM/Orlando, says Hispanic Broadcast Systems (not to be

confused with Hispanic Broadcasting) didn’t build WWKQ-FM/Orlando within the two years granted by the FCC.
The commission pointed out in a June notice, however, that Hispanic's permit to construct the noncommercial FM at
89.1 MHz had been extended last December to February 2000. The FCC had granted Hispanic’s application for the
station, but rescinded it last month after the commission learned that Florida Broadcasters had filed more pleadings in
the case before the June order. The matter is still pending.

Lucent To Test Audio Processing System, Transmitters

BOC DAB developer Lucent Digital Radio has begun testing Cutting Edge’s Omnia line of audio processors at
Lucent's Murray Hill, NJ lab, as well as at several commercial and public radio stations. Lucent says the tests are
designed to demonstrate the efficacy of IBOC with the audio processors that stations currently use with analog
transmission. Lucent also announced this week that it will conduct waveform tests using QE| transmitters at QEl's

Bloomberg =zziZess
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Williamstown, NJ {ab.

chains, are being displaced by the very
hot dot-com market as it seeks time on
AC, Adult Alternative and NAC/SJ sta-
tions that target Internet users.
Internet advertising in San Fran-

cisco is growing faster than any-
where else in the nation, with about
7.2% of the ad pie coming from dot-
com clients, compared to about
1.9% in other markets. That Bay

Continued on Page 30 ‘?

Area pie is growing at such a stun-
ning rate that, by September, the
market’s radio stations should hit
$300 million in revenues, the same
business they did for all of 1998.

‘Net

Continued from Page 4

in the next five years. The "Net will
trail only TV, newspapers and direct
mail.

This will not result in spending cuts
on radio, however, says RAB Presi-
dent/CEO Gary Fries. He told R&R
that advertisers will cut media other
than radio — such as magazines —
from their budgets in order to spend
more on the web. Advertisers will
augment their ad budgets to accom-
plish that as well.

“The largest segment of in-
terviewees said that increased online
spending would not mean cutbacks
in TV, radio or print,” agreed
Forrester. “Instead, funds would
come from newly allocated funds or
nonadvertising marketing budgets

like sales staff or promotions.”

At an 18% reduction, newspapers
will likely suffer the deepest cuts,
Forrester added. Radio, on the other
hand, would likely see only a 3% de-
cline in spending.

Fries predicts, in fact, that radio
may actually come in ahead of
Forrester’s estimate for Internet
spending, bringing in as much as $26
billion by 2004.

At the same time radio may also
benefit from companies moving into
cyberspace for the first time. “Savvy
radio stations will position them-
selves now as a marketing resource
for local advertisers and help them
develop cross-media marketing cam-
paigns,” Fries added.

Hit Me
Radio may already be piggyback-

ing on the growth of the Internet. At
last week’s Talentmasters Morning
Show Boot Camp in New Orleans,
Broadcast.com co-founder Mark Cu-
ban said that typically a very popular
radio station with a web presence will
get about 50,000 unique visitors per
day. Half of those come to the site to
hear the station online.

The most accessed stations on
Broadcast.com, according to Cuban,
are Country KPLX/Dallas, CHR/Pop
KRBE/Houston, Alternative KDGE/
Dallas, Classic Rock WFBQ/India-
napolis, Classical WFMT/Chicago,
Alternative WFNX/Boston, Alterna-
tive WNNX/Atlanta, News/Talk
WSB-AM/Atlanta, CHR/Pop
WWZZ (Z104)/Washington, Adult
Alt. KFOG/San Francisco, Urban
KKDA/Dallas, Alternative WPLY/
Philadelphia and Active Rock

wWaanr amaricaneadiobicton . ooro

WAAF/Boston.

The most “hit-on” morning drive
offering on Broadcast.com’s menu,
according to Cuban, is WRFX/
Charlotte’s John Boy & Billy Show.
Rush Limbaugh is tops in middays,
Alternative KDGE/Dallas holds the
lead in afternoon drive and
Premiere’s Art Bell paces Internet
evening listening.

Cuban added that midday is the
most popular daypart on the *Net. You
can credit that to the large number of
office computers in use during that
time, along with typically poor radio
reception in office buildings.

Net Divide?

Some ethnic groups are being
passed by as the Internet revolution
rolls on, according to a study released
last month by the National Telecom-

munications Information Administra-
tion. “America’s digital divide is fast
becoming a ‘racial ravine,”” said
NTIA Secretary Larry Irving.

Among the report’s findings: Black
and Hispanic households are about
one-third as likely to have Internet ac-
cess at home as Asian/Pacific Islander
households. and approximately two-
fifths as likely as Anglo homes.

This trend may affect the slowness
of computer companies to buy time
on ethnic-formatted stations — a pat-
temn pointed out recently by Alfred
Liggins, President/CEO of Urban
broadcaster Radio One.

But Hispanic Broadcasting VP/
CIO Lawrence Arevalo questions the
study’s findings. “We’ve seen that
Hispanics are buying computers and
online access at a rate that exceeds
the general market,” he told R&R.
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NViore.

The Industry Keeps Changing.

Nore.

Your Company Demands More. More Ratings. More Profits.

Niore.

You Need A Consultant Who Offers More.

*

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 who’s 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

Dave Shakes, Donna Burns, Alan Burns, Jeff Johnson

shows, and create marketing and promotion plans and tac-

AT AN

CHR stations like KMXYV in Kansas City... now #1 —{_\ “’ !_\____I\
+ AND #1 25-54! m *-} I—-., N[C‘

. (:l: u:ltocsiajf4to lock up Alan Burns & bU_&_\ b)

Associates’ Integrated Strategies System'™ in your & ASSOCIATES

market. When your company constantly demands

tics that positively impact their ratings.

It’s a combination that really works for AC and

(703)648-0000

more, you can' afford to settle for less. www.burnsradio.com

Custom Strategies * Music * Mornings * Marketing & Promotion ¢ Results
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Strategic Tip 7.0

One of radio’s great strengths
as a medium is the ability to
evoke emotion; however, few
stations use this power
effectively. Emotional radio is
compelling. Plus, memories
tied to an emotion are the
earliest recalled... and ratings

are all about recall.

Watch for more Strategic
Tips in coming weeks.
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* The “Internet car” threat, Page 14

* RAB: No quibbles, just hits for pet store, Page 12

® Four Weeks Forward, Page 14
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KNOWLEDGE OF YOUR CLIENT’S

management marketing

“I don’t know the key to success, but the key to failure
is to try to please everyone.”
— Bill Cosby

- sales

approximately $160 bil-
lion today.
Why is growth impor-

BUSINESS IS THE KEY TO SUCGESS ::. ;i< sz
industry for radio? Sim-

For those of us as-
signed the task of
developing new
dollars for radio, there are two businesses that
we must know as thoroughly as possible. Ra-
dio is one. The other is the business of the ad-
vertiser to whom we are selling.

By Stewart Yaguda

Remember that the advertisers we call on are
not in business to teach us their business. And in a
world where time is a precious commodity, we
find that advertisers expect us to have at least a
basic understanding of their industry from the
minute we walk in the door. The faster you get
back to them with a solid idea that works for their

ply because increases in
revenue generally translate into increases in
advertising. In a sluggish market advertising is
often one of the first areas of cutbacks and vice
versa. The financial services industry bears this
out. Following surging returns, media spending in
this category has grown by approximately 20% per
year since 1996. Last year alone advertising for
financial products and services totaled $2.8 billion.

WHERE ARE THEY SPENDING THE MONEY?

Having determined an industry’s viability, the
next step is to determine where it is spending the
bulk of its media dollars, and perhaps more
importantly, why. Last year the bulk of financial
services spending went toward newspapers (12%

circumstances, the better, and
having a grasp of their business
beforehand helps you get there
faster.

Given the broad spectrum of
radio clients, however, this may
sound like a tall order. At Interep
we have found that one way to
make the task more manageable is
to narrow the focus of a seller’s
efforts to a few key industries in
which they have gained a suffi-
cient level of expertise. Currently
the Interep Marketing Group has
specialists working with indus-
tries ranging from online compa-
nies to pharmaceutical houses to
packaged goods manufacturers.
Our marketing directors’ areas of specialization
are determined both by their personal areas of
knowledge and the types of industries concen-
trated in their regions of the country. In some
instances we have even hired sellers for their
expertise in industries of high revenue potential
for radio.

One business that we are currently focusing on
with great success is the financial services industry.
In the past few years we have successfully
developed new radio dollars from some of the
largest investment firms in the country, including
Prudential, Smith Barney and Merrill Lynch. The
financial services category also serves as a good
example of how to go about choosing a lucrative
industry on which to concentrate your sales efforts
and where to begin your research.

CHOOSE THE MOST PROFITABLE
TARGET INDUSTRIES

One of the first factors to consider when
choosing an industry is its economic health. In the
case of financial services, the industry is
experiencing exceptional growth and is identified
as one of the fastest-growing sectors of the global
economy.

In the US. specifically, growth is coming
primarily from consumer investments. Americans’
financial assets have exploded over the past decade,
rising from $15 trillion in 1990 to $27 trillion today.
Justas important, growth is expected to continue as
baby boomers fuel the market by re-investing
cashed-in retirement funds and inherited assets,
which are expected to hit $110 billion by the year
2015. In fact, the financial services industry is
expected to grow 8% annually over the coming
years, to reach $400 billion by 2010, compared to

STEWART |
YAGUDA

national, 27% local), followed by
spot television and magazines.
Network and cable television each
received approximately 10%. Na-
tional spot and network radio
received 3.7%.

This data tells you two things.
First, with less than 4% going
toward radio, the category still
offers significant untapped poten-
tial. And second, since 3.7% still
represents over $100 million, some
smart marketers in the category
must be achieving successful
results with radio, and you might
be able to build on those success
stories to lure others into the
medium.

This data also gives us some clues to our second
question: Why are advertisers selecting the media
they do? The results of your research will help you
to develop a hypothesis. In the financial services
category we can probably assume that advertisers
are using newspaper because heavy readers tend
to index well in upscale, investment-friendly
categories. Highly targeted financial and business
titles most likely drive the magazine dollars. And
finally, spot television implies a focus on specific
geographictargets, probably key metro areas. This
gives you a general idea as to how radio might
complement the advertisers’ needs and whether
there seems to be a good fit.

Having met the above criteria, it is also an
added benefit if the industry is undergoing some
type of change — whether it's a new source of
competition, a legislative amendment or a
technological advancement. Change usually re-
sults in a period of consumer confusion, which
necessitates increased advertising to educate and
inform the public. Deregulation within the
telephone industry caused an advertising tidal
wave that continues to this day. Or, in another
example, changes in advertising regulations
increased spending dramatically in both the liquor
and prescription drug industries. And, of course,
the Internet is creating marketing havoc in
multiple business sectors, from television net-
works to retailers.

The financial services industry is also feeling
the effects of this new technology. Online trading
and banking services are causing a flurry of change
among traditional investment firms that struggle
to balance financial consulting services with do-it-
yourself, online alternatives. In fact, a survey by

Continued on Page 12
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IMANAGEMENTI———
SHOW AN INTEREST IN YOUR CLIENTS! "

By Uil-‘l’ Kazan “The only way on earth to influence other

people is to talk about what they want and
show them how to get it.” This remarkable observation comes from
Dale Carnegie’s famous book How to Win Friends & Influence

People — and it could make a big difference in your career. '

All of us are vitally interested in what we want, but few of us
focus on what the other person would like. Yet fulfilling their needs
is the key to our success.

You'd like to sell ad time; your prospect cares about getting a
promotion and a raise. If you don't relate what you offer to what
they want, you're wasting your time.

If you want outstanding sales results, put yourself in that
person’s position and take these actions:

Open with a powerful statement. At the start of your presenta-
tion grab your prospect’s attention by saying something unexpected
and strong. It might be, “Buying radio ad spots is a colossal waste
of your money. This morning I'll show you much smarter ways to

accomplish your goals.” Speak
| TH E RDAD REaf With passion. Don't be passive or
defensive.
Having done your homewaork on
this person, the company and the
industry, discuss multimedia marketing
alternatives that include radio. You'll impress them with your

knowledge and objectivity, and you’ll be thought of as much more
than “just another radio salesperson.”

Don’t use a script. Recently | received a phone call from a
salesman attempting to sell homeowner’s insurance. Though |
treated him courteously, his presentation was stiff. No matter what |
said, he never varied from his script, and his replies often made no
sense. It was apparent that neither he nor his company had invested
in his training. (I soon ended the discussion.)

Smile and speak in your own words. If you aren’t vitally inter-
ested in what you offer and in your prospect, you're in the wrong
field. Find something that excites you.

Ask questions and listen. The best way to serve your customer
is to ask — and then listen to — what they want. This is how Joe
Mattucci runs a successful tailor shop. He greets customers warmly

and asks about their family, their work and (as appropriate) their
social life. He makes them feel comfortable talking about them-
selves as he smiles and listens.

Then, while he or an assistant pins the alterations, Joe shows
them in the mirror how nice they’ll look. He even offers fashion
advice — if he’s tailoring pants, he might recommend a certain
jacket, dress shirt or other coordinate to match the ensemble. In
some cases he can even provide and tailor it. Joe has built his
business in part because he’s a first-class tailor, but largely because
he listens to his customers and gives them what they really want: to
feel attractive and good about themselves. They're flattered that Joe
is interested in what they have to say, and they return time and
again. And often they recommend him to their friends.

When you sell advertising, take a lesson from Dale Carnegie and
Joe Mattucci and be a good listener as you talk about what your
customer wants. When you heip them achieve it, you’ll win their
respect ... and sell more!

Next week: Do decision-makers often screen you away? U'll show
you how to reach them consistently.

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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...And Great Companies Grow Great Peéple

South Central Communications Corp., one of America’s heritage, family-owned
radio companies, seeks passionate professionals for current and future positions.
Formats include Oldies, Soft AC, Mainstream AC, Hot AC, Classic Rock, Alternative
and Sports. Personal interviews can be scheduled during the NAB Radio Show in
Orlando August 31-September 3.

If you are destined for greatness, this is a great place to grow. Benefits include:
professional, caring work environment, stable management and ownership, state-of-
the-art facilities and resources, and excellent employment compensation packages.

For Positions in: For Positions in:

e On-Air (all dayparts)
e Promotion

e Programming
e Production

e Station Management e Engineering
e Sales/NTR Management e Sales

e News

e Internet Webmaster

Send your presentation package
and salary history to:

Steve Edwards
President
South Central Radio

Send your presentation package, salary
history and creative samples to:

Bob Dunphy
: President
Dunphy On-Air/Online Radio Programming

401 East 89th Street #6A New York, NY 10128

504 Rosedale Avenue Nashville, TN 37211

Women and minorities are encouraged to apply.
South Central Communications Corp. is an Equal Opportunity Employer.

SOUTH
CENTRAL

Evansville, IN Knoxville, TN

104.1 WIKY-FM B97.5 WJXB
107.5 WABX-FM i
O(I)gi:s 93.5 WJPS COMMU N lCATlONS |1V|?3 'SSY\;I%ZT;:AA

Extreme 94.3 WNFZ
SportsRadio 1240 WIMZ-AM

CORPORATION

Nashville, TN
Mix 92.9 WJUXA
Oldies 96.3 WRMX

A Privately Owned Company — Not Stock Market Driven!

gy americanradiahictary caom B
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KNOWLEDGE OF YOUR GLIENT’S
BUSINESS IS THE KEY TO SUCCESS

Continued from Page 10

the Securities Industry Association of 250 investment
firms predicts that 50% of all retail orders will be received
electronically by December 2000. A big change. A big
opportunity for radio.

TIME T0 D YOUR HOMEWORK

Once you have identified your moneymaking
industry, the real work begins. You will need to find out
as much as you can about the industry before you even
make your first prospecting call. Some suggestions:

* Learn the industry jargon.

* Read the top trade magazines.

* Talk to friends or acquaintances in the field.

* Contact any industry-specific trade organization
for information.

* Search the Internet for industry-related websites.

In addition use ali syndicated research services that
you have available to you to learn as much as possible
about the advertisers’ customers. Your rep firm or the
RAB might be an additional source for this type of
information. While the advertisers you speak with will
probably have a very clear idea who their customers are,
syndicated research can give you a ballpark idea of their
probable targets. This allows you to formulate a general
direction for your pitch should they ask for yourideasin
one of your first telephone calls or meetings.

The other benefit of demographic research is that it
might break down any preconceived notions you may
have about who the customersreally are. For instance, are
all financial advertisers interested solely in upscale
consumers? Well, according to Simmons Research,
consumers of many banking services actually span all age
and economic classifications in almost equal measure. This
is helpful to know before approaching a bank with a
presentation highlighting your station’s extremely
targeted, upscale audience when what the bank may really
be looking for is a broad-based reach campaign.

Further demographic research may also reveal
important trends or shifts in an industry’s consumer
base. Advertisers are often quite interested in this type of
data, and at the very least sharing it demonstrates your
knowledge and boosts your credibility.

For instance, within the financial services industry,
certain emerging markets — including women, African

Americans and other groups
are beginning to attract advertis-
ing interest. While upper-income
males may still remain the pri-
mary focus for many financial
campaigns, lifestyle and demo-
graphic changes are slowly broad-
ening the target. Women, for instance, are more likely to
work and head households today and are said to control
60% of the nation’s total wealth. Similarly, black families
are also growing in affluence yet still tend to have fewer
investments than comparable white households. The
Hispanic market offers yet another growth opportunity.
If your research can demonstrate a potentially lucrative
marketing hole in an advertiser’s campaign, you may
open the door for new radio dollars. Even if an
advertiser's prime target and media plans remain
inflexible, here’s the chance tointroduce radio asa way to
target important consumer subsets.

KNOCKING ON THE DOOR

So you’ve done the research and you're feeling pretty
confident that you can now dazzle an advertiser with
your insight into their business. Resist this impulse.

As much as you may have learned about their
industry, they still know their business and the goals of
their particular company much better than you do. The
best approach during the initial meeting with an
advertiser is to listen and gain as much information
about their particular marketing challenges as possible.
However, having said this, the reality of the situation is
that sometimes, despite your best intentions, most of the
talking is going to be up to you. In these situations, doing
your homework will truly pay off.

Faced with a reticent client, your best option may be
to present the challenges that their industry is facing as
you understand them, then suggest how radio might
help. In the best-case scenario they will thank you for
pinpointing their problems and saving the day. In the
worst-case scenario they will tell you that you're way off
base and that their real challenges are x, y and z. Either
way, you win, because you now know their true
marketing objectives and you can go about planning
your solution.

During your next meeting you will be ready to
present a well-designed marketing plan utilizing radio
that specifically addresses their needs. And in case you're
wondering, now would be the right time to dazzle them.

Stewart Yaguda is President of Radio 20/20, Interep’s new-business
development initiative.

RADIO GETS RESULIS

SUCCESS STORIES FROM THE RAB

RADIO FEEDS THE KITTY
FOR PET SUPPLY STORE

SITUATION: Located in a low-visibility portion of downtown, Old Mill Pet
Foods uses newspaper and radio to compete with a variety of other
stores in the market for awareness among pet owners. With signs too
small for their relatively new location, the store is difficult to notice as
consumers drive by.

OBJECTIVE: Create traffic for the new branch of Old Mill Pet Foods.

CAMPAIGN: WCUZ/Grand Rapids, MI developed a special four-week
campaign for the Greenville Chamber of Commerce and its annual
Danish Festival. As a participant in the festival, 0ld Mill Pet Foods would
benefit from a schedule of 10 :60 commercials per week, running every
other day, Monday-Friday. While it had some assistance from a local
newspaper, WCUZ was the only broadcast advertising resource for this
campaign.

RESULTS: The response was almost instant, and customers arrived at
the store saying that they had heard about Old Mill Pet Foods on WCUZ.
The consumers clearly got the message, thanking Old Mill Pet Foods for
their presence as a premium pet supply store in the community and
saying they would no longer have to drive out of town for their pet
supplies. The client summed up the campaign by saying, “This has been
too good to be true!”

——RABTOOLBOX-—

More marketing information and resources from the RAB

MEDIA TARGETING 2000

Forty percent of pet owners earn in excess of $50,000 per year,
and 27% are college graduates. Aimost four-fifths (79%) own their
own homes, and 41% have children living at home. This group
spends an average of 46% of its daily media time with radio.

INSTANT BACKGROUND — PET CARE

Inthe U.S. fewer than 1% of the nation’s pets are covered by health
insurance. Coverage costs anywhere from $120 to $360 per year,
depending on the animal’'s age and other variables. Plans cover
80% of veterinary care after a deductible ($40 to $100), with most
plans capping annual payouts at $7,500 to $12,000. The largest
issuer of pet insurance, Veterinary Pet Insurance, has written
some 850,000 policies in 46 states. ( Trend Letter, 1999)

RAB CATEGORY FILES

“Maybe retailers should do a pet census in their marketing areas.
While the number of households that own pets has remained
relatively constant since 1988, the American Pet Products
Manufacturers  Association (APPMA) reports that some
consumers are moving away from the standard dog, cat or bird
and toward more exotic animals.” (Supermarket Business, 10/98)

For more information, call RAB's Member Service HelpLine at (800)
232-3131 or log on to RadiolLink at www.rab.com.
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How to Increase Billing in 2000
24 New Ways to Improve
the Sales Department

As we move from an acquisition era back to an operational
era, one thing is for sure: Buying and selling stations is
pretty easy, but operating them efficiently (and profitably) is
quite another story.

Over the past year, I’ve flown close to 300,000 miles — speaking
to, working with, and observing GMs and Sales Managers in both
large and small markets. While some managers are certainly
stronger than others, I've first identified the 6 traits that separate
these winners from the rest of the pack. Go through the list, and
ask yourself which areas even you could improve in. Then, I'll

share some hot sales tips. plus management tips that killer
managers (just like you) execute every day.

6 Traits of Winning
Sales Departments

1. Ongoing recruitment, inter-
viewing, and hiring: Do you even
have a system? How about the
number of sellers — is it enough?
Remember, the more well-trained
sellers the better. That means that
the same station account list gets
spread over more people and that
each seller must accommodate their
own income goals by supplement-
ing their list with more new busi-
ness.

2. Better inventory manage-
ment: Inventory management —
best defined — is selling every sin-
gle available commercial unit at the
highest rate possible. With 35 pos-
sible dayparts a week (7 day/5 day-
part combinations) — other than
News/Talk stations who can sell
their inventory like it was a TV sta-
tion — make sure you’re maximiz-
ing high-demand dayparts and mov-
ing all of the lesser-demand ones
at the same time. Do you (or the
staff) even know how?

3. Razor-sharp tracking and
accountability: Remember the
adage: You can’t manage what you
don’t measure. Begin to inspect
average orders, closing ratios, dol-
lars asked for (on paper), number
of proposals, specs, etc. For both
individual sellers and the staff
overall.

4, Super-shrewd sales training:
For both individuals and the group
overall. Make sure you're making
room for 15 minute, structured, in-
dividualized one-on-ones with each
salesperson and that each group
meeting has both a well-thought-
out lesson plan and is part of an
overall 13- or 26-week syllabus.

5. Tighter account list manage-
ment: What system do you have
in place that ensures the right peo-
ple are being called on, actually
being asked to buy, for the right
amount of money, and with proper
frequency?

6. Cutting-edge compensation
and incentive programs: You’ll
attract higher-achieving performers
by paying an obscene percentage on
the first month of any new order.
Also, consider compensating sales-
people on a sliding commission
scale based on individual goal
achievement or by paying 1% ex-
tra to all sellers if the station hits
its goal.

Have You Focused on
Showing the Salespeople
how THEY Can Make
More Money - Like
$10,000 More This Year?

Just like sellers do to their clients,
you need to keep selling “the
dream” and those better business
principles to the sales staff. Show
them what’s in it for them. Keep
giving benefit statements. Here is
my favorite list of 10:

1. Everytime you walk through
your prospect’s door, you should
have two ideas to present, no mat-
ter how simple or complex.

2. Buy into the fact that every “no”
gets you that much closer to a*yes.”
Divide your average order by five
—if you close one in five people you
see — and convince yourself every
sales call (whether they buy or not)
is worth an order one-fifth your
average sale.

3. Ask for the order every fifth
time your prospect blinks (subcon-
sciously). You'll have better eye
contact, and will ask for the order
more often.

4. Implement the “left/right” rule.
After every presentation, make a
quick contact with the business on
your left and another to the busi-
ness on your right.

5. Ask your client how much it
would be worth to solve their big-
gest problem, then make sure you
ask for at least that much in your
proposal. and remind them they
said it was worth it.

6. Practice overcoming objections
by lighting a maich and overcom-
ing the objection before the flame
gets too low that it burns your fin-
gers.

7. Blow up your prospect’s logo —
a 200% increase should do it — and
use it on the front cover of their
proposal. This will surely arouse
their emotions early on and get
them into the mood where they’ll
want to buy something.

8. Never say “no” to a customer.
Everything is negotiable.

9. Go to the library and identify
last-year’s newspaper advertisers.
As most business people suffer
from “last-year-itus,” call them now
(before they go another year and
spend their advertising money in
the newspaper).

10. For an extra 10%, offer your
client “fries.”” Just like fast food
restaurants, airlines, furniture
stores, and car rental agencies up
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By Inwiv PoLLack

their average order, find some “ex-
tras” for your clients. Double the
schedule from midnight to 6am,
offer them sponsorship of “Church
Drive” (Sundays 6-10am), or give
them a portion of all unsold inven-
tory for an extra $75-395 per week.

The Best Managers Realize
That People Are Their
Most Important Asset

Since you are judged — ultimate-
ly — by the results your team ac-
complishes while you are at the
helm, it needs to be a top priority
for you to get the absolute highest
output out of your staff. Here are
some ideas:

* Remember that every staff mem-
ber has a “hot button” — it’s the
manager’s job to find it (and to keep
on hitting it). It's a mistake to as-
sume evervbody needs 1o be man-
aged the same way.

* Spend extra time every day mak-
ing the newest staff members wel-
come. Remember what it’s like to
be new.

» Make sure people are learning
something every day. Each team
member should be *in training” for
the next level up.

* Coax people toward performing
at tneir personal best. Maximize
potential.

* Challenge yourself to be the
leader each member of the staff is
talking about 20 years from now.
Why would they want to talk about
you? Because you brought some-
thing tangible to the table. They
realize they became better under
your guidance.

* Demonstrate an intense work
ethic by your example. You really
don’t want to expect people to do
things that you won’t.

* Let people know that when the
station wins, i1t’s because of the
good people. When the team is
losing, it’s something you (the
manager) have done wrong. It’ll
show you’re humble.

¢ Ask for input on how manage-
ment can be better. Consider “man-
agement evaluations” on a regular
basis.

| Irwin Pollack is President of New

Hampshire-based Radio Sales
Intelligence. He consults both
public- and privately-held broad-
cast groups across the United
Stales and Canada. For a list of |
38 different training topics (all
| focused on how to improve
bottom-line billing and profits), call
Pollack at (603) 598-9300 or
www.irwinpollack.com

Has your sales or management
staff leveled off in performance?

If so, remember —
More of the Same Gets You That ... More of the Same.

There has to be a good reason why, in just 12 years, -adio’s
fastest growing market clusters have chosen Irwin Pollack’s In-
Station Sales Training program. The reason they chose lrwin
Pollack is simple...first they heard, and then they found
out...Irwin Pollack’s methods work. Even Better: 77% of our
business is repeat business (to us, that’s the truest measure of
success).

We have a 12-step system that's been proven to improve the
billing and bottom-line cash flows of broadcast facilities ali over
the United States and Canada. As expected, the mark:t
leaders who execute our systems are already familiar with
these practices.

In-Station Audio Public

Sales Videotape Sales
1. Weekly Billing Review YES NO NO
2. Weekly Management Calls YES NO NO
3. Bi-Monthly “How-to” Sales Newsletters = YES NO NO
4. The “IDEAbank” YES NO NO
5. Sales Cassette Resource Center YES NO NO
6. On-the-Street Sales Calls YES NO NO
7. Yearly “Sales Manager’s Graduate Schoo!” YES NO NO
8. Seminar for Advertisers YES NO NO
9. Recruitment Assistance YES NO NO
10. Password-Protected Website YES NO NO
11. The “Systems Manual” YES NO NO
12. In-Station Visits YES NO NO

It you're disappointed with what you're getting from your sales
and management team, or the pressures to over-achieve are
getting compounded everyday, either fax back your requast for
a private one-on-one discussion or give our President, Irwin
Pollack, a call.

Irwin has sold and managed
radio in small, medium, and
large markets. He's rehearsed
presentations in parking
lots...waited in outer
offices...knocked on unfamiliar
doors. At age 22, he recruited,
trained, and managed a 14-
person sales staff that in-
creased billing 31 percent in
less than a year.

Irwin Pollack can show you
successful sales and leadership
strategies because he's been
there.

b

IRWIN POLLACK

The ideas Irwin presents, and the training he gives reflect
lessons he’s gathered through more than 300,000 miles of
travel yearly.

Mr. Pollack makes presentations to, and consults with
thousands of managers and salespeople annually, but is in
greatest demand as a return speaker and consultant — th2
truest measure of success.

There are three times to call us:

* When you're ready for a breakthrough.

* When you've leveled off in performance.
+« When you’ve gotten stale, or burned out.

When you see the signs of a remarkable opportunity you
could seize...one call to our company will bring out tremendous
hidden potential. Our promise to you: We won't ask for your
business unless we know we can improve it.

FAX BACK TODAY“

Please have irwin call me. -

speaking fees, and availabitlity.
[ ' be at the convention in

growth opportunities.

603.598.0200

O 1 would like to discuss our current sales/management
situation and see how we could be doing better.

O We're planning on having a group seminar or sales
retreat. Please send me a current list of tranining topics.

_ . Pleasecall
me to set up an appointment so we can discuss Some
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‘INTERNET CAR’ IS GOMING: IS IT A THREAT?
st essom o | | [1'S ALL ABOUT THE MUSIC

By Jeff Axelrod The headlines first ap-

peared in newspapers last
MMS Editor week: By the end of next
Jaxelrod@rronling.com year GM would be deliv-
ering automobiles with access to the Internet viaa
more advanced version of the currently available
OnStar system. Though the details of what these
cars would offer was unclear from the initial sto-
ries, one thing was clear: Terrestrial radio has an-
other competitor on the horizon for drivers’ ears.

So, is in-car Internet access a threat to the car ra-
dio as we know it? After talking about the system
with OnStar Manager/Communications Todd
Carstensen, I'd say yes and no. Or more accurately,
yes and not yet.

Yes — it will give drivers something else to listen
to. The first priority of the system is driver safety,
Carstensen points out, so there will be no screen. All
content will be voice-synthesized for the driver’s ears,
which makes it an alternative to radio in that sense.

Yes — it will feature information tailored specifi-
cally to a driver’s interests. But in that lies one of the
system’s current limitations. In these early stages of
development, at least, it appears that drivers will be
able to access just a certain number of preset chan-
nels (though they’ll also be able to listen to their e-
mail). And one would imagine that some of these
channels will undoubtedly be set aside by GM for
proprietary features.

itself is not making a direct connection with the

Internet. The car will be communicating via cellular il

: : : Madonna ¥ill Smith
signals with computers at OnStar, which access the Matchbox 20
Internet information, process it and generate a syn- Boyz 1l "eﬂkm
thesized voice signal, which is sent back to the car. Jormt Jacksor Jonse]
So anybody hoping to get a radio-quality streamin Slanis Monisaette
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audio signal (say, listening to a far-off station on Bachstreet Boys
Broadcast.com) is out of luck. However, Carstensen

believes the technology to hook the car directly to This is today’s hit music, 93-1
the ‘Net isn’t too far off. DRQ.

There’s no question that the arrival of satellite-
delivered radio and the OnStar Internet system will
present interesting alternatives for listeners. But as far
as competing for ad vertising dollars, Carstensen hesi-
tates. “That question comes up quite a bit. It's cer-
tainly something you can look at, but these people are
subscribers to our service. We're trying to create a re-
lationship with them. We'd have to test something like
that to see how accepting they would be, because we
certainly don’t want it to turninto a telemarketing kind

Playing all of today’s hit music,
93-1’DRQ.

Establishing a station’s sound is often a high
priority in a TV spot. For a CHR, the choice of
music becomes critical. Unlike many niche
formats whose core artists mine a similar
vein, the music chosen for a CHR spot
defines both a station’s variety and its
boundaries.

WDRQ/Detroit chose a music positioning
spot from IQ’s “ID” series. In addition to
showing video snippets from across the CHR
spectrum — from Britney Spears and Cher to
Matchbox 20 and Will Smith — the screen
seen here also displays the names of 10 core
artists.

Another thing about this spot is that it
adheres to the mantra of repetition
discussed two weeks ago: The phrase
“Today’s Hit Music” is spoken four times and
flashed on-screen three times, and the
station logo turns up often as well.

of situation and upset our subscribers.” One thing that
hasn’t been ruled out, Carstensen adds — and this is

new technology — is the development of strategic
partnerships with content providers.
So for now the “Internet car” is at least a year away,

but it’s a development we'll be watching. How many Fo

ears will it grab? How many dollars? And how can ra-
dio prepare? Now is the time to start thinking about it.

If you'c like to see your station’s ad in the TV SPOTIight, send at least three screen shots
R ; and a description or a videotape copy of the spot to MMS Editor Jeff Axelrod at R&R,
where radio might be able to take advantage of the 10100 Santa Monica Blvd., Fifth Floor, Los Angeles, CA 90067.

This TV SPOTlight brought to you by

The TV Placement System for Radio.

(800) 581-3277

STV

FO RWARD _sales & Promotion Planning Calendar

September 12-18 Flower Week, National Courtesy Week, Farm Safety Week, National Child Care Week

September 12-18

@ 13

Respect for the Aged Positive Thinking Day
Day Defy Superstition Day
National Chocolate National Peanut Day
Milkshake Day Faulty Day
The Monkees debuts
(1966)

14 15 16 17

18

National Cream-Filled Felt Hat Day Working Parents Day Citizenship Day National Chocolate Day
Doughnut Day National Creme de Collect Rocks Day Nationa! Apple National Play-Doh Day
Eat a Hoagie Day Menthe Day National Cinnamon Dumpling Day New York Times first
Unclear ideas Day First lobotomy g Raisin Bread Day published (1951)
performed in USA Today debuts The Addams Family
U.S.(1936) (1982) debuts (1964)
Mork & Mindy debuts
(1978)

TION HAS NO LIMITS.

YOUR BUDGET DOES.

=

-
Bﬂ
PICTURE

Big Picture Creative. Television spots for radio.

972.818.1400 www.higpicturecreative.com
contact Heather Hall or Mark McGovern
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How to get
higher ratings

(on a lower butget

TV is getting wildly expensive. Billboards are essentially mind with multiple exposures of your message. And we

a reminder medium. Direct mail gets thrown away. use the latest techniques in database marketing to
More and more radio stations across America are maximize the effectiveness of your program.
realizing that the most cost-effective way to get significant If you're thinking about commissioning a Fall ‘99
ratings increases is through telemarketing. telemarketing project, call Joe Heslet, Brent Lightfoot, Hans
And now you can get your telemarketing from an expert: Bengard, or Kurt Hanson, toll-free, at 1-877-4-NEW-TSL.
Recall Telemarketing. We're radio's We're not a direct-mail house

that does some telemarketing
CLloaull®  work on the side. We're the
specialist you'll want on your
side -- because we'll get you
results!

first pure specialist in telemarketing. [ ot Later Lona |
We make our calls from radio's o
T e

largest and most technologically
4
| Do Lug
4

advanced telephone center. We make "= -
sure that your station stays top-of- .

1

Recall
Telemarketin

Radio's first and only specialist in telemarketing

1-877-4-NEW-TSL

Recall Telemarketing utilizes the full range

of direct marketing techniques, but our
specialty is the toughest and most important
portion of the project: the telemarketing portion

180 N. Wabash, Suite 201

Chicago, IL 60601

-
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Kneeling Elephant
Taps Tipp As GM

Kass

Promotion veteran Steve Tipp
has been appointed to the newly
created GM post at Kneeling El-
ephant Records. the joint venture
imprint between ARTISTdirect and
RCA Records. Based in Los Ange-
les, he reports to label President
Don Muller.

Tipp previously was Sr. VP/
Promotion at Reprise Records.
Prior to that he was VP/Alterna-
tive Promotion at Reprise and VP/
Alternative Promotion & Market-
ing for Columbia Records. He
also has held similar positions at
Warner Bros. Records and IRS
Records.

In related news, ARTISTdirect
has tapped Allan Kass as VP/Sales.
reporting to CEO Marc Geiger.
Kass joins ARTISTdirect from
Turner Sports. where he was also
VP/Sales. Previously he was Head/
Sports Marketing Sales for Tribune
Broadcasting’s KTLA-TV/Los An-
geles and held a similar post at
WTAF-TV/Philadelphia. Kass be-
gan his career at CBS Records,
working in sales and forecasting.

Classic Hits Flip
Marks Day In The
Life Of WCKW/N.O0.

WCKW/New Orleans has
flipped to Classic Hits after more
than a decade as a Crescent City
Rock outlet. The station, owned by
222 Corporation, made the change
Aug. 12 after a series of stunts that
included a day of all-Frank Sinatra,
a day of all-Elvis Presley and a day
of all-Beatles that culminated with
an entire hour of “A Day in the
Life”” At that point. an announce-
ment was made to listeners, and the
station repositioned itself as “The
Point™ by playing the Rolling
Stones™ “You Can’t Always Get
What You Want.”

Noting that the new format is
aimed at adults 35-44, WCKW PD
Ted Edwards told R&R the playlist
will focus on the late "60s through
the early '80s. “We're looking for
a position in the market to occupy,”
he said. “This particular mix will
serve that audience well. This is
going to be hit-oriented. There will
be titles that are pretty much clas-
sic rock songs, but most of it will
be non-urban hit singles.”

The entire airstaff exited follow-
ing the flip. “We really wanted to
show that we're a new radio sta-
tion at an old frequency.”
Edwards noted. “All that remains
from the old station are the fre-

Newsbreakers

Interscope multiplatinum artist Brian Setzer got together with legendary
Beach Boy Brian Wilson to record a duet of “Little Deuce Coupe” for Surf-
dog/Hollywood Records’MOM 3 album benefiting the Surfrider Founda-
tion. Surfdog President Dave Kaplan (r) joins the two musicians in front of
— what else? — a flamed deuce coupe.

e

Whaley Gets New

Ak

Post At New Wave

"

[1 Basque steps in as PD at KPOl/Honolulu

New Wave Broadcasting
has elevated Active Rock
KPOI-FM/Honolulu PD
Brock Whaley to Director/
Programming, New Wave
Hawaii. At the same time,
KPOI Asst. PD/MD Nikki
Basque has been elevated
to PD/MD.

In his new role, Whaley
will assist the PDs of
KPOI. CHR/Rhythmic
KQMQ-AM & FM.
Country KKHN-FM and new
AC/Hawaiian KORL-FM. “I'm
enjoying my schizophrenia, lis-
tening to four formats at once,”
Whaley told R&R. “I’m very ex-
cited about Nikki becoming PD
— she works hard and she gets it.

Whaley

You really can’t say any-
thing better in terms of a
Rock PD."

Basque added, “I've been
here for six years as MD,
and I love the station and
the market. It’s the dream
job of my life to be the PD
of KPOIL.”

A 28-year veteran of
Rock radio, Whaley has
spent most of his 15
years in Hawaii with
KPOI through its various Rock
incarnations. He has also spent
time at WMET/Chicago, KEZY/
Denver and WSHE/Miami. Prior
to joining KPOI, Basque worked
in the marketing department of
Hits.

Krugman Comes To Capitol For SVP Duties

Capitol Records has
tapped Jay Krugman as
its new Sr. VP/Domestic &
International Marketing.

Based in Los Angeles, he [/

reports to President/CEO
Roy Lott.

“I'am thrilled to have Jay
join us at Capitol Records,” g
Lot said. “Because of the [
breadth of his expertise
and experience, he will
strengthen Capitol’s already
significant marketing prowess with
respect to all its artists and provide
considerable leadership during
these exciting but challenging times

Krugman

in our business. In addition,
| the expanded global role of
this position will ensure
greater coordination of our
marketing plans on a
worldwide basis™

Krugman joins Capitol
from Arista Records, where
for the past three years he
served as Sr. VP/Marketing.
Before that he spent 10
years at Columbia Records,
the last six as VP/Market-
ing. He began his music industry
career in 1976 as a producer and
recording engineer.

quency and the call letters.”
Although Edwards may eventu-
ally explore the possibility of hir-
ing air talent, lre said. “We're go-
ing to be a jukebox right now. We
need to establish a music position.
We wanted to do that as cleanly as
possible. At some point we’ll ex-
pand, but it probably won’t be all

dayparts.”

WCKW will continue to air The
Bob & Tom morning show. and
Edwards is looking for a local host
to complement the syndicated pro-
gram. He added. *“We’re looking for
someone to take this great syndi-
cated show and make it sound as
local as possible.”

wawwww americanradinhistaory com

OM of Jones' Oldies format.

ment and video departments.

Jones Takes Holiday As Dir./Contemporary Prog.

J ones Radio Network has promoted Jon Holiday
to Director/Contemporary Programming. In his new
position Holiday will oversee five of JRN’s 24-hour for-
mats: Good Time Oldies, Adult Hit Radio, Soft Hits,
Rock Classics and NAC. He will also work with the
OM in each format. Holiday most recently served as

“The idea here is to bring as much in the way of
specialization and resources to the general oversight
of our programming from those with the greatest level
of experience in those specific areas,” JRNVP/GM Phil
Barry commented. “Jon’s multiformat background
makes him the ideal person for this position *

Holiday’s experience spans more than 20 years in
radio, including stints as OM/PD of WCJX (now WPOW)/Miami and as PD
of WQAM/Miami. He's also worked atWNHC/New Haven WTIC-FM/Hart-
ford and WXLO-FM/Worcester, MA.

Naftaly Now Arista VP/A&R-Office Of The Pres.

A rista Records has promoted Keith Naftaly to the
newly created post of VP/A&R-Office of the Presi-
dent. Based in New York and reporting to President
Clive Davis, Naftaly’s expanded duties will include co-
ordinating and interfacing, on behalf of A&R and Davis,
with the promotion, creative services, artist develop-

“Keith has been an intensely dedicated executive
who has become a key member of A&R; Davis said.
“He has worked very closely on the Whitney Houston,
Monica, Deborah Cox, Next and LFO projects, just to
name a few, and his efforts have significantly contrib-
uted to these current and future multiplatinum projects””

Naftaly joined Arista as VP/A&R in 1995. Prior to
that he wasVP/Programming for KKBT/Los Angeles and KMEL/San Fran-
cisco and also served as KMEL's PD and MD. Naftaly began his music
career in 1980 as Music Coordinator at KFRC/SF.

Holiday

Naftaly

e e

FCC

Continued from Page 1

The test vehicle will be the En-
forcement Bureau, which should be
open for business by this fall.

This consolidation is driven,
Kennard told Congress, by the
Internet and other technologies that
“erode the traditional regulatory
distinctions between different sec-
tors of the communications indus-
try.” The 1930s structure of the
agency makes little sense in an age
in which cable companies are get-
ting into long distance and vice-
versa.

The commission also hopes to
streamline its functions further and
make the trains run a little more ef-
ficiently. The goal is to “become a
“one-stop digital shop® where form-
filing and document-location are
easy and instantaneous.”

The agency has already man-
dated electronic filing of applica-
tions and other forms. Another step
would be to cut down on the turn-
around time for processing applica-
tions by acting on petitions for re-
consideration “that do not raise sig-
nificant new issues” within 60 days
after the record closes in a particu-
lar proceeding. The plan proposes
the elimination of the current back-
log of broadcast processing within
five years.

Despite setbacks in court in recent
years, the FCC will also forge ahead
with steps to reach out to women,
minorities and small-business own-

ers. The efforts appear relatively
mild, however, with thoughts of
holding educational forums on
broadcast auctions and events that
will bring these under-represented
groups together with captains of in-
dustry.

Industry leaders, consumers,
state and local governments, aca-
demics and FCC staffers gave their
two-cents’ worth at a series of pub-
lic forums on the five-year plan that
were held in recent months at com-
mission headquarters. Among the
suggestions to come out of these
enclaves: Streamling the Mass Me-
dia Bureau so that it takes on a
policy, not licensing. role: promot-
ing of broadcasting diversity: and
even providing free parking for the
FCC employee of the month.

A Simple Plan

Rep. Billy Tauzin, the powerful
Chairman of the House Commerce
Telecommunications Subcommit-
tee. called the plan “a good first
step.” But, he added. “"Reorganizing
the agency isn’t enough.”

Tauzin said last week that he ex-
pects the subcommittee to intro-
duce “comprehensive FCC reform
legislation designed to restructure
the agency and rein in much of its
'perceived’ authority in areas such
as conditioning telecommunica-
tions mergers, mandating free air-
time for political candidates and es-
tablishing microradio stations.
These are all matters in which Con-
gress should have a voice.”
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BEHIND

EVERY
AWARD

THERE IS

plenty of hard work.Tons of expended enargy. All

kinds of long hours. A variety of different people.

A whole bunch of good attitude. Huge amounts

of ordering out. A plethora of creativity. Pites of

sacrifice. Heaps of brain farts. Mounds of caffeine.

A-pleasant atmosphere. And never nearly enough

thanks. Thank you to anybody and everybody

that made GROOVE ADDICTS the best in radio

imaging & jingles. The end definitely justifies the

means. Come visit us at the NAB Radio Show in

Orlando, August 31 - September 2, Booth 1200.

CONGRATULATIONS TO OUR 1999 WINNERS!

THE NEW YOFK FESTIVALS R&R MAGAZINE THE NEW YORK FESTIVALS PROMAX
Gold WorldMedal #1 Radio Station Bronze WorldMedal Silver Medallion
KACE Los Angeles KODA Houston FFN Hanover, Germany KTWV Los Angeles
R&B Oldies Jingles AC Radio Farmat CHR Jingles Smooth Jazz Jingles

WWE'RE PROUD TO ANNOUNCE THE FORMATION OF GrooveMann RADIO SYNDICATION SERVICES AND OUR NEW BARTER
opPORTUNITES. Virus, FOR C—R/POP/ ALTERNATIVE FORMATS, Breakdown, THE NEXT GENERATION OF JAMMIN' R&B OLDIES JINGLES, Country
Impact, A FULL SPECTRUM COUNTRY JINGLE PACKAGE, Extreme Noise, AN IN-YOUR-FACE SWEEPER ID packace, Kool Moves, For Ursan AC

ForMATS AND THE Who Did That Music? Library, FIRST TIME AVAILABLE ON A BARTER BASIS.
FOR MORE INFORMATION CALL US AT (800) 400-6767.
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Women
Continued from Page 1

glass ceiling.” she says. “I'm the
last person to talk about the glass
ceiling. | have never been passed
over for a male who wasn’t better
than me. Sure, I've been passed
over for political reasons, but if I'd
been a guy, I still would not have
gotten the job, because the other
person was better politically con-
nected than I was. | believe that it
comes down to making the bottom
line and meeting and exceeding the
marketplace. That’s all people care
about — and that’s all people
should care about.”

A Thousand Worlds Away

“I got into radio in 1977 — a
thousand worlds away from today,”
notes Mary Quass. “There were

Kramer Quass
very few women in the business, pe-
riod. Women were just making in-
roads into sales. But women got into
sales because it was performance-
based. and nobody cared if you were
a male or female rep. Now 60% or
more of the people in sales are
women, and a lot more are advanc-
ing into sales management jobs.”

Quass did some major advancing
of her own. She held licenses to
three Cedar Rapids. 1A stations and
a sign company when Steve Hicks
came along a couple of years ago
and convinced her to merge her op-
erations into what is now Central
Star, a 56-station, 14-market Mid-
west group for which she bears the
President/CEO title. The group falls
under the AMFM umbrella.

In the 10 years since Judy Reich
first became a GM at WLTJ-FM/
Pittsburgh, she’s seen a subtle
change in the way female GMs are
perceived. “Some advertisers
thought at first they could beat us
down on price,” she says. Reich,
who last year was hired by ABC to
build a client base and an audience
at its Radio Disney WSDZ-AM/St.
Louis, says that once advertisers
learned negotiating price wasn’t any
different with a man or a woman, it
became business as usual.

WCBS-FM/New York GM
Maire Mason joined the station 20
years ago as a sales rep and believes
there’s a natural progression from
sales to NSM to LSM and then to
GSM. “Sales is very accessible to
women, and we have been very suc-
cessful at selling.”

Paving The Way

These are women of what used be
called “The Now Generation.”
While they were, and are,
trendsetters, there were some doors
that needed opening in the macho
media world where few women
were admitted before the *70s (and
then usually relegated to reception-

Newsbreakers

ist or clerical positions in broadcast-
ing). “Women under 45 will often
say to me, ‘I never had a problem,
but that’s because you guys paved
the way for us,”” says RTNDA
President Barbara Cochran.

Cochran was a young woman
with a young child in the early
1970s when she landed an impor-
tant management job at the now-
defunct Evening Star, then the
heavyweight afternoon daily in the
nation’s capital. The paper’s ideals
and internal policies hadn’t
changed much in its 150 years of
publishing, which Cochran, then
known as Barbara Cohen, soon dis-
covered.

“At the start | tried very hard to
never do something different than
a man would have done it, never
letting child-care get in the way of

e

Ellis Gerard

work. It’s really sort of inhumane.”

Cochran says some women still
occasionally come across vestiges
of that bygone day. “When you
bump your head against the glass
ceiling. you say, "Would that have
happened to me if 1 were a guy?’
And the closer to the top you get,
you begin to wonder if your gender
does play a role in whether you get
the next job.”

There's mixed news from a re-
cent RTNDA "newsroom survey:
The number of women radio news
directors fell from 28% of the work
force last year to 20% in this year's
survey. But the number of women
in TV news rose to 39% — the
highest percentage ever. And, said
the survey, “They were consider-
ably more likely to be assistant
news directors and executive pro-
ducers than they were three years

»

ago.
Balancing Act

Cochran says one of the most
difficult hurdles women face today
is not directly job-related, but “bal-
ancing family life and your work
life. Almost everyone who has
done it successfully has said it’s
because they had a supportive
partner [or had support at work or
from family].”

Cochran, and many of the other
women managers R&R spoke
with, believes that if companies
want to take full advantage of the
potential work force, these compa-
nies will continue to include work-
place daycare facilities and offer
flexible work schedules and time
off when necessary so that moth-
ers — and parents in general —
can attend to family matters.
“Companies need to work harder
at taking the taboo out of the need
of people to take time off,”
Cochran said.

Judy Ellis — Sr. VP/Market
Manager for Emmis’ New York

cluster of WQCD-FM, WQHT-FM
& WRKS-FM — agrees with
Cochran that “personal issues” are
one of women’s toughest hurdles
in the workplace. “Women want to
have families, and this is a busi-
ness that takes a lot of time and
energy. You want that emotional
satisfaction that comes with hav-
ing a family, and you also want to
have a career. | think the biggest
hurdle for women is that we don’t
have wives — the June Cleaver
type.”

Ellis has benefited from “a lot of
opportunities in radio, and 1
thought being a woman was a
plus. These companies want diver-
sity. For women, one of the issues
is whether we are doing what we
know is right for our families and
giving our careers enough atten-
tion. Men don’t have to make
those decisions. Traditionally, they
don’t have to worry about being
pulled in two different directions.
When the kids are sick in school
and the school nurse calls. it’s the
mother who gets the call.”

Monte Maupin Gerard — GM
of Susquehanna’s WFMS-FM &
WGL-FM/Indianapolis and the
mother of two small children —
agrees that the balancing act needs
to be a team effort to be success-
ful. “Sometimes you work from
6pm to 9pm as hard as you did
from 8am to Spm. 1 do an ‘A’ list
and a ‘B’ list every day, and some-
times the ‘B’ things roll on for
days. You have to have a super
partner, a contributor. 1t’s not a 50-
50 split. 1t’s got to be a 100-100
split. Sometimes you have to get
help outside the home.”

And sometimes the balancing
act gets out of kilter. “'1 don’t think
there is such a thing as balance,”
says Meloy. “One week [AMFM]
gets every pint of blood from me;
the next week my 1 1-year-old son
DJ needs it, and he gets it. If you
try to balance it, you’ll drive your-
self nuts. The trouble with women
is that we try to be super-people all
the time ... and when we’re not, we
feel guilty. We've got to be great
moms, great managers, great
wives and great partners. And we
are, but we can’t do it all at the
same time. You’ve got to set pri-
orities. They can change every day,
and sometimes three times a day:
‘T've got a budget meeting today,
and I have to pay attention to the
budget. Tomorrow is the first day
of school, and I have to focus on
that.””

Big Girls Don’t Cry

That balancing act forces some
to reconsider their options. “When
you reach 35 or 37 years of age,
that’s about the time you’ll be pro-
moted into management,” figures
Keri Littlefield, GM of ABC’s
WBAP-AM, KACS-FM &
KMEO-FM/Dallas. “And then
some women decide, ‘T just don’t
have the time to balance.” When
you have three kids at home, it
may be to hard to balance a career
and take on a management posi-
tion. I’} bet that if you have a
management position open, out of
20 people, you may have only
three women who want to take it
on and 17 men.”

waany amaoricanradinohictian, caom

Realworld Records.

labels”

Music Group.

Virgin Assoc. Labels Names Carruthers VP/Mktg.

irgin Associated Labels has promoted Malcolm
Carruthers to VP/Marketing. Based in Los An-
geles, he reports toVirgin Records America Exec.VP
Ken Pedersen and will work with such labels as Narada
Records, Higher Octave Records, Domo Records and

‘Malcolm brings to the associated labels years of
experience from working within the Virgin system, both |
in the United States and internationally,” Pedersen said.
“His perspective on the mechanics of the marketplace
will be a valuable asset to the growth of the associated

Prior to his new position Carruthers was Director/
Special Projects for the Virgin Group Worldwide. Be-
fore that he was International Product Manager for the U.K.-based Virgin

Carruthers

Women are different and handle
stress differently. But, warns
Littlefield, “There is no crying in
business. Women are sometimes
more emotional than men, but
there is no reason that you should
be crying when men are not. This
really still is a male-based busi-
ness when you get into manage-
ment.”

In rapid fire, she offers newcom-
ers some helpful hints to reaching
success: “Stay focused on your
long-term goals. Build relation-
ships with your bosses and with
your management teams and get to
know them, to understand them
and be able to talk to them. Read
the sports pages, learn golf. So
much business is done over golf-
ing events.”

Quass’ advice: “Accept that
change is part of our lives. Look for
the opportunities. Right now, what
we’re going through as an industry,
as difficult as it is, gives some
people opportunities that they've
never had before. We are literally
writing the future right now.”

And consider the Internet, says
Gerard. “The Internet is becoming
a bigger part of life and a larger
part of our revenue stream. Read

about it, use it, make time to dis-
cover it. The Internet is to radio
what cable is to TV. We have to
embrace it.” Gerard predicts that
soon it will be commonplace for
stations to create a management
title of “New Media Sales Direc-
tor” on a par with local or national
Sales Manager positions.

“We should be real students of
our industry” in order to be able to
have vision down the road. Meloy
believes. “It’s not a matter of what
I'm doing today, but what 1 will be
doing in 36 months. I don't think
we have a lot of visionaries in this
industry. What separates the men
from the boys, the girls from the
women. is who can separate their
day-to-day business and be able to
look down the road. The share-
holder expects you to produce this
quarter, but this quarter goes by
pretty quickly — and then where
are you?”

But in the end, says Kramer, it
really boils down to basics. “People
have to just be themselves, regard-
less of whether they are men or
women. It’s a style thing. It doesn’t
matter if you’re running a radio sta-
tion or flipping a burger. You do the
best you can do.”

Ames
Continued from Page 1

abroad as both an entrepreneur and
within a corporate setting and won
the respect of colleagues and com-
petitors alike. Reporting to me
through [Time Warner President}
Dick Parsons, Roger will be work-
ing with the best team of executives
in the music business. With Roger
at the helm, I'm confident we’ll
have a smooth transition and begin
a new era of growth and excitement
for Warner Music Group.”

Ames has been a member of the
senior management team of Warner
Music International since last April.
Before he joined the company he
had served as President of the
PolyGram Music Group since
1996.

“Roger i1s a multidimensional
music man and executive with im-
mense ability and broad experi-
ence.” Parsons noted. “He has the
ideal background needed to run a

vertically integrated global com-
pany like Warner Music Group and
to build on what Bob Daly and
Terry Semel have achieved. 1 look
forward to working with him as we
relocate the corporate operations of
Warner Music Group to"New York
City and make Warner Music
Group the premier global music
company of the new millennium.”

Ames started his career in the
music industry with EMI U.K. in
1975. In 1979 he joined PolyGram
U.K. in the A&R department at
Phonogram Records. He moved
over to the newly restarted London
Records in 1983 as GM, later ris-
ing to Managing Director. In Janu-
ary *91 Ames was appointed Chair-
man/CEO of PolyGram U.K.

Ames said, “Warner Music
Group has a legendary history, and
I intend to honor the company’s
heritage and work closely with our
label executives and Time Warner
to move the company toward new
heights.”
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Ne wsbreakers

® KEITH LEACH is tapped as Station
Relations Representative by Talk
America. He was previously Produc-
tion Director.

® C.J. JONES is the new GM of Saga
Communications’ six-station group in
lceland. His last position was President/
CEO of Jones Eastern Group.

“ National Radio

OCNNRADIO NOTICIAS’ Spanlsh-

language news programming is now
available through MediaAmerica. Ser-
vices include newscasts, 24-hour news
programming and the A la Carta
Internet audio news service; (404) 827-
4771.

®* WESTWOOD ONE will syndicate
SportsLine USA’s The Drive, airing
10am-2pm ET. SportsLine will also pro-
duce two new Sunday shows for WW1:
NFL Today, a 90-minute pregame show
airing at 11am ET, and NFL Sunday, a
one-hour highlight program airing at
7:30pm ET; (212) 641-2052.

In otherWW1 news, Big John Howell
will host Country Gold Saturday Night,

beginning Sept. 11.The show airs Satur-
days 7pm-midnight ET; (212) 641-2177.
WW1 and the MTV Radio Network
offer The Best of the MTV Video Music
Awards, a one-hour program to air Sept.
-8; (212) 641-2177.WW1 also covers
the boxing match between Shane
Mosely andWilfredo Rivera, Sept. 25 at
9:30pmET; (212) 641 2177

® LISA KNORR is
raised from Dir./
Publicity to Sr. Dir/
Publicity for Atlan-
tic Records.

Knorr

® MICHAEL HAR-
RIS is promoted to
VP/Finance & Ad-
ministration, Jazz
& Classical for
Capitol Records.
He was most re-
cently Sr. Dir./Fi-
Harris nance & Adminis-

tration for the Blue Note and- Ange! la-
bels.

e ILENE
DAVIDOW is
upped to CFO,
North America for
V2 Records. She
had been acting
CFO.

Davidow

e JONATHAN
WHEELDON is
appointed CFO at
Universal Music &
Video Distribu-
tion. He last
served as CFO of
Polygram’s audio
and film divisions
in Spain.

Wheeldon

® ELOISE BRYAN is promoted to
VP/Recording Administration for
Universal/Motown Records Group.
She was formerly President of
Chaos Control.

” i £h ot v . <-\.v
Oldies: WWSW-AM/Pittsburgh
will air Pittsburgh Steelers games
for 1999-2000. Coverage includes
a two-hour pregame show hosted
by Bill Hillgrove, Tunch Ilkin and
Myron Cope.

Sports: WIOX-AM/Birmingham
adds The Cheap Seats, hosted by

PROS ON

THE LOOSE

Bill Crawford — Afternoons
KODZ/Eugene, OR (541) 343-
5997

Rich Creeger — PD/mornings
KSLX/Phoenix (602) 363-9546

David Hagen — ND/morning co-
host WWDC/Washington (301)
847-0611

Mike James — Morning show
producer KDKB/Phoenix (602)
381-0519

Randy Armistead and Ian
Fitzsimmon, airing 1-3pm ...
WEEI-AM/Boston launches The
Dennis & Callahan Show from 6-
10am, hosted by John Dennis and
Gerry Callahan.

Radio: CBS Marketwatch.Com
adds six new affiliates — KCBS-
AM/San Francisco, KLUV-AM/
Dallas, KKFN-AM/Denver, WBBM-
AM/Chicago, WBOB-AM/Cincin-
nati and WCCO-AM/Minneapolis —
to its business and financial news net-
work ... Debby Nichols becomes
Affiliate Relations Consultant for
Wisdom Radio.

Records: Erlinda Nicolas-Barrios
is promoted to VP/Finance for Fully
Loaded Records. Sonya Brown-
Chisley is upped to Licensing Co-
ordinator ... Ileane Santana is
named Dir./Corporate Communica-
tions for BMG Entertainment ...
Paige Ross is tapped as Sr. Dir/Li-
censing for Virgin Associated La-
bels ... Shane Barrett is appointed

Manager/A&R at MCA Nashville
... Alberto Garcia rises to Dir./
Warehousing & Distribution for
Sony Music International.

Industry: Clark Novak joins Telos
Systems as Marketing Specialist ...
Brad Morrison is retained as a
business development consultant
by CDbeat.com ... Michael Down-
ing is appointed COO of EveryCD
... Susan Blond Inc. has moved.
The new address is 50 W. 57th St.,
New York, NY 10019. Phone and
fax remain the same.

WSSR-FM/Tampa PD Scott
Chase, wife Angela, son Chase
Scott, Aug. 14

WWSW-AM & FM/Pittsburgh
Administrative Asst. Laura Anto-
nio, husband Bernie, son Nicholas
Aug. 10.

NATIONAL
RADIO
FORMATS

ABG RADIO NETWORKS
(972) 991-9200

Classic Rock

Chris Miller
No adds

Hot AC

Steve Nichols
98 DEGREES | Do {Cherish You)

Starstation

Peter Stewart

ERIC CLAPTON Biue Eyes Blue

RICKY MARTIN She’s All That | Ever Had

N SYNC w/GLORIA ESTEFAN Music Of My Heart

Touch
Ron Davis

MARY J. BLIGE w/ARETHA FRANKLIN Don't Waste Your ...

REEL TIGHT Reasons
KIRK WHALUM Sax In The Garden

S SR )

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

Rock

INDIGENOUS Got To Tell You
PANTERA Cat Scratch Fever

SHADES APART Stranger By The Day

Alternative
CHRIS CORNELL Can’t Change Me
KiD ROCK Cowboy

CHR/Mot AC
LOU BEGA Mambo No. 5
"N SYNC w/GLORIA ESTEFAN Music Of My Heart

JORDAN KNIGHT | Could Never Take The Place Of...

SIXPENCE NONE THE RICHER There She Goes

Mainstream AC

FLEMING & JOHN Ugly Girl
LENNY KRAVITZ American Woman
TRAIN Meet Virginia

Lite AC

'N SYNC w/GLORIA ESTEFAN Music Of My Heart
FLEMING & JOHN Ugly Girl

RICKY MARTIN She's All | Ever Had

JOEY MCINTYRE | Love You Came Too Late

REO SPEEOWAGON Just For You

NAC
CANDY DULFER Nikki's Dream
JANGO How Long

uc
BRIAN MCKNIGHT Back At One
PRINCE Extraordinary

BROADCAST PROGRAMMING
Walter Powers » (800) 426-9082

Mike Bettelli
ERIC CLAPTON Blue Eyes Blue

Mainstream AC

Mike Bettelli
ERIC CLAPTON Biue Eyes Blue

Soft AC

Mike Bettelli
CHRIS GAINES Lost in You
ERIC CLAPTON Blue Eyes Blue

CHR

Josh Hosler

BLINK 182 What's My Age Again?

MARIAH CAREY Heartbreaker

JORDAN KNIGHT | Could Never Take The Place Of...

Hot AC

Josh Hosler
No adds

Urban Contemporary

Josh Hosler

LiL’ TROY Wanna Be A Baller
BRIAN MCKNIGHT Back At One
GINA THOMPSON Ya Di Ya
TLC Unpretty

Alternative

Teresa Cook

BUCKCHERRY For The Movies
CHRIS CORNELL Can't Change Me
NINE INCH NAILS Star«uckers Inc.

R U R e

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

Hot AC

Yvonne Day
JEREMY TOBACK You Make Me Feel

New Rock

Steve Leigh

CHRIS CORNELL Can’t Change Me
KiD ROCK Cowboy
KOTTONMOUTH KINGS Bump
OUR LADY PEACE One Man Army

TIT LA TEIGIALAE A

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

Adult Rock & Roll

Jeff Gonzer
No adds

Soft AC

Andy Fuller
CHRIS GAINES Lost In You

Bright AC

Jim Hays
BLESSID UNION OF SOULS Hey Leonardo (She...)

& more

Now heard on
KLSX-FM Los Angeles,
KOTK-AM Portland

Topic Driven - Caller Intensive
Live 10p-1a pst

| Listen 24/7 at
fisherentertainment.com

Fl’sén

ENTERTAINMENT

waanar amaoaricanradiohictornsz cam
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“From 23" to 3rd jn one book!”

Dear Radio Professionals:

It's nice to know radio can still prod
the new KXJM. But research studie

people do.

A In creating the new Jammin’ 95.5

* programmer Mike Dirkx made the tough call

«For Paul Allen’s first entry into radio, we had tc gua
enry and Paragon Research. The results of

That’s why we chose Mike H

their market research, format recomm

speak for jitself. Jammin’95.5 debuted #3 in Po
ity Radio, not only supported the plan, but they

senal of sign-on marketing.

The new owners, Rose C
provided format specialists and an ar

Program Director John Christian gave a new radi
prized possession: a heartbeat. Radio success in

Maintaining success over the long

From WXBQ in Johnson City (TN) to wQB

markets ... usually as #1 12+. Anong

“Thanks to Paragon for your continue
tests coming up, and | look forward to a

We have more music

é Other radio greups, including RadioW

such as Rockford and Lafayette. Dav

These three Paragon clients exempl
change. Paragon is prou

term is elusive, but low-profile

Tim McNamara
VP/GM Jammin’ 95.5

uce overnight smash successes like
s alone don’t make overnight successes,

in Portland, VP/GM Tim McNamara and

s internally. McNamara says,
rantee SUCCESS.

endation, and strategic planning
rtland” in its first book.”

o station its most

1999, the old fashioned way.

Bristol Broadcasting makes it look easy.
E in Charleston (WV), Bristol’s Country FMs dominate their

oing client since 1986, Bristol's Operations Manager, Bill Hagy says,

d help in keeping our

orks, Inc., use Paragon to hel
id McAley, Executive Vice President of

ify successful radio operators in the age of m
d to be on their winning teams! Let me know if you

0,_/1/L

Mike Henry
Managing Partner

P.S. If you want
for meetings. Please ré

(407) 996-9840. FYI — On Thursday at 10:30 AM,1amonac

or Loaded Gun’

*Spring 1999 Arbtron, 12+, M-Su 6a-Mid

to talk at the NAB Convention m Orlando, Paragon’s Larry

ach us in advance by phone or email. You can reac
onvention panel entitled “Research: Programming Tool

(303) 922-5600

-y americanrcadiohistons. com

maller markets, especially when you consl

our stations. | can’t say enough about Paragcn’s service and follow-up. Outstanding!”

radio stations on top in our markets.
djusting our libraries for the Fall book.”

p them align multi-station clusters in markets

RadioWorks, Inc., comments,

«paragon helped us strategically align our market clusters in Illinois and Indiana. We got powerful,

actionable studies at a price affordable for our s

ider the value of

edia convergence and sweeping
need another player on your team, t00.

Johnson and | have limited availability
h us in Orlando at the Omni Rosen Hotel,

STRATEGIC PLANNlNG1
« Perceptual Studies
» Auditorium Music Tests
» Focus Groups
» Tracking Studies
» Sales Assessment Studies

» Internet Studies

mhenry @ paragon-research.com
www.paragon-research.com
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R olling Stone profiles rapper/
rocker Kid Rock and his

rise to the top. Rock, a.k.a. Bob
Ritchie, educates unsigned art-
ists on how to get a record deal:
“The A&R guys flew in to see my
show. After | was like, ‘You know
who | am? I'm gonna be fucking
Elvis! they said, ‘We've got this
band, Sugar Ray’' | was like,
‘Dude, | get way more pussy than
him. Just talking shit. And they
signed me up.”

Rock also emphasizes the posi-
tive message behind his image
and songs. “f guess | just want to
let everybody know it’s ali right to
be who you are, it's all right where
you come from. | do feel like white
trash. In a lot of fucking ways | am,
technically. | like to drink beers,
smoke. I'm not trying to date the
prom queen.”

Behind
Behind The Music

VH1’s highest-rated show, Be-
hind the Music, is examined in TV
Guide. “| knew Behind the Music
was going to be big when every-
body started raving about the Tony
Orlando episode,” explains VH1
President John Sykes.

“People in the music industry
love this series,” says VH1's Jeff
Gaspin. “They say, ‘I want one. |
was important too. | swear to God,
people pitch us their stories and
describe the downs in their life:
‘Well, | was on heroin. It's like,
‘Great, what else have you got?”

Headbanger’s Maul

“Wrestling is more rock 'n’ roll
than rock 'n’roll is anymore. It's all
bombs and fire and smoke and
sex and muscles and long hair’ —
Dave Mustaine of Megadeth,
whose video for “Crush 'Em” fea-
tures professional wrestler Bill
Goldberg, expresses his fondness
for the squared circle (Entertain-
ment Weekly).

Helping Hands

Harper's Bazaar put Lauryn
Hill on the cover, profiling her and
other celebrities who donate time
to hands-on charities. The 'zine
highlights the outreach and men-
toring programs of Hill's Refugee
Project, as well as Camp Hill, a
summer retreat for inner-city kids.
Other charitable celebrities include
Missy “Misdemeanor” Elliott,
Shania Twain and country singer
Faith Hill.

Another generous country star
is Reba McEntire, according to
the Globe. The singer donated her
barn and 40 acres of property to
the Nashville 4-H Club to use as
its permanent headquarters.

NO POOP FOR POP — “As a lot
of my older stuff was getting noticed,
| feit | had to come up with some-
thing really good right now or | was
going to turn into a statue in a bad
neighborhood that gets shit on all the
time” — lggy Pop discusses the in-
spiration behind his latest offering,
Avenue B (Interview).

Ain’t Nuthin’ But
A Twang Thang

“I'm thinking it'll mix with coun-
try music. Rap is a part of every
musical element except country;
that’s the last piece. Once the
country music world welcomes it
in, it will be the biggest shit in the
world. That's the only thing we're
waiting on, that last piece of re-
spect” — Snoop Dogg ponders
hip-hop’s future (interview).

Cher-ing The Remote

TV Guide puts resurrected pop
diva Cher on its cover and details
her up-and-down career. “1 keep
hoping I'm going to catch that
Frank Sinatra wave and never
have to prove myself again,’ she
confides. While “Believe” may have
been a No. 1 hit, Cher realizes that
being a hip mom is a daunting task.
“I think I'm cool, but | am sooo
uncool to my children. I'm, like, so
corny. Everything | do embarrasses
themtonoend”

(Pride) In The
Name Of God

U2 frontman Bono provides an
introduction to the Book of Psalms
in Grove/Atlantic’s version of the
King James Bible. Each book will
be a separate volume prefaced by
a pop or literary icon. In his pref-
ace Bono says he felt a connec-
tion with Goliath-slayer David,
whom Bono deems ‘the Elvis of
the Bible” The singer also reflects
on the two quarreling religions in
his homeland of Ireland — Protes-
tants and Catholics: “The Prods at
that time had the better tunes, and
the Catholics had the better stage
gear. Roman Catholicism is the
glam rock of religion, with its
candles and psychedelic colors”
Bono abandoned both for a “differ-
ent kind of religion ... being in a
rock 'n’ roll band” (Rolling Stone).

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

Hot new music-related World
Wide Web sites, cool cyber-
chats and other points of inter-
est along the information su-
perhighway.

* DEEP BLUE SEA (Warner Bros.)

m * AMERICAN PIE (Universal)

: Single: TONIC You Wanted More
* Tune in to a live chat with

country artist John Conlee at

Billy Bob's Texas Live Chat on

Wednesday (8/25) at 10pm ET/

7pm PT (www.twec.com).

On The Web

* Access a recent perfor-
mance from the Pushstars on
Sunday evening (8/22) at
9:30pm ET/6:30pm PT, no mat-
ter what little town you may live
in (www.liveconcerts.com). E

* On Thursday evening (8/26)
find out what's it's like to hear
Macy Gray and Everlast in a
double bill from The Riviera in
Chicago. The fun starts at 8pm
ET/5pm PT (rollingstone.
tunes.com).

* Also on Thursday evening
at 8pm ET/5pm PT Alanis .
Morissette performs live in the
living room of the luckiest

. Alanis and MTV fan in the

* DETROIT ROCK CITY (Mercury)

ELVIS COSTELLO
* TARZAN (Walt Disney Records)

* DICK (Virgin)

ELTON JOHN

* THEWOOD (Jive)

THE MACHINE

iIC & MOVIES

CURRENT

¢ * THE BLAIRWITCH PROJECT (Chapter Iil)
Featured Artists: LYDIA LUNCH, BAUHAUS, MEAT BEAT MANIFESTO

Single: LL. COOL J Deepest Bluest (Shark’s Fin)
Other Featured Artists: SMOKEMAN, CHANTEL JONES, DIVINE

Other Featured Artists: BLINK 182, SUGAR RAY,THIRD EYE BLIND

Singles: PANTERA Cat Scratch Fever
EVERCLEAR The Boys Are Back In Town
Other Featured Artists: KISS, VAN HALEN, DAVID BOWIE
* AUSTIN POWERS:THE SPY WHO SHAGGED ME (Maverick)
Single: LENNY KRAVITZ American Woman
Other Featured Artists: BIG BLUE MISSILE, BURT BACHARACH &

Single: PHIL COLLINS You'll Be In My Heart
Featured Artists: SIXPENCE NONE THE RICHER, JACKSON 5,

* EYES WIDE SHUT (Warner Sunset/Reprise)
Single: CHRIS ISAAK Baby Did A Bad Bad Thing
Other Featured Artists: JOCELYN POOK, VICTOR SILVESTER
ORCHESTRA, OSCAR PETERSONTRIO

Single: MYSTIKAL & OUTKAST Neck Uv Da Woods
Other Featured Artists: BLACKSTREET, ROOTS, DMX
* THE MATRIX (Maverick/Nothing/interscope)
Featured Artists: MARILYN MANSON, ROB ZOMBIE, RAGE AGAINST

WILD WILD WEST (Overbrook/lnterscbpe)
Singles: WILL SMITH Wild Wild West
ENRIQUE IGLESIAS Bailamos
Other Featured Artists: BLACKSTREET, FAITH EVANS, SLICK RICK

Featured Artists: TRICK DADDY f/TRINA & TRE, GEDDY LEE &

¢ Billie wants you ... to tune

. into a cybercast of a recently
_ taped performance. The show
starts at 8pm ET/5pm PT on

“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.

world — and youre in on the ., goyTH PARK: BIGGER, LONGER & UNCUT (Atiantic)
party too! So don't think you're =

“Uninvited” — log on (www. ALEX LIFESON, VIOLENT FEMMES

sonicnet.com).

i Thursday (www.twec.com).

i

MONDAY, AUGUST 30 [

1989/Guns N’ Roses guitarist lzzy |
Stradlin is arrested for public uri- '
nation, harassment and verbal
abuse during an airline flight.

1991/In Nashville country musician
Dottie West, 59, is critically in-
jured in a car accident. She’ll die
five days later.

1995/0n Martha’s Vineyard James Taylor ‘
and Carly Simon perform together
for the first time in 16 years.

Born.: John Phillips (Mamas & The Pa-
pas) 1935 Born: the late Conway Twitty 1933, Barry

TUESDAY, AUGUST 31 | Gibb 1946 .
1969/At England's sle of Wight Pop Fes- | IMMMMAIARIALI

tival, Bob Dylan performs for the | 71978/Teddy Pendergrass performs a '
first time since his motorcycle ac- | concert “For Women Only” in New !
cident three years earfier. York City. |
1974/John Lennon testifies in federal court | 7988/Amnesty International’s *Human
about how the Nixon administration ‘ Rights Now" tour commences at
tried to deport him because of his London’s Wembley Stadium, fea-
personal antiwar convictions. turing Sting, Peter Gabrie!, Bruce |
1988/Actress Julianne Phillips files for [ Springsteen and Tracy Chapman. |
divorce from Bruce Springsteen. | 7989/Cars frontman Ric Ocasek marries
Also ... Bob Seger and actress E model Paulina Porizkova.
Annette Sinclair file for divorce. ‘ Releases: Animal House ST 1978

Born: Van Morrison 1945, Gloria Estefan FRIDAY, SEPTEMBER 3

1957, Debbie Gibson 1970
1955/Bill Haley & The Comets decline
WEDNESDAY, SEPTEMBER 1 their first invitation to tour out-
1967/Boz Scaggs joins longtime high side the U.S. because of their fear
school friend Steve Miller’s group, | . of flying.
the Steve Miller Band. 1967/Folk singer/songwriter Woody
1971/The Sonny & Cher Show premieres | Guthrie, 52, dies.

: RN
Blondie get signed — one way or another

1995/The Rock & Roll Hall of Fame opens
in Cleveland. The inaugural event ‘
features performances by Bob |
Dylan, Chuck Berry, Bruce Spring- ’
steen, Jerry Lee Lewis, Johnny |
Cash, Aretha Franklin, James |
Brown and the Allman Brothers. ‘

on CBS-TV. 1970/Canned Heat vocalist Al Wiison, 27,
1977/Blondie signs with Chrysalis l is found dead of a drug overdose
Records. in Los Angeles. |

 MUSIC DATEBOOK

1982/The Kinks, the Grateful Dead,
Fleetwood Mac, Santana, the
Cars, the Police, the Ramones and
the B-52’s perform before 400,000
at Southern California’s US Festival.

1992/Prince signs a $100 million record-
ing contract with Warner Bros.

Born: Steve Jones (Sex Pistols) 1955

SATURDAY, SEPTEMBER 4

1968/The Rolling Stones’ “Street Fighting
Man" is censored in Chicago and
other U.S. cities because law en-
forcement officials believe it might
incite riots and public disorder.

1986/Madness disband. They’ll reunite
12 years later.

1996/The Smashing Pumpkins win seven
MTV Video Music Awards, including
Best Video for “Tonight, Tonight.”

Born: Martin Chambers (Pretenders) 1951

SUNDAY, SEPTEMBER 5

1978/Former War bassist Morris Dicker-
son sues the band for $300 mil-
lion following his dismissal.

1990/B.B. King receives a star on the
Hollywood Walk of Fame.

1993/Guitarist Dave Navarro joins the
Red Hot Chili Peppers. He'll later
reunite with Jane’s Addiction.

1994/Rod Stewart and wife Rache!
Hunter become parents to son
Liam McAllister.

Born. the late Freddie Mercury (Queen),
Buddy Miles and Loudon Wain-
wright HI 1946

— Mark Solovicos
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Show Prep

MUSIC TELEVISION®

69.7 million households

MUSIC FIRST

50.8 million households

| PLAYS

Isaak
|ADDS

BRITNEY SPEARS (You Drive Me) Crazy
STRETCH PRINCESS Sorry
TLC No Serubs

Video piaylist for the week ending August 20.

™ LW
TLE Unpretty 27 24
CHRISTINA AGUILERAGenie In A Bottle 25 23
KID ROCK Cowboy 24 20
EMINEM Guilty Conscience 20 17
CHRIS ROCKNo Sex 20 21
98 DEGREES I Do (Cherish You) 18 19
DESTINY'S CHILD Bills, Bills, Bills 18 18
LIMP BIZKIT Nookie 18 16
RICKY MARTIN She’s All | Ever Had 18 2
SMASH MOUTH All Star 18 17
702 Where My Girls At? 17 17
LAURYN HILLEverything Is Everything 16 15
LENNY KRAVITZ American Woman 15 12
RED HOT CHILI PEPPER Scar Tissue 15 10
BLINK 182 What's My Age Again? 14 22
ENRIQUE IGLESIAS Bailamos 14 17
JEWEL Jupiter (Swallow The Moon) 14 1
GOO GOO DOLLS Black Balloon 13 6
LEN Steal My Sunshine 13 1
SILVERCHAIRANa's Song (Open Fire) 13 10
SUGAR RAY Someday 12 10
FILTER Welcome To The Fold 11 8
OFFSPRING The Kids Aren't Alright 1t
NAUGHTY BY NATURE Jamboree 10 7
PUFF GAOOY PE. 2000 10 14
Q-TIPVivrant Thing 10 12
SANTANA F/ R.THOMAS Smooth 10 12
MACY GRAY Do Something 9 8
JARULEHoa, Holla 9 17
JUVENILEBack That Azz Up 9 9
JORDAN KNIGHT | Could Never Take The Place.. 9 9
TONIC You Wanted More 9 7
ALICE IN CHAINS Get Born Again 8 8
BLURCoffee & TV 8§ 10
GINUWINE So Anxious 8 8
LFO Summer Girls 8 3
ORGY Stitches 8 15
VITAMIN CSmile 8 10
“WEIRDAL” YANKOVIC its Alt About ThePertiums 8 4
LIT Zip-Lock 7 S
TAL BACHMAN She’s So High 6 4
MISSY ELLIOTT AllN My Grill 6 &
ALANIS MORISSETTE So Pure 6 6
POWERMAN 5000 When Worlds Collide 6 3
RUFF RYDERS/EVE What YaWant 6 8
BRITNEY SPEARS Sometimes 6 11
VERVE PIPEHero 6 4
BACKSTREET BOYS | Want [t That Way 5 10
EVERCLEAR The Boys Are Back In Town 5 4
JAY Z Girls' Best Friend 5
GODSMACK Keep Away 4 3
K-C1 & JOJO Tell Me It's Real 4 6
LL COOL J Deepest Blue (Shark's Fin} 4 8
SPORTY THIEVZ No Pigeons 4 7
N SYNC/G. ESTEFAN The Music Of My Heart 3
CHEMICAL BROTHERS Let Forever Be 3 6
MYSTICAL/OUTCAST Neck Uv Da Woods 3 2
B.G. Bling Bling 2 2
BEATNUTS Watch Out Now 2 3
JAY-Z/JA/AMIL Can | Get A... 2 1
KORN Freak On A Leash 2 1
JENNIFER LOPEZ If You Had My Love 2 1
NOREAGAOhNo 2
WILL SMITHMiami 2
1 LIFE TO LIVE Can't Nobody 1 1
2 PAC Changes 1 &
BIF NAKED Moment Of Weakness 1 1
MARY J. BLIGE All That | Can Say 1 3
BUSTARHYMES Gimme Some More 1 1
DIDG Here With Me 1
DMX Rough Riders Anthem 1 1
LAURYN HILL Doo Wop (That Thing) 1 1
HOT BOYS We On Fire 1
WHITNEY HOUSTON It's Not Right But it's Okay 1 3
CHRIS 1SAAK Baby Did A Bad Bad Thing 1 1
JAY-Z/BIG JAZ Jigga What... 1 o
JO/JAY-Z Money Ain't A Thang 1 -
JOYDROP Beautiful 1 -
KID ROCK Bawitdaba 1 1
LIL' TROY Wanna Be A Baller 1 2
RICKY MARTIN Livin’ La Vida Loca 1 3
MOBY Body Rock 1 o
NEW RADICALS Someday We'll Know 1 S
SHOWOFFFatling Star 1 3
t
1
1

TORI AMOS Bliss

LOU BEGA Mambo No. 5

MEREDITH BROOXS Lay Down (Candles In The Rain)
MARIAH CAREY Heartbreaker

SINEAD LOHAN Whatever it Takes

JENNIFER LOPEZ Waiting For Tonight

SHANIA TWAIN Man! | Feel Like A Woman

| INSIDE TRACKS

BUCKCHERRY For The Movies
TAL BACHMAN She's So High
LEN Steal My Sunshine

TRAIN Meet Virginia

| XL

LENNY KRAVITZ Fly Away

JENNIFER LOPEZ If You Had My Love
MADONNA Beautiful Stranger

RED HOT CHILI PEPPERS Scar Tissue
SMASH MOUTH All Star

|NEW

MARC ANTHONY | Need To Know
MELISSA ETHERIOGE Angels Would Fall
JENNIFER LOPEZ Waiting For Tonight
RICKY MARTIN She's All | Ever Had
ALANIS MORISSETTE So Pure

SHANIA TWAIN Man! | Feel Like A Woman

|LARGE

TAL BACHMAN She’s So High
MARIAH CAREY Heartbreaker
FASTBALL QOut Of My Head

GO0 GOO DOLLS Black Balloon
ENRIQUE IGLESIAS Bailamos
JEWEL Jupiter (Swatlow The Moon)
LEN Steal My Sunshene

ALANIS MDRISETTE So Pure
SANTANA {/RDB THOMAS Smooth
SUGAR RAY Every Morning

| MEDIUM

LOU BEGA Mambo No. 5

MEREDITH BRODKS Lay Down (Candles In The Rain}
BUCKCHERRY For The Movies

ERIC CLAPTON Blue Eyes Blue

SHERYL CROW Difficult Kind

CHRIS GAINES Lost In You

WHITNEY HOUSTON My Love Is Your Love

KID ROCK Cowboy

LIT My Own Worst Enemy

BRIAN MCKNIGHT Back At One

SIXPENCE NONE THE RICHER There She Goes
DONNA SUMMER | Will Go With You

TLC Unpretty

TOM PETTY & THE HEARTBREAKERS Swingin'
TRAIN Mest Virginia

“WEIRD AL™ YANKOVIC It's Ali About The Pentums

[cUSTOM

ALICE IN CHAINS Get Born Again

TORt AMDS Bliss

ERIC BENET Spend My Lite With You

MARY J. BLIGE All That | Can Say

CHEMICAL BROTHERS Let Forever Be

CITIZEN XING Better Days (And The Bottom Draps Qut)
PHIL COLLINS You'l 8¢ In My Heart

HARRY CONNICK JR. Come By Me

OEF LEPPARD Promises

0I0D Here With Me

FUEL Jesus Dr A Gun

MACY GRAY Do Something

LAURYN HILL Everything Is Everything

CHRIS ISAAK Baby Did A Bad Bad Thing

K-Ci & JOJO Lite

R. KELLY It | Could Turn Back The Hands Of Time
LES NUBIANS Tabou

SINEAD LOHAN whatever It Takes

LUSCIOUS JACKSON Ladyfingers

MAXWELL Fortunate

EOWIN MCCAIN | Could Not Ask For More
MEGAQETH Crush 'Em

MOBY Body Rock

CHANTE MOORE Chanté's Got A Man

'N SYNC w/GLORIA ESTEFAN Music Of My Heart
VONDA SHEPARQ Baby Don't You Break My Heart Slow
WILL SMITH Wild Wild West

SHANIA TWAIN You've Got A Way

TYRESE Lately

VERVE PIPE Hero

Video airplay from August 24-30.

TOP TEN SHOWS
AUGUST 9-15

Total Audience
(95.9 million households)

1 NFL Football

(Browns vs. Cowboys)
2 60 Minutes
3 Friends
4  NFL Pregame
(tie) Dateline NBC (Monday)
6 20/20 (Wednesday)
(tie) Touched By An Angel
8 Everybody Loves Raymond
(tie) Frasier s
10 Law And Order

Adults 18-34

Friends

NFL Football

(Browns vs. Cowboys)

Jesse

The Simpsons

Frasier

That '70s Show (8:30pm)

7 ’99Teen Choice Awards

(tie) Dharma & Greg

& Movie (Wednesday)
(Fear)

(tie) Will & Grace

N -

O G AW

Source: Nielsen Media Research

CominG Next WEEK

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

Tube Tops.

HBO'’s Introducing Dorothy
Dandridge, starring Halle Berry
in the title role, sports an RCA
Victor soundtrack with vintage
tunes performed by Wendi Wil-
liams, EImer Bernstein and the
Bill Elliott Swing Orchestra
(Saturday 8/21, 9pm).

Friday, 8/20

* Will Smith, Lauryn Hill,
Puff Daddy, Janet Jackson,

AR A T S

" TELEVISION

DMX and others are slated to
appear on The Source Hip-Hop
Music Awards (UPN, 8pm).

* Steve Earle and the Del
McCoury Band perform on
PBS’ Sessions at West 54th
(check local listings for time).

* Brandy, The Tonight Show
With Jay Leno (NBC, check lo-
cal listings for time).

* Dwight Yoakam, Late Show
With David Letterman (CBS,
check local listings for time).

¢ Diana Krall, Late NightWith
Conan O'Brien (NBC, check lo-
cal listings for time).

* Semisonic, Late Late Show
With Craig Kilborn (CBS, check
local listings for time).

Saturday, 8/21

* VH1’s latest installment of
Behind the Music profiles the
Bay City Rollers (9pm).

 Monday, 8/23

* Mary J. Blige guest-stars on
the season premiere of UPN's
Moesha (8pm).

* Martina McBride, Sara
Evans and Mindy McCready,
Prime Time Country (TNN,
9pm).

* Kris Kristofferson, Jay
Leno.

Tuesday, 8/24

* Britney Spears and 'N
Sync are slated to be on hand
for CBS'live telecast of the 17th
annual Miss Teen USA Pageant
(9pm).

eLinda Ronstadt and
Emmylou Harris, Jay Leno.

* Steve Earle, Craig Kilborn.

Wednesday, 8/25

» Marty Stuart, Prime Time
Country.

Thursday, 8/26

* Waylon Jennings, Prime
Time Country.

*Sixpence None The
Richer, Jay Leno.

*Cyndi Lauper, Craig
Kilborn.

-
iy

3

A Y
55 million households
Peter Cohen,
VP/Programming

music network

J 36 miflion households
‘ Cindy Mahmoud
) IA J\ VP/Music Prog i

& Entertainment

| Video Playlist

FAITH Never Gonna Let You Go
MISSY ELLIDTT All N My Grill
GINUWINE So Anxious
JUVENILE Back That Azz Up

K-Cl & JOJO Tell Me It's Real
SILK Meeting In My Bedroom
MARY J. BLIGE At That | Gan Say
Q-TiP Vivrant Thing

PUFF DAODY PE. 2000

RUFF RYDERS What You Want

.| MISSY ELLIOTT All N My Grill

|  RapCity

B.G. Bling, Bling

BEATNUTS Watch Out Now

JUVENILE Back That Azz Up

LAURYN HILL Everything Is Everything
LIL TROY Wanna Be A Baller

MOBB OEEP Quiet Storm

MYSTIKAL & OUTKAST Neck Uv Da Woods
Q-TIPVivrant Thing

RUFF RYDERS What You Want
NOREAGA Oh No

Video piaylist for the week ending August 20.

| National Top 20 |

JUVENILE Back That Azz Up

DEBORAH COX We Can’t Be Friends

LFQ Summer Girls

EVE Gotta Man

PUFF DADDY PE. 2000

WHITNEY HOUSTON My Love Is Your Love

TRICK DADDY Sweatin’ Me

"N SYNC w/GLORIA ESTEFAN Music From My Heart

TLC Unpretty

LIl TROY Wanna Be A'Baller

TOY BOX Tarzan & Jarie

BACKSTREET BOYS | Want It That Way

CHRISTINA AGUILERA Genie In A Bottle

“WEIRD AL" YANKOVIC The Saga Begins

GINUWINE So Anxious

DESTINY'S CHILD Bills, Bills, Bills

LIMP BIZKIT Nookie

K-Cl & JOJO Tell Me It's Real

R. KELLY {f1 Could Turn Back The Hands Of Time
Video playlist for the week ending August 15.

PRILSTAR

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 DAVE MATTHEWS BAND $1,1186

2 PHISH $951.5

3 OZZFEST '99 $845.7

4 CHER $822.2

5 SHANIA TWAIN $790.4

6 DYLAN/SIMON $756.1

7 ELTON JOHN $634.7

8 'NSYNC $621.0

9 WHITNEY HOUSTON $449.1

10 KRAVITZ/BLACK CROWES $424.4
11 JOHN MELLENCAMP $408.6
12 ROD STEWART $346.6
13 GIPSY KINGS $230.7
14 JOURNEY $205.6
15 JEWEL $195.8

Among this week’s new tours:
BEN HARPER
CAUSTIC RESIN
CHICAGO
CREED

EDWIN MCCAIN

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

* &

BOX OFFICE TOTALS
AUG. 13-15

Title
Distributor

1 The Sixth Sense $25.76
Buena Vista ($69.66)
2 Bowfinger $18.06
Universal* ($18.06)
3 The BlairWitch $14.50
Project
: Artisan ($107.27)
. 4 Runaway Bride $13.75
* Paramount ($97.94)
: 5 TheThomas Crown $10.07
Affair
MGM/UA ($30.96)
6 Deep Blue Sea $6.65
wB ($57.09)
7 Inspector Gadget $6.04
BuenaVista
8 Mystery Men
Universal
9 Brokedown Palace
Fox*
The Iron Giant $3.74
wB ($12.54
All figures in millions

* First week in release

Source: ACNielsen EDI

COMING ATTRACTIONS:
This week's openers include
Universal Soldier: The Re-
turn, starring Jean-Claude
Van Damme. The film’'s
Trauma soundtrack contains
Megadeth’s “Crush ’Em," the

Flys’ cover of Ozzy
Osbourne’s “Crazy Train,”
Anthrax’s remix of “Fueled,”
Ministry’s “Eureka Pile,” D
Generation’s “Hatred,” Fear
Factory’s “Securitron (Police
State 2000),” Static-X's “Bled
for Days” and Gwar’s
“Saddam a Go-Go.” Jact,
One Minute Silence, Skold
and the Clay People also per-
form on the CD.

Teaching Mrs. Tingle, starring
Helen Mirren and Katie Holmes,
also opens this week. The film’s
Capitol soundtrack features
Eve 6's “Tongue Tied,” Stretch
Princess’ “Sorry,” Duncan
Sheik’s “Alibi,” Bree Sharp's
“Show Me,” the Moffatts’ “Mis-
ery” and two cuts by Tara
MacLean:“If | Fall’ and a cover
of Janis lan's “At Seventeen.”
Songs by Sozzi, Kendall
Payne, Eman and Radford
complete the ST.

Hugh Grant and James
Caan star in Mickey Blue
Eyes, which rounds out this
week’s openers. The film’'s
Milan soundtrack showcases
such vintage tunes as Rose-
mary Clooney’s “Mambo
Italiano,” Louis Prima’s “Just
a Gigolo/i Ain’'t Got Nobody”
and “Buona Sera,” Clarence
“Frogman” Henry’s “(| Don'’t
Know Why) But | Do” and “Your
Picture,” Dean Martin’s “On
an Evening in Roma” and
more.

o o o
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‘priILADELPHIA DIDIT: ..

. hen Y100 said “yes" to FastBlast.com, it
knew it was taking a pioneering risk. But
after all, that's what Y100, Philadelphia’s New
Music Alternative, is all about. When the book
came out, Y100 said “yes" again, but this time it
was a lot louder. It was the station’s best book
in years. FastBlast.com helped Y100 rise from a
2.5t0 a 3.1 Persons 12+ and a 5.2 to 6.1 increase
in Adults 18-34 in the Spring Arbitron.”

FastBlast.com generates millions of geo-
targeted Internet advertising impressions to build
cume with proven contest techniques that

ano THEIR TI‘NGS went U P

develop TSL. With a FastBlast.com integrated
campaign, you'll get an e-mail database in mere
weeks. Plus, FastBlast.com campaigns include
frequent e-mail promotional reminders to each
participant.

FastBlast.com gets your station into today's
hot medium and away from junk mail and annoying
telemarketing calls.

Put the power of FastBlast.com to work for
your station to drive ratings. Call Bob Bellin at
330-656-3131 or visit our web site at
www.fastblast.com today.

THE POWER OF FASTBLAST

© Copyright 1999, FastBiast.com. FastBlzast.Com is a trademark of FastBlast.Com, Incorporated. All Rights Reserved.
*All ranks and shares are from Fall 1998 and Spring 1999 Arbitron, Mon-Sun, 6am-12mid, Metro.
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News/Talk

We Interrupt This Broadcast

~1 A scrapbook of moments that represent the reference points

of our lives

he media frenzy surrounding the recent death of John F. Kennedy Jr. was a reminder to all of

us in broadcasting of just how important a part of people’s lives this business can be when
— history-making moments occur. And whenever those kinds of events take place, by its very
nature you can expect News/Talk radio to be at the forefront of the reporting.

In light of this most recent media
moment in time, | thought it would
be interesting to talk with
broadcaster-turned-author Joe
Garner to see how the death of JFK
Jr. — and the accompanying massive
media coverage — will stack up. his-
torically speaking, to other major
media events of the past. And Gar-
ner is a guy who should know. His
recently published book. We Interrupt
This Broadcast, is a best-selling com-
pilation of text and photos, along
with two audio CDs of the original
broadcasts of many of the events that
stopped our lives. From the crash of
the Hindenburg to the death of Prin-
cess Diana, it’s all there for us to
hear and experience once again.

Garner's love of the broadcasting
business has been a lifelong passion.
He’s spent more than two decades
in radio, including 11 years as an ex-
ecutive with Westwood One. Along
with writing We Interrupt This
Broadcast, Garner is President of
his own firm, the L.A.-based en-
tertainment production company
Gamer Creative Concepts.

R&R: What was the genesis of We
Interrupt This Broadcast?

Joe Garner Bill Kurtis
JG: During my last four years
with Westwood One I was fortunate
to be working for Norm Pattiz. He
allowed me to change careers with-
out giving up my parking space or
benefits! I noted that, as the company
was growing, it was amassing re-
sources — primarily audio resources
through its acquisition of Mutual and
NBC — that were, in my opinion,
being underutilized. I've always been
a collector and someone who is fas-
cinated by our lives in a historical
context. I'd say the book is a result
of my lifelong love for radio and TV
and the fact that ['ve had the good
fortune to have spent most of my pro-
fessional life in this business. After
the idea for the title hit me, [ some-

what seltishly thought that this book
was something I'd like to have for
myself. It's gratifying that so many
people seem to agree that this mate-
rial is worth collecting and preserv-
ing.

R&R: Have you gotten the sup-
port you'd hoped for from the radio
industry since vour book was pub-
lished?

JG: Frankly, it was really radio
that made this book. When [ first
launched We Interrupt This Broad-
cast, I had no real track record as an
author. Because television tends to
gravitate toward celebrities, which 1
certainly wasn’t, we decided to hit
the radio talk show circuit. So radio
has indeed been very much a part of
the book’s success. And it probably
doesn’t hurt that I'm one of the very
few radio guests who can actually
bring his own audio clips to the in-
terview!

R&R: Do vou think it’s the pend-
ing new millennium or just coinci-
dence that there are a number of his-
torical retrospective books that have
become bestsellers this past year?

JG: Well, as far as my book is
concerned. it was purely coincidence.
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“Radio has indeed been very much a part of the
book’s success. And it probably doesn't hurt that
I'm one of the very few radio guests who can bring -
his own audio clips to the interview!”

—

There just happened to be a sequence
of events after I first had the idea for
the book and when we were finally
able to bring it all together that led
to it being published when it was. An
interesting anecdote is that when 1
went to a booksellers’ convention to
first promote We Interrupt This
Broadcast, a major network news
anchor was thumbing through my
book and made the comment to me,
“You know, I've interrupted a few
broadcasts in my day, but that was
back when that really meant some-
thing.”” That anchor was ABC News’
Peter Jennings, who was getting set
to release his book, The Century, at
about that same time.

R&R: So what distinguishes vour
bhook from other retrospective
bestsellers like Jennings’ book, Tom
Brokaw's The Greatest Generation or
The American Century by Harold
Evans?

JG: Those books are very compre-
hensive looks at the last century, and
that wasn’t really my goal. My goal
was to provide a scrapbook of those
moments that have transcended be-
ing just historical. These are events
that have become the reference
points for our lives. We can all re-
member with great clarity where we
were, what we were doing and who
we were with when these events took
place.

And my broadcasting background

2
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came into play here. because I be-
lieve the actual broadcasts of these
events are as much a part of the sto-
ries as the photos are. Along with
what we saw. it was the way that we |
heard about these events that left in- :
delible images in our minds. For ex-
ample. when we think back on JFK's
assassination, along with the visual
images of the motorcade, JFK Ir. sa-
luting the casket, etc., there’s Walter
Cronkite's voice delivering that near-
tearful bulletin over CBS on that
memorable afternoon.

R&R: This book has been a
bestseller on a lot of respected lists
these pust few months, which would
certainly indicate that more than just
we radio junkies are buving it. Why
do you think this book has such wide
appeal?

JG: Interestingly, some of the mic- ;
est comments we have received are
from teachers who are using the book
in their classrooms, because it takes
these events that happened 40 or 50
years ago and makes them more tan-
gible and real to their students of to- |
day. I also think that as tragic as
many of the events were — you
know the old newsroom expression |
“If it bleeds. it leads™ — I think we
still like to be reminded of them, be-
cause they have touched us all in very
personal ways. Everybody has a story
to tell about where they were when

Continued on Page 29
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And theres more:

your kids body piercing,
in-laws, siblings, puberty,
dating...it never ends!

No matter where you live, Dr. Joy Browne

touches your listeners’ hearts and consciences on
topics like sex, drugs and Rock and Roll... just living,
on the edge of the millennium. They all have
worries about how well they’re doing, with

whom and how often.

They love how Dr. Joy Browne helps them deal
with everyday issues and the responsibilities and
consequences that go with them. Shes fun too -
practical advice delivered with the credibility of a
real Psychologist and a great radio entertainer.

Add to that an exciting new TV

show from CBS-Eyemark premiering on
September 13th. We've got great
cross-promotion opportunities for

you as our radio partner.

Give us a call 212-642-4533
to set an exciting new
multimedia force in motion.

Dr. Joy Browne on the
WOR Radio Network.
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Congratulations

Art Bell
on your
2nd
Marconi Radio Award
nomination
for
Network/Syndicated
Personality of the Year
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Broadcast
Continued from Page 26

it happened. | think we like to go
back and revisit history. because it
reminds us that we survived and that
life goes on. That's a very human
thing.

R&R: How did vou decide on the
starting and stopping points for the

book, and what were the ultimate cri-
teria for deciding which events made
the final cut?
| JG: What we did was go through
virtually every time line we could
| find and compile lists of the biggest
events over the years and decades.
Next. it had to be a major news story
that was a defining reference point in
our lives. In the end it really came
down to which of these events. tech-
nically speaking, “interrupted” a
broadcast. That was the final crite-
 rion.

*

“I think we like to go
back and revisit history
because it reminds us
that we survived and
that life goes on. That's
a very human thing.”

A ——

. There were regional events that
were omitted — for example. the
Northridge earthquake in L.A. a few
years back. While it was a major
news event, probably most people
outside of the city of L.A. couldn’t
tell you what year it took place. let
alone what month. But 1 feel pretty
certain about what we did include,
and I have experienced very little in
| the way of challenges to the events
that made the final cut for the book.

R&R: How did you come to get
I Bill Kurtis involved in this project?

JG: Well. in my opinion Bill is
just absolutely the best at what he
does. Actually, I was sitting on my
living room floor. going through pho-
10s. trying to make some decisions on
what to include in the book. I was
watching the A&E cable channel at
the time. and Bill's program. /[nves-
tigative Reports, happened to be on.
I heard that voice and said to myself.
“Now that’s the voice of We Interrupt
This Broadcast.” T sent him a letter
explaining the concept. and a few
days later my phone rang, and there
was that unmistakable voice on the
other end. As it turns out. Bill was a
big fan of a set of records done a
number of years ago that were nar-
rated by Edward R. Murrow called
Hear It Now. He saw this as sort of
a modern-day extension of that series
and agreed right away to be a part of
it. It was wondertul to have him in-
volved in this project.

R&R: And we certainly cant ig-
nore the facr that you got no less
than Walter Cronkite — “the most
trusted man in America” — to write
the book’s foreword. How did that
come about?

JG: Again, it was one of those
things that just came together. [ knew
1 wanted someone with consummate
credibility who was synonymous with
broadcast journalism — especially
the big events of the 20th century —
1o write the foreword. Think about it:
If 1'd asked you for your list of sug-
gestions as to who should do that.
chances are very good that Walter
Cronkite would be at the top. as he
was on mine. He and Bill Kurtis go
back to the old CBS days and are
friends. so that also helped.

When you read what he has writ-
ten. you see right away how impas-
sioned his words are. He is very pas-
sionate and vocal about his concern
for maintaining the integrity of broad-
cast journalism in this era of tabloid
reporting. And he is also very vocal
in his concern for the changing land-
scape of broadcasting since deregu-
lation. where a select few control the

majority of stations. His concern is
that broadcast compames are often
more ‘preoccupied with the current
price of their stock than the integrity
of the journalistic product.

R&R: Having now compiled this
collection of historv-making events.
do vou think the recent death of JFK
Jr and the attendant media coverage
measure up 1o the sort of events

vou ve documented in We Interrupt

This Broadcast?

JG: That's a question I have de-
bated countless times in the past few
weeks. and it’s a tough one. On the
one hand. this is a man who has be-
come a part of Americana for baby
boomers. We grew up with John
Kennedy Jr.. and he has always been
a part of the lives of all of us who

e ——

“When you look at the
events included in this
book, you can, almost
without exception, recall
with great clarity where
you were and what you
were doing when you
first heard about them.”

A — e

are in that generation. On the other
hand. he was only one part of a

legacy. He was not the president of

the United States. What makes his
death tragic and newsworthy is that
he was a part of one of this country’s
most prominent families. His poten-
tial was as yet unrealized. and we'll
never know who or what John
Kennedy Jr. might have been.

R&R: So will his death make the
next update of the book?

JG: Well. that’s certainly some-
thing we'll have to debate and com-
mit to one way or another some time

‘ FUNNY, YU TWO DONT LOOK LIKE POWER FORWARDS

Former senator and current Democratic presidential hopeful Bill
Bradley scouted the talent at Infinity Talker KMOX/St. Louis during
a recent swing through the “Show Me” state. Seen here (l-r) are KMOX
talk host Charles Brennan, Bradley and Brennan’s co-host, Carol Daniel.

soon. But the question then becomes,
if we include that, should we also in-
clude President Clinton’s impeach-
ment? After all, it was only the sec-
ond time in history that a sitting
president has been impeached by
Congress. But when you look at the
events included in this book, you can,
almost without exception, recall with
great clarity where you were and
what you were doing when you first
heard about them. I think if you
pulled 10 people off the street and
asked them what they were doing the
moment Clinton was impeached
they'd be hard-pressed to recall. And
with all due respect to events that
have received so much media atten-
tion. like the tragedy at Columbine
High School or the death of JFK Jr.
over time their significance tends to
get lost in the sense of their
newsworthiness. So it's a tough call
that we'll make when the time comes
to make final editing decisions.

R&R: [ understand you're work-
ing on a new book that will be re-
leased in September focusing on
great moments in sports. Can you tell
us a bit about that?

JG: Yes. it’s really an exciting
project. The new book is And the
Crowd Goes Wild, and it will be a
compilation of the most celebrated
sporting events ever broadcast. I just

returned from St. Louis. where 1 was
working with Bob Costas. He will
narrate the audio CDs for the book.
and it was just an incredible experi-
ence. This guy is a walking encyclo-
pedia of sports. His ability to articu-
late facts and stories while ad-libbing
would take any good writer hours to
write and edit. He was amazing to
work with, Hank Aaron has agreed
to do the book’s foreword. and
Wayne Gretzky is doing the
afleiword.

The book begins with Babe Ruth’s
famous “called shot™ home run in the
1932 World Series and takes you all
the way through this year's Women's
World Cup Soccer victory. And while
it's a popular pastime to rank sport-
ing events. this book dozs not at-
tempt to do that. This is a scrapbook
of sports meniories. How they rank
is really for the reader to decide.

TALK BACK TO R&R!

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

Call me at (858) 486-7559,
fax: (858) 486-7232
or e-mail:
alpeterson@rronline.com

. WSB Atlanta *+ WLS Chicago * KFYI Phoenix * KIRO Seattle * KSFO San Francisco * KLSX Los Angeles

WRVA Richmond * KXNT Las Vegas

'KCMO Kansas City -

Kim brings great energy, perso a;litx and revenue.”
Mike Elder, Director of Opmﬂm IIFLS Ehfnano

TalkRadio’s #1 Computer & Internet Show

Kim Komaﬁlo. Now over 300 stations. Ratings and Revenue. Bow down. (Only kidding. Just give us a call.)

WestSiar TaIkRadlo Network

602-381 8200 ext 201
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VS&A

Continued from Page 1

of 9.3% from 1999 to 2003.

“Consolidation is a major rea-
son,” VS&A Director/Research Dr.
Leo Kivijarv told R&R. “With con-
solidation, sales departments have
become more sophisticated at setl-
ing. And salespeople selling the
No. 1 station and the No. 15 station
have brought up the sales of the
lower-rated station because they
have better research.” Kivijarv
pointed out that when groups share
expensive research with all stations
in their group, it helps bring lower-
rated outlets up to par. “It has lev-
eled the playing field quite a bit,”
he said.

Another benefit of consolidation
is that sales staffs from a specific
owner can target advertisers, offer
them a menu of stations that will
reach their specific market and re-
duce the cost of making separate
purchases. Kivijarv, who character-
ized it as a “value-added” prospect,
said more airtime is being sold at
less overall cost to the advertiser.

Radio groups are also gaining
ground as Americans spend more
time in traffic listening to radio.
Companies such as Infinity and
Clear Channel, which have added
billboard companies to their own-
ership portfolios, have been able, in
certain markets, to reach a signifi-
cantly larger audience than before
and have been offering attractive
packages to advertisers looking for
one-stop shopping. And again,
Kivijarv said, overall rates for large
packages have been hard-to-resist
bait.

The final report, said Kivijarv,
will largely credit deregulation for
the growth. “The resulting consoli-
dation has given owners greater op-
erating efficiencies and increased
effectiveness in selling local adver-
tising,” according to the report’s
preliminary information. VS&A
predicts that 1993’s local ad base of
$7.3 million will more than double
to $18.1 million in 2003.

VS&A forecasts that the indus-
try will actually grow at a faster clip
than the overall advertising market
over the next several years as it
gains more share. The report also
notes that “the rapid growth is ex-
pected to moderate in the latter part

Continued from Page 8

oomberg

of the forecast horizon as benefits
from consolidation are exhausted.”

The final report is expected to
provide 10-year usage and spend-
ing reporting on all major media
industry segments — from newspa-
pers, magazines, radio and television
to film, recorded music, consumer
and professional publishing, special
media and the Internet.

VS&A has been putting its
money where its mouth is. Several
years ago the New York investment
bank formed Broadcasting Partners
Holdings LP, which funds a hand-
ful of small groups including
Spring Broadcasting and Mercury
Broadcasting.

— Jeftrey Yorke

May

Continued from Page 3

May’s previous programming
credits include WRNO/New Or-
leans, KKLZ/LL.as Vegas and
WQMF/Louisville. “Just when
Clear Channel/San Diego thought
they were rid of their last Kentucky
redneck [Dukes],” May joked,
“they get me — a pretentious Ken-
tucky redneck.”

O’Brian added, “1 look forward
to continuing to grow inside
America’s most successful and ag-
gressive radio company.” Before
joining KMSX O’Brian pro-
grammed Pop/Alternative KRUZ/
Santa Barbara, CA.

wsJz

Continued from Page 3

heading into the next century.”

Also announced as a host at the
new FM Talk 96.9 is well-known
Boston newspaper columnist Mike
Barnicle, who will join "SJZ when
the station’s new format is offi-
cially launched in September. An-
nouncements of additional talk
host hires are pending, according
to O’Connor, but WSJZ will con-
tinue to air NAC/Smooth Jazz pro-
gramming in various dayparts un-
til further notice.

s et

BUSINESS
CEEFRTEFS
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XM Signs Unique Deal

O ntario-based Unique Broadband Systems has been awarded an in-
terim contract to design the hardware for XM Satellite Radio’s network
of terrestrial repeaters. USB is one of the companies bidding on the final
contract, which will be awarded in three months. In June, XM signed a deal
with LCC International, which is handling design, site acquisition, zoning
and architectural services, among other things, for the repeater network.

casts NASCAR auto racing.

-~ CBS Adds Another Spoke In °Net Wheel

C BS is swapping $33 million of advertising over a four-year period fora
22% stake in Wrenchead.com, an online auto parts superstore. The
companies plan to codevelop programming for CBS’ TNN, which broad-
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143 Gets New is

§°- i

Celebrating 143 Records’'move to new offices and studios in Santa Monica are (I-r) President Larry Frazin, Beth Hart,
CEOQ David Foster and Hart's Manager, David Wolff. Hart, whose new album on 143, Screaming for My Supper, was
released August 3, performed at the open house reception.

Case
Continued from Page 1

Country programmers, and Justin
was the right individual for us.”
WUSN VP/GM Steve Ennen com-
mented. “I was looking for a pro-
grammer who had a depth of
knowledge in country music, as
well as a true sense of the Midwest,
its listeners and their values. It was
also critical to find someone who
would be a great coach and who
would further the success of
WUSN. I was impressed with how
Justin took WDSY from No. 9 to
No. 2 in Pittsburgh and returned
WYRK to No. 1 in Buffalo.”

Case told R&R, “Consolidation
has been very, very good to me! 1
had a great experience with CBS in
Pittsburgh. WYRK is great — GM

Jeff Silver has so much confidence
in his programmers, it was really a
treat to work with him. And now
this. Obviously, I'm very excited
about the opportunity to join a great
station like US99. And since I'm
from the Upper Midwest, it’s like
going home!

“Working with Steve Ennen
and the pros on staff affords me
the opportunity to learn new skills
and grow as a professional. US99
is extremely progressive in the
way it approaches business —
very forward-thinking. The great
thing about US99 for me is the
people. It’s an electric place — it
feels like radio! That's what drives
me: the creativity that comes from
working around people with pas-
sion. It’s why we love this business.”

Barnett
Continued from Page 3

WBBF-AM/Rochester and WJIL/
Niagara Falls, NY.
“Obviously I'm very excited to

be going to a company with such
top-notch people all across the
board,” Barnett told R&R. “It’s a
perfect opportunity for me at this
time in my life.”

Records America five years ago.

The Man Who Signed To Virgin Worldwide

Virgin Music Group Vice Chairman Nancy Berry welcomes David Bowie
into a new worldwide recording agreement by celebrating with a listening
session in London to his coming CD, hours.... Bowie signed with Virgin

,_
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“Webcasters vs. Broadcasters: Which Business Model Will Win?”
New Arbitron/Edison Media Research Internet Study Unveils Thursday, September 2,
at the 1999 NAB Radio Show in Orlando, FL.

Our latest Internet study of Arbitron diarykeepers and Web surfers examines the consumer
appeal of a variety of webcasting business models and answers key questions about Web
strategy for radio including;

m How can your station use the Web to grow ratings and revenue?
m What webcasting strategy should your station pursue?
m What features will draw consumers to your Web site and keep them coming back?

m What does “over-the-air” radio have to fear from webcasters like Spinner.com
and NetRadio.com?

Findings will be presented at the NAB Radio Show on Thursday, September 2, at 9AM in
Room 308B.

Comé see us at NAB Booth #707

ARBITRUIV
a Ceridian Company www.arbitron.com

win americancadinhistornecom e ——
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f you've read ST the past couple of weeks,
perhaps you've noticed that, in successive
weeks, we've reported that WWDB-FM/
Philly brought in a couple of high-profile syndi-
cated talk hosts to replace locally originated pro-
gramming. Well, according to the Philadelphia
Inquirer, the station has done a quick about-face
on the two talkers. Tom Leykis, who had been
airing from 10pm to 1am nightly, is already off
the station. Meanwhile, overnighter Ed Tyll —
though set to air for the next month or so — is
expected to make a quick departure as well.
WWDB GM Dennis Begley told the newspaper,
“Ownership was uncomfortable with the Leykis
show. They wanted the show off the air” Glenn
Fisher, President of Tyll syndicator Fisher En-
tertainment, disputes the report, telling ST, “Ed
Tyl is absolutely still on WWDB-FM. He’s on the
air tonight, tomorrow night, next week and for
the forseeable future. | have every reason to be-
lieve that Ed's program will continue to be a part
of WWDB's lineup.” Regardless, the Inquirer
says the station intends to fill both slots with lo-
cal hosts. New 'DB PD Jeff Hillery could not be
reached prior to press time.

In other late-breaking Talk news, ABC Ra-
dio Networks is shuffling its deck of sports
hosts. ABC and The Fabulous Sports Babe
have “mutually agreed” to part ways on Sept.
10, the net says. Afternoon host Tony Korn-
heiser moves into the Babe’s 10am-1pm ET
slot, making room for ESPN Sportscenter host
Dan Patrick, who'll do a little multimedia moon-
lighting by taking the radio net’s 1-4pm shift.

By the time you read this, will KOST/L.A.
APD/MD Johnny Chaing have been officially
appointed to fill the PD vacancy left by Jhani
Kaye’s recent promotion?

Longtime WJLB-FM/Detroit VP/GM Verna
Green resigned last week. She'd been VP/GM
at Urban 'JLB and AMFM Urban AC sister
WMXD-FM until last April, when she relin-
quished those duties to Peter Connolly. Connol-
ly, who currently serves as VP/GM for 'MXD, as
well as WDFN-AM & WWWW-FM, has been
designated interim GM for "JLB until a perma-
nent replacement is named. “I'm happy | was

R T TR

able to provide employment opportunities dur-
ing the past 17 years for so many deserving in-
dividuals who simply needed a chance to dem-
onstrate their abilities,” read a statement from
Green. “We've definitely created history in De-

troit broadcasting” |

Better Watch Those ‘
Speed Traps, Don

Look for Westwood One talker Don Geron-
imo to adhere religiously to traffic laws as he
travels through Fairfax County, VA from now on,
‘cause it's doubtful he’ll find much sympathy
from the police force. He's filed a $2 million law-
suit against a Fairfax County police officer and
several members of the department’s public in-
formation office, alleging that they released in-
correct information about his arrest last August.
Geronimo claims that when Officer Donald
McAuliffe stopped him, the policeman at no time
performed any tests to determine Geronimo’s
sobriety, yet arrested him on a BWI charge with-
out probable cause and made false statements
to the information office. Though blood tests lat-
er proved Geronimo was not intoxicated when |
he was arrested, a police department press re- |
lease stated, “Subsequent investigation revealed |
the driver ... was driving under the influence of
marijuana’’ This “false, detamatory, slanderous |
and libelous statement,” the suit concludes,
caused Geronimo “to suffer great mental an-

‘guish, mortification, humiliation, shame, vilifica-
tion, exposure to public infamy, scandal and

Continued on Page 34

Rumors

* Will Atlanta see some format fireworks this La-
bor Day weekend?

¢ {s Radio One inching closer to unveiling its
new format in Boston?

* Will former KZZP/Phoenix morning driver
Bruce Kelly segue to a Talk station in Phoenix, or
will AMFM pick him up for morning duties in DC?

* Will Spokane get a new CHR with former
WHHY/Montgomery PD Beau Richards at the
helm? -

¢ Was that Arista VP/Promo Jim “Big Pipes”
Elliott pulling double-duty as fill-in morning driver
for WTJM/NY?

and on the Web al

WML americantadieahistaonicoi—— R — —

Quick! Next to the weather, what are youit

,)) It's food! Eating healthy is a national obsession and Yotal Nutrition

News will help your listeners eat right. Breaking news, diet tips, facts

and Ideas to help listeners of all ages stay healthy and strong.
No fads, no cure-ails, no weird science. Just sofid information
explained by leading experts. News everyone can use.

FREE no cash or barter, and no product plugs.
Call 1-800-334-5800
before the competition
eats your lunch.

Avalable through MetroSource,
ABC Satellte Services

wew totacereal.com/RM,-

listeners most interested in?
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Continued from Page 32

disgrace” The bottom line: He wants a million
bucks punitive and another million compensatory.
And he'd better drive carefully.

> Say Misty For Me? 4

WABC/NY has apparently had trouble with
a “fax machine stalker,” and the troublemaker is
now going to court. According to the NY Daily
News, Thomas McGowan of Brooklyn has been
charged with four counts of harassment and ag-

' gravated harassment after sending a series of

obscene faxes to talk hosts Steve Malzberg and
Sean Hannity. PD Phil Boyce told the Daily News
that police visited the station, saw the faxes and
said they constituted harassment. The two hosts
signed formal complaints, and McGowan now
faces an Aug. 31 court hearing. McGowan ad-
mits he’s “a bit of a zealot” but not violent, add-
ing that he started the faxes when he was told

| the station wouldn’t let him on the air anymore.
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}Ahhh, To Be Young Again! ‘

Last Tuesday (8/10), KYNG/Dallas morning
host A. W. Pantoja dug up some of the station’s
old “Young Country” jingles (out of service since
Jan. 4, when the station became “Superstar
Country”) and played them. PD Bob McNeill rang
the hotline and said the only way he could play
them again would be if Pantoja could get 30,000
signatures on a petition. At 11:13am last Friday
the magic number was reached, and the station
is once again “Young Country”

Seattle’s got a new station: Suburban KKBY,
licensed to Eatonville and claiming to cover about
70% of the metro, is now “The Funky Monkey”
Jake Kaplan is OM at the Bedrock-owned sta-
tion, which is centering its playlist around heavi-
er street-oriented alternative rock.

Changes in L.A. morning/afternoon radio:
Country KZLA names Jim Duncan & Wendi
Westbrook as its new morning team; Shawn
Parr returns to afternoons. And at AC KBIG,
morning co-host Carolyn Gracie and afternooner
Leigh Ann Adam trade places.

KXTA hopes L.A. is ready for a daily dose
of former Pittsburgh Steelers QB (and current
Fox-TV broadcaster) Terry Bradshaw, because
he’s joining the Sports Talk station on Aug. 23
for a noon-1pm shift.

Meanwhile, it's unlucky to be the third per-
son in a Dan Dierdorf broadcast booth. First
Frank Gifford was yanked from the Monday Night
Football lineup, now J.C. Corcoran is leaving
Dierdorf’s and Wendy Wiese’s KTRS/St. Louis
morning show after only 60 days. PD Steve
Moore tells ST that Corcoran’s job was original-
ly designed to be more of a supporting role. “J.C.
has always been the star of his own show ... in
this scenario, there just wasn't a great deal of
chemistry” KTRS is actively seeking Corcoran’s
replacement.

Texas governor (and likely 2000 presidential
candidate) George W. Bush had a private audi-

Street Talk

Rumbles, Pt. 1

¢ Jon Peterson exits the PD post at Adult Al-
ternative WRNR/Baltimore, but will continue to con-
sult the station during the transition to a new PD.

* KQRS/Minneapolis reverts to a Classic Rock
position (curiousty, just a week after “the new
WLOL” signed on with Classic Hits).

* Ron Eric Taylor becomes OM of KICT &
KLLS/Wichita.

e Jim O’Hara is named Quad City (lA-IL)
Radio Group's Dir./Programming & Operations.

* KLNC/Austin PD/morning co-host Brad Han-
son is out after 10 months.

* Scott Hecathorn (a.k.a. Weasel) is officially
named PD at WJFX/Ft. Wayne. He had been the
station’s interim PD.

* Former WYNG/Evansville, IN PD Jimmy Lehn
segues to WCTY/New London-Norwich, CT as PD/
morning host. He'll start there around Sept. 1.

* Bill Shakespeare takes PD duties at Lotus
Country sign-on KHXR-FM (The Mountain)/Reno,
NV.

e Suburban L.A. KVCA-AM/Simi Vailey, CA
ends its LMA with Radio Unica (now on KBLA-AM/
L.A.) and flips to all-Farsi KIRN — “Radio iran”

» Radio Disney gets another new affiliate: This
time it's WDLP/Panama City, FL, which segues
from Sports to the ABC kids’ format today.

¢ WQBZ/Macon, GA PD/MD Vance Shepherd
has exited. Chris Ryder is promoted to PD, and
Sarina Scott returns to the MD position.

* KFMB-AM/San Diego APD/personality Steve
Rooney is the new PD for KFGY/Santa Rosa, CA.

* Steve Jones, ABC Radio News' Dir./News &
Entertainment Programming for the past decade,
exits to become Dir./Special Programming for the
company’s ABCNews.com.

ence with reigning radio Republican Rush Lim-
baugh in Cape Girardeau, MO last week, AP
reports. Bush was in town for a campaign ap-
pearance when he paid Limbaugh an impromp-
tu late-night visit at the home of Limbaugh’s
mother. While the two talked for an hour, Bush
said he wasn't seeking Limbaugh’s endorse-
ment {nor did he get it).

> They Better Be Y2K
Compliant...

After many Arbitron customers complained
about delays while downloading spring '99

Continued on Page 36

[ PROMO ITEM OF THE WEEK

There's a lot at steak here: Looking to grab every

kernel of support they can in their campaign to

win MTV Video Music Awards for Korn, those

husksters at Epic offered up these TV dinner trays

stuffed with plenty of Korn. Well, a CD and vid-
| eo, at least.
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With the Omnia,
you have the strength
to grab and hold
button-happy listeners.
Try it for one book.
We guarantee your
TSL will rise.

Call now for details.

216-241-3343

Drnnia

The FM Processor for TSL

Rumbles, Pt. 2

* Pat Cashman, whose firing by KIRO-FM (now
KQBZ)/Seattle back in April resuited in vociferous
protests from loyal listeners, has found a new home.
He'll return to the Seattle airwaves on Aug. 23 as
morning man at Fisher's KOMO-AM.

* Ed Parreira has joined WCTO/Allentown as
APD/MD/middayer. He replaces the exiting Brian
Lee in all three positions. Most recently, Parreira
was with Hot AC KCIX/Boise, where he was PD/
afternoons.

* WJBR-FMMWilmington, DE appoints Katey Hill MD.

* WLLD/Tampa MD Orlando adds APD stripes.

* WJMX/Florence, SC middayer Kidd Phillips
adds MD duties.

* WZYP/Huntsville, AL MD Stu Gray exits for
nights at WRVW/Nashville. At WZYP, overnighter
Alex Diaz segues to nights and adds interim MD
duties.

* WXKS/Boston overnighter Christine Fox ex-
its for APD/morning show co-host duties at WFHN/
New Bedford.

* WRUF/Gainesville, FL adds AMFM syndicat-
ed duo Lex & Terry for mornings.

* WWDC/Washington morning co-host/ND Dav-
id Hagan exits.

* ABC News/Talker KGO-AM/SF inks a deal
with Hispanic Sports Marketing for the latter to
manage sales and production of Spanish-language
San Francisco 49ers radio broadcasts.

Continued from Page 34

ratings from Arbitron’s main server, the compa-
ny has added new servers that will be dedicat-
ed to data delivery. Additionally, bandwidth has
been increased at Arbitron’s server farm, allow-
ing a greater number of customers to access
its computers. New versions of Arbitron Data
Express and Arbitrends will be released prior to
the summer '99 survey, giving customers the
option of downloading only the most recent sur-
vey. Arbitron has also extended the availability
of data for the DOS version of Arbitrends
through the summer '99 Phase | reports, set for
delivery between Aug. 27 and Sept. 14.

Congrats to AMFM Radio Networks' Mar-
ty Raab and wife Maria, the proud parents of a
new son, Michael David Raab, born last
Wednesday (8/11) in Dallas.

Records

* After less than six months as Columbia
Records' VP/Adult Formats, Mark Rizzo requested
— and was granted — a release from his contract.

¢ Elektra and Nat'l Dir/Adult Formats Linde
Thurman part ways.

¢ Island Def Jam VP/Rock & AAA Promo Bar-
ry Lyons will be leaving the label on Sept. 8. After
he’s finished singing “Free Man in Paris,” will he
change his tune to “London Calling™?

* 550 Music ups Atlanta regional Chris Sicial-
iano to Dir/Rock & AAA promo, based in NY.

» Jive taps Patricia Bock for a West Coast-
based senior promo post.

* Wind-up elevates Joanne Grand to Sr. Direc-
tor/Promotion-Rock Formats.

* Metropolitan Entertainment Group's Rob Kos
joins Epic as Sr. VP/int'l Marketing.

¢ Former Walt Disney Records Sr. VP Liz
Kalodner joins the internet firm SocialNet.com as
CEO.

* Former Radioactive National Director/Promo
Pete Burness joins ARTISTDirect.com as Product
Manager.

waany americanradinohictary com

Kraig Kitchin elevated to Pres./COO of Premiere

Radio Networks.

Oscar Fields returns to Motown as Exec. VP/GM.

» Clear Channel sets Rob Roberts and Gregg
Steele as Regional PDs.

* Bob Kaake tapped as PD of WNUA/Chicago.

* Haz Montana recruited as PD of KSSE/L.A.

v

Zach Horowitz boosted to COO of MCA Music

Entertainment Group.

¢ Bob McNeill appointed VP/Programming for
Westwood One Radio Networks.

* Scott Aurand recruited as WDSY/Pittsburgh PD.

Dave Taylor named PD at KUPL/Portland.

) 4

¢ Clarke Brown promoted to Sr. VP/GM of WQXI-
AM & FM/Atlanta.

* Mike Horne selected as VP/GM at WRBQ-AM &
FM/Tampa.

¢ Sky Daniels tapped as Sr. Dir./Album Promo for

Epic Records.

Randy Bongarten boosted to NBC Radio
President.

Ed Mascolo upped to VP/Contemporary Promo

for RCA Records.

Bobby Rich returns to KFMB-FM (B100)/San

Diego as Program Mgr.

Gary Price picked as PD of WJMK/Chicago.

Jim Brown joins WLUM/Milwaukee as PD. |

v

Jim Wood appointed OM of KPOL & KZLA/L.A. i
|

Ron King crowned WDIA/Memphis PD.

v

* Shadoe Stevens selected as PD of KMET/L.A.
* Michael Hunter accepts the KSAN/SF PD chair.

=4

> Busted For The Boss ‘.

Apparently WCTC/New Brunswick, NJ talk
host Mary Walter didn’t want people to know she
was bidding in another station’s charity auction.
She requested that WJLK/Asbury Park, NJ re-
frain from publicizing her radio job in any stories
about her $10,500 bid for a Bruce Springsteen-
autographed guitar. WJLK PD Mike Kaplan told
the Asbury Park Press he asked journalists to
respect the request, but a small East Brunswick
paper printed her affiliation. While Kaplan was
worried that Walter would réscind her bid, she ul-
timately decided that she didn’t want the young
beneficiary of the auction to be punished and
wrote out the check.

If you have Street Talk, call the R&R News Desk at
(310) 788-1699 or e-mail jaxelrod @rronline.com
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™ Continuing to Set New Monitor
. Record for Simultaneous #1’s
at Modern Rock and Rock
7 Weeks & Counting...

36*- 31* Top 40 Mainstream
BDS/1609 spins (+257)

10*- 10* Modern Adult BDS
946 spins (+76)

22*-18* Top 40 Adult BDS
(#5 Greatest Gainer)
1038 spins (+126)

SoundScan Over 1 Million!
#11 Album Chart

- Single in-stores September 14

Great callout & phone stories
at every format!
Just ask your friends!

BRAND NEW
Callout America:
#17 Overall
#4 Females 18-24

#8 Females 25-37
#12 Teens 12-17
“Huge sales, strong callout
...a no-brainer!”

- Kozman, KALC

“This is the fastest
researching record we've
seen in a long time.”

- - John Peake & Jay Michaels, KRBE

2ut spiossy soig sauiem 66519 | | OQS NI AG AIXIW ANV AIHIINIONT "ONI SNIHd O INJWIODVNVIN  NIENY %OiH A8 d30NAa0Hd

' ‘ “This record is a great surprise.
After one week of airplay,

RED HOT CHILI PEPPERS '/ i

~ Steve Weed, KDND

Now On Over

FRONM THE NEW ALBUMNM _ =] 120 CHR/Pop Stations,
R ——— i Closing Out At:

WKSE/Buffalo KRQQ/Tucson

K 102m

6x 23
#14 Most Played), {7 Most Played)
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eh Labels: A View
rom Wall Street

1 Two top analysts discuss the fallout from recent Internet IPOs

J

ust over half a billion dollars. That’s how much money investors poured into the initial public

— stock offerings of MP3.com, Liquid Audio and Musicmaker.com last month.

While that’s more than enough
money to shake things up in the
music business, nobody in their
right mind is about to write off the
majors. In fact, all this high-tech
hysteria could even strengthen the
majors’ position.

Powerful Upstarts

But the events in July are ex-
tremely intriguing for this simple
reason: For the first time in
memory new companies have come
on the scene that have the financial
wherewithal to take on the major
labels. Sure, MP3.com took most of
the proceeds from the IPOs —
$346 million. And none of the three
is really in the business of signing
and releasing artists. But that could
change very quickly.

Events over the past two months
could signal a significant change in
the competitive landscape. Why?
For one. the upstarts’ accounts are
brimming with cash, and they’re
hungry to do deals, such as the $45
million deal MP3.com inked last
month with Cox Interactive Media.
That deal allows users to download
music from Cox’s affiliated radio
stations.

More importantly, the Internet
companies have a currency (their
common stock) to lure some of the
best and brightest in the business
— and that includes executive tal-
ent and recording artists. Just ask
Alanis Morissette and her manag-
ers. Atlas/Third Rail Management
— who collectively reaped tens of
millions in paper profits in the
MP3.com PO — what it’s like to
get in on the ground floor of one of
these companies.

Several Internet-based labels and
music services are moving down
the stock-for-services road.
MP3.com has set aside a bundle of
common stock for future deals with
artists. ARTISTdirect has signed
fong-term pacts with 44 top-selling
artists to sell products online via
the ARTISTdirect network. In re-
turn for aligning with the company.
acts such as the Backstreet Boys.
Tom Petty, Everclear, Kenny G and
Dwight Yoakam will receive stock
in the company. The combined eq-
uity the acts will own will report-

edly be about 10%. You can bet
Internet music concern EMusic.com
(formerly known as Goodnoise),
with a market cap of $288 million
as of August 5, plans similar ven-
tures.

In order to get a handle on just
how the landscape has changed or
is about to change, [ spoke with a
Wall Street veteran, Paine Webber
Managing Director/Communica-
tions Equity Research Christopher
Dixon, and Jupiter Communica-
tions’ Mark Mooradian, a senior
analyst at the high-tech research
firm.

Their consensus? The new kids
on the block will still find it diffi-
cult to compete with the majors
when it comes to marketing, pro-
motion and, yes, even distribution.
The majors’ alliances with radio
and retail still present a formidable
hurdle.

Cash Is King

Dixon observes, “At the end of
the day the music industry is still
about scale. The big labels can pro-

R Rt

“It still comes down to
dollars. The working
capital alone for the

Rolling Stones tour was

north of $250 million.

If you want to play in
the big leagues, the

majors are still the only
game in town.”

Christopher Dixon
T R TR

‘vide the marketing muscle and dis-

tribution capability and. most im-
portantly, the working capital that’s
needed to take an artist who sold
30,000 on their first independent
release and make them the next su-
perstar — to take someone like An-
drea Bocelli and market him not
just in Italy, but around the world.”

While Internet labels can wave
stock options in the faces of artists,
it’s the multiple avenues for mass
exposure the majors have at their
disposal that remain incredibly en-
ticing to new acts, says Dixon. “If
you're a new act or a small garage
band that’s not getting airplay, then
you're going to go with an
MP3.com. But what if a major
came up to that same band and
said, ‘We want to get you guys on
the next superstar tour. Would you
like that?” You know what the an-
swer is going to be.”

The Internet firms, even one as
big as Amazon.com, still don’t fac-
tor in. “Amazon.com doesn’t have
anything to provide me as a musi-
cian other than a place to sell my
CD. They can’t promote me at ra-
dio, get me on a major tour or put
my music on a new sampler CD.
Amazon.com is a very viable alter-
native retailer of recorded music
and video. Do you think they’re go-
ing to get into the business of pro-
ducing their own albums?”

Web Imprint
Ready To Break?

Dixon nonetheless acknowledges
that one of the new companies
could very well pop. “I don't dis-
agree that the opportunity for indie
music entrepreneurs has never been
better. That's because the Internet
lowers the cost of marketing and
promotion. All of a sudden an art-
ist who could only sell 30.000-
40.000 units can be profitable.

“It's also a great time for indies.
because as radio playlists continue
to shrink and become more homog-
enized and middle-of-the-road —
which is a result of consolidation
— you don’t have the kinds of out-
lets for alternative music that
people used to have. So they're
gravitating toward places like the
Internet to hear that music.

“There are always going to be
those people and artists who will
try it on their own outside the ma-
jor labels. If you're a niche label or
artist. you can be self-supporting on
fow unit sales. but that’s not the
business of the majors.

“It still comes down to dollars.
The working capital alone for the

www_americanradiohistaorv.com

Grammy Award-winning songwriter/producer Dallas Austin introduces
Vega, the first group to have a record released on Freeworld Records,
his joint venture imprint with Capitol Records. The Detroit-based ur-
ban quartet’s self-titled debut album is slated for release in October.
Shown (L-r) are Eugene “G-Vega” Williams, Tennell “T-Vega” Williams,
Austin, Jason “J-Vega” Chenevert and Ahsohn “A-Vega” Williams.

Rolling Stones tour was north of
$250 million. If you want to play in
the big leagues, the majors are still
the only game in town.”

Mooradian agrees with Dixon
that Internet heavyweights like
Amazon.com will remain in the re-
tail business. Not so, he believes,
other firms. *Amazon doesn’t have
any interest in being in A&R or
marketing. They don’t want to go
there. They’re more interested in
mass-market products and want to
keep good relationships with the
major labels. But if you ask
[MP3.com Chairman/CEOQO]
Michael Robertson, he’ll tell you
he’s a record label, among other
things.”

New Business Models

“Labels like Atomic Pop and
Emusic have different business
models,” Mooradian continues.
*“Remember, you get what you pay
for. If an artist signs with a major
label. the artist is going to give
away the store, but in return the
major will spend hundreds of thou-
sands of dollars on radio promo-
tion. tour support and getting end
caps at retail.

“It’s money well-spent and what
the industry was built upon. but it’s
not what those companies are all
about. They're not spending that
kind of money and are starting on
a smaller scale. For them the Holy
Grail is getting airplay for their
artists. In order to do that they’ll
distribute as much free music as
possible in the hopes that people
will call up their favorite stations
and get them to play the song.
When that happens, they've won.”

Mooradian has been watching
‘Net music develop since the early
*90s and believes it’s just a matter
of time before an Internet label
pops. “When [UMA came along in
1994 it was pretty exciting. and we
were saying to wait a few years and
you'd see an artist break from one
of these sites. I haven’t seen it yet,
but we’re getting closer. IU’s getting

interesting now that these guys are
signing acts like Public Enemy.”
The most aggressive web labels,
interestingly, are adopting more-
traditional major-label organiza-
tional structures. “Labels like
Emusic have their Internet distribu-

—

“You have to remember
that the Internet is still
best suited for niche
artists.”

Mark Mooradian
e —

tion strategy, but they're also doing
offline distribution and trying to get
discs into stores,” Mooradian says.
“They realize that if they want to
have a big artist. they have to be in
retail. Remember, online sales —
not counting digital distribution —
only accounted for 1% of sales last
year. Revenue from digital distribu-
tion of files was less than $50,000.
That's not so great. It’s going to be
an explosive market in the future.
but it has a long way to go.

“You have to remember that
the Internet is still best suited
for niche artists. A lot of artists
are putting their music on their
websites and selling direct to
the audience. But it would prob-
ably be better if they rotled out
an 800 telephone number, be-
cause everybody has a tele-
phone. but not everybody has
Internet access.”

TALK BACK TO RE&R!

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

Call me at (615) 244-8677 or
e-mail: swonz@rronline.com
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Now On Over 80 Stations including:
KHKS Wwzz WHYI KHTS KDND KDWB
KSLZ WFLZ WKFS WNKS KZHT Kzzp
WNCI WKSL
na arfRIetiny Nadite Rerice
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ErePon Shiemir
sl ;cd’hus;'mc.
SAMERICA

www. mcarecords.com

Check out these Majors...
WI0Q-Philadelphia
KHKS-Dallas
WWZZ-Washington
Y100-Mizmi
KZZP-Phoenix
KHTS-San Diego
WBLI-Long Island
KDND-Sacramento
KDWB-Minneapolis
KSLZ-St. Louis
WFLZ-Tampa
KKRZ-Portland
WKFS-Cincinmati
WXSS-Milwaukee
WKSE-Butfalo

OMTE S
MOTION PIGTURE WKSL-Memphis
SOUNBTRAGK:



www.americanradiohistory.com

This Puppy
s A Winner!

Watch Shiloh win over your listeners!
His first movie and video was a huge success — delivering
great family fun. This exciting sequel is now available for
prize giveaways this fall. We've got to move quickly,

though... so don't bark... move!

‘_. 3 WarkiR Beos, @h&m Exrroea
! i oo .1‘-;'1r "= G L
: N

This free promation is exclusively available
through September 12 in these markets:

Atleta -Housten-~
Balt raore Kangas City
Boston Los Angeles
Chiezge-™ Miami
Cine nnati Milwattkee-*
Clevstand-*  Minneapolis

—Cohrbts™  hewYork*

Cenve- Phoenix

Detrail

* Already Gone!

San Diego
Seattte-*

Tampa
Washington, Bt

e ry M0wry af:

MARKETING
310-788-1626

or e-mail 'hmbwy@rronline. com
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Jive Records is betting Steps can
make the giant leap from Europe to
the U.S. The British pop quintet,
platinum several times over in their
homeland, are already making their
mark on this side of the Aflantic with
their debut U.S. single, “One for Sor-
row.” CHR/Pop outlets recently add-
ing the track include WWZZ/
Washington, WHYL/Miami,
WDRQ/Detroit. WPXY/Rochester,
WKSL/Memphis. WQZQ/Nash-
ville, KDND/Sacramento and
KQKQ/Omaha, among others.

to the U.K. and headline two dates
at Wembley Stadium, because that’s
how popular they are over there.”

Jive even ensured that “One for
Sorrow” was the lead singie on the
soundtrack for the movie Drive Me
Crazy. The soundtrack will be re-
leased September 28. The label has
also landed advance press in many
teen magazines and fanzines.

As for the music, Jive has com-
bined the best ot Step One and the
group’s forthcoming sophomore al-
bum. It also toned down “One for

Steps. who are signed to live
Records U.K.. inttially tormed in
spring '97. Eventually the group
hooked up with legendary producer
Pete Waterman. he ot Brit-pop hit
machine Stock Aitken Waterman
fame. That led in turn to a deal with
Jive U.K. and the release of Steps’
debut single, *5. 6, 7, 8.” in Great
Britain in November 1997.

Steps followed that up with other
hit singles ("Last Thing on My
Mind,” “One for Sorrow™) and the
release of their {irst album, Srep One.
on September 14, 1998. The result?
Step One quickly became one of the
best-selling debut albums of the *90s.
The group also started 1999 red hot.
having the first top-selling commer-
cial single ot the new year (“Heart-
beat”/*“Tragedy™).

In order to build on that base and
mcrease the probability for breaking
Steps in America, Jive has pulled out
all the stops. One of the biggest ex-
posure avenues came when the label
arranged for Steps to open for
labelmate Britney Spears on her na-
tional tour. Jive Records U.S. Sr. Di-
rector/A&R Steve Lunt comments,
“A lot of fledgling acts naturally
don’t have a lot of touring experi-
ence. That's not the case with this
group. They’ve already cut their teeth
in the U.K. and Europe. They know
how to work a crowd. When the
Britney tour is over, they head back

Sorrow™ for the U.S. market. Lunt
observes, “Pete Waterman made a
wonderful record. but for the U.S.
market we had 10 make a few
changes to allow for a softer entry.
We needed 10 make it a little less
Euro-dance sounding. We didn’t dra-
matically change the group’s sound,
but rather altered it in a way that
bridges the gap between Euro and
American pop.”

As for radio, one of the first stops
Jive made was at Radio Disney. Sr.

~ Jive Building Steps One Step At A Time

VP/Promotion Jeoe Riccitelli remem-
bers, “I flew down to visit them
around May to make sure they com-
pletely understood what was happen-
ing with the group, what they were
all about and our plans to break them
here. It was really important that we
get them on board, because we
wanted the young-end demo, the 8-
1o-12-year-olds.”

After Radio Disney came aboard,
Jive began working CHR. Riccitelli
stresses, “We were very conscious of
making sure we had a lot of things
happening before going to radio so
there was already some awareness
about the group in the market. We
didn’t want to rely solely on CHR 10
carry this.”

One programmer who’s along for
the ride i1s WWZZ PD Dale
O’Brian. “We liked it the first time
we heard it. We’ve had some pretty
good success with Euro dance. IU's
something we can own. and it’s a
record that our audience expects to
hear.”

O’Brian doesn’t foresee huge re-
quests or phones at the beginning.
“That’s not the way it works in our
market. It's hard to find a dance
song that requests or calls out. It’s
really all just feel and the belief that
the song will evoke some kind of
emotion with our listeners. And our
gut is telling us that is going to hap-
pen.”

In the meantime Jive will grind it
out week by week at CHR. VP/Pro-
motion Denise George notes. “This
project isn’t about big add weeks.
especially since there are so many
superstars releasing new music right
now. It’s about tinding the believers
and making sure we build it 20 adds
at a time.”

Step One hits retail on October 12.

man Jocelyn Cooper.

Cash Money/Universal Records rapper Juvenile recently celebrated the \
platinum certification of his debut album, 400 Degreez, while visiting
Universal's New York headquarters. Pictured (l-r) are Universal Sr. Direc-
tors/A&R Mark Nathan and Dino Delvaille, Cash Money co-founder Ronald
Williams, Universal Exec. VP/GM Jean Riggins, Juvenile, Cash Money co-
founder Brian Williams, Universal/Motown Records Group Chairman Mel
Lewinter and Universal Music Group Sr. VP/Special Assistant to the Chair-

Page, Townshend Front NetAid

Jimmy Page and Pete Townshend have agreed to
head up NetAid, a multime-
dia charity concert that will
raise money for poverty-
stricken nations. Also agree-
ing to participate in the Oc-
tober 9 event are U2’s
Bono, Wyclef Jean, Count-
ing Crows, Robbie Will-
iams, Jewel, Bush, Celine
Dion, the Corrs, the Eu-
rythmics and George
Michael. Charity events will
be held simultaneously at Giants Stadium in East
Rutherford, NJ; Wembley Stadium in London; and the
Palais des Nations in Geneva and will be made avail-
able on TV, radio and at two sites on the Internet. Bono
and Jean will debut “New Day," a song they co-wrote
for the event.

Jimmy Page

Atomic Pop Has Gas Giants

Al Teller’s online label/marketing company Atomic
Pop scored a coup by signing Gas Giants, the band
formed by former Gin Blossoms lead singer Robin
Wilson and drummer Philip Rhodes. “Quitter,” the first
single from the band’s Beyond the Back Burner has al-
ready been serviced to radio. The album hits traditional
retail on October 12. Atomic will handle online market-
ing, promotion and distribution duties prior to the offline
release.

Release update: Mariah Carey will release her new
studio album, Rainbow, later this year. The ieadoff
single, “Heartbreaker,” pre- [
miered online August 16 and
will be available at retail }
September 21 ... Trent }
Reznor’s Nine inch Nails
will release “We're in This
Together,” the first single
from the album The Frag-
ile, Aug. 27 ... Smokey
Robinson will release his
first album in seven years,
Intimate, on September 28. The first single is “Easy to
Love” ... Former Led Zeppelin bassist/keyboardist John
Paul Jones will release his first solo album, Zcoma, on
September 14 on Robert Fripp’s Rykodisc-distributed
tabel, Discipline Global Mobile.

This 'n’ that: The Backstreet Boys sold outkheir en-
tire tour in one day — that's 765,000 tickets worth
around $30 million ... Founding Oasis guitarist Paul
“Bonehead” Arthurs has left the band ... Look for re-
formed hard rock group the Cult to sign a recording
deal with Atlantic Records ... David Bowie has inked
a worldwide deal with Virgin Records ... Brooklyn-
based Leslie Nuchow has won the Xoom.com/Lilith
Fair 1999 Online Acoustic Talent Search ... AOL has
picked EMusic.com to offer downloadable music on
AQOLs ICQ, Spinner.com and Winamp services ... Creed
begin their fall tour on September 25 in Charlotte ...
Sting embarks on a national tour October 14 in Las
Vegas in support of Brand New Day, his first new stu-
dio album in four years.

In the studio: Van Halen have begun work on their
second album with lead singer Gary Cherone. The
group has tapped Danny Kortchmar as producer ...
The Los Angeles Times reports Hootie & The Blow-
fish frontman Darius Rucker plans to record a solo al-
bum and is talking to Fugees member Wyclef Jean
about producing ... Run-DMC are putting the finishing
touches on their new Arista/Profile album, due later
this year .

e o nang amaricanradiaohictor oo
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An Oasis Of Stability

I'he Best Of Both Worlds

Six Ways To ‘Get A Life’

3e Successful And Have A
Blast In The Process

You Know You're About To Be
Fired When....
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R&R’s fifth annual Rock special, The RockPhiles, is about beginnings. With the close of this decade, we’ll no doubt be bombarded by

numerous best of's — of '99, of the decade, of the century. And while the rush to welcome the new millennium - a year early! - adds to all

the hype, I've decided to offer you something different by introducing some of the people and concepts that are alreasly molding the

future. @ Here’s some,of what you’ll find: Several interviews with up-and-coming radio programmers. One of Rock’s founding fathers,

Lee Abrams, takes us into the future with XM Satellite Radio. Although radio, Rock in particular, is still dominated by men, you’ll

meet some women wha.are proactive about banding together. Warning signs you’re getting fired. If multitasking’s got the best of you

- get a lite! Survey results regarding programming benchmarks, value-added, wehcasting and digital storage systems[ @Ever been

to an AA meeting? What if the AA stood for “Active Anonymous”? We protect the identities of these Sr. VPs of Promotion who go behind

the curtain to tell you the truth about what really matters to- record companies as they determine who gets the goo. Wind-up Records

makes history with a promotion that’ll have the audience listening and clicking in no time. Picture a label that focuses on *80s rock bands

that are still making music and also signs brand-new bands. It’s not your big brother’s Roadrunner anymore! A lahel that has a

broadcasting department — how does that happen? @ Artist interviews with Days Of The New’s Travis Meeks, Kid Rock and Sevendust. We
also invite you to sneak a peek at *99’s baby bands that are poised to break through at the format. Welcome to The RockPhiles!

Riding The Roller Coaster Page 55 HEE RE o US g
Survey Says.... Page 57 } - }ﬁ b i -
SO SIGO T eIEiE Rage 0, Highlights Of An AA (Active Anonymous) Days Of The New Gets ‘Big’

For Grrris Only . Page 62 Meeti : ) )
. eeting The Kid (Rock)'s Alright
The Bear Is All Things Rock In Portrait Of A Label Sevendust Builds A Career

Wilkes Barre Page 64 Roadrunner Records Grows U -
. ] . p
Stay Tuned For ‘Amazing Radio”  Page 67 winging Up Radio And The Internet )cmg
KHOP Musters Most Of For ‘Higher’ Success -

Modesto’s Men Page 68 = :
Beating The Odds Page 70 Mixing Media To Increase Exposure

Active Rock Breakthrough Bands
Rock Breakthrough Bands
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An Dasis OF Stability

© Company
profile

of the
employee-
owned

(and loved)
Journal
Broadcast

Group
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Carl Gardner

In this age of consolidation and the dwindling
of smaller companies with family atmospheres,
Journal Broadcast Group stands out as an oasis.
Why? It offers itz #mployees a chance to own the
company and benefit from their hard work. The
open-desir-policy and employee Board of Direc-
tors, anomalies in today’s corporate- -based world,
give tlmcmployees a voice in the company.

The sxmpllcnty of its mission statement cap-
tures the:company’s essence: “The mission of the
Journal Broadcast Group is-to provide growing
audiences with excellent, relevant and targeted
programming and to create effective marketing
opportunities for our advertisers, resulting in
growing returns to employee owners.”

Pride Of Ownership

The Journal Broadcmroup, has contin-
ued to grow since 1927 and now boasts 36 radio
stations, three television #ations and more than
900 employees — or should I say, 900 happy and
dedzca‘fe(?employees Ei gli%r company vet and

xnt/Radio Carl Gardner agrees: “Because
1 ployee ownership, we find that we get
particularly dedicated and focused people here.

“The business has changed so rapidly for
peopl%cent years. There are a lot of people in
“the radio and television businesses who are ex-
traordinarily committed. They really believe in the
business; they love doing what they do and want
to be able to feel like they can do it over the long
haul. Seventy percent of the employees in our
broadcast group are invested in our company. Many
are very heavily invested. For a lot of them, it’s
the biggest piece of their personal net worth. It
creates a situation where our employees are highly
focused on the results they produce.”

Inspiring employees to do their jobs well
was the motivation for Milwaukee Journal Pub-
lisher Harry Grant to establish an employee own-
ership plan in 1937. He created the first
employee-owned company in any industry in
Amerita. Grant maintained that his stake in the
company had inspired him to do well, so why
woulds™t it inspire all Journal employees?
“Harry Grant was a fiercely independent sort
whose real burning focus was to never let his
newspaper be taken over by what he called ‘out-
side interests,”” Gardner explains. “In those days
it might have been the New York Times Com-
pany or Pulitzer or Hearst. Those kinds of com-
panies were buyifig up a lot of the independent
newspapets in America in that day. Grant felt
very sirongly that he wanted his newspaper to
be independent forever. He was a visionary who
invented a structure that would enable him to
sell his stock in his company to his employees
over a period of time.”

Heart And Soul

The stock plan is the heart and soul of the com-
pany and of the company’s culture. Today, 90% of
the Journal Communications (the parent company
of the Journal Broadcast Group) stock is held in a
trust governed by the Journal Employees’ Stock
Trust Agreement (JESTA). The remaining 10% is
owned by descendants of Grant. Employees can par-
ticipate in the stock plan by buying ‘“Units of Ben-
eficial Interest” in the stock trust. The unit of stock
trust differs from publicly traded common stock in
that it cannot be traded on the open market. Units
can only be bought from and sold to the trust, which
grows as the company does. In 1998 net revenue
totaled $732.4 million. More than 3,600 employees
have a piece of the Journal rock.

“No matter what happens on Wall Street,” says
Gardner, “it has no bearing on the performance of
our company stock. There’s really only one thing

. that drives our stock results, and that is growth in

our operating performance from year to year. If our
businesses make more money this year, the price of
our stock increases. If our businesses don’t grow,
the stock doesn’t appreciate in value.

“Most broadcasters take a real pride in our
business,” he continues. “They take pride in being
part of a station and company that are doing things
right for the long term. It’s all about building fran-
chises and building positions. That’s what we focus
on and put a lot of resources and energy into at
Journal Broadcast Group. I think our people feel a
sense of security that they can grow their business
and grow their career without having to worry about
who’s going to own us next month.”

Luxury Of Long Term

Moreover, Journal can be discretionary when
it comes to hiring. “Because we are employee-
owned, we tend to be a company that’s very focused
on attracting and hiring the right kind of people
who want to be stable and build careers here over
the long term,” Gardner says. “They know that they
can come here, build a career and create a signifi-
cant piece of equity for themselves over the long
term. So our people tend to be long-term thinkers.
We have the luxury as a company to operate with

“Because of our
employee ownership,
we find we get particu-
larly dedicated and
focused people here.”

the long term squarely in mind. We think that’s a
luxury that many — I won’t say all — of today’s
public companies don’t enjoy.”

The idea of stability has increased in value in
today’s constantly changing environment. Journal
offers an incentive that transcends dollar value: job
security. “Our employees have full voting rights with
their investment in the company,” Gardner points

ut. “The ownership and the control of the company
rest with the people who work here. When you re-
tire from the company you get up to 10 years to sell
your stock back in small increments — 10% a year
for 10 years.

“It enables us to keep the control and destiny
of the company in the hands of the people who
work here. You can’t quit to go work for some

other company and continue as a stockholder in
our company. You have to sell back when you
leave. When Harry Grant designed JESTA it was
all about independence. In today’s environment
we find that’s something that really rings true with
a lot of people in broadcasting. With the high level
of consolidation that’s taken place in a few com-
panies today, we find that there are people in the
industry who love broadcasting and who like the
idea of working for an independent company. We
find that what we have to offer appeals to that
kind of person.

“The longer they’re here, the more they come
to realize that their actions do have an impact on
our results. There are many employees who’ve
worked here 25-35 years. If they don’t like some-
thing that the company’s doing, it wouldn’t be un-
usual for one of them to come into my office and
say, ‘What’s going on here?’ That’s a different sort
of dynamic. What it shows you is that people are
paying very close attention to the decision-making
and to the results that we’re generating, and they
care an awful lot about it.”

Operational Excellence

Journal proves that a company can excel in
partnership with its employees. “We’re all about
growth; we’re about improving our operating re-
sults year to year. That may sound like an obvious
thing for a company, but in reality there are compa-
nies today that are not all that concerned about
improving their operating results because they’re
driven by other objectives. We are about trying to
grow the performance of our businesses, grow our
audiences, grow our advertiser relationships, grow
our revenues and grow our operating earnings.

“Our people have very high expectations of
themselves because they’re major stakeholders in
the future of the company. We’re very conscious of
the fact that our company requires a special breed
of cat. It’s probably not for everybody, because our
performance expectations are quite high, but the
reward is quite high as well. We’re not in a horse
race, trying to be the biggest group. For us, it’s
about how well we operate the ones we own. Do we
want to get bigger? Yes. We love the radio busi-
ness, and we intend to be in it for the long haul. We
will continue to look to acquire stations. But we’re
most interested in continuing to build a culture and
a group of employee owners who run the place and
who will take us where we need to be.”

>RADIO_-
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PTuses |
the top
Active Rock

and Alternative

Zakk Tyler

WTPT (The
Zakk Tyler has fi
Rock and Altern:
filling both void
where we fitin,”

et)/Greenville PD/mornings
 the balance between Active
> and carved out a niche by
the market. “That’s really
ggests. “We’re much closer
Astiye than an Alternative, but we’re not a
pure e ther one.”

me to radio today, as well as in the
tuture ¢ want to fill botlgthose gaps and take
the bes;%)f the best and pay close attention to tex-
ture and tempo to make sure it’s a good mix,”
Tyler says. Learning to adapt and playing what the
audience wants to hear are-the necessary ingredi-
ents fogdsuccessful station in today's competitive
—and expanding — market. Tyler honed his skills
right oug of college as an intern at WRRK (97
Rock)/Pittsburgh (now C Rock). He subse-
quently became mornig, how producer/
overnighter. *_
... Fraam there he helped
Ville as AP
Memphis as MD/pm drive for a year and a half.
He foltoawed that up in Sepésiber "96 by flipping

"TPT Country to The Planet.

we signed this station on there was a

., Mmainstream Rock and a Pop/Alternative. and that
§ really h.ﬂn t changed,” Tylet offers. “Our strat-
marke i 1g in and still today is to try to be the best
' Active/Alternative station we can be.”
Tykeracknowledges those in the industry who
have influenced his philosophy and approach.
“Buzz. Casey for his competitiveness, Gene
Romanojust for his pure pregramming genius and
Sean McDowell for his professionalism both on

fofill

two voids

m the

/B on WTFX/Louis-

Pittsburgh together. He’s the only one of us

“l doubt, with all the
great programming
people they have at
this company, that
welll ever get a
consultant.”

¢ “Romaric Hired to go to WDVE after he crushed us
[ln the%vauungs] and Sean’s still there.”

Constant Change

WAAMAM- A eLicantadiohiston—com

not including the merger of Jacor and Clear Chan-
nel. “It’s almost like a new company to me, because
we were under the umbrella of different key players
before the merger, and I didn’t have people like
Romano and Tim Dukes to network with. Now I do.

“I doubt, with all the great programming people
they have at this company, that we’ll ever get a
consultant. That remains to be seen. Networking
with some of the programmers Clear Channel has is
certainly something we can utilize.”

Tyler makes all the music decisions with input
from his staff and MD Taylor, saying Taylor is the
bridge between him and the music industry. “I also
pay close attention to WXTB/Tampa, KIOZ/San
Diego. WY SP/Philadelphia and both 99X and 96
Rock in Atlanta, because we're kind of a hybrid of
those two stations. If I could have the best of the
best of each of those two stations, that’s what we're
trying to do here.

“More often than not, our heavies are going to
be songs that started here and then crossed over to
the other formats. The Chili Peppers’ “Scar Tissue’

“] take great pride in
how my staff steals
the show whenever it’s
an open-market event.”

and Pearl Jam’'s ‘Last Kiss’ are good examples. They
started on our air, but once they got picked up by the
other formats, in order to retain ownership of them,
we moved them to power. Lit and Oleander were
two other good powers for us, too, that crossed over.”

Conquering Mornings

After a year establishing the station’s sound,
Tyler jumped into mornings. The station went to
No. | men 18-34 for the second straight book. Even
more satisfying was the show’s surpassing The John
Boy & Billy Show. “This is their first syndicated
market. and we're about an hour and a half from
Charlotte, their home market. They were as strong
here as they are in Charlotte. A year and one book
is what it took us to erase what was a 27-to-9 deficit
in that demo. We’re very proud about that. It’s some-
thing I set out to do over the last year. 1 didn’t have
much of a life outside of it.”

The goal of the morning show is to get people
talking, and even better, to have the station men-
tioned in those conversations. A recent example
was when Tyler and co-host Kimberly became in-
volved in a debate over First Amendment rights
between Sharon (Mrs. Ozzy) Osbourne and Dr. Stan
Craig, pastor of a local Baptist church. Dr. Craig
led the “Citizens of Traditional Family Values™ in
a protest against an upcoming Black Sabbath,
Godsmack and Drain STH show. Kimberly covered
the protest and forwarded some of the petitions to
Osbourne, who later went on the "TPT morning show
to challenge Dr. Craig to meet her in a face-to-face
debate. Less than 24 hours later he agreed, and the
event was scheduled.

Tyler and Kimberly hosted the debate live on
the Internet and recorded it for later airing on the
morning show. Local and national media attended,
and the debate was filmed for the Ozzfest movie,
which is being directed by Penelope Spheeris. In
fact, Spheeris halted post-production on the movie
in order to fly to Greenville and film the debate.

2 Best 0F Both lllorlds

“We aim to be the most entertaining every day,
but we’ve also broken major news stories on our radio
show,” Tyler says. “And this Osbourne debate was
one of them. When there were holes in the women's
room at the welcome center coming into South Caro-
lina from North Carolina, it broke on our radio show.
Then, of course, we do the crazy rock 'n’ roll stuff
everybody else does, like mooning Pat Buchanan.™

With no marketing budget, the station creates a
lot of outdoor activities to get attention. “We utilize
every opportunity we can to win on the streets, espe-
cially at concerts and festivals,” Tyler explains. "I
take great pride in how my staff steals the show
whenever it’s an open-market event. And we throw
our own events, like our birthday parties or when we
sent our producer to the new Star Wars movie six
days in advance to be the first in line so we could get
some TV coverage. Nobody on my staff even wanted
to go to the movie; it was just an opportunity to seek
some free press. My whole staff is really into hitting
the streets and getting their hands dirty.”

Personal Bookmarks

1: SCOTT
T DOUBLAS

Who : Island Def Jam Music Group
VP/Rock Promotion

E-mail:

gcott.douglas @umusic.com or
lojack@ix.netcom.com

Home Page: www.islanddefjam.com

*%’%-.

Favarite lebsite

NewYorkTimes, L.A.Times

(www.nytimes.com, www.latimes.com)

Two of the bestnewspapers in the country ...
easy 10 search them forindustry-related
news items etc

Favorite Book

Anything by Clancy,
Grisham, Higgins, Archer,
Stephen King

“Iroadioescapao. |fike books that are easy to
readon planes. Short chapters. nottosheady
Thiillers, mysteries, horor and bisgraphies arg
rfamworia”

rarite Songaf 1959

{Not on Your Label)

“There’s YourTrouble,”
“You Get What You Give”

{by the Dixie Chicks, New Radicals)
*1 bk all Kineds of eusic, g the Dixia Chicks are
agreat combination of pop and couniry. New

. Radicals' Greg Alexander is a great songwriler,
and I'm really bumimed he dossn'twant to make

~ records anymore. These are simple, hapoy tunes!”



www.americanradiohistory.com

"NEW ALBUW IN STORES TUESDAY SEPTEMBER 21

WWﬂOURLADYPﬁ\CE COM “WWW.COLUMBIARECORDS.COM

ON TOUR
WITH CREED
| STARTS
2 B SEPTEMBER 25

“COLOMBIA” BNS REC.U.S. PAT. & TM. OFF. MARCA REGISTRADA £ 1999 SONY MUSICENTERTAINMENT i%s
LY



www.americanradiohistory.com

2t

TR T AN T ST e -

48 ® R&R August 20, 1999

How to

delegate

redefine

yourself and

learn to

ity

just say no

3the rock philes

Six Ways To ‘Get A Life’

By Alan Mason

Alan Mason

Multitasking — it’s the buzzword of the *90s.
However, saying it is not quite the same as doing
it. Alan Mason, Managing Partner of Audience
Development Gggup, is proficient at helping man-
agement manage successfully (and sanely) through
simplé timesaving and siress-busting techniques.
Here he discusses how those in upper management
can fges a life” while still productively oversee-
ing their station(s) and department(s).

Congratulations, you’ve. just been promoted!
You're no longer the GM, GSM or PD. Now you’re
a cluster manager, a director of sales or a director
of programming. So what’s the difference? More
than you might think. These new jobs are not your
old job times six or seven — it’s a completely re-
defined job from the one yotbad a few weeks ago.

After observing some of the best in the busi-
ness handle the change, we've come up with six
simple tools to help you get a life while still lead-
ing your operation successfully.

1. Learn to say no to nonessential tasks. This
is a tough one, because we all have things we like
to do and things we wantto do. Unfortunately, they
aren’falways what we should do. This is espe-
cially true for newer managers, who tend to want
to gravitate back to the responsibilities they just
left. There are many directors of programming who

W

still play with Selector and write all the liners for
each station. It’s comfortable, but not the best use of
your time.

2. Focus on key tasks. Saying no isn’t enough.
You need to identify the issues that have a high im-
pact on your success and devote the majority of your
time to them. If you're a cluster manager, you need to
spend time reviewing and coaching your sales man-
ager and program director. You need to keep a close
eye on the financials. You need to spend time moti-
vating your team and making sure your direct people
are motivating theirs. It’s the Pareto Rule turned to
leadership: Put 80% of your time into the 20% of
your tasks that are important.

3. Delegate. Then delegate. Then delegate some
more. If you want to become truly successful, you need
to leverage your skills and talents through delegation.
In the simplest of terms, you’re no longer a “doer,”
you’re a leader. Everyone on your team should be con-
tributing directly to the station’s success. That can
only happen if you involve them and let them have a
chance to contribute. So delegate whatever you can.
Don’t abdicate — you still have to keep track of what’s
going on. And, yes, there are some tasks that can’t be
delegated. But go for it wherever you can,

4. Redefine yourself. Since no one did it for
you, write your own job description. Allow for a
large portion of your time to be devoted to what
really makes things happen — your people. Spend
less time with “things™ and more time with “people.”

5. Develop new systems. What worked for you
in managing your time in your previous position prob-
ably isn’t going 10 work in your new one. Evaluate
everything you're doing, why you’re doing itand how
you’re doing it. Are you in sync with the changes
involved in your new position, or are you just doing
the same things over and over because that’s the way
you’ve always done it?

6. Lead others, manage yourself. You can only
‘really manage yourself, because that’s the one per-
son you can control completely. Other people have
and always will be resistant to being “managed.”
It’s an outmoded concept that didn’t work well in
the old days and is really a boat anchor today. You
need to learn to lead and coach — once again, a
people-intensive process.

FEATURING

a g 4 '.qop 10 On
'Coul n’t

Record in store

> AL Q

Hes
with spenlaﬁ !

Don’t assume that you’re continuing down the
same path that you were in your last position. Not
only do you have a newly created set of responsibili-
ties, but you’'re in a newly redefined business as
well. Nothing seems to be as it was. As Warren Buffet
once said, “If past history was all there was to the
game, the richest people would be librarians.”

Personal Bookmarks

T:tle: TVT Records National
Director/Rock Promotions
E-mail: abramark@aol.com
Home Page: www.tvtrecords.com

Favorite lebsite

DVD Express

(www.dvdexpress.com)

“Bstter than any retail store, andtamamovie
jurkie. know this is the worst thing for our business,
buiwhowants toget rapedinthe wallet?”

Favorite Book

Death Bird Stories

(by Harlan Ellison)

“Anything written by the greatest author everis
greatbyme”

Favorite Songof 1999

(Not on Your Label)

“Bawitchdaba”
(by Kid Rock)
"G mon, thatgroove is a sledgehammer! | heard

thatbefore | everheard of ‘Buligod’and always
thoughtit was beitert Kid Rock is awesomet!”

clicloiod
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element is
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to staffers
asit

110

listeners

Be SuccessFul And Have A Blast In The Process

Bob 0lson

Two years into his desk job as a systems ana-
lyst/programmer for R.L. Polk & Co. in Detroit.
Bob Olson had a revelation: An ordinary desk job
would not do. In.February of 1988 he enrolled in
a regional broadcasting school, and by December
of that same year he landed his first gig at a 1,000-
watt daytimer in Michigan.

*“The station broadcasted from a 14' x 70'
trailer in the middle of a cornfield. I did mornings,
spun beautiful music and did the play-by-play for
the local high school basketball games,” Olson
says. He knew he had found his real career. He
was ready to have fun — cornfield be damned! A
few months later he moved on to Rocker WKQZ/
Saginaw as “Chef Bob,” the nighttime host of Rock-
N-Roll Café. He laughs at the memory. “It was a
bit embarrassing, but fun.”

A Comfortable Place

After being fired in November 1990 over
“philosophical differences,” Olson was hired at
WIXQ/Lansing to do nights. “I worked my way
up from night guy to afternoons to Music Direc-
tor to APD. The PD got canned in September of
97, and I moved in for the kill.” he jokes. “It
seemed every time [ discussed moving on to an-
other station, another opportunity presented it-

TUNED-IN

Sl e B d

WJXQ/Lansing, M

Friday, August 13, 1999

AC/DC It's A Long Way To The Top...
VAN HALEN You Really Got Me
TONIC You Wanted More

SEVEN MARY THREE Cumbersome
RUSH Tom Sawyer

ALICE IN.CHAINS Get Born Again
GUNS N' ROSES November Rain
DAYS PF THE NEW Touch, Peel & Stand
BOSTON Smokin’

SCORBPIONS Rock You Like A Hurricane

BUCKCHERRY Lit Up
OFFSPRING Come Qut And Play

LED ZEPPELIN Black Dog

CAROLINE’S SPINE Attention Please

FOO FIGHTERS Everlong

KORN freak On A Leash

JUDAS PRIEST You've Got Another Thing Coming
BUSH Little Things

KENNY WAYNE SHEPHERD Blue On Black
CHEVELLE Mia

QUEENSRYCHE Jet City Woman

JACKYL Crush

self here in Lansing. In the years I've been here I've
been through two owners, three GMs and a count-
less number of staff changes. As you would guess,
I’ve got the most seniority in the company. My wife
and I often talk about plans and goals for my career,
but quite honestly, 62nd Street Broadcasting and
our current GM, Nancy Dymond, are terrific to work
with. Don’t get me wrong though: I’m not going to
pass up that gig in Chicago or New York if it rears
its ugly head!”

Olson attributes the success of "JXQ to the strat-
egies and techniques he’s learned from his predeces-
sors. “During the first eight years of my employment
at "JXQ. Mark Stevens was my PD. Without a doubt
he has been an inspiration to me. I not only learned a
great deal about running a successful radio station,
but he also showed me how to get it done and have a
blast in the process! He still plays a large role in my
career. Ironically. after leaving WIXQ he was hired
at the crosstown Classic Rock competitor, WMMQ.
It’s been fun, to say the least, attacking each other on
the air and at city events.”

People, in general, lis-
ten to the radio to be
entertained. If you’re
boring, what’s the
point? Life is boring
enough; so entertain
them, give them some-
thing fun to do.

Olson also acknowledges stations and program-
mers for whom he has great respect. “Growing up in
Detroit, WRIF was a big influence on me and still
is. Lansing is only one hour outside of Detroit, and
the lifestyles and attitudes of the markets are very
similar. So naturally I keep up with *RIF. I also like
to see what Hal Fish is up to at WBZX in Colum-
bus, and I watch "YSP in Philly. They’'re all very
successful and have smart and innovative program-
mers running them.”

Olson calls 62nd Street Broadcasting’s three-
station cluster “interesting.” *'JXQ is an Active
Rocker, then there’s WXIK (Country) and Alter-
native WWDX (The Edge). The challenge with
WIXQ is to remain active, yet watch that we don’t
step on the toes of WWDX. The only other Rock
outlet in Lansing is WMMQ, which switched fre-
quencies about two years ago — going from 3,000
watts to 50,000 — and immediately became a force
in the upper demos. In the last few books 'JXQ
and "MMQ have swapped the No. ! and 2 spots in
all male demos.”

Finding The Right Fit

To keep the music selection that distinguishes
WIXQ in the market, Olson says he has the help of
Pollack Media and a good MD in Kevin Conrad.
“Since we became Active Rock in October of 1997
we’ve been consulted by Pollack Media. The beauty
of Pollack is that they recommend songs for us to
listen to and consider, yet have confidence that
Kevin and I will make decisions that make sense
for our station. With input from Pollack, national
research and constant badgering from the local reps.
we decide what fits for us and what may have to be
set aside.”

www americanradiohistorvy com AT

Olson also seeks input from his air talent. He
wants 1o incorporate the opinions of staffers to
make the job fun for them and the station fun for
listeners. So far, he is confident he’s met that goal.
“I might be slightly biased. but even if I didn't
program this station, I'd listen. When the com-
pany gave me the reins, I wanted to be sure the
sound we created on the air was fun — plain and
simple. Musically, I wanted to be sure we sounded
fresh and vital, yet familiar enough to compete
with the Classic Rocker.

“But the area that makes the difference is our
imaging and promotions. We repositioned the Clas-
sic Rocker to sound old, boring and stale, while
the rest of the imaging pokes fun at ourselves.
People in general listen to the radio to be enter-
tained. If you’re boring, what’s the point? Life is
boring enough, so entertain them, give them some-
thing fun to do. Promotions are built with that in
mind. We’ve given away a Harley for the last six
years, flyaways and road trips, but we’ve also cre-
ated promotions out of our beer budget: ‘10 Days
of Kiss-Mas’ with a lot of store-bought Kiss mer-
chandise, dumpster dives, Big Wheel races. etc.

“I'm really lucky to have the talented Promo-
tions Director Jennifer Hunter and a brilliantly idi-
otic Music/Imaging Director in Kevin. Between the
three of us, we make sure we always have fun.”

Personal Bookmarks

FavoritelWebsite

FavoriteBook

FavoriteSongof 1999
(Not on Your Label)
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You Should Liisten
10 Yourselves

GODSMACK
“Keep Away”

SCANNED
PLATINUM

BDS ACTIVE 5* - 4*
_ BDS MAINSTREAM 10* - 9*
l| DAVE DOUGLAS/WAAF: “After 750 spins & consistently

| strong research... that means this one will work for you.”

TONIC
“You Wanted More”

NEW ALBUM
THIS FALL

R&R ROCK O-©
R&R ACTIVEO-©

DICK SHEETZ/WJRR: “Already a Top 10 researching

record for us.”

SHADES APART
“Stranger By The Day”

& one! This is what Rock Radio is all about...”

JOE BEVILACQUA/WHJY: “‘valentine’ started the train rolling.
‘Stranger By The Day’ will pull it into the station. Watch out for this

OLEANDER
“I Walk Alone”

ON TOUR
FWITH CREED

R&R ACTIVE ®-®
R&R ROCK DEBUT @

DAVE NUMME/KUFO: “Sounds great on the air. This is
a very accessible Rock record that cuts through with a mass
appeal sound.”

SPEAK NO EVIL
“Hold Your Breath”

CURTISS JOHNSON/KRXQ: “A year and a half ago | might
have said Speak No Evil wasn’t quirky enough to break through.
Now the musical winds are favoring good, straight-ahead, driving,
hooky Rock records. ‘Hold Your Breath’ is already a Top 10
researching track.”

THE ERNIES
“Polarized”

i

“...punk metal, hip-hop, ska and even a whiff of goth fuels ‘meson ray’,
igniting a sonic blast powerful enough to induce a severe tinnitus...”

-WASHINGTON POST

n,m&-

. vy americanradiohistorvy. com
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You know You're About To Be Fired When....

i = 'lzh;?‘age of consolidation” has produced a
@ n 'BL}CW generation of radio haves and have-nots — as

subitle
(and not
S0 Subtle)

warning

- - \\/

#1in either you have ajob, or you have not. That’s not
a judgment on whether some people deserved to
lose their jobs or not. Some did, some didn’t. Nor
is it a proclamation that all job losses were related
to consolidation. Some were, some weren’t.

“Philosophical differences” have been around
for along time and will always play arole in one’s
employment status. The fact remains that, due to
consolidation, we - have all experienced — or
watched a friend experience — what one respon-
dent wryly calls an “impending career adjustment.”

By popular demand, this is a follow-up to a
recent Rock column, “Warning Signs of a Format
Flip” (R&R 4/16). I surveyed people in manage-
ment, air talent and everyone in between to pull
together a list of warning signs that you’re getting
fired. Of course, if you’ ve experienced it, you know
this all too well. If you haven’t, make sure you
save a few copies-of this lesson in reading the
writing on the watl.

The Subtle Signs

eThe station holds a research presentation
or strategic planning session without you.

e The programming consultant is spending
more time with the GM or corporate than with
you.

e Your boss attends a Iot of strategy meet-
ings that you hear about later — meetings you
should have been at.

¢ You’'re told to holdeff on hiring a new sta-
tion voice talent. :

* You’re told to run things past a corporate
programmer — things thatinthe past would have
normally been handled on the local level.

* You notice people in the higher ranks talk-
ing over the end of your sentences — probably
because they're not really listening anymore.

e Atesearch project was completed, but you
were not given the results.

¢ You are meeting with the GM when a call
comes in from the corporate program director. You
-are asked to leave the room.

® You feel like you’re being left out of the
loop and have started to find out key information
about station events or the like from someone other
than your boss — like the station engineer!

e A consultant comes to town, and you find
out about his visit later.

e Your communication with corporate pro-
gramming team members becomes a “paper trail”
of memos and e-mail in place of telephone con-
versations.

The More Noticeable Signs

* You notice the boss averts his eyes when
he passes you — quickly — in the hallway

¢ After your numerous requests to meet with
the boss to find out what’s going on, you get a
message from the GM requesting a “meeting” first
thing the next morning.

® You are complaining about your job like
it’s World War I1, and you are complaining about
it to the APD — oops!

¢ No one seems to let you in on the hot gos-
sip anymore!

e Noone from corporate will return your tele-
phone calls. )

e ¥ou hear from sources that PDs from within
your chain have flownin to the market to listen to
your station — without your knowledge.

® Your GM’s dooris closed alot, and meetings
with him are postponed.

* Your ideas for promotions and marketing fall
on deaf ears, as nothing is approved.

e You are suddenly notinvited to meetings you
would once have automatically been included in.

e [f you have been experiencing tension with a
superior, you notice that the atmosphere has sud-
denly become less stressed, almost amicable. (If it
happens without there having been a resolution of
the problems, chances are decisions have been made
regarding your future.)

e Co-workers suddenly show unusually sym-
pathetic behavior toward you.

Due to consolidation,
we have all experi-
enced — or watched a
friend experience —
what one respondent
wryly calls an
“impending career
adjustment.”

e Your boss ishaving alot of meetings out of the
building, and he’s not telling you what they are about.

® Your request to travel to an industry conven-
tion is denied.

e The owner or VP whom you rarely see is in
the building on a Friday at 4:50pm and wants to
“have a word with you.”

e Plans for an important quarter or event are
being made by the GM, and you’re not involved.

¢ You are suddenly inundated with a paper trail
criticizing elements of your job performance. If any
of them include the phrases “cause for dismissal” or
“serious consequences,” then the boom is about to
be lowered.

e The GM closes the door as you walk by.

® You ask the GM to go to lunch to talk about
things, but he’s “busy.”

e You find letters from consultants pitching the
GM on how they can “stop the erosion at the station.”

e The GM adds spots to the log, and you learn
about it from the Traffic Director.

e The GM’s secretary calls and says, “He wants
to see you before you go home.”

Start Cleaning Out Your Desk

¢ Your order for new business cards does not
go through.

e Another person has been given some of your
duties.

® You are not invited to the company picnic.

® You notice your boss interviewing more
people than usual.

* Your boss finds the resumé you left on the
copier!

® You are asked for your Selector backup disk
by the corporate programming team with no reason
given.

® You hear of “programming changes” at your
radio station from gossip on the Internet and in-

dustry tip sheets. Worse, you’re an item in
“Street Talk,” and you didn’t submit it.

* You see a “blind box” ad for a position like
yours at a station like yours in a market like yours
in the trades.

* A severance check accidentally shows up
in the mail before management has had a chance
to meet with you

* When you walk down the hall, people say,
“Dead man walking.”

The End

Here is a personal account in conclusion:
“Even though my co-worker knew two days be-
fore it happened, I still did not know until that
obvious radio ‘grapevine’ started. It seemed my
friends at the station figured it out before I did,
and then it became obvious. They weren’t giving
me any more responsibility. [ would inquire about
station appearances and was pretty much ‘blown
off’ and not included. I asked for a weekend off
and got no answer. When the final day came, it
wasvery obvious. 1 showed up for work, my secu-
rity key didn’t open the door and the PD was wait-
ing for me in the parking lot. My words of advice:
If you suspect that itmay happen, it probably will!
Don’ttake anything for granted, and be prepared!”

Personal Bookmarks
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MAGHINE HEAD

“From This Day”
Billbhoard Top 100: 16,000+ scanned 39*- 38*

On tour with Coal Chamber
Check your local Soundscan, this record’s a hit

TYPE O NEGATIVE
“Everything Dies”

Add Date: 8/30

Already in: WAAF WLZR KILO WQWK
Album “World Coming Down” street date 9/21
Tour starts 9/19 ROADRUNNE

«Owesa Son

The Pat Martin / KRXQ Edit

From The Self Titled
Debut Album!

GOING FOR
ADDS 8/24!

Already On
KRXQ & KHOP

Management: Victor Somogyi & Rick Smith /
Wild Justice

oS

L7
°@|NTERNAT|°NAL
hd www.cmcinternational.com

L]

_ _________unany amaricanradiahictan, com R



www.americanradiohistory.com

¢ bl S Ll GO s 0 B

EXCLUSIVE FOR ROCK RADIO

THE FOLLOW-UP TRACKTO THE #1 ROCK SINGLE ““PROMISES”

TAKEN FROM THE NEW DEF LEPPARD ALBUM

"EUPHORIA"

VH13 "STORYTELLERS" PREMIERES OCTOBER 10TH

Written by Rick Savage 0 ISEE SR SRR S 0 I BN
Produced by Pete Woodroffe & Def Leppard www.defleppard.com I
Managerment: Q-Prime, Inc www.deflepparddirect.com
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Tommy Mattern

WXTM/St. Louis PD Tommy Mattern has
learned to hold steady in the ever-fluctuating radio
market. During his seven years in the St. Louis
market he has ei?)erienced the effects of consolida-
tion with format ghanges. owner changes. etc., and
has managed to Eé&ep his head above water. That’s
a qualigy that separates the men from the boys nowa-
days in the sometimes perilous radio industry

Mattern began his radio career at the tender age
of 187as the programming assistant at WKBQ
(Q106.5), which was then & Top 40 station. The
station Was bought by Zimmer Broadcasting, which
flipped the frequencies of WKBQ and its KIX-104
Country station. Mattern became MD/Research Di-
rector/Promotions at the newly formed Q104, which
maintained its CHR format, but with an Alternative
lean. Zimmer then sold the two stations to Emmis
Communications. and Q04 became “Alice @
104.1” (Modern AC). Onceé more Mattern held stzady
and assumed the APD posts for the outlet.

Extreme Radio

By this time Mattern cbuld be called a veteran

-of change: So when Emmis decided to put Howard

Stern on.Alice, Mattern knew a format change was

TUNED.IN RBR/MEDIABASE 24/7

WXTM/St. Louis

Tharsday, August 12, 1999
1pm

ALICE IN CHAINS Get Born Again
NIRVANA Rape Me

MOTLEY CRUE Dr. Feelgood

HARVEY DANGER Fiagpole Sitta

STONE TEMPLE PILOTS Unglued

KID ROCK Bawitdaba

BECK Loser

NINE INCH NAILS Starf*cker Inc.
DEFTONES My Own Summer (Shove It)
PEARL JAM Daughter

TOOL H.

OLEANDER Why I'm Here

DRAIN STH Enter My Mind

FEAR FACTORY Cars

REDHOT CHILI PEPPERS Under The Bridge

9pm

1001 Eulogy

311 Beautiful Disaster

GUNS N’ ROSES Mr. Brownstone
DEFTONES My Own Summer (Shove /t)
PEARL JAM Evenflow  «

LIMP BIZKIT Nookie

MARILYN MANSON The Dope Show
METALLICA Wherever | May Roam
STAIND Mudshovel

SOUNDGAROEN Outshined

BEASTIE BOYS:No Sleep Til Brooklyn
STATIC-X Bled For Days

BUSH L ittle Things

Monitored airpfay data suppiied by Mediabase Research, a
division of Premiere Radio Networks. Tuned-In is based on
sample hours taken from Thursday, 8/12. © 1999, R&R inc
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likely. ““After three months on Alice we decided to
build a music format around Howard. ‘Extreme Ra-
dio’ was born on June 25, 1998. Shortly after, [ was
named Program Director for Extreme.”

Mattern acknowledges two programmers who
have had a major impact on his career. “T started out
working for Cruze at Q106.5 and Q104. He was instru-
mental in teaching me about programming. Cruze took
time out of his busy schedule — he was Program Direc-
tor and pulled an airshift — to help me out. [ am forever
grateful for the amount of time he ook teaching me
everything from Selector to how to read charts to
Arbitron. Cruze is a very passionate program director
who knows the music in and out and is very creative
with promotions. He’s just a great human being too.

“Rick Balis. who is the PD at KSHE and the
Group PD for Emmis St. Louis, has also had a big
impact on my programming ability. There are many
new responsibilities that program directors have
had to take on, and Rick has really helped me out
with the administrative side of the job, developing
air talent and successfully managing a staff.”

Finding The Mix

Mattern has found a good music mix that fits
the male demo the station is targeting. “St. Louis
is a very crowded Rock market, with at least seven
radio stations doing some form of Rock,” he points
out. “Extreme Radio targets men 18-34 with an
emphasis on men 25-34. Howard Stern drives the
station in mornings. Our main competition is Al-
ternative KPNT, but we play harder-edged music

“We look at both

the Active Rock and
Alternative charts for
tracking information.”

that was previously not played in the market, in-
cluding Metallica, Megadeth, Rage, Korn, Rob
Zombie, Limp Bizkit. Pantera and Tool. We also
mix in many alternative artists. The stations most
like us in the country are probably KXTE/Las
Vegas and WXRK/New York. It’s been a roller-
coaster ride since we launched Extreme, because
in the last year two new Rock stations have signed on.”

As far as making the music decisions. Mattern
says the station has no consultant, so it’s up to
him. APD Eric Schmidt and MD Jeft “Woody”
Fife. “We play music that fits our radio station,
regardless of what format the record company is
targeting. In the same week we could add Orange
9mm and Lo-Fidelity Allstars. We look at both the
Active Rock and Alternative charts for tracking
information. We hold two music meetings a week:
one on Friday to listen to everything and another
on Monday to make final decisions. We also listen
to what the rest of the staff has to offer. Music
nieetings are open to anyone who wants to be in-
volved in the process. Eric and Woody both have
greal ears and are really a big part of the process.”

The attitude of the station comes from the
personalities and the station’s promotions, ac-
cording to Mattern, who keeps his ears open
for what’s being done at Alternative stations
like WXRK, WKQX (Q101)/Chicago and
KXTE and Active Rockers WAAF/Boston,
KUPD/Phoenix and KXRQ/Sacramento.

In the spring "99 Arbitron WXTM tied with
sister KSHE for third place among men 18-34
with an 8.0 share.

i
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“St. Louis is a very
crowded Rock mar-
ket, with at least
seven radio stations
doing some form of
Rock. Extreme Radio
targets men 18-34
with an emphasis on
men 25-34.”

Personal Bookmarks

Who: Epic Senior

VP/Rock Promotion

E-mail:

Ron_Cerrito @sonymusic.zom
Home Page: www.epicrecords.com

Favoritelebsite

UBL.com

(www.ubl.com)

“The Ultimate Band Listis a huge clearing-
house of information and links to the afficial
websites of hundreds of musical artists, from
Rage Against The Machine to Dope Always
agreatplaceto start whentrying tofind out
aboutanew artist”

Favorite Book

Hannibal

(by Thomas Harris)

“l am aiways intrigued by a perfectio listwhois
sointimately knowledgeable about every
minute detail of their profession, hoty or
passion.Harris'character HannibaB.ecter is
both consumed and motivated by his passions.
{ cannotimagine akiller/predator asdmnipotent
as this character”

Favorite Songof 1999 i
(Not on Your Label)
“Battleflag”

(by Lo Fidelity Allstars f/Pigeonhed)

"The guest vocalist, Shawn Smith, s the most
unsung hero of rock. He handles vocals and is
partof the creative force behind Brad and
Satchel (among others). He is a ge rius."
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Ask and you shall receive, it has been said.
And when we polled Active Rock and Rock pro-
grammers. we certainly received some interest-
ing responses. This time around, you shared your
feelings about traditional on-air benchmarks, spe-
cialty programming, value-added promotions and
technical'stuff like digital storage and websites.
Lawyers.should: note that responses (especially
the anonymous ones) do not necessarily reflect
R&R’s opinion:

Does Your Station Run ‘Two-fer Tues-
days’?

The majority of respondents (60%) are
against the well-known “two-fer Tuesday” bench-
mark. Programmers claim it’s a tired benchmark
that Classic Rogk gompetitors usually own. “It’s
older than dirt!” exclaims WJiJO/Madison, WI's
Glen Gardner. Gifers have moved it to other days,
redubbing the programming “doubleshots.” “We
do doubleshot weekends, including “new-fer two-
fers’ with two brand-new tracks back to back.,”
says Mark Feurie of WKLQ/Grand Rapids. Oth-
ers, like KRQR/Chico. CA's Don Wilson. tank
up on doubleshots: “We do doubleshots on a regu-
lar basis, seven days a week:”

Despite the aforementioned backlash, two-
fer Tuesdays continue tobe an essential part of
programming for stations like KRNA/Cedar Rap-
ids, [A. “Listeners love it!” asserts PD Joe Nugent.
“The phones never stop. Two competitors rip us
off in some form or anoth€r®n two-ler Tuesdays,

¥

but we*ve done it since 19

Cur‘t;«ss Johnson

Does Your Station Run Block
Party Weekends?

With block party weekends, the results are simi-
lar, as 58% of the respondents give the idea a thumbs
down. “Simple block party weekends, in my opin-
ion, are irite and worn out,” says WAPL/Appleton,
WI’s Joe Calgaro. “We will put special weekends
togethé®vhere we play theme blocks that revolve
around a gurrent event or station promotion.” Once
again, Glassic Rock competitors are mentioned as a
reason not to doblock party weekends, as well as
the fact that the blocks cause the station to play
deep cuts. Other programmers say that if a listener

7
I “ doesn’tlike the block’s featured artist, they’ll change

channels. WRXL/Richmond’s Brian Illes doesn’t

"believi’?ri"flxing_something that isn’t broken. “We

don’t de.many spiecial weekends in general. If your

. Mond"ﬁ)ﬁFrida)&_}_{g}rmat is good enough for

Monday-Friday, &

- wouldn’t you do that format
Saturday-Sunday?%m =

-

Ay amaricanradighictans com.

Those who favor block parties tend to use the
feature intermittently, from every third week to a
few times each year. Greg Patrick of WRCQ/
Fayetteville, NC favors a hybrid of both bench-
marks. “We do doubleshot weekends. but 1 don’t
play doubleshot after doubleshot; 1 play two or

Brian Illes

maybe three an hour. It seems to work for me pretty
well, and it appears that our weekend numbers have
gone up a lot. ‘Doubleshot Weekend’ also has more
of a cool name.”

Does Your Station Run Holiday
Weekend Countdowns?

The respondents split evenly on holiday week-
end countdowns. Those reacting negatively cite
predictability and a lack of great songs for such
long countdowns. “The first 200 songs are dogs.”

says one anonymous respondent. Trevor Scott of

WNDD/Gainesville echoes the sentiment, asking:
“Why make the audience sit through 250-300 mar-
ginal songs to get to the best songs?” KRXQ/Sac-
ramento’s Curtiss Johnson says such weekends in-
terfere with his station’s up-to-the-minute image:
“With our current stance programming-wise. the
station tends to sound too Classic when you roll a
100-plus title countdown.”

Many, however, favor weekend countdowns,
especially on holidays like Memorial Day, Labor
Day and the Fourth of July. Others, like Mike Sand-
ers of WGBF/Evansville, IN, have found a way to
tie such features into sports. “It’s aimost hard not to
do a ‘Rock ’n” Roll 500,” being only three hours
south of the Indianapolis 500°s home.” For 'RXL’s
llles, the countdowns are only biannual. “We typi-
cally do the ‘Rock ’n’ Roll A-Z Commercial-Free’
for the first five to seven days of January, when the
spotload is already light. Sometimes we’ll do a ‘Fire-
cracker 400’ around the Fourth of July, but that's

“It’s almost hard not
to do a ‘Rock ’'n’ Roll
500,’ being only three
hours south of the
Indianapolis 500’s
home.”

"Mike Sander® oh- holy

weekend countdowns

all.” At KRQR, however, a current countdown
has made it into the weekly lineup. “We do the Z-
Rock 50 every Sunday from 4-8pm, highlighting
the top 50 songs of the week.” explains Wilson.

What Other Specialty Programming Do
You Run?

When it comes to other special weekly fea-
tures, programming runs the gamut from blues
and local shows to new music features, request
hours and hard rock spotlights. “Mandatory
Metallica™ is another prevalent pick. as well as
various Led Zeppelin shows. Hair bands from the
’80s also provide a popular variant, with shows
like KIOZ/San Diego’s Big Hair Wednesday and
WAPL's Perfect Hair.

WRCQ goes against the grain, how=ver, with
its adult alternative Sunday show. “I run a show
called Sunday Over Easy from 9am-noon.” explains
Patrick. “I call it ‘mood music for the masses.” It’s
a show for those with Sunday-morning hangovers.
Everywhere 1've done it, it’s been hugely success-
ful, and I’m thinking about syndicating it. There’s
a huge response in the Accuratings. It’s an easy
win, because nobody’s trying to program against
you on Sunday mornings.”

Continued on Page 58

Personal Bookmarks

MIKE
RITTBERG

Wwho: Warner Bros. Records
VP/Rock Promotion

E-mail: mike.rittberg@wbr.com
Home Page: www.wbr.com

FavoriteWebsite

EBay

 (www.ebay.com)

“You ¢an find anything and get rid of any-hing ail
atthe sametime”

FavoriteBook

Wisconsin DeathTrip

(by Michael Lesy)

“The guys in Static-X turned meontoit ltisa
look at history and life.”

Favorite Songof 1999

(Not on Your Label)

“Lit Up”
_ (byBuckcherry)

“The advance CD has beenin my carsiice | got
it Rockrecord of the year — now play ‘Check
.. YourHead'l”
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Survey Says....

Continued from Page 57

The show is also a launching pad for WRCQ:
“This®s @shov where you can hear different ver-
sions of songs, like an acoustic version of ‘Sex
- and{Candy’ by Marcy Playground. And I actually
work singles from this show. Everlast's ‘What

Mike Sanders
.-
It’s Like’ started here. 1 played it for three to four
weeks and found all these people who loved the
song, and that made it easier to add. It’s a way to
work in the slower and acoustic songs that you’re
not sure about.” .

Advertising is also facilitated through the
show’s easy approach. “Local advertisers who are
afraid of Howard Stern or devil-type shows have
Sunday Over Easy, whi¢h makes them feel safe.
Most of the sponsors for this show are local, and
it’s the only place they advertise on the station.”

Do Your Station’s Clients Ask For Value-
Added’” With Their Buys#

Cledtly, “value-added™ is still a hot button with
clientg, according 10 98% of respondents, who typi-

RADIO >

AR

e

cally tackle it case by case. “They ask for value-
added on every buy. but between the GSM, promo-
tions_and me, we evaluate every situation,” relates
KOMP/Las Vegas’ John Griffin. “Some ge! the big
‘no,” some get the added vatue.” At KRXQ the situ-
ation has to be win-win. “My first concern is to
make it ‘value-added’ for the listener as well as the
client.” Johnson explains; “In other words, make it
a positive for the listener. Then it tends+to work
better Yor the client as well.”

Joe Nugent also believes that value-added has
to work not only for the client, but for the station as
well. “Client¥ who place large buys are genérally
accommodated.in their requests. However, we still
try to ensure that requests are reasonable and are a
good fit for our station.” Iiles agrees that the re-
quests should fit with the station, but sometimes he
takes one for the team: “We try to tie them into
existing activities or put them into something we’ve
been trying to build that wasn’t on the air yet. Or
we just bend over.”

Hands-off is the best policy for WAQX/
Syracusé€’s John McCrae: “We have a separate sales
promotional inventory for this stuff that sales man
ages themselves.” When value-added is a sour pros-
pect, KSJO/San Francisco’s Mike Oxlong says the
station tries to sweeten the deal “by incorporating
their request into an existing feature or promotion
or by turning their lemon into an attitude-driven,
listener-friendly glass of lemonade.”

“We turn their lemon
into an attitude-
driven, listener-
friendly glass of
lemonade.”

Mike- Oxlong

on value-added

O 0O

www americanradiohistorv.com

Does Your Station Use A Digital
Storage System?

Most radio stations are heading into the future
technologically. When asked about digital storage
systems. the results lean heavily toward “yes” for
thusic (75%), traffic logs (68%) and. most of all,
commercials (94%). Websites were almost manda-
tory {or stations. as an overwhelming majority (95%)
have their own sites.

Does Your Station Broadcast Live On
The Internet?

When it comes to broadcasting on the ’Net, the
results are more even. Only 56% of the respondents
broadcast on the "Net. Stations not broadcasting ei-
ther have plans to do so in the future or cite budget
problems as a deterrent. “It’s too expensive,” WWBN/
Flint, MI’s Brian Beddow simply states. KRXQ's
Johnson points to “bandwidth-per-dotlar value at this
point in time. 1 also have a problem with making
Broadcast.com more money by letting them use our
programming.”

Others pass the buck to management. “My GM
is a tight-ass.” one anonymous respondent laments.
Jim Fox of WBYR/Ft. Wayne mentions ASCAP/BMI
issues as his reason for not broadcasting. At WIJO
Gardner is dealing with a whole other problem: “We
just can’t compete with pictures of naked people.”
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by not taking
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Glen Gardner

It's good to know there are still people out
there who have passion, drive and a pure joy at
working in the radio industry. WJJO/Madison, W1
OM/PD Glen Giidiser is one of the real ones. He
was one of those kids, as he says, “who would go
to slegfpdt night with a little red transistor radio
under the pillow and the earphones on. Radio’s
sometling I've always been into.”

Gardner has been intg-radio professionally
for 25 ¥ears. "I started at WAAF/Boston when |
was 16 years old. My dad was General Manager
of a car dealership. 1'd like to think it was more
of a glamorous start, but he basically told the
station, "Hey. I spend a lot of money at that crappy
FM station, and my kid wants to be in radio, so
why don’t you give him a_job?" That’s how [ got
my auspicious start.” Wi there, he recalls a
talent who went by Moggan in the Morning.
Gardner spent a lot of t1 3%atching Morgan at
work amd credits him with taking the time to
explain how it works.

There obviously was talent mixed in with
Gardner’s passion, becausee prospered after that
job withmut his father’s help. While at Emerson
College in Boston, Gardner worked at the college
station, and he got his first commercial job at
WMAS/Springfield, MA. He worked as a news
directs# #h Vermont and New Hampshire before
landing at KRNA/Cedar Rapids as half of the
morning team. where he remained for 11 years.

He was lured to Madison by UPI, then re-
turned to radio to do News/Talk. He crossed the
street to the competing News/Talk stations
(WTDY & WTDAJ, where he was eventually
asked if he'd oversee then-Classic Rock sister
WIJO. “After KRNA. I got out of Rock. because
I thought the music was really sucking around
the late *80s. Gardner says. “But when things
turned around and rock music looked a lot better,
[ agreed to flip "JJO under the condition that they
let me do it without any interference.” Gardner
remains OM for the two Talk stations in addition
to hig programming duties at WJJO,

Finding The Music Fit

There's a lot to be said for experience. and
Gardner's confidence — culled from years of see-
ing what does and doesn’t work — helps in pro
gramming "JJO. When it comes 1o music decisions.
Gardner and APD/MD Blake Patton rely heavily
on their instincts along with input from the staft,
“We're consulted by Pollack. we work with Dave
Brewer. and although we lean on them for library
research, Blake and [ usually just pick the cur-
rents the old-fashioned way: If we like it, we play
it. If not. we don’t.

“Sometimes people say we're crazy for some
of things we play,” Gardner admits. “Then there

0 -«

are times people say we are crazy for some of the
things we don’t play. But we’re very careful about
guarding the emotional idea that’s behind this sta-
tion. It was founded on tempo and a really cutting-
edge sound — a raucous, dangerous, big presen-
tation. We’ve resisted the temptation to bastard-
ize the sound of the station with a song we think
doesn’t fit.

“When we’re in a quandary over something
we just don’t ‘get” — I’'m 43 and Blake is 45 —
and don’t understand, we’ll bring in a bunch of
younger staffers and ask, ‘Do you hear this?*” Re-
cently Gardner was listening to Oleander’s “I Walk
Alone” and told Universal he wasn’t going to play
it. A few of his staffers told him he was wrong.
“The person who does the overnight show said she
loved it. So we added it, and we’ll see what hap-
pens. But I told her if it doesn’t work, we’ll have to
fire her,” he laughs. “We trust our staff and like to
give people a say. We obviously have some history
with the band. The first song was a huge hit.”

Nevertheless, Gardner and Blake have been

" - known to pass on certain tracks even though they

were big, such as “Scar Tissue” by the Red Hot
Chili Peppers. “We don't care,” Gardner says about
turning songs over to the competition. “because we
are who we are — period. Believe me, the pressure
really mounts when everybody in the world is do-

“The prevailing atti-
tude is that when
people have stock, .
they perform better,
because they have a
vested interest. So |
did the same thing on
the programming side.”

ing something and we’re not. But I think you have
to have some integrity and some belief in your own
ability to pick music for your station. Let the re-
search be damned and let the charts be damned. If
it doesn’t fit on your station, why play it?”

Mainstream Appeal

Gardner is happy to see overall mainstream ac-
ceptance in the market for many of "JJO’s core bands.
“We signed the station on in April "97 with a huge
bang. It's almost been three years now. and it’s done
well ever since. [talways dominates its demographic.
males 18-34. persons 18-34 and men in general. This
book especially was great with the upper demos.”
Indeed. in men 25-54 WJJO ranked No. | with an
11.0share — alarge lead over the No. 2 station. which
had a 9.8.

“This was competing against the Classic Rock
statton that started doing “Classic Rock that really
rocks.”” Gardner continues. "I hope it proves some-
thing to all the people who 're alwas s telling us we're
either crazy for doing something or crazy tor not do-
ing something. It shows that it's not just the kids who
like listening to Limp Bizkit and Kid Rock. These are
viable adultnumbers. With the changes at Alternative
radio. there's a lot more room for Active Rock. Active
Rock, in effect. is becoming mainstream. It’s great to
see Limp Bizkit scan No. 1 for five to six weeks,
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beating Backstreet Boys and 'N Sync — that’s
powerful.”

Gardner’s programming philosophy trickles
down to the staff, who help establish the station’s
lifestyle. “Everybody who’s on the air is in the
demo, loves the music, goes to the shows and
just lives the format. It makes it really easy for
me, because I’m getting to a point where I don’t
live it anymore. But I understand that it’s dan-
gerous when PDs get too far from what’s going
on.I’mnot 18 years old, and I don’t want tobe 18
again — it wasn’t fun the first time. But we’ve
got some very good people here who are right
there. These people really help me stay in touch
with what the demo is thinking about and doing,
and it makes my job easy.”

Gardner also gives his personalities request
slots, which is almost unheard of nowadays.
“Some of the jocks have up to three or four an
hour, but I trust them. I call it programming
stock,” he explains, paralleling it to financial
stock. "It seems the prevailing attitude is that
when people have stock, they perform better,
because they have a vested interest in what’s
going on in the building. So I did the same thing
on the programming side.

“That’s something I learned in the free-form
days at WAAF. The jocks were artists. You started
with a blank canvas, and you painted on it. Each
show had a personality. and each show had a fla-
vor. Radio’s missing that these days. You suck it
out of personalities when you put in formats that
are so tight there’s no room for individual ex-
pression.”

WIJJO's promotions are consistent with the
station’s lifestyle, Gardner says. He's aided in this
by Promotion Director Catherine Lake, who is in
the demo. At the meetings they toss around ideas.
then figure out a way for them to fit the lifestyle.
“We try to give away things people can’t buy,”
Gardner begins. “Recently we gave away ‘PD for a
Day.” It was huge. A 20-year-old woman won, and
she’s going to sit down with Blake in a few days
and program eight hours of the station. She’ll go
out to lunch with all the jocks, and a record rep is
going to come up and try to get her to play stuff.
We're going to give her $1,000 for the day and a
limo to work.”

Gardner has successfully established WJJO in
the Madison market. As he says. ““Stations like JJO
— in this market in particular, where we’ve built a
nice foundation — have nowhere to go but up.”

“Sometimes people
say we’re crazy for
some of things we
play. Then there

are times people say
we are crazy for
some of the things
we don’t play. But
we’re very careful
about guarding the
emotional idea that’s
behind this station.”
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aircheck
exchange
helps female
personalities

stay creative

For Grrrls Only!

Listening to other air talent can help a jock keep
A fresh perspective on his or her own show. But too
often females have only male talent to listen to in

“their marke¥s. Despite radio’s best efforts, the realm

of on-air personalitiesigstill largely a boys club. This
inspired KRXQ/Sacramento MD Kylee Brooks to act
on an idea she’d been toying with — the Grrrls Ac-
tive Network, an aircheck and idea exchange for fe-
male talent in the format.

Brooks was motivated to start the network when
her aircheck meetings with Station Manager/PD

“My immediate hopes
are that all the killer
air talent around the
country will join in and
exchange ideas —
share different ways
to present different
things on the air.”

Kylee Brooks

Curtiss Johnson graduated toanew level. *“We stopped
going into the ABCs and 123s of breaks and started
talking more about different philosophies,” Brooks
ecalls. “‘One of the things he suggested was that 1
listen to other female air talent around the country.
Through our consultant, Jacobs, I got some great tapes
of Marilynn {Mee] and Jo [Robinson]. But I still
wanted to have more of a network of females to listen
to and see what everybody else was doing. So I just
decided to contact all the females in Active Rock and
see if they wanted to get an aircheck tape exchange
going. The name was born from there.”

Great Ideas

KQRC/Kansas City MD/afternoon driver Valorie
Knight immediately liked the idea. “My former PD,
[the late] Doug Sorensen, had always encouraged me
to network with other women, especially because there
are so few women out there. You can gain some great
ideas. There aren’t always a lot of great women in your
market, spit’s great to be able to network with other
women in other, larger markets. You can get new ideas
to freshen up your show and try things you had never
thought about doing before.”

Knight first talked about the network with Brooks
during the Conclave. “There’s always this boys club,
but the girls have never really had anything official,
so [ think it’s cool. I'm looking forward to hearing
other talented females that [ don’t get to hear every
day and gaining some new ideas. I think it’ll be a
confidence-builder too. If somebody else hears your
tape and they like something on it or take one of your
ideas, then you think you’re doing something right.
As a rule, I don’t aircheck every day. But I've been
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Active Network

airchecking more, thinking that if I have a really good
show, I'll send it to Kylee. It’s given me more incentive
to-have a better show. It’s not a critique session, it’s just
to help each other. There are so few of us that we can
help each other out — especially since we’re in differ-
ent markets and not competitors.”

For WXBE/Wilkes Barre night jock Nikki Walton,
the Grrrls Active Network came along at the right time.
“Just a few weeks before I heard about it I had said to
my boss, Aaron Roberts, that there were no other women
to listen to in our area in Active Rock or even Top 40.
There was no one to compare myself to. He agreed and
was trying to find airchecks for me when he saw Grrrls
Active Network mentioned in the R&R HotFAX. He
thought it was a great idea.

“I’m really edgy and different from most people
around here, where it’s somewhat behind the times.
Women especially don’t go for the edge here. I needed
something to inspire me in that way. There aren’t even
good mentolisten to. The morning and afternoon shows
are ali right, but for the most part everything’s been
the same for years. And we have Howard Stern in the
mornings, so it’s not like I have anything to feed off of
there either.”

A 15-year veteran of the business, Walton has ex-
perienced gender-based restrictions as an on-air talent.
“I’ve worked for bosses who wanted to hold me back
and wouldn’t let me say what [ wanted to say or have an
attitude. Right now I'm working at a great station with
a boss who is open to ideas and wants me to have my
own personality and go for the edge.”

Walton believes the network will help her develop
new ideas. "It just helps to learn and grow profession-
ally from other people and exchanging ideas. Hope-
fully, we can all learn from each other.”

A Chance To Grow

KISW/Seattle APD/MD Cathy Faulkner and
Brooks spoke briefly about the network during R&R
Convention '99. Soon after, Faulkner sent in her
aircheck. “Tembrace any chance to exchange ideas with
people and any chance to improve myself both on-air
and on the job. That’s what enticed me. The chance to
interact and get feedback from my peers is incredible.”

Faulkner hopes that the Grrrls Active Network de-
velops into a long-term affair. “With our lives as busy as
they are, starting an organization is very easy, but main-
taining it is a challenge. I’'m hoping that those involved
are committed to exchanging ideas and bouncing

i i e
“There aren’t always a
lot of great women in
your market, so it’s
great to be able to net-
work with other women

in other, larger markets.”
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airchecks off each other. There are some great women
in radio, and a chance to network with them is an
opportunity that we haven’t embraced in the past. 1
commend Kylee for taking the initiative.”

Currently the Grrls Active Network is looking at
one tape per book, Brooks says. “That’s probably
enough for now. Radio stations don’t tend to change
that quickly, but if you compare your station over a
year’s time, you can see the evolution every quarter
into something a little newer than it was.”

“l embrace any chance
to exchange ideas
with people and any
chance to improve my-
self both on-air and on
the job. That’s what
enticed me.”

Cathy Faulkner

Brooks has her own aspirations for the network
she’s created. "My immediate hopes are that all the
killer air talent around the country will join in and
exchange ideas — share different-ways to present dif-
ferent things on the air. Cathy will do it one way. I'll
do it another and Valorie will have another. Hillary
Schmidt at 91X in San Diego is involved — even
though that’s not Active Rock, it’s still an active
lifestyle station. I had always admired Tami Heidi at
KROQ/Los Angeles. Hopefully, it will grow. and simi-
lar females will exchange more ideas. I even thought
about doing an aircheck tape of interviews and live
remotes to see how people are doing those types of
things too. When we do this again in the fall book, I'm
going to ask everybody to include a production piece.”

Keep Presentation Fresh

“These are definitely competitive times, and any-
body could get booted for younger talent,” Brooks adds.
“As we talk about developing new talent, some of the
good old talent could always use a little retooling.
Hopetully, everybody wants that same benefit.”

Joining up with the network is easy, Brooks says,
and the price is definitely right. “There’s always open
enrollment, and it’s free. People interested can leave
their mailing address on my voice-mail, or they can e-
mail me, and at the end of August I'll probably mail
another letter. We’ll send another round of tapes in
September or October.”

Although Brooks doesn’t know where the Grrrls
Active Network will go in the future, she hopes the
flow of ideas among women in Rock will continue.
“Maybe one day we’ll have our own panel at the R&R
Convention!™

Those interested should contact Brooks either
by phone at (916) 334-7777 or via e-mail at
kylee @krxq98rock.com.
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Aaron Roberts

As OM/PD of WXBE (The Bear)/Wilkes
Barre, Aaron Roberts has situated the station in an
enviable position, Eayiable, because the music and
personalities have managed to set the station apart
by not limiting its musical selections and by estab-
lishing a strong “‘Bear” personality.

It takes a steady programming hand to main-
tain a station’s personality and integrity while still
pulling in-a varied audience — not to mention main-
taining a “cool” image. It doesn’t always work.
Roberts, who in addition to doing middays on the
Bear is also OM over Citadel’s seven-station Wilkes
Barre cluster, didn’t acquire this finesse overnight.
He caught the radio bug early on and was lucky
enough to find a mentor in Terry Havel, who was a
teacher at his high school irEBarlington, WI.

“The high school had aradio station, and I went
down and introduced myself. Shortly thereafter 1
became Program Director. Terry. who is now APD
at WLUM/Milwaukee, is the guy who really got me
into internships in Milwaukee.” After a start at
WMXF/Madison, WI. Roberts went on to WLUM,
which had just become Alternative. He eventually
became Promotions Director before moving on to
WTAO/Marion-Carbondale, IL as PD.

Taking A Chance

It was during this tenure that he met another
important person in his career — then-WRCX/Chi-
cago PD Dave Richards, who was consulting the
station. “It was cool. because that was the only
time that I had a consultant who was also program-
ming a station, which is very dilferent from a guy
sitting in his house or at his office giving you re-
search from other markets. He was also in Illinois.
Chicago is ditferent from southern Illinois, but he
was still going through the same stuff.”

Roberts then went to program WXBE, where
he has been for two years. He admires the work of
his peers. including Doug Podell at WRIF/Detroit
and Neal Mirsky at WYSP/Philadeiphia. And
“growing up and being from the area and visiting
there a lot, 1 love the way WLZR/Milwaukee
sounds.” Stitl. he points out that Wilkes Barre is
an 1sland unto itself when it comes to what will or
won't work. “When I first got here, | would never
have imagined The Bear could play Limp Bizkit.”

All that changed when the station set up a
“low dough” show with the band. “‘Counterfeit’
went nowhere; | think we buried it in overnights,”
Roberts recalls. “For whateverreason, I just thought
that ‘Sour’ was the coolest song. We actually played
it so people could hear it. It was one of those things
where we really wanted to make sure the show
was suceessful. It was more the event than *This is
a song we should really be playing.” The show
turned out to be huge. [t was our first low dough
show. That was the show that got us everything
else from that point on, and now we do shows at

least two or three times a month. We have the ability
to put together a bunch of shows in addition to all the
regular tours that come through. We’ve made that
club a rock club.”

Roberts says that Limp Bizkit touched a nerve
with the station’s listeners and was the catalyst that
led to airplay for a number of other cutting-edge art-
ists. “All of a sudden evervbody said it was okay to
play this music. So we got into ‘Faith’ next. It was in
the promo for the show that was coming in, so people
were aware of it. We threw it on the air as a joke
almost, and it just exploded. That turned into Orgy’s
‘Blue Monday.” and that tumed into Kid Rock and
Korn. Everything just opened up from there. That’s
quite an accomplishment, considering that when I first
got here, Metallica was unfamiliar. Nobody ever played
them aside from Z-Rock a few years earlier.”

A Rock Education

“We’ve really come a long way in educating the
market and making the market aware of rock,” Rob-
erts explains. “If you compare retail reports from two
years ago to now, the difference is like night and day.
1t was nothing but Billy Joel’s Greatest Hits two years
ago. Now we're normal. We’ve got current music.
[t’s really cool to see the clubs come arou<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>