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Elektra-fying Week For Metallica

Legendary rockers Metallica rush into the holidays with
monumental momantum. The premiere weekend of the band’s
S&M on Demand received over a million hits online. Their
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CD Radio Goes To The Dogs!

Satellite broadcaster CD Radio has changed its corporate
identity. The company adopted the name of the brightest
star in the sky, Sirius — the “dog star” — and is using

new album, S&M, hit
stores this week, and
the first single, “No Leaf
Clover,” was Most

"} Added at three formats,
| grabbing 171 total adds
at Rock, Active Rock
and Alternative.

this cute pup as its togo. It also signed a deal to
broadcast Sci-Fi Channel-produced programming on
one of its channels. Story appears on the next page.
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DRU HILL

IS PROUD TO PRESENT
THE MOST ANTICIPATED
SOLO DEBUT OF THE YEAR

Crossover Monitor: 13-11*
R&B Monitor: 16-I5*
R&R CHR/Rhy (-0
New Adds Include: KUBE/Seattle,
WNVZ/Norfolk, WJMH/Greensboro,
KXHT/Memphis, WBTJ/Youngstowng.

Great Phones: KMEL, KQMQ. KB '/
WJMN. KBOS. KWNZ. KHTN, KS /

"Sisqo is already blazin’ on our phong
We believe this record will end up b
heard on B96 for many years to ¢

- €rik Bradley/B96 Chi

"The first time Dan and | heard this !
we thought it was a SMASH. Sisqo b
familiar with our audience with his back
singing on 'Wild, Wild. West’ from Will A {
This will be the record that makes 'Sisqo™ '3
Already getting phones!”

- Michael Steele/KIIS Los Angeles

"QOT TO GET IT

UNLEASH THE DRAGON IN STORES I11.30.99

/
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| Ngeles, B9g,/chi
‘ . /Ch
! HTS/San Diego, AND KHFl'/i?:t'in
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DRU WORLD ORDER
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“Hello, my name is Andy...

s
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R&R Pop Alternative €)- @) #2 Most Increased!
R&R Hot AC Debut € #3 Most Increased!
R&R Alternative ¢)-@ #6 Most Increased!
R&R Rock €)) - € Breaker #2 Most Increased!
R&R Adult Alternative @- € #2 Most Increased!

Modern Adult Monitor 25*-18* #2 greatest gainer!
Adult Top 40 Monitor 33*-26* #4 greatest gainer!
Modern Rock Monitor 25*-19* #8 greatest gainer!
Rock/Heritage Monitor 26*-22* #6 greatest gainer!
Adult Alternative Monitor 6*-3* #3 greatest gainer!

o

“I'm pushing an elephant up the stairs.
I’'m tossing out punch lines that were never there.
I’'m looking for answers from the great beyond.”

Adds This Week:

KYKY WMXL WDCG
WSNE WKDD KaQMB

Already On: 'KROQ

- KYSR KFMB Q101
99X WPLJ KBBT
WXPT KLLC KFOG
KPNT WVRV WPTE
KPEK KBEE KENZ
WZNE WCPT

KISN KRSK WPHH

WDBR WVMX WVOR
KISR

WTMX(Top 5 most spun)

WBMX 89X WwDC
WBAB WDVE WXRT
KBCO KPLZ KMXB
KAEP(#1 spins) KAMX
WMBX WLNK WMXB

L EM.
Greaf eyond ... ..o

Music From The Motion Picture

MAN ON THE MOON

MUSIC TELEVISION®

MUSIC FIRST

Soundtrack in stores NOW
Movie Opens 12/22
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management ¢ marketing ¢ sales

Now that “millionaire” TV shows are all
the rage, is it possible for radio to
compete on the same level? R&R's Jeff
Axeirod talks to a few stations that have
stepped up to tre plate and given away
several million dollars recently. Check it

out in our Management, Marketing &
Sales section. This week’s MMS section
also brings a conversation between Dick
Kazan and Cumulus Media co-founder
Lew Dickey. Read how the company used
clearly defined goals to become a major
industry force.

Pages 10-14

ROCHESTER'S SHOOTING STAR

In 1991 Kevin LeGrett was a hotshot
college hoops player
who interned at WCMF
& WPXY/Rochester
because he needed the
credits. Eight years later
LeGrett is VP/GM of
those stations! Cyndee
Maxwell speaks to
LeGrett about his rise
through the ranks.

Page 95

IN THE NEWS

» Sinclair, Emmis establish price point
for St. Louis station group

» Jeff Cochran appointed
PD of KOSI/Denver

* Michael Powers, Chris Stacey, John
Ettinger, Rocco Cosco take new
Mercury/Nashville promo posts

» Joe Bayliss, Jack Foley named
to AMFM SVP/Sales posts

Page 3

THiS #] WEEK]

CHR/POP
* SANTANA 1/ROB THOMAS Smooth (Arista)

CHR/RHYTHMIC
« BRIAN McKNIGHT Back At One (Motown)

URBAR
+ DONELL JONES U Know ... (Untouchables/LaFace/Arista)

URBAN AC
« KEVON EOMONDS 2477 (RCA)

COUNTRY
+ CLINT BLACK Wnen | Said | Do (ACA)

AC
*'N SYNC w/GLORIA ESTEFAN Music Of My Heart (Epic)

HOT AC

* SANTANA 1/ROB THOMAS Smooth (Arista)

NAC/SMOOTH JAZZ
* BRIAN CULBERTSON Back In The Day (Atiantic)

ROCK
* CREED Higher (Wind-up)

ACTIVE ROCK
* CREED Higher ¢Wind-up)

ALTERNATIVE

* BUSH The Chemicals Between Us (Trauma)

ADULT ALTERNATIVE
* COUNTING CROWS Hanginaround (DGC/Geffen)

NEWSSTAND PRICE $6.50
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CD Radio Name Gets ‘Sirius’

- Satellite broadcaster changes its identity

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

With compact discs fad-
ing fast from the sphere of
cutting-edge

technology, sat-
ellite broadcaster S ' R ' U

CD Radio last

known as the Dog
Star, is the brightest
star in the Northern
sky and was revered
by ancient cultures as
a sign of hope, change
and rebirth.
“In the new millen-

\/

Sate"ite Radio nium Sirius will become

the symbol of a new revolution
— a revolution in audio

SIRIUS/See Page 30

week reintro-
duced itself as Sirius Satellite
Radio. The New York-based op-
eration noted that Sirius, also

By ApaM Jacosson
R&R RADIO EDITOR
jacobson @rronline.com

It’s a little after |pm on Monday at Disney’s
MGM Studios in Orlando, and Radio Disney
midday host B.B. Good is on-air as “Who's
Afraid of the Big, Bad Wolf” fades to its end.

“Hi, Radio Disney!” Good says to a caller.
“Who's this?”

“This is Alex,” the young voice replies.

“You're the right caller! You're caller No. 8!”

“Woo-hoo!” Alex shouts as the in-studio
Mickey and Minnie Mouse congratulate him.

Good then asks Alex if he heard “The Fox

ABC’s Radio Disney Has An Ear For Kids

B Children’s network celebrates three years of growth, challenges

AMFM Taps Kaye As
L.A. Director/AC
Prog. And KBIG PD

By Mixe KinosiaN
R&R ACEDITOR
mkinosox@ rronline.com

Angeles pro-
grammer |8
Jhani Kaye |
has been ap- |¥
pointed Direc- 8
tor/Adult Con-

temporary Pro- §
gramming for
AMFM’s LA

Veteran Los .}—_ —— ‘

Just Plain Mark (r) and Zippy

and the Hound,” that day’s installment of Srory-

Time Theater. After saying yes, he’s then asked

to name the hound from a set of choices.
“Copper?”

Mark & Zippy: ‘Just Two Dorky Guys’

A recent Kaiser Family Foundation study says a typical child be-
tween 2-18 spends 5 1/2 hours per day with various media. Watching
TV accounts for 2:46; radio, :39.

In order to accomplish its goal of luring kids away from other me-
dia— if only for a little while — Radio Disney execs began searching
for on-air talent who could meet the challenge. Enter Just Plain-Mark
and Zippy.

Zippy was “discovered” in the promotions department of WJRR-
FM & WMGF-FM/Orlando. The stations needed someone to go on
remotes and hand out prizes, so he became“Zippy the Happy Prize
Guy” The response to Zippy's appearances was immediate, and
the stations' programmer moved him into the studio as a morning

MARK & ZIPPY/See Page 18

“Alex, you're right! You’ve won a jumbo Buzz
and Woody plush set. plus you’ve qualified for
a trip for you and your family to a real-life dude

| the ecstatic child screams. A

properties.
Kaye, who’d
been serving
as programming consultant for
AMPFM Hot AC KBIG-FM, will
also carry KBIG’s PD title, a po-
sition last held by the recently re-
signed Steve Streit.

“Jhani knows KBIG inside and
out,” commented KBIG VP/GM
Ed Krampf. “His long-standing
history of Los Angeles success
made him the quintessential can-
didate to capitalize on KBIG’s
current momentum and expand
our appeal in this market”

According to Ken Chris-
tensen, VP/GM of AC KOST-
FM and Pop/ARernative KYSR-
FM, “Jhani has proven he

KAYE/See Page 30

Kaye

ranch in Grandby, CO"”
“Thank you, Radio Disney!”

few minutes later the music
continues: It’s “She Drives Me
Crazy” as performed by Kermit
the Frog with Miss Piggy.

So goes a typical broadcast
day on the children’s network,
which celebrated its third anni-
versary on Nov. 18.

Radio Disney began in 1996
on four test stations. Today the
network reaches 49% of the na-
tion and includes 45 affiliates

RADIO DISNEY/See Page 18

De Castro Logs On To AMFMi

M He adds Internet division’s Chairman/CEQ
post; Mays, Leavitt appointed to AMFMi board

Jim de Castro, Vice Chair- the Intemnet through AMFMi will
man of AMFM Inc. and Presi- strengthen the affinity between
dent/CEO of its Radio = our on-air stations and
Group, has added their audiences, trans-
Chairman/CEO duties forming loyal listeners
at AMFMi, the com- into active Internet par-
pany’s Internet subsid- ticipants,” AMFM Inc.
iary. In this new capac- Chairman/CEO Tom
ity de Castro will lead a Hicks commented.
division whose sole pur- “Jimmy has done a
pose is to develop and tremendous job with
manage a national net- AMFM’s radio assets.
work of local portals on Given his radio industry
the World Wide Web knowledge and brand-
that will be paired with building expertise, he is
AMFM radio stations. De uniquely qualified to duplicate
Castro will continue to manage this success on the Internet at
the day-to-day operations of the AMFM..”

AMPFM Radio Group.

“Extending AMFM’s brand to

de Castro

DE CASTRO/See Page 30

Oxiey Bill Could Kill LPFM

I Rep calls low-power service ‘unnecessary’

Ever since rumblings be-
gan late last year that FCC
Chairman Bill Kennard and
his commission would con-
sider initiating low-power
FM service, politicians on
Capitol Hill have made it
clear that it was an unwel-
come notion.

Last week. on the final day
of the congressional session,
Ohio Republican Rep. Mike
Oxley introduced the “Radio
Broadcasting Preservation
Act of 1999,” a bill that
would prohibit the FCC from
establishing rules authorizing
the operation of new low-
power FM radio stations. If
passed, it will kill Kennard's
yearlong much-discussed

effort to award 10- to 1,000-
watt licenses to church, uni-
versity and community
groups, which he believes are
underserved by the more than
11,000 licenses currently in
existence.

The bill — which also
states that “amy low-power
radio licenses issued pursuant
to such rules before such date
shall be void” — would also
to wipe out any LPFM ser-
vice established by the FCC
while Congress is in recess.
“Mr. Oxley was concerned
that the FCC might act in
Congress’ absence, and he
wanted the FCC to know that

LPFM/See Page 20

Register now for R&R Talk Seminar 2000: Details on Page 29
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How do you follow Mambo No. 5? Lou Bega says you gotta be

TRICKY, TRICKY

the new single from

LOU BEGA

DATE
99

'ADD
p‘ﬂ 29.

r‘,

/"“a

'

e

-

‘“Anyone who thinks Lou Bega is a one hit wonder better think again!”

— Paul “Cubby” Bryant, Z100/New York

They couldn’t wait to get Tricky:

WKTU/NEW YORK, KIIS/LOS ANGELES, WAPE/JACKSONVILLE,

WDCG/RALEIGH, WKZL/GREENSBORO and more!

“This debut album is filled with the sort of frantic, good-time tunes that’ll make your next party jump like a Spanish
Harlem dance club on a Saturday night.” — Entertainment Weekly

Already triple platinum

Prodiced by Syndicate Music - Frank Lio and D. Fact - Executive Producer: GOAR B. (UNICADE MUSIC) - Management: UNICADE Music, Munich - U.S. MANAGEMENT: Andre Recke and Qadree Ei-Amin

- O T B iioubegardn  wwifiedhacon’s TRaRCA Recards Labalis aunit o SMGIERtertaiimant
Tmkis) ® Regis stered * Ma ca(s} Registrada(s} &8 ® General Electric Co.. USA » BMG and P eps logos are trademarks of BMG Music » © 1999 8MG Entertainment

www._americanradiohistorv com
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Cochran Gets KOSI
PD Deal In Denver

Former WKHK-FM, WKLR-FM,
WMXB- FM & WRCL-FM/Rich-
g mond OM  Jeff
i Cochran has
been tapped to

program KOSI/
! Denver. He suc-
i ceeds Scott Tay-
¢ lor, who departed
the Tribune Soft
AC two months
ago.

According to
" Tribune/Denver

Radio VP/GM

Cochran

David Juris, “Jeff has an appreciation |
for KOSI's heritage and success and |

a clear understanding of our strategic
focus for the future. I'm confident his
leadership and programming skills
will help take KOSI to the next level.”

Cochran, who starts at KOSI on
Dec. 1, added, “I'm thrilled to be
joining KOSI and the Tribune
Denver Radio team. This is a great
opportunity to work with a tal-
ented group to achieve new levels
of success.”

Before joining Richmond’s AMFM
quartet 16 montks ago, Cochran had
programmed KEZK/St. Louis;
KMZQ/Las Vegas; WFMK/Lansing,
MI; KHTT/Santa Rosa, CA and
KFMZ/Columbia, MQ.

—
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Mercury/Nashville
Promotes Powers;
Taps Three New VPs

Mercury/Nashville has an-
nounced a round of appointments
following a re-
structuring of its
promotion de-
partment. Head-
ing the promo-
tion staff will be
Michael Pow-
ers, who is el-
evated from VP/
National Promo-
tion to VP/Pro-
motion. Assum-
ing Powers’ pre-
vious post is Chris Stacey, who
had been Director/Alternative Pro-
motion.

Powers was MD of WZPL/India-
napolis when he joined the label in
April '93 as Manager/Northeast
Promotion. He was raised to Direc-
tor in Decembet 96 and named
VP/National Promotion in Septem-
ber "98. Stacey came to the label in
1989 for Southwest Promotion, was
named Director/National Promo-
tion in 1996 and Sr. Director in
September *9&.

In related news, Director/Mid-
west-Northeast Promotion John
Ettinger and Director/Southeast

MERCURY/See Page 30

Powers

How To REACH us RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

D'Jon.

[ Universal Records’ 98 Degrees recently celebrated their triple-platinum
certified disc, 98 Degrees and Rising, during a visit to the label's NYC
headquarters. Feverish over the hot sales are (I-r) Universal/Motown
Records Group Chairman Mel Lewinter, Universal Exec. VP/GM Jean
Riggins, SVP Universal Records Monte Lipman, bandmembers Nick
Lachey and Jeff Timmons, UMG Chairman/CEO Doug Morris,
bandmates Drew Lachey and Justin Jeffrie, and band manager Paris
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| Smolalr/St Louls Worth $3 6 5 Mil.

. @ Appraiser determines value for sale to Emmis

By JerREMY SHWEDER
R&R WASHINGTON BUREAU
Jjshweder@ rronline.com

It took five months, one outside
appraiser and a fair amount of dis-
pute, but Emmis Communications
and Sinclair Broadcast Group
have finally settled on a price for
Sinclair’s radio and TV holdings in
St. Louis.

The final price, $366.5 million for
WRTH-AM, KIHT-FM, KPNT-
FM, KXOK-FM, WIL-FM,;
WVRV-FM and KDNL-TV, was
just about what most people had
predicted. R&R reported in July
that the radio stations would go for
about $30 million each, while the
TV station would sell for about
$200 million,

But coming up with a final price
was not so easy. From the begin-
ning the sale of Sinclair’s St. Louis
properties to Emmis was not a deal
Sinclair entered into willingly.
Former Sinclair top executive Barry

Baker, now President/COO of tele-
vision broadcaster USA Networks,
exercised a clause in his termina-
tion contract that gave him an op-
tion to purchase the six Sinclair ra-
dio stations and one TV station in
the St. Louis market. He then sold
his right to purchase those stations
to Emmis for what the two sides
called a “nominal” fee.

Baker’s contract with Sinclair
called for Sinclair and Emmis to
work out a “fair-market value” for
the St. Louis stations, something
that was easier said than done.
First, Sinclair hinted in a press re-
lease that it would challenge the
sale of the stations in court. Only
days after the announcement of the
Baker deal with Emmis, Sinclair
said it was “evaluating the validity”
of Baker’s designation of Emmis as
a buyer. Sinclair, however, never
brought that up again.

ST. LOUIS/See Page 16
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Bayliss, Foley Become AMFM SVPs/SaIes

) e Y

AMFM has named two new Sr. VPs/Sales: Joe Bayliss in San Fran-
cisco (KABL-AM, KNEW-AM, KIOI-FM, KISQ-FM, KKSF-FM,
KMEL-FM & KYLD-FM) and Jack Foley in Boston (WXKS-AM & FM
and WIMN-FM). They report to Market Exec. VPs Doug Sterne and Jake
Karger, respectively.

Bayliss most recently served as VP/GM of KISQ and before that was
VP/GM of AMFM’s Sacramento cluster. “Joe has built an impressive track
record as GM of ‘Kiss FM, and we are counting on his leadership to
enhance the value of our S.F portfolio,” Sterne commented. “After eight
years in the market he has developed a keen sense of the cluster’s appeal
to advertisers and a coherent vision for how to distinguish it from com-
petitors.”

Foley has been VP/GSM of AMFM’s WXKS/Boston for the last three
years and had served as President/Managing General Partner of WXLE-
FM/Albany, which he later sold to Capstar. “Jack’s diverse background
makes him uniquely qualified for this position.” said Karger. “We're lucky

excited about reinventing the way radio is sold.”

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

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

moreinfo @rronline.com
newsroom@ rronline.com
jill@rronline.com
310-553-4330

310-203-8450 hmowry @ rronline.com

to have such an experienced manager eager to assume this role, and we're |
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INMEMORIAM

Rick Fromme, a long-
time radio executive who
has most recently been a
consultant to Mariner
Broadcasting’s four sta-
tions in Kennebunkport, [F 5
ME, died Nov. 16 at age {
56. Fromme, an avid
hiker, was found in Vir-
ginia on the Appalachian
Trail. He had been re-
ported missing a few
days earlier.

Fromme began his ca-
reer at Atlanta’s WAGA-TV in the
early *70s. He then entered the ra-
dio industry as a station specialist
for Blair Broadcasting in New York.
¢ From there, Fromme was NSM
of WHDH/Boston and GM of
WKZL/Greensboro for Nationwide
Communications. He also worked
for Westinghouse in Dallas and for
Interep. In recent years Fromme
served as GM of WNJR-AM/New-
ark, NJ and before that held a vari-
ety of domestic and international
positions with Metromedia.

Fromme’s wife, Bloomberg Fi-
nancial global marketing executive
| Fran Sharp, told R&R, “Rick loved

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

WWW_americanradiohistorv-com

Rick Fromme
circa 1989

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

Industry Veteran Fromme Dies At 56

the outdoors and nurtured
it. It was a part of his
soul. It was a place where
one could be at peace.
His ashes were scattered
on the trail on Friday.” A
' memorial service was
held in his hometown of
Jacksonville on Sunday.
| Former Nationwide
President Steve Barger
hired Fromme as WKZL
manager in 1981. He first
met Fromme in 1974
through Fromme’s role at Blair.
“He was a very unigue, thoughtful
guy,” Barger told R&R. “He
authored two books, was very in-
quisitive and got into just about ev-
erything. When computers first

.came into fashion, he taught him-

self machine langoage for Radio
Shack’s TRS-80s. He was a per-
petual student, studying all kinds of
disciplines.”

Fromme was a Vietnam veteran
and spent time working with home-
less veterans. He also worked with
CASA. a children’s rights organiza-
tion. In addition to Sharp, Fromme
1s survived by two children.

WEBSITE:www.rronline.com

kmumaw @ rronline.com
mailroom & rronline.com
rrdc @ rronline.com
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AFTRA Temporarily Resolves
Westwood One Disputes

I Union still talking with CBS about weh pay

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

While CBS and its subsidiaries continue to reap the financial
rewards of industry consolidation, some of their union-
represented employees believe they are not getting their fair share

of the profits.

Last week in Chicago on-air report-
ers at Westwood One’s Chicago op-
eration were set to assemble on the
La Salle Street Bridge to protest what
they claimed was the company’s re-
fusal to give annual pay hikes to its
employees. The American Federation
of Television and Radio Artists called
off the march, which had been sched-
uled for last Thursday (11/18), after
Westwood agreed to negotiate a single
contract for employees of Shadow
Broadcast Services and Metro Net-
works. AFTRA called Westwood’s
pledge “a significant act of good
faith”

AFTRA had earlier filed unfair la-
bor practice charges with the National

Labor Relations Board, claiming
Westwood’s Chicago unit was vio-
lating federal labor laws that require
employers to negotiate company
policy changes — such as wage in-
creases — with the union that repre-
sents employees. The charges are still
being reviewed by the NLRB.

Westwood said in September,
when it completed its merger with
Metro, that it would combine the
Shadow and Metro operations by
spring.

The company also made headway
last week with AFTRA’s San Fran-
cisco local, which tentatively agreed
to a three-year contract with WW1
that resolved a dispute over health

USARadio.COM Going In ‘Reverse’

and retirement benefits.

AFTRA San Francisco local Exec.
Director Frank DuCharme told
R&R that in earlier talks Westwood
had refused to respond to a proposal
in which the union agreed to drop
its demand that union employees be
allowed to participate in the
company’s 401(k) plan in exchange
for the Westwood One’s withdrawal
of a proposed reduction in health and
retirement benefits. As in Chicago,
the San Francisco chapter filed
charges with the NLRB claiming
Shadow was violating federal law -
in this case by failing to respond to
the union’s collective bargaining
proposals. The new contract, which
is expected to be ratified next month,
incorporates the proposals. The
former contract expired last year.

AFTRA/See Page 8

[ Network merges with Ansel Project in more to go public

Dallas-based USARadio.COM is entering into a “reverse
merger” to expedite its move to the OTC Bulletin Board. The
USA Radio Network parent announced last week that it hopes to
complete its merger with Ansel Project Inc. — described in a
press release as simply a Colorado corporation — by the middle
of next month. The combined entities will begin trading on the
board early next year under the USARadio.COM name.

A source close to the transaction
told R&R that Ansel was set up as a
public shell company that sought a

R&R, adding that Paxson Commu-
nications went public in 1994
through a reverse merger with

in a tax-free stock swap, according
to Patrick Pogue, President of Tulsa-
based financier Hampton, Broadstone
& Oliver. Often the private company
has few assets or liabilities.
USARadio.COM said that after
the deal is finalized it will aggres-
sively seek acquisitions, including
radio networks and stations and
Internet properties. It added that it
will reveal no more information
until the acquisition is complete.

Radio Business

‘Bloomberg

AR

BUSINESS
BRIEFS

GBS Inks $6 Billion NCAA Contract

BS’exciusive deal with the NCAA — signed last week — includes all

broadcast, cable and satellite rights, as well as Internet, home video,
marketing, merchandising and licensing rights. Through its various net-
works, nearly 1,000 radio stations carry CBS’ coverage of NCAA basket-
ball. The new term begins in 2003, after the current eight-year contract
expires, and runs through 2014. CBS — which reportedly outbid Fox and
Disney's ABC/ESPN to win the agreement — has aired the NCAA champi-
onship series since 1982.

MAP: Don’t Relax Interference For 1kw LPFMs

M edia Access Project says that second- and third-adjacent-channel in-
terference should not be eliminated for 1,000-watt low-power FM sta-
tions. However, a technical study it submitted to the FCC suggests that if
interference standards are loosened for 10-watt and 100-watt stations, 81
million listeners in the top 60 markets could receive new coverage from
LPFM stations. The study also showed that only 1.3 million listeners in
those cities would receive any interference. The NAB does not want inter-
ference restrictions to be relaxed at all.

Percy Sutton To Repay $2.3 Million In Loans

nner City Broadcasting Chairman Percy Sutton has agreed to repay $2.3

million in bank loans within the next 18 months, after a “dissident share-
holder” went to the New York attorney general and complained that Sutton’s
loans from the 1980s were still outstanding, Inner City TV President and
spokesman Chuck Sutton told R&R. He said loans were made to the origi-
nal investors — including the one who complained — until the company
could go public, but the AG recently ruled that all loans must be repaid.
There is no apparent wrongdoing. Chuck Sutton added that inner City is
“working on a variety of scenarios to go public,” but has no immediate pians
to file an IPO.

Yahoo! Accuses Media Metrix Of Miscounting

nline ratings service Media Metrix says portal giant Yahoo! had 40

million unique visitors in October — 15 million fewer than the company’s
own estimate. “We believe that we have lost most of the Yahoo audience on
the broadcast side because their meter can’t measure it Yahoo Dir./Re-
search Bruce MacEvoy told R&R. A substantial loss was likely shown on
Yahoo Broadcast Services, MacEvoy said, because Media Metrix's mea-
surement software isn’t designed for streaming media. Yahoo has felt the

Continued on Page 8

R&R/Bloomberg Radio Stock Index

This weighted index consists of all publicly traded companies that derive
morethan 5% of gross revenues from radio advertising.
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used shell vehicles to go public, First
Union analyst Bishop Cheen told

a private company acquiring major-
ity ownership of a public company

STRETOCH
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
message brilliantly for an economical price. Now you can afford to dis-
play a bright new sign at every public event. They even make great
cost-effective promotional give-aways. Just roll off what you need and
cut.

* Durable banners at an affordable price.

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

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

Reef Industries, Inc.P.O. Box 750250

Houston, TX 77275-0250 &

713/507-4200 713/507-4295 FAX
©1999 Reef Industries, Inc.

Call today
800/231-6074
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GREYBULL, WYOMING.
ONE TRAFFIC LIGHT. 100 RADIO STATIONS.

SIRIUS SATELLITE RADIO IS ALMAOCST HERE. AND NO TOWN IS IAINUNE

. There's no escaping it. Sirius Satellite Radio's 100 channels will reach nearly every driver on every highway,

ai \'\
fb\ byway, main street and back road in the lower 48 states. We're revolutionizing in-vehicle entertainment

Three high elevation angle

i porsvipritat i il with commercial-free music, digital-quality sound, seamless nationwide coverage and a breadth of

programming that traditional radio has never delivered.

Starting in late 2000, our satellites will beam 50 channels of digital-quality music to cars and trucks with absolutely no commercial
interruptions. Our subscribers will enjoy programming of every music style imaginable - from Rock, Country and Classical to Salsa, Hip Hop,
Reggae and Swing. And in addition to our diverse selection of originally programmed

music, they'll get up to 50 channels of unique and compelling news, sports, talk and

entertainment programming.

Receivers will display artist, song title and channel information.

Sirius Satellite Radio also features seamless nationwide coverage. So, whether our subscribers are in the wilds of Wyoming or the middle of
New York City, they'll never drive out of range of our crystal-clear signal. (One more thing in the interest of clarity - we recently changed

our name from CD Radio.)

And at just $9.95 a month, our service will be music to the ears of everyone who owns one of the 200 million vehicles on

the road. To find out more about Sirius Satellite Radio, call us at 212-584-5100 or visit us at www.siriusradio.com.

SIRIUS

Satellite Radio

FORMERLY CD RADID
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_Radio Business

DEAL OF THEWEEK §

* WFGO-FM & WJET-FM/Erie, PA

$10 million

TRANSACTIONS

1999 DEALS TO DATE

| Dollars To Date:  $27,373,391,614
(Last Year: $12,958,045,822)

" Dollars This Week: $30,534,000
| (Last Year: $4,490,096,407)
Stations Traded This Year: 1,650

| (Last Year: 2,129)
Stations Traded This Week: 20

(Last Year: 270)

NextMedia Multiplies In
Erie With Purchase Of Jet

(1 Dinetz-led group creates sextet in NW Pennsylvania; Journal adds one in Boise

WFGO-FM & WJET-FM/
Erie, PA

PRICE: $10 million

TERMS: Asset sale for cash
BUYER: NextMedia Group LLC,
headed by PresidentSteven Dinetz.
Itowns nine other stations, including
WFNN-AM, WLKK-AM, WRKT-FM &
WRTS-FM/Erie. Phone: (303) 256-
6222

SELLER: The Jet Broadcasting

Co., headed by President John | ¢

Kanzius. Phone: (814) 836-8000
FREQUENCY: 94.7 MHz; 102.3 MHz
POWER: 1.1kw at 538 feet; 800 watts
at 613 feet

FORMAT: Oldies; Hot AC

WKNE-AM & FM/Keene,
NH and WKVT-AM & FM/
Brattleboro, VT

PRICE: $8.875 million
TERMS: Asset sale for cash
BUYER: Tele-Media Broadcasting

Co., headed by Robert Tudek. It
owns 16 stations. Phone: (814) 359-
3481

SELLER: LB New Hampshire Inc.,

| headed by President Richard

Lightfoot. Phone: (603) 352-9230
FREQUENCY: 1290 kHz; 103.7 Mhz;
1490 kHz; 92.7 MHz

POWER: 5kw; 12.2kw at 991 feet;
1kw; 1.8kw at 610 feet

FORMAT: Full Service; Hot AC;
News/Talk; Classic Hits

| BROKER: B Media Services Group

KRAJ-FM/
Johannesburg

PRICE: $45,000

TERMS: Asset sale for cash
BUYER: Robert Adelman. He also
owns KLOA-AM & FM/Ridgecrest &
KEDD-FM/Johannesburg. Phone:
(760) 371-1700

SELLER: Sue Avery & Jacque
Lago. Phone: (703) 444-6757

| FREQUENCY: 103.9 MHz

; POWER: 1.5kw at 1,305 feet
! FORMAT: AC

s

KQIL-AM & KQIX-FM/ |
Grand Junction

PRICE: $1.2 million

TERMS: Asset sale for cash
BUYER: MBC Grand Broadcasting
Inc., headed by President Richard
Dean. It also owns KNZZ-AM, KJYE-
FM & KSNJ-FM/Grand Junction.
Phone: (610) 791-5700

SELLER: Mustang Broadcasting

| Co., headed by President Paul Fee.
| it owns two other stations. Phone:

(970) 243-1230

FREQUENCY: 1340 kHz; 93.1 MHz
POWER: 1kw; 100kw at 95 feet
FORMAT: Sports; Hot AC

WQHL-AM & FM/Live
Oak

PRICE: $2.375 miltion

TERMS: Asset sale for cash
BUYER: Southern Broadcast
Group LLC, headed by Michael |
Oesterle. It owns three other stations. ’

TRANSACTIONS AT A GLANCE

® WKNE-AM & FM/Keene, NH and WKVT-AM
& FM/Brattleboro, VT $8.875 miillion

¢ KRAJ-FM/Johannesburg, CA $45,000

® KQIL-AM & KQIX-FM/Grand Junction, CO $1.2 million

°* WQHL-AM & FM/Live Oak, FL $2.375 million

o KFXJ-FM/Nampa (Boise), ID $3.75 million

® WYRE-AMW/Annapolis, MD $200,000

® WSVM-AM/Valdese (Hickory-Morganton), NC $170,000

® WILE-FM/Byesville, OH $275,000

o KSWB-AM/Seaside, OR $65,000

® WESA-AM & WZKT-FM/Charleroi (Pittsburgh), PA
$3.5 million

 WBIN-AM/Benton, TN $79,000

® WPTG-FM/West Point, VA Not listed

Phone: (517) 351-3222
SELLER: Day Communications
Inc., headed by President Shannon i
Day. Phone: (904) 362-1250
FREQUENCY: 1250 kHz; 98.1 MHz
POWER: 1kw day/83 watts night;
50kw at 420 feet

FORMAT: News/Talk; Country

WYRE-AM/Annapolis
PRICE: $200,000
] TERMS: Asset sale for cash
| BUYER: Bay Broadcasting Corp.,
| headed by President Richard Dent.
| Phone: (301) 941-1284
| SELLER: MBC Inc., headed by
: | President Richard Winn. Phone:
e L QIS | (410)626-0103
’ FREQUENCY: 810 kHz

KFXJ-FM/Nampa (Boise)
POWER: 250 watts

PRICE: $3.75 million k
TERMS: Asset sale for cash | FORMAT: Oldies
BUYER: Journal Broadcast
Group Inc., headed by President
Carl Gardner. It owns 36 stations,
including KCID-AM & FM, KGEM-
AM, KSRV-AM & FM, KJOT-FM & ‘
I

WSVM-AM/Valdese
(Hickory-Morganton)
PRICE: $170,000

TERMS: Asset sale for cash
BUYER: Hilker Properties LLC,
headed by Robert Hilker. it owns one
other station. Phone: (704) 892-1015
SELLER: JBF Communications
Inc., headed by President James

KQXR-FM/Boise. Phone: (414)
223-5356

SELLER: Doubledee Broadcast
Group Inc., headed by PresidentA.J.
Krisik. Phone: (805) 565-0235 |
FREQUENCY: 94.9 MHz !
POWER: 49kw at 4,693 feet
FORMAT: Adult Alternative
BROKER: Jorgenson Broadcast
Brokerage

Continued on Page 8

RESULTS MARKETING

CREATIVE PROMOTIONS
800-786-801 « www.resultsmarketing.com
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o A cost effective

Something to do Boxes of
with lists and diagnostic tool contest entries,
direct mail, for audience profiling languishing in the
but not my concern and precise targeting Promotion Department

There is only one right answer. B!
SmarTTarget Marketing's database marketing system is cost-effective,
and by its very nature, customized to your station and market conditions.
Call us for database development, hygiene, maintenance, analysis
and utilization. We'll look over your database for FREE, give you
a status report and evaluate its health. Database Marketing: It's what we do!

Contact Us

2041 SW 3rd Ave ® Miami FL 33129 | g '
Phone: 1-800-349-9322 e richm@smarttarget.com §%§§I}§{g€T
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Transactions

Continued from Page 6
Bishop. He owns one other station.
Phone: (704) 874-0000
FREQUENCY: 1490 kHz
POWER: 1kw
FORMAT: Qldies

WILE-FM/Byesville
PRICE: $275,000

TERMS: Asset sale for cash
BUYER: AVC Communications
Inc., headed by President Grant
Hafley. Phone: (740) 432-5605
SELLER: Coshocton Broadcasting
Co., headed by President Bruce
Wallace. It owns four other stations.
Phone: (740) 622-1560
FREQUENCY: 97.7 MHz

POWER: 1.8kw at 413 feet
FORMAT: Nostalgia

KSWB-AM/Seaside

PRICE: $65,000

TERMS: Asset sale for cash
BUYER: Cannon Beach Radio LLC,
headed by Michael Gould. Phone:
(509) 884-9618

SELLER: Dolphin Radio Inc.,
headed by Donald McCoun. Phone:
(502) 640-1360

FREQUENCY: 840 kHz

POWER: 1kw day/500 watts night
FORMAT: Adult Standards
COMMENT: Dolphin Radio had
planned to sell this station to New
Northwest Broadcasters, but never
consummated the deal.

Bl
WESA-AM & WZKT-FM/
Charleroi (Pittsburgh)’
PRICE: $3.5 million
TERMS: Asset sale for cash

BUYER: Keymarket Communica-
tions Inc., headed by CEO Kerby
Confer. it -also owns WASP-AM &
FM/Butler (Pittsburgh). Phone: (706)
860-1095

SELLER: Farr Communica-
tions Inc., headed by President
Rita Resick. Phone: (724) 483-
6551 .

FREQUENCY: 940 kHz; 98.3 MHz
POWER: 250 watts day/5 watts night;
6kw at 300 feet

FORMAT: Talk; CHR/Pop
BROKER: Bergner & Co.

WBIN-AM/Benton

PRICE: $79,000

TERMS: Asset sale for cash
BUYER: John & Jane Sines. Phone:
(423) 338-2864

SELLER: BP Broadcasters LLC,
headed by Zollie Cantrell. Phone:
(423) 499-0372

FREQUENCY: 1540 kHz

POWER: 1kw day/2 watts night
FORMAT: Religious

WPTG-FM/West Point
PRICE: Not listed

TERMS: Assumption of debt, pay-
ment of car lease, payment of
Goldman’s health care premiums for
one year

BUYER:Winner Broadcasting LLC,
headed by James Campana. He
owns one other station. Phone: (804)
672-6726 '

SELLER: Colonial Broadcasting
LLC, headed by Phillip Goldman.
Phone: (757) 565-1079
FREQUENCY: 107.9 MHz

POWER: 6kw at 328 feet

FORMAT: Country

TSR T e e 5 o I T Dl § T

AFTRA

Continued from Page 4

A couple of factors have contrib-
uted to this sudden rush of union ac-
tivity in CBS shops, according to
AFTRA Asst. National Executive Di-
rector Greg Hessinger. “First of all,
the employees are well aware that the
company is generating record prof-
its,” he told R&R. “Second, the un-
certainty of the industry with consoli-
dation combined with technology has
employees concerned about their fu-
tures.”

AFTRA has historically had posi-
tive labor relations with Shadow,
Hessinger said. He described Metro,
on the other hand, as a “union-
busting” company that was found
guilty by a federal judge in Philadel-
phia earlier this year of firing a re-
porter and a producer for their union
activity.

Nevertheless, Hessinger added,
“We are encouraged that Westwood
is taking steps to continue its posi-
tive relationship with the union fol-
lowing the merger.”

Infinity owns 25% of Westwood,
which would not comment on the la-
bor negotiations.

Cyber Pay

AFTRA has also alleged in at least
two instances that Infinity parent CBS

is tightening its purse strings when it
comes to compensating news report-
ers, writers and anchors for putting
in extra time and effort on content
used on the web.

For example, Hessinger said,
KYW-AM & TV/Philadelphia wants
staffers to take on web duties with-
out additional compensation, or the

broadcaster will hire nonunion em-

ployees to do the work. Currently,
“a lot of work is concentrated in the
hands of a few individuals,” he said,
adding that this should be covered
in the existing contract. KYW
wouldn’t comment on the ongoing
talks.

CBS recently signed a contract
with AFTRA that allows WBBM-
AM/Chicago to reuse any material
written for the air on its under-
construction website until Novem-
ber 2000. Last month station report-
ers and anchors distributed leaflets
outside CBS’ Chicago headquarters
highlighting their concerns about the
company’s pending merger with
Viacom. The union said the deal
might mean more web work for
WBBM’s 24-person unit.

While CBS has been bulking up
on web investments in recent years,
President/CEO Mel Karmazin has
been reluctant to allow streaming of
broadcast content on the Internet.

Radio Business

Continued from Page 4
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pinch from advertisers who want sites with larger audiences, he added, as well as from investors who feel the audi-
ence isn't growing fast-enough. Media Metrix assembles panels of users who install software on their computers that
records the addresses of pages they visit. Vice Chairman Steve Coffey told the Wall Street Journal Monday that“this
is the only way to measure people.”’

CBS-Viacom Divestment Delay Request Doesn’t Affect Radio

v lacom said that if the FCC wants the combined CBS-Viacom to divest some TV stations because of the merger,
it will need two years to find buyers. But the request does not apply to the 10 or so radio stations that CBS-owned
Infinity Broadcasting might divest, a CBS spokesman told R&R. Some industry-watchers speculate that CBS might
try to get the TV broadcast rules changed during the two-year window, allowing it to sell off fewer stations. The merger
would give a combined CBS-Viacom a 41% reach of U.S.TV households, more than the 35% limit currently allowed.

FCC Actions

he FCC has flagged Cumulus Media’s purchase of KFQX-FM/Abilene, TX from Powell Meredith not because

Cumulus will have too much market share after the deal (26% of ad revenue, according to BIA) but because the
transaction would result in Cumulus and Sunburst Media sharing 81% of market share. Cumuius owns four other
stations in the market, including KKHR-FM, which it is swapping to Powell in a deal that includes $300,000 cash.

Similariy, due to American General Media’s purchase of KBOX-FM/Santa Maria-Lompoc, CA from Cliff Hunter,
AGM and Mondosphere will control more than 70% of that market. AGM is aiso acquiring KPAT-FM & KRQK-FM in the
market in two separate deals.

* The FCC is reviewing the sale of WHCD-FM/ithaca, NY from Salt City Communications to Clear Channel for $3
million after four different parties filed comments opposing the deal. Pilot Communications, Radio Corp., Buckley
Broadcasting and local resident Geraid Brown were all against the transfer. Brown argues that Clear Channel would
have control of too many stations in the combined markets of Ithaca, Syracuse and Utica-Rome, NY, Clear Channel
responded that the purchase of WHCD does not put the company over the ownership limit or the ad revenue limit. An
FCC official said that the commission is reviewing the case and acknowledged that this case was slightly different
from others, because the purchase of WHCD would seem to create a regional market in the Ilthaca, Syracuse and
Utica-Rome areas, even though those markets are generally considered distinct. Clear Channel owns five stations in
Syracuse, six in Utica-Rome and none in ithaca.

* The FCC will allow applicants to file for new AM frequencies and modifications to existing AMs on Jan. 24-28. If
any of the applications are in conflict, the disputes will be resolved through an auction at an as-yet-undetermined date.
Stations wiff also be able to apply for the spectrum freed up by WOWO-AM/Ft. Wayne, IN’s change to a class B from
class A.

* Meanwhile, the FCC will untangle“daisy chain” frequencies in an auction beginning Mar.21. Daisy chains involve
three or more applications whose proposed coverage areas overlap. The single radio daisy chain consists of WCBM-
AM/Baltimore’s application to increase its power, which would conflict with WWTL-AM/Walkersville, MD's move to
Poolesville, MD, which in turn would confiict with WCHO-AM/Washington Court House, OH’s move to Henderson,
NC. The FCC is asking for a minimum bid of $20,000 in the case. in order for Elijah Broadcasting’s WWTL to win the
auction, it would have to outbid the combined bids of WCHO owner Clear Channel andWCBM Maryland. The Mar. 21
auction will also resolve along-running dispute over a new FM in Rio Grande, PR, and will put on the block a new AM
in Honolulu.

* As aresuit of a complicated proceeding that began several years ago, the FCC has requested that KVRP/Haskell,
TX change its frequency. Hispanic Broadcasting wants to change the city of license for KDOS-FM/Gainesville, TX to
Louisville, TX. At the same time, KYXS-FM/Mineral Wells, TX wants to upgrade to a class C1, KHYI-FM/Dallas-Ft.
Worth would like to move its transmitter closer to Howe, TX, its city of license, and KJKB-FM/Jacksboro, TX wants to
move its transmitter closer to Graham, TX. This configuration would force KVRP-FM/Haskell, TX to change its fre-
quency from 95.5 MHz to 97.1 MHz. The commission has given KVRP until Jan. 11 to explain why it shouidn’t have to
do so. Bob Hayne, an attorney with the Mass Media Bureau Allocations Branch, toild R&R that KDOS and the other
stations would have to reimburse KVRP for costs associated with the modification. Technical fees for such an en-
deavor are usually no higher than $5,000, while advertising/promotion costs may go higher. KVRP would not com-
ment on the case.

Company Moves
roceeds (after expenses) from Ciear Channel Communications’ $300 miilion 1.5% senior convertible notes offer-
ing are expected to be $886.5 million. Lead managers of the sale are Deutsche Banc Alex. Brown and Saiomon
Smith Barney.

* Hispanic Broadcasting netted about $250 million last week from the sale of 3 million shares of class A common
stock at $85, according to underwriter Credit Suisse First Boston. Proceeds from the sale will go toward acquisitions
and general corporate purposes. Other underwriters included Deutsche Banc Alex .Brown, Banc of America and
Salomon Smith Barney. :

* Cumulus Media brought in $144 million (before underwriter fees) from its sale of 3.7 million shares of class A §
common stock at $39. Existing stockholiders sold another 1 million shares. Proceeds from the offering will go toward
paying off pending deals.

* Holders of Saga stock as of Nov. 30 will be able to trade every four shares for five on Dec. 15, the company’s fifth
such spilit in the last seven years. The issue rose 28% Oct. 15 to Nov. 18.

* Gaylord Entertainment Co. announced that the company had a regular quarterly dividend of 20 cents per share.
The dividend is payable on Dec. 20 to stockholders of record as of Dec. 6.

DR

Congress Passes FGC, CPB Budgets

he House and Senate last week approved an omnibus package that inciudes the Commerce and Labor budget
bills. These in turn contain the fiscal year 2000 appropriations for the FCC and Corporation for Public Broadcast-
ing, respectively. The commission has requested $210 million, while CPB asked for $300 million — $67 million of

Still, Hessinger said, “I don’t think
there’s a question that he has a 'Net
strategy, but he’s looking for a way
to make it most profitable for his
group.”

Anchors and reporters at sister
station WMAQ-AM/Chicago are

WwwWwW americanradiohistorv com

also concerned about their fu-
tures, according to AFTRA, par-
ticularly in light of CBS’ recent
announcement that it may divest
one Windy City radio outlet due
to the Viacom merger. Last week
WMAQ employees voted 23-1 for

representation by the union.
“AFTRA’s first step will be to de-
mand from CBS information about
its future plans for this station,” said
Chicago local Exec. Director Eileen
Willenborg.
CBS also declined to comment.
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i or more than a decade, my firm has delivered The Most Powerful,
Advanced Research in Radio. . . Multi-Variate analysis tools that provide
a clearer picture of your station, competitors, listeners.

But statistics alone (no matter how advanced) never helped any station. :
Success requires the application of research into easy-to-understand, ?
actionable strategies.

At Mark Kassof & Co., we give your station

much more than statistics...

easy-to-understand way.

/ We work with you to turn research into
a decisive “plan of action,” customized
to your station and focused on your
market situation.

/ We are “on your team” exc/usively in your market
for a full year...to answer questions, evaluate
airchecks, and provide additional input based on
the research.

Most importantly, this combination of powerful research and personal
service works for our clients’ success! In fact, Mark Kassof & Co. has
worked in partnership with some of the biggest successes in North

American radio.

Let us show you how Mark Kassof & Co.’s powerful research and

personal service can dramatically increase your success.

Call me at 734-662-5700.
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SUCCESS STRATEGIES FOR RADIO

734-662-5700 « www.kassof.com
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° RAB: Mini-mart ads brew big bucks, Page lé

° Sales, marketing people on the move, Page 14

° Spot works without spoken words, Page 14

{MARKETING —

management

“Money is the barometer of a society’s virtue.”
— Ayn Rand

WHO WANTS T0 MAKE

A MILLIONAIRE

B Radio ups the ante with a slew of big-money contests

Last week ABC-TV's
Who Wants to Be a Mil-
lionaire finally gave
away its first million-dollar check. Ho hum ...
in a single week last month, radio created two
millionaires! In a pair of birthday-based con-
tests, a WRKS/New York contestant won $1
million in Film House’s “Birthday Game”
while KIIS/Los Angeles awarded $2 million
to asingle winner in a contest created in-house.

57 o B
ifly Jeft Axelrod
MMS Editor
jaxelrod@rrontine.com

Television’s current fascination with high-
stakes game shows has certainly wheted the
American appetite for money — and plenty of
it. And while some radio stations’ million-
dollar contests came long before Regis Philbin
ever asked, “Is that your final answer?” the
phenomenal success of the TV show certainly
raises the bar for radio if it's going to cut
through the media clutter.

“There certainly is something magical about
the word million. Who Wants to Win $75,000 is
not really a good title,” says Von Freeman,
Marketing Director for Clear Channel/Los
Angeles. “Even though million may not really
mean anything after taxes, the only person the
word millionaire doesn’t impress is Bill Gates.
Back in the '50s The $64,000 Question was a big
deal. Now you have to say millions.”

THE GOST OF MAKING A MILLIONAIRE
! To get a rough idea of how much it would cost to do
! a million-dollar contest, | created a fictitious contest,
| “The KR&R Currency Exchange.” It's a call-in
| contest, in which the correct caller would choose a
dollar bill, and the last six digits of the serial number
would be matched up against a predetermined
randomly generated combination of numbers,
starting with the last digit. Each number matched
would add a “zero” to the winnings. Match the first
number, it's $10. Match three numbers, it's $1,000.
Match all six, win a million.

Prizes of $1,000 or less would be paid by the
station. | wanted American Media & Special
Promotions to cover the bigger prizes, so | asked the
company’s Scott Meach how much that would cost.

“Interesting choice of contests on your part,” he
| replied. “Unigue and a little complicated to price.
There are many variables — annuity values, contest
execution, number of winners involved. The range
would be between $3,500 and $7,000, depending on
the variables.”

A hundred shots at making a millionaire. If you play
the game four times a day each weekday, the contest
| lasts for five weeks. Five weeks of big market buzz for

$7,000 or less? | fike those odds.

During Freeman’s tenure KIIS has made
two millionaires: a $1 million winner last fall
and last month’s $2 million winner. “When I
got to KIIS, they were doing the birthday game
here for the typical $50,000, $25,000, $10,000. I
said, ‘Look, you’ve got Rick Dees, the
legendary god of all radio. This man needs to
be giving away millions.” So that’s when we
flipped the switch and did the million-dollar
birthday game.”

KIIS may have broken the radio giveaway
record with its most recent winner, but this
week AMFM’s WUBT (The Beat)/Chicago
was hoping to flat-out demolish it. "I see
million-dollar birthday games and million-
dollar this and million-dollar that and the
Regis Philbin thing,” explains WUBT Market-
ing & Promotion Director Sue Serra. “It’s all
about a million, and we wanted to raise the bar
and take it to the next level. By gosh, I think we
did it!”

Coincidentally, The Beat’s contest was tied
in to a birthday: its own. Over a four-week
period the station qualified 125 contestants,
all of whom won passes to the station’s first
birthday party, 2 post-party concert by The
Spinners and The Four Tops and a chance to
roll seven dice bearing letters.

The prize for rolling the dice and spelling
“The Beat”: a cool $5 million.

“I love that,” Freeman admits. “There’s a
visual to it. I can visualize it, and that's the
essence of a good contest.”

“The reaction so far has been phenomenal,”
beams Serra. “Everywhere you go, people are
asking, ‘Are you really giving away $5
million? How does that work? I heard about
your contest ... tell me about it!" It definitely

Continued on Page 12
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BEHIND CUMULUS’
UNGLOUDED VISION

How does a radio company start from

. " scratch in 1997 and become one of the
largest station owners today? What valuable lessons can a head of
this firm offer you?

| spoke with Lew Dickey, co-founder/Vice Chairman of Cumulus
Media. With nearly 300 radio stations, Cumulus is the nation’s
second-largest owner-operator, employing 4,000 people and
projecting $250 million in revenues this year. Dickey says, “Over
the next two cr three years our goal is to double the size of the
company in terms of revenue through internal growth and new
acquisitions.”

How? “I think the opportunity in radio is tremendous. Deregula-
tion has dramatically changed the radio industry structure so that
we can now compete on an equal footing with TV and newspapers.
In addition, the powerful combination of radio and the Internet will
offer new pools of revenue as we expand the range of services we
provide to our advertisers. The internet adds a visual dimension to
radio. For example, any retailer, in conjunction with its ads on the

radio station, can display its goods and
: s SETVICES 0N the Internet.
THE RDAD AR  “Also, in virtually every market
L B X3 newspaper classified advertising,
S U E B ESS as a pool of revenue, is equal to
or greater than the entire radio
pool of advertising. Without the visual
aspect of the newspaper, here’s a pool of revenue we've never had
a shot at before. Yet our reach is two to three times that of
newspaper circulation.

“We're in a full-employment economy. Retailers like Home Depot
to health care providers like Columbia/HCA have a budget for
employee recruitment. This money has gone to the newspapers by
default. Now, for the first time, the combination of radio and the
Internet presents a viable substitute for newspaper classified
advertising to not only post a job, but create demand.

“Rather than just throw it in the newspaper, where everybody 40
to dead is reading it, we can target the specific demographic the
employer is looking for and drive that listener to a website where
they can submit their resume or even create their resume and
distribute it to the prospective employer immediately. Today the big
employers, because the competition is so fierce for skilled labor,
want to move quickly in the hiring process when they have a hot
prospect. The combination of radio and the Internet is far supérior
to newspaper for targetability, flexibility, efficiency and immediacy.”

It's apparent that the Internet is important to Cumulus’ and your
success. But another crucial step Cumulus took — which is also
essential to you — was clearly defining its goals. For Cumulus,
goai definition brought it to “Arbitron-rated markets 51 to 275.”
Being in this niche has reduced competition from large-market
organizations and allowed the company to do a superior job of
reaching its listeners for its nearly 82,000 advertisers.

There is an almost mystical power in defining a target and then
focusing one’s energy upon it. It can build a radio giant in less than
three years or become the basis for whatever you’d like to accom-
plish. When you decide what that is, commit the full force of your
will behind it, and be flexible. Like Cumulus, your results could be
extraordinary.

Next week: Dickey has some specific advice to help you get
ahead in the rapidly consolidating world of radio.

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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«From 23" to 3" in one book!”

Tim McNamara
VP/IGM Jammin’ 95.5

Dear Radio Professionals:

It's rice to know radio can still produce overnight smash successes
like KXJM. But research studies alone don’t make successes,
peonle do.

’ In creating 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.”

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.”

Other radio groups, including RadioWorks, inc., use Paragon to help them align multi-station clusters

in markets such as Rockford and Lafayette. David McAley, Executive Vice President of RadioWorks, Inc.,
comments, “Paragon helped us strategically align our market clusters in Illinois and Indiana.

We got powerful, actionable studies at a price affordable for our 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 operatoré in the age of media convergsnce
and sweeping change. Paragon is proud to be on their winning teams! Let me know if
you need another player on your team, too.

Vﬂ/L

Mike Henry
Managing Partner

PS. Please call if you would like to talk about your 2000 budget.

*Spring 1999 Arbtron, 12+, M-Su 6a:Mid STRATEG'C PLANNlNG

e Perceptual Studies

e Auditorium Music Tests

e Internet Studies
e Focus Groups
e Tracking Studies

e Sales Assessment Studies -

(303) 922-5600
mhenry @ parago‘n-research.com
www.paragon-research.com
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WHO WANTS TO MAKE A MILLIONAIRE

Continued from Page 10

has created curiosity, and people aren’t put off by
the fact that it’s a chance to win $5 million. One of
our concerns was whether we’d be putting people
off because there is a chance that we’re not going
to award that money. People are excited about the
chance they have to win the money. I would love
for someone to win this money, but you never
know. Your odds of winning the lottery are one in
2 million. Our odds are better than playing the
lottery.”

If nobody wins the $5 million, one person
selected at random gets a “second chance” roll for
$100,000, and regardless of whether any money is
given away, one of the 125 contestants will win a
drawing for a BMW Z3 roadster. “The important
thing in doing these kinds of insured contests is
that you buffer it with a tangible prize, whether it
be a $100 bill or concert tickets,” Serra says.
“They’re still getting the concert tickets, and
somebody’s still going to win that car. I would
never, ever do this contest if it was just, ‘OK, show
up, roll your dice, see ya!’”

As Serra mentions, the contest is an insured
one, so The Beat pays only a premium, regardless
of whether somebody makes a winning roll. This
particular contest is insured through American
Media & Special Promotions, and according to
Director/Marketing Scott Meach, “As a good
rule of thumb, premiums generally fall between
1% and 10% of the aggregate value of the prize.
That’s a pretty wide range, depending on how
difficult you want to make it to win.”

“It's not beyond affordable,” Serra says of her
station’s contest, declining to disclose an exact
figure. “It's something that can be done if you
budget appropriately. It’s not cost-prohibitive.”

“There’s not a station in America that can’t do
some version of this game,” Freeman adds.

If you're going to run a million-dollar contest,
Freeman can’tstress enough the need to make sure
the execution is worthy of a million-dollar contest.
”The reason Who Wants to Be a Millionaire’s ratings
are so high is because they’ve got a big-name
talent and they’ve got a concept — just the name
alone is brilliant. It's about show business. The
name alone puts enough spin on that program to
get everybody watching. It’s a brilliant plan.

“The message radio needs to pick up on is that
maybe you won't give away a million, but it’s not
about whether you do it or not. You make a
pledge to your listeners — just like they buy a $1
lottery ticket on Wednesday or Saturday — that
there’s a chance they might win. That's what
people want, and they want to be entertained as
well. We’re living in a world where you can play
for $40 million every Wednesday and Saturday.
The bar has been raised. Giveaways are not about
the cash. Giveaways are now about the
entertainment value. If they’re not fun to listen to,
don’t do ‘em.”

Of course, only time and Arbitron will reveal
the ratings value of such a promotion, but just on
the basis of what the $5 million contest has done
for The Beat’s image, Serra is confident that she
made the correct choice. “We toyed with the idea
of doing $1,000 a day or giving away trips. We
thought, ‘Gosh, those are great contests, but we
want to do something that’s really going to make
an impact on this market.” It's not only having an
effect on listeners, but on our competitors and
clients. We want clients to feel they’re advertising
on the biggest and best station in this market.”

o

To find out more, contact MJI Interactive:
(212) 896-5233 or EMD@MJIl.com

Why do Promo teams dig E-Mail Director?

© They build listener data
© They react faster, target more precisely

© They create E-Messages quickly
and easily

© They communicate with listeners |

as often as they wish - |

promotional messages, tune-ins, questionnaires,
contest announcements, sponsored e-mail campaigns. J

(d:{e]VE:{alcl RADIO'S E-MARKETING SOLUTION

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

RADIO FUELS MINI-MART GROWTH

SITUATION: Waverly Lake ARCO Mini-Mart is a convenience store and
gas station located on a major highway in the Lebanon, OR area. During
its 20 years in business the store had relied primarily on the advertising
of its parent company to meet its marketing needs, along with its strong
word-of-mouth reputation. But traffic in the single-location store had
been slipping.

OBJECTIVE: ARCO had recently made an agreement to begin serving
Boyd’s coffee in its affiliated stores and had ordered a special roast
of a particular coffee blend. As part of that agreement, Boyd’s
provided training sessions to store personnel on how to brew the
special blend. The results produced favorable comments from
customers, and the goal of the campaign was to put that positive
word of mouth on the air in the hopes of increasing traffic, sales and
name recognition for the store.

CAMPAIGN: The two-month campaign featured eight commercials per
week promoting Boyd’s coffee at the Waverly Lake Mini-Mart. The 30-
second commercial also ran during Portiand Trailblazers basketball
broadcasts.

RESULTS: Waverly Lake Mini-Mart is selling much more coffee and
enjoying overall improved sales. Customers are commenting on the ads
as well as the coffee, and the Boyd's rep reports that he has added five
new coffee accounts in the area since the campaign began.

———RABTODIBOX

More marketing information and resources from the RAB

MEDIA TARGETING 2000

More than a third (37%) of those who shopped in a convenience
store in the past three months earn more than $50,000 per year,
and 28% are college graduates. Seventy-two percent own their
own homes, and 40% have children living at home. This group
spends an average of 47% of its daily media time with radio.

INSTANT BACKGROUND — CONVENIENCE STORES
Adults’ primary reasons for shopping at a convenience store in
1998: Buy gas, 39% (down from 49% in 1996); buy food/beverage,
35% (up from 27% in 1996); buy cigarettes, 7%,; buy things needed
or forgotten, 4%; convenient location/easy access, 3%; buy lottery
tickets, 3%; buy newspaper/magazine, 2%; buy candy/gum, 1%;
other reasons, 5%. (Convenience Store News, 1999)

RAB CATEGORY FILES

“Adults visit convenience stores most often when traveling to or
from work or school — fully 43% of all adult convenience store
shoppers report doing so. About one in five visit a convenience
store while running errands (21%), while roughly one in seven
makes a special trip from home (14%). The likelihood of visiting
convenience stores on these occasions has remained relatively
consistent over time.” (Convenience Store News, 1999)

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

E-Mail Director from RDG - built precisely for the needs of radio. Now serving over 100 radio station

s and their listeners.

www americanradiohistorv com
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How To Increase Billing in 2000

24 New Ways to Improve
the Sales Department

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

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

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

6 Traits of Winning
Sales Departments

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

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

By Inwiv PoLLack

their average order, find some “ex-
tras” for your clients. Double the
schedule from midnight to 6am,
offer them sponsorship of “Church
Drive” (Sundays 6-10am), or give
them a portion of all unsold inven-
tory for an extra $75-$95 per week.

The Best Managers Realize
That People Are Their
Most Important Asset

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

* Remember that every staff mem-
ber has a “hot button” - it’s the
manager’s job to find it (and to keep
on hitting it). [t’s a mistake to as-
sume evervbodv needs to be man-
aged the same way.

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

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

» Coax people toward performing
at their personal best. Maximize
potential.

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

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

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

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

Irwin Pollack is President of New
Hampshire-based Broadcast Sales
IIntelligence. He consults both public-
‘and privately-held broadcast groups
across the United Sfates and
Canada. For a list of 38 ditferert
training topics {all focused on how &
improve bottom-line bllling and
profit(s),call Pollack at (603)598-9300
‘o www.irwinpollack.com

SALES MANAGEMENT

In-Station Audio Public
Sales Videatape Sales
Traiping  Programe  Seminats

1. Weekly Billing Review YES Ng NO
2. Weekly Management Calis YES NO NO
3. Bi-Monthly “How-to” Sales Newsielters  YES NO NO
4, The “IDEAbank” YES NO NO
5. Sales Cassetle Resource Center YES NO NO
6. On-the-Street Sales Calls YES NO NO

- 7. Yearly “Sales Manager’s Graduate School” YES ND NO
8. Seminar for Advertisers YES ND NO
g, Recruitment Assistance YES ND NO
10. Password-Protected Website YES NO NO
[ 11. The “Systems Manual” YES NO NO
12. In-Station Visits YES NO NO

Has your sales or management
staff leveled off in performance?

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

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

We have a 12-step system that's been proven to imoarove the
billing and bottom-line cash fiows of broadcast facilities ali over
the United States and Canada. As expected, the market
leaders who execute our systems are already familiat with
these practices.

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

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

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

IRWIN POL _ACK

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

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

There are three times to call us:

* When you're ready for a breakthrough.

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

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

FAX BACK TODAY

situation and see how we could be doing better.
Please have Irwin call me.

speaking fees, and availability.

O 1"l be at the convention in

growth opportunities.

603.598.0200

0 | would like to discuss our current sales/management

QO we're planning on having a group seminar or sales
retreat. Please send me a current list of training topics,

me to set up an appointment so we can discuss some

7

NAME TILE :
H

CALL LETTERS
ADDRESS
cITy STATE zIp

. Please call
PHONE FAX E-MAIL

wwWwW americanradiohistorv com
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MMS PEOPLE ON THE MOVE

- SALES

 Dan Bradley is named Sales Mgr. for Citadel's
WPRO-FM/Providence, while Bruce Lyans takes a
similar post at co-owned WHKK-FM.

* Brett Beshore segues from LSM at Beasley’s
WWDB/Philadelphia to a similar position at co-owned
WXTU.

e Richard De Anda is promoted to LSM at Radio
Unica’s KBLA/L.A.

 Michael Mendelssohn is named Sales Mgr. of
Citadel's WILZ, WKQZ & WYLZ/Saginaw, MI.

* Todd Fries joins Memphis Radio Group as NSM.

* Westwood One promotes Ed Quagliariello to
VP/New York Sales Mgr.

* Sonia Highet joins KGO & KSFO/San Francisco
as Dir./New Media, supervising operations and sales
for the stations” websites.

* AMFM Radio Networks hires Amy Niles as
Account Exec, Eastern Region.

e Lydia Rios joins Nassau Broadcasting Partners
as Retail Sales Mgr. for WHWH, WJHR & WTT\W/
Trenton, NJ.

- » Twenty-year radio vet Terry Ash joins MP3.com
as VP/Sales.

* At United Stations Radio Networks, Kathy
lannacone joins as Sr. Account Exec, while Caroline
(Casey) Forbes and Molly Nason join as Account
Execs. Additionally, Mary McCarthy joins the
company’s Variety Radio as Dir./Affiliate Relations.

MABKETING

e Darren Pfeffer is promoted from Promotions
Magr. to Dir./Promotions for Clear Channel's WHTZ/
New York.

* Tim Johnson becomes Marketing Dir. of KLDE &
KODA/Houston. Jeff Petrovic joins KODA from
crosstown KRBE as Promotion Mgr.

e Chris Gardiner is appointed Marketing &
Promotion Mgr. for Citadel’s five-station Providence
cluster.

e WBBF/Rochester, NY Promotions Dir. Robert J.
ascends to Dir/Marketing & Promotions for
Entercom’s Rochester cluster (WBBF, WBEE, WEZO &
WQRV).

* Former WRKO/Boston Marketing Dir. Frank
Murtaugh launches his own company, Murtaugh
Marketing & Media.

e Wade Lott is named Managing Dir. of Chancellor
Marketing Group’s Orlando office. At the firm’s
Philadelphia office, Lisa Sable is hired as Business
Development Mgr. And in its Detroit office, Susan
Gooding joins as Management Supervisor, while
Christopher Bogdon and Phillip Bernstein come
aboard as Key Account Mgrs.

Do you have a sales or marketing person on the
move at your station or company? Send it to MMS
Editor Jeff Axelrod by fax at (310) 203-9763 or e-mail
jaxelrod@rronline.com.

DON’ TSAY IT DISPLAY IT

This is the kind of commercial that catches the
attention of those TV viewers who haven't
been paying attention to the set, because it
doesn’t sound like a TV commercial. Much like
the Federal Express “test pattern” spot that
caught viewers off guard during this year’s
Super Bowl, the lack of spoken words in this
KZZP/Phoenix spot — you only hear song
snippets — draws your attention to the
screen, because it sounds almost out of place.

When you get to the screen, you see the
spot’s message unfold in a swirl of ethereal
visuals. As certain buzzwords from the copy —
“hits,” “upbeat,” etc. — form, then blur to
reveal music videos, the spot's text appears in
the foreground: “Have you ever wished for a
radio station that played an upbeat mix of familiar new and retro hits without
all the stuff you don't like? Okay, wish granted.”

The first time they see it, casual viewers are likely to miss the first screen or
two of text, adding a curiosity factor that helps the Guerilla Productions spot
stand up to (if not encourage) repeat viewings.

and retis Mt;

Ityou'd like to see your station’s ad in the TV SPOTIlght send at least three screen shots
and a description or a videotape copy of the spot to MMS Editor Jeff Axelrod at R&R,
10100 Santa Monica Blvd., Fifth Floor, Los Angeles, CA 90067.

This TV SPOTIight brought to you by

FOCUS TV

The TV Placement System for Radio.

(800) 581-3277

FORWARD

Dec. 26 - Jan. 1 Orange Bow! Week

Sales & Promotion Planning Calendar

Dec. 26-Jan. 1

Boxing Day
Kwanzaa begins

@
National Fruitcake Day
Visit The Zoo Day

National Chocolate Day
Eat Vegetarian Day

Pepper Pot Day
Broadway Day

30
Miracle Day
National Bicarbonate Of

&

New Year’s Eve
World Peace Meditation

o

New Year's Day
National Bloody Mary

National Candy Cane Radio City Music Hall Card Piaying Day Mary Tyler Moore born Soda Day Day Day
Day opens in N.Y.C. (1937) First color TV sets on Check The Smoke Polar Swim Day
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Shugrue Named PD |

At WKOC/Norfolk

Paul Shugrue has been named
PD at Sinclair Telecable’s Adult Al-
ternative WKOC (The Coast)/
Norfolk. He succeeds Holly Will-
iams, who relinquishes the post to
concentrate on PD duties at co-
owned WROX (96X).

“I want to thank our owner, Bob
Sinclair, and GM Jerry Del Core
for getting me to The Cqast,”
Shugrue told R&R. “They’ve
shown a great deal of confidence in
me here to have me do afternoons,
allowing me to work out my no-
compete agreement, and now this
promotion! I’'m happy as hell to be
back in programming.”

Shugrue was most recently MD/
afternoon driver at Saga’s cross-
town Classic Hits WAFX. He has
held PD posts at two stations in
Richmond, WVGO and WRXL.

St. Louis
Continued from Page 3

The attempt to find a fair-market
value for the St. Louis properties
was stalled when Sinclair an-
nounced in July that it would sell
its entire 51-station group. Emmis,
which was a prospective buyer for
the radio group, eventually lost out
to Entercom Communications,
which paid $821 million for the sta-
tions, not including St. Louis.

As Sinclair and Emmis failed to
find a common ground on the price
of the St. Louis properties, the the
companies eventually turned to an
outside appraiser, as required by the
contract. Tom Buono, head of BIA
Research, was brought in to deter-
mine the value. The appraised value
of each individual property was not
announced.

Emmis To Divest Stations

Emmis and Sinclair now have to
work out a contract for the stations,
Emmis Chairman/CEO Jeff
Smulyan told R&R, and that
should be the final stumbling block

|

Newsbreakers

. .
Dave Koz invited country superstar Garth Brooks to drop in during the
taping of the sax player's weekly syndicated show to talk about Brooks'
new CD, Garth Brooks In... The Life of Chris Gaines. While the first
single from the CD, “Lost in You,” was a top 10 AC and NAC hit for
Brooks, Koz's new CD features a cover of Brooks' hit single “The

Dance.”

R

Cary Pall has been
named OM for Clear
Channel’s Toledo proper-
ties, effective Dec. 6. Pall
will oversee Adult Stan-
dards WCWA-AM, News/
Talk WSPD-AM, Rock
WIOT-FM, AC WRVF-
FM and CHR/Pop
WVKS-FM.

Pall is currently Asst.
PD at WGRR/Cincinnati.
He was previously Group
PD for Liberty Broadcasting, and
Goodstar Broadcasting, as well as
PD for WMMO/Orlando. “Cary’s
breadth of experience and his com-

Pall

Pall Cast As OM For Cl. Channel/Toledo

mitment to great radio will
be a great asset to lead our
stations in the future,” said
Toledo VP/Market Man-
ager Andy Stuart.

“Twenty years ago,” Pall
added, “this long journey
into radio programming
started in Toledo. It is fit-
| ting that I’m allowed to en-
| ter the 21st century with an

outfit that’s already well

beyond Y2K. Don’t tell
anybody, but Toledo’s a great place
to live, with a solid work ethic, a

genuine community and a friendly |

character. It’s good to be back.”

in the negotiations. Smulyan said
he hopes to close the deal by the
end of Emmis’ fiscal year, which
would be the beginning -of March.

Emmis, however, must also di-
vest three FM stations in the St.

Louis market to comply with FCC
ownership rules. Emmis currently
owns KSHE-FM, WKKX-FM &
WXTM-FM in the market. The
company did not say which stations
it would divest.

EXECUTIVE ACTION

R&R Shuffles Editorial Staff

&R has made several changes in its editorial department. Reneé Bell

has moved from Asst. Editor for AC, Hot AC and NAC/Smooth Jazz to
Asst. Editor for CHR,Pop and CHR/Rhythmic. Mike Davis rises from part-
time report-taker to AC/Hot AC Asst. Editor. Part-timer Peter Petro becomes
NAC/SJ Asst. Editor.

“R&R is very fortunate to have some of the brightest minds and best ears in
the music business,” said R&R CHR Editor Tony Novia. “Reneé Bell certainly
fits into that category, and we are elated to have her as CHR Asst. Editor”” Bell
succeeds Robert Pau, who recently left to join Priority Records as National
Mix Show Director.

In related news, Frank Correia is promoted to Associate Editor. He most
recently was Asst. Editor for Rock and Active Rock, a post assumed by Tracey
Hoskin (R&R 11/12).

“All of us at R&R are thrilled to see Frank move into this position,” com-
mented R&R Editor-in-Chief Ron Rodrigues. “He is reliable and thoroughly
professional, and we're happy to have him working in the backbone of our
newspaper, fax and online publications.”

Trentadue Runs Marathon Midwest Region As VP

S cott Trentadue has been tapped as VP/Midwest Region for Marathon
Media. In his new position Trentadue will oversee 37 Marathon stations
in Wisconsin, Minnesota, lowa and Michigan’s upper peninsula.

The GMs of those stations will report directly to Trentadue, who told R&R,
“It's an awesome responsibility, especially in these changing times, with all of
these new avenues that are available. It's an excellent opportunity and will be
beneficial to everyone”

Trentadue previously served asVP/Sales & Marketing for Goetz Broadcasting,
which was purchased by Marathon earlier this year. As part of that deal, Trentadue
also holds management oversight of the Goetz Network, which provides agricul-
turai programming for affiliates in lllinois, Indiana, Minnesota, Michigan and Wis-
consin. Trentadue has been associated with Goetz for 27 years.

Arbitron Radio Advisory Council Holds Election

GO-AM/San Francisco President/GM Mickey Luckoff has been elected

Chairman of the Arbitron Radio Advisory council for 2000. KOIT-AM &
FM/S.F. President Chuck Tweedie will serve as Vice-Chairman. RAB Presi-
dent Gary Fries and Katz Media Group Sr. VP/Director-information Services
& Strategic Support Gerry Boehme have been reappointed representative-
at-large and research member, respectively.

Four new members were elected to the council for three-year terms begin-
ning Jan. 1: KAMX-FM & KKMJ-FM/Austin’s John Hiatt represents AC, con-
tinuous measured markets; KKTX-AM & FM/Tyler-Longview, TX’s Steve Joos
represents AOR, noncontinuous measured markets; WODT-AM, WQUE-FM
& WYLD-FM/New Orleans’ Earnest James represents Black/Urban, all mar-
kets; and WWLI/Montgomery, Al's Bernie Barker represents Country, non-
continuous measured markets.

Elections in the News/Talk category were tied four ways among WDWS/
Champaign, IUs Steven Khachaturian, WBSM/New Bedford-Fall River, MA's
Wayne Leland, KXEL/Waterloo-Cedar Falis, IA's Tim Mathews and WDEL/
Wilmington, DE's Julian Booker. A runoff election is now being held.

AGENCY.

REFORM MEAN TO WOMEN?

Ave you siud(jinq late at the |il)r’ar’q? Concemed about qeﬂinq home safelq? Tips for slaqinq safe on campus.

EILEEN GALLOWAY HELPED DRAFT THE NATIONAL AERONAUTICS AND SPACE AGANCY ACT. IN 1957, SHE WROTE A COMMITTEE
PRINT FOR CONGRESS ON GUIDED MISSILES WHICH BROUGHT HER TO THE ATTENTION OF LEADERS FOR THE CREATION OF A SPACE
THIS BEGAN THE COUNTDOWN TO THE U.S. SPACE MISSION, LANDING ON THE MOON AND WHATEVER IS TO COME NEXT.

FINANCIAL TROUBLE? HOW DOES BANKRUPTCY AFFECT WOMEN? WHAT DOES SOCIAL SECURITY

A discussion of Will Glennon's book which helps parents raise daughters' self-esteem.
More help available to wowen who want to get pregnant but can wot.
More women are turning to distance learning to fit continuing education into their busy schedules. Is it for you?

Working Women Magazine has completed its 20th annual salary survey. While women have entered almost
every career field, the salaries on average between men and women doing the same job, differ.

Why does the gap still exist?

Néatiosnal PRODUCTIONS

call 800.323.9262 or audition on line at
www.wamc.org/natprod/mailerl.html

51% A PROGRAM FOR WOMEN
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Newsbreakers

Radio Disney
Continued from Page 1

from Miami to Honolulu. Network
executives at both the national and lo-
cal levels rave about the positive
community reaction Radio Disney
has received. However, they have
also acknowledged that selling the
network presents its own unique chal-
lenges.

Those presently charged with
steering Radio Disney toward future
fortunes insist that everything is sur-
passing their expectations and that
ABC and the Walt Disney Co. are
fully committed to seeing the net-
work flourish. This despite the fact
that many things there run counter-
intuitive to normal radio practice:
There are no ratings to speak of,
weekly music research isn’t con-
ducted, and song lyrics are scruti-
nized for objectionable content.

J.P. Colaco assumed all opera-
tional duties for Radio Disney in Sep-
tember when VP/GM Scott Mc-
Carthy exited. It’s Colaco’s first pro-
gramming opportunity. He says his
experience in launching The Disney
Store in Canada helped him decide
to join the radio network. “This
project is of huge importance to
Disney,” he says. “It’s a huge oppor-
tunity to impact kids in a new way
and in a new medium. It is also a new
way to promote what is great about
Disney.”

One of Radio Disney’s main at-
tractions is the big-budget promotions
constantly running on-air, for which
the network relies heavily on callout
research. In January Radio Disney’s
marketing team moved from Dallas
— home of the ABC Radio Net-
works — to Burbank, CA to be
closer to Disney’s corporate re-
sources. Among the many achieve-
ments of the marketing department is
its Disney World Tour. The tour,
which includes a stage show by Ra-
dio Disney personalities and a perfor-
mance by a core artist. visited 10 top
markets this year.

“Our locals become an active part
of the community and do a lot of
sponsored events,” Colaco says. “Our
Boston affiliate did a 98 Degrees con-
cert, and 35,000 people showed up

to the free event sponsored by
McDonald’s. We also did a ‘Tide’s
Dirtiest Kids’ promotion with Procter
& Gamble in 16 markets. We also do,
in the top markets, a promotion called
‘Hometown Heroes.”” Sponsorship

of several program features is another
key revenue stream for the network.
One example is the midday Story-
Time Theater, which is sponsored by
Petsmart.

Jones

Colaco

While the world tour doesn’t make
its way to the smaller Radio Disney
markets, Colaco says those cities are
not left out. “On a local level, we give
them tremendous opportunities to tie
in to Disney and have events. A
group of DJs can go to their market
and host and event or party. With
kids, there is a tremendous emotional
attachment with the jocks”

One promotion currently under-
way is the “A to Z Holiday Spree,”
in which a daily code word corre-
sponds to a particular prize. The win-
ner of the daily contest will get that
day’s prize and qualify to win all 26
toys. Another recent contest is the
“Magic Treasure Hunt,” in which
four families each win a trip aboard
the Disney Cruise Line to Disney’s
private island in the Bahamas and a
shopping spree at The Disney Store.
One of those families also wins a
Chevy Venture minivan. A 9-year-old
Chicago girl just won a week-long
Hawaiian vacation, complete with
tickets 10 "N Sync’s New Year’s Eve
show and a private drum lesson from
the band’s drummer.

Radio Disney’s promotionatl ties to
its corporate parent have been a sore
spot for some parents’ groups, but
Colaco says the network attempts to

respect the line between entertain-
ment and advertising. “We watch that
very closely and attempt to insure we
are not a 24-hour commercial for
Disney. When you look at the music
component, a very small percentage
is Disney music. Our most popular
summer promotion was Star Wars,
and Ichiban Pokémon was our most
popular promotion ever. We received
700,000 calls the week we ran that
contest, to win a free trip to Japan.
Whatever is hot with kids, whether
it’s Disney or Nintendo, we want to
stay true to that.”

Radio Disney OM/PD Robin
Jones concurs: “We’re just doing
what the kids want. In our research
groups, we found the No. 1 thing kids
want to win is a trip to Walt Disney
World. It’s not about Disney trying to
further its business interests. If that’s
what a kid wants to win, that’s what
they’ll win.”

In A Demo Of Its Own

Now Producer Matt, who pro-
duces afternoon hosts Just Plain
Mark and Zippy, is manning the
phones. “Hi, Radio Disney ... Do you
know what our ‘secret sound’ is?”

“Is it frogs?” the Minnesota girl
responds. (The correct answer is a
swamp.)

“Oooh, you're so close. Think of
where frogs live”

“A pond?”

“Oh, no. Think of a dirty pond ..””

Matt can’t get her to guess the
right answer, so Mark and Zippy get
the call. After a few minutes of more
hints, the girl finally gets it.

“Yeah! I won!”

It’s no secret that kids are finicky
and express rapid changes in what
they think is “cool.” Thus, program-
ming a radio station to this cell can
be vexing. Radio Disney conducts its
fair share of research into listener
preferences, but a lot of what it does
is a throwback to old-school radio.

Jones explains, “We do research
among parents and teachers on what
is funny and entertaining, but we also
use our gut”” And unlike most music
stations, Radio Disney does no mu-
sic callout research: All new adds to
the playlist are done by instinct and

Mark & Zippy

Continued from Page 1

co-host.“The show bombed, Zippy
says, so the station paired him with
Mark Sutherland, who had done
mornings at KTBZ/Houston and
nights at WXXL/Orlando. “We be-
came No. 1 in afternoons,” Zippy
says.

After a stint at crosstown WSHE-
FM, which had just debuted a Pop/
Alternative format, the duo joined
Radio Disney in mid-'96. “We had
to change things and adapt,” Zippy
comments.“And that's our strength
— we've still retained the same
thread. We're mischievous, but
within parameters. You have to play
it safe on a number of issues. You
get to meet kids on their level we
don't talk down to kids. We let the
kids tell us what's funny”

Mark and Zippy have an almost
perfect chemistry. “When we walk
into this studio, we pretend we're two
12-year-olds,” Mark says. “Just yes-
terday | beat Zippy up and stole his
bicycle ... When we made this tran-
sition, there were things that were
difficult. This is great because you
have endless theater-of-the-mind
opportunities” Adds Zippy, “in regu-
lar radio it might come off as camp
or cheese, but it really works here.”

The duo now broadcast from a
fishbow! studio inside Disneyland,
just steps away from Space Moun-
tain. On a recent visit, a steady
stream of visitors waited patiently for

autographs, and the two worked si-
multaneously between records to
edit a phone call. When there's a
break in the action, Mark and Zippy
will leave the studio to mingle with
the young fans and their moms.
They'll also do the occasional fly-
away.

“A lot of times we'll fly a red-eye,
get two hours’ sleep, go to an event
and then fly back out to L.A.," Zippy
comments. “We'll be exhausted, but
it's so worth it. All these kids want to
do is hug and meet you. It's like
meeting friends”

“And it's also a celebrity thing,’
Mark adds.“They're not old enough
yet to know we're just jocks”

Interestingly, the duo’s five-hour
afternoon show getled from the start,
because Radio Disney didn’t have
an Orlando affiliate for them to hear.
“We did what we thought kids’ radio
was supposed to sound like;” Mark
says.“Not being able to hear the sta-
tion kept us different from everyone
else”

Now that Mark and Zippy have
been doing Children’s radio for three
years, would either of them return to
Alternative, Hot AC or any other adult
format?“If we decide ever to go back
to regular radio, we wilt be so much
cleaner, tighter and better,” Zippy
comments. “This show is harder than
anything else we've done. The bot-
tom line for kids' radio is that it's ra-
dio. We're just two dorky guys doing
the same show we’d do for adults,
exceptit's geared toward kids”

“knowledge of what we think kids
like.”

Auditorium tests also aren’t used,
which is understandable when deal-
ing with listeners with short attention
spans. “We do have groups of 10 dis-
cuss some of the things they like,”
Jones says. “They can’t tell you bum,
but they can tell whether they like or
dislike a song.” The network is also
heavily dependent on website re-
quests and calls to the station’s toll-
free studio line. “We’re about to em-
bark on some Internet hook-listening
too.”

Of the 45 affiliates that air Radio

Disney, all but one — in Cumber-
land, MD — are located on the AM
band. Therefore, getting parents to
find Radio Disney for their kids —
and preventing them from changing
the station after a short period of
time — has been one of Jones’
principal missions since she first
became involved with Children’s
radio in 1991.

The first prototypes of what
would become Radio Disney were
far different from what airs today.
“Some of the initial versions featured

Continued on Page 30

"We keep our listeners in touch

to what the station is doing."

* Bryan Plumlee-Director of NTR- KMJ/KVSR/KMGV/KSKS/KOQO e

E-Mail Director from RDG - working hard everyday for over 100 other stations. Built for specific need

E-Mad DurecTor
FROM RDG
To find out more, contact MJI Interactlve (212) 896-5233 or EMD@MJI com
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This Is New Stuff

And It Kicks Ass!

Introducing TrueVariety 2000 - The New Generation of
Revolutionary Music Research from Critical Mass Media.

Boilerplate You Pick

CMM Brand “M” Company

Advanced Features You Get With Every Music Test: '

B> TrueVariety test results delivered fast - in as little as 2 days ~ YES No
e Music scores arrive quickly via the CMM InterNetwork YES No
e Results encrypted for security YES No

B> See your results in exclusive TrueVariety 2000 software YES No!
* Use Popularity, Potential and “Variety” scores to rank songs YES No
* Quickly design your own unlimited custom rankers YES No
e Sort test results any way you want in seconds YES No
e Point-Click-Done! Instantly categorize all your songs YES No

B> TrueVariety 2000 cluster analysis software to help you YES No!
« Interactively create your station’s unique TrueVariety sound  YES No
¢ Quickly define TrueVariety clusters using test results YES No
e Create unlimited number of TrueVariety clusters YES No
« “Real” cluster analysis not an Excel spreadsheet YES No

B TrueVariety 2000 software unlocks hidden results YES No!
e Fine tune power and secondary songs for TrueVariety fit YES No
e Find power songs matching your TrueVariety sound YES No
e Find secondary songs with TrueVariety power potential YES No
e Shows you which songs work together; which don’t YES No
e Test new “What If” music variety combinations YES No
¢ Create a new station sound before it goes on-air YES No

B> Personal one-to-one music testing — not by machine YES No!
e TrueCore Targeting™ is used to find your listeners to test YES No
e Your test respondents are a geographically balanced sample YES Ask
e Your listeners are Triple qualified for accuracy YES Ask
« You see who is taking your test — no need to guess YES No!

X>Up to 100 focused perceptual answers with your test YES Nol! .

BO TrueVariety 2000 software improves TV commercial buys YES No!
o [ stermines viewing habits for unlimited number of TV shows YES No
e [dentifies the TV shows your TrueCore™ watches YES No
e Improves reach and frequency efficiency of TV buys YES No

Upgrade to Eum'ng Edge Music Research - The New TrueVariety 2000!

CRITICAL MASS MEDIA

Revdlutionary Radio Research  Nest Marketing « Mental Weaponry
Call John Martin, Carolyn Gilbért, Abbe Harris, Tim Bronsil or Elizabeth Hamilton.
513.631.4CMM o 513.631.4FAX ¢ E-mail: Upgrade @CriticailMassMedia.com
Go To: www.CriticalMassMedia.com
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® LARK HADLEY is appointed SVP/
Engineering & Technology Svcs. for
Premiere Radio Networks. He was
most recently Dir/Engineering, Dallas
at AMFM Inc. Additionally, MIKE
HAGANS is named Engineering Mgr.
His most recent position was Market
Engineering Mgr. for Jacor.

oy o o e
SRR R e

© UNITED STATIONS RADIO NET-
WORKS offers Country Winners 99,
hosted by Chely Wright. The three-
hour retrospective airs Dec. 20-31 and
features country award-winners, as
well as the year’s breakthrough and
comeback artists. Contact Julie Har-
ris; (212) 869-1111.

£ Ao - %« % »
" Records
o PAUL PONTIUS |

istapped as SVP/ | &%
A&R for the Island § i
Def Jam Music |
Group. He was |}
most recently VP/ |
A&R at Immortal/
Epic. LEWIS |
LARGENT be-
comes VP/A&R.
He comes to

Pontius

IDJMG from MTV, where he wasVP/Pro-
gramming.

e JULTIE
BORCHARD is
promoted to SVP/
International at Co-
lumbia Records.
She rises fromVP/ §
International.

Borchard

. * CAROLYN

i WRIGHT joins
Arista Records as
VP/Sales. She was
most recently VP/
t" Sales for BMG
* Classics.

® STEPHEN
FINFER is named
GM of TVT Music,
the publishing divi-
sion of TVT Rec-
ords. He was most
recently Sr. Cre-
ative Dir. at Fa-
mous Music Pub- [&
lishing. .

Finfer

& i
r »»a‘rrw‘aiéj%“fmmamms ‘“% ?"’%@
V2 VP/Promotion Doug

Ingold, wife KROQ/L.A. and
Loveline Producer Ann Ingolid,
twins Danica Grace and
Nicolas Race, Nov. 16.
Samson RecordsVP/Promotion
Mike Klein, wife Heidi, son Griffin
Alexander, Nov.7.
¢ % ConpoteNces <7 *
WMLX-AM/St.Marys, OHND and
moming news anchorDoug Doench
(a.k.a. Doug Anthony), 57, Nov.21,
Sir Douglas Quintet founder
Doug Sahm, 58, Nov. 18.
Former WIL-FM/St. Louis Sales
Manager and past AWRT Chapter
President Sue Turner (a.k.a. Sue
Anderson), 69, Nov. 13.

© RANDY COHEN

is appointed SVP
for Edmonds Mu-
sic Publishing and
Edmonds Music
Management. He
comes to the com-
pany from Shank-
man, DiBlasio,
Melina.

LPFM

Continued from Page 1

Congress is taking a look at low-
power radio,” Oxley representative
Peggy Peterson told R&R this week.
“Some people up here are not happy
about LPFM.”

Although the proposed law awaits
referral to the House Telecommuni-
cations Subcommittee for further
discussion — which probably won’t
happen until after President Clinton’s
State of the Union address on Jan. 27
— it does serve as an alert to
Kennard that Congress is monitoring
his LPFM activities. “It’s free-
standing legislation,” Peterson
added. “We can't tell them, ‘Don’t
act,” but we wanted to let them know
that we are watching and that low-

power radio will likely be discussed
during the recess.”

The bill has bipartisan support from
Republicans Barbara Cubin of Wyo-
ming, Vito Fossella Jr. of New York,
Robert Ehrlich of Maryland, Hal
Rogers of Kentucky and Cliff Stearns
of Florida, as well as New Jersey
Democrat Frank Pallone. Although
Oxley said Kennard’s “desire to pro-
vide a public forum for community
groups is laudable,” he noted that “a
multitude of alternatives already ex-
ist.” In introducing his legislation,
Oxley said that low-power service is
“ill-advised and unnecessary” and that
the LPFM proposal “is inconsistent
with sound spectrum management.”

NAB President/CEO Eddie Fritts,
who has led an industrywide charge

against the LPFM proposal and has
spent hours trying to convince leg-
islators that LPFM would cause
great interference to established ra-
dio stations, welcomed the bill’s in-
troduction. “We strongly support and
applaud the bipartisan efforts of Rep-
resentatives Oxley, Pallone and oth-
ers to stop the FCC’s misguided ini-
tiative on low-power radio. The NAB
has provided unassailable evidence
documenting that millions of listen-
ers will be subjected to additional in-
terference on the radio dial should
the FCC proposal become reality.”

FCC spokesman David Fiske said
the commission would not comment
on the pending legislation.

— Jeffrey Yorke

NATIONAL 4
RADIO i
FORMATS

ABC RAD!0O NETWORKS
(972) 991-9200

Classic Rock

Chris Miller

No adds

Hot AC

Steve Nichols

BETH HART L.A. Song

FIONA APPLE Fast As You Can
Starstation

Peter Stewart

SANTANA {/ROB THOMAS Smooth
Touch

Ron Davis

PEABD BRYSON Somebody In Your Life
AMAN RASHIDI Unforgotten Chiid

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

Rock
BUCKCHERRY Dead Again
MEGADETH Breadline

Alternative
CAKE You Turn The Screws
OWSLEY I'm Alright

CHR/Hot AC
PUFF DADDY f/R. KELLY Satisfy You
98 DEGREES This Gift

Mainstream AC

MARC ANTHONY | Need To Know

FOO FIGHTERS Learn To Fly

TINA TURNER When The Heartache Is Over
ALANIS MORISSETTE That | Would Be Good
98 DEGREES This Gift )

Lite AC
98 DEGREES This Gift

NAC

BRIAN CULBERTSON {/LORI PETTY Get'n Over You
PETER WHITE San Diego

FOURPLAY Snowbound

EARL KLUGH f/ROBERTA FLACK Now And Again
STEVE COLE It's Gonna Be Alright

uc

ICE CUBE #/MACK 10 You Can Do It
SILK Let's Make Love

JUVENILE U Understand

BROADCAST PROGRAMMING
Walter Powers » (800) 426-9082
Delilah

Mike Bettelli

ANNE COCHRAN Light A Single Candie

98 DEGREES This Gift

Mainstream AC

Mike Bettelli

98 DEGREES This Gift

Soft AC

Mike Bettelli

98 DEGREES This Gift

CHR

Josh Hosler

PUFF DADDY 1/R. Kelly Satisfy You
Hot AC

Josh Hosler

VERTICAL HORIZON Everything You Want
Urban Contemporary
Josh Hosler

MINT CONDITION If You Love Me
GUY Dancin’

NAS Nastradamus

Alternative

Teresa Cook

NINE INCH NAILS Into The Void
RED HOT CHILI PEPPERS Otherside
PRIMUS Electric Uncle Sam

OLEANDER | Walk Alone
2 SRR

JONES RADIO NETWORK

Jon Holiday * (303) 784-8700
Rock Classics

Rich Bryan

No adds

Adult Hit Radio

JJ McKay

BARENAKEO LADIES Get In Line

BRITNEY SPEARS (You Drive Me) Crazy
R.E.M. The Great Beyond

Soft Hits

Rick Brady

wmmev uousrou | Leamed From The Best

RAI]IO ONE NETWORI(S

Tony Mauro * (970) 949-3339
Hot AC

Yvonne Day

FILTER Take A Picture

New Rock

Steve Leigh
KORN Falling Away From Me
METALLICA Hero Of The Day

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

Adult Reck & Rall

Jeff Gonzer

No adds

Soft AC

Andy Fuller

PHIL COLLINS Strangers Like Me

Bright AC

Jim Hays
SMASH MOUTH Then The Morning Comes

"We promote upcoming events or website

contests/information in an attempt to increase traffic
to the site and listener participation.”

e Laura Kittell-Operations Manager-WDRC Hartford ®

o
i .;f%
N—©

E-Mad DurectTor
FROM RDG O
To find out more, contact MJl Interactive:.(212) 896-5233 or EMD@MJl.com
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Research Director, Inct|
radio broadcastersmake c‘ e
ratings [or manag’cm( i,
promotion and siles. lll( v(ﬁ'lﬁ_.
and analyze ratings for l’,mgl.unn‘_l_ 4
They also help. ‘;(a'lion"ﬁ'ﬁi 1l
foot forward wlh sales 1
turn ratl_n l“!’i 1

410.974.8101 « fax 410.268.1915 » email: RDI@ea.nel

nradiohistorv.com

*Research Director, Inc. arms oir sales teams
with the best strategies and materials in the
industry. Their service has helpsad our sales
people be more effective at the point of sale.
This means increased billings.*

—John Fuliam, Sr. VP Regiona! Operations
Chancelior Media Coip.

*Our partnership with Research Director, Inc.
has proven extremely worthwhiis. Their exper-
tise and fast tum-around produeing thorough
station-speditic and overall market research
pieces has established our sales force as the
leading markel information rescurce n San
—dlie Kahn, VP, Director of Sales
Susquehanna Radio Corp. - San Francisco, CA

*Research Director, Inc. helps me make the
most aut of the ratings.*

—Bruce Demps, General Manager,
WOIAKIMSWHRK

Clear Channel Communications - Memphis, TN

*‘Working with the people at Research Director,
Inc. is like calling a team of surgeons together
10 help you with a medical problem, They're
always quick with an accuraia analysis and
confident in making recommandations. We
use them,*

—Mike MeVay, Presicent, McVay Media

Rhody &m!ey e Marc Greenspan « Julie Heath « Charlie Sislen
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oth Entertainment Weekly and

TV Guide profile Latin pop su-
perstar Enrique Iglesias. Aithough
Ricky Martin was the first Latin
hunk to cross over in 1999, Iglesias
won a Grammy for his self-titled de-
but in 1995 and recently fanded a
six-album, $40 million deal with Uni-
versal Music Group. “l can under-
stand why people think I’'m follow-
ing up on Ricky. But a record com-
pany won't give you a deat like the
one | got if they think you're noth-
ing more than a follow-up act” (En-
tertainment Weekly).

Son of famed crooner Julio
lglesias, Enrique denies rumors
that there are tensions between him
and his father. He does admit, how-
ever, that his father's music was not
a heavy influence during his teen-
age years: “If he had been Eddie
Van Halen, [his music] would have
affected me more” (TV Guide).

Quoth The Raven:
Neverland?

A $30 million feature film about
the last days of Edgar Allan Poe is
set to star Michael Jackson.
“They're the same age, their builds
are very similar, and there’s a simi-
lar mystique,” says producer Jim
Green. "Michael likes to explore the
dark side, and certainly Poe had a
lot of dark things in his nature” (En-
tertainment Weekly).

The 411 On 311

“It seems like a lot of artists are
expressing all of this angst and
pain, once they get into this shtick.
| mean, what if Trent Reznor went
into therapy and all of a sudden be-
came very happy. People wouldn't
want to hear any fucking happy
music from him! To me there’s con-
flict and tension in the songs that
make up our new album, but it's al-
ways been a full range of emotion”
— 311’s Nick Hexum explains the
broader spectrum of their new al-
bum, Soundsystem (Rolling Stone).

~ In Search Of Rock

“It sounds like three guys living
in a house together in Virginia, build-
ing a studio on their own, writing
songs about how Hollywood is full
of shit, and wondering whatever
happened to the reality-based rock-
and-roll scene” — Dave Grohl ex-
plains the Foo Fighters’ current
sound (Alternative Press).

TLC’s Unpretty
Situation

Entertainment Weekly continues
to cover the ongoing saga of ten-
sions within the TLC camp. *} just
want credit for my ideas, because |
am the creative force behind TLC
problematic bandmember Lisa
“Left Eye” Lopes explains. Lopes
has dared TLC'’s other two mem-

MANSON NAILED? —
heard from Trent's people — not
Trent [Reznor] personally — that
the song is not directed at me and
I should not be insulted. If it is in-
tended for me, I'm quite flattered
that someone would acknowledge
that | am a star, and that | do find
pleasure in fucking a star. | don't
take [the song] too seriously. Its
most redeeming quality is that it
was the only song | was able to re-
member after listening to the al-
bum”— Marilyn Manson responds
to rumors that the Nine Inch Nails
song “Starfuckers Inc.” is about
him (Alternative Press).

“I've

bers, Rozonda “Chilli” Thomas
and Tionne “T-Boz” Watkins, to
record The Challenge, a three-CD
set where each CD is a solo effort.
“| was thinking we could release
three singles at once and see
whose does the best,” says Lopes,
who adds that LaFace Records
should offer a $1.5 million prize to
the winner.

Crue-zin For A Bruisin’

“There was some really dysfunc-
tional shit with Vince [Neil]. He was
just fuckin’ wasted every night. One
of the last straws was when Vince
just full-blown sucker punched me in
the Vegas airport. So to avoid an-
other assault charge, | got my ass on
a plane rather than drilling him and
sending him to the fucking hospital”
— Aside from wanting a new musi-
cal direction, Methods Of Mayhem’s
Tommy Lee reveais another reason
for his departure from Motley Crue
(Alternative Press).

“Everyone wants to kick a guy’s
ass and land 'em in the hospital
once in a while” — R&B singer
Kelis explains the video for her de-
but single, “Caught out There,” in
which she beats up her man and
threatens to pull the plug in the
emergency room (Interview).

The Croshy Show

With Crosby, Stills, Nash &
Young touring together for the first
time in 25 years, rehabilitated singer
David Crosby will have a different
outlook this time around: “It will be
a slightly different approach in that
| will be awake. Then there’s the ‘I'm
not dead'’ thing. Both of these make
touring a possibility for me” (Rolling
Stone).

— Frank Correia

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

CYBERSPACE

3

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

*Don’t sit wondering how it’s
gonna be when Third Eye Blind
go online for a fan chat. Find out -
for yourself tonight (11/26) at 7pm |
ET/4pm PT (www.twec.com).

¢ Listen to an interview with
Foo Fighter and former Nirvana
drummer Dave Grohl on Monday
(11/29) at 8pm ET/5pm PT (lax- .
rollingstone.tunes.com).

* Save Ferris take questions
about their second album and
more on Tuesday (11/30) at 9pm
ET/6pm PT (react.com).

* Type your talk with country
artist Steve Wariner on Wednes-
day (12/1) at 9pm ET/6pm PT
(www.twec.com).

* On Thursday evening (12/2)
practice your German and open
your eyes with Guano Apes at
7pm ET/4pm PT (launch.com).

On The Web

* Enjoy a live cybercast of
the tndigo Girls on Sunday
(11/28) at 9pm ET/6pm PT
{(www.liveconcerts.com).

* Take in a performance from
Semisonic, recorded recently at
the Ulster Performing Arts Cen-
ter in Kingston, NY, Monday after-
noon (11/24) at 4pm ET/1pm PT
(www.radiowoodstock.com).

* Log on to a webcast and inter-
view with Marcy Playground on
Tuesday (11/30) at 8pm ET/5pm
PT (lax-rollingstone.tunes.com).

"MUSIC & MIOVIES

CURRENT

JAMES BOND: THE WORLD IS NOT ENOUGH (Radioactive/MCA)

Single: GARBAGE The World Is Not Enough

POKEMON: THE FIRST MOVIE (Atiantic)

Single: M2M Don’t Say You Love Me

Other Featured Artists: CHRISTINA AGUILERA, 98 DEGREES, BILLIE

DOGMA (Maverick)

Single: ALANIS MORISSETTE Still

ANYWHERE BUT HERE (Atlantic)

Single: SARAH MCLACHLAN Ice Cream
Other Featured Artists: K.D. LANG, LEANN RIMES, SINEAD LOHAN

MUSIC OF THE HEART (Epic)

Single:'N SYNC & GLORIA ESTEFAN Music Of My Heart
Other Featured Artists: JENNIFER LOPEZ, AALIYAH, MACY GRAY

AUSTIN POWERS: THE SPY WHO SHAGGED ME (Maverick)

Single: LENNY KRAVITZ American Woman
Other Featured Artists: BIG BLUE MISSILE, BURT BACHARACH

& ELVIS COSTELLO

COMING

END OF DAYS (Geffen)

Single: GUNS N’ ROSES Oh My God
Other Featured Artists: KORN, ROB ZOMBIE, CREED

RIDE WITH THE DEVIL (Atlantic)

Single: JEWEL What's Simple Is True

TUMBLEWEEDS (RCA)

Featured Artists: LYLE LOVETT, EMMYLOU HARRIS, LUCINDA

WILLIAMS
STUART LITTLE (Universal)

Featured Artists: TRISHAYEARWOOD, LOU BEGA, BRIAN

MCKNIGHT

Single: HOLE Be A Man

ANY GIVEN SUNDAY (Atiantic)

MAN ON THE MOON (Warner Bros.)

Single: R.E.M. The Great Beyond

‘Music & Movies” lists current and coming fitm 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 Frank Correla at (310) 788-1658; fcorreia @ rronline.com.
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MUSIC DATEBOOK
|

1969/ The Rolling Stones perform a
free concert for 300,000 at
California’s Altamont Speedway.
Four fans die at the disorganized
event, including a young African
American who is fatally stabbed
by Hell's Angels security guards.
Gimme Shelter, a film document-
ing the concert, premieres exactly
one year later.

1980/ At the Ritz in New York, U2 make
their U.S. debut.

Born: Peter Buck (R.E.M.) 1956,
the late Randy Rhoads (Ozzy
Osbourne) 1956

TUESDAY, DECEMBER 7

1967/ The Beatles’ London Apple Bou-
tique opens its doors to the pub-
lic.

1968/ The Animals disband.

1994/ Oasis’ Liam Gallagher angrily
walks offstage during a Glasgow
concert after losing his voice.
Neel Gallagher continues the
show himself despite fan disap-
proval.

Born: the late Harry Chapin 1942, Tom
Waits 1949

l
l

|
I
|

*

WEDNESDAY, DECEMBER 8 |

1980/ John Lennan, 40, is murdered
outside his Manhattan apartment
building by Mark David Chapman.

1982/ Country
Marty Robbins, 52, dies of heart
disease in Nashville.

1995/ Following Jerry Garcia’s August
death, The Grateful Dead decide
to disband.

Born: the late Sammy Davis Jr. 1925,
the late Jim Morrison 1943,

www.americanradiohistorv.com
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Gregg Allman 1947, Sinead

0’Connor 1966

THURSDAY, DECEMBER 9

1967/ Doors frontman Jim Morrison is
arrested onstage during a New
Haven concert.

1972/In London, a stage adaptation of
The Who's Tommy is performed
just once, featuring Rod Stewart,
Steve Winwood, Roger Daltrey
and Pete Townshend.

1992/ Rolling Stones bassist Bill Wy-
man announces he is retiring from
touring.

Born: Joan Armatrading 1950, Donny
Osmond 1957

Releases: Elton John's “Crocodile Rock”
1972

FRIDAY, DECEMBER 10

1967/0tis Redding, 26, and four
members of his band are killed
when their tour plane crashes
into a Wisconsin lake. Afso ...
Capitol Records signs The
Steve Miller Band for an un-
precedented $750,000.

1971/ Frank Zappa fractures his leg and
ankle during a concert when a fan
pulls him offstage and into an or-
chestra pit.

1976/ At London’s Gentral Art School,
Generation X perform for the first
time.

Born: J Mascis (Dinosaur Jr) 1965

singer/ songwriter | Refeases: The Bee Gees' “Stayin’ Alive’

1976

SATURDAY, DECEMBER 11

1964/ Sam Cooke is fatally beaten and
shot in Los Angeles.

| 1972/ In Waltham, MA, Genesis make their

American debut.

| Genesis “turn it on again”
for the States.

1976/ Kiss lead guitarist Ace Frehley is
jolted onstage when he touches
a live wire during a Florida con-
cert. After being carried offstage,
he returns minutes later to com-
plete the show.

1982/ In Brighton, England, The Jam

|' perform for the last time.

1991/ The film Hook, featuring cameos
by Phil Collins and David Crosby,
opens.

Born: Nikki Sixx (Motley Crue) 1958
Releases: Bob Seger's “Night Moves”
1976

1968/ The Rolling Stones film Rock &
Roll Circus in a London studio. The
taping features John Lennon, Eric
Clapton, Jethro Tull, Marianne
Faithfull and The Who.

| 1985/ After 17 days as a fugitive, David

| Crosby turns himself in to South

| Florida law enforcement.

1986/ At London’s Brixton Academy
| Theatre, The Smiths perform in

the U.K. for the last time.

Born: the late Frank Sinatra 1915,
| Dionne Warwick 1941, Grover
| Washington Jr. 1943, Paul

Rodgers 1949
—Mark Solovicos

SUNDAY, DECEMBER 12

o

o
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Why on earth would you
let one research it-

You need quality callout information to make the right

airplay and rotation decisions for your radio station. If
, .

you're relying on out-of -house callout for answers, you

might find yourself lulled into a false sense of security.

After all, how can anyone outside your market possibly
relate to your audience, or adhere to your screening and

recruiting parameters, week after week?

They can’t. That’s why your programming originates
locally, why you schedule your music in-house, and also,

why you should consider seizing control of your weekly

callout research, and deploying it in-house as well.

Nobody pays attention to detail or cares about the
success of your station as much as your own staff.
And ComQuest Callout makes it easy to produce
reliable, accurate callout music and perceptual results,
week after week. With the control and flexibility

you can only enjoy with in-house callout.

ComQuest is a turnkey hassle-free system we install at
your station. Thanks to Interactive Voice Response
technology, you'll realize efficiency gains that makg
ComQuest less costly than manual in-house callout,
and less than half as much as out-of-house callout.

Phone, fax or e-mail today for a free proposal.

Interactive In-house Callout Research
www.callout.com

619-659-3600
24-hour Demo: 619-659-3800

Seize control of your callout!

www.americanradiohistorv.com
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S1SQD Gotta Get It

ENRIQUE IGLESIAS The Rhythm Divine
BRANDY U Don't Know Me (Like U Used To)

BLAQUE Bring it All To Me
LIL’ WAYNE Tha Biock Is Hot

MARC ANTHONY | Need To Know

METHOOS OF MAYHEM Get Naked

METHOD MAN & REOMAN Da Rockwilder
OFFSPRING She's Got Issues

STONE TEMPLE PILOTS Down

POWERMAN 5000 Nobody's Real

SAVAGE GARDEN | Knew | Loved You

GUNS N’ ROSES Welcome To The Jungle (Live)
OONELL JONES U Know What's Up

MARY J. BLIGE Deep Inside
MDNTELL JORDAN Get It On ... Tonite

TORI AMOS 1,000 Oceans
WARREN G. | Want [t Al

SMASH MOUTH Then The Morning Comes

| MEDIUM

R.E.M. The Great Beyond

ERIC BENET Spend My Life With You

MARY J. BLIGE Deep inside

BUSH The Chemlcals Between Us

PAULA COLE | Believe In Love

CREED Higher

KEVON EDMONDS 24/7

GUNS N’ ROSES It's So Easy

GUNS N’ ROSES Welcome To The Jungle{Live)

RAGE AGAINST THE MACHINE Guerrilla Radio
JANICE ROBINSON Nothing | Would Change

B
:
R
=

4 Who Wantis To Be A Millionaire

(tie) Who Wants To Be A Millionaire

for showings in the Mountain
time zone. All listings subject to
change.

Tube Tops

Bennett, Natalie Cole and
Trisha Yearwood guest-star on

* Mary J. Blige, Late Show

Barbara Walters' 10 Most Fas-

* Foo Fighters, David Letter-
man.

Wednesday, 12/1
*B.B. King and Dr. John

* Beck, Conan O’Brien.

SOLE456
PHARADAHE MONCH Simon Says

DEBORAH COX We Can't Be Friends

The CONCERT PULSE is courtesy of Polistar, a

P

ublication of Promoters’ On-Line Listings, (800)

MUSIC TELEVISION® MUSIC FIRST
T o ARt 50.8 million households TOP TEN SHOWS | Garth Brooks & The Magic of . BOX OFFICE TOTALS
: Ll Nov. 15-21 Christmas (Wednesday, 12/1, NOV. 19-21

|PLAYS | |[INSIDE TRACKS | | epm) $ Weokend

: Total Audience Distributor ($ To Date)
—— — RN B (95.9 million households) : 1 TheWorld Is Not

KORN Falling Away From Me 23 BETH HART LA Song { ‘ Friday, 11/26

BLINK-182 All The Small Things 22 MACY GRAY | Do Enough $35.51

.II)UVENILE Back That Azz Up 2 TRAIN Mest Virginia 1 ER * The LFO Concert Special MGM/UA* ($35.51)

wTLE:; :/Ts’:«\?vﬁrzzncc Stifl DRE. 128 ! XL J 2 Who Wants To Be A Millionaire Featuring Another Level pre- 2 Sleepy Hollow $30.06

RAGE AGAINST THE MACHINE Guerrilla Radio 18 T (Monday) | mieres on the Fox Family Paramount* ($30.086)

SANTANA{/R. THOMAS Smooth 18 : illionai smon: :

EVEYRUFF RYDERS Gota an 18 LENNY KRAVITZ American Woman g WZ" Wants To Be A Millionaire |  Channel (9am). 3 Pokémon:The First

JENNIFER LOPEZ Waiting For Tonight 16 SANTANA /ROB THOMAS Smooth (Thursday) — * Carlos Santana and Jose Movie $12.50

:g;anéanEnsmL.KEL#vgsnsnyou 13 SMASH MOUTH All Star 4 Who Wants To Be A Millionaire . Feliciano perform when CBS WB ($67.37)

IGHTERS Leam To i z -

i T el Y £ JENNIFER LOPEZ Waiting For Tonight (Jt,;esday) o prfesents Ricky Martin: One 4 TheBone Collector  $6.53

GARBAGE The World Is Not Enough 13 [NE w I 5 Who Wants To Be A Millionaire Night Only (8pm). Universal ($45.12)

HrcleszT é Gether Now :g Srrre— (Sunday) * Melissa Etheridge, The To- 5 Dogma $4.08

BACKSTREET BOYS Larger Than Life 12 CELINE DION That's The Way ItIs § ilegae . night Show With Jay Leno Lion's Gate ($15.73)

KELIS Caught Out There 12 MACY GRAY | Try 7 Who Wants To Be A Millionaire (NBC, check locat listings for 6 AnywhereButHere  $3.24

BEASTIE BOYS Alive 12 RICKY MARTIN Shake Your Bon-Bon {Wednesday) time). Fox ($10.14)

ROBBIE WILLIAMSAngeIS 12 WILL SMITH Will 2K 9 Movie (Sunday) ! ] i i . X

FILTER Take A Picture 12 R | * Sting, Late Night With 7 Thelnsider $2.82

sM&l;:éH)(C:RﬁYﬂHeanbreaker 1} | LARGE ! 10 (NFL N’,P'am Ni 4 htl < r;;i) Conan O'Brien (NBC, check lo- Buena Vista ($18.31)

R iKes L ik Batkpack J MARIAH CAREY 11J0E Thank God | Found You ot onga:/ ! Itg Foatta | callistings for time). 8 The Bachelor $2.43

DESTINY'S CHILD Bug-A-Boo 10 COUNTING CROWS Hanginaround (TySivieRRtiias) | New Line ($17.85)

SMASH MDUTH Then The Moming Comes 10 MELISSA ETHERIDGE Angels Would Fail Adults 25-54 g d

FIONA APPLE Fast As You Can 10 FOO FIGHTERS Leam To Fly Sunday, 11/28 9 The Messenger: $2.27

BECK Sxdans 10 WHITNEY HOUSTON My Love Is Your Love 1 ER ] Joan Of Arc

e i 4 BRIAN MCKNIGHT Back At One 2 Friends ‘ * Legends: George Clinton Sony (810.53)

SUGAR RAY Fats Apr PUFF DADDY Best Friend 3 Who Wants To Be A Millionaire |  debuts on VH1 (10pm). 10 Being John Malkovich $1-86

BRIAN MCKNIGHT Back At One SAVAGE GARDEN | Knew | Loved You (Monday) usa ($8.76)

BUSH The Chemicals Between Us STING Brand New Day Mond ay, 11 /29 ) -
WHITNEY HOUSTON My Love s Your Love TLC Unpretty (Tuesday) g Al figures In millions
LIMP BIZKIT Re-Arranged TRAIN Meet Virginia 5 Frasier * 98 Degrees, Jay Leno. First week in release

Source: ACNielsen EDI

Creed's “Wrong Way” Powerman
5000's “Nobody’s Real,” Sonic

“Slow” and the Girl on a Motor-
cycle mix of Rob Zombie’s
“Superbeast”

RCA Victor is releasing the
ST to Tumbleweeds, which also
opens this week. The CD show-
cases Lyle Lovett's “Private

iams, Blue Mountain, Robert
Bradley's Blackwater Surprise

the film's Atlantic soundtrack.
— Julie Gidlow

RED HOT CHILI PEPPERS Around The World (Thursday) | With David Letterman (CBS, S
STAIRD Mudshovel m:ﬁ :’;p:g ;‘:S: ;"\:ﬂ%'::ow 7 Friends check focal listings for time). COMING ATTRACTIONS:
MENOYMOORE Gy o 8 Who Wants To Be A Millionaire | « Paula Cole, Late Late Show This week's openers include £nd
RICKY MARTIN Shake Your Bon-Bon CHRIS GAINES Right Now . e of Days, starring Arnold
MARILYN MANSON Astonishing Panorama Of... EURYTHMICS 17 Again (Sunday) | With Craig Kitborn (CBS, check Sch ' The film’
LFO Girl On TV FATBOY SLIM The Rockafeller Skank 9 Who Wants To Be A Millionaire | local listings for time). chwarzenegger. The film’s
LOU BEGA Mambo No. 5 FILTER Take A Picture (Wednesday) l Geffen soundtrack sports Guns
JESSICA SIMPSDN | Wanna Love You Forever BETH HART LA Song > N’ Roses’ “Oh My God?” Korn's
MISSY ELLIOTT Hot Boyz =0 ) 10 The X-Files | “ 4 Y o [
CELINE DION That's The Way it Is JEWEL What's Simple Is True T , Tuesday, 11/30 Camel Song," Everlast's “So

3 KID ROCK Cowbo Source: Nielsen Media Research i o ., B ”
JEWEL What's Simple Is True ROCK Cowboy , . ) , Long,” Limp Bizkit's “Crushed;
NAS Nastradamus SARAH MCLACHLAN lce Cream * Ricky Martin and Viacom’s Eminem’s “Bad Influence,’
METALLICA Hero Of The Day RED HOT CHILI PEPPERS Around The World COMING NEXT WEEK Sumner Redstone are among i

ROBBIE WILLIAMS Angel : Ul :
ALANIS MORISSETTE That I Would Be Good = All show times are ET/PT un- cinating People of 1999 (ABC, Youth's “Sugar Kane," Prodigy’s
FATBOY SLIM The Rockafeller Skank { CUSTOM ] less otherwise noted; subtract 10pm). “Boison” Stroke’s | Wish | Had”
MOS DEF Miss Fat Booty . s s
OL* DIRTY BASTARO Got Your Money BEASTIE BOYS Alive one hour for CT. Check listings * Kenny G, Jay Leno. Professional Murder Music’s

NBC presents back-to-back

SEVENOUST Denial ENRIQUE IGLESIAS Rhythm Divine hour-| ' g ials thi o Glen Campbe'll Conversation,” Emmylou Harris’
MOBB DEEP Quiet Storm DONELL JONES U Know What's Up OUrSNGEMUSICASAECIASRNIS sits in with the band on David . ’ 5
JARULE How Many Wanna GERALD LEVERT Nothin’ To Somethin’ week: First, Enrique iglesias, Letterman. ‘ One of These Days,” Johnny i
L sa U Laie e LIMP BRZKIT Re-Arranged "N Sync and Britney Spears . Cash’s “Sea 0'; Heartbreak,” ©

i i 1 wens’ “ Heart Skips
N mpeuscooren || SR WAII L ctebantr| | pororm on Cnristmas | o e D
IMX Stay The Night ets NoL<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>