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With a hot new remix,

Annual Salary Survey Inside!

Everyone’s been asking about it, and R&R’s annual

Radio Industry Salary ' - -

Survey appears in this \\ / -

issue. Feast your eyes \x/(
v/

“(You Drive Me) Crazy,” on pages 42-47 and /

i A : ) = / \ V
the premiere single from ® see how yours $ #\\

the upcoming motion " I 7, N matches up with
picture Drive Me Crazy. HE ’ MDIUSZ' 5_ {_ fm i l‘:"/SP APER everyone else’s! v/
wyv . YERIRTEC o &

Jive's teen diva Britney
Spears chalks up 98
adds at CHR/Pop with

TAKE IT WITH YOU

—
' ™t MEisMAN ME

Awlm!" ALty o gy PN uoRML THOPH 4

_ TSRADIY, 0OTRALL
D Saavs gy 1y Dowvrgwy \Tn:nu Quir \ew) Pu(gt RE.I
L e BRR A,

——n

E=2~11
RADIO

w w w . € § pnr adio. c o m

www.americanradiohistorv.com


www.americanradiohistory.com

o L i
1
-._-

f

__youll rest easy knowing
you’re getting the advanced

- longer and look sharper. Our

If you're not careful, choosing the
wrong printer for your station’s
decals could cause you a lot of
unexpected problems. That’s
why you should call CGl first.

We've been the leading
name in radio for decals,
logos and graphics for more
than 20 years. With CGl,

printing technology that
makes every decal last

y 4
Account Managers will help
you every step of the way.
Plus, our award-winning Creative Staff i
designs the most striking decals in the i1dustry. It’s -
comforting to work with people wha understaad radio. %

Why take unnecessary risks? Contzct the most experienced | v
name in radio decals today. CGl - Where quzlity sticks. '

1765 North Juniper, Broken Arrow, OK 74012 - 1-800-331 -44383
18 258-6502 - Fax 918-251- 8223 NWW. cglnri( cem g
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management + marketing ¢ sales

Our monthly R&R Industry X-Ray series
puts the spotlight on the fastest-growing
advertising categery in radio: e-commerce.
“Dot-com” companies are pouring /oads
of money into advertising, and they love
radio! Get the complete rundown in this
week’s Management, Marketing and Sales
section. Plus, we have a new regular
contributor to the section: Paul
Woodhull, who writes for Harvard
Business Review, will provide a series of
well-thought-out pieces for R&R’s
readers. In his debut column Woodhull
outlines the traits of effective general
managers.

Pages 14-30

INNOVATION
NSTATION/

Broadcast.com founder Mark Cuban says
he is prepared to invade the last bastion
of radio dominance: the car — and
sooner rather than later. Cuban says he'll
be able to deliver CD-quality sound via
wireless Internet within a couple of years.
Read all about it here.

Pages 22-25

HOW KEN LEVINE USED
HIS TALENTS TO REACH
FOR THE STARS

There are few radio professionals, indeed
few professionals outside radio, who are
as talented and multifaceted as Ken
Levine. From his days in college radio to
his glory years as an award-winning
scriptwriter and director, Levine found the
formula to convert his radio talents into a
career that soared way beyond his
dreams. Levine’s friend, Ron Jacobs,
pays tribute.

Pages 26-30

CHR/POP

» SMASH MOUTH Al Star (Inerscope)

CHR/RHYTHMC

« DESTINY'S CHILL Bills, Bills, Bills (Cofumbia)
URBAN o

* GINUWINE So Anxious (550 Music/Epic)

« ERIC BENET Sperd My Life... (Warner Bros.)
COUNTRY

» LONESTAR Amazzd (BNA)

AC

» PHIL COLLINS Ycu'li Be In Vly Heart (Holywood!

HOT AG
» SMASH MOUTH Il Star (/nterscope)

NAC/SMOOTR JAZZ
+ RICHARD ELLIO™ Chill Factor (Blue Note)

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

ACTIVE ROCR
 RED HOT CHILI PEPPERS Scar Tissue (Warner £ros.)

ALTERNATIVE
< RED HOT CHILI PEPPERS Scar Tissue (Warner 3ros.)

ADULT ALTERNATIVE

* SANTANA t/ROB THOMAS Smooth (Arista)
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- Salary Growth Slowed In 98

B R&R/Miller, Kaplan, Arase compensation study
shows widening gap between major, medium markets

By RoN RODRIGUES
R&R EDITOR-IN-CHIEF
ronr@rronline.com

The booming salary increases
of the recent past cooled a bit in
1998, according to the annual
radio industry
compensation
survey conducted
by R&R and the
accounting firm
Miller, Kaplan,
Arase & Co.
With a few no- 0

| Position

-Salary Gap
| Here's the salary differential be- I

tween radio professionals in the
top 15 markets and their coun-
i terparts in markets 16-30.

made 22% more last year. Pro-
gram directors pulled in 7%
more in 1998, and morning show
producers were paid 11% better.

The survey also uncovered a
widening gap between salaries in
. the top 15 mar-
| kets and those in

the rest of the
| country, reflect-
ing greater com-
petition for top-
flight talent and
executives in the

table exceptions, GM

salaries stayed
within a tight, | oM

single-digit | PD

range, either up

AM Drive Talent

or down. The Middays

ook
ypical general Aternoons

1997 1998
$56k ogok | arger markets
6k | and perhaps a
: oo 1 lessening de-
3%k 5% | mand in the
28k 47k | smaller markets.
19k 35k ‘ ' :Orl;xgzgnple,
23k 36k | " the sur-

manager made
3% less in 1998

Sowrce: R&R/Miller, Kaplan, Arase & Ca.
1999 Radio industry Salary Survey

| vey the gap in
general manager
pay between
markets 1-15

;‘F’L“V‘;zfsd “;et:f COMPLETE SALARY SURVEY
: RESULTS: PAGES 42-47
GSMs, on the and 16-30 was

other hand, earned 3% more.
But some positions improved
appreciably: Thanks to an ex-
ploding nontraditional on- and
off-air sales effort, salespeople
specializing in new business

Spanish B’casting
System Files For
$300 Million IPO

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke @rronline.com

What was once an American
dream has become an American
example: File for a fat IPO and
expand. Miami-based Spanish
Broadcasting System last week
said it intends to follow that ex-
ample, one that Citadel, Cumu-
lus, Infinity, Entercom and Ra-
dio One have all helped set over
the past 15 months.

SBS expects to raise at least
$300 million from its Class A
common stock offering and sell
$235 million of senior subordi-
nated notes due in 2009. The
company did not disclose how
many shares would be offered
or set the selling price per
share. Lehman Brothers is the
managing underwriter for both

offerings.
SBS/See Page 36

$56,000. That figure grew to a
$82,000 chasm in 1998. The
case was similar for a number of
other positions: PDs in the top

SALARIES/See Page 62
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Welcome To The NAB!

If you're in the select group that made it to the NAB Radio Show
in Orlando, we hope you'll look up one of the 15 R&R staffers
who are down here t0o. Stop by booth No. 1345 on the exhibit
floor to get a demonstration of R&R ONLINE music tracking, check
out the latest Phase | Arbitrends from your market (they start roll-
ing today) or hobnob with your favorite format editor.

On Thursday, Sept. 2 at the convention, R&R Publisher/CEQ
Erica Farber hosts the “Group Executive Super Session,” featur-
ing Saga Communications’ Ed Christian, Cox Radio’s Dick
Ferguson, Entercom’s David Field, Clear Channel’s Randy Michaels
and AMFM’s Ken O’Keefe. The session begins at 3:15pm.

If you didn’t make it to Orlando, you can catch same-day
coverage of NAB events on the R&R ONLINE website:

www.rronline.com.

Just A Walk In The Fields

M Father, son place Entercom in radio’s ‘top tier’

By JEREMY SHWEDER
R&R WASHINGTON BUREAU
Jshweder@rronline.com

Entercom Communications is
neither the largest radio group in
the nation, the most outspoken
group in the business nor the
most well-known radio operator.

In fact, for a company that is
always one of the top revenue
producers and that will soon own
nearly 90 stations — many in
large markets such as Boston,
Seattle and Kansas City —
Entercom keeps an amazingly
low profile.

But among industry. insiders,
Entercom has a devoted follow-
ing. And despite having a lower
profile than competitors like
AMFM, Clear Channel and In-
finity, Entercom is perhaps the
hottest group in the industry right
now. Just one month ago
Entercom shocked the radio
world when it won a bidding war
for the Sinclair Radio Group sta-
tions. While most people in the
industry expected a group like
Cox Radio or Emmis to buy
Sinclair’s 46-station radio group,

v

Joseph Field David Field

Entercom pulled off the biggest
deal of the year, getting the
group for $824.5 million.

The deal, which will more
than double the size of
Entercom’s holdings when it
closes later this year, is regarded
by some in the industry as the
perfect fit for Entercom. Coupled
with an initial public offering
that raised over $300 million in
January, Entercom is a radio
group riding a hot streak.

Unlike some other fast-
growing radio groups, Entercom
has been around for a long time. It

ENTERCOM/See Page 62

By Tony Novia
R&R CHR EDITOR
movia@rronline.com

Reflecting on great
AM Top 40 radio sta-
tions, call letters like
WABC/New York,
KHJ/Los Angeles,
WLS/Chicago and
KFRC/San Francisco
are some of the first
that come to mind.
When FM began to
make its move to replace AM
as king of Top 40, stations
like WHY1/Miami, WXLO/
New York, WXKS/Boston
and KFMB/San Diego took
charge.

About 40 miles south of

Tom Cuddy Keeps The
Spark Alive At ABC

B The ABC VP/Prog., FM Stations reflects on
his journey from local to corporate radio

Cuddy

Boston in Providence
there was another
new FM Top 40 dy-
nasty emerging with
big ratings and names
like Mitch Dolan,
Aaron Daniels, Gary
Berkowitz, Howard
Hoffman and Don
Geronimo in the
house. Like many
other AM/FM combi-
nations, WPRO-AM
began giving away its rights to
the Top 40 crown to WPRO-
FM in the *70s, just in time for
a budding superstar to join the
"PRO team.

See Page 76

KLOS Promo Prompts
Minority Group To
Threaten Disney Ban

BY ADAM JaCOBSON
R&R RADIO EDITOR
jacobson@rronline.com

The Congress for Racial
Equality, a Los-Angeles based
civil rights organization known
as CORE, has joined hands with
several other African-American
and women’s groups in calling
for a boycott of the Walt Disney
Co. and its subsidiaries — in-
cluding ABC. The groups will
continue their boycott until
Disney apologizes for its in-
volvement in a KLOS-FM/Los
Angeles radio promotion in
which “Black Hoes” — black
plastic gardening tools — were
distributed to national sales cli-
énts and listeners to its Mark and
Brian morning show.

CORE Vice Chairwoman Dr.
Sandra Moore called for an

KLOS/See Page 63

Visit R&R at booth #1345 at the NAB Radio Show in Orlando!
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Quick!

Next to the weather, what are your Ilsteners
most interested in?
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it's food!
Eating healthy is a national obsession
and Total Nutrition News will help your listeners eat
right. Breaking news, diet tips, facts and ideas to help
Bsteners of all ages stay healthy and strong.
No fads, no cure-alls, no weird science. Just solid
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.

_l' vailable through MetroSource@,
"?.l'r ABC Satellite Servuces
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PAGE THREE

Entercom/Seattle
Ups Oshin To VP/
Market Manager

Steve Oshin has added VP/Mar-
ket Manager duties for Entercom’s
Seattle cluster.
Oshin, who's been
VP/GM for Old-
ies KBSG-AM
& FM and Alter-
native KNDD-
FM since 1998,
retains that post
and adds over-
sight of the
company’s five
other market sta-
tions.

Each of the other three Entercom/
Seattle VP/GMs — KIRO-AM,
KNWX-AM & KQBZ-FM'’s Dick
Carlson, KISW-FM’s Clark Ryan
and KMTT-FM's Chris Mays — will
keep their existing station responsi-
bilities. Carlson will also increase his
role in Entercom’s expanding sports
programming and marketing efforts.

“All four of our Seattle GMs have
done an excellent job leading their
stations,” Entercom President/COO
David Field said. “We've added

Oshin

OSHIN/See Page 62
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Jhani To Johnny:
Chiang Takes Over
As PD At KOST/L.A.

Five-year KOST-FM/Los Ange-
les Asst. PD/MD Johnny Chiang
has officially been boosted to PD.
[~ s | He had been
|, serving as interim

PD following
Jhani Kaye’s re-
cent resignation

from the Cox AC.

? Kaye had been

_ KOST’s only pro-

/ J grammer since it

/J became AC in

‘4 November '82.

: and he will re-

- i main affiliated

with the station in a consulting
capacity.

“We had a number of outstanding
candidates for one of the highest-
profile — and toughest — jobs in
radio,” commented Cox Radio/L.A.

CHIANG/See Page 38

" R&R Observes
Labor Day

In observance of the Labor
Day holiday, R&R’s Los Ange-
les, Nashville and Washington,
DC offices will be ciosed on
Monday, Sept. €.

Participants

LRN's Stacy Horton.

Show Boot Camp in New Orleans unwind
at a party held at Patout’s Bourbon Vieux Room and sponsored by
Launch Radio Networks. The revelers are (clockwise from bottom left)
LAN’s Eileen Sullivan, WFLY/Albany's Whitney, KYXY/San Diego’s
Sonny West, WFLY's Reno, actor Robert Klein, LAN's Paul Memoli,
WZMR/Albany's Patrick Ryan, WZKT/Pittsburgh’s Larry Resick and

h

Consolidation’s Effects On
'Radio A Top Topic At AWRT

- 8 Confab panelists touch on media issues, 'Net

anything substantive to the commu- |

The chiefs of two major industry
trade publications squared off last
week, engaging in a friendly but
spirited discussion about the effects
of consolidation on the radio indus-
try. The spectacle was one of the
more exciting moments at last
week’s American Women in Ra-
dio & Television 48th National
Convention in Chicago, where pan-
elists discussed how the Internet
will change media, how the public
perceives media coverage of break-
ing news and how innovations in
radio will affect the industry,
among other topics.

Perhaps the most interesting panel
at the conference featured R&R
Publisher/CEQ Erica Farber, Elec-
tronic Media Editor P.J. Bednarski
and Chicago Tribune media colum-
nist Jim Kirk and talked about is-
sues facing the industry and how
the trade publications cover those
issues.

Farber and Bednarski disagreed
on how consolidation has helped
the radio industry. Farber said that
consolidation has completely al-
tered the way radio is perceived fi-
nancially. “Now it’s a business, and
now it is being run like a business,”

- she said. On a staffing level. most
| radio groups have bulked up per-

sonnel, particularly in the sales de-
partments, Farber said.

Bednarski and Kirk both said
they were worried about staffing
decreases. particularly in talent,
resulting from consolidation.
Bednarski also noted that the FCC
has become too lenient in its own-
ership rules, allowing groups to
own clusters without contributing

nities they are supposed to serve.
He would like to see the FCC re-
quire ascertainments of the com-
munity, a rule the commission once
enforced. “Now you have massive
out-of-town owners who are not re-
quired by the FCC to go into the
community and ask, ‘What do you
need?’” he said.

But Farber defended radio’s com-
munity efforts. Broadcasters are
making an effort in the markets
they serve, she said, adding, *There
are still concerned broadcasters out
there who care about their commu-
nities.”

The panelists also discussed how
the Internet and satellite radio will
change the industry. Kirk expressed
some concern that increased com-
petition for listeners will force me-
diocre talent off the air before they
have a chance to develop and blos-
som into stars. “If you can’t find
good talent,” he said, “then syndi-
cation will rule the day.

Media Credibility

“Mistakes at one station can have
an impact all over the nation,”
RTNDA President Barbara Cochran
said during a morning session at the
convention. Stations need to bal-
ance aggressive news coverage
with responsible reporting, Cochran
added, and one major error at a
single station makes the entire in-
dustry look bad.

Cochran noted that stations are of-
ten becoming part of the story —
such as when they air a live interview

AWRT/See Page 38

Hallam Hired As PD For KYCY/SF
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Houston. While he’s pro-
grammed multiple formats
over the years, his Coun-
try programming back-
ground includes WDSY/
Pittsburgh, WWWW/De-
troit, WHN/New York and
WKHK/New York.

“It’s a thrill to have the
opportunity to go to work
for the world’s best media
company, CBS/Infinity, in
arguably the most beautiful
city in the world,” he said. “I promise

Former KKBQ/Houston G
VP/Programming Dene ¥
Hallam has been named
PD of Infinity Country sta-
tions KYCY-AM & FM.
He succeeds Tim Jordan
who will remain with the [
company in an as-yet-un- |
determined capacity.

“Dene brings tremen
dous experience with en-
thusiasm for the Country
format to Y93,” VP/GM Will
Schutte commented. “'We look for
him to make an immediate impact.”

Hallam spent the last decade in

Hallam

HALLAM/See Page 63
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Reker Rises To VP/GM At KYNG/Dallas

Infinity Broadcasting has transferred and promoted Talk WCKG/Chi-
cago PD Reid Reker to Dallas as VP/GM for Country KYNG. He suc-
ceeds Scott Savage, who left a few weeks ago to become Sr. VP of the
Internet commerce site StoreRunner.

“I’m thankful to CBS for this wonderful opportunity,” Reker said. *“I'm
looking forward to being back in Texas, especially Dallas, and back in
Country music radio at one of the greatest Country stations in America.”

Prior to joining WCKG two years ago Reker was GM at KGME-
AM, KBUQ-FM & KEDJ-FM/Phoenix. His experience also includes
stints as GM of KSLX-AM & FM/Phoenix and VP/Programming for
Hicks Communications.
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Radio Business

Frozen Applicants Chilly To FCC Refund "Bioomber

[ Attorneys scramble to settle before auctions

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

Orion Communications has spent more than $500,000 over
the past 13 years in legal, engineering and other fees while wag-
ing a legal battle with the FCC to get WZLS-FM/Asheville, NC
on the air. Last week the commission said Orion could have about
$2,500 of that money back.

That’s how much Orion principal ~ were paid to the commission in the
Betty Lee told R&R the broadcaster ~ days when it decided among several
has spent on hearing fees. Those fees  applicants who had applied for the

same broadcast license through a se-
ries of lengthy and costly hearings.
Last week’s announcement that the
FCC was. refunding the hearing fees
in the four cases in which applicants
had gone through at least part of a
comparative hearing — only to have

APPLICANTS/See Page 10
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SF Radio Revenues Skyrocket In'99

k1 Silicon Valley, new business spark sales fireworks

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

When the New York analysts phoned Thomas Martz last week,
“they couldn’t have called at a better time!”” Martz, President of
the Northern California Broadcasters Association, included that
line in an e-mail memo to members in the San Francisco market.
It’s a time when radio revenues are rolling into the Bay Area faster
than an evening fog.

In the first six months of 1999 the
association’s 23 San Francisco sta-
tions generated $170.7 million dol-

lars in revenue, up 23% over 1998,
which, as Martz pointed out, was a
record revenue year. Based on fig-

ures from George Nadel Rivin of the
Los Angeles-based CPA firm Miller,
Kaplan, Arase & Co., the market had
a total of $306.89 million in local and
national sales revenues. “San Fran-
cisco is enjoying the highest rate of
growth of any market in the country,”
Martz said. “Of this revenue, 7.2%

REVENUES/See Page 10
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SmarTTarget Marketing offers the full gamut of targeting services to reach
your listener-base, specifically P1s and P2s, where diarykeepers are most
likely to live. We are a brand new ten-year old company that not only
understands your business but we know how to reach the people who
are most important - the people who influénce your ratings.

Have a database? We'll show you how to maximize it!

Don't have a database? We'll help you build it!

Need to reach all those real and potential listeners?

We'll give you the list that can do it!

* SmarTTargeT

2041 5W 3rd Avenue * Miami, FL 33129-1449
Tel: 305-858-9524 » Fax: 305-859-8777 » 1-800-349-9322
www.smartarget.com
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Nasdaq Investigating Online Music Site

CY.com*“has been contacted by Nasdaq market regulators amid con-

cerns of possible insider trading,” reported MSNBC last week. The
company — whose site claims to ensure copyright protection while allow-
ing users to download music — recently announced its intent to merge with
Utah-based Health Builders. MSNBC said Health Builders had been a penny
stock with no volume until May 17, when 29,000 shares changed hands
and the issue rose to $2. The merger was announced June 1. By last week,
MSNBC added, Health Builders was trading on a “split-adjusted basis” at
$15 per share. Salt Lake City-based attorney Tom Kimble — who assisted
the companies during the merger — told R&R he was recently contacted
by Nasdagq, which asked him a number of questions (such as who he con-
tacted during the negotiations). Nasdaq wouldn't comment on MCY.com
specifically, but a spokesman told R&R that it is routine for the exchange to
make phone calls when there are sudden shifts in trading volume. MCY.com
couldn’t be reached for comment.

Florida Pirate Conviction Upheld

federal appeals court convening in Jacksonville, FL earlier this month

upheld aTampa-area pirate’s February 1998 conviction for broadcast-
ing illegally from 1995-1997. The commission seized Arthur Kobres’ equip-
ment from his Lutz, FL studio in August 1997. The government then sued
him in district court in Tampa, where he was convicted in February and
sentenced to six months of home detention and a $7,500 fine.

In other piracy news, the appeals court in Minneapolis will hear lawyers
argue the “Beat Radio” case in October. Also, a suburban Washington, DC
buccaneer whose equipment was seized by the FCC in April is awaiting
word from a judge on whether he can have his gear back.

FCC’s Tristani Calls Citadel, Fuller-Jeffrey Deal
‘lllegical,” ‘Unlawful’

he FCC approved Citadel Communications’ purchase of 10 Fuller-

Jeffrey Broadcasting stations in the Portland, ME area for $63.5
million this week, but Commissioner Gloria Tristani dissented and had
some particularly harsh words about the FCC's process for examining
the deal. Tristani regularly disagrees with the other commissioners when
itcomes to granting deals that would create a dominant market player.
In this case, Tristani said that the way the FCC defines a market allows
companies to play a “definitional shell game” that goes against the in-
tent of the Telecom Act. For instance, under one definition of the Port-
land-area market, Citade! will own eight FMs, three more than permit-
ted. However, the FCC’s complex definition of what constitutes a mar-
ket allows Citadel to complete the deal. Tristani said that this case
crossed the line into “illogical” and was heading toward “unlawful

NAA Again Calls On FCC
To Repeal Newspaper-Radio Ban

n the wake of this month’s relaxation of FCC rules restricting radio-TV

combos, the Newspaper Association of America has asked the commis-
sion to repeal its nearly quarter-century-old prohibition against owning a
broadcast outiet and newspaper in the same market. “For the government
to lock out local newspaper publishers is unfair, uncompetitive and, frankly,
bizarre in a world marked by hundreds of over-the-air and cable channels,
nationwide broadcasting from sateliites and the ubiquitous nature of the
Internet,” said NAA President John Sturm. The association first petitioned
the commission to overturn the ban in 1997.

Fidelity investments To Boost
Spending At Infinity, CBS

F idelity Investments and CBS said this week that Fidelity would increase
its ad spending across all CBS divisions, including Infinity radio and
outdoor. A spokesman for the world’s biggest fund manager told Bioomberg
that Fidelity was going to at least double its current ad campaign. The
new campaign will begin next month and run through 2000. The agree-
ment between CBS and Boston-based Fidelity calls for the fund manager

Continued on Page 8

R&R/Bloomberg Radio Stock Index

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

Change Since
One Year Ago  One Week Ago  8/13/99  One Year Ago  One Week Ago
Radio Index 209.81 307.18 29338 +4641% +4.70%
Dow Industrials 8051.68 11,100.61 10,973.65 +37.87% +1.16%
S&P 500 1027.14 1336.61 1327.68 +30.13% +.67%
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THESE RADIO STATIONS ARE
TREMENDOUS WINNERS.

B Why has Kiss 108, Boston climbed back to the #1 position in its target demo of 18-49 women and
scored #2 25-54 persons? M Why has WYSE, Birmingham shot up from a 3.0 to a 7.7 share among
persons 25-54, beating country giant WZZK? B Why has soft rock giant B-101, Philadelphia gone

up in its target 25-54 women share for 5 straight years in a row and is, once again, a stronger #1
25-54 women this book as well as #2 25-54 persons? B Why are Personality AC 99.9 KEZ and country
“Big 102.5” KNIX, Phoenix so big that they’ve won the #1 and #2 spots 25-54 persons? B Why has
KOSI 101, Denver solidified its #1 rank 25-54 women? B Why has Magic 107.7 WMGE, Orlando
topped the field in 25-54 women and placed only 0.5 share points away from #1 25-54 persons?*

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

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

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

Mike Shepard Bill Moyes Don Gilmore
Senior VP ' President Executive VP

Moyes Research Associates
AMERICA’S LEADING STRATEGIC ADVISORS

205 EAsT CHEYENNE MOUN
CoLorRADO SPRINGS, CO
00

719.540.01

www americanradiohictorv com
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DEAL OF THE WEEK 1999 DEALS TO DATE

nallars To Date: $3,025 692,272.39

iy s Dollars This Week:  $10,875,000
KYIS' Fm ’a ﬁ EH]’ : (Last Year: $39,042,975)
$60 million Stations Traded This Year: 848
(Last Year: 1,144)
Stations Traded Thls Week: 24
S (Last Year: 26)
TRANSADNUNS

(Last Year: $3, 6‘39 522, 997)

Citadel Gaptures Caribou
In Oklahoma Gity Deal

$60 million purchase nets five properties; Surf’s up for Cox in Honolulu

E=mm— i ]
P i s

WWLS-AM/Moore, KATT-
FM/Oklahoma City,
KCYI-FM/Edmond,
KNTL-FM/Bethany
(Oklahoma City) and
KYIS/Oklahoma City, OK
PRICE: $60 million

TERMS: Asset sale for cash
BUYER: Citadel Communica-
tions Corp., headed by CEO
Larry Wilson. It owns 124 stations.
Phone: (702) 804-5200
SELLER: Caribou Communica-
tions Co., headed by President J.
Kent Nichols. Phone: (303) 436-
1869

FREQUENCY: 640 kHz; 100.5
MHz; 98.9 MHz; 97.9 MHz; 104.9
MHz

POWER: 1kw; 100kw at 1,188
feet; 100kw at 1,108 feet; 6kw at
315 feet; 6kw at 298 feet
FORMAT: Sports; Rock; Hot AC;
NAC/Smooth Jazz; Sports

BROKER: Kalil & Co.

WLTP- AMlParkersburg,
WDMX-FM/Vienna &
WRZZ-FM/Elizabeth, WV
and WNUS-FM/Belpre &
WRVB-FM/Marietta, OH
(Parkersburg, WV)

PRICE: $11.5 million

TERMS: Asset sale for cash
BUYER: Clear Channel Commu-

nications Inc., headed by CEO

Lowry Mays. It owns 492 stations.
Phone: (210) 822-2828
SELLERS: WNUS Inc. (for WLTP
& WNUS); Bennco inc. (for
WDMX) Impact Radio inc. (for
WRZZ); and 102 Inc. (for WRVB).
No phone numbers listed.
FREQUENCY: 1450 kHz; 100.1
MHz; 106.1 MHz; 107.1 MHz;
102.1 MHz

POWER: 1kw; 1.65kw at 438 feet;
3kw at 469 feet; 4.7kw at 351 feet;
11kw at 492 feet

FORMAT: Talk; Oldies; Classic
Hits; Country; AC
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KCBQ-AM/San Diego
PRICE: $5 million

TERMS: Option to purchase for $5
million

BUYER: Salem Communica-
tions Corp., headed by CEO Ed-
ward Atsinger lll. It owns 46 sta-
tions, including KPRZ-AM/San Di-
ego. Phone: (805) 987-0400
SELLER: Concord Media Group
Inc., headed by President Mark
Jorgenson. It owns six other sta-
tions. Phone: (813) 926-9260
FREQUENCY: 1170 kHz
POWER: 50kw day/Skw night
FORMAT: Talk

% oy _;Wﬁwm%«* %M
i _ \abEUIgia %

WLTA-AM/Alpharetta and
WNIV-AM/Atlanta
PRICE: $8 million

;:3
e
-

BEE

TERMS: Asset sale for cash
BUYER: Salem Communica-
tions Corp., headed by CEO Ed-
ward Atsinger lll. It owns 46 sta-
tions. Phone: (805) 987-0400
SELLER: Genesis Communica-
tions, headed by President Bruce
Maduri. It owns two other stations.
Phone: (404) 233-1400
FREQUENCY: 1400 kHz; 970 kHz
POWER: 1kw; 5kw day/39 watts
night

FORMAT: Religious; Religious
BROKER: Jorgenson Broadcast
Brokerage

‘ﬁsowr A R
RGN
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KGMZ-AM/Honolulu,
KGMZ-FM/Aiea, KRTR-
FM/Kailua and KXME-FM/
Kaneohe (Honolulu)

PRICE: $16.375 million

TERMS: Asset sale for cash
BUYER: Cox Radio Inc., headed
by President Robert Neil. It owns
58 other stations. Phone: (404)
843-5000

SELLER: New Planet Radio,
headed by President Scott Fey. It
owns one other station. Phone:
(415) 673-6123

FREQUENCY: 1460 kHz; 107.9
MHZ; 96.3 MHZ; 104.3 MHz
POWER: 5kw; 100kw at 1,965
feet; 75kw at 2,116 feet; 75kw at
2,116 feet

FORMAT: Oldies; Oldies; AC;
CHR/Pop

BROKER: Kalil & Co.

IRl TRANSACTIONS AT A GLANCE |

-o WLTP-AM/Parkersburg, WDMX-FM/Vienna & WRZZ-FMW/

kS

OH (Parkersburg,WV) $11.5 million

sty

¢ KCBQ-AM/San Diego $5 million

¢ WLTA-AMW/ Alpharetta and WNIV-AM/Atlanta, GA $8 million

© KGMZ-AM/Honolulu, KGMZ-FM/Aiea, KRTR-FM/Kailua and
KXME-FMW/Kaneohe (Honolulu), HI$16.375 million

"1, ® WSYE-FM/Houston (Tupelo), MS $3.1 million

>

Kennewick, WA $4 million

Elizabeth,WV and WNUé-FMIBeIpm &WRVB-FM/Marietta,

-« WNHQ-FM/Peterborough (Manchester), NH Not listed
* WPWC-AM/Dumphries, VA (Washington, DC) $900,000
¢ KALE-AM, KEGX-FM & KIOK-FM/Richiand and KTCR-AM/

WSYE-FM/Houston
(Tupelo)

PRICE:"$3.1 million

TERMS: Asset sale for cash
BUYER: JMD Inc., headed by
President J. Morgan Dowdy. He
has interests in 20 other stations,
includingWELO-AM &WZLQ-FM/
Tupelo and WWMS-FM/Oxford.
Phone: (228) 896-5500
SELLER: New South Commu-
nications Inc., headed by Presi-
dent Frank Holladay. It owns 10
other stations. Phone: (601) 693-
2661

FREQUENCY: 93.3 MHz
POWER: 100kw at 1,804 feet
FORMAT: AC

WNHQ-FM/Peterborough
(Manchester)

PRICE: Not listed

TERMS: Asset sale for cash
BUYER: Phoenix Media Com-
munications Group, headed by
Chairman Steven Mindich. It
owns three other stations. Phone:
(781) 595-6200

SELLER: RadioWorks Inc.,
headed by President Lindsay
Collins. Phone: (603) 228-

9036

FREQUENCY: 92.1 MHz
POWER: 180 watts at 1332 feet
FORMAT: Hot AC

WPWC-AM/Dumphries
(Washington, DC)

PRICE: $900,000

TERMS: Asset sale for cash
BUYER: JMK Communications
Inc., headed by President Jae Min
Chang.

SELLER: Happy Broadcasting
Co. Inc., headed by President Ray
Woolfenden. Phone: (703) 226-
1480

FREQUENCY: 1480 kHz
POWER: 1kw day/500 watts night
FORMAT: Country

BROKER: Bruce Houston of
Blackburn & Co.

KALE-AM KEGX FM &
KIOK-FM/Richland &
KTCR-AM/Kennewick

PRICE: $4 million

TERMS: Asset sale for cash
BUYER: New Northwest Broad-
casters Inc., headed by CEO
Michael O’Shea. It owns 43 sta-
tions. Phone: (425) 653-2310
SELLER: AMFM inc., headed by
Vice Chairman Jim de Castro. It
owns 460 stations nationwide.
Phone: (214) 922-8700
FREQUENCY: 960 kHz; 106.5
MHz; 94.9 MHz; 1340 kHz
POWER: 5kw day/1kw night;
100kw at 1,053 feet; 100kw at
1,250 feet; 1kw

FORMAT: Nostalgia; Classic
Rock; Country; Talk

in today’s society.”

NEED MORE WOMEN IN THE MORNING? ¢

DOUG STEPHAN’S “GOOD DAY”
Mon-Fri 4-10am, Sat 4-9am, Sun 4-6am EST

or affiliation call:
(800) 397-8255
(800) 884-2546

radiodoug@hotmail.com

www americanradiohistorv com

“Wow! Up 270% with women 18+...Doug’s topics are ALWAYS relevant to what’s happening
- Ron Escarsega, Program Director, KRLA, Los Angeles Talk 1110 AM
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Every 6 seconds,
for the next 17 years,
someone in the U.S. turns 50.

(Source: Georgia State Center for Mature Consumer Studies, Atlanta, GA.)

As an experienced Radio Broadcaster, you
probably already know that Music Of Your
Life ™ is the longest running brand name in
Radio History.

You might not be aware that Music Of Your
Life™ relaunched on satellite just 2 1/2 years
ago. In that time, we’ve grown from 4 to 174
Affiliates - quite possibly making Music Of
Your Life™ the fastest growing 24-hour net-
work in Radio History.

With the strongest brand name in Radio and a
Y2K compatible “Where the Stars Play the
Stars”™ presentation of Adult Pop Standards,
it’s not surprising we’ve also been asked to
program Music Of Your Life™ for 260 Cable
Systems, Norwegian Cruise Line’s flagship
S/S Norway, and Delta Air Lines.

Now, it’s time.

Our programming is top-notch - hosted by
nationally known personalities like Gary
Owens, Wink Martindale and Chuch
Southcott, with weekend programs hosted by
Patti Page, Pat Boone and Les Brown.

Our sales support is unparalleled - New Life
Sales Success™ training series, Street Manual
promotion guide, and the Music Of Your
Life™ book “How to Get Your Unfair Share of
the 50+ Market.”

Call us at 1-800-375-7722 for a Music Of
Your Life™ format demo kit and Affiliate ref-
erence list so that you can make an informed
decision about Radio’s newest “hot” format.
Time is ticking away and we can only accept
one Music Of Your Life™ Radio Station in
your market. We hope you’ll join us!

{OUR LIFE

Empire State Building ¢ 350 Fifth Avenue ¢ Suite 7307 « New York, New York 10118
Phone: 212-947-0049 ¢ Fax: 212-947-5008 * e-mail: MYLRADIO@aol.com

Distributed exclusively by:

JONES RADIO NETWORK™

www americanradiohistorv com
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CBS has been on an internet buying binge this summer, acquiring stakes in six different web ventures — in 5y -
exchange for ads and promotion across the broadcaster’s radio, TV and outdoor properties — since the end of May. I” t e’ ep ”at I Rad’a sales
Where will it all end? Spokesman Dana McClintock refused to divulge numbers, but he did say the company has a
“finite” amount of advertising, and hence “a finite number” of these deals will be struck.“There will be a time when that s H G wth
number is reached," he told R&R. ee ev r a
Here’s a roundup of CBS’ web stable — which President/CEO Met Karmazin ultimately hopes to spin off to the - » . -
public — as of the end of last week. nterep’s Q2 revenues from commissions hit $24.2 million, up nearly 10%
from $22.1 million in Q2 '98. Operating EBITDA (operating income
Web Entity Advertising Amount Stake When Acquired before contract termination revenue,depreciation and amortization) was
- o S - : up about 7% to $5.6 million. Interep also said it lost $500,000 in its
Jobs.com $62 million 38% August 18 internet business, which the company says is stili in the development
L . stage.
Wrenchead.com $33 million 22% August 16
Rx.com $37.5 million 20% July
Medscape $150 million 35% July Bloomb s, 4 BUSINESS
ThirdAge.com $54 million 30% June e
Switchboard.com $135 million 35% June Continued from Page 4
Office.com $42 million 7 33% April to sponsor CBS news and sports programming and to be the sole sponsor
. fora weekly segment called “American Dream,” which features stories about
StoreRunner $100 million 50% April individuals. Infinity and Westwood One will carry the “American Dream”
i ¢ segment.
Hollywood.com $100 million 35% April | . .
- FCC Grants Macon Radio-TV Waiver
Marketwatch.com N/A 38%  October 1998 ! ) i
he FCC signed off Monday on Radio Peach’s purchase of WNEX-AM/
SportsLine USA N/A 18% March 1997 Macon, GA from TM Communications. Radio Peach parent Register
- ! Communications also owns WPGA-TV/Perry, GA. The FCC passed a new
. regulation earlier this month allowing limited radio-TV combos, but that won't

gointo effect until mid-October.

WJFK, KHTK Fined For Airing
Communications Equity Associates Phone Call Without Permission

invites You to attend JFK-FM/Washington and KHTK-FM/Sacramento were cited by the

FCC last week for airing a conversation between two sisters during a
January 1998 Don & Mike Show without the sisters’ knowledge. The call-
ers had been told they were being put on hold, but the station continued to
air their conversation. The FCC disagreed with owner and syndicator

The CEA Financial Breakfast

at the Westwood One’s argument that, because the callers had previously been

told their conversation was being broadcast, the broadcaster was not at

° fault. The FCC said that the callers in this case had“legitimate expectations

N AB Rale S hOW of privacy”and fined the stations $4,000 each, Don & Mike originates from
WJFK.

Orlando, Florida
FCC Upholds Fine On Christian Station

N oncommercial KMTC-FM/Russellville, AR told the commission last
month that it shouldn’t have to pay $2,500 for airing a series of ads
last year because it's no longer breaking the rules, the violations weren't
Special Guest Speakers: “willful” or “repeated” and it can't afford to pay. The FCC pointed out last
week in affirming the citation that there's no precedent for rescinding a
fine because of rule compliance, that the station aired ads at least 828
times and that the station didn’t provide any documentation to supportits

Gloria Tristani ' inabilityto pay. |
® ' i

g

FCC Commissioner . FCC Launches smaII-Business Site

COMMUNICATIONS ; . e . o
EQU]TY he FCC Office of Communications Business Opportunities’ website ;
ASS O-(j ATE S {www.fce.goviocbo) provides information on new media technologyand  ©
- = ‘ ‘ 7 = financing and technical assistance for entrepreneurs, public interest orga- ?
Har Old S F ur Chthtt ROth nizations and minority and women's groups. The site bills the commission’s
FCC C ommissioner . proposed low-power FM service as a means to boost local communities,

for example, and summarizes the June Citizenship Education Fund confer-
ence on minority broadcast financing. In the past, OCBO notes, this infor-
mation had been disseminated through mailings or faxes.

CBS Negotiating NCAA Tournament Rights

. ! BS'current contract with the collegiate association doesn't expire until
WedneSday’ September 1’ 1999 2002, but Bloomberg and The Vgashington Post reported last week
7:30 am - 8:45 am that CBS could lose the contract after that date if the two sides didn't reach

- an accord this week. The negotiations involve both TV and radio rights. The

Orange C()llllty Convention Center NCAA wouldn’t comment on the talks, but Bloomberg and the Post said
Room 315 A/B that CBS may have to up the ante to $3 billion or risk losing out to competi-

tors such as ESPN or Turner Sports. CBS paid $1 billion in 1991 for a
seven-year contract, which was extended in 1995 for $1.75 billion.

FCC’s Bill Kennard On African Safari
CEA isamember of the National Association of Securities Dealers, Inc. and its roadcasters trying to reach FCC Chairman Bill Kennard in recent weeks
professional associates are registered with the NASD. may have been referred to numbers in Botswana or South Africa, where
Member SIPC. Continued on Page 10
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WHERE WILL YOUR AUDIENCE
 BE TOMORROW?

Real gambling has nothing on
the radio industry.

Your odds in any shell game are
probably much better than the odds
of consistently guessing where your
audiences tastes are headed tomorrow,

That's why so many tap-rated
stations rely on Coleman to miake
sense of uncertainty, Stations like
KROQ in Los Angeles, WBMX in
Boston, Hot 97 (WQHT) in New York,
K585 (KSTP) in Minneapolis, and
KYGO in Denver.

Different formats each. But year
afzer year, the winners in their markets,

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

Its more than just research. Numbers
alone can’t eliminate guessing. Deeper
audience insights can. Coleman has
developed a proprietary approach that
shows stations how to link their “sound”
1o identifiable format trends. Through
research technigues such as Format
Coalition Analysis” and FACT" that lead
to Colemans 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
wend analysis and deeper insights that
can take a lot of the guesswork out of
building a loyal audience.

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

COLEMAN

FORMATS. TRENDS. BRANDING.

1-919-571-0000

RESEARCH TRIANGLE PARK - LOS ANGELES - HAMBURG ., GERMANY

www americanradiohistorvy com
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Applicants month’s broadcast auction while the

Continued from Page 4

that process invalidated by the Wash-
ington, DC Circuit Court in 1993

may have added insult to injury. On
Friday the 13th that same court de-
nied a motion by those applicants that
sought to temporarily block next

panel considers whether they should
have to participate in the sale at ail.
‘As Adlai Stevenson would say,”
Orion attorney Steve Leckar told
R&R, “I'm too old to cry, and it hurts
too much to laugh.””” He added that the
Orion legal team would grudgingly
take part in the auction, but would at

»

BUSINESS
BRIEFS

Bloomberg

Continued from Page 8

Kennard went on a 13-day visit with African telecommunication regulators
and American companies doing business on the continent. Last week Kennard
checked out"bush” radio stations that had been declared illegal during South
Africa’s apartheid regime. Earlier in the excursion he met with South Africa’s
Independent Broadcast Authority and National Association of Broadcasters.

MapQuest To Integrate Metro Reports

B eginning in September, MapQuest.com will incorporate 24-hour Metro
traffic updates for 25 major U.S. cities. This Info will include road condi-
tlons, accldents, construction and other events affecting traffic patterns.
MapQuest will also weave live video from traffic cams into its site, which
currently provides maps and driving directions. Metro feeds traffic reports to
Yahoo! as well, but only for entire cities, not specific routes.

Andrew Greenebaum Exits As CD Radio CFO

A ndrew Greenebaum resigned last week as CFO of CD Radio. He's tak-
ing a similar position with L.A.-based eCompanies, an incubator of
Internet firms that is backed by Walt Disney and EarthLink, among others.
Greenebaum spent two years at the New York-based DARS developer.

Disney To Sell Magazine Group

alt Disney said last week it will sell its Fairchild Publications to Conde

Nast Publications for about $650 million. Under the Fairchild umbrella
are Women's Wear Daily, Jane and W.The sale moves a business that Disney,
the world’s No.2 media company, had acquired through its purchase of Capital
Cities/ABC and comes as Chairman Michael Eisner tries to reverse a slide
in earnings and a stock price that's fallen 11% in the past year.

NAB Promotes Livengood, Kinsman

J ennifer Livengood has been promoted to VP/National Campaigns at the
NAB. She was previously Manager and Director of National Campaigns
and managed aicohol abuse, antiviolence and disaster-preparedness pro-
grams, along with helping to develop NAB's program highlighting broadcast-
ers’ community service.

Meanwhile, Sharon Kinsman was named SeniorVP/Administration. A 20-
year NAB veteran, she had been VP/Administrative Services since 1995.
She’s also held positions in the Government Relations and Television de-
partments.

B

) . ab
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For Affiliate Information
(and free cigars) call:
Victoria Raymer
(813)832-1971

Saturday’s 12 noon-2pm (ET)
Satcom C-5, Transponder 23
SEDAT Channel 48

the same time press the appellate
court for a review that would, they
hope, lead to the invalidation of the
Asheville sale.

As for the fee refund, Leckar said,
“Thanks for the drop in the bucket.
It would be a lot more helpful if the
FCC were fair and would do what
they were paid to do by deciding
these cases based on the records the
parties presented.”” In other words,
he would like the commission to use
some variation on the comparative
hearing to decide on the cases, in-
stead of asking the parties to pony
up perhaps tens of thousands more
to get their licenses.

Attorneys called this a “double
hit” in their filing with the circuit
court.

Hal McCombs, an attorney rep-
resenting Barbara Marmette — who
was set to bid on a station she has
been operating since 1990 — was
less aggressive than Leckar.

(Marmette settled with the other ap-
plicant in the proceeding just before
a Friday deadline imposed by the
FCC, which is considering the agree-
ment.)

At the same time these applicants
may have some course that would
allow them 10 recover their legal fees
from the FCC. McCombs wasn’t spe-
cific on what route Marmette, who
has spent $750,000 in legal, engineer-
ing and other costs since 1982, would
take.

Harry Cole, one of the lawyers rep-
resenting Susan Bechtel, whose 1986
application for a new FM in
Selbyville, MD led to the decision
overturning the comparative hearings
process, agreed that “there’s a legiti-
mate basis” to ask for a refund of the
legal fees.

Cole also noted “the short turn-
around” between Aug. 16, when the
FCC announced the availability of
these refunds, and Aug. 20, when re-

quests for refunds were due.

A commission official contacted
by R&R wouldn’t comment on these
cases.

D-Day

Meanwhile, many attorneys repre-
senting the 150 cases headed for auc-
tion were scrambling last week to
meet Friday’s deadline 1o settle with
other applicants before the initial auc-
tion application was due at the com-
mission. Many of these parties were
trying to cut their losses before com-
mencing the high-priced bidding war
on September 28. (Minimum open-
ing bids are as much as $250,000.)

The commission braced for a high
volume of calls from legal eagles by
opening up another phone line “for
accessing the form 175 application
system.”

At press time the FCC had not de-
termined how many of the 150 cases
had settled.

R e B S ™ e e e e s, 3 |

Revenues
Continued from Page 4

has come from the Internet and e-
commerce business. This compares
with 1.9% nationally.”

As of Aug. 8 Bay Area stations
had $37.1 million of business
booked, compared to $30 million in
revenues for the entire month of
August "98, the memo noted. Martz
added, “This September there is
$29.1 million on the books now, and
last year the market did $27 million
for the whole month of September.
To top it all off, there is a strong
possibility that we may surpass last
year's full-year market revenue in
September”

“The market is on fire,” said
Mickey Luckoff, President/GM of
ABC’s AM trio of KGO, KMKY &
KSFO. “I think [Martz] may have
minimized the ‘dot-com’ business.

Silicon Valley has a lot to do with.

it. There is so much going on in San
Francisco. There’s been an incred-
ible influx of business. It’s not an
eiection year, not even an excep-
tional convention year. It’s just one
of those great, great moments when
everything you do is just right”

WKRK FM

A CBS Station is now Cigar Friendly

Welcome To The Humidor!

You're Amongst Great Company...

KFI WJFK WGST WIOD WFLA WBEN
WBT KSDO and KJFK to name a few

www americanradiohistorvy com

Luckoff also believes that “consoli-
dation has helped the business quite a
bit. Radio is really recognizing its day.
This market is very competitive, with
a lot of good operators.” Luckoff ac-
knowledges, “We are always taking
each other’s business, but there is a lot
of new business.” He said radio has

become skilled at bringing in
nonbroadcast revenues and web busi-
ness. But he’s also keeping a cool head
about the hot market and offers fellow
broadcasters this advice: “It’s great
while it lasts. Recognize it for what it
is. Don’t forget where you came from,
and don’t forget your friends”

“one of the Backstreet Boys"!

Jake Lloyd of Star Wars: Episode I fame makes an on-air appearance with Radio
Disney’s Just Plain Mark (1) and Zippy. Under-12 listeners called in to guess the
name of the DJs’ celebrity guest. Among the guesses were “an Olsen twin” and

CIGAR DAVE
w ¥ W W
The General

Hostep BY:
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Where are the most upscale urban listeners turning for the latest news on their money?
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Welcomes our new Chicago affiliate

23

30

Now airing in ¢2 markets and 24 stations across America.

Market
New York, NY
New York, NY
Les Angeles, CA
Ckicago, IL
San Francisco, CA
Baeston, MA
Washington, DC
Hcuston, TX
Tampa-St. Pete-Sarasota, FL
Miami-Ft. Lauderdale, FL
Ptoenix, AZ
Baltimore, MD
Hartford-New Haven, CT
~ Calumbus, OH

Jacksonville-Brunswick, OH
Jacksonville-Brunswick, OH
Dayton, OH
Fiint-Saginaw-Bay City, M|
Rochester, NY

. Chattanooga, TN
Viest-Temple-Bryan, TX
Baton Rogue, LA
Charleston, SC
Charleston, SC
Charleston, SC
Columbus-Tupelo, MS
Raleigh-Durham, NC
Raleigh-Durham, NC

Affiliate
WBLS-RM
WLIB-AM
KJLH-FM
WGCI-AM
KDIA-AM
WILD-AM
WOL-AM
KMJQ-FM
WRXB-AM
WMBM-AM
KMJK-FM
WOLB-AM
WNEZ-AM
WXMG-FM
WZAZ-AM
WSOL-FM
WRNB-FM
WOWE-FM
WDKX+FM
WLOV-~M
KVJM-FM
KOXL-FM
WMGL-FM
WXTC-AM
WWWZ-FM
WACR-FM

Station Owner

inner City Broadcasting
Inner City Broadcasting
Taxi Productions
AMFM

Bay Bridge Comm.
Nash Comm.

Radio One

Clear Channel
Metropolitan Radio
New Birth Broadcast
Syncom Radio

Radio One

Mega Com

Blue Chip Broadcast
Jacor

Jacor
Hawes-Saunders
Schumpert

Monroe County Broadcasting
Cumulus

Marshall Media Group
Citadel

Citadel

Citadel

Citadel

T&W Communications, Inc.

WFXK/WFXC-FM  Clear Channel
WNNL/WDUR-AM . Clear Channel

The BLOOMBERG® Urban Report
60 seconds

Puts listeners in the know about the markets and breaking
business news—uwith a special focus on African American
business, plus valuable investing tips and how-to strategies.
Easily promotable format, flexible for airing in any daypart.
Coverage includes:

e BLOOMBERG® Amalgamated Index—the only index that
tracks African American owned and managed companies

e Top business reports on African American owned companies
e Top business stories

» Dow Jones Industrial Average, Nasdaq report, Standard &
Poor’s Report

e Anchored by popular urban newscaster Jacque Jowers

Bloomberg

RADIO
Money, Markets & Mare

Call Bloomberg Media Distribution at 212-318-2201 for more information.

@ 1999 Bloomberg L.P. All rights reserved. Bloombarg, BLOOMBERG RADIO, BLOOMBERG Urban Business: Report, and BLOOMBERG Amalgamated Index are trademarks and service marks of Bloomberg L.P.

58419 08399
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Station Owners...
Want To Broaden Your

CAST?

www americanradiohictorv com


www.americanradiohistory.com

Where The World Tunes In

www americanradiohictorv com

Station Owners... BroadcastMusic.com is your Free
Internet broadcasting solution. Consider what you get:
No monthly fees; no software or hardware investments;
no licensing fee (BMI, ASCAP, SESAC); Free advertising
banners; no limit to the number of simultaneous
listeners; G2 Surestream technology platform from
RealNetworks; Free listener email accounts with voice
mail through your custom audio player!

To find out more visit us @ NAB Booth #1160 and #1256.
Or contact: Michael McPherson VP Sales/Marketing
(207)773-9447 email: broadcast@broadcastmusic.com
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“« Traits of effective GMs, Page 20

¢ Innovation Station: ‘Net going portable, Page 22

e Is there life after radio? Page 26
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”Technology ... the knack of so arranging the world
that we don’t have to experience it.”
— Max Frisch

R&R INDUSTRY X-RAY:

E-COMMERCE

W In just a year, ‘dot-com’ has turned into ‘dot-cash’

ﬁ}'VBffoélmd It’s the advertising cat-
MMS Editor » egory equivalent of Scott
Jaxelrod@rronline.com Shannon’s WHTZ/New

York in the early '80s. A
category that was virtually nonexistent a year and
a half ago is mounting a serious challenge to be-
come radio’s biggest spender as we approach the
millennium. E-commerce is quickly becoming a

difficult to get a steady read on the demographic
information that would be driving the category. But
clearly, reports like the two Arbitron/Edison
Research studies show: that radio is an extremely
compatible medium for advertising Internet services.
According to the latest study, neatly every Alternative
listener has ‘Net access, and a majority of CHR,
News/Talk, AC, Classical and Religious stations’

“worst to first” success story.

listeners are web surfers too.
So why are e-tailers flocking to

Online stores — or e-tailers, as [
like to call them — really started to
post massive numbers for the first
time during the 98 Christmas
shopping season. That should
come as no surprise: That's exactly
when the category’s radio advertis-
ing exploded as well.

According to Competitive Me-
dia Research figures, the category’s
‘98 growth curve started with a
modest $721,000 in January, but
had grown eleven-fold to $7.9
million by October. Then came

I
l
n

Radio Spending Profile

Of the money spent advertising
e-tailers in all media, how much
goes to radio?

Highest market 64.9%
Average 46.7%
Lowest market 26.4%

¢ 1999 YTD" e-commerce
category radio growth rate: 332%
* 1999 YTD* overali
radio growth rate: 12%

* e-commerce as a percentage of total
radio expenditures, 1999 YTD*: 2.9%

radio? Because they’re finding
that it works for them!

“Radio is definitely an element of
our marketing plan,” says Mike
Darcy of Priceline.com, which has
emerged as a major success story
and one of radio’s biggest Internet
advertisers. “We’ve found that
personality-based advertising —
people like Paul Harvey and others
who do live reads for us — has done
a very good job of building brand
recognition.

“Each medium can bring some-

Christmas: In the months of | *“Through6/30/99
November and December e-tailers
spent $21.6 million advertising

Source: Miller, Kaplan, Arase & Co. LLP

thing to the marketing plate, but
definitely the personality-oriented
radio advertising we do is unique.

their websites ... and the industry
hasn’t looked back since. Radio’s “dot-com”
advertising hit eight digits in each of the first three
months of the year, reaching a record $14 million in
March. An Interep analysis of the numbers showed
the category on pace to spend at least $250 million in
1999, which would place it behind only the retail and
telecommunication sectors, based on those categories’
‘98 numbers.

Since the category is still in its infancy, it's

TOP 10 ONLINE MARKETS

1 Washington, DC ~ 59.9%

2 San Francisco 56.1%

3 Austin 55.5%

4 Seattle-Tacoma 53.3%

5 Salt Lake City 50.0%
6 Dallas-Ft. Worth ~ 49.6%

7 Denver 49.0%
8 Houston 48.8%
9 Los Angeles 48.7%
10 Norfolk 48.5%

(Percentage of market population that accesse
the Internet)
Source: Scarborough Release 1 survey, 1998

It's something you can’t get from
other media. Radio has been part of our plan from the
very beginning and will definitely continue to be part of
our plan in the future.”

Over at Amazon.com, which has made a big
impression with its series of “candid phone”
radio ads, they’re expressing similar sentiments.
“We're very happy with radio,” says VP/
Corporate Marketing Allen Olivo, “and we'll
continue to use it.”

TOP 10 E-COMMERCE MARKETS

1 Austin 32.0%
2 Charleston, WV 30.9%
3 San Francisco 29.8%
4 Jacksonvilie 28.5%
5 Boston 28.5%
6 Dallas-Ft. Worth ~ 27.9%
7 Raleigh-Durham  27.2%
8 St Louis 271%
9 Columbus, OH 26.9%
10 Oklahoma City 26.8%

(Percentage of market population that
shops on the Internet)

www americanradiohistorv com
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REACH THE DECISION-
MAKERS, REAP REWARDS

Do you want to become a sales
superstar? Focus on decision-
makers, and you'll close far more business, as well as build
valuable long-term relationships. How do you reach decision-
makers? By re-evaluating what you offer them, making it
compelling enough for them to want to speak with you.

The music business is quickly being redefined by corporate
mergers and new technology. In radio, there’s heavy competi-
tion for advertisers. What can you do? Try what works wel! for
Nissan. They start from scratch by asking, “What is a car?”
Nothing’s sacrosanct because competition, technology and
customer perceptions are constantly changing. Nissan performs
similar services for Apple and Motorola with computers, golf
clubs for Taylor Made arid medical equipment, ski-boats and
yachts for customers worldwide. Nissan and the Los Angeles

Times are now asking, “What is a
newspaper?”

Taking a fresh look and
revising what you offer will
reinvigorate your sales
force, because your product
line will be much more
appealing and you'll think of new ways to market it. Then you're
ready to take the following steps:

By Dick Kazan

| THE ROAD 1o

B S s e e

SUCCESS

T T R

ey 2

* Establish and maintain a solid database. Having it on a
computer doesn’t make it solid. | met with a sales manager at a
major L.A. radio station who expressed confidence in his
station’s system. | then asked him about various potential
prospects by name, and we were both disappointed by how little
useful information he had.

Decide what you need, get it organized and computerized,
and then assign it to the sales force with a means of active
follow-up. You can’t manage in ignorance.

» Work the phones. Before calling, check your prospect’s
website to learn more about the company, its people and its
industry. Next, speak with the receptionist to reconfirm the
name of your decision-maker, including his or her nickname and
assistant’s name. Transfer to the assistant and cordially
introduce yourself. You should have a compelling message to
deliver — ask for her assistance in presenting it. If she thinks
your message and you are credible, the decision-maker will take
your call (or promptly return it).

Alternatively, do the same thing at a more senior level. If the
assistant decides her boss doesn’t need to get involved, thank
her and ask for her assistance in speaking with the person she
thinks is the right individual. She can easily get this less senior
person on the line.

* Referrals. As you develop happy clients, they can help you
with the most powerful sales tool of all: word of mouth. Ask
them to introduce you to others who you can also serve.

It took my company two years to do business with Toyota,
but the relationship eventually became so strong that they were
pleased to offer referrals to Honda, Mitsubishi and Hyundai.
Each became a major client of ours and, subsequently, referral
accounts themselves.

The great merchant Frank W. Woolworth said it well: “l am
the world’s worst salesman; therefore, | must make it easy for
people to buy.” That's a wonderful policy for you to follow, and it
starts with offering a compelling product line in a rapidly
changing world.

Is there a way to favorably influence how others feel about
you? Absolutely ... and I'll tell you what it is next week!

Dick Kazan is a successful entrepreneur who founded one of the largest
computer leasing corporations in the United States. He created and hosts
The Road to Success, the first radio talk show to offer on-air business
consulting to business owners and employees. E-mail your comments or
questions to him at rkazan@ix.netcom.com.
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The Art of Smart Radio. It's research, trend forecasting and demographic profiles. It's also gut instinct,
real world experience and an ear for what's 'hot! We share our insight into this art form at
ww\w.mevaymedia.com, an online service from McVay Media.

As one of broadcasting's leading consulting groups, we talk today's radio. End-to-end. Inside and out.
So our clients can move forward, stand cut and see results. Radio mcves fast. And you need the
specialized insight to move fasler. Log on today and discover the art that is today's smart radio.

Each week our web site offers

indepth industry features, format
spotlights, new music picks and ¢ ¢ ¢ « « B |
trends, show prep materials, |
client exclusives and more...

m cVay Media's programming strategists specializing in a variety of formats
including Adult Contempo-ary, Country, Reck/Aiternative, CHR, Oldies

D acnie Dacks Moo Sty and @narte/Tabl
U assiC ROCK, News/ :aix and oports/ 1aik.

B Mcvay Media also provides consulting services to the music and movie
irdustry in the artist and management arera, as well as to radio networks and
svndicated programming.

m McVay New Media provides web site design and new media consulting.
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M 1998 Media Spending (in thousands of dollars)

Market Newspaper TV Market Newspaper
Albuqguerque DR =2 1150 Minneapolis-St. Padl 375.7
Atlanta 729.0 3,019.1 Nashvilie 288
Baltimore 274.5 598.6 New Orleans 64.5
Boston 897.6 2,717.0 New York 8759
Buffalo 35.5 1220 Norfolk 0.0
Charlotte 30.4 5491 Oklahoma City 333
Chicago 413.7 2,7252 Otlando 176.3
Cincinnati 0.0 369.5 Philadelphia 7020
Cleveland 65.5 82.0 Phoenix 235.1
Columbus 0.0 7.3 Pittsburgh 0.0
Dalias-Ft. Worth 528.3 790.1 Portland 131.5
Denver 536.3 955.1 Providence 14.3
Detrott - 92.4 230.7 Raleigh-Durham 252
Grand Rapids 294 217 Sacramento 94.0
Greensboro 12.4 3125 'Sait Lake City 56.1
Greenville-Spartanburg 8.8 3282 San Antonio 218
Harrisburg 05 89.4 San Diego 432.6
Hartford 285 662.3 San Francisco 2,150.8
Houston 512.7 456.3 Seattle 322.3
Indianapolis 0.0 10.6 St. Louis 61.7
Kansas City 337 1,268.6 Tampa-St. Petersburg 60.7
Los Angeles 25.3 253 Washington, DC 1,1725
Louisvilie 2,369.0 6,639.2 West Palm Beach 229
Memphis 255 370.2 Wilkes Barre-Scranton 0.0
Miami-Ft. Lauderdale 416 365.6 Total Top 50 14,293.1
Milwaukee 447.8 3,357.8 Source: Competitive Media Reporting

E-COMMERCE ADVERTISING BY MONTH

20

15
|
o5 & Newspapers
gg 10 € Spot Televison

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr

E-GOMMERGCE ADVERTISING BY MARKET

942.4
697.2
539.4
8,544.3
2342
168.1
1,022.4
23476
1,001.0
65.7
3658
8.5
717.4
409.6
4542
56
953.4
3,657.5
1,503.0
197
28.8
1,824.4
569.5
542
52,4447
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RADID GETS RESULTS

SUCCESS STORIES FROM THE RAB

RADIO PROMO CONNECTS FOR ISP

SITUATION: Clark Internet Services has been in business for four years
and has intense competition from other Internet service providers.
Clark’s target markets include the home user, the small-business user
and larger corporate customers.

OBJECTIVE: To increase awareness of Clark Internet Services in the
Washington/Baltimore region. The company also wanted to increase
their customer base for home users and get the message to larger
accounts about the types of services available.

CAMPAIGN: WBAL/Baltimore was launched Clark's campalgn January
and ran it throughout the first quarter of the year. The schedule involved
25 spots per week, running on afternate weeks in all dayparts. This first
flight was gearetl toward the home user and home-based business
consumers. Then at the end of the first quarter began Clark sponsoring
Baltimore Orioles games on WBAL. That schedule ran April through
September with one 30-second spot in each game, which was used to
target larger business-to-business Internet users.

RESULTS: During the first quarter Clark Internet Services added 500
new accounts. One very large business-to-business account was
directly attributed to their sponsorship of the Orioles broadcasts. This
campaign has created a strong association for Clark with the Orioles,
and has provided strong name recognition for the company in its

S RAB TOOLBOX

More marketing information and resources from the RAB

MEDIA TARGETING 2000

More than half of home PC owners eam in excess of $50,000 per
year, and 41% are college graduates. Aimost four-fifths (78%) own
their own homes, and 41% have children living at home. This
group spends an average of 51% of its daily media time with radio
INSTANT BACKGROUND COLLECTION — INTERNET SERVICES
Internet advertising generated $1.92 billion in revenues in 1998
anincrease of 112% over 1997's total of $906.5 miilion. Banner
advertisements were the predominant type of Internet
advertising in 1998, accounting for 56%, with sponsorships
(30%), interstitials (5%) e-mail (1%) and other (8%) rounding out
the category. (Dun & Bradstreet, 1999)

RAB CATEGORY FILES

“Among online users at home, 36.7% have switched their
Internet service provider. Among the reasons they gave for
switching, price was the most common at 29%, foliowed by
complaints of difficulty connecting and busy signals at 23%.
Rounding out the top five are: slow connections and a desire for
more options, tied at 15% each, and poor customer service at
12%." (USA Today, 5/10/99)

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

Dennis Prager Succeeds

YA in the Money Demos

Radio's Most Important Talk Show

Contact Stacey Ruben at: (310)643-4449
MediaAmerica/Jones Radio Network
Source: Arbitron Metro Winter'99 - Spring'99 AQH, KABC/LA.

®

JONES RADIO NETWORK™

Up 100%

Up 101%

i

11
i

: ZiM
-l | ,fgi i
Adults Women
25-54 25-54

See Dennis Prager LIVE at the NAB! Wed, Thu 12-3pm

www americanradiohistorv com
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High-Tech Rednecks

JOHN BOY & BILLY
RE-INVENT MORNING RADIO!

'3 8 it

& N ON the gir

Available nationwide in KOCK OR C2UNTRY FORMAT! A proven ratings success -
high ensrgy - ncn-offensive - entertainment intensive and fun - all morning long!
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For mcre information and a demo call Marty Lambert at (888) 352-4321 or
e-mail sales@thebigszow.com, or visit us on the web at www.thebigshow.com
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The most active group of radio listeners is also
extremely active online. In fact, they’re much more
likely than the average person to engage in each
of the top 20 online activities. Here are these ac-
tive radio listeners’ favorite things to do online,
based on the percentage who do them:

|E-mail 131.2%
[ Research ] 20.8%
[News J15.3%

| Financial _info _J12.5%

| Games ~ J11.3%
(Work-related —— J9.9%

‘Sports ~]9.8%

L-Surf the net” ] 9.6%

[Shopping 17.5%
(Chat forums 17.5%

computers at work, but not own one at home.

WHAT DO RADIO LISTENERS DO ONLINE?

Interestingly, the results here don’t completely synch with results from the Arbitron/Edison Media
“E-Commerce II” study released earlier this year. The Arbitron study shows that actual Internet usage is
highest among listeners of Alternative, CHR, Classical, Religious and AC. What could account for the
differences? One idea: Listeners in the Alternative and CHR demos may be at school, where they may
not own a computer, but may have easy Internet access. Similarly, Classical and AC listeners may use

ONLINE-FRIENDLY FORMATS

To get online, you need two things: a com-
puter and a modem. Certain formats’ listeners
are more likely to own both — and therefore are
more likely to go online.

[ Adult Alternative

Alternative

j149

] 137

| Sports ~ J135
[Hot AC __J131
[New Rock ~§ 129

[ Talk ] 129

[Classic Rock ] 128

| ’70s Oldies y 127
[ Rock -~ J127
[ Jazz ~ I126

Note: Formats listed are based on station responses to an
Arbitron questionnaire.

MARKETING ,
FINGER-CLICKIN’
GOOD!

THEY'VE GOT A HANDLE ON IT!

The KRTH/Los Angeles website (www.kearth101.com)
features an interesting way of luring you into clicking
over to more pages: A contest that gives you a chance to
win on every page you
view. And just to make it §
easy for you to get
hooked, it plays like the &
most infamously addic-
tive of Las Vegas monsters
— the one-armed bandit
itself, the slot machine! = -~ ]

The station is giving away CDs, concert tickets and
baseball caps to those who match three icons in the
slots, and while you can play only once on a given
page, you can play again on every page you visit. It's
a clever ploy to encourage page hits — and, of course,
every new page you visit has a banner ad positioned
ever-so-subtlely beneath the slots.

While the pages themselves tend to be a bit clut-
tered, at least the designers of the site have made sure
they get seen. It's a compelling concept from a station
and a medium that both make their money by deliv-
ering hits.

What makes your website “finger-clickin’ good"? E-mail a short explanation and/
or screen shot along with an active URL to MMS Editor Jeff Axelrod at
Jaxelrod@rroniine.com with “FCG Site” in the subject line.

FORWARD _sales & Promotion Planning Calendar _

September 19-25 Banned Books Week,National Roller Skating Week, Adult Day Care Center Week

19 20 @D

September 19-25

@ 23

) ®—

National Student Day
Visit a Sick Friend Day
Butterscotch Pudding
Day

First beauty pageant
held (Beigium, 1888)

Gibberish Day
National Rum Punch
Day

“ Managers Day

The Cosby Show
debuts (1984)

Gratitude Day

Get Out of Town Day
Miniature Golf Day
First gas-powered car
driven (1893)

American
Businesswomen's Day
National Hunting and
Fishing Day

Ice Cream Cone Day
White Chocolate Day

Landscape Day

Dogs in Politics Day
First “Paul is dead”
rumors appear in a
London paper (1969)

M Taix + Saso Mepia = You WIN.

You can guess how it's done or you can build a success plan with Sabo Media programming consultants.
For over ten years, we've helped launch winning, targeted-talk FM stations.

When you're ready to join our clients earning serious profits, call us for a serious and confidential talk.

You'll have fun with the results.

7

\\

——

wwWw americanradiohistorvy com

Fidelity Day

Buy Nothing Day
National Bluebird of
Happiness Day

The Bullwinkle Show
debuts (1961)

National One-Hit
Wonder Day

Join a Cabal Day
National Food Service
Workers Day

Not “talk”...Targeted-Talke

SABQO rvEDiA

Programming. Marketing. Consulting.

212.808.3005

email: Sabomedia@compuserve.com
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“From 23" to 3rd jn one book!”

Tim McNamara
VP/GM Jammin’ 95.5

Dear Radio Professionals:

it's nice to know radio can still produce overnight smash successes like
the new KXJM. But research studies alone don’t make overnight successes,
people do.

0 In creatmg the new Jammin’ 95.5 in Portland, VP/GM Tim McNamara and
programmer Mike Dirkx made the tough calls internally. McNamara says,
«For Paul Allen’s first entry into radio, we had to guarantee success.
That’s why we chose Mike Henry and Paragon Research. The results of
their market research, format recommendation, and strategic planning
speak for itself. Jammin’ 95.5 debuted #3 in Portland* in its first book.”
The new owners, Rose City Radio, not only supported the plan, but they
provided format specialists and an arsenal of sign-on marketing.

Program Director John Christian gave a new radio station its most

prized possession: a heartbeat. Radio success in 1999, the old fashioned way.

Maintaining success over the long-term is elusive, but low-profile Bristol Broadcasting makes it look easy.
From WXBQ in Johnson City (TN) to WQBE in Charleston (WV), Bristol’s Country FMs dominate their
markets ... usually as #1 12+. An ongoing client since 1986, Bristol's Operations Manager, Bill Hagy says,
“Thanks to Paragon for your continued help in keeping our radio stations on top in our markets.

We have more music tests coming up, and | look forward to adjusting our libraries for the Fall book.”

0 Other radio groups, including RadioWorks, Inc., use paragon to help them align multi-station clusters in markets
such as Rockford and I Aley, Executive Vice President of RadioWorks, Inc., comments,
«paragon helped us s j ] clusters in lllinois and Indiana. We got powerful,
actionable studies atap ble for our smaller markets, especially when you consider the value of
our stations. | can’t say enough about Paragon’s service and follow-up- Outstanding!”

These three Paragon clients exemplify successful radio operators in the age of media convergence and sweeping
change. Paragon is proud to be on their winning teams! Let me know if you need another player on your team, t00.

e

Mike Henry
Managing Partner

PS. If you want to talk at the NAB Convention in Orlando, Paragon’s Larry Johnson and | have limited availability

for meetings. Please reach us in advance by phone or email. You can reach us in Orlando at the Omni Rosen Hotel,
(407) 996-9840. FYI — On Thursday at 10:30 AM, | amona convention panel entitled “Research: Programming Tool
or Loaded Gun’” )

STRATEGIC PLANNING

« Perceptual Studies

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

e Auditorium Music Tests

e Focus Groups

s Tracking Studies

o Sales Assessment Studies
« Internet Studies

(303) 922-5600
mhenry @ paragon-research.com
www.paragon-research.com
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THE TRAITS OF EFFECTIVE GENERAL MANAGERS

Ever had the feeling you
By Paul Woodlmll were off-task? That your

time at work was frequently spent interacting with
people outside your direct chain of command? That
conversations with subordinates wandered off
track? That you did not issue direct and specific
orders? That you were reactive instead of
proactive? In short, do you feel you were “wast-
ing” time?

If so, be heartened: A study by the Harvard Business
School’s John P. Kotter indicates you are exhibiting the
behavior of effective general managers. As it turns out,
“wasting” time is the most efficient use of a manager’s
time. Over the course of five years Dr. Kotter studied 15
successful GMs from a broad range of industries. After
interviews with the GMs and other employees, detailed
observations of their interactions and close inspection of
business plans, appointment diaries and annual reports,
Dr. Kotter identified 12 common behavioral patterns:

* They spend most of their time with others.

* They spend time with many people other than their
direct subordinates and their bosses.

* The breadth of topics in their discussions is
extremely wide.

* They ask a lot of questions.

- R&R GOES T0 HARVARD!

When | began marketing Harvard Business School
Publishing’s radio program, /deas @ Work, | quickly
discovered one of the ancillary benefits of working with
the iegendary lvy League school is mining the weaith of
information and research on management techniques
and strategies from the best minds in the business.
Listening to the /deas @ Work radio program and

reading Harvard Business Review and Harvard
| Management Update, | realized the direct applications

* During conversations they rarely make big
decisions.

* Their discussions usually contain a fair amount of _

joking and concern non-work-related topics.

* In many of these encounters the issue discussed is
relatively unimportant to the organization.

* In these encounters the executives rarely give
orders in a traditional sense.

* Nevertheless, they often attempt to influence
others.

* They often react to others’ initiatives; much of the
typical GM’s day is unplanned.

* They spend most of their time in short, disjointed
conversations.

* They work long hours.

Some of these qualities are at odds with the old-
school, highly structured linear environment promul-
gated by some business schools and time management
seminars. This list challenges the belief that effective
managers limit their interaction to those directly in their
chain of command and focus on tightly scripted “on-
task” activities such as planning, staffing, organizing,
directing and controlling.

The real-life behaviors of effective managers
quantified in Dr. Kotter’s ligt, however, address the
demands most radio managers face:

the case studies have for the radio industry.
in a series of columns beginning this week, R&R
will ook at articles from Harvard Business Review |
and analyze their applications to the radio |
broadcast industry by interviewing some of radio’s |
top managers. The information in this week’s
column is gieaned from “What Effective General ‘
Managers Really Do,” a study by John P. Kotter,
the Konosuke Mashushitu Professor of Leadership
at the Harvard Business School in Boston and the ’
author of John P. Kotter on What Leaders Do |
|

e , 1999).
(Harvard School Press ) — Paul Woodhull

* Taking action in the face of uncertainty and an
overwhelming amount of possibly relevant data.

* Accomplishing goals through a large and varied
group of people over whom the manager has little or no
direct control.

THE RADIO PERSPECTIVE

When asked about the overwhelming amount of
possibly relevant data, KGO & KSFO/San Francisco
Operations Director Jack Swanson observed, “With the
reams of sophisticated and intricate information
available to radio managers today, some managers
spend inordinate amounts of time studying the reports
and diaries instead of running their stations.” Some radio
managers serve the data, instead of the data serving the
manager.

While ratings and demographics are important,
effective managers accomplish goals that are predeter-
mined by their agenda-setting criteria, derived primarily
via information gathered from people instead of what
Swanson terms “cold data.” Swanson recalled, “When 1
was news anchor at WLS/ Chicago, John Gehron was the
PD. He would keep a cookie jar on the desk, and I would
go in to raid his cookies. One day he asked if I knew why
he kept cookies on the desk. His answer was, ‘Bait.” He
kept the cookie jar full so people like me would come in,
and he could learn something from everyone. Now I
keep ajar of Jelly Bellys on my desk and do a fair amount
of ‘'MBWA’ — management by walking around.”

Gehron’s cookie jar and Swanson’s Jelly-Belly/
MBWA strategy clearly mirror the results of Dr. Kotter’s
study: Effective managers spend time with many people
in addjtion to their direct subordinates and their bosses.

Effective managers do not merely use these
relationships for information gathering. Within the
framework of each effective manager’s day is the design
to manipulate and motivate individuals to act on the
goals and objectives of their agendas. Surprisingly, Dr.
Kotter discovered that executives rarely give orders in a
traditional sense.

Continued on Page 30
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The Industry Keeps Changing,
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Your Company Demands More. More Ratings. More Profits.

- More.

You Need A Consultant Who Offers More.

Your company constantly demands more. More 5 B
Strategic Tip 8.0
ratings. More profit. You have to take it to the next level.
You need a unique strategy. And a consultant who’s more
. & Embrace the concept of

than just a music guru. ) i
“concentration of force,

You need Alan Burns & Associates.
especially in marketing and
We go beyond music to help design custom strategies
promotion. A radio station
for our clients, help them develop their morning shows,

that concentrates its budget

and create marketing and promotion plans and tactics that

Dave Shakes, Donna Burns, Alan Burns, Jeff Johnson o ) ) ) on one or two things with
positively impact their ratings.

now #1 25-54! And KMXYV in Kansas City... now L —=
#1 12+ and #1 25-541 B@&N{S

Call us today to lock up Alan Burns &
Associates’ Integrated Strategies System™ in your & ASSOCIATES Impact is not “additive” —

Its a combination that really works for AC and potential for big impact will

CHR stations like MIX 94.1, KMXB, Las Vegas... get much better results than

B |  one which spreads its

resources over a lot of little

things with little impact.

market. When your company constantly demands that is, a lot of little things

(703)648-0000

more, you can't afford to settle for less. www.burnsradio.com don't equal one big thing.

Custom Strategies * Music * Mornings * Marketing & Promotion ¢ Results
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MARK CUBAN: WE'RE
HEADING FOR THE CARS!

Byﬂanxnadrigues Broadcast.com co-
R&R Editor In Chief " founder Mark Cuban

ronr@rronline.com has been makin g a
stump speech of sorts lately. If you saw him at
the spring NAB convention in April or at the
R&R Convention in June or at
the Talentmasters Morning
Show Boot Camp two weeks
ago, you'll recall that he was
trying to make the case to the
radio industry that Internet
distribution is the wave of the
future, and that today’s crop
of broadcasters is better
equipped to provide the con-
tent for streaming Internet
broadcasts than anyone else.
But his speech also provides
a subtle warning: If broadcast-
ers opt out of the Internet revo-
lution, they will soon be eat-
ing dust — especially since

SRR
MARK CUBAN

form. Even Broadcast.com, with its hundreds
of concurrent radio and TV streams, is prima-
rily a midday phenomenon, fueled mainly by
T1-equipped office computer users who can’t
get radio in their buildings. No streaming au-
dio service can begin to com-
pete with broadcast radio- in
mornings and afternoons, be-
cause in-car listening is so
dominant at those hours. And
while the quality of streaming
audio constantly improves, the
home listener’s experience is
hampered by the narrow
bandwidths of conventional
modems.

But Cuban points out that
those two things are about to
change. Cable modems and
DSL are making a slow but
steady penetration into homes,
which means that the quality

wireless Internet devices are
inching closer to mass-market acceptance.

“What is radio?” Cuban asks. “Is it defined
by spectrum? Is it a kid with a CD player and a
RealAudio server? Is it XM Radio? Is it 2,000
channels of Spinner.com?”

Of course, Cuban is implying that all of the
above examples are radio, but only one of them
currently exists in a commercially successful

of reception will soon ap-
proach or exceed that of office computers.

He then dropped what can only be consid-
ered a bombshell for anyone who earns a pay-
check in the radio industry: Cuban says that
cell phone manufacturers, using a technology
dubbed “Next Gen,” have developed the tech-
nology to deliver 144kbs of bandwidth to your

Continued on Page 25

o Classic Rock KCBS-FM (www.arrowfm.com) is using the web
to assist the Make-A-Wish Foundation. The station has turned to
Ebay.com to auction off some rock-related merchandise, including
a Fender Squier Telecaster guitar signed by members of Styx, Red
Hot Chjli Peppers, Def Leppard, Ratt and Great White, as well as
Arrow 93's very own Bob Coburn (the guitar sold last week for a
cool $861). The station was also auctioning a pair of tickets to the
Eagies’ New Year's Eve concert in L.A., though at press time
nobody had met the $2,000 minimum price for the pair of
premium ducats. VIP passes for an in-studio visit to a Rockline
show did seli, for $250, and several copies of morning man Joe
Benson's Uncle Joe’s Record Guide were sold (top price $106).

* GetMedia (www.getmedia.com), a provider of real-time e-
commerce music purchasing software for radio station websites,
announced it will provide First Internet Media Corp.
(www.fime.net), a radio industry website service provider, with
GetMedia’s technology. GetMedia provides websites with a free
Java applet that displays a real-time radio station playlist from
which listeners can purchase the music they’re hearing. GetMedia
handles the order processing and fulfillment and kicks back a
percentage to the station. It is also working on a system through
which consumers can order product from streaming media &=
stations as well as by phone.

* One company that already has a phone-in CD ordering
solution is *CD (www.starcd.com) from Pennsylvania-based
ConneXus. In Philadelphia, for example, fisteners can press *CD
(*23) on their cell phone, then enter the call letters of a radio
station to learn the title and artist of the song currently on the air.
Callers can also hear sound clips of other songs from the same
CD, or they can scan songs recently played. If they like what they
hear, listeners can purchase the product over the phone.

* Radio station advertisers can now turn to the web to get real-
time tracking of when and where their ads ran through
WebChoice Commercial Monitoring Service
(www.webchoicetv.com). Stations subscribe to WebChoice and
can either pass the cost on to the advertiser or provide it as a
value-added service. The advertiser can view its log at a secure
website or receive an e-mail each time a spot has run. The
company also offers the Zaptone Interactive Package software,
which allows a web page to relate to whatever is on the air at the
time. For example, the software can be used to sell the CD a song
is on as the song is being played.

Get a Web Address with Radio's name on It!

d Ot- FM www.mix941.fm www.Q101.fm www.kool105.fm

and now “announcing” COt.AM

Is your Address on the Net .COMmon?
FM & .AM “THE Premium Web Address for Today's Broadcasting Industry”!

“NEW'.. Host your Premium .FM / .AM Radio Web site on RadioWeb.FM @ www.RadioWeb.FM
dotFM & dotAM from BRS Media

www.brsmedia.fm o

www.dot.fm e

www.660.am www.1570.am

1.888.697.2860 o

www.dot.am e

www.radioweb.fm

www americanradiohictorv com


www.americanradiohistory.com

OW 1o get

higher ratings
(on a lower budget)

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
Moare 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

Blitz custound VR

first pure specialist in telemarketing.
We make our calls from radio's
largest and most technologically
advanced telephone center. We make
sure that your station stays top-of-

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

Contest reminder

Promasion invite

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

Radio's first and only specialist in telemarketing g
1-877-4-NEW-TSL
180 N. Wabash, Suite 201

Chicago, IL 60601
www.recall-telemarketing.com
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STATION

MARK CUBAN: WE'RE
HEADING FOR THE CARS!

Continued from Page 22

portable phone or digital device by 2001. That's
enough bandwidth to hear CD-quality sound. ‘l‘op STA'I'mNs
And Cuban says that in just a few years he’ll be
able to send 3mb of bandwidth to your phone These are Broadcast.com’s most popular
— more than enough for full-motion video streamed radio stations.
(imagine how the TV industry feels).

What that means is that the car radio con- * KPLX/Dallas
sumer, once limited to the local radio station, * RhBEkyenaon
will soon have access to thousands of radio :\}fvl?:%g//?a(;!as i
streams, including out-of-town sports broad- ¢ WFMT/(r;hiI?:ga Op .-
casts, niche formats and even highway-specific « WENX/Boston
traffic reports. Cuban said users will simply « WNNX/Atlanta
press a button or two on their phones to make e WSB-AM/Atlanta
their audio selection. He even foresees connec- e WWZZ/Washington, DC
tions that will allow you to hear those broad- * KFOG/San Francisco
casts on your car radio. * KKDA/Dallas

The good news out of all this: Cuban said  WPLY/Philadelphia
that 70% of streaming audio listeners to a par- * WAAF/Boston
ticular radio station reside within that station’s

coverage area. That means the listeners are will-
ing to put up with the lower quality of Internet streaming to hear their favorite stations. The bad
news? Many broadcasters are choosing not to
stream any kind of audio, because the quality
isn’t as good as over-the-air broadcasts. But Cu-
ban reminds us, “The worst it will sound is [how
it sounds] today. Streaming audio over the

Internet will only get better as we go forward.”

1
!

DAYPART-BY-DAYPART

What are Broadcast.com’s most popular
radio programs? Here's a list by daypart.

Mornings: John Boy & Billy He also criticized the radio industry for not
Middays: Rush Limbaugh branding itself as well as other Internet compa-
Afternoons: KDGE/Dallas nies, saying Spinner.com doesn’t sound better
Evenings: Art Bell Coast to Coast than real radio stations, but it sure has a better

brand than any station on the ‘Net.

S LT LSS S

iiding on-air.

no up-front investment.

www americanradiohistorv com

5S needed a new website that would extend
d reinforce the brand they'd spent millions
One catch:
ipend any additional money! Impossible?
ot with OpenSpace Radio on their team.

_artnering with OpenSpace Radio, Kiss104.7
matically improved their website's
ures, performance and profitability

» After you sift through the amazing amount of junk mail that
lands in your snail-mail box as well as your e-mail box, it should be
no surprise that a new study has found that nearly two-thirds of
online consumers are unlikely to trust a website — even if that site
prominently features a privacy policy. The research, conducted by
Jupiter Communications, concludes that although most websites
publish privacy policies, consumers often confuse the concepts of
online security and online privacy and cite credit card security as
their top concern.

« If you're running an Internet radio station and need a low-cost
solution to automating station events, lIGYS has introduced Web
Jockey, a PC-based software package, for $299. Web Jockey runs
on any 200Mhz Pentium or better computer with Windows 98 and
a Soundblaster-compatible sound card. The folks at IIGYS say Web
Jockey can also be used for mobile DJ services and radio station
remotes. Some of the features include “cart machine” controls, an
onscreen broadcast mixer, a “jock box” that provides one-button
access to sound effects or drop-ins and a scheduling system. It
also has a music library program. You can download a free trial
version from the company’s website (www.web-jock.com).

¢ A new company has emerged that promises to help radio
stations with e-commerce solutions. Global Media Broadcasting
Network (www.globalmedia.com) says it can link its inventory of
consumer products seamlessly to a radio station’s website so that
users will feel they are buying directly from the radio station rather
than from an affiliated retailer. The company also provides content
for the site.

* Despite the announcement of SOMI standards earlier this
year, a nasty lawsuit between the RIAA and Diamond Multimedia,
manufacturer of the Rio MP3 player, continued. But the parties in
the lawsuit have kissed and made up. Diamond, maker of the
popular Rio player, had been party to the drafting of SDMI
standards all along and announced that it would adopt those
standards in its players as soon as the standards were finalized.

o The Internet’s top portal for MP3 music has purchased a major
MP3 software maker. Lycos (www.lycos.com} will shell out 1.1
million shares of its stock to buy Internet Music Distribution,
developer of the popular Sonique (www.sonigue.com) MP3 player. In
addition to its vast MP3 database, Lycos also operates the Lycos
Radio Network, a portal to various audio services and radio stations.

. OpenSpace”
Put the Rhythm Back

they didn't want to

5-0 en’ '
( Ce2’/ www.openspace.com

KETWORNX

by our booth at NAB Radio in Orlando to learn more.

©1999 OpenSpace.com All Rights Reserved.
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'UP FROM RADIO’S MINOR LEAGUE

B Former D] Ken Levine shows there’s life after radio

By Ron Jacobs Ron !acobs is an occasional
= contributor to R&R, and we
Special to R&R

are thrilled to showcase his
tribute to Ken Levine to mark the return of our
guest column, “Perspectives.” If you’d like to pay
tribute to someone you respect, sound off on a nag-
ging issue or share some of your wisdom in a fu-
ture “Perspectives” column, jot an e-mail to
mailroom@rronline.com.

Radio people usually aspire to go on to bigger and
better things, even if only secretly. Frank Terry, an old
friend and colleague, recently reminded me that a
generation of us radio guys all wanted to be Johnny
Carson. Our goal was to makeit to Hollywood, the “Show
Biz Capital of the World!” TV. Movies. Beautiful babes.
One of the most esteemed jocks in those early days of
Top 40 radio was Bill Randle — Dr. Bill Randle. We
didn’t know doctor of what, but, nonetheless, everyone
wasimpressed.

Most of us jocks in the late ‘50s and through the ‘60s
were highly verbal and extroverted. Therefore, the
assumption was that we must be “smart.” Either that, or
we were smartasses. Parents wére disappointed when
their talkative sons did not go to medical school or law
school — or even just to college. But we were interested in
“broadcasting,” a somewhat amorphous term for the
business of peddling air. It's always been an occupation
learned through hands-on practice rather than in a
classroom. I didn’t drop out of high school for the reasons
many associate with “goof-offs,” although I was one. If
statistics were kept, I bet there is a higher percentage of
high school dropouts working in radio programming
than in most other fields.

TALENT SURFACES

Except for the relatively few jocks in major markets and
some nationally syndicated talent (chief among them is
Casey Kasem, of course), being a DJ doesn’t have the
glamour it once did.

One fellow who did well in his post-radio days by
creating a product that filled a need is Bob Wilson,
founder of the newspaper you are reading. He was
industrious and had a vision. Chuck Blore, trailblazer that

he was in Top 40 programming, achieved greater post-
radio success in the commercial production field, winning
every creative award there is. And since Dick Clark has
been around so long doing everything, we tend to forget
he started as a jock.

Ibet research would reveal that a surprising number of
successful people — not just men, although radio was
predominantly a boys’ club until women entered pop
radio in the 1970s — began as jocks. The point is: Talent
surfaces. Many jocks did go on to “bigger and better

things.” My friend, the actor Reni Santoni, put it in
perspective when he said, “Radio is one notch above
juggling.” And Reni said that in 1972, before MTV
diminished radio’s glamour.

It may benefit, even inspire, readers of R&R to realize
that radio (and records) is not always the climax of a
successful career. Joe Smith is always held up, deservedly,
as an example of an ex-jock who made it to the top of the
corporate ladder at the Elektra and Capitol labels. The
clever and cool Mr. Smith benefited directly and indirectly
from his time as a DJ. Mentally edit out thoughts about
what it is that R&R readers do job-wise — and are
striving to do better — and insert any other profession or
career path. Don’t all the “basics” still apply?

THE RADIO WORK ETHIC

What civilian job establishes self-discipline better than
having to awaken by four in the morning? And where is
being late such a humiliating public act? The coffee is free,
but tastes like boiled rust. The fraternity of morning men
(and women) learn the hard way about burning the
candle- at both ends. My second paid gig involved a
scheduled 18-hour day, every Saturday. I was paid $2.00
an hour, but I would've easily paid them to work at a
network affiliate. That experience led to, as we say in the
1990s, “a good work ethic.”

Also, early in their radio careers even the most uncouth
and otherwise incorrigible characters quickly accept the
professional principle of “mind your manners.” Radio
teaches you how to make your speech stainlessly clean;
one mistake could cost you your job.

BOSS RADIO

At KHJ/Los Angeles’ 25th Boss Reunion in the spring
of 1990, I met and became friends with Ken Levine. (I
must disclose that Ken grew up in Los Angeles during
KHJ's halcyon “Boss Radio” days, when I was the
station’s Program Director.) My bias in favor of ex-
listeners aside, Ken's success could have happened
anywhere, growing up as he did listening to a hot station
in the last phase of the AM era. As kids, who among us
didn’t set up a “studio” in our room or garage, grab any
prop as a microphone and do “shows” in the style of our
favorite jock?

Continued on Page 28

The Radio Guide to What’s on the Web

Daily reports on the most valuable and entertaining web sites selected by one
of today’s most respected new media journalists.

Valuable Station Web Site Content: www.netnewstoday.com

Sixty Seconds * No inventory * No cost

Valuable Station

Good News and Entertaining Bits of Real Americana

Time-tested lifestyle tips, weather observations, and date-specific gardening information
from America’s legendary publication

Web Site Content: www.almanac.com

Ninety Seconds * Barter » No cost
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Ray Carroll
Account Executive
KRBE, Houston

= S [SQUEHANNA

RADIO CORP.

A subsidiary of Susquehanna Pfaltzgraff Co.

Carroll.

A pillar of strength in radio sales, Ray Carroll has
flourished in atapidly changing industry for more than

25 years, half that time with Susquehanna. In that period,
he’s experienced the challenge of representing his station
in an increasingly competitive ratings market. But through
it all, he’s never enjoyed his job more than during the
time he’s been with Susquehanna. “When you go to work
for Susquehanna,” says Ray, “you get to work with a lot of
good people!” And we're glad he’s on our team.

Today Ray is capitalizing
on new opportunities like
NTR, and helping his
clients integrate radio
with their e-commerce
activities. With this kind
of versatility, Ray's
stature in the industry

continues to grow.

Make a Sound
Career Choice!

With operations in major markets across the USA,

Susquehanna offers a number of employment options.
For more information about radio career opportunities,

call our Human Resources Department at (717) 852-2132.

140 East Market Street B8 York, PA 17401
(717) 852-2132 B Fax (717)771-1436
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UP FROM RADIO’S MINOR LEAGUES

Continued from Page 26

Ken Levine did that after school while he listened to
KFWB, “Color Radio, Channel 98,” in Los Angeles, Chuck
Blore’s masterpiece. Levine was able to meet and spend
some time with Gene Weed and Elliott Field, both of
whom were nice to the kid from Woodland Hills, a
suburb in Los Angeles’ west San Fernando Valley.

When KH] teased the arrival of “Boy Radio” in April
1965, Levine was listening. “When it arrived, I just
remember saying, ‘'Whoooaaa!’” Levine recalls. “From
that first moment I was hooked. Also, it came at a time
when a spectacular KFWB DJ who I justloved named Don
McKinnon had recently died, which completely devas-
tated me. So [ was ready for a change.”

With Blore gone from KFWB, and Bill Drake
consulting a highly motivated and talented team at KHJ,
the RKO station climbed from the bottom to the top of the
L.A. ratings by October of that year. Levine entered every
Boss Radio contest that aired. He spent six months
hustling a tour of the studios until he was allowed inside
to watch The Real Don Steele in action. (And with Stegle,
there was always action. His longtime engineer, Ken
Orchard, says, “I wish sometimes we could put the
intercom en the air instead of the show.”)

Until he graduated from Taft High School in 1968,
Levine was one of thousands of Southern Californians
tuned to the “Boss Jocks,” listening to Steele, Robert W.
Morgan, Sam Riddle, Bobby (Mitchell) Tripp, “Humble
Harv” Miller, Charlie Tuna and the rest. While the hitsjust
kept on comin’, Levine enrolled at UCLA. In college
Levine worked at KLA, the campus station, He and his co-
conspirators attempted, without success, to beam their
signal directly into Bill Drake’s Bel Air living room.

Meanwhile, Levine finally got himself permanently
into a commercial station. In 1969 he worked at KMPC-
AM/Los Angeles as a sports intern.

RTB_UCK-KEM STEaVENS_ _
A few yearslater Levine graduated from UCLA witha
degree in psychology and set out to become a disc jockey.
He had seen the notoriety Donald S. Revert gained from

renaming himself The Real Don Steele, so Levine chose
the on-air name of “Truck-Ken Stevens.” Corny? You bet.
That was the idea. Levine circled Los Angeles, hoping,
like everyone else, to catch on with an L.A. station. He
trucked from KERN in Bakersfield to KMEN/San
Bernardino, an hour east of L.A.

By 1974 Levine had renamed himself Beaver Cleaver.
Under that name he became a true radio nomad, working
at WDRQ/Detroit, KYA/San Francisco, KIQQ/L.A.,
KSEA /Greenfield, CA and KFMB-FM in San Diego, then
back to Los Angeles in 1975 for “Cleaver’s” curtain call at
KTNQ/KHTZ. Later he did talk shows on KABC, KMPC
and KF], all L.A. powerhouses. But none of them saw fit to
promote Levine to first string.

Throughout, Levine was propelled by his driving
desire and sharp wit. Too much of the latter for some
stations where the general manager didn’t get it —sound
familiar? He also ignored the frequent comment, “You're
great, man, but sorry, you don’t have a radio voice.”
Ultimately, working with some of the idols of his
adolescence, Levine had discovered that the radio of his
teenage fantasies wasn’t what he thought it would be.

HELLO, JEFFERSONS

Levine then decided to take a shot at TV. His UCLA
classmate and writing partner, David Isaacs, submit-
ted a sitcom screenplay. It was bought, produced and
aired, Goodbye,.Beaver; hello Jeffersons.

Levine, along with Isaacs, now appears in the writing
credits for M*A*S*H, Cheers, Wings, The Simpsons, Frazier
and other shows. Levine acknowledges that his radio
experience contributed to his career as a producer, writer
and director of many episodes of today’s top television
shows. How many? How about more than 100? So many
that he can’t recall the exact number off the top of his
head, any more than a DJ can remember the first song he
played in 1999.

Having learned quickly what he could and couldn’t
achieve in radio, Levine was a certified success ata young
age. Along the way he and Isaacs spent six years in the
Army Reserve, and Levine says, “We could not have

- s:‘_ 4 k

MY HERO

Ron Jacobs (r) with one of his boyhood idols, The Real Don
Steele.

written M*A*S*H without our knowledge of the Army.
There is a military logic that you can only learn through
experiencingit.” He and Isaacs were 26 when they became
head writers for M*A*S*H. They have an Emmy — and
royalties — to show for their TV work.

Trying their hand at the big screen, Levine and Isaacs
wrote  Volunteers, which starred Tom Hanks and John
Candy. They also worked on Mannequin, Jewel of the Nile
and numerous other screenplays and rewrites for
Columbia, Paramount, Fox and Interscope. Levine’s TV
directing credits now include Frazier, Wings, Dharma &
Greg, Just Shoot Me, Becker and others.

BASEBALL BECKONS

There’s more. To add dimension to his multimedia
resumé, Levine changed Horace Greeley’s classic advice
from “Go West, young man” to “Go from West L.A. to
Chavez Ravine, young man.” Thinking it was time for
another career change, Levine set his sights on becoming a

Continued on Page 30
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From production to programming to broadcast, Dalet5.1, the latest technology in digital
audio, allows stations to increase efficiency, streamline operations, and reduce costs.

Internet Broadcasting

Stations can easily and quickly
establish their Internet presence.
Dalet Web Publisher automatically
publishes and updates information
such as song titles, news stories,
and broadcast history onto a web
site. Stations wishing to simulcast
their on-air program onto the
Internet can use our integrated G2
Player.

Reliability
With thousands of stations around

the world using our systems, Dalet
has the proven expertise to keep your

Highlights

Linear Rudio/Mpeq
Group Connectivity
Nusic Scheduling
Intarnet Broadcasting
firchiving
Backup and Redundancy
Inteqrated Editors
Broadcast History
Nacros
Year 2000 compliant

station on the air. Dalet5.1 goes
one step further with Netback2, a
powerful utility that complements
hardware redundancy (RAID arrays
or mirrcred servers) by backing up
logs and sound files onto a
secondary workstation. At a
moment’s notice, that workstation
can be activated and broadcasting
restored.

Superior Audio Quality

A variety of high quality sound
formats designed to provide
stations flexibility in managing
their sound libraries is supported.
Depending on a station’s storage
and audio needs, i
audio can be

stored and edited

in MPEG and/or

LINEAR.

Group Connectivity

Many stations are now part of
groups in which operations,
production resources, sound files,
and schedules must be shared.
Station that are co-located can use
a single Dalet system while stations
in different sites can easily and
cost effectively exchange
information and audio over the
Interret or Wide Area Network.

SimulCast on the Internet

e Al AUBaNNES;

tor your favorite
Online BockStore

T .

Integrated Editors

Surfer and Mix Editor, tools for
editing sound files and creating
segues, are now easier to use and
offer greater precision through the
improved use of visual cues and an
enhanced scrubbing tool.
Additionally, Surfer has been
refined with easier to use drag and
drop editing, preset zooms, multi-
track locators, and time stamping -
all of which make editing a breeze.
Because both tools are integrated
with Dalet5.1, edits, once saved, are
available for immediate broadcast.

Music Scheduling

Music Scheduler is an optional
module that provides primary and
alternate schedule
recommendations based upon
station defined rules, broadcast
history, and title attributes.
Since Music Scheduler is
integrated with Dalet5.1,
stations can avoid

the importing and exporting
hassles often associated with
third-party scheduling software.

On-Rir Flexibility
Dalet5.1 offers many options that
provide stations flexibility in their
on-air operations. A single
workstation can be useg to record
call-ins or interviews in the studio
while a program is being played. The
on-air staff has greater operational
flexibility through the use of an
optional control panel and multiple
monitors. And, stations can switch
between live and automated
programming with relafive ease.

More broadcasters worldwide choose Dalet
than any other system. Among our
references : Emmis, Journal, ABC, Radio
Unica, Sinclair, Crawford, CNN Radio, BBC
{UK), CBC (Canada). Ete.

Call ‘4
(212) 825-3322

or visit
www.dalet.com
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UP FROM RADIO’S MINOR LEAGUES

Continued from Page 28

Los Angeles Dodgers announcer.

Here’s how: When it was apparent that his TV writing
success was not a one-time shot, Levine asked his family
for permission to indulge another childhood fantasy. If he
wasn’t the next Real Don Steele, he would become the next
Vin Scully, baseball’s premier play-by-play man. Levine
spent a year attending every Dodger home game,
“announcing” into a tape recorder.

Sitting in seats 86 and 87, top red section, first row,
center, Levine would take two seats. “One for me, one for
the equipment,” he says. “I had a Marantz taperecorder, a
small Sony mixer, a crowd mike that I would hang over
the railing and a headset mike. I wanted my broadcasts to
sound legit. Eventually some regulars took to sitting next
to me, bringing binoculars and keeping an eye on the
bullpens.”

With the best of his recorded material, Levine made an
audition tape — and hit a home run! He was chosen to
broadcast the games of the Syracuse Chiefs, the Triple-A
affiliate of the Toronto Blue Jays, for the 1988 season.

The next year Levine was calling games for the
Tidewater Tides, the New York Mets’ AAA team. Then the
big leagues beckoned. Levine beat out 100 applicants fora
dream gig: working with Jon Miller on Baltimore Oriole
games. That was an assignment any sportscaster would
die for. Miller is considered second only to Scully and is
better known nationally due to his baseball work on
ESPN. Itwas a dream gig, but Ken Levine had a warm and
gracious wife, Debby, and two kids, Matt and Annie, at
home in L.A. Although co-writing via fax and telephone
was a measure of the Levine-Isaacs teamwork, smooth as

abig league double play, Levine had to come in from the
road.

The Baltimore gig had proved to Levine that he could
do it. After that he confined his baseball chores to the
Pacific time zone, working for the Seattle Mariners and
the San Diego Padres from 1991 through 1994. Somehow
in 1993 he found the time to write an account of his
adventures as a rookie sportscaster. Titled I's Gone ... No,
Wait a Minute... : Talking My Way Into the Big Leagues at 40,
the book is two parts hilarity and one part solid baseball
reporting.

SATISFACTION

In April of this year, on a break from directing Dharma
& Greg, Ken Levine was as thrilled as he’d been in quite a
while. Sure, he’s hung out in clubhouses with the Juniors,
Cal Ripken and Ken Griffey. He’s been on the set with Ted
Danson, Woody Harrelson, Kirstie Alley and Kelsey
Grammar. But this day Levine was in a tiny Burbank
studio. He'd finally met one of his longtime idols, Johnny
Mann. Levine watched Mann'’s singers record “88 / KBF”
to the indelible melody of “93/KHJ.”

The fictitious KBF is at the center of Levine’s newest
screenplay, Satisfaction. Levine describes the film as “a
coming-of-age movie for baby boomers. Two former disc
jockeys goback to Bakersfield to see a colleague and come
upon the one girl who has always been the girl of their
dreams.”

The movieis setin the world of small-town radio, zany
contests, practical jokes, “-thons,” etc. Levine and Isaacs
operate out of their offices on the Paramount lot, a rolling
stone’s throw away from KHJ's former Melrose Avenue

studios. Levine has attained the stature — and security -
to insist on directing the semiautobiographical movie. “I
have a top producer and casting director,” he says.
“Anyone willing to donate large chunks of money is
invited to call.”

ALL-STARS

I asked Levine to name his radio all-stars. “Robert W.
Morgan — the perfect jock. Voice, communication, pace,
timing and spectacular sense of humor. The Real Don
Steele — unmatched excitement, presence and a wicked
sense of humor. Dan Ingram — maybe the greatest mind
of any disc jockey ever. I'm in awe of the amount and
quality of his content, day after day, year after year.”

Levine’s choice of best sportscaster? “That's easy: Vin
Scully. He's Picasso, Mozart, Frank Lloyd Wright — the
best there will ever be.”

And leaveit to Ken Levine to moonlightin a job that he
dreamed about as a kid in the Valley. This season he’s
hosting the Dodger Game Day pregame shows on KXTA-
AM (XTRA 1150)/Los Angeles before home games and
filling in as host on general sports talk programs. The new
assignment means going to the XTRA studios on certain
Sundays. Working on a Sunday? No big deal. Radio
people know all about that.

On a personal note, in all my years in radio, including
the times when I was fortunate enough to meet some of
the “show-biz biggies” in Hollywood, I have never met a
more down-to-earth and humble guy than Ken Levine.
For those of you reading this at your station or anywhere
in the world: Stick to thebasics. You just might be training
for something different — maybe bigger and better —
than your wildest dreams.

Ron Jacobs was issued his FCC license in 1953. Currently he is
working with another noted programmer, John Rook, on a

project called Radiogames.com.

THE TRAITS OF EFFECTIVE GENERAL MANAGERS

Continued trom Page 20

“One of the most stunning revelations I had about
this job was that to get things done, I couldn’t be ‘the
boss,”” related Swanson. “Direct instructions like, “Turn
left, then turn right,” are less effective than, ‘Find a
way out of the maze.””

Dr. Kotter’s research indicates that the effective
manager’s day is filled with seemingly sporadic in-
teraction with groups of people. How does this hap-
hazard, reactive use of time render one an effective
manager? Effective managers employ two skills that
enable them to succeed: agenda setting and network
building.

AGENDA SETTING

Despite formal planning documents that may be in
place at the corporate level, effective managers’ agen-
das detail goals, priorities, strategies and plans that
are not in those formal documents. The effective man-
agers’ agendas are divided into primary issues — fi-
nancial, product and market and organizational —
that, depending upon their immediacy, are increasingly
undefined and frequently disconnected.

While setting the agendas, effective managers
gather information from people who are not neces-

sarily the “appropriate” people. Rather, they are
people with whom the manager has established rela-
tionships. In this sense, the effective manager — in
every interaction with every employee, consumer and
even competitor — is continually obtaining informa-
tion that will further advance the manager’s ability to
accomplish the multiple goals and plans in the ma-
trix of their agendas. Activities that accomplish mul-
tiple goals are adopted, while those that are singular
in purpose tend to be discarded.

NETWORK BUILDING

Effective managers develop a network of coopera-
tive relationships that effectuate the emerging agen-
das. From their bosses’ bosses to their subordinates’
subordinates, effective managers create a framework
of relationships that allows them to fulfill their agen-
das.

Once the network has been established, effective
mangers manipulate the network to maximize its ef-
fectiveness. Hiring and firing of employees, manipu-
lations of peers and staffing of boards, changing ven-
dors and bankers — they’re all strategies employed
by effective managers to keep the network operating
at optimal performance.

EXECUTION

The effective manager calls upon the entire network
to take action. This occurs when managers believe that,
without their intervention, action on their agenda will
not occur. The effective manager will influence people
through a variety of means — cajoling, complimenting,
threatening, encouraging, asking or demanding — re-
acting to the personality of the person with whom they
are dealing.

Swanson acknowledged having very specific goals
in mind at all times. However, he feels those goals are
more achievable when people are not working directly
on what he calls “the list.” He feels putting more fun
into the work environment is the most effective way to
accomplish those goals.

The least surprising conclusion of Dr. Kotter’s
study? Effective managers work long hours. “I try to
limit my time in the office to nine to five,” Swanson
admitted, “but I'm always working, listening, trying
to find more information. The idea factory never stops.”

Paul Woodhullis President of Media Syndication Services Inc.,
an independent affiliate marketing and radio syndication
consulting company. Harvard Business School Pubiishing's
ldeas @ Work is available on a barter basis. For more
information on the program or Dr. Kotter's study of effective
managers, call (202) 544-4457.
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Baker Takes Promo

Post At Roadrunner
Oliver now VP/A&R

Roadrunner Records has
tapped Eric Baker as Sr. National |
Director/Promotion. Based in New
York, he reports to Sr. VP/Promo-
tion Dave Loncao.

|

Baker

Oliver

“In the years that I have known
Eric and watched him work, I've
come to realize that he refuses to
allow anything or anybody to tar- |
nish his credibility with his busi- |
ness relationships,” Loncao stated. ‘
“With that kind of attitude, you can {
successfully promote at any format.
That’s exactly the kind of people I
want by my side and I feel I have
acquired with Eric’s hiring”’

Baker was with RCA Records
for the past three and a half years,
most recently as Los Angeles-based
Regional Director/Promotion. Be-
fore that he was Asst. East Coast
Regional Marketing Director and
Local Promotion Manager at
Elektra Entertainment Group.

Meanwhile, Roadrunner has
named Derek Oliver VP/A&R,
also based in New York. Oliver for-
merly was VP/A&R at Elektra,
where he spent six years. He has
also been Director/A&R at Atco ’
Records.

“Reuniting with my dear friend |
and now Roadrunner President |
Derek Shulman is proving to be a
gas,” Oliver said. “The two of us
have always been connected with .
loud, *aggro’ rock, and Roadrunner ‘
Is the perfect vehicle to crank up |
the volume and let the guitars wail.

/

Me’shell Ndegéocello packed the house, and the street, at two recent sold-
out shows at Joe's Pub in NYC. The shows were in support of her new
CD, Bitter, on Maverick Records. Hanging backstage are (I-r) Maverick
partner Guy Oseary, Ndegéocello, Maverick partner Madonna and Chris
Rock.

Gentiie Named VP/Promo At Artemls

! Kim, Cason also assume promotion positions

Danny Goldberg’s new record
company, Artemis Records, has
appointed Diane Gentile VP/Pro-
motion. Based in New York, she re-
ports to Artemis Exec. VP Daniel
Glass and will oversee Rock, Alter-
native and Adult Alternative re-
leases.

“Diane is a great asset to Artemis
Records,” Glass noted. “Her drive
and enthusiasm are important to the
promotion department and the rest
of the label”

Gentile noted, “I am grateful to
Danny Goldberg and Daniel Glass
for the opportunity to be a part of
the creative, passionate team of
music executives hired to launch
the new label. I'm excited to work
for the stellar roster of talent we're

Gentile Kim

Director/Adult
Promotion. Both
are based in New
York and report
to Glass. Kim |'#
spent four years |

as Director/Pro- |

|
|
|
1
1

building.”

Prior to joining Artemis Gentile
was Sr. Director/Rock Promotion at
A&M Records. She has also been
Head/Rock Promotion at EMI
Records and Sr. Director/Rock Pro-
motion-Video Promotion at Arista
Records. She began her music in-
dustry career with MCA Records in
1986.

In other label news, Artemis has

| named Laura Kim Sr. Director/

ROADRUNNER/See Page 38

Promotion and Bill Cason National

motion at the |
Work- Group. She §
has also worked |

in promotion at [
Chaos Records
and was Direc-
tor/Promotion at WOXY-FM/Cin-
cinnati. Cason most recently spent
four years as Manager/National
Promotion, AC & Smooth Jazz at
Mercury Records. Prior to that he
was Promotion Coordinator for
Mercury Records.

|

Capitol/Nashville Welcomes Willoughby As VP/A&R

arry Willoughby has been named VP/A&R for Capitol/Nashville. He

most recently heid a similar post at MCA/Nashville, where he worked
with Vince Gill, Trisha Yearwood, George Strait, Reba McEntire and Lee
AnnWomack.

“Larry rounds out our executive team at Capitol” Capitol/Nashville Presi-
dent/CEO Pat Quigley noted. “His knowledge of songs and songwriters,
his ability to find hits and his stellar reputation in the industry will be great
assets to the artists at Capitol”

Prior to joining MCA, Willoughby was Director/Membership Relations for
ASCAP’s Nashville office. In addition to a career as a solo artist in the '80s.
Willoughby’s songs have been recorded by Rodney Crowell, Waylon
Jennings, the Amazing Rhythm Aces, Big House and others. He also pre-
viously served as Professional Manager at Criterion Music and as a tour
manager for Crowelt and Rosanne Cash.

RAB Academy Sets Stiker As Prof./Radio Sales

ud Stiker has been appointed Professor/Radio

Sales at the RAB’s Radio Sales Training Acad- -;3"/" A l
emy. A 30-year industry veteran, Stiker has servedas | @ i
Exec.VP for Bonneville Broadcasting and was a station -~
owner and GM in major markets, including Dallas, Bos- |+ = -~

ton and Charlotte. As VP of Metromedia International
for the past five years, Stiker has managed start-up $ta-
tions in Hungary, Russia, Germany, Latvia and Estonia.

Stiker joins Exec. VP/Training George Hyde and
Academy Director Kippie Romero on the faculty of the
academy, which will begin operations in November at
the new RAB training facility currently under construc-
tion in Dallas. The academy at first will offer one-week
on-site training programs, then next spring will provide programs in techni-
cal skills, management training and leadership development.

“Bud is uniquely qualified for the academy’s mission;” said Hyde."We face
the challenge of accelerating the careers of new radio salespeople, and Bud
has proven successful in overcoming similar, but more severe challenges in
situations where no sales or marketing culture existed. His record in leading
sales staffs to double and triple their revenues is ample evidence of his ability
to develop salespersons’skills and maximize their potential*

WRKO-AM/Boston has tapped
Rod Fritz to be the Entercom Talk
station’s News Director. The vet-
eran newsman most recently was
Director/Media Relations for
Newman Communications, a Bos-
ton public relations firm. He has
also held News Director and morn-
ing anchor posts at Boston stations
WEEI-AM, WHDH-AM, WMEX-
AM and WMIX-FM,

|| WRKO/Boston Taps Fritz As News Dir.

The appointment marks Fritz's
second tour of duty with recently re-
turned WRKO PD Al Mayers — the
pair worked together several years
back at WHDH. “Getting to work
with Al again will be a real plea-
sure,” Fritz told R&R. “That’s a tre-
mendous plus in this job and a ma-
jor reason why I decided to return

FRITZ/See Page 38

NOTICE WE’RE THE ONLY SHOWS TALKING ABOUT RATINGS
COULD IT BE THE “OTHERS” DON’T HAVE ANY?

-]
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HARD-HITTING - ADDICTIVE - ENTERTAINING

WTMIJ MILWAUKEE KCMO KANSAS CITY

KLIF DALLAS
M 35-54 UP 70%
WPTF RALEIGH
M 35-54 UP 46%

WDBO ORLANDO
M 25-54 UP 67%

M 25-54 UP 173%

M 25-54 UP 28%
WREC MEMPHIS
A 35-54 UP 236%

M 25-54 UP 19%
WOKV JACKSONVILLE
A 35-54 UP 75%

YOUR LISTENERS GET DIARIES EVERY DAY...CALL NOW AND GIVE YOUR RATINGS A BOOST!

CALL PAUL DOUGLAS @ COX RADIO SYNDICATION (404) 962-2078 OR AMY BOLTON @ MEDIA AMERICA (202) 546-7940
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Shackelford Shifts
To K92/0rlando PD

WKIX-FM & WQDR-FM/Ra-
lezgh OM Len Shackelford has been
named PD of Cox’s Country
WWKA/Orlando. He’ll start Sept.
13 and succeed Mike Moore, who
left for the WWYZ/Hartford PD post
in June (R&R 6/25).

‘Len has the qualities and values
that you look for in a PD — leader-
ship, creativity, integrity and someone
who can coach talent,” Cox/Orlando
OM Steve Holbrook told R&R. “We
couldn’t be happier than to have him
Join the great team at K92.”

Shackelford, who holds a master’s
degree in research from the Univer-

sity of Georgia, joined WQDR as PD |

six years ago and was elevated to
OM of the pair in August "96. He pre-
viously programmed WSTH-FM/
Columbus, GA and WSSL-FM/
Greenville, SC.

“I’'m honored, flattered beyond be-
lief and just plain happy to be join-
ing a company with the reputation of
Cox and a station that has been
looked upon as one of the market and

industry leaders for a number of !

years,” Shackelford commented to
R&R. “I'm thrilled beyond words.”

Spo\

Chatting With Natalie

RCA singer/songwriter Natalie Imbruglia held an online chat hosted by
AOL/Entertainment Asylum to promote her new single, “Identify,” from the
sounatrack of the upcoming film Stigmata (Virgin Records). With Imbruglia
(!} is AOL Music Producer Evan Hosie.

Ne wsbrers

Stowers, McCormack Join McClusky & Associates

ndependent music marketing and promotion firm Jeff McClusky &

Associates has named Chris Stowers Director of The Bridge, the
company’s Alternative specialty show, and Holly McCormack National
Secondary Top 40 Promotions Representative. Both are based at JMA’s
Chicago headquarters.

Stowers joins JMA from Minty Fresh Records. “I'm excited both to be a
part of JMA and to have the true pleasure of laying the groundwork for up-
and-coming and developing artists,” Stowers said. “When JMA’s Bridge
division successfully turns a specialty programmer on to music early, then
we've helped to keep fresh, new music alive at the format”

McCormack segues from TVT Records, where she was Midwest Re-
gional Promotion Representative. “To say I'm thrilled about working with an
organization like JMA is an understatement,” she noted. | plan to absorb all
the knowledge and experience in this building that | can and maximize this

'NAC °CCJ/Charlotte Caught In A ‘Jam’

Davis Broadcasting’s NAC/

| Smooth Jazz WCCJ/Charlotte has

flipped to Rhythmic Oldies and

| repositioned itself as “The Jam.”

| The switch took place last Sunday
(8/22).

| Inexplaining the change, WCC]J

GM Gregory Davis told R&R,

“Jazz is a niche format. We wanted

to be a little more mass-appeal. We

| N g
realized there was a need for this

=

rts Talk That Scores |

new format in Charlotte, and we
wanted to take advantage of this
while it was available.”

Noting that WCCJ’s playlist will
center on the *60s and *70s, Davis
said, “It certainly has an R&B fla-
vor, no question. We’re going to
make it a fun format — and that’s
the key.” |

WCCJ/See Page 63 |

With Our Fans. |

We’re One-On-One Sports, the nation’s largest, live 24-hour sports talk

consistently delivers the kind of no-holds-barred programming sports fans
demand. Our mix of entertaining hosts, opinionated callers and big name
guests is a winner with our listeners and advertisers alike. Find out more
about what adding One-On-One Sports to your line-up can do for you. Call

|
radio network. With over 400 affiliates coast-to-coast, One-On-One Sports ‘
|

Chuck Duncan at 847-509-1661 or visit us at our NAB party.

Come meet us one on one |
and join us for food, fun and drinks. |

The Omni Hotel, Salon 10
Wednesday, September 1

(O ronrs AM 1510 I %22 FM94. 3“2 AM 1540 Il ™22 AM620)

KCTD Los Angeles, CA

WNRB Boston, MA

WJKL Chicago, IL

6pm to 8:30pm

oneonone
SPORTS

TAKING YOU BEYOND THE GAME

www.1on1sports.com’

WJWR New York, NY
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department’s ability to break new artists atTop 40"

Yahdo!]liiital Launches As‘Miultﬁedia Site

ortal giant Yahoo! got in to the music downloading business last Mon-
day (8/23), launching Yahoo! Digital, which will sell downloadable mu-
sic — including MP3 files — supplied by Emusic.com, Liquid Audio and

TheYahoo! page also allows users to create their own mixes of tracks by
artists such as Moby, spotlights artists like Kid Rock and Seal and sells
videotapes (with titles like Roswell: The UFO Uncoverup).

Yahoo! Broadcast Services — formerly Broadcast.com — is also stream-
ing on-demand and live concerts by performers such as Jewel and Squirrel

Group has named Laura
Chiarelli National Man-
ager/NAC Promotion. She
had served as GRP’s Pro- |
motion Coordinator before |
becoming Manager/Jazz | §
Promotion for Verve/GRP. |
“Laura’s hard work, pas-
sion and dedication for the
Verve Music Group made

Chiarelli

this position,” Sr. VP/Pro-
| motion Suzanne Berg told
\ f R&R. “I'm excited to give
her this opportunity.”
I At the same time,
# Chrissy Zagami succeeds
| Chiarelli as Jazz Manager.
{ She formerly worked for
i | Coast To Coast Promotion *
& Marketing.

Continued from Page 1

“Our strategy is to maximize the
profitability of our radio station
portfolio and to expand in our ex-
isting markets and into additional
markets that have a significant His-
panic population,” the company
said in its SEC filing. “We believe
the favorable demographics of the
U.S. Hispanic population and the
rapid increase in advertising target-
ing Hispanics provides us with sig-
nificant opportunities for growth.
We also believe we have competi-
tive advantages in the radio indus-
try due to our focus on formats tar-
geting U.S. Hispanics and our skill
in programming and marketing to
these audiences. Due to the suc-
cessful implementation of our strat-
egy, we have achieved significant
growth over the past two years.”
Since 1997 SBS net revenues grew
at a compound 29.3% to $91.9 mil-
lion in the 12-month period ending
June 27, 1999. Concurrently, BCF
rose at a compound 35.8% to $48.9
million.

SBS has been led by President/
CEO Raul Alarcon Jr. since 1986.
The Alarcon family has been in-
volved in broadcasting since the

1950s, when Alarcon’s father, SBS
Chairman Raul Alarcon Sr., estab-
lished the first radio network in
Camaguey, Cuba.

SBS owns and operates 13 FM
stations in such high-density
Hispanic-growth markets as New
York, Los Angeles, Miami and
Puerto Rico. In its filing it predicts
it will benefit from the fast-growing
Hispanic population, its geographic
concentration and its ability to earn
disposable income. That — teamed
with advertisers’ recent desire to
reach the U.S. Hispanic population
and their new willingness to pay
higher rates to do so — makes for a
bright future for Hispanic broadcast-
ing, the group believes.

SBS also sees the Internet as a
complementary medium for “our
advertisers to reach our target au-
dience.” The company intends to
continue building its Internet inven-
tory: It recently bought an 80%
interest in JuJu Media, which
owns the bilingual website
LaMusica.com. The site provides
original information and interactive
content related to Latin music, en-
tertainment, news and culture and
provides U.S. advertisers with an
additional means of reaching His-
panic consumers in the U.S., the
company said.
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Enjoying a stellar performance by EPMD in support of their latest release,
Out Of Business, on IDJMG, are (I-r) label GM/Executive VP John Es-
posito, Co-President Lyor Cohen, Slick Rick and Chairman Jim Caparro.

Newsbreakers

The RIAA has issued the following awards for the month of July.

AWRT

Continued from Page 3

with a hostage-taker — rather than
Just reporting the story. She said the
end result is that lawmakers are be-
coming more aggressive in trying
to limit what stations can cover. For
instance, a recent failed motion in
the Florida legislature would have
dictated how breaking stories are
covered. “This is what happens
when mistakes are made,” Cochran
said.

The RTNDA is now offering
guidelines for news directors on
how to cover breaking news. Some
suggestions inciude:

* If it is a hostage situation, as-
sume the hostage-taker has access
to your broadcasts. Don’t give away
police positions or other informa-
tion that could help the hostage-
taker.

* Don’t endanger hostages by
calling them on cell phones or tak-
ing live calls from cell phones.

* Don’t become part of the story
by taking live calls from a hostage-
taker.

Overall, the public is trusting the
media less and less, Cochran said,
and news directors and reporters
need to “take seriously the deep
decline in the public trust in the
news media.”

Internet Issues

Another session at the conven-
tion examined how radio stations
and groups need to approach the
Internet. Stations simply streaming
radio content onto the Internet need
to find better ways to attract people
to their sites, said Broadcast.com
Director/Radio Andy Collins. “You
have to promote it on-air,” he noted,
“and you have to give people area-
son to come back.”

The Internet should be pro-
grammed like radio — with content
that is useful. For the most part,
Collins said, station managers don’t
take enough time to think about
how to tie their on-air programming
and Internet sites together.

-~ Jeremy Shweder

B e e e e e o T

Fritz

Continued from Page 34
to day-to-day newsroom duties at
WRKO.”

According to Fritz, WRKO has
been without a News Director for
the past couple of years and had
been utilizing the services of Metro
Networks for news coverage —
something Fritz said they would no
longer be doing. “From my stand-
point, our biggest competitor is.

[crosstown Infinity News/Talk]
WBZ-AM, because they are just so
well established in the market,” he
said. “We plan to get the competi-
tive juices flowing again in town as
we get WRKO back to being ac-
tively involved in covering radio
news in Boston. It’s not going to be
rip and read; it will be our own lo-
cal staff doing our own gathering,
reporting and getting back out on
the street.”

Roadrunner
Continued from Page 34

In addition, there has never been a
better time to be immersed in the
independent sector, so it’s hats off

IS YOUR SYNDICATED MORNING NEWS SHOW MAKING NEWS
OR JUST COVERING IT?

DOUG STEPHAN's “GOOD DAY” Mon-Fri 4-10am, Sat 4-9am, Sun 4-6am EST

to {Roadrunner founder] Cees
Wessels for building one of the
largest and most successful rock la-
bels in the world. It is my intention
to make it even better.”

MULTIPLATINUM ALBUMS

Bruce Springsteen & The E
Street Band Live 1975-85, Bruce
Springsteen, Columbia; Whitney
Houston, Whitney Houston, Arista
(13 million); Come on Over, Shania
Twain, Mercury (12 million);
CrazySexyCool, TLC, LaFace/
Arista (11 million); Surfacing, Sarah
McLachlan, Arista (7 million); Mil-
lennium, Backstreet Boys, Jive;
Elvis’ Christmas Album and Elvis’
Golden Records, Volume 1, Elvis
Presley, RCA (6 million); Ricky
Martin, Ricky Martin, C2/Columbia;
... Baby One More Time, Britney
Spears, Jive (5 million); Greatest
Hits, Bruce Springsteen (4 million);
Believe, Cher, Warner Bros.; Faith,
Faith Hill, Warner Bros.; The Top
Ten Hits, Aloha From Hawaii Via Sat-
ellite, Elvis Recorded at Madison
Square Garden, The Wonderful
World of Christmas and Elvis’
Christmas Album (Original), Elvis
Presley; Darkness on the Edge of
Town, Bruce Springsteen (3 million);
Wild Wild West, Soundtrack,
Overbraok/Interscope; 98 Degrees
& Rising, 98 Degrees, Universal;
Aquemini, OutKast, LaFace/Arista;
Secret Samhadi, Live, Radioactive;
Greatest Hits, Clint Black, RCA;
Ten Thousand Angels, Mindy
McCready, BNA; Amazing Grace
— His Greatest Sacred Perfor-
mances, The Number One Hits, The
Elvis Presley Story, A Legendary
Performer, Volume 1and A Legenad-
ary Performer, Volume 2, Elvis
Presley; The Wild, The Innocent &
the E Street Shuffle, Bruce
Springsteen (2 million).

PLATINUM ALBUMS

Sehnsucht, Rammstein, Slash/
IDIMG; Me Estoy Enamorando,
Alejandro Fernandez, Sony Dis-
cos; Life, Love & Other Mysteries,
Point Of Grace, Word; One Wish,
Deborah Cox, Arista; On the 6,
Jennifer Lopez, Work/Epic; 100%
Ginuwine, Ginuwine, 550 Music/
Epic; Star Wars Episode I: The
Phantom Menace Read-Along,
Various Artists, Kid Rhino;
Tarzan, Soundtrack, Walt Disney;
Suavemente, Elvis Crespo, Sony
Tropical; Venni, vetti, Vecci, Ja Rule,
Murder Inc./Def Jam/IDJMG;
Nothin’but the Taillights, Clint Black,
RCA; Dancin’on the Boulevard, Ala-

bama, RCA; Mirrorball, Sarah
Mclachlan; Wid Wid West,
Soundtrack; Austin Powers: The Spy
Who Shagged Me, Soundtrack,
Maverick; Candyass, Orgy,
Elementree/Reprise;
Californication, Red Hot Chili Pep-
pers, Warner Bros.; it's Real, K-Ci
& Jodo, MCA,; Greatest Hits Volume
/, Barry Manilow, Arista; Keep the
Faith, Faith Evans, Bad Boy/Arista;
30Years of No. 1 Country Hits, Vari-
ous Artists, Reader’s Digest Music;
The Elvis Presley Story, The Top Ten
Hits, Amazing Grace — His Great-
est Sacred Performances, 50Years-
50 Hits, A Legendary Performer Vol-
ume 1, A Legendary Performer\Vol-
ume 2, Burning Love and Hits From
His Movies Volume 2, Elvis TV Spe-
cial, He Touched Me, On Stage Feb-
ruary 1970, The Number One Hits,
You'll Never Walk Alone and World
Gold Awards Volume | & I, Elvis
Presley.

GOLD ALBUMS

20 Aniversario, Marco Antonio.
Solis/Los Bukis, Fonovisa; Trozos
De Mi Alma, Marco Antonio Solis
Fonovisa; Living in Clip, Ani
DiFranco, Righteous Babe;
www.thug.com, Trick Daddy, Slip N’
Slide/Warlock; On the 6, Jennifer
Lopez; The Walls Came Down,
Collin Raye, Epic; Jordan Knight,
Jordan Knight, Interscope; Star
Wars Episode 1: The Phantom Men-
ace Read-Along, Various Artists;
Adrenaline, Deftones, Maverick;
Tarzan, Soundtrack; Eden, Sarah
Brightman, Angel; Pintame, Elvis
Crespo; Necesito Decirte,
Conjunto Primavera, Fonovisa;
Enema of the State, Blink 182,
MCA,; Euphoria, Def Leppard, Mer-
cury/IDIMG; Venni, Vetti, Vecci, Ja
Rule; Astro Lounge, Smash Mouth,
interscope; Lonely Grill, Lonestar,
BNA; Crazy Nights, L onestar, RCA,;
Super Hits, Alabama; /n Our Life-
time, Vol. 1, Eightball & MJG,
Suave/Universal; Mirrorball, Sarah
Mclachlan; Supernatural, Santana,
Arista; You've Come a Long Way,
Baby, Fatboy Slim, Skint/
Astralwerks/Caroline; Double Up,
Mase, Bad Boy/Arista;
Schizophonic, Geri Halliwell, Capi-
tol; Asi Como Tu and Herencia De
Familia, Los Tigres Del Norte,
Fonovisa; Wild Wild West,
Soundtrack; Austin Powers: The

It 5 the first time I've found someone I can honestly talk to. Simple as that.”
-Ira Einhorn, subject of NBC's Hunt for the Unicorn Killer

Doug Stephan: providing exclusives for NBC News and The Today Show, ABC, CBS,

The Associated Press, CNN and the Philadelphia Daily News.

wWWwW americanradiohistorv com

Spy Who Shagged Me, Soundtrack;
Californication, Red Hot Chili Pep-
pers; Echo, Tom Petty &The Heart-
breakers, Warner Bros.; Every-
where We Go, Kenny Chesney,
BNA; Veggie Tunes, Veggie Tales,
Everland; It's Real, K-Ci & JoJo;
How | Feel, Terri Clark, Mercury;
Rhythm-Al-Ism, DJ Quik, Profile/
Arista; Classics in the Key of G,
Kenny G, Arista; No Boundaries: A
Benefit for Kosovar Refugees, Vari-
ous Artists, Epic; Monster Ballads
(Retail), Various Artists, Razor &Tie;
Running With Scissors, “Weird Al”
Yankovic, Volcano; Practical Magic,
Soundtrack, Reprise; 30 Years of
No. 1 Country Hits, These Were Our
Songs: The Late '30s, 20 Years of
No. 1 Hits (1956-1975) and A Glori-
ous Christmas, Various Artists,
Reader’s Digest Music; Walk a Mile
in My Shoes, The Elvis Presley
Story, Memories of Elvis, The Other
Sides —Worldwide Gold Award Hits
Vol.2, Amazing Grace — His Great-
est Sacred Performances, 50Years-
50 Hits, Elvis Is Back, Something
for Everybody, Girl Happy, Recorded
Live on Stage in Memphis, Blue
Christmas, Elvis’ Gold Records Vol
ume 5, If Every Day Was Like
Christmas, Elvis Sings Flaming
Star, Separate Ways, Let’s Be
Friends, King Creole and World Gold
Awards Volume | & i, Elvis Presley.

MULTIPLATINUM
SINGLES

“Heartbreak Hotel/l Was the
One,"*Teddy Bear/LovingYou,"“Love
Me Tender/Any Way You Want Me”
and “Hound Dog/Don’t Be Cruel,
Elvis Presley.

PLATINUM SINGLES

“Blue Christmas/Santa Claus Is
Back in Town” and “Way Down/
Pledging My Love,” Elvis Presley.

GOLD SINGLES

“Last Kiss," Pearl Jam, Epic;
“Chanté’s Got a Man,” Chanté
Moore, Silas/MCA; “No Pigeons,”
SportyThievz, Ruffhouse/Colum-
bia; “The Hardest Thing,” 98 De-
grees;“Bills, Bills, Bills,” Destiny’s
Child, Columbia; “Born in the
U.S.A." Bruce Springsteen; “Sum-
mer Girls,” LFO, Arista; “Blue
Suede Shoes/Tutti Frutti,” Elvis
Presley.

for affiliation call:
(800) 397-8255
(800) 884-2546

radiodoug@hotmail.com

Y
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—===—Shoshng fhe ::7 cﬁee s‘.np.- fimu can do it outdoors, the

teckniques and the latest gear. FREE as the fresh air and the
blue skies. No cash mrh_a.rier. no product plugs.

Call 1-800-334-5800 before your competition dues..

Auailabla thraugh MetroSource®, ABL Satellite Services end on the
{leb at www naturevalley.com.
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Hatura Ualley Qutdoor Repor: has it covered. Places fo go. tips,



www.americanradiohistory.com

40 ® R&R sugust 27, 1995 Ne wsbreaer

H | | Relations. She was formerly Mgr./Me- '
Radlo | necords dia & Artist Relations for Mercury BROADCAST PROGRAMMING
Records. ADAM SPIELBERGER joins NATIONAL ' Walter Powers » (300) 426-9082

10pm-midnight ET, The show, hosted |
by Charlie Cook, includes songs from | .
the album, listener call-ins and acous- Newham

By anoes by BROK 212541 4 5aGE ROBINSON is appointed ALTERNATIVE PROGRAMMING
| Artemis Records, VP/Media & Artist Steve Knoll « (800) 231-2818
5 S— _ = Gary Knoll

Corn; (818) 503-5240.

North America. DRU HiLL Beauty

Alternative

Teresa Cook
G. LOVE & SPECIAL SAUCE Rodeo Clowns

® SARA MARSHALL is appointed . . . ' [
Mgr./Media Partnerships forWestwood . BETH STEFANI grstf ?;Ziﬁzf :;/22 tg:gf;cyasigggr}::r RAD’ o Deilag
One. She joins the network from S gl ar- e FORMATS | Mike Bettelli ‘
WingspanBank.com, where she ketmg for. Alliance | N SYNC w/GLORIA ESTEFAN Music Of My Heart
served on the board of directors. l Entertainment. | Mainstream AC
She was most re- Industr ABC RADIO NETWORKS ' Mike Bettelli
cently Area GM for
® XM SATELLITE RADIO announces sh Y < ol : = e (972) 991-9200 || "N SYNC W/GLORIA ESTEFAN Music Of My Heart
] ; owtime Net-
that it has teamed with The Weather ® CAROLE ROBINSON is promoted L | ¢
Channel, which will id h works. Classic Rock Soft A
annel, which will provide weather from Sr. VP/Communications to EVP/ s ; :
news and forecasts for many of XM’s - Chris Miller | Mike Bettelli
! Y Communications for MTV Networks. YES Lightning Strikes | RICKY MARTIN She's All | Ever Had
channels. ‘
Stefani Hot AC | CHR
- : Steve Nichols Josh Hosler
Pﬂ)ducts & serVIces BLINK 182 What's My Age Again | PHIL COLLINS You'll Be tn My Heart
N ati on al R a di 0 WHITNEY HOUSTON It's Not Alright But It's Okay CHRIS GAINES Lost In You
o ALAN NEWHAM LEN Steal My Sunshine \ BRIAN MCKNIGHT Back At Gne
is tapped as Sr.VP/ ® MEGATRAX introduces its new Pick | ¢ 0o BBIRIRGECRS GO ety
® WESTWOOD ONE presents Notre Finance & Adminis- 20, Pick 40 and Complete Promo Col- Peter Stewart i Hot AC
flesniingtol comsagimitiosaiy Tony | 1o Arista lection Package production music and Noeadﬁg s Josh Hosler
Roberts and Torr.1 Pagna, beginning | o1 He was sound effects CDs. The company also } ERIC CLAPTON Blue Eyes Blue
Aug. 28, 3pm ET; (212) 641-2177. In formerly Sr. VP/ offers five new CDs in its Promo collec- Touch ,
gtlhe:(wv\g Ele‘”?' t?e;remlerse OftCIIZn; CFO for EMI-Capi- |1 tion. Among the titles are Drama Edge Ron Davis | 3"’1“:“';‘3""’“’3”
ack’s D’Electrified airs Sept. - KEVON 24/7 'osh Hosler
tol Music Group and Lounge Deluxe. Contact Steve | DEBORAH COX We Can't Be Friends

JONES RADIO NETWORK

PROS ON BirTHS Rock ' b
, 4 _ | Jon Holiday * (303) 784-8700
THE LOOSE Renaissance Entertainment CAROLINE'S SPINE Attention Please
f . CHRIS CORNELL Can't Change Me :
Pres./CEO. Davikd zadeek, iste JOHN POPPER Miserable Bastard R?‘:k Slagdios
Wborica Bradks " iidis Susan, twin daughters Amber STAIND Mudshovel Rich Bryan
S K Loren and Savannah Jade, July 9. No adds
KCMG-FM/Los Angeles (818) | Alternative o
500-1961; mbradio100@aol.com CONDOLENCES KOTTONMOUTH KINGS Burnp Adult Hit Radio
Paul Evans — Prod. Dir., Guar- Jackie Gordon, 66, mother of LIARS INC. Anybody JJ McKay
; - PRETENDERS H
anty Broadcasting New Orleans Strictly Rhythm Records Nat'l OURILADYRERCE Gne. Man Army T:AIN :Aeet ng;:::n
(504) 230-0763 : Dir./Promotion Scott Gordon, CHR/Mot AC
Robinson Spielberger Aug. 2. ERIC CLAPTON Blue Eyes Blue Soft Hits
BRIAN MCKNIGHT Back At One Rick Brady

. ERIC CLAPTON Blue Eyes Blue
Mainstream AC
LOU BEGA Mambo No. 5
PRINCE Extraordinary

WESTWOOD ONE RADIO NETWORKS

ch ange S its ... WZTA/Miami welcomes ert Cprdes is upped to Dir./Accoupts _ Charlle Cook * (805) 294-9000

g Todd Myers and former WZBH/  Receivable & Inventory Accounting Lite AC Bob Blackburn

Salisbury, MD PD John Allen for ... Myrrh Records announces the fol- AVALON Can't Live A Day
Alternative: Eric Wilzbacher is  part-time air work. lowing changes: Matt Williams | ‘ONESTAR Amazed Adult Rock & Roll
the new Dir./Promotion at WOXY- joins as Dir/Media Relations; | NAC Jetf Gonzer
FM/Cincinnati. Records: Alyssa Miller joins Jive Rachel Murphy becomes Mgr/Pub- | cHais aaies Lost n vou B Dy
. Records as Mgr./Publicity; Larry lic Relations; Jill Brothers is tapped o b Soft AC

Oldies: WXXM-FM (Jammin’  Blackwell becomes Dir./National as Mgr/Regional Promotions; James B FAORGEGET P Andy Fuller

ERIC CLAPTON Blue Eyes Blue
*N SYNC w/GLORIA ESTEFAN Music Of My Heart

Bright AC

Jim Hays
GOO GOO OOLLS Black Balloon
SANTANA I/ROB THOMAS Smooth

Gold)/Philadelphia adds Fisher ~Gospel Sales for Jive’s Zomba Re-  Riley is upped to to Nat’l Promotions NESTOR TORRES Velvet Nights
Entertainment’s Jammin' Party,  cording Co. ... Al Kiczales is ap- Megr; Amy Davis is appointed Nat'l ue
hosted by Al Bandiero, airing Sun-  pointed BMG Entertainment VP/  Promotions Coordinator. T
o eartbreaker

days from 9-11pm. Admin., Human Resources ... K-Tel OONELL JONES U Know What's Up

) names Randy Malinoff GM/K-Tel Industry: Dave Doud is pro- MINT CONOITION If You Love Me
Rock: WWDC/Washington morn-  Online ... Patricia Jackson rises to  moted to PD/Special Channels at | SNATHOMPSONYaDiva
ing co-hostND David Hagan ex-  Sony Music Dir/Sales Services; Rob- RadioWoodstock.Com.

YOURBOSS DOES. YOUR AUQIENCE DOES. YOUR ADVERTISER DOES.
¥HY SHOULD YOU EXPECT ANYTHING LESS FRUM A TVPRODUCTION COMPANY?

=
-

-

Big Picture Creative. Television spots for radio.

972.818.7400 www.higpicturecreative.com
contact Heather Hall or Mark McGovern

wwwW americanradiohistorv com
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Start Increasing Your Morning Show Ratings TODAY'!

7 H E ke :
R PP
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Talent Specialists

e Full Time Talent Coaching
e 60 Day Talent Workshops

 Programming Consulting
(Hot/Modern/Mainstream AC & CHR Specialists)

Getting Results Now:

o Jamie, Frosty & Frank (Mornings): #3 (F25-54'): Los Angeles/KYSR
e Mancow (Syndicated Mornings): #1 (12+°): Chicago/WKQX
e Don Bleu (Mornings): #1 (F25-54): San Francisco/KIOI

e Plus Dallas, Washington, Minneapolis, Phoenix, St. Louis & more...

* Special **
Get your Morning Show Reviewed - FREE!

Call Our Team Today: Randy Lane, Bob Davis or Adam Goodman

(805) 497-7177 « Randy @ RandyLaneCo.com

! Arbitron © Spring 1999 (KYSR AM Drive #3 English speaking) *“FM Stations”

www.americanradiohistorv.com
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By MARKET Size

412300909 CUVL~0TDD

Position 1-15 16-30 31-50 51-75 76-100 101-175 Al %EITQ. '99,98

' General Manager 297,125 215,000 164,900 116,623 100,000 108,000 170,500 3%
General Sales Manager 192,257 144,000 112,000 85,000 90,000 80,000 120,450 3%
Program Director 150,000 91,000 - 82,400 45,000 49,000 - 40,000 70,000 7%
Promotion Director 55,000 35,000 33,541 30,000 29,000 26,180 36,000 3%

~ News Director 65,000 45,000 34,913 - 28,000 24,000 - 25,200 37,600 4%
Research Director 48,000 33,000 29,366 — L= — 36,000 1%
Production Director 55,105 43,000 32,000 30,758 | 27,358 24,500 40,000 15%
Music Director/Asst. PD 61,424 40,000 25,000 26,331 33,500 27,293 41,600 9%
Programming Asst. 31,340 26,522 32,000 27,323 28,000 21,19 28,652 2%
Morning Drive Producer 42,000 27,000 28,000 20,222 20,500 17,996 28,000 1%

""" Morning Drive Talent 122,132 74,650 60,000 - 60,000 43,948 - 35,500 65,017 A%
Midday Talent 75,000 40,400 33,000 30,000 28,000 25,000 35,000 -5%
Afternoon Drive Talent - 88,157 52,000 36,810 35,000 28,000 25,480 41,600 2%
Evening Talent 57,500 31,358 26,000 20,000 21,800 19,900 28,000 0%

Late Night Talent 49,000 24,000 19,000 17,000 18,000 | 14,842 23,000 8%
News Reporter 41,600 30,000 28,000 26,289 24,000 23,000 28,538 14%
Sports Director/Announcer 711,300 | 32,000 48,728 26,632 24,000 27,545 35,000 -30%

~ Local Sales Manager 149,896 115,150 86,250 | 69,566 | 77,353 60,000 104,000 1% 4

National Sales Manager 140,000 120,000 96,000 84,875 — - 111,314 4%
New Bus./Retail/Co-op 101,000 94,300 76,600 140,032 33,000 43,000 84,300 2% it
AE — Highest 159,965 115,682 80,689 65,000 57,026 52,872 90,000 1%
AE — 2nd Highest 139,028 96,600 57,000 54,500 49,000 40,968 73,650 2%
AE — Avg./Others 78,267 56,650 35,800 38,000 30,000 30,000 44,520 0%

~ Promotion Assistant 29,298 2 21,000 20,900 20,000 18,825 24,000 5%
Traffic Director 42,000 32,960 29,100 27,207 26,000 24,000 31,300 8%

~ Continuity Director 34,500 28,100 25,500 27,000 24,000 23,500 28,000 8%
Chief Engineer 70,000 60,000 45,000 39,750 37,500 40,000 56,000 6%

~ Assistant Engineer 44,825 38,000 36,680 24,000 37,200 25,000 38,000 | 20%

" IT Network Administrator 53,500 37,381 32,250 23,450 — = 40,000 N/A
Webmaster v 40,000 32,000 T 20,000 — - 32,000 N/A
Business Manager/Controller 60,500 55,000 142,000 36,000 35,275 34,660 48,000 7%

Asst. Business Manager 37,000 33,140 26,155 25,500 16,800 23,000 31,985 1%
Executive Assistant 41,600 30,000 31,800 30,000 22,500 21,000 33,000 8%
Sales Assistant 28,000 25,772 22,000 24,000 24,500 22,000 24,660 3%
Receptionist 22,000 20,624 19,600 17,000 18,000 18,000 20,000 19% |

Data gathered for R&R by Miller, Kapian, Arase & Co.

Compensation figures are for calendar year 1998 and include salary plus bonuses and incentives. Many responses include personnel with multiple duties, and many positions cover more than one

commonly owned station. Please note that salaries for some positions in certain formats approach statistically reliable thresholds. Please exercise caution when interpreting this information.

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

PLASTIC

BANNERS

STRETO CH
YOUR ADVERTISING DOLLARS

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

With Roll-A-Sign banners you get up to four vibrant colors printed on
durable, high quality 4 or 6 mil plastic film to display your logo and

play a bright new sign at every public event. They even make great
cost-effective promotional give-aways. Just roll off what you need and
cut.

* Durable banners at an affordable price.

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

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

Mgl L
iS5

b3

message brilliantly for an economical price. Now you can afford to dis-

Call today
800/231-6074

www americanradiohistorvy com



www.americanradiohistory.com

..BEHIND

. EVERY
AWARD

THERE IS

plenty of hard work. Tons of expended energy. 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. Piles of
sacrifice. Heaps ?f brain farts. Mounds of caffeine.
A pleasant atmosphere. And never nearly enough
thanks. Thank you to anybody and everybody
that made GROGOVE 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 YORK 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 Cidies Jingles AC Radio Format CHR Jingles Smoath Jazz Jingles

WWE'RE PROUD TO ANNOUNCE THE FORMATION OF GrooveMann RADIO SYNDICATION SERVICES AND OUR NEW BARTER
orPORTUNITIES. Virus, For CHR/POP/AITERNATIVE FORMATS, Breakdown, THE NEXT GENERATION OF JaMMIN' RaB OLDiEs iNGLEs, Country
Impact, A RULL SPECTRUM CCUNTRY JINGLE PACKAGE, Extrermne Noise, AN IN-YOUR-FACE SWEEPER ID packacE, Kool Moves, For Uraan 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.

WwWWwW americanradiohistorv com
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BY FORMAT AND MARKET Size
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Alternative CHR Country
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
General Manager 193,000 | 141,000 340,000 A= 248,500 141,000 24523 152,500
General Sales Manager 151,000 100,000 179,934 84,000 150,000 95,850 152,973 121,450
Program Director 122,000 55,000 110,000 | 35,000 134,625 57,000 97,500 82,500
Promotion Director 48,000 45,000 38,148 | 20,660 59,350 30,600 38,000 32,000
News Director 46,964 39,000 50,000 — 68,620 = 58,400 30,000
Research Director — — — - — — 34,000
Production Director 47,100 | 39,00 49,571 32,000 48,267 22,053 41,749 392 |
Music Director/Asst. PD 43,823 25,000 40,000 - 51,375 38,416 45,865 =
 Programming Asst. 26,000 EL 30,053 i 37,605 - 21,550 =
Morning Drive Producer 33,250 42,400 44,454 — 30,000 27,813 27,000 33,401
Morning Drive Talent 100,000 96,250 93,807 65,000 117,200 62,500 120,576 85,000
Midday Talent 60,000 32,000 57,967 30,000 53,997 31,548 45,000 31,955
Afternoon Drive Talent 57,500 36,004 60,698 28,000 70,000 32,080 70,750 35,450
Evening Talent 38,000 24,000 42,086 20,500 44,000 22,788 36,500 | 22,680
Late Night Talent 29,800 18,500 30,254 17,500 25,600 18,500 21,84 20,652
News Reporter 33,800 — - | — — — 21500 | 29,500
Sports Director/Announcer_' ” 55,000 e =~ | — = — iz t =T
Local Sales Managei 130,000 78,600 140,344 — 136,600 76,358 120,000 97,190
National Sales Manager 108,397 89,125 137,729 | —_ 118,000 109,270 123,000 i 79,505
New Bus./Retail/Co-op 72,500 67,494 150,000 = 99,725 = 70,000 45,020
AE — Highest 144,124 82,500 150,000 66,245 150,221 70,000 127,019 | 84,048
* AE — 2nd Highest 123,212 61,697 120,000 40,485 112,900 | 58,000 99,979 67,500
AE — Avg./Others 71,726 50,000 49,53 | 30,500 80,000 32,000 69,380 | 37,000
‘ I
Promotion Assistant 26,596 24,275 22,444 | 25,000 25,000 26,000 | 23,760
Traffic Director 36,502 30,135 43,095 25,500 38,047 34,000 38,338 | 2587
Continuity Director 30,550 25,000 31,420 = 31,219 24,000 28,000 28,000
Chief Engineer 58,300 56,700 70,000 38,880 72500 | 41,689 62700 55,000
Assistant Engineer 42,525 38,000 48,777 - 48,000 | 28,800 40,000 | 31,260
Business Manager/Controller 59,750 45,005 60,000 32,000 62,59 | 41,269 54,791 | 36,049
 Asst. Business Manager 28,000 28,000 37,500 — 37,491 24,000 35468 23,542
Executive Assistant 30,825 34,000 36,000 3 37,880 26,000 3208 | 28,500
_Sales Assistant 26,700 24,004 28,211 23,500 23,334 23,542 27,600 | 23,000 |
Receptionist 21,683 17,000 20,800 - 21,280 18,938 20,865 | 18,800
Data gathered for R&R by Miller, Kaplan, Arase & Co.

| (it makes a WORLD of difference)

%} _[/ GoldDiscs and HitDiscs
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ADVERTISEMENT

Marketing

Do Million Dollar Contests Work?

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

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

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

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

*

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

s rerE R =TT

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

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

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

Greg Strassell

since 1991 and no
station had ever
offered $1,000,000.

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

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

GS: No negatives. It was as excit-

*

Everyone at Mix 98.5
agreed that this was
the right idea to get
more cume to the
morning show and
the station.
e R T

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

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

50
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This promotion, hands down, was the
best marketing I've ever been a
part of to promote a morning show.

Greg Strassell

T ——————— e < . £x 7T AR T—

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

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

GS: Mix 98.5 is in a situation
where it enjoys a great music
image and we've worked very hard
at that-pounding away at that for
years. It was time to add a flashy
incentive to bring attention to John
Lander’s morning show. With a

dr;:grs@radi{riij:ﬁaﬁh#;

*

A lot of audience
strayed from other
stations to sample
us for this
promotion and
that was a
direct result of
the television
marketing.

et N e

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

v
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ENCO The demands of today’s fast paced broadcast marketplace require maximum

DAD,,R°32 utilization of resources to achieve cost effective performance. Thanks to the
Digital Audio

: latest advances in digital technologies, multiple broadcast facilities can now
Delivery System

seamlessly share audio inventories, news, scheduling and billing data, and
often consolidate other redundant functions.

All of this is possible by combining the advantages of non-proprietary products
such as the ENCO DAD,, 32 Digital Audio Delivery System with Wide Area

Network (WAN) architecture. Audio production may now occur from virtually

anywhere within a group, information flow is automatically managed between
multiple remote locations, and transfer schedules are configured to take advantage

of varying tariffs for maximum efficiency and cost control.

The ENCO DAD,, 32 Digital Audio Delivery System provides a powerful .
. . . . . next level solutions
professional audio management tool for both live assist and automated on-air
operations, production, and inventory control. Support of Wide Area Networking WIRELESS
is inherent with DAD .32, providing capabilities to take full advantage of

distributed data and group interconnectivity. BROADCAST
GOVERNMENT

NETWORK SUPPORT

1-800-622-0022 = www.harris.com !
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By Formar AND MARKET SIZE

News/Talk Oldies Rock Spanish-Language Urban
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
General Manager 227,818 | 80,000 270,000 | 114500 | 212,326 | 149,950 | 223,93 | 101,927 280,061 | 0—
General Sales Manager 152,220 | 114,00 165,000 = 90,119 | 170,014 91,000 160,865 87,457 182,454 | 58,000
Program Director 120,000 | 52,560 01,000 | 53,846 | 118,000 | 52000 | 117,500 | 41,000 | 100,000 | 51,904
Promotion Director 51,500 | 38,000 46,500 = 30,000 38,270 34,000 50,000 @ 32,000 42,458 | 28,706
[l News Director 75,000 @ 44,002 40,200 @ 24415 | — 36,000 — | 28000 | 4690 | 20,000
g Research Director - - — — — - 55,000 = - | —
] Production Director | 58,500 — 43,000 | 34,458 73,356 34,935 | 38,916 = 48,105 | —
T Music Director/Asst. PD — = 46,50 @ — 42,800 | s — - 63,351 -
Bl Programming Asst. 34,773 — 36,000 — 28,852 = 40,000 @ — 30,670 | 54,000
Pl Moming Drive Producer 4,600 | 20,111 29684 @ — 31,514 25,250 o0 | — B0 | —
I !
Moming Drive Talent 120,000 | 63,800 90,000 | 55000 | 276,731 50,380 95000 | — 69,000 36,000
Midday Talent 90,000 | 36,000 47,500 30,000 60,250 31,000 65000 — 56,000 | 23,362
Afternson Drive Talent 89,577 | 56,000 61,250 | 38,000 62,590 37,400 63452 |  — 58,917 | 23,500
Evening Talent 80,037 | 36,000 32,13 | 19,373 38,000 21,250 46,697 — 51,288 19,452
Latz Night Talent 71,142 — 34,000 17,500 32,000 18,000 30,000 — 36,000 —
News Reporter 53,350 | = — 40,200 — - — 38,650 — - —
Sperts Director/Announcer | 61,101 | — N 37,300 - 305500 | — e
Local Sales Manager | 142,000 | 87,500 114,750 | 80,201 111,510 63,490 | 154,708 | = — 120,000 - 70,546
National Sales Manager 127,298 —_ 107,499 ! —_ 128,700 - 175,634 | —_ 145,586 —
New Bus./Retail/Co-op 165,000 = 99161 | — 119,487 - 10,000 @ — 2300 | —
AE — Highest 157,133 | 55,500 132,975 | 69,000 | 145175 | 90,000 [ 132,034 40,000 | 133,420 | 73,201
AE — 2nd Highest 110,485 | 49,155 104,919 49,589 116,500 70,000 117,157 31,000 106,608 | 55,000
AE — Avg./Others 61,450 | 36,000 60,629 | 19,000 66,041 40,955 59,775 | 21,000 75,000 24,000
& " Promotion Assistant 27,130 | 18,800 25,000 @ 19,500 23,000 21,000 25000 & = — 27,000 | 14,560
el Teattic Director 49,600 | 30,000 32,960 | 25,707 37,926 26,000 42,000 @ 29,850 35,000 25,537
Sl Continuity Director 38,228 e 28,000 | 26,574 | 33,000 = 25000 @ — 1025 | —
Il Chiet Engineer 83,000 — 56,052 @ 32,874 61,000 45,000 70,000 — 62,100 | 34,600
3 Assistant Engineer 55,350 - 30,00 - 32,875 21,000 %,75 | — 45,500 |
9l Business Manager/Controller | 54,768 = 55,030 | 44,000 69,050 45,970 57,500 28,800 61,850 | 39,750
L Asst. Business Manager | — - 33,999 - 34,640 26,000 90 | 00— | . | —
oH Executive Assnstant 40,000 —_ 33,000 - 41,080 | - 44,950 | —_ 33,508 -
B Sales Assistant 26,000 | 19,521 28,138 | 22,000 27,877 29,000 30,000 22,000 28,000, | 18,500
Receptionist 23,800 - 20,000 — 21,000 19,625 23,500 17,250 21,143 | 17,000

Data gathered for R&R by Miller, Kaplan, Arase & Co.

Now heard on
KLSX-FM Los Angeles,

KOTK-AM Portland
& more

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

Listen 24/7 at
, fisherentertainment.com

FISHER

ENTERTA!NMENT
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Shw Prep

CURRENT

¢ MICKEY BLUE EYES (Milan/BMG)
Featured Artists: ROSEMARY CLOONEY, DEAN MARTIN, LOUIS PRIMA 1
THE BLAIRWITCH PROJECT (Chapter Ill) :

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

I always thought that | was the
good boy. | thought the real bad
boys were, you know, Jackson
Browne, Karen Carpenter, Seals
& Crofts, because | thought they
were the ones selling something
fake and irying to put it over, push-
ing something that | was sure they
couldn’t possibly be. And people
were eating it, swallowing it — it
made me completely fucking crazy”
— lcon's coverboy Iggy Pop points
out music’s real vitians.

lcon also asks 21 people what
they feel respect is. Among those
lending their insight are Kool Keith
{“What people did was steal a lot
from Ultramagnetic ... 'm seeing my
image be used and totally recycled
by the music industry. It must be
that I'm a-dominant person that has
a big influence on the music indus-
try itself”) and Moby (“Seif-effacing
people tend not to have a lot of cre-
ative output, or at least they don't
share it with other people”).

“l hadn't killed anyone, and |
wasn't broke or on heroin, so |
wondered what they would focus
on” — Lenny Kravitz searches for
his bad side to warrant VH1's re-
quest to feature him on Behind the
Music (Time).

Speaking of Kravitz, he had to
give the recent buyer of his Manhat-
tan townhouse a $75,000 discount.
Apparently the buyer’s idea of warm
and fuzzy wasn’t the black fur that

Kravitz used to cover the entire first .y '-:@J L, 'L et : e
: i ) SR R = "

floor — including the ceiling and Feel The Pain! Tl M P

windows (Star). = Mo o] A MW e

Staying Power!

It seems Barry White, who was
recently treated for exhaustion,
might want to cut loose one of the
three women in his life. He's jug-
gling time with estranged wife
Goldean, fiancée Katherine and old
galpal Judy, the mother of his se-
cret 4-year-old love child. “Forget
two-time, Barry is a three-timing
love machine,” says a source. "He
likes to spread his love around”
(Globe).

Blur will have staying power: An
unmanned U.K. spacecraft, set to
launch in 2005, will broadcast the
band's music from Mars. Woo-hoo!
(Entertainment Weexkly).

Rock N’ Roll Beauty

Rock 'n' roll makeup is the cue
for fall, according to Allure. Fea-
tured in the 10-page layout and
modeling the new looks are Faith
Hill, Monica, Moa, Cree Summer
and TLC's T-Boz.

Showing his more casual side in
Wis Ricky Martin, who is featured

A WEIGHTY MATTER — “Janet
Jackson risked her life by taking
a deadly diet drug to control her
roller-coaster weight!” gasps the
National Enquirer. According to a
lawsuit filed by Jackson’s former
personal chef, Ricardo Macchi,
Jackson secretly had doctors use
his name to prescribe her drugs,
including a vaccine for hepatitis B
and the potentially deadly diet
drug Fenfluramine. Says a family
insider, “She’s had liposuction to
her hips and thighs done more
than once, and she’s taken water
pills. She took Fenfluramine, but
stopped when it was reported the
pills could cause major heart
problems.”

in a 10-page spread. He says the
laid-back, black-and-white photos
show “Ricky at home. | go home to
purify and not to feel judged. At
home it’s T-shirts and slippers.
Onstage it's much more makeup
and gel, if you know what | mean”

Meanwhile, the Corrs share their
personal style in Vogue.

Paula Abdul is taking her career
in a new direction: She’s going
country! With two divorces behind
her, she feels she's had enough
heartache to sing the country blues.
She’s planning a trip to Nashville
and hopes to release a country al-
bum some time next year (Star).

Marriage For
The Masses

Sean “Puffy” Combs wants
Jennifer Lopez to be his bride.
And he wants to do it in a $1 mil-
lion Las Vegas millennium bash to
end all bashes. He’s already given
Lopez a $200,000 pair of diamond
earrings and a blank check to buy
the engagement ring of her
dreams (Star).

The Latest Sensation

“I got a whole Hello Kitty collec-
tion when | was in Japan, includ-
ing a Hello Kitty vibrator. it was a
dream’come true” — Lisa Loeb
recalls the weirdest thing thrown on
stage while she was performing
(Movieline).

¢ On Monday- (8/30) type your
talk with members of rock act Lig-
uid Tensjon Experiment at 9pm
ET/6pm PT (www.rockonline.
com).

¢ Later Monday evening ask
away with Days Of The New
about their new project and any-
thing else on your mind. It all
starts at 10pm ET/7pm PT (www.
twec.com).

¢ Attention bilingual web chat-
ters: jUd. no puede olvidar (You
can't forget) about Tuesday’s
(8/31) live net discussion with
MDO! The fiesta starts at 7pm
ET/4pm PT (www./atinolink.com).

On The Web

¢ Surrender your computer
speakers to the rockin’ sounds of
Cheap Trick on Saturday evening
(8/28). Time TBA (www.twec.
com).

Sunday evening (8/29) at 9:30pm
ET/8:30pm PT (www.liveconcerts.
com).

® Enjoy an encore video cyber-

~cast of country singer-songwriter

Suzy Bogguss from New York's
Botton Line on Tuesday (8/31) at

. 8pm ET/5pm PT (www.twec.com).

Featured Artists: LYDIA LUNCH, BAUHAUS, MEAT BEAT MANIFESTO
¢ DEEP BLUE SEA (Warner Bros.)

Single: LL COOL J Deepest Bluest (Shark’s Fin)

Other Featured Artists: SMOKEMAN, CHANTEL JONES, DIVINE

¢ TEACHING MRS.TINGLE (Capitol)

Featured Artists: EVE 6, MOFFATTS, DUNCAN SHEIK

® AMERICAN PIE (Universal)

Single: TONIC You Wanted More

Other Featured Artists: BLINK 182, SUGAR RAY, THIRD EYE BLIND
® AUSTIN POWERS:THE SPY WHO SHAGGED ME (Maverick)

Single: LENNY KRAVITZ American Woman

Other Featured Artists: BIG BLUE MISSILE, BURT BACHARACH

& ELVIS COSTELLO
¢ TARZAN (Walt Disney Records)

Single: PHIL COLLINS You'll Be In My Heart

* DETROIT ROCK CITY (Mercury)

Singles: EVERCLEAR The Boys Are Back In Town
PANTERA Cat Scratch Fever
Other Featured Artists: KISS, VAN HALEN, DAVID BOWIE

* THE WOOD Jive)

Single: MYSTIKAL & OUTKAST Neck Uv Da Woods
Other Featured Artists: BLACKSTREET, ROOTS, DMX
® EYES WIDE SHUT (Warner Sunset/Reprise)
Single: CHRIS ISAAK Baby Did A Bad Bad Thing
Other Featured Artists: JOCELYN POOK, VICTOR SILVESTER
ORCHESTRA, OSCAR PETERSON TRIO
* WILD WILD WEST (Overbrook/interscope)
Singles: ENRIQUE IGLESIAS Bailamos
WILL SMITH wild Wild West
Other Featured Artists: BLACKSTREET, FAITH EVANS, SLICK RICK

* DICK (Virgin)

Featured Artists: SIKPENCE NONE THE RICHER, JACKSON 5,

ELTON JOHN

® SOUTH PARK: BIGGER, LONGER & UNCUT (Atlantic)
Featured Artists: TRICK DADDY {/TRINA & TRE, GEDDY LEE &
ALEX LIFESON, VIOLENT FEMMES, MICHAEL MCDONALD

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

E

MONDAY, SEPTEMBER 6

1961/At New York's Gaslight Cafe, Bob
Dylan performs professionally for
the first time.

1994/John Mellencamp, 42, cancels his
tour when he is diagnosed as hav-
ing obstructed arteries.

1997/Elton John performs a revised vef-
sion of “Candle in the Wind” dur-
ing Princess Diana’s funeral at
Westminster Abbey.

Born: Roger Waters (ex-Pink Floyd)
1947

TUESDAY, SEPTEMBER 7

1978Mho drummer Keith Moon, 32, dies
of a drug overdose in London.

1991/Glori