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Pink Is Red Hot 3G
LaFace/Arista recording artist Pink commands.the

week on R&R's
Callout America,

~a

MOST ARLS

reaching No. 4

on Page 134,

immediately after
the CHR Survival

Guide.

b Y1

highest debut this

overall with “Most
Girls.” All the facts
and figures appear
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MTV VMA Winners
- Best Direction For A Video!
- Video Vanguard Award!

WFLZ
KXXM
WLNK
KZON

The 3rd single from this album
to go #1 at Alternative Radio!
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Music To Our Ears!

We hope you have the entire weekend to read this
week's R&R — it's the biggest issue in our 27-year
history! It's all because of our

annual CHR special, which

includes an exclusive

conversation between

CHR Editor Tony 3

Novia and Madonna °~

that begins on the next

page. Find the

entire CHR Survival

Guide on-Page 5%
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GOING FOR ADDS
ON SEPTEMBER 18

L Jessica Riddle
 1 \ SLAMPV\,O%

"We know, there’s a ton of music out there. But
\ ‘Symphony’ is the perfect balance to all the male-
dominated records out there right now. Jessica

Riddie is on the verge of being a star.”
~Kozman and Jim Lawson, KALC

“1 hear ‘Symphony'... and it's the sound of a -
~8cott wzrL

“‘Symphony” uses a classic hook with a 2000 feel.
That means it will do well with both teens and their
Moms!”

~Mike Morgan, WFLY

“We played 'Symphony’ on our nightly new music
face off; it won five nights in a row and drew
immediate phones. This has the makings of a hit for
Jessica.”

~Jonny Quest, WCIL

“Jessica Riddie is an artist we have been watching
for a long time —- and with ‘Symphony’, we fee! her
time has come! Jessica has the charisma, talent,
and voice of a starl”

=Tim Bakiwin, WOMX

"This s not only her best song yet, it is one of the
best songs | have heard from any artist, in the last
few months!”

=Tony Waltekus, WHTS-FM

"With her great voice and instant recognition of the
song. This record is poised to do very well.”
~David Bums, MO WOOX

“*Symphony’ is the song that is gonna make
everyons pay attention to Jessical”
—Harry Legg, WIGE

“Jessica is our secret weapon. She transcends all
demos. This is the single that will break her wide
open. 'Even Angels Fall’, her first single, continues
10 be a top five tester across the board.”

-Ange Canesss, WGTZ

“Jessica Riddis's ‘Even Angels Fall' was a big hit for
us here in Tampa. She is a great young talent and a
hottie! Every time | think of her... | hear a
‘Symphony'... fun song, with a voice that has already
been a hit with our upper demo females.”

~8colt Chase, WSSR, Star 93.7

ON TOUR THIS OC
AND NOVEMBER

Jessica Riddle and GivenchyOblique
team up as Fast-Forward Future Stars.
Jessica Riddle and “Symphony” are featured

jessicariddle.
i driagie.com in Givenchy Oblique’s multi million dollar TV

produced by Kim Bullard. additional production by Julian Raymend and Rob Cavallo. . ;
additional production and mix by Rob Chiarelli for Final Mix, Inc. and print campaign

Brenner Management Group . & ;
' - as seen on LM s TRL

accosss @2000Hollywood Records, lnc.
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management ¢ marketing ¢ sales

Yo heip commemorate this week's special -

CHR Swvival Guide, Sales & Marketing
Editor Pam Baker sat down with radio
legend Rick Dees to pick his brain about
the Intemet, Napster and his relationship
with the KIIS-FM sales department. This
week's MMS section aiso has an interview
with another pop legend: columnist Dick
Kazan relates his recent conversation
with Diek Clark (who had some sage
advice about making yourself valuable at
your radio station). The section also
contains the last in our series of articles
on cluster management and our weekly
GM Spotlight, which this week features
KINK/Portland's Stan Mak.

Pages 10-16

SEE YOU AT THE NAB!

About 25 members of the R&R staff
will be in San Francisco next week
for the annual Radio Show. We hope
you'll stop by our booth (#638) on
the exhibit fioor, where you can pick
up a complimentary copy of the R&R
TODAY daily fax or log on to the R&R
ONLINE website. We'll also be giving
online demonstrations of our
fabulous new program, Music
Meeting. See you next week!

* Jim Trapp becomes Dir/Programming
for Clear Channel/Houston

¢ Jim Kennedy named WALR/Atlanta PD

o WGST-FM/Atlanta flips
from Talk to Rock AC
Page 3

'-’nfsﬁi?s’i:mm Jum;)};t:Jumpin‘ (CalumB:a)
CHR/RKYTHMIC
* NELLY (foumry Grammar (Fo' Reel/Universal)

URBAN
* MYSTIKAL Shake Ya Ass (Jive)

» TONY BRAXTON Jusst Be A Man About it (LaFace/Arista)
+ J0 DEE MESSINA That's The Way (Curd)

AC

» MARC ANTHONY You Sang To Me (Columbia)

HOT AC

» MATCHBOX TWENTY Bent (Lava/Attantic)

HAC/SMOOTH JAZZ
+ JEFF GOLUS UPETER WHITE No Two Ways .. (GRPAVMG)

306K

+ 8 DOORS DOWN Loser (Republic/Universal)
ACTIVE ROCK

+ PAPA ROACH Last Resort (DreamWorks)

\LTERNATIVE
' PAPA ROACH Last Resont (DreamWorks)

\DULT ALTERNATIVE
' BARENAXED LADIES Pinch Me (Reprise)
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Senate Gets New LPFM Bill

bling to tie up matters before the
second session on the 106th Con-
gress ends sometime in mid-Octo-
ber now have legislation befare
them that could effectively permit
the FCC to launch low-power FM
service while limiting the possi-
bilities for it to create interference
with established radio service.

Tony Novia
R&R CHR EDITOR
tnovia@ rronline.com

It seems appropriate that
Madonna would release a
CD called Music. For more
than 20 years she has been at
the forefront of different
genres of music. taking cach
style and putting her inimi-
table stamp on it, music-wise
and image-wise. Her last ef-
fort. 1998's Ray of Light,
went quadruple-platinum in
the U.S. alone. and it's likely
that Music is destined for a
similar journey.

Madonna is the first to
point out that her greatest
productions are her 3-year-
old daughter, Lourdes. and
recently born son. Rocco
Ritchie. but she's excited
about Music and the possibil-
ity of touring again. The
songs on the newly relcased
CD — which was co-pro-
duced by French dance sen-
sation Mirwais, William Or-

B On her eighth studio effort, the superstar
lets loose with songs of joy and celebration

Madonna Makes Great ‘Music’

bit, Mark “Spike™ Stend and
Guy Sigsworth — are reflec-
tive of her current state of
mind. There is an undeniable
exuberance that begins on the
first single, “Music,” and con-
tinues throughout the album.

We talked with Madonna
a couple of weeks before the
birth of her son, and she
was in good spirits about
both upcoming productions.

See Page 56

an]

State Of The Radio Industry:

i o

Owners Down 24% Post-Telecom

The just-released BIA Finan-
cial Network “State of the Radio
Industry 2000” study shows
thatthe number of station owners
dropped from 5,222 in 1995 to
3,989 at the end of 1999. That
translates into a 24% drop since
the Telecom Act of 1996 was
passed. Over the last five years
the FCC recorded 9,111 station
transactions out of 10,796 com-
mercial signals in the U.S. Some
stations even changed hands
twice in one month — a far cry
from the days when owners

were prohibited from *traffick- -

ing” in broadcast licenses.

The study also concludes that
consolidation is the driving
growth force in today's radio in-
dustry: In the top 10 markets, an
average of just 5.6 parent com-
panies accounted for almost
92% of the total radio dollars per

market. At the beginning of 2000
20 of the 50 largest radio firms
are publicly traded. Radio sta-
tions owned by publicly traded
firms accounted for 90% or more
of the local listening in 11 mar-
kets.

- Before deregulation most mar-
kets with multiple stations under
the same owner featured duo-
polies,where a company held an
AM and an FM in a single mar-
ket. Now, 56% of the stations in
rated markets are part of a “‘su-
per duopoly,” where a company
owns more than one station on
the AM or FM band. But there
is a gap even in the duopoly
groupings. Clear Channel and
Infinity have the biggest clusters.
Infinity generally has the higher-
billing stations in larger markets,

BiA/Ses Page 40

CHR
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What's Inside....

Here are some highlights from
this year's jampacked, 83-page
CHR special:

¢ KHKS/Dallas’ Kidd Kraddick:
Putting people first

« Success and passion drive Cox
President Bob Neil

* WSJs Walter Mossberg’ The
Internet gets personal

* CCU SVP/Prog. Tom Poleman:
Be true to your brand

= Determination, talent and pa-
tience keep WQHT/New York PD
Tracy Cloherty on top

* KPWR/Los Angeles Mktg. Dir.
Diana Obermeyer challenges
stations to embrace change

* KFMB/San Diego VP/GM Tracy
Johnson: How to keep the fun
in your work and go after listener
loyalty

It all starts on Page 51!

.10 Grams offers companion to bill passed in House

On Sept. 7 Sen. Rod Grams
introduced the “Radio Broad-
casting Preservation Act of
2000,” a companion piece to the
1999 LPFM act passed by the
House in April that permits the
FCC’s low-power plan to pro-
ceed but requires third-adjacent
channel protection. Grams® staff
expected the bill to pick up
steam this week and next and

LPFM/See Page 8

AFTRA, Metro Talks
Show Little Progress

By WALT STARLING
R&R WASHINGTON BUREAU
wstarling @ rronline.com

Los Angeles AFTRA and
Westwood One contract nego-
tiators are engaged in talks that
are viewed as a bellwether for
seven major-market units of
Metro Networks' traffic and
news on-air performers. But
AFTRA ncgotiators have termed
the company offer “very nega-
tive.”

The L.A. local of AFTRA has
been in negotiations since the 68
Mectro cmployees voted to
unionize on April 11. After the
April election Westwood One
consolidated the scparate news
and traffic operations of Metro
Networks and Shadow Broad-
cast Services in Los Angeles.
Shadow employees were already
organized. and they continue to
work under the jurisdiction of the
AFTRA contract already in
place.

AFTRA L.A. Local Director
of Broadeast Organizing Leslie
Simon told R&R she expected
the Westwood One ofter to be

AFTRA/See Page 8

By AL PreRsON
R&R NEWS/TALK EDITOR
alpeterson@rronline.com

Longtime WOR-AM/New
York morning host
John R. Gambling
learned last Friday
(9/8) that the Buck-
ley Broadcasting sta-
tion would not be re-
newing his contract &
when it runs out in
December. Although
station management
gave Gambling the
option 1o stay on the
air through the end
of the year, the vet-
eran talk host told listeners’of
Monday'’s show that it would
be his last.

*1 just could not see my-
self, day after day. dying a

The Rambling Stops On WOR

B Gambling-family program ends after 75 years

slow, pathetic death.” said
Gambling.

The surprising announce-
ment, and Gambling’s abrupt
departure. brings to
an end an amazing
75-year run for a
show that began back
in 1925 with Gam-
bling’s grandfather,
John B. Gambling.
He was eventually
succeeded by his son,
John A. Gambling,
who continued as
solo host of the show
until the mid-1980s,
when John R. joined
the family business as co-host
of Rambling With Gambling.
Following his dad’s retire-
ment, John R. went solo in

GAMBLING/Sse Page 40

All the latest Summer Phase 1 Arbitrons: www.rronline.com
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THE COLDEN B0OY
Young, Handsome, Olympic Gold Medalist,
WBC Champion, Father, Philanthropist,
Role Model and now...

ey 18§ 8 ) P ProfessvonalRecordmgAmst.

e 3&-.-'.{‘23 vy

the first single and video
from the self-titled album

Produced hy award-winning Rudy Perez

02000 EMI 1y
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Kennedy Now PD
At WALR/Atianta

Jim Kennedy, most recently OM
of Dickey Brothers Broadcasting’s
WNPL, WQQK & WRQQ/Nash-
ville and interim PD of WALR
(Kiss 104,7)/Atlanta, has been
given official PD duties for WALR.
The intellectual property of WALR
was recently purchased by Cox Ra-
dio and relocated to the 104.1 MHz
signal, which was previously home
0 NAC/Smooth Jazz WIZF.

Kennedy told R&R, “One of the
rice things about this is that it isn’t
zally a new position for me. The
nterim part is gonc, but I'm still the
Program Director for WALR. The

KENNEDY/See Page 40

(8BS Radio News |
Lifts Lioyd To GM

Eighteen-year CBS News vetcran
Constance Lloyd has been named
: GM for CBS Rs-
dio News. She
replaces Michael
Freedman, who
exited the post
last month to be-
come VP/Com-
munications at
] George Washing-
4 ton University.

Lloyd, whose
most recent posi-
tion was Direc-
or/Programming at the network,
regan her career with CBS in 1982
s an editor and producer. During
ier nearly two decades with CBS
ladio News she rose to become
Aanager/News Operations (1994-
17) and Director/Operations & Af-
iliate Relations (1997-2000). Her

LLOYD/See Page 40

tussell Rejoins
(YW As News Dir.

KYW/Philadelphia has named
Yacey Russell News Director for
the  Infinity-
owned all-News
station. Russell’s
takes over for
Mark Helms,
who left the

station on dis-
ability in July.
In her new role
Russell — a na-
tive of the City of |
Brotherly Love
— will oversee
YW's news operation and report |
+ PD Steve Butler.

Most recently VP of the Philadel- |
1ia-based Toplin Public Relations

RUSSELL/See Page 40
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Tina Turner and Ozzy Osbourne are the latest in a growing number of
artists who have become involved in LIFEbeat, the Music Industry
Fights AIDS Tour Outreach Program. Both artists contributed tour in-
come (o LIFEbeat and allowed LIFEbeat representatives to

their tours to do outreach at each venue. Pictured (I-r) are LIFEbeat
tour rep Rochelle Houge, Turner and LIFEbeat Exec. Dir. Tim Rosta
and Development Dir. Barri Cillie.

WGST-FM Flips To ‘Mix 105.7’

Clear Channel/Atlanta dissolved
its News/Talk simuicast Sept. 8 by
flipping WGST-FM to “Mix
105.7 — The Greatest Hits of the
*70s, "80s, '90s & Today.” The
station, which debuted without air
personalitics and is currently
playing 10,000 songs commer-
cial-free, is expected to soon pick
up WMXYV as its new call letters.
WGST-AM remains News/Talk.

Mix 105.7 will reportedly target
adults 25-54, concentrating on 35-
44s. “Our blend will be rock AC/
classic hits with a "90s profile,”
commented OM Tim Dukes, who
helped oversee the launch. “Core
artists include The Eagles, Fleet-
wood Mac, Journey, John
Mellencamp, Tom Petty, Sant-

ana, Steely Dan, Sting and Super-
tramp. Our *90s presence will
come from acts like Collective
Soul, Goo Goo Dolls, matchbox
twenty, Sarah McLachlan and Sis-
ter Hazel.”

Clear Channel VP/Programming
Gene Romano added, “Mix 105.7
will please disenfranchised listen-
ers who've used [AC] WSB-FM,
[CHR/Pop) WSTR and [Classic
Hits) WZGC. People have settled
for those stations because they
had no other choice — until now.”

Among persons 12+ in the
spring Arbitron, WGST-FM (2.0)
and WGST-AM (1.6) ranked 17th
and 18th, respectively. News/Talk
WSB-AM (9.5) was this spring’s
12+ leader.

Campbell To Manage Susquehanna/K.C.
I Catiia now KCMO-AM PD; Daniels programs KCFX

Susquchanna Radio Cor-
poration, which recently
purchased three Kansas
City radio stations along
with the radio rights to the
NFL's Kansas City Chicfs
from Entercom, has an-
nounced the company’s
ncw management and pro- ¥
gramming tcam for the [§
market cluster, which in-
cludes Talk KCMO-AM,
Oldiecs KCMO-FM and
Classic Rock KCFX-FM.

Kansas City radio veteran Mike
Campbell has been named Market
Manager for the group. Campbell,
who was most recently VP/Client
Services for local brand marketing
firm C3, previously spent 15 years
at crosstown KYYS, where he held
positions as Sales Manager and Di-
rector/Sales and ultimately rose to

VP/GM. Along with over-
seeing all of Susquchanna’s
new operations in Kansas
City, Campbell will serve
as GM for KCMO-AM &
M

KCMO-AM is Jeff Catlin,
who becomes PD. Catlin
moves to the market from
Susquehanna’s highly suc-
cessful Sports/Talk KTCT-
AM (The Ticket)/Dallas,
where he was Asst. PD. Christo-
pher Hoffman remains KCMO-
FM’s PD.

Another new PD is Don Daniels,
who will program KCFX. Daniels.
who- previously worked for
Susquehanna as PD of KSAN-FM/
San Francisco, is making a retum

SUSQUEHANNA/See Page 40

Joining Campbell at |
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Ausfeld Rises To Regent Regional VP

Robert Ausfeld has been clevated to Regional VP for Regent Com-
munications’ 15 stations in Albany, Utica-Rome and Watertown, all in
New York state. Ausfeld was most recently VP/GM for the company’s
Albany cluster, which consists of WGNA-AM & FM, WABT, WQBJ,
WQBK & WTMM.

“Regent is very fortunate to be able to promotc from within and give
Bob additional responsibilities,” said Regent President/COO Bill Stakelin.
“Bob is an outstanding radio broadcaster with years of success in New
York radio.”

In related news, former WMRQ/Hantford PD Dave Hill was named PD
at Active Rock WQBJ & WQBK/Albany, which Regent recently acquired
from Clear Channel. He replaced Susan Groves, who stays with Clear
Channel as PD of crosstown WHRL & WKKE

CCUMouston Taps Trapp As Dir./Prog.

still owned by Nationwide

Communications. Trapp re-
of

Jim Trapp has been
upped to Director/Pro-
gramming for Clear Chan-
nel Communications’ five-
station FM cluster in
Houston. In his new role
Trapp will oversee Hot AC
KHMX, Classic Rock
KKRW, Rock KLOL, AC
KODA and Alternative
KTBZ.

Trapp most recently
served as PD of KHMX
and KTBZ. He joined KTBZ in
June 1997, when the station was

mained with the station
through its sales to Jacor
and then to Clear Channel.
: He added programming du-
B! ties for KHMX last year.

Before joining KTBZ,
Trapp served as PD of then-
Adult Alternative KZZ0O/
Sacramento. He's known
for having launched
KZON/Phocnix as an
adult-leaning Altemmative and has
also programmed KZEL/Eugenc-
Springfield, OR.
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CGU, Viacom Poised For New Media Success

O ‘Soft landing’ predicted for Viacom ad growth

By Juarey YorKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

Clear Channel and Viacom were among eight media com-
panies selected by a board of 19 Credit Suisse First Boston ana-
lysts who examined 100 media companies from around the world
to determine which are well-positioned to win in the new media
landscape. While Clear Channel and Viacom made the final cut,
only News Corp. and Time Warner met all seven of the broker’s
criteria: management quality, new revenue streams, scale and scope,
global footprint, brands, bundling and vertical integration.

“The inexorable march of tech- media industry,” CSFB said.
nology is creating unprecedented The brokers noted, *“We believe that
opportunities and risks within the News Corp. management, led by

Clear Channel Buys Out Radioworks

adioworks’ Cy Chesterman agreed last week 10 sell his Sioux City, IA

collection of radio stations o Clear Channel for an undisciosed amount.
Clear Channel spokesman Randy Paimer confirmed that t was a cash
deal and that no CCU shares were invoived. Clear Channel will mark its
first foray into the Sioux City markst with the acquisiion of Country KMNS,
Adult Standards KWSL, CHR/Pop KGLI, Rock KSEZ & AC KSFT-FM.This
Radioworks should not be confused with the Concord, NH-based

" RadioWorks that was bought by Vox Media last year.

Rupert Murdoch. has been instrumen-
tal in pioncering many of the media-
industry initiatives that have become
accepted wisdom and are cmulated by
other major media conglomerates.”

Other companies on CSFB's list
were Em.TV & Merchandising AG,
Publishing and Broadcasting Lid..
Rogers Communications Inc. and
Grupo Televisa SA.

Clear Channel Sells $1.5
Bitlion In Bonds

Clear Channel last week received
more than $2 billion in bids in what
amounted to the largest U.S. corpo-
rate bond sale of the week. The com-
pany has watched its stock slide about
25%. from $83.06 on Aug. 11 —
about two weeks before it completed
its merger with AMFM — to close
at $62.31 on Tuesday. The new three-
year notes totaling $750 million will
yield 7.265% (1.2 points above simi-
lar U.S. Treasury notes), and 10-year
notes totaling another $750 million
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Kennard Wants Consolidation

-~
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Ithough FCC Chairman Bill Kennard gives Clear-Channel's Lowry

Mays credit for keeping his promise to include minority buyers in the
spinoffs from the AMFM merger, Kennard is stitt concerned that continu-
ing concentration in the radio marketplace will increase market-entry bar-
riers for smail, minority and female owners. Kennard has asked his fellow
commissioners to consider the creation of a framework for reviewing com-
petition, and he urged the commissioners to act quickly, “so that the com-
mission can bring more certainty, predictability and timeliness to its re-
view of radio transactions”

Radio Not Immediate Target Of Campaign Reform

enate Commerce Committee Chairman John McCain, along with the

Alliance for Better Campaigns, will launch a new grass-roots reform
effort to force TV stations to provide free political airtime. At a campaign
kickoff planned for Thursday near the U.S. Capitol, the Alliance was ex-
pected to identify TV stations that it believes have “profited the most from
political ads and are doing the least to inform the public in campaign 2000.”
While the Altiance has pledged to bring radio into the fray, a spokeswoman
for the group told R&R that no efforts to target radio will be made during this
presidential election.

Sirius-3 Launch Delayed Until November

irius Satetiite Radio spokeswoman Mindy Kramer told R&R that a

logjam of scheduled flights at the Proton rocket launch pad at
Kazakhstan's Baikonur Cosmodrome has forced the satellite broadcaster
to delay the planned October liftoff of its third satetlite, Sirius-3, until some-
time in November. But she added that Sirius has good news: its ground
control established communications with Sirius-2 within hours of its Sept. 5
launch, and by noon that day the satellite’s solar panets had been deployed
and orbital testing began without incident. Kramer said actual broadcasting
tests will begin immediately after the completion of orbiting tests, which will
take about 45 days. Broadcast service is expected to begin in earty 2001.

Radlo One Declares Dividend On Convertible
Preferred Stock

oiders of Radio One’s 6.5% convertible preferred securities, which

were first offered to investors in July, will be paid dividends Oct. 16.
Dividends will be paid to shareholders of record as of Friday, Sept. 15.
Sept. 15 is also the date of the company's first public shareholdérs meet-
ing, to be held in Washington, DC. The group held a special shareholder’s
meeting in April.

Moody’s Rates XM Senlor Secured Notes, Confirms
Jefferson-Pliot Ratings

oody's Investors Service this week assigned a Caa1 rating to XM

Satellite Radio’s $325 million of 14% senior secured discount notes
due 2010 and a caa rating to its $100 million of convertible preferred stock.
The senlor implied rating is Caa1, and the senior unsecured issuer ratingis
Caa2. The outlook is stable. Moody's ratings reflect that the sateliite broad-
caster is in the development stage and that it faces significant business,
technical, liquidity and reguiatory risks. But Moody’s also noted that the
company'’s ability to raise capital supports the expectation that it will be
able to fund its working cagpital nedds until it can generate cash fiow.

Last week Moody's confirmed debt ratings for Jefferson-Pilot Corp.,
the parent company of group owner Jefferson-Pilot Communications.
Jetferson-Pilot Corp.s A1 senior unsecured debt and A2 junior subordinate
debt were confirmed, along with the a1 preferred stock ratings on Jefferson-
Pilot Capital Trusts A and B. The outlook for the ratings is stable.

XM To Sell Stock, Cox Radlo Parent
Sells $500 Miliion In 10-Year Notes

M Sateliite Radio announced that it will offer 2.99 million class A shares
at $47.94 per share. The 12-month low for XM class A is $11.62; the
high is $47.37. Wamrants may be exercised between Sept. 16, 2000 and
March 15, 2010. This phase of XM's offering is projected to raise $129
million for continued construction of facilities and costs associated with
ramping up 100 channets of sateflite audio. Contiaved on Page 6

R&R Stock Index

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

Review Guid

Change Since
Vi wi1me Srarm wa W1.9/800
Radio Index 33236 31205 29584 .11%  53%
DowIndustrisls 1103634 1123878 1122065  +1.7% -02%
S&P 500 134415 1,SB3T7 149450  +112% -1.7%
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Can RADIO survive %

/)

the BROADBAND _

Revolutl on?

Coleman and Arbitron will answer t
question at the NAB Radio Show when we pre ent
the results of a comprehensive study of listeners who
have broadband Internet access in their homes. Its the
industry's most important research study in years.

Broadband will bring high-speed Internet-based audio
entertainment to over 30 million American households
by 2004. Will this undercut radio listening? Or does it
represent a huge opportunity for radio?

Don't let the Broadband Revolution
leave YOU behind...

>I< ATTEND THIS SESSION!

“Can Radio Survive the Broadband Revolution?”
Friday, September 22,2000 - 9am

The NAB Radio Show - Moscone Convention Center
San Francisco, CA

For more information, visit www.colemanresearch.com

COLEMAN ARBITRGIN

www americanradiohistorv.com


www.americanradiohistory.com

—

i ]

6 ® RaR September 15, 2000

Radlo Business

| Prattville, AL
$10 million

DEAL OF THE WEEK

o WLWI-AM & WHHY-FM/
and WXFX-FM/

(Last Year: $3,120,039.999.39)

Dollars This Week:  $13,400,000

£
!
(Last Year: $37,921,227) i

Stations Traded This Year: 856

(Last Year: 916)

Stations Traded This Week: 5

(Last Year: 16)

Gumulus Dominates Quiet Week For Deals
O Bulks up in Desp South with Montgomery, AL trio and Albany, GA FM

Deal Of The Week

WLWI-AM & WHHY-FW/

Montgomery and
WXFX-FM/Prattville, AL
(Montgomery)

PRICE: $10 million

TERMS: Asset sale for cash
BUYER: Cumulus Media, head-
ed by Chairman Richard Ween-
ing. Phone: 312-867-0091
SELLER: McDonald Media
Group. Phone: 205-879-0456
FREQUENCY: 1440 kHz, 101.9
MHz, 95.1 MHz

POWER: 5kw day/1kw night;

100kw at 1,096 feet; 50kw at 476
feet
FORMAT: News; CHR/Pop; Rock

WWSG-FM/Syivester
(Albany)

PRICE: $550,000

TERMS: Asset sale for cash
BUYER: Cumulus Media,
headed by Chairman Richard
Weening. Phone: 312-867-0091
SELLER: Thomas Lawhorne.
Phone: 912-776-3335
FREQUENCY: 102.1 MHz

POWER: 6kw at 276 feet
COMMENT: This station still rep-
resents a construction permit and

is not yet broadcasting.
KBLE-AM/Seattie

PRICE: $2.85 million

TERMS: Asset sale for cash
BUYER: HHH Broadcasting.
Phone: 561-997-0074

SELLER: KBLE-AM Inc., headed
by President George Wilson.
Phone: 206-324-2000
FREQUENCY: 1050 kHz
POWER: Skw day/440 watts night
FORMAT: Religious

coy
Continued from Page 4

will yield 7.699% (1.96 points above
treasuries). Credit Suisse First Bos-
ton and Salomon Smith Bamey co-
managed the sale.

Despite some rough times, Clear
Channel continues to be embraced by
analysts. Last week Credit Lyonnais
analyst Richard Read was one of five
Wall Streeters who reiterated their
previous “buy” or “‘strong buy™ rat-
ings on the issue. Of 19 analysts who
cover Clcar Channel, 18 have “buy™

recommendations. while only one,
A.G. Edwards’ Michael Kupinski,
has recommended a “hold” or “*‘main-
tain™ position.

As analysts sort through the re-
cent downtums in the market, a num-
ber of them have offered windows
on how they cvaluate a company’s
value. For example, last week Mor-
gan Stanley Dean Witter’s Rich
Bilotti reviewed his position on
Viacom and lifted his target price
from $80 to $82 per share. Bilotti
maintained his “strong buy™ rating

on the issue while pointing out that
CBS’ ratings were solid. Bilotti said
he sees a “'soft landing™ for Viacom
in advertising growth. However, he
expects a slowdown in the
company’s cable TV networks, such
as MTV, VHI and Nickelodeon.
Bilotii also said he anticipates radio
advertising to be down “sharply
year-over-year.” However, he be-
lieves, the “buy side has overre-
acted,” pushing down share prices to
the low 60s. Bilotti recommended
buying the stock at current levels.

2000 DEALS TO DATE l 1 TRANSACTIONS AT A GLANCE |

Doliars To Date: ~ $7, 643,157,226 |

|

* WWSG-FM/Sylvester (Albany), GA $550,000
» KBLE-AM/Seattle $2.85 million

| Contisned from Page ¢

Cox Enterprises, the majority owner of Cox Radio, last week sold $500

¢ million in 10-year notes in a private placement, according to Reuters. Banc
! of America Securities and Chase Securities arranged the sale.

Beasley Clan Reinvests In Group;
Saperstein Sells More WW1

eorge Beasley and his three children last month took advantage of

Beasley Broadcast Group's price dip to pick up extra BBGI shares.
Beasley's son, President/COO Bruce Beasley, grabbed the most — 1,880
shares at an average price of $13.95. His sister, CFO Caroline Beasiey, got
1,000 shares at $15.50. Brother Brian Beasley, who serves as VP/Opera-
tions, got 500 shares at an average price of $13.53. Chairman/CEO George
Beasley purchased 1,000 shares at $13.38. The transactions add up to a

total Beasley reinvestment of about $47,000. Caroline Beasley told R&R,
“We think the stock is undervalued. As company insiders, we are only able
to buy four times a year, and we took that opportunity”

Meanwhile, Westwood One majority shareholder David Saperstein, who
in the spring sold about $27 million in shares in several transactions, last

week sold nearty 13,000 shares of WW1 that had been in his three children’s

trust funds for a total of nearty $385,000.

| Hoarst-Argyle Gots WMUR-TV With Emmis’ Kelp

earst-Argyle Television last week agreed to buy New Hampshire's

biggest TV station, ABC affiliate WMUR, for $185 mitlion in cash from
closety held Imes Communications. What's of interest to radio is the fact
that $160 million of the purchase price wiil be funded through the sale of
KMVP, KTAR & KKLT/Phoenix to Emmis. Emmis has been operating those
stations via an LMA and had agreed to help Hearst-Argyle purchase a
television property as part of the Phoenix deal.

AndioBasket To Offer CNNRadio Programming
udioBasket, a provider of customized on-demand audio news and
information, will offer the CNNRadio Network's news service to

AudioBasket affikiates in North America. CNNRadio wilt provide its feed to

Continned on Page 8

¢
CUMULUS

www.cumulusmedia.com

Career Opportunities

At Cumulus Broad.casting, we create powerful clusters of strong radio brands

featuring local personalities, high-profile promotions, and heavy community involvement.

Odur rapid growth has created a number of opportunities for Operations Managers

with multi-format experience; disciplined Program Directors with strong people skills;

and On-Air Talent who understand the importance of being local.

If these values match yours, please send your geographical and format preferences with a

resume and tape if applicable to: Cumulus Career Opportunities, 3060 Peachtree Road
NW, Suite 730, Atlanta, GA 30305. No phone calls please. EOE.
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BLOOMBERG” RADJIO NETWORKS American investors

have $1 trillion invested
in 401(k)’s*

01(k) assets have rocketed 100
fold since 1984. Today, 200,000
employers offer 401(k) plans. And
401(k) investors are better informed
and more involved in decisions about
their money than ever.* They look
to Bloomberg to keep them on top
of their money. Only Bloomberg takes
them live to the floor of the New

v L
,;'». e York Stock Exchange. We show them

how to invest their money, spend their
money and preserve their wealth.

BLOOMBERG® Market Minute
60-second report

On top of the markets 24x7 from
the world’s major markets—
New York, London, and Tokyo.
Capturing all the action with live
reports from the New York Stock
Exchange floor.

BLOOMBERG® On the Money
60-minute newsmagazine

Plugs investors into the markets

. in a fast-moving newsmagazine
co-anchored by Jim Kingsland and
Tom Moore. Guides listeners about
money milestones, from building a

portfolio to planning for college
> to retirement strategies.

BLOOMBERG® Urban Report
60-second report

Urban-focused, high-energy report that

N () l) ( ) d C Ove rS keeps investors plugged into the markets
: and personal investing. Includes the
BLOOMBERG® Amalgamated Index,
the only index that tracks African

money like e o

NEGOCIOS BLOOMBERG®

60-second report
O Om ) er g PY The first national Spanish-language

business report. Focuses on pocket-
book issues that matter to Hispanics
from business to personal finance,

plus national and global market news.
*Employee Benefits Rescarch Institute (EBRI)

Get right on the money.

For more information call
Bloomberg Media Distribution Bloomberg

at 212-318-2201. RADIO NETWORKS

Frankfurt Hong Kong London New York Princeton San Francisco S3o Paulo Singapore Sydney Tokyo
49 69 920410 852 2977 6000 44 020 7330 7500 1212 318 2880 1609 279 3000 1415912 2960 5511 3048 4500 65 2121000 6129777 8686 813 3201 8900

©2000 Bloomberg LP. All nghes reserved. Bloomberg, BLOOMBERG RADIO NETWORKS. BLOOMBFRG Market Minute, BLOOMBERG On the Moncy. NEGOCIOS BI OOMBERG. and BLOOMBERG Urban Report are trademarks and service marks of Bloomberg L. 61229-0900
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AFTRA

Continued from Page 1

similar to the existing Shadow con-
tract. However, she says, Westwood
One did not include two insurance
items that AFTRA deemed important
to the membership: AFTRA Health
& Retirement contributions and death
and injury coverage for airborne traf-
fic reporters.

According to company informa-
tion, Metro Traffic is the largest and
only national traffic reporting com-
pany, providing news, weather, traf-
fic and sports 1o more than 2,000 ra-
dio and television stations in 85 mar-
kets. Metro utilizes the largest fleet
of aircraft in the broadcasting indus-
try. Metro-subcontracted aircraft have
been involved in serious accidents in
recent years, including several fatali-
ties.

Westwood One is represented in
the negotiations by VP/General
Counsel David Hillman. A Westwood
One spokesperson declined to com-
ment for this article.

WW1 Music Contract
Also In Negotiations

AFTRA's L.A. local is also nego-
tiating a separate deal with Westwood
One for 80 music network announc-
ers. The discussions on behalf of the
Valencia, CA-based performers have
been held for more than a year. but
no deal secms to be in sight, accord-

ing to Gerry Daley, Director of the |

Broadcast Department for the
AFTRA Los Angeles Local.

Last spring the Westwood One
broadcast engineers at Valencia
elected (o join the AFTRA unit. In
the talks underway, Westwood One
has yet to offer a proposal for the
engincers. As a result. AFTRA has
filed an Unfair Labor Practices com-
plaimt with the National Labor Re-
lations Board’s regional office in Los
Angeles.

A mecting between the two par-
ties is scheduled for Sept. 25. In the
meantime, AFTRA officials and
members of the Los Angeles local are
considering all options available un-
der federal labor laws.

Metro employees already have an
AFTRA contract in San Francisco. In
addition to Los Angeles, Metro em-

ployees have elected AFTRA repre-
sentation in collective bargaining in
six markets: New York, Chicago, St.
Louis, Seattle, San Diego and Wash-
ington, DC.

Possible strike dates are between
Sept. 18-25 if 1alks fail 10 show
progress. AFTRA is already involved
in a nationwide radio and TV com-
mercial strike, with informational
picket lines at 14 General Motors fa-
cilities and dealers. GM has refused
10 sign an interim agreement in order
to produce union approved commer-
cials during the strike.

Industry observers are concerned
that the continued national commer-
cial strike will affect the lucrative
new-car sales season this fall. All
major political candidates have
signed interim agreements to cover
broadcast ads produced in the U.S.
Some larger U.S. companies have
begun producing advertisements out
of the country.
= — ]

Continued from Page 1

said it could benefit from co-sponsor
support it’s gotten already from Sen.
Judd Gregg. Legislators believe
Grams’ offering is a passable com-
promise to Gregg’s bill, which pro-
hibits the FCC from issuing any
LPFM licenses.

Grams, a Minnesota Republican
who spent 23 years as a radio and TV
sports and news anchor before enter-
ing politics. crafted the bill after it ap-
peared that Gregg's offering might be
deadlocked. Gregg's legislation
quickly attracted 36 co-sponsors, but
that’s about |5 short of the simple ma-
jority necded to pass the bill into law
before this congressional sessmn
ends.

Fritts Welcomes The
Legislation

Grams® efforts won him quick
praise at the NAB. President/CEO
Eddie Fritts said, *We appreciate the
efforts of Sen. Grams and co-spon-
sors [Max] Bacus, (James] Inhofe,
[Tim] Hutchison, [Spencer] Abraham
and Gregg in protecting listeners
against radio interference.” By late
Friday (9/8), another co-sponsor —

Continued from Page 8

AudioBasket 24 hours a day. CNNRadio will also provide AudioBasket with daily programming produced by Atlanta-
based talk-show host Paula Gordon. The broadcasts are available at www.audiobasket.com.

Faffic.com To Rep 58S

and logistics information provider traffic.com will selt 10-second ad inventory for Spenieh Broadcasting
System's 25 stations. SBS has stations in eight of the top nine U.S. Hispanic markets: Los Angeles, Puerto Rico,
New York, Miami, San Francieco, Chicago, San Antonio and Dalias. The deal gives traffic.com a total of 643 affiiates.

disclosed.

Wicks Acquires Media Systoms

icks Broadcast Services already owns Custom Business Systems Intemational and Datacount, and R has
now added Media Systems’ Control Tower and SalesMinder products 10 the fold. Terms of the deal were nol

FCC Action

inda Parris has been tapped as acting Director of the FCC's Media Relations Department. She had been Assoc.

Director and was chiefly responsible for FCC Chairman Bill Kennard's media interactions and the FCC's intermet
programs. She repiaces Director Joy Howell, who joined the Gore presidential campaign
Heimbech, a legal adviser to the Cable Services Bureau Chief, becomes acting Director of the Office of Legisiative
& Intergovernmental Aftairs, replacing Shery! Witkerson, who is aiso joining Gore's campaign.

earlier this month. Jay

RAB Adds Copywriter Cowrse
he RAB announced this week that the Certified Projessional Commercial Copywriter course, developed by Dan
O'Day, has been added to the RAB's Certified Radio Marketing Consuttant 2000 training and accreditation series.

Topics coverad in the CPCC include how to avold cookie-cutter copy, identifying the core message of your commer-

cial and how much copy is too much.

Biquity Prepares NAB Exhibit

he company that resulted from the merger of USADR and Lucent Digital Radio, iBiquity, plans to offer NAB
Radio Show attendees the opportunity to hear iDAB broadcasts from KDFC-FM and KLLC-FM/San Francisco.
Demonstrations of AM and FM digital radio will also be available at various booths throughout the exhibit hall,

f including those for Broadcast Electronics and Harris.

Arkansas’ Blanche Lincoln — had
signed onto the bill. Fritts reiterated
that the NAB “has never opposed
LPFM: our opposition has always
been based upon the additional in-
terference that would be forced upon
listeners by the FCC plan. The Grams
bill represents a reasonable compro-
mise that allows LPFM to go forward
while preserving static-free radio for
listeners.” -

Not surprisingly, there was a simi-
lar reaction from NPR President/CEO
Kevin Klose and Intemational Assn. of
Audio Information Services President
Ben Martin, who this week issued a joint
statement: “This bipartisan legislation
takes a balanced approach by providing

for immediate LPFM licensing while
safeguarding existing stations and their
vital radio reading services for the blind
from interference until further testing can
be conducted. We have supportied The
Radio Broadcasting Preservation Act of
2000 since its introduction in the House
and continue to do so. We urge prompt
Senate action on this legislation.”

Like Fritts, Klose and Martin were
quick to support the idea of giving
community groups and schools low-
tently affirmed our belief that LPFM
can co-exist in a complementary, com-
patible way with America’s public ra-
dio stations and radio reading services
in the future. It is especially impor-

tant to protect the radio reading ser-
vices that serve more than a million
regular listeners and radio translators
now bringing pubhc radio 0 millions
of Americans in rural areas.”

Meanwhile, the FCC this week
continued to sift through several hun-
dred LPFM applications filed during
the recemt weeklong filing window
that closed Sept. 1. An FCC spokes-
woman told R&R on Tuesday that
she had no hard count on the num-
ber of applications lodged with the
FCC and added that no licenses
would be granted until all of the
questions regarding licensee eligibil-
ity and frequency interference have
been addressed.

KD

TALK AMERICA

Welcome to

ADDICTIVE TALK RADIO

X  “On the Line”
with DAVID STEIN

10 am - Noon*
*AN times Eastern

“America, Good Morning® X  “Ask the Doctor”
with PHIL PALEOLOGOS
Mon. - Fri., 5 - 9 am*

with DR. DERRICK DSILVA
.9+ 10 am*

% “Duke and the Dr.”
Mon. - Fri, 10-11 am.

YOU CAN’T TURN US OFF!

FREE SHOWS - ALL BARTER! % FREE ADS in your local paper (Call for detalils)

* 2 Networks % 80 Talk Shows * 24 Hours a Day

Always on the Internet: talkamerica.com

702-795-8255

WorldWeb
NEWS NETWORK
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And no one can save you more time and money

clearing rights to music than we can.

BMI operates as a non-profit-making organization of songwriters, composers
and music publishers that licenses songs for public performance.

W0 Theng™ by Chip Taytos © 1965 Renewsd 1883 EMt Blackwood Music inc. “Will You Love Me Tomorrow™ by Gesry Goffn and Carole King © 1961 Renewed 1988 Screen Gems-EM! Mesic Inc. All ngits reserved. infernational copyrigt secured. Used by permission.
AMNWW amer 1 0O
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¢ Infinity’s Stan Mak in the GM Spotlight, Page 12

® Dick Kazan interviews the legendary Dick Clark, Page 14

® AMFM’s Theresa Beyer shares her Sales Tip, Page 16

management marketing

sales

THE FASGINATING
WORLD OF RICK DEES

B An inside look at a CHR champion

Rick Dees was born in Jackson-
ville ori March 14 (a birthday he
shares with Albert Einstein)
and grew up in Greensboro. He
attended the University of
North Carolina, where he be-
gan his radio career on a dare
— a fellow student challenged
him to audition for a local ra-
dio show. Rick got the job, and
since then he’s accomplished
many great things, including
dominating morming drive at
WMPS/Memphis, then jump-
ing to crosstown rival WHBQ
before moving to Los Angeles
in 1979 to join the legendary KHJ. Rick then put
down roots at KIIS-FM in 1981, and the rest, as they
say, is history.

By Pam Baker

Sales & Markating Editor
pambaker @ monéine.com

The highly successful and very profitable Rick Dees in
the Morning show recently became available for
syndication through Premiere Radio Networks, and 16
affiliate stations are currently signed on. The
internationally syndicated Rick Dees Weekly Top 40
reaches more than 20 million people each week on 328
radio stations in the U.S. and 40 other countries.

But in the record biz, Rick might be labeled a one-hit
wonder. In 1976 he wrote and recorded the disco parody
“Disco Duck,” a surprise No. 1 hit that sold over 4
million copies and earned him a People’s Choice
Award. The albums I'm Not Crazy, Rick Dees’ Greatest Hit
(The White Album) and Put It Where the Moon Don’t Shine
were successful follow-ups to his 1984 Grammy-
nominated Hurt Me Baby, Make Me Write Bad Checks.

Rick has appeared in several films, including La
Bamba, in which he portrayed Ted Quillen, who helped
launched the career of Richie
Valens, and as Rocket Rick in |
the animated Jetsons: The
Movie. His small-screen cred- §
its include appearances on |F
Roseanne, Married With Chil- E
dren and Burke’s Law and | ©
hosting duties on ABC-TV's |
Into the Night and the
popular dance show Solid ¥
Gold.

Over the years Rick has
been honored with numer-
ous awards, including a
prestigious star on the Holly-
wood Walk of Fame. Now living in Los Angeles’ San
Fernando Valley, Rick is married to Julie Dees, a highly
respected voice artist and comedienne. Their son, Kevin,
is 22 and enjoying college life. Kevin is also an Internet
Jockey, or “lJ,” for KIIS-FM’s Internet-only station,
KIISFMi.

R&R: What are the greatest changes's=— positive and
negative — you've seen in the teen audience over the past 20
years?

RD: I think the mind of the teen audience is basically
the same. ft's the same mind, but the stimuli have
increased to the point where there are 500 television

{SALES & MANAGEMENT

1

“Imagination is more important than knowledge.

Knowledge is limited. Imagination encircles the world.”

— Albert Einstein

|

channels. There’s ev-
ery conceivable
of delivery.
Napster world, where P,
stealing isn’t even steal- {
ing anymore. It's just
gone Napster, and that's
something we supposedly
have a right to.

R&R: So you think
Napster is ruining the indus-
try? Can you understand
when the kids say it's a
positive way to share music
and to sample music b
bands who aren’t going to
be signed by big record labels?

RD: So have just those bands on
Napster. Just have music on it that's
never been on a label, and you can share it all you want.
Radio stations pay to play that music, though 1 guess
you could tape it off the station if you wanted to.

If Napster is going to pay BMI and ASCAP for every
title you see on there, that's the only way it will work.
Encoding the music so you can’t pick it up from Napster
wouldn’t work — there will be some computer genius
who figures out how to decode it.

So if you're asking an artist to just give art to the
world for free, | don’t do that. | enjoy doing the radio
show, but if Napster. picked up every one of my shows,
and you could have them for free, and I just had to hope
that you’d buy one out of a thousand or 2,000 shows, it
wouldn’t be worth getting up at 4:15 every day. So |
basically agree with Metallica.

R&R: Are you afraid that someone might tape your show
and make it available on the Internet?

RD: It already is. I'd love to be paid, because content
is what I create. It's like asking

.+ a surgeon, after he’s done a
@S| seven-hour surgery, to do it
4 for free. There's a certain part
of me that wants to work for
4 hire, and a part that wants to
just do it for free, as an artist
1 who enjoys performing. We're
J in a business. What is the
quality of art and music going
tobe if we all just do it for free?

R&R: So you think technology
is what's changed the teen
audience over the years? It's
probably made them a lot

smarter.

RD: We've pushed the envelope so much. I'm sure in
the next two years we're going to have not only a
television .broadcast of a live execution, but radio
stations playing the audio. It's just amazing to me. I can’t
wait.

R&R: What do you think of KIISFMi?

RD: It's the best. They have really done an excellent
job putting the technology and the marketing together. |
think it's really in the vanguard and the standard by
which all other radio websites are being judged now,
because this company has put a tremendous amount of
labor and woman-hours and man-hours into it. And I'll

tell you what, 1 think it's the most cutting-edge of all.

R&R: Your son, Kevin, is a KIISFMi 1]. You must be very
proud.

RD: He's terrific. He has talents that 1 will never have
for mimicry and performing, and | think he picked up a
lot of that from Julie. So he’s really doing well.

R&R: In the last few years the radio business has become
very focused on the bottom line. Does that affect your show?

- RD: 1 love the fact that it's always about money.
Everything’s about money. You put that out front and
say, “Look, this is music, but it’s also a business. So how
are we going to maximize the entertainment value and
also have people make a few coins?” It hasn’t come my
way, but I certainly enjoy putting people together to
make money.

R&R: Do you work closely with the sales department?
What options do you give sales — appearances, endors-
ements, live commercial readings?

RD: What I've done is put out a rate card of what it
takes to get me to do something. For example, you can
get a two-year contract for a live commercial for
whatever product you want — Coca-Cola, McDonald’s,
Fram oil filters, you name it — for $75. (Laughs) Total

buyout, $75. '

R&R: Rick, I've got that on tape! I know I've heard

you do endorsement spots in the past.

RD: Seriously, | get a tremendous charge out of
selling products for sponsors. If a person has sold
100 Ortho mattresses one week, and then they're
advertised on our show, and the next week they sell
1,000, I don’t think anything makes me more excited and
happier. To see a client believe in radio and then get abig
payoff — that's what our business is really all about.

R&R: What's been the most exciting payoff from
promoting an advertiser?

RD: I remember when
Direct Satellite Dishes
came out, and they rar’a
special where you could
get a dish for $499
installed. Everywhere
in the world you saw
them for around $1,000
— this was a couple of

Weekly Top
v 7

years ago. Amazingly, we

only mentioned it twice,

and they got 11,000 calls in a
half-hour. That's really powerful.

So that was a day that will go down in our advertising
scrapbook.

R&R: Did you get a free satellite dish?

RD: [ never did. As their way of thanking me, they
sent me some rabbit ears and the $75.

R&R: Are you excited about the Clear Channel venture?
What opportunities does it open up for you?

RD: Huge syndication possibilities for me and all our
Clear Channel partners. I embrace it!

R&R: What do you think is the most effective way of
introducing the Rick Dees in the Morning show in new
markets?

RD: Right now I think that television advertising is
good, along with the show itself. Also to embrace the
show, as we’ve seen happen in several markets — Las
Vegas; Boise, ID; Pullman, WA; and Lexington, KY, just
to name a few — where they promote the show
throughout the day, and the ratings have gone up
wonderfully. -

Use outside media. [ think that television and buses
work so well. And then there have been some guerrilla
marketing techniques in smaller markets that have
impressed me.

R&R: Do you think you'll ever have a television camera
in-studio like Howard Stern or Don lmus?

W it Al

Continued on Page 14
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B An exciting adventure, from Hong Kong to Oregon

This week’s GM Spotlight highlights the 28-year
career of Infinity’s Stan Mak. “He's a great GM
with an entrepreneurial spirit,” comments one
R&R reader. Congratulations!

I decided to enter the world of broadcasting
because:

“When | was growing up in Hong Kong, the
transistor radio was my window on the world. I
was a radio junkie, listening to radio day and night.
Radio stations offered all sorts of interesting
programs. | was as crazy about The Beatles, The
Stones and The Who as any kid growing up in
Britain or America. I played drums
for The Supermen, a rock band,
during my high school days.
Going into radio was a natural
extension of my love of music.”
First job in broadcasting:

“I came to the States to go to college. After |
graduated with a B.A. in broadcast management, |
went to Spokane to find a sales job in radio, but no
sales manager was interested in hiring me because
I had no sales experience (and 1 think my accent
may have scared them off). So I got myself a life
insurance sales job. | figured that would be a good
way to get trained in sales and to prove that I could
sell. Six months into selling life insurance I decided
to call the sales managers again. My pitch was, ‘If |
can sell term life and whole life insurance, why
don’t you think I can sell 30- and 60-second spots?’
That got me in the door.”

Career highlights:

“One of the highlights in my career has to do
with changing rep firms in the early ‘80s. KINK

fm102

switched from Blair Radio to go with Major Market
Radio in ‘83. I became acquainted with wonderful
people like Warmner Rush, Austin Waish, Erica
Farber, Les Goldberg and Ralph Guild. MMR was
quite an innovative rep firm.

And how could we forget those wonderful Fly-
Ins? Through the Fly-Ins | came to know Alan Box,
Matt Mills, Jimmy de Castro, John Lynch, C.T.
Robinson — shall we say they are some of the more
colorful and successful radio people of our time? In
1987, when | was named Radio Group Head for
King Broadcasting, it was like a dream
come true for me. It wasn’t a big group
— six stations in three markets. We
had a bunch of very talented people,
and we tackled two turnarounds
successfully and flipped the legendary
Top 40 KGW to Talk.

The most challenging aspect of
being a GM:

“With eroding newspaper readership and the
superfragmentation of the television audience,
radio is being presented with an unprecedented
opportunity to grow its share of advertising dollars
and to grow its listenership. Radio has been waiting
along time to break free of its ‘second-class citizen’
mentality. Radio’s day in the sun is here. It takes
intensity and focus to make sure we are
maximizing this window of opportunity. Under-
standably, at times radio stations can get mired
down with traditional thinking and old ways of
doing things. It is up to management to rally the
troops and set the new agenda. It requires
insistence and persistence to make change happen.

My most unforgettable moment at a radio
station:

“The Country war in
Portland has been going on
for a long time. It is nose-to-
nose, a highly contentious
war. The brass ring has gone
back and forth a couple of
times between KUPL and its competitor. In 1995 1
returned to Portland with the assignment of taking
KUPL back to the leadership position. Two years
later, when KUPL became the No. 1 Country station
in Portland again, it was a very exciting moment.”

I'm most proud of:

“I would say it’s the people who have joined me
in my radio journey for the last 20-some years.
Many of them have gone on to become very
successful in the radio business.”
The best words of advice I've
were:

*'Go into sales!” Those were the words barked
out at me by Dr. Howard Hopf, my college
professor in the radio and television department.
He was a short, wiry German. Very intense. Liked
wearing a homburg. I think his goal was to flunk at
least half the class. When I told him that my
aspiration was broadcast management, he advised
me not to waste time fantasizing about being a disc
jockey and insisted that going into sales was the best
way to get to the top. He was right.”

You'd be surprised to know that....

“After almost 30 years in the radio business, |
still love it with a passion. Radio is a fun and
dynamic business. Radio is in the midst of its
golden age. The future looks bright for radio.
Young people who are coming into the radio
business have a great opportunity to build a
rewarding career.”

ever received

< The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pambaker@rronline.com.
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DICK CLARK: SALES ADVICE
FROM AN ENTERTAINMENT LEGEND

Long one of the most suc-
cessful people in the enter
tainment industry, Dick
Clark was 17 when he began his radio career at
WRUN/Utica, NY. Following his
graduation from Syracuse Univer-
sity, he became a news anchor at
WKTV-TV/Utica. In 1952 he moved
to Philadelphia to join WFIL radio
and television, and four years later
he took over as host of a daily local
TV show called Bandstand. In 1957
Clark persuaded the ABC televi-
sion network to take the show na-
tional as American Bandstand, and
it soon became the top-rated day-
time show. American Bandstand
aired until 1989 (it went weekly in
1963), becoming TV’s longest-run-
ning music and variety program.
Clark now hosts two shows syndi-
cated by United Stations Radio Net-
works: Dick Clark’s Rock, Roll &
Remember and Dick Clark’s U.S. Music Survey.

By Dick Kazan

Today Clark’s publicly held company, dick
clark productions, produces The Golden Globe
Auwards, The American Music Awards, The Academy
of Country Music Awards, Dick Clark’s New Year's
Rockin’ Eve and such specials as Garth Brooks &
the Magic of Chiristmas and 25 Years of #1 Hits:
Arista’s Anniversary Celebration.

As | walked into
Clark’s office to conduct
our interview, | saw a key
element of what makes
him so successful, some-
thing ail of us can do, and
that is to make people feel
special. He greeted me
with a big smile, called
me by my first name and

gave me his undivided attention. In other words,
it was as if I were the celebrity, not him.

First, | asked Clark how he stays motivated
after all these years. “I try to do things 1 haven't
done before,” he replied. I take on new projects
that are more challenging.” What about self-
doubt? “The inability to deliver what you prom-
ised is a very frightening thing. We’ve built a repu-
tation all these years for being on time and on
budget as promised. If we can’t control it, we don’t
get involved. We blew off a project the other day
that we didn’t think we could deliver. We’d make
money, but look bad — so we got the hell out.”

What sales tips can Clark offer? “Know the
buyer, and listen to the pitch from the other side
of the desk. Answer any negatives, if you can,
before the buyer brings them up. Your buyer isn’t
always as knowledgeable as you are, and you've
got to take that into account.

“Listen. If you don't listen, you're out of busi-
ness. Take note of the buyer’s body language. Are
the questions the buyer asks guiding you toward
making a sale? If not, you ask the questions. It's
like doing an interview. Most good guests on a
talk show can carry it off by carrying the inter-

THE ROAD 1o
SUCCESS

gave me a big handshake. He then sat down and .

view along. And don’t give up. That goes for life
in general. Keep plugging along.”

How does he get new business ideas, and how
can you do the same? “Keep your ear to the
ground and your eyes open, really
watching and listening to the
masses, not your inner circle. Pay
attention. I usually keep a lot of
notes. As you become more suc-
cessful in life, you lose touch with
the ordinary people — and most
of us are ordinary. A classic ex-
ample: A kid gets a hit record, lives
in a mansion, is driven in a limo,
eats the best food, then says,
‘People don’t relate to me.” It’s the
opposite: He doesn’t relate to
people.

“You also need trustworthy ad-
visers, and there are not a lot of
people around who will tell you
what you need to hear. Because of
their popularity, some singers as-
sume they’re knowledgeable in business, and re-
ally, all they do is sing well. Elvis Presley was a
great talent of modest intelligence, and he was
taken advantage of. It didn’t diminish his talent,
but you’ve got to have good people around you.”

What is the best advice Clark ever received?
“I was a teenager, and | was physically not very
attractive. My mother sat me down one day and
said, ‘It doesn’t matter what you look like. In the

long run, people will
judge you by how you
-treat them. Your person-
ality and knowledge are
what counts.”” What
about his father’s influ-
ence? “My father was a
good businessman and
treated the people he
worked with well. He was
primarily a sales manager, and he eventually be-
came the GM of a radio station. He was-in the
cosmetics business for 20 years and in radio for
20 years.”

How does Clark view radio consolidation?
“It's a tumultuous period in radio, but none of
that stuff is going to work without human beings.
If you're a little better than average, you've got
nothing to worry about. Make sure whoever is in
control knows you're of value. If you don’t let
them know, someone else will get the credit. If
you become valuable, you're less subject to be-
ing cut. Is there a way to save the company
money? Increase sales? Is there a way to make
the operation look better? You'll be looked upon
as a valuable asset.

“I've always said, ‘If you want the best people,
look to radio.” They have the brightest minds,
great talent, persistence and bulldog determina-
tion. It's such a competitive field, and the best
people are involved.”

Dick Kazan is an entreprensur who founded one of the
largest computer leasing corporations in the United States
and is a successful real estate investor. E-mail your com-
ments or questions to him at rkazan @ ix.neicom.com.

RD: You know, I don’t enjoy that. It’s radio. I always find that
the person on-camera is playing to the camera a lot. We've tried it.
1 didn’t enjoy it, so I'd rather just do a radio show. Sue me, but 1
just enjoy being on the radio. Television is just for television. Ra-
dio is a very private, wonderful thing,. I like not being seen. I en-
joy that.

R&R: Have you ever thought about doing the Rick Dees Weekly
Top 40 on television in addition to radio?

RD: I'd be glad to, but I need that $75.

R&R: What'’s been your favorite KIIS promotion over the years, the
biggest blowout?

RD: Giving away $2 million! I was so totally shocked; I was
stunned. | was speechless — the first thing I'm thinking is, “Did
she say what she just said?” because the odds are amazing. And
yet I've given away $1 million — then $2 million. That’s the big-
gest thrill I've ever had. And to change someone’s life like that —
if you want the winner now, you can e-mail her on that Caribbean
island.

R&R: Has a promotion ever gone wrong?

RD: Drive-by spankings didn’t work out. And “The Balls of
Summer” was something I didn’t want to do. Seriously, we had a
PD here who said, “It'll be funny to go on the air and say, ‘KIIS-
FM wants you to grab our balls this summer. The Balls of Sum-
mer — put one on your antenna.”” | was about the second person
to speak up and say, “First of all, I don’t know if people want to
grab our balls this summer, and the second thing is, not every-
body has a car antenna. Those are things of the past.” The Balls of
Summer flamed out in a big way. Sometimes you just chalk it up,
and I don’t take any credit for that.

R&R: You ve never gone over the edge with getting too blue. You do
get provocative, but you never cross the line.

RD: My assignment to everybody on the show isalways, “Just
imagine a 13-year-old girl being driven to school by her father.
What can we say that makes him want to have the radio on the
next day and not be peppered with questions from his daughter
about whatever we're talking about?” We use that as a guide,
and it's worked for a number of years.

R&R: Through the years people have really connected with you, and
they consider you a friend. This morning a woman called in and asked
you to say happy birthday to her 16-year-old son. She reminisced about
when he was little and sang your jingle.

RD: | can’t believe that. It’s such a compliment and some-
thing that has me so speechless that all | can do is just embrace
it and hope it continues for a while. It’s the greatest feeling in
the world. 1 think that my job is acknowledging people. Every-
body has something they do well. So if 1 can find out what it is
that people do well — for example, the lady this morning is a
great mom, and she was calling for her son’s birthday. You have
to acknowledge that she’s a great mom. And even something
that small can make their day. It's my job to give my best shot
at making their day.

There will be people 20 years from now who will come up and
say, “1 used to listen to you all the time when you were Rick Dees.
Who are you now?”
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repeat after me...no work, just checks. That's the mantra of the BlueDot WebSite NetWork’ Imagine
getting a locally branded website—that targets your precise audience and format—with no maintenance hassles, no
monthly update fees, and no charge for streaming. Now imagine being 50/50 partners in a sophisticated e-commerce
system, too. Right on your site. It's the perfect e-revenue opportunity. You share your audience; we share the profits.
And we do all the work to keep your site fresh so your listeners keep coming back. (Heck, we'll even let you preempt
website promo spots for cash.) No work, just checks. It's about as turnkey = 1N

as it getsp. For deFt)ails, visit www.siteshell.com or call us at 203-929-9101. SIte‘ﬁﬂI&U“. Com

Home. of the BlueDot WebSite NetWork
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SEVEN FATAL FAILURES IN CLUSTER MANAGEMENT

No. 7: Failure to
ByLindsay Weed Davis ... . ...
Radio Advertising Bureau

1t is a tough truth for many cluster managers to
accept, but the success of individual stations in a
cluster does not ensure the success of the cluster as
a whole. But without individual station success it
is difficult, if not impossible, to achieve cluster suc-
cess. This isn’t double-talk — in fact, it is a critical
concept for cluster managers to comprehend.

The world of radio management should have
changed the day the Telecom Act was signed in Feb-
ruary of '96. Before that day, if your station or sta-
tions were doing well, you were doing well. Ac-
cepting that this is no longer completely true re-
mains a real struggle for many, but without that
realization, true cluster success will just not come.
Cluster managers must focus as much on the suc-
cess of the whole as on the success of individual
stations.

Think of the amount of time you spend plan-
ning the success of each station in your cluster. Now
measure the amount of time you spend planning
the success of the cluster as a whole. Most manag-
ers spend vastly more time on the individual sta-
tions — yet cluster managers are overwhelmingly
compensated based on the success of the cluster.
That’s a pretty strong disconnect!

Cluster managers must learn to develop and
share detailed, written plans for their clusters’ suc-
cess. These plans can be a type of map to follow as
you navigate the seemingly uncharted waters of
cluster management.

One valuable tool that can be used in develop-
ing these plans comes from the amazing folks at
the Star Performance unit of the old Capstar group
(now part of Clear Channel). Their Job Expectation
Setting Tool can be used top-to-bottom in any orga-
nization, be it a station, cluster, region or group.

Draw four columns. Head the first column
“Tasks.” List about 10 tasks you feel are critical to
your cluster’s success. Then prioritize those tasks.
Don’t hurry; this column can take many hours to
complete.

The next column is “Measure of Success.” This
is no place for shades of gray. You’re looking for a
well-defined measure of success for each task.

Head the third column “Support Needed.” Ev-
ery task needs support from someone or something.
Define it now for each task.

The final column is “Possible Roadblocks.” Dis-
cussing what could get in the way of success often
clarifies the task, the support needed or even how
success will be measured. And it can cut down on
the whining later too.

Your Job Expectation Setting Tool should become
the framework for all formal (and many of the in-
formal) discussions with your department heads.
It will help them develop strategies for their own
projects and align their needs with yours. That's
powerful.

One of the oldest principles of management is
“Plan your work and work your plan.” Not having
a formal plan — and, just as critically, not sharing
your plan — is the final fatal failure of cluster man-
agers. Don't let it be yours.

THE TEEN BEAT GOES ON

.'M m They are the biggest gen-

eration ever. They're afflu-
ent. They’'re educated and socially conscious
consumers. They influence spending on pur-
chases ranging from family groceries to stock
market investments, from movies to family va-
cations and from clothing to computers to auto-
mobiles. And they’re not your parents. They're
your teenage kids. E

While the baby boom may have made the teen
consumer a highly desirable marketing target, the
latest generation is taking it to a new level. For
starters, there are the sheer numbers: Some 31 mil-
lion teens reside in the United States today, and
their ranks have been growing rapidly since 1992.
Teenage Research Unlimited forecasts the popu-
lation in the 12-19 age group will reach 35 mil-
lion by 2010, eclipsing the 33 million peak of the
baby boom generation.

Population figures, however, are just the start-
ing point. America’s teens also boast substantially
more purchasing power than their predecessors
did at their age. In fact, this age group has more
expendable income than any other in history. The
average teen in the year 2000 has $99 a week from
part-time jobs and allowances to spend.

Spending by U.S. teens has exploded — from
$122 billion in 1997 to nearly $141 billion in 1998
and topping $153 billion last year, according to
Teenage Research Unlimited stats. Slightly over
two-thirds of this money comes from the teens’
own pockets. The remainder is made up of fam-
ily funds controlled by youthful consumers.

Today’s teens are forming strong brand loyal-

ties at a young age. “They are being called on to
help out with family purchases. They’re going to
the grocery store and making not only product
decisions, but brand decisions as well,” says a Teen
Research Unlimited spokesperson.

MarketSource Corp.’s “Teen Marketing” re-
ports that 77% of teens urge their parents to buy
specific brands. And a source at Youth Intelli-
gence, a youth marketing and trend forecasting
company, adds, “Brands are coming back. Teens
are trying to find stakes in ‘brands that really un-
derstand them, and they are claiming these
brands.”

As they mature, this new wave of consumers
is redefining our society in much the same way
the baby boomers did 40 years ago. The smartest
marketers are already reaching out to them.

Radiois a top bet to connect with this latest gen-
eration of big-spending consumers. RAB’s 2000
Radio Marketing Guide and Fact Book confirms that,
despite all their media choices, 9% of America’s
teens still tune in to radio every week. And radio’s
flexibility means advertisers can tailor their mes-
sages to all the different segments of the teen mar-
ket, and ‘they can keep changing to remain fresh
and relevant to teens.

Radio stations’ websites are an additional value
where advertisers can supplement their radio ads
by hooking up with teen consumers to provide
more information about their products, direct them
to shopping venues in their own markets, link them
to websites where they can order or just give them
a place where they can generate their own buzz
about products or shopping experiences.

Andy Rainey is VP/Research at the Radio Advertising
Bureau. She can be reached at-972-753-8782 or via e-
mail atandy @ rab.com.
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Station events can run the gamut from moming show stunting
to all-day concerts and fan fairs, and from having little or no
impact on sales to being true revenue windfalls. Marketing and
research firm IEG projects that North American marketers will
spend $§7.6 billion on sponsorships this year and another $15
billion to $23 billion on promotions and ads to leverage those
sponsorships. If you're looking to add to your NTR with events
while staying true to your programming goals, there really is a
way, through sponsoiships, to have your cake and eat it too.

Here are some ways to create and redesign your station
events to make the most of sponsorship opportunities.

* Look for natural extensions that support and build your
brand. For example, when looking to grow WHTZ (Z100)/ New
York’s Jingle Ball, we approached Teen People magazine to create
a new preshow event featuring interactive booths, a model search
and more. The end result was a half-million dollars in nonspot
revenue and access to clients we had not previously been able to
reach, along with 23 pages of editorial coverage of the Jingle Ball
in the March issue of Teen People.

* Consider webcasting yout event. There are endless layers
of opportunity, beyond simple banners, for sponsors of a webcast.
You can run television commercials in your coverage or include
a contest entry form that will build your database and increase
site visits. You can attach a camera to a helmet to be wom by air
personalities backstage. Turn a concert with 20,000 attendees into
a million web exposures by letting attendees send virtual post-
cards from the event to all their friends, perhaps with a special
offer attached. You can even have artists available for online chats.

* Expand onsite opportunities. Lots of new sales platforms
can be created within a custom video that you produce to show
between acts. Include sponsor logos or even targeted commer-
cials on your giant screens, or consider a sponsorable countdown
of the station’s top 10 songs of the week.

* Take a look at how your tickets are being sold. Are you mak-
ing the most of it? Is there an opportunity to offer your special
listener club a contest for sponsored front-row tickets? Can you
print special souvenir tickets with a sponsor’s name or logo?

¢ Tell the advertising community about your event with a CD-
ROM that includes not only this year’s pitch, but coverage of
previous events and sporisor success stories. Have the CD-ROM
itself sponsored.

* Create interactive lounge areas for attendees that include
Sony PlayStations, water misters, listening booths, makeup art-
ists and stylists and a “new toys” area with the latest technol-
ogy that might appeal to your crowd. All of these are
sponsorable.

* Breathe new life into “register to win tickets” retail promo-
tions by offering things money can’t buy, like a seat aboard a
performer’s bus or plane to the next stop on their tour or a chance
to be a behind-the-scenes station reporter for the event. Z100
teamed with Tommy Hilfiger and Macy’s to create a special
preshow party for 100 with the Tommy models, fashion
makeovers and a special appearance by ‘N Sync, who were per-
forming later that night. Take advantage of your access to artists
at the event by getting autographed instruments that can be used
for special retail promotions.

* Work with the programming department to get one or two
artists to consent to be recorded live, and create a collectible CD
that will be available on the air and at client locations after the
show. It’s a pricey prospect, but a sure-fire way to keep the ball
roiling well after the show is over.

* Most importantly, deliver the best experience possible to your
listeners, your customers and your clients. Delivering a great ex-
perience means translating the value of your brand to both the
physical and the virtual worlds. Never, never compromise that
brand. Everything you do onstage, on the air, at a client site or in
the parking lot needs to support your programming and rev-
enue goals. If you compromise, the payoff you seek in TSL, cume
and revenue may be very short-lived — or never come at all.
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Make Your Morning Show Turn Your Listeners On.
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With Strategic Netlinx, put your morning show’s bits, personalities and
features on the Internet today and make changes on-air tomorrow. Now you
can select listeners from your audience, let them listen by computer, and
see their feelings instantly. To turn your listeners on like .never before,
call 312-726-8300 or visit us at www.strategicmediaresearch.com.
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While America's two top
broadcasters — Clear Channe!
and Viscom — are still
messing around with the
question of what their Intemnet
strategies are going to be,
Canadian-bam Tim Mariz, who
owns a nine-station radio
group in upstate New York, has
leapirogged past both of them
with the launch of a 950-
station Internet-only radio network. Last week
Mariz talked with RA/N and explained the origins of
his business venture, its business model and his
plans for his new “broadcast group.”

Some Background

Martz Communications
Group announced last week that
its FMcities.com stations are
“live and on the air” in 12 U.S.
markets — New York, Los
Angeles, Chicago, San Fran-
cisco, Philadelphia, Boston,
Atlanta, Dallas, Detroit, Houston,
Seattle and Washington, DC. The
company says it is providing
“streaming CD-quality digital
radio sound with local and
national news and information from 50 internet radio
stations in each city.” The 600 newly launched stations
are on top of 350 that Martz launched in seven major
Canadian markets earlier this summer. An additional
400 stations — 50 stations in Miami, Phoenix,
Minneapolis, San Diego, Denver, St. Louis, Cleveland
and Baltimore — were expected to have been launched
soon after R&R's press time.

FMcities.com's programming is provided by
Everstream, the Cleveland-based firm that has, until

now, primarily provided ‘Net stations to newspaper
websites. FMCities.com uses streaming technology
through its affiliation with Everstream and the Windows
Media Player, and each of its stations will be commer-
cial-free until November.

The company is privately funded and has offices in
San Francisco, New York and Ottowa. Martz holds joint
United States and Canadian citizenship, attended
Northwestern University in Chicago and has owned
radio stations in the U.S. for the last 15 years.

INTERNET

NEWS & VIEWS

FMcities.com Launches
950-station Group

H Entreprencur Tim Martz debuts sites larpeted to 12 majer markets
By Kwrt Hanson

RAIN: Radio And
inlernet Newsistier

Origins Of An Idea

“About a year ago,” Martz explains, “I went to the
NAB in Orfando and the Radio Ink conference in Santa
Clara, CA to work on the Martz radio stations’ web
presence, because we really didn't have one. Like a lot
of people, | went with some trepidation, seeing the’
Internet as more of a threat than an opportunity. But |
developed some contacts, including the First Internet
people — who eventually developed the FMcities.com
websites — and | saw it as an opportunity to be seized,
both for my radio stations and for this new venture.

“Let me tell you where we're headed in the next six
months. it's a phased rollout. Soon we’'ll be adding on-
demand audio — news, weather, traffic and sports —
in each market. We'll be adding local-band channels in
various markets in late September.” Sweepers and
liners are currently the only localization FMcities.com
adds to the basic Everstream audio product. However,
Martz says, “By October or November we'll be adding
brief weather and traffic snippets to give more of a radio
feel.”

Initially, all of the localization will be added from
Martz's facilities in New York and Orlando and from

Everstream in Cleveland, but, says Martz, “Once we
have achieved critical mass, | see offices, studios and
staff in every city.”
The Business Model
So is Martz willing to give us a glimpse of his

business model? “Since visuals, animations and click-
through capabilities will accompany every spot,” he

everstream

- replies, “the CPMs we can get should be significantly

higher than traditional radio.” So who will self those
spots? Says Martz, “We're working on that.”
Everstream already partners with Katz Interactive for
national spots, and Martz says he's looking at possible
partnerships in each market with local content providers
that could, conceivably, handle local sales.

Smail AQH Numbers Add Up

" As noted above, Martz's FMCanada.com launched in
Canada’s seven largest markets earlier this summer,

Continued on Page 20
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The online presence of The Source magazine, which has
become an impressively successful and multifaceted
emtartainment company for hip-hop music and culture,
TheSounce.com  (www.thesource.com) is an amazing
collection of content and resources.

Bringing what has become the best-selling music
magazine in America, The Source, 10 the Internet was,
presumably, a daunting task. Make no mistake — there’s
nothing on the "Net that will put printers out of business
(yet). But The Source Enterprises (which, aside from its
namesake magazine, includes The Source Entertainment
production company, a radio network, The Source Youth
Foundation charity and The Source Sports magazine) has,
while not replicating the depth of the magazine, assembled
an engaging and useful site for its target demo.

Exploring the entire site could take hours. There’s so
much information and s0 much that goes beyond just the
music. Celebrities, clothes, watches, shoes, electronics,
movies, video games, sports and news, ali of it aimed at
the (mostly) black and (mostly) male hip-hop audience.

Lots of destinations have “lifestyle” sections, and
they're often little more than catalog pages for gadgets or
clothes. TheSource.com has original articles on cutting-
edge fashion and interviews with the stylemakers. The
“Sports” section has a handful of original pieces and even
streaming video of Tampa Bay Buccaneers wide receiver
Keyshawn Johnson during a photo shoot for the
magazine's cover.

And. all this nice, in-depth content is beautifully
presented, with a high-tech but easy-to-navigate interface
— though navigating from the audio player or the bar at
the top of pages is a little tough if you don’t understand the
icons. Yes, if you have a 28.8 modem, click on the links
and go make a sandwich. But if you have the capability, the
animations and transitions — not to mention the audio
and video — are fabulous.

“True 92" is what The Source calls its online radio
station. It uses RealAudio for its custom player, which, as
mentioned, can be used 1o navigate the rest of the site.
There's a nice streaming rate and good sound. And, not
having a large personal collection of contemporary hip-
hop myself, | got to hear the tracks as they were recorded
(read: with obscenities intact).

TheSource.com sets a pretty high standard for music and
lifestyle sites, in presentation and, more importantly, in
content. This site is terrific even before the music goes in.

—Paul Maloney
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DirectAir™ is Broadcasting’s Streaming Revenue
Provider. DirectAir's patent pending intelligent
commercial insertion system delivers targeting
capability equivalent to direct mail. DirectAir™
will sell, manage, traffic, audit, invoice and
collect payment for on-line streaming inventory.
All you do is cash the check.

DirectAir creates a completely separate,
independent, new revenue source...

DirectAir 512 335-6609 www.mediaspike.com A service of MEDIASPIKE, INC.

wWWwW.americanradiohistorv.com

D) Direct Air

— Jerry McGuire

one that doesn’t affect broadcast dollars or on
air product. Plus, DirectAir provides two-way
communication with your on-line listeners —
instant surveys, song testing, jock contesting,
test marketing and interactive promotions.
I’s integrated internet that pays.

To start a new stream of dollars into
your radio station, contact DirectAir today
at 512 335-6609.

Streaming Revenue for Radio.
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FMcities.com Launches

950-station Group

Continued from Page 18

and Martz is candid about those stations’ current
audience sizes. “So far it's been a three-week rollout,
and we've been growing all the time. Right now we've
got an AQH of around 200 in the aggregate. It's a small
number, but it's going to grow.

“If | can be in 50 cities by the end of October with an
AQH of 100 in each one — which | think is reasonable,
based on what we're seeing in Canada — I'll have an
AQH of 5,000 for the whole company. So if | can sell it
at $30 or $40 CPM, hell, I'll take a couple of hundred
bucks a spbt! If | can run four or six of those an hour,
then it starts to become attractive in terms of the
revenue stream. And if the audience grows from 5,000
to 10,000 to 50,000, that's where it starts to become a
very attractive, very profitable business.”

A Promising Venture?

I've taken a (ot of heat over the past few months for
pointing out the tiny AQH audience sizes for webcasts.
But Martz understands: Even if he has an AQH of only a
few dozen listeners at a time in a given city right now,
that's nonetheless an audience that may soon be worth
having.

frmatianta

Atianta's Roadilo for tho 21st Century

bayarea ™"

The Bay Arco’s RadNo for the 218t Contury

mboston

Boston's Radilo for tho 213t Contury

chicago™

Chicoago ‘s Hadio for tho 21st Contury

ecom

FMcities.com sounds like it could be a promising
venture. The only caveat I'd offer is regarding the
terminology: Does FMcities.com have 50 stations in
Chicago or one website with 50 channels? From a
marketing point of view, the former sounds a lot better,
which is, of course, why they're saying it. (Note that it
also makes for a much more dramatic headline.)

MSN Adds Radiowave Intenet Radio To Chat Rooms

In a move that could add hundreds of thousands of
new Internet radio listeners to the industry’s audience,
MSN — Microsoft's answer to AOL — is in the process
of adding Internet radio stations to each of its hundreds of
chat rooms, with Chicago-based RadioWave providing

I“
HRAdioVWave . Corm

the programming. In a test version that has been running
since last week, MSN is featuring five “MSN Chat Radio
rooms” — one each for pop, country, hip-hop, urban and
electronica.

In each chat room the default MSN radio station
launches immediately when users enter. There's a small
integrated player at the bottom of the page showing the
current song title and artist, the upcoming artist and a
“Rate this song” option. The feature is designed so that
all individuals in the room hear the same station and the
same songs at the same time.

MSN and RadioWave intend to provide 40 different
music channels fo the various MSN chat rooms. The
MSN “hosts” for each room determine the channels the
rooms listen to. Eventually, MSN's user-created chat
rooms will also be radio-enabled.

RadioWave's deal with-MSN includes four minutes
of spots per hour, with each party selling two of those
minutes. (Over the weekend of Sept. 9, the only spots
being run were promos for various MSN services.)

Top Programmers

So why can't you choose your own station? MSN's
FAQ says, “We thought it would be more fun if everybody

in the room heard the same music, so you could share
your thoughts and feelings about what you're hearing
with others in the room.” Who chooses the music? Says
the FAQ, “Some of the nation’s top radio programmers ...
They consider mood, tempo, artist and style of music
before putting any songs into a station.”

RadioWave's in-house programming staff in-
cludes ex-WaxTrax Records exec Matt Adell, former
WJMK/Chicago MD Ron Smith, former KNRX/Kansas
City PD Sean Smyth, former WKQX (Q101)/Chicago
electronica show .host Tom Pazen and former Tower
Records buyer Brian Keigher.

This move is a continuation of RadioWave's
evolution from a firm that enables radio stations to
webcast their programming with coordinated visuals,

including ads, to a v

producer of Internet ra- m A
dio programming for %

other companies.

RadioWave has launched Chl:_tﬂ never sodnded so ‘g:.od
radio websites on to music you
Note Records an?;l:iag';? 1 vhile chatting Jok the pecple
- you like. Get the scoop on

tor Records and is MSN Radio Chat here.
scheduled tolaunch mul-
tichannet stations for ArtistDirect and RollingStone.com
in October. RadioWave's business mode! has evoived
into providing Internet radio for other firms largely due to
a lack of interest on the part of broadcasters in moving
aggressively into tnatswce.

Founded in 1998 as a division of Motorola,
RadioWave raised $22 million from Warburg, Pincus

Continued on Page 22

Radio And
Internet Newsletter

RAIN Intems Plan To
Launch 'Net Radio Station

As part of a “class project” to build new skills — and
develop a better understanding of the field they're
working in — RAIN's crack team of summer -interns
are currently in the process of building their own
internet-only radio station. We'll share the fruits of
what they're learning in the next couple of weeks in
internet News & Views.

Selecting A Format

Although a preliminary vote among. the interns was
split pretty much evenly between an all-Phish format and
an electronica-trance sta-
tion, RAIN management
vetoed both ideas. An all-
Phish- station would be in
violation of the Digital
Millennium Copyright Act, and the electronica station was
rejected because there are dozens — if not hundreds —
of electronica-trance stations already available on the
Internet. Also, the format didn't seem to be particularty
appropriate for RAIN's target audience of successful adult
radio and Internet industry professionals. (We were also
concemned that many RA/N readers visit the Site in the
morning, possibly before having had enough coffee to
vesist the allure of
trance music.)

RAN management
offered several other
alternatives, including
a station that would
focus on classic Cali-
fornia-influenced al-
bum rock of the late
'70s — The Eagles,
Joni Mitchell, James
Taylor, Jackson
Browne, Steely -Dan
and Carly Simon on a
station fashioned after a
“California Rock Week- 1}
end” that aired on WDAI/ ©
Chicago in 1977 — and a.very tightly programmed CHR
format. It appears that a 10-song playlist, repeated every
40 minutes, would be legal per the song- and artist-
separation rules-of the DMCA.

Eventually, on a day on which one of the intems was
making reservations to see the Tony Bennett-Diana Krall
double bill at the Ravinia outdoor music festival, we
settied on a format that would feature contemporary
versions of pop standards; songs that were made famous
by such artists as Frank Sinatra, Ella Fitzgerald and Tony
Bennett and that have been more recently recorded by
such artists as Harry Connick Jr. and Diana Krall.

This format choice seemed to make sense for several
reasons. First, it’s all but unavailable on the FM band in
any major market. Second, it doesn’t duplicate any
standalone Internet-only station we’re aware of. (The
closest we can think of is the excellent WABY.com, and
such titles make up only half of its playlist.) Third, it
seemed like an appropriate format for at-work listening,
which seems to be what internet radio is currently most
being used for. -

Anally, and perhaps most importantly, top RAIN
management owns about 20 CDs appropriate to the
format, which should be enough for the interns to start
building a playlist.

T ol L = aTRETE TRV AT FaVAVATAYAY %Y
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Continued from Page 20

Equity Partners, Susquehanna Radio, Intel
and FBR Technology Venture Partners in its
first round of outside financing last year.

RAIN Analysis

This looks like an impressive leap
forwatrd for Intemet radio and for RadioWave.
Were AQL to start a similar service, one
could envision hundreds of thousands of
chat room participants listening to various

Zomba Sues MP3.com

Zomba Recording Corp., the parent of Jive
Records — home to Britney Spears, 'N Sync and
The Backstreet Boys — has sued MP3.com for
wiliful copyright infringement. That’s the same
charge previously brought by the five major
record conglomerates. MP3.com settled with four
of the companies, but on Sept. 6 a judge ruled
that MP3.com was liable for infringement against
Universal Music Group.

In other MP3.com news, the company says
that its MyMP3.com service will restart within the
next couple of weeks, despite the UMG ruling.
MP3.com could have to pay as much as $250
million in damages in that case, depending on
how many violations it is found to have made.

Yahoo! Signs RIAA Licensing Deal

Yahoo! has signed an agreement allowing it to
broadcast music from the Recording Industry
Association of America’s member labels over the
intemet. Daily Vanety reported that the deal is
expected to use a pay-for-play format under which
Yahoo will pay each time an RIAA member’s song
is played on either Yahoo Radio or Yahoo Broad

INTERNET

NEWS & VIEWS

MSN Adds RadioWave Internet Radio To Ghat RIIIII]IS

channels of AOL-owned multichannel ‘Net radio
operation Spinner. More importantly, once chatters
become comfortable with the concept of
listening to Internet radio, they could
switch from the default offered by MSN or
AOL to their choice of the many other
Internet radio stations currently available.

You can try out MSN Chat Radio
yourself by going to www.msn.com. Click
on “People & Chat" at the top of the page,

then “Chat.”

I Asseciation With

Radie And
internet Newsleth

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

‘Net Chats

* Cleopatra are Steppin’ Outto an R&B groove on the
trio’s sophomore release. You can chat them up Friday (9/
15) at 8pm ET, Spm PT (chat.yahoo.com).

*The hottest Swedish export since Ikea, Singer-
songwriter Stephen Simmonds is bowling them over with
his soulful style. Talk to him Tuesday (9/19) at8pm ET, 5pm
PT (chat.yahoo.com).

* ica Cube discovered him rappin' in Inglewood, CA. If
you haven't discovered him yet, talk to Mack 10 Monday
(9/18) at 9pm ET, 6pm PT (www.twec.com).

cast. Before this agreement Yahoo had been
granted a statutory license to netcast music as
part of the Digital Millennium Copyright Act.

RealNetworks Setties Streambox Suit
A suit filed in December of 1999 by RealNetworks

claiming Streambox had violated the Digital -

Millenium Copyright Act has been settied. A U.S.
district court issued a preliminary injunction
against Streambox in January, and Streambox
has now agreed to honor Real’s copyrights when
developing new products and to pay Real an
undisclosed sum. Real will provide Streambox
with a license for the RealSystem Software
Development Kit, which Streambox can use to
create future versions of Streambox products that
will incorporate Real’s copy protection technology.

KIIS-FM/Los Angeles Teams With NetZero

KIIS-FM has teamed with Intemet service
provider NetZero in a partnership that will include
the creation of custom-branded free Intemet
access and homepages for KIS and Rick Dees
Moming Show listeners. NetZero was the litie
sponsor for KIS’ Wango Tango music festival
eartier this year.

* Their sound comes at you like a monster truck with no
brakes. Chat with rockers Fuet Monday (9/18) at 8pm ET,
Spm PT (www.lycos.com).

On The Web

* They're power pop with a twist of altemative. Check out
Swerve in performance on Sunday (9/17) at 9pm ET, 6pm
PT (www.livaconcerts.com).

* Witness a day in Third Eye Blind's “Semi-Charmed
Life” on Tuesday (3/19) at 10pm ET, 7pm PT (www.twec.com).

' — Michael Anderson

Radio or anything elss you've
read about on the RA/N websits or in R&R, just click on the

feadback box on the RA/Nhomepage, www.kurthanson.com.
* RAINfeatures reguiar updates on thess issues, plus other
news of interest to radio programmers and managers who
want to keep in touch with the world of internet radio. A fresh
issue of RA/Nis available every day at www.kurtfianson.com.

Clear. Consistent.
Quality.

(It makes a WORLD of difference)

(573) 443-4155 e-mail- hooks ahooks.com
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From the raspy buzz of the 60's transistor to the hum of today’s PC, radio has evolved into a whole new
animal. The sound, the source and revenue potential have all come of age. The ntunes.com customized CD
store offers listeners the opportunity to purchase from your station’s website over 150,000 titles in every
music format. Create new revenue through CD sales and banner advertising with seamless implementation

and no up-front investment.

For more information, visit our website at www.nTunes.com or call us at 800-901-9880 x 232.
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Whose MP3.
comisit?

What really frosts me about the MP3.com

COMING ATTRACTIONS

decision last week is the “lumping in.” People look forward to meeting you next week at the NAB Radio Show in show that night: Stephen Dunifer, the microbroadcaster and SCOUTGe  wy
lump in MP3.com with Napster. They lump in San Francisco. 'l be appearing on a panel called “Dateline 9/22/01: of evil, greedy, world-dominating corporate broadcasters (a group of N
my.mp3.com with the main site, where un- The 'Net One Year From Now,” or something similar. We'll be taking a which | am proud to be a card-carrying member), has threatened to 3
known acts undoubtedly look at what radio can expect, on lots of different fronts, from the organize groups of protesters to disrupt remote broadcasts that wilt =
surfagc. l?ul the worst ; Internet. In particular, we'll be exploring whether you will still be able be taking place to decry the plight of microbroadcasters and the NAB's ™
lumping is that Judge 8 to count on the dot-com market for a significant proportion of your position on LPFM. If | play my cards right, he says that | can be one of N
Rak(j” lumped in MP3. spot income, or whether you'll have to find another golden goose by the first broadcasts to be disrupted, which would leave me free for e
com’s .BC?m-il applica- this time next year. the evening to soothe my battered ego at Ruth’s Chris. OK ... butonly e
“0'} with “ﬁ Instant Lis- By the way, my birthday is next Wednesday, and | think I've actually if | have to. :
tening Service. succeeded in making a novel arrangement to get out of doing my — David Lawrance t

Yes, MP3.com should ~
not have created an = S - — - - :
80.000-CD database i CHR / Po U’ban ¥
without permission or a p s
Iiccnsc.p:)lher compa- David Lawrence L ;

W TW ARTIST COrTitle [ LW TW ARTIST COfTitle

nics have managed to get blanket and compul- 1 1 BRITNEY SPEARS (ops! .. | Did It Again/“Lucky” 1 1 NELLY Country Grammar/“Grammar”
sory licenses for any number of web, radio, pro- 3 2 'NSYNC No Strings Attached/“Gonna" 2 2 TONIBRAXTON The Heat/“Man™
duction and mechanical ideas. so — unless the § 3 MATCHBOX mg[:y? m Season/"Bent” 5 : ::;':;’l‘j ';'3’3:3,"”6 Mgrhers nﬁpl / 'Way"l 1
p q o, . : 2 & CREEDHuman “Higher” Inieas ragon/"Incomplete”
&"f“':e: ;:';;‘s':e S:;;T‘::‘; :a;"::dp::'ﬁvt g 4 5 3DOORS DOWN The BegtrerLiIe/“Kryptonite” 9 5 JANETNutty Professor N Souiin Sl

— . © 5 13 8 JANET Nutty Professor H Soundtracik/“Matter” 7 6 DONELL JONES Where | Wanna Be/“Wanna™
ability had MP3.com simply ncgotiated permis- 8 7 STING Brand New Day/“Desert” 11 7 AVANT My Thoughts/“Separated™
sion. as opposed to begging in court for forgive- 12 8 MADONNAMusic/“Music™ 8 8 JAGGED EDGE JE Heartbreak/"Married”
ness. 10 9 MACYGRAY On How Life Is/"Call” 4 9 JOE My Name is Joe/"Lady”

The real difference here. though. is the con- : :'1’ m‘m&mgﬂfmﬂs On The Waly/“Jumpin” 152 :'11 mlvm::i‘fmowﬁh-" “Summer”
. r S | o rror Mirror/“Lay”
cape ol f"'"f“' RHPR MY il i ol day)e — 12 NINEDAYS The Madding Crowdt/*Absolutely” - 12 o:usomAnomm//nrem;::ce..moon'
ger that any of the labels® product was in at the 15 13 JOE My Name Is Joe/"Know™ 20 13 JILL SCOTY Who Is Jill Scott?/*Gettin'™
hands of MP3.com. At least MP3.com trics to 7 14 EMINEM Marshall Mathers LP/*Siim™ 15 14 BOYZ ) MEN Nathan, Michael, Shawn, Wayna/“Pass™
do the right thing. 11 15 EVERCLEAR Songs From AnAmerican Movie PL 1/~ Wondertul — 15 EVE Love s Biind/"Love”

In a ruling that could amount to some quar- 17 16 JESSICA SIMPSON Sweet Kisses/“Love” 10 16 LUCY PEARL Lucy Pearl/"Dance”
o il ol . e e 2 1 gt T
50 4 - u lountain Hi ow
UsRliah” SSSpEmTpeIg, & CD(aey" CL -~ 19 BBMAX Sooner O LaerBacke 1 10 DESTINY'S CHILD WritingsOngThe Walrdumpin®
yours, your friend's. whoever's) in your CD- 14 20 VERTICAL HORIZON Everything You Want/“Everything” 1620 LIL"KIM Notorious K LM./"Matter

ROM drive and having its contents dumped into - e

o pachaing a CD onln an, i th proc Country NAC/Smooth Jazz

the customer just bought available in the MP3 13 CLAY WALKER Live, Laugh, Love/~Chain” 13 WARREN HILL Life Thru Rose Colored Glasses/Take™

having all the tracks of that CD appear in that LW TW ARTIST COMTitle LW TW ARTIST CO'Title
same locker. I see a big difference, and it re- 3 1 DLUECHICKS Fy/“Without," “July” 1 1 B.8. KING/ERIC CLAPTON Aiding With The King/Rain"
volves around piracy. 2 2 FATHHILL Braathe/"Love” 5 2 NORMAMBROWN Celebration/ Celebration,” “Paradise”
ool 1 3 JODEE MESSINA Burn/“Way" 3 3 BOMEYJAMES & RICK BRAUN Shake It Up/~Grazin™
i Bt e h&‘)dn'l;': few sf:ﬁ:""ds 4 & LEEANN WOMACK / Hope You Dance/Hope™ 16 4 DAVIDBENOIT Professional Dreamer/"Miles”
fo protect against piracy. other hand, the § 5 LONESTAR Lonely Grit/"Now" 4 5 GEORGE BENSON Absolute Benson/Deeper”
Instant Listening Service was, to me, a brilliant 10 & BROOKS & DUNN Tight Rope/Loved” 14 & BOMEY JAMES Body Language/Night,” “Boneyizm”
stroke: A customer pays for the CD, and you 9 7 LEANNRIMESJesus TV Soundtrack/*Need” 20 7 TOMSCOTT Smokin' Section/"Smokin™
provide them the added value of having cuts 6 8 SHEDAISY The Whole Shebang/~Will — 8 PETER WHITE Perfect Moment/San Diego”
from the CD availabie to them instantly for lis- : ‘= mmmml:%‘mnm: 1= 'ruo?uf m% V%yﬁgﬁ: -
: . KEITH URBAN verything' ani
tening. mﬂ:, "‘el t ““*"‘yb‘”:'; RIS 3 14 11 ALAN SACKSON Under The influence/"Love™ 11 KIMWATERS One Special Moment/~Secrets™
arrive in the mail is eased by having the music 1712 COLLIM RAYE Tracks/Loving® 12 JEFF GOLUB Dargerous Curves/“Two"
format. — 14 ERIC HEATHERLY Swimming in Champagne/~Flowers™ CHIELI MINUCCI Sweet On You/“Sunday™
The next step. of course, is to provide a pre- 12 15 JOE DIFFIE Night To Remember/~Somethin™ 15 SAMANTHA SIVA /dentity/~Alone”
mium service that allows the customer to down- 1116 BILLY GILMAN One Voice/Voice™ 16 PAUL TAYLORUndercover/"Ariel,” “Avenue”

17 WALTER BEASLEY for Your Pleasure/“Nice”

18  RONNY JORDAN Brighter Day/“Voyage,” “London”

— 19 DARRYL WORLEY Hard Rain Don't Last/When™ WALTER BEASLEY Won't You Let Me Love You/~Comin™
— 20 TRAVIS TRITT Best Of intentions/*Intentions™ GERALD VEASLEY Love Letters/“Valdez"

s — Hot AC Altenative

ting what — they are customers that just bought

“715 17 REBA MCENTIRE So Good Together/~Be”
— 18 PHILVASSAR Phil Vassar/"Paradise”

o|vge|e| |
-
-

load the MP3s instantly.
rather than just listening
to them. In this case

Iﬂ
=
8s

the CD. Any piracy that occurs after that is at LW TW ARTIST COvTite LW TW ARTIST COrTitle I
the complete discretion of the consumer ... un- 2 1 STING Brand New Day/"Desert” 1 1 REDHOT CHILI PEPPERS Californication/™ Californication™
ike Naps ) . L 1 2 MATCHBOX TWENTY Mad Season/“Bent” 3 2 3DOORS OOWN Better Life/“Loser,” “Kryptonite™
like Napster, wht.:rc the ?lmcy ls~ at the plea- ~ 4 3 CREED Human Clay/*Higher" 2 3 CREEO Human Clay/"Arms™
sure of the enabling service provider. 1 would § 7 & VERTICAL HORIZON Everything You Want/“Everything® & & PAPAROACH infest/“Last”
encourage Judge Rakoff or the appellate-level SN 3 5 EVERCLEAR Songs From An American Movie Pt. 1/“Wonderful” 5 5 DEFTONES White Pony/~Change”
judges to take this small but imponant differ- § S 6 MACYGRAY On How Life Is/“Try” 8§ 6 EVERCLEARSongs FromAnAmerican Movie PL 1/Wonderful®
ence into consideration. § 8 7 3DOORS DOWN Better Life/“Kryptonite™ 9 7 EVEG Horrorscope/“Promise™
~ 6 8 SANTANA Supematural/~Smooth™ 14 8 SR-T1 Now You See Inside/“Right”
. o o § 11§ MINE DAYS The Madding Crowd/~Absolutely” 7 9 APERFECT CIRCLE Mer De Homs/~Judith™
Questions? Comments? Send them (0 10 10 'NSYNC No Strings Atached/*Gonna™ 10 10 MOBYPiay/“Porcelain”
david@netmusiccountdown.com, or post to the § 12 11 DON HENLEY /nside Job/“Home" 8 11 STONE TEMPLE PILOTS No. 4/~Sour”
Internet folder on the rronline.com message N 17 12 SISTER HAZEL Fortress/“Change” 12 12 VERTICAL HORIZON Everything You Want/“God™
board. § 15 13 DIDO No Angel/"Here™ 15 13 LIMP BIZKIT Mission: Impossible 2 Soundtrack/“Look™
3 § 13 14 MOBYPlay/ Porcelain™ 11 14 MATCHBOX TWENTY Aad Seasory/“Bent”
. e o 14 15 BON JOVI Crush/“Life” 17 15 INCUBUS Make Yourselt/"Stellar™
David Lawrence is heard on WGN/Chicago; is thed| N 18 16 NO DOUBT Retum Of Saturn/"Simple” 20 16 BT Movement I Stil Life/"Never”
host of Online Today ané Online Tonight, syn- = 20 17 THIRD EYE BLIND Blue/“Never” — 17 WHEATUS Whearus/Teenage™
dicated high-tectvpop cufture radio talk shows 19 18 MINA GORDON Tonight And The Rest Of My Life/*Tonight™ 13 18 DISTURBED Sickness/"Stupity”
from Dame-Gallagher; and is the host of the ‘Net — 19 BARENAXED LADIES Maroon/~Pinch” — 18 BARENAKED LADIES Maroon/“Pinch”
Music Countdown radio shows from United GOO 60O DOLLS Dizzy Up The Girl/Broadway™ 16 20 METALLICA Mission: Impossible 2 Soundtrack/“Disappear”
Stations. A 25-year radio veteran, Lawrence was a r— — = . : e
founder of the American Comedy Network. is the Samesandhokie.com, CONOW.com, CheckOut com. hoceRasincom iy tere Rk Dsclocky com T e, ot com KISk com Lamch com, Ly Rae,
voice of America Online, and is a leading expert on NetRadio.com, NYLiveRadio.com, Phosnix Radio Net com, Radio Free ik Modishstrix. Charts are ranked
Interpet entertainment. nammdummwmmNumm ommmomo&-m’ Mot Music Countdown.
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Newsbreakers

Arbitron Welcomes
Giannini As CI0

Arbitron has tapped Janice
Giannini as Exec. VP/Chicf Infor-
mation Officer. In her new role
Giannini will develop and manage
the IT infrastructure that supports
all of Arbitron’s business units. in-
cluding its audience measurcment
services for radio, webcasts and
other clectronic media.

Giannini joins Arbitron after six
years at Lockheed Martin, where
she was most recently was respon-
sible for corporate IT programs as
Director/Program Planning, Analy-
sis & Oversight. Prior to that she
was the company’s CIO. Giannini
also has 14 years’ experience with
General Electric in a varicty of sys-
tems and information technology
positions.

“Janice has extensive experience
with the design. management and
successful execution of highly
complex database systems and ap-
plications.” said Arbitron President

No Doubt recently filmed an instaliment of VH1 Storytellers, which will
air Sept. 24. Hanging out during the taping are (back row, I-r) VH1 Pres-
ident John Sykes and Dir./Music and Talent Relations Doug Cohen; No
Doubt's Adrian Young and Gwen Stefani; VH1 VP/Music and Talent Re-
lations Bruce Gilmer, Exec. VP/Talent Relations & Music Programming
Wayne Isaak, Sr. VP/Editorial Dir. Bill Flanagan and VP/Music Program-
ming Paul Marszalek; and No Doubt's Tony Kanal. In front is No Doubt's
Tom Dumont.

Hamma Be'con\le‘s GM At Cdi/louisville

=

Six-year WDFN & WWWW/  her career as an assistant with Ma-

EXECUTIVE ACTION

Entercom/Wichita Gets Wise As VP/Market Mgr.

ckieWise has been named VP/Market Manager for Entercom’s Wichita
cluster, which consists of KFH, KNSS, KQAM, KDGS, KEYN, KWCY
& KWS.). She replaces Jim Worthington.

“We are very excited to have Jackie join our team,” said Entercom Presi-
dent/COO David Field. “She is a talented leader with a highly successful
track record. Jackie wilt make a huge impact on our future performance in
Wichita”

Wise, who most recently spent six years as Director/Sales for cross-
town KKRD, KRBB, KRZZ & KZSN, added, *| have enjoyed my years work-
ing at my current stations, but | am ready for a new opportunity. Entercom
has a solid cluster of stations in Wichita with good future prospects. | look
forward to working with everyone at Entercom/Wichita™

RCA/Nashville Lifts Michaels To Dir./SW Promo

A/MNashville Manager/Southwest Promotion Adrian Michaels has

been promoted to Director/Southwest Promotion.
RCA/Nashville VP/Promotion Mike Wilson told R&R, “Adrian has done
an outstanding job of taking our artists and music to Country radio, and this

promotion is well-deserved.”

Michaels joined the label for Southwest promotion in Dallas in February
1997 following independent promotion stints at Skip Stevens Promotion
and Third Coast Entertainment, a company he co-owned.

jor Market Radio in New York.
“It’s great to welcome Elizabeth
back into our family,” Cox Group
VP Bob Green said. “Many of us |
had worked with her in the old

Detroit GSM Elizabeth Hamma
has becen named GM for Cox
Radio’s Louisville cluster, includ-
|ing Hot AC WMHX. Oldies

GIANNINY/See Page 40

WRKA, Classic Rock WSFR and

Kwei Appomted GM

NewCity days, and the Louisville
opportunity presented the ideal sce-

AC WVEZ. Prior to her stint in
| Detroit Hamma spent 10 years in

At 'CCJ/Charlotte

nario to tap into her talents and

WPEG. WBAV & WGIV/Char- | Syracuse with NewCity. where her

lotte GSM Debbie Kwei has been
named GM for Radio One’s cross-
town WCCJ. WCCJ, which flip-
ped from NAC/Smooth Jazz to
Rhythmic Oldies last year, was re-
cently acquired by Radio One from
Davis Broadcasting.

Kwei's directive from Radio One
Regional VP Wayne Brown is to
increase ratings, revenue and cash
flow. “Everything 1 do will be
aimed toward accomplishing those
three goals,” Kwei told R&R. I

carcer progressed from Promotions
Director to AE to GSM. She began

bring her home. She's a passionate |
HAMMA/See Page 40

'Rogers Named GM At Shamrock/Tulsa |

John Rogers has been appointéd GM for Shamrock Communications’

Classical-Alternative combo KCFM & KMYZ/Tulsa. Rogers joins
Shamrock from Intemational Media Partners, a Scattle-based media buy-
| ing service, where he served as VP/GM. [

Shamrock COO Jim Loftus commented, “*While our nationwide search

| Oldies sister WTRY-FM.

| sible for all programming

WPYX/Albany PD/MD
John Cooper has been pro-
moted to OM of WPYX and

Cooper has been PD of
Rock "PYX for 12 years and
will continue to be respon-

facets, including music.
GM Dennis Lamme told

‘Clear Channel Ups Cooper In Albany

“I'm glad to be recog-
nized by Clear Channel
just after the merger.” Coo-
per added. “I'm thrilled to
get these added duties with
the Oldies station, WTRY-
FM. I've already been do-
ing some part-time fill-ins
over there, so it’s exciting

l brought us many excellent candidates to manage our Tulsa opcmllon. from
both inside the company and industrywide, John Rogers’ impressive win-
ning record and his desire to move his family back home to Oklahoma
made him a perfect match with Shamrock Communications.”

Rogers began his career in Oklahoma at KOMA/Oklahoma City, where
he held the position of GSM for eight years. He also spent 10 years with
Heritage Media as a GM, including cight years in Seattle prior to joining
International Media Partners.

also take particular pride in devel-
oping talent and growing talent. 1 l
think this is a fantastic place 10 be.
WCCJ has made some tremendous
strides in the last few books, espe-
cially the gains in the 25-54 demo.”

KWEl/Ses Page 28

R&R, “Due to the AMFM with that station.”
merger, John's experience
and knowledge of the mar-
ket is what 1 was looking for. He
has been at "PYX for a long time,
and we felt it was a natural for him
1o take over at WTRY-FM."”

10 get 10 work more closely

In other Clear Channel/
Albany ncws, Pat Redd is
named Marketing Manager for
WPYX, WTRY-FM and Sports
WTRY-AM. Pauy LecBarge re-
mains Promo Director for "PYX.

let,ligygﬂ\{ﬂss"'

Already Cleared on
Over 20 Markets including:
WKRK-FM Detroit + KYNG-FM Dallas
KQBZ-FM Seattle = KSTE Sacramento
KOTK Portland + WINZ Miami
KNUU Las Vegas + KALL Salt Lake City
KSDO San Diego lNTlRTAINMENT

Monday - Friday Noon -3p EST 831-420-1400
h OW listen 24/ 7 on www.fisherontertainmont.com
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“’'m glad Paragon is on our team.”

David Benjamin, President/CEO Triad Broadcasting

One of the most positive outgrowths from consolidation is a healthier breed of medium

and small market station owners. Medium and small market radio is now highly competitive, .
pitting mega-groups in one corner against smaller operators in the other corner.

However, the new breed of surviving local operators are applying the same type of
intelligence and fire power that has proved so successful in major markets.

By providing research, consulting, marketing and top-flight personnel to their

muiti-station market clusters, these operators are staking claim to more than their

fair share of the local market revenue.

One such group is Triad Broadcasting Company. Triad is operated by radio veteran

David Benjamin, who previously headed Community Pacific Broadcasting.

David reinvested his gains from consolidation into Triad, and he has acquired

or assimilated market clusters in Biloxi, Lincoln, Fargo, Rapid City, and subject to

FCC approval, Tallahassee, Savannah and Bluefield, West Virginia. in the past year,

Triad has attained ownership of 42 stations, and now ranks as the 14th largest radio group
in America in terms of number of stations.

As we have seen in radio very recently, it is not hard to buy stations, but it is a greater challenge to operate them successfully.
Triad uses research as a strategic tool in two ways:

Paragon conducts market research on the prospective cluster of stations before the purchase is made. This allows Triad

to understand the true potential for each station and the steps required to maximize each station’s position in the marketplace.
In some cases, after the research is in, Triad has walked from purchases in better judgement. In most-cases, Triad enters a
new market with a game plan and with confidence in their ability to provide a substantial return on investment.

Market studies, lifegroup studies and music research are applied to Triad stations to identify the most lucrative combination
of formats, and to maximize ratings and revenue market-wide. With this intelligence in hand, and typically consulting
and marketing to back it up, Triad stations are quickly entrenching into the radio marketplace for the long haul.

In Biloxi, Triad improved on a five-station cluster that already dominated males in the market. Classic Rocker WXRG gained over
one full share point 12+. After reviewing Paragon’s research, Regional Manager Steve Fehder, Operations Director Kenny Vest,

Program Director Wayne Watkins and DeMers Programming flipped an under-performing AC to a jammin’ Oldies format.
The format switch nearly tripled the station’s ratings. AOR WCPR and CHR The Monkey maintained their forward momentum

as well. <

David Benjamin adds, “Paragon has proven to be a vital component of our strategic blueprint for Triad. The research
they provide, along with the strategic direction they develop for each station and market cluster, has paid early dividends

for Triad. I'm glad Paragon is on our team.”

If you would like to consider Paragon for your team, please contact me or Paragon’s Vice President/Radio, Michael Henderson.
Both of us can be reached at the number below or via email. We look forward to hearing from you!

Mike Henderson, Larry Johnson, and | will be in San Francisco for the NAB Radio Show and the Gavin Convention. If you'd like to
discuss how Paragon can help you refine your strategic and tactical plans, please give us a call to schedule a confidential meeting.

¢'~/L/

Mike Henry

Managing Partner ‘ STRATEGIC PLANNING

« Perceptual Studies

P /\ R /\ G : L\l ¢ Auditorium Music Tests

— W I TAV,

Michael Henderson ¢ Online Studies

A
‘ * Vice President/Radio « Focus Groups

mhenders @ paragon-research.com
« Tracking Studies

(303) 922-5600 « Sales Assessment Studies
www.paragon-research.com
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Newsbreakers

©® ONE-ON-ONE SPORTS forms an
affiliate relations service with AirTime
Media to offer station clearance affili-
ate relations for syndicated programs.
For more information, contact Tim Disa
at847-202-0400.

© MANNGROUP RADIO SERVICES
debuts “Turning Point,” a daily 90-sec-
ond feature highlighting seminal mo-
ments in the lives of urban artists and
celebrities. A portion of the proceeds
from the feature will be donated to chari-
ties selected by the artists. For more
information, contact Ed Mann at 888-

462-6698.
Radio

© FRANK BARNAKO is named VP of
was most recently News Dir. for Bloom-
berg.

© STEVE WINTERS is upped o VP/
Marketing Services for Metro Networks/
Houston from Nat'l Dir/Marketing.

® BILL MAYOVSKY is upped to Mgr./
Marketing for Metro Networks/Shadow
Broadcasting Services. He rises from
Nat'l Dir. Marketing.

Also, Metro Networks adds BRIAN
ELERT as Nat'l Dir/Marketing for the
Northwest Region. He was previously
an AE at Precision Direct.

" Records

¢ YIGAL DAKAR

is named Dir/Mar-
keting & Develop-
ment for Priority
Records. He was
previously GM of
Risk Records.

® VICTOR
McLEAN is ap-
pointed Mgr./Nat'l
Urban Promotion
for the Vierve Music
Group. He was
most recently Us-

ban Marketing
Specialist for Uni-
versal Music &

Bwmis
WNDT/Gainesville PD Trevor
Scott, wife Jill, son Connor Ethan,
Aug. 29.

© SHANNON McSWEENEY segues to

Dir./Marketing Services for Artemis
Records from Mgr/A&R.

© SCOTT FRANCIS becomes Presi-
dent of BMG Songs. He was previously
VP/Business Affairs & Administration for
Sony/ATV Music Publishing.

ngt&;vlu

© SURFERNETWORK.COM offers a
streaming audio service and an ad-in-
sertion service for radio stations. For
more information, contact Elisa Keys at
212-564-4700.

Changes

CHR: Dave Sharp is now APD at
KRBV/Dallas ... WEBZ/New Or-
leans moming driver Brad Cum-
mings segues to afternoons as
morning show producer/interim af-
temoon host John Marty moves to
mormings ... WXXL/Orlando mid-
day host Hildi exits ... KXME/Ho-
nolulu APD/moming co-host Kid
Leo Baldwin and moming co-host
Blunt exit as afternoon host KC

PROS ON

THE LOOSE

Steve Lewis, air personality,
Jones Radio Network's “U.S. Coun-
try;" 303-504-4379.

and night host Istand Boy move to
momings ... WKRQ/Cincinnati Dir/
Imaging AJ. exits ... WWWM/To-
ledo adds Jeff Wicker for after-
noons ... WOST/Ft. Myers morning
hosts Julie Fox and Scott Phish
exit,

NAC/Smooth Jazz: WLVE/Miami
afternoon host Kenny Noble segues
to momings as AM hosts Rick &
Joanne exit.

Urban: Jesse Torrero joins KCMG/
Los Angeles for weekends.

National Radio: Prince Mayne
joins Radio One Network’s “Go
Country” format for overnights ...
Ross Crystal is named Exec. Pro-
ducer/Entertainment News for
Westwood One.

Records: Patricia Coleman is
named Sr. Dir./Business & Legal
Affairs for MCA Records.

Industry: Kathy Walker joins
Newkastle Entertainment Group as
Professional Manager.

Kwei

Continued from Page 26

Kwei began her new duties this
week, following a 10-year stint at
Infinity’s Urban WPEG, Urban AC
WBAV & Gospel WGIV/Charlotte.

Her resume also includes stints in
the sales department at WCKZ/
Charlotte and as an air personality
at WMBA/Piusburgh.

Concurrently, WPEG Sales Man-
ager Rob Grossman has followed
Kwei to WCCJ as GSM.

NATIONAL
RADIO
FORMATS

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Bary Knell

MEGADETH Kill The King

TIDEWATER GRAIN Here On The Qutside
U2 Beautiful Day

WALLFLOWERS Sleepwalker

ARterastive

CAVIAR Tangerine Speedo
LINP BUZXIT My Generation
LIMP BT Rotn'
APERFECT CIRCLE 3 Libras

ARG ANTHONY My Baby You
BAHA MIEN Who Lat The Dogs Out
SAMAGE GARDEN Atfirmation

Maiastream AC
A GAAY Babylon

Lite AC
ROXETTE Wish | Could Fiy

[

LARRY CAALTON Siky Smooth
ROGEN SIITH Uptown

PAUL TAYLOR Arial

r5
OESTINY'S CHILD independent Woman
EMMNEM The Way | Am

JLL SCOTT Gettin' in The Way
SHYNE UBARRING TOM LEVY Bad Boyz

AT

JONES BROADCAST PROGRAMMENG
Kon Movitrie » (900) 426-9082

Alternative

Toress Cook
EVERLAST Black Jesus
LIP SUZXIT My Generation
LINION PARK One Step Closer
PAPA ROACH Broken Home
U2 Beautitul Day

NetAC

Josk Hesier

DIDO Here With he

FASTH HILL The Way You Love Me
2 Boautitul Day

Josk Hesier

SAWGE GARDEN Affirmation
$A-71 Right Now

T

Rhythmic CHR

Josh Hesler

CHANGING FACES That Other Woman
DMX (/31300 What They Want

NELLY E.f.

Seft AC

Mike Battelll
HUEY LEWIS & GWYNETH PALTROW Cruisin’

Mainstream AC

Mike Battelll
EVAN AND JARON Crazy For Ths Gir

Mike Bettelll
LARA FABIAN | Will Love Again

s T S

JONES RADIO NETWORK

Jon Heliday * (303) 784-8700
Adult Nit Radie

& Mciasy

EWAN AND JARON Crazy For Thes Gir
Reck Classics

Rich Brysn

U2 Baautid Day

Soft Nits

Rick Brady

FAITH HILL The Way You Love Me

RADIO ONE NETWORKS

Roay Maars ¢ (970) 949-3339
Cheice AC

Yvoane Bay

CREED With Arms Wide Open

COARS Breathiess

Stove Loigh
COLLECTIVE SOUL Why Pt. 2

Bright AC
Jim Hays

0100 Hers With Me
VERTICAL HORMZON You're A God

X Packaged on a roll and easy to use.

P.O. Box 750250 Houston, Texas 77275-0250
713/507-4200 713/507-4295 FAX

1/7800-231-6074 ri@reefindustries.com www.reefindustries.com

Maximize Visibility

X Cost effective plastic banners for your station.
X We print any logos or designs in up to four spot colors.

X Perfect for concerts, public appearances, expos & giveaways.

et e —— 0 ooricanradinhicton com
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Show Prep

MONDAY, SEPTEMBER 25

Nationat One-Hit Wonder Day

1965Millie Mays. 34, becomes the
oldest piayer to hit 50 home runs
in a season. In 1955, at 24, he
was the youngest piayer to ac-
complish the feat

1986/A 1984 S Barber Head dime. one
of only 12 in existence. is auc-
tioned for $83.000

1993/A Florida judge rules that it is le-
gal for 12-year-old Gregory
Kingsley to “divorce” his par-

BATEBOOI(

ABC. NBC and CBS.
1989/)efirey Petkovich and Peter
" DeBernardi go over the Cana-

dian side of Niagara Falls in a

barrel — and survive.

Born: Arthur Penn 1922. Shaun

Cassidy 1958

In Music History
1964/The Beach Boys make their first
appearance on The £d Sullivan

Show.
1972/Mersey Beat musician Rory

Storm and his mother fulfill a

following an onstage stroke. He
never regains consciousness
but lives untif 1984.

1976/erry>Lee Lewis accidentally
shoots bassist Butch Owens —
twice — while aiming at a soda
bottle. Lewis is charged with
unlawfully discharging a firearm.

1989/ x-Eagles Don Henley and
Glenn Frey perform together for
the first time since 1980 when
Frey joins Henley for “Hotel Cali-
fornia” at an L.A. show.

Born: Jerry Lee Lewis 1935

'zinescene

Madonna On ‘Music’ & More!

M adonna discusses her latest
single, her man and mother-
hood in Rolling Stone. The "zine's
cover girl (who is also featured in
the CHR Survival Guide in this is-
sue; see Page 1) says she got the
idea for the hook in her single
“Music” — the line about music
bringing people together — from

ents. suicide pact in Liverpool. attending a Sting concertand ob-
Born: Heather Locklear 1961, Scottie |~ 1996An Los Angeles, Randy Travis . serving how the audience reacted
Pippen 1965 climbs into the front seat to stop SATURDAY SEPTEMBER 30 to his.music.
In Music Histo a moving limousine after the ; In high school, Madonna tells  SHE MADE HIM CRY — What is
G driver suffers a fatal heart at- Nationat Mud Pack Day <

1965/ The Beatles animated series de-
buts. Despite primitive animation
and no involvement by the band.
it runs for three years.

1980/Led Zeppelin drummer John
Bonham dies at 32, choking on
vomit after a drinking binge.

1991/David Bowie, up for the Rock
And Rolt Hall Of Fame, remarks.
“The whole thing is bulishit.”

tack.

Born: Randy Bachman (ex-Bachman
Turner Overdrive) 1943, Meat
Loaf 1947

THURSDAY SEPTEMBER 28

National Strawberry Cream Pie Day

1959/Rodgers and Hammerstein's
The Sound of Music premieres,
in New Haven. CT.

1961/Richard Chamberlain begins a
five-year stint as Or. Kildare on
NBC-TV.

1987/Rep. Patricia Schroeder an-
nounces that she will not seek
the Democratic presidential

1951/The Red Skelton Show debuts
on NBC-TV. The comedy revue
runs for 20 years.

1955/Actor James Dean dies in a car
crash in Cholame, a town in cen-
tral California.

Dean: Too fast to iive.

the °zine. she was “a footbail
player’s nightmare,” because ev-
eryone thought she was a freak.
“[Football players] didn’t go out
with me. | only got the weirdos.
Because | didn’t shave under my
arms, and ! didn’t wear makeup,
and ! was really confrontational”
What was Madonna’s worst job
while in high school? *! had to
clean houses. It was gross. | had
to clean the toilet bowls of boys |
went to school with”

The ‘zine says one of Ma-
donna’s favorite movies right now
is an ltalian film called Rocco and
His Brothers. Could it be she

it like to work with Madonna? Ricky
Martin telis the Globe, I really like
focused women. and when |
worked with Madonna, she was
very strong-willed. She shouted
and made me cry. but we got the
work done.”

of the fan’s triends was stilt in the
restroom and witnessed the
whole thing. The friend later
tracked Britney down in the club
and handed her back the auto-
graph — ripped in halif!

Britney Spears may be acting

nomination. 1982/Cheers. a sitcom set in a Boston named her son, by latest flame |ixg 3 diva, but according to

Born: Moon Unit Zappa 1967. bar, debuts on NBC. Guy Ritchie, after the movie? People she looks good doing it.

GV’W'"‘ Paltrow '972 Born: Jenna Efman 1971, Martina m‘mm She’s on Pgop/g’s list of best-

i Masic History Hingis 1980 = e . *  dressed celebrities. On the other

o ) | 1956/RCA Records receives advance ’ __‘Wm BT Sing-along versions of the hand, Lil' Kim and Christina
Bowie: | reject you first. orders for 850,000 copies of 1950 The Grand Ole Opry premieres stage shows The Sound of Music  Agullera are among the worst-
Elvis Presiey's “Love Me Ten- onTv. and ‘Mary Poppins are the hot  dressed celebrities, and Mariah

Born: lan Tyson 1933

der.”
1968/ Janis Joptin leaves Big Brother

1988/John Lennon is posthumously
awarded a star on the Hollywood

craze in Britain, especiaily for
kids, says Entertainment Weekly.

Carey is one of the worst-
dressed celébrities of all time!

:‘og'e Holding Company to go Walk of Fame. During these productions, which  People also says both Madonna
Good Neighbor Day ' 1992/kce-T reads a letter from local the 'zine describes as combina-  and Cher are each “In a League
1962/ The Beverly Hilbilis, a sitcom police asking him not to perform i tions of & church service and a  of Her Own” regarding their cha-

; i Cop Kitler” to a San Diego con- British soccer match, the audi- meleon-like fashion sense, and
dMTRGTuUDIGA el gl cert crowd. He then performs ence bursts into along with  Faith Hill and Tim McGraw are
oil, become rich and move to the song. the people ap‘nm:ng a fun fashion couple
“Catiforny,” debuts on CBS-TV. P i i i ;

1983The ;o,,o{,st winsiag streak in 199378-52 Kate Plerson is arrested in Speaking.of kids, Kid Rock  Mariah Carey’s fashion distinc-

New York for participating in a

sports, 132 years, is broken ; } tells Rolling Stone that his en- tion couldn’t possibly have any-
when Challenger Australia If :mm::s":ﬁ:ﬁ'tzﬁm; | counter with journalist Sam g0 do with her nas. Cosmo
takes the America’s Cup yacht magazine offices : Donaldson — whom he met politan reports that Carey is so
race trophy away from the U S. Born: .2,"” HcCo& 1943, Mare i when they were both gl_;esls on into her 'nails tr?at §he often has
team. | The Late Show With David Letter-  a celebrity manicurist on hand at

1965/Shamu, the first killer whale to
be bred in captivity, is born at

Bolem 1947-1977

man — “was a melding of two
great minds. He's the early-

her concerts for some quick nail-
color changes — sometimes even

Oriando’s Sea World. Joplin: A wa'r;a‘n can be tough. AY OCTOBER 1 evening stoned pimp, and I'mthe  between songs.
Born: Linda Hamilton 1956, Serena | - National Rice Pudding Day early-morning stoned pimp. Backstreet Boy A.J. McLean
Williams 1981 | 1991/Legendary jazz trumpeter Miles 1955/This Is Your Life, hosted by Hanson are growing up, and  totes mascara everywhere he
e Music Histery Davis, 65, dies of pneumonia in Ralph Edwards, debuts on NBC- s0 are their fans. Zac Hanson  goes, says Globe — to fill in his

1947/Biues singer Bessie Smith dies
after an auto accident in Missis-
sippi.

1968/Rolling Stone Brian Jones is
found guilty of marijuana pos-
session in London and fined
150 pounds.

Released: The Kinks’ “You Really Got
Me" 1964, The Beaties' Abbey
Road 1971

Born: Bryan Ferry 1945, Olivia New-
ton-John 1948. Craig Chaquico
1954, Carlene Carter 1955

WEDNESDAY, SEPTEMBER 27

Crush A Can Day
1954/ The Tonight Show bows on
NBC-TV, with Steve Allen as

Santa Monica, CA.

Born: Ben E. King 1938, Nick St.
Nicholas (ex-Steppenwolf)
1947

FRIDAY, SEPTEMBER 29

National Mocha Day

1940/Double or Nothing, a radio quiz
show. debuts on the Mutual
Radio Network. Each-correct
answer doubles a contestant’s
winnings, up to a grand totai of
$80.

1953/ Make Room for Daddy pre-
mieres on ABC-TV. with Danny
Thomas in the starring roie.

| 1983/With the completion of pertor-

mance number 3.389, A Chorus

TV. The show surprisés celebri-
ties by airing their life stories.

1971/Walt Disney World opens in Or-
fando.

1980/Robert Redford becomes the
first man to appear atone on the
cover of Ladies’ Home Journalin
97 years.

Born: Randy Ouaid 1950,
McGwire 1963

in Music History

1967/Pink Floyd arrive in the country
for their first U.S. tour.

1988/The first Heavy Metal Conven-
tion is held in L.A. Musicians and
fans take the opportunity to tell
the Los Angeles Times that
metalt is not really death-ob-
sessed and to complain about

Mark

tells Rolling Stone he and his
brothers' audience is getting “a
little more, uh, frisky? They're
throwing their underwear, and |
just don't get it” isaac Hanson
says, “Luckily, the underwear is
not that common, because there
were a couple times when they
threw things up, and | was like,
‘Oh, my God. That thing is huge!”

Britney Spears may be grow-
ing up. too, but according to Star,
she still acts like a child. The
littie diva was in the restroom at
a Hollywood nightciub when an
overwrought fan asked for auto-
graph. Britney obliged, but as
soon as the fan left the restroom,

too-sparse beard.

_Lstg And Marriage

Two down, three to go. Better
get your hooks in soon, girls, be-
cause Brian Littrell is the latest
Backstreet Boy to marry. He wed
actress Leighann Wallace Sept. 2
in Atlanta. (People, US Weekly)

Dave Matthews also got mar-
ried. He wed longtime love Ashiey
Harper Aug. 10 in Virginia.
(People)

Eminem and his now-ex-wife,
Kim Mathers, have reached a
settiements on their divorce and
the defamation suit Kim filed
against him. (US Weekly, Enter-

Line becomes the longest-run- iss S imi ]
host. i Miss Spears started to mimic
5 8 ning Broadway show ever. the lack of critical respect. GiraEls il . tainment Weekly)
1970/The Original Amateur Hour, } i 1990/az2 singer Nancy Wilson gets and make fun of the star-struck
hosted by Ted Mack, exits Ty 50r: Anita Ekberg 1931, Bryant girl. Little did Spears know, one — Deborah Overman

after 22 years. The show was .

originally on the Dumont Televi- ia Music History. LMes s _ Ea_ch week R&R sneaks a poek through the qarion's consumer mag-

sion Network, then went on to | 1975/Jackie Wilson falis into a coma & Brida Connolly azines in search of everything from the sublime to the ridiculous in
L " | music news. R&R has not verified any of these reports.

Gumbel 1948

a star'on the Hollywood Walk of
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e confused... .
e about broadband?

b > wireless > interactive talpuiue

You’re not alone. The truth is, technologies
can’t converge until people do. At DES,
we can make that happen.

Our media lab is your guide through this unruly maze.
Here, we bring together the tools and technologies,
access and applications, people and personalities,
that create real-world media opportunities to leverage
the next generation of media. It’s that easy. Because
the answer to Broadband is, simply people. Like you.

The simple solution is always the right one.
www.desonline.com p. 818.508.8200

Rdes

DIGITAL ENTERTAINMENT SOLUTIONS
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P.0.D. Rock The Party (Oft The Hook} ”
MELLY Country Grammar 15
ORITNEY SPEARS Lucky 1®
CHRISTINA AGUILERA Come On Over Baby (A1) 13
EMMNEM The Way | Am 12
JANET Doesn't Reatty Matter "
EMINEM The Real Sim Shady 1
AGE AGANCET THE MACHINE Tossly 10
ORBY Fiction (Dreams In Digital) 10
98 DEGREES Gave Mo Just One Night (Una Noche) 9
NED HOT CHILI PEPPERS Caldomicaion
$1800 Thong Song

"N YNG Bye Bye Bye

INCUBUS Sty

2GETHER The Hardest Part Of Breaking Up...
SADONNA Music

KDAN Somebody. Somaeone
OESTINY'S CHILD Say My Name

PR ROACH Broien Home

DO V3I300 What You Want
DISTURBED Saupdly

O€ LASOUL Oooh
MYSTIGAL Shake YaAss

CREED With Ams Wide Open
BLINK-162 Al The Small Things
JENINFER LOPEZ Waiting For Tonght
PAPA ROACH Last Resort

040G TYMERS #1 Stunna

BUSTA RHYMES Fre
DEFTONES Change (In The House 01 Fies)
YA Case Of The Ex (Whatcha ..)

DR. DRE VEMINEM Forgot About Dre
RUFF ENDZ No More

BAHA MEN Who Let The Dogs Out
LIMP BLEXIT Break Stuft

FOO FIGHTERS Next Year

SR-T1 Auight Now

MOBY Porceian

THIRD EYE BLIND Deep Inside 01 You
FUEL Hemorrhage (In My Hands)

LI BOW WOW Bounce With Me

PINK Most Girts

COMBMON The Light

MACY GRAY Why Didn't You Call Me?
EVE 6 Promse

BRITNEY SPEARS Oops! ... 1D it Again
DESTINY'S CHILD Jumpm’ Jumpin®
BBMAK Back Here

HANSON tf Only
‘NSYNC It's Gonna Be Me
BACKSTREET BOYS The One

CREED Higher

EVE Love Is Blind

MATCHBOX TWENTY tf You're Gone

$IS00 Incompiete
SAMANTHA MUMBA Gotta Tell You
WHEATUS Teenage Dirtbag

OPM Heaven Is A Haltpipe

VAST Free

- S NN VRN RN RN GO W W EERE RS REULUDDDD DD N NN NN NN DD DO OO OO

Video playlist for the week encing September 10.

Peter Cohen,
VP/Programming

“8ic nutwer)

National Top 20

LW No More (Baby. I'ma Do Right)
CHRISTINA AGUILERA Come On Over Baby (Al 1...)
$1300 Incomplete

R. KELLY | Wish

EMNNEM The Way | Am
mTeeanlrmq

BAHA MEN Who Let The Dogs Out
JARULE /0. MILIAN Between Me And You
BIG TYMERS #1 Stunna
MYSTIKAL Shake Ya Ass

YA Case Of The Ex (Whatcha ..)
TRINA Pull Over

HINOSENSE Say No More

JAGGED EDGE Let's Get Marned
MADONMA Music

OPM Heaven Is A Halfpipe

GOO0D CHARLOTTE Litle Things

CASH MONEY... Bafler Biockan®

NELLY Country Grammar

OAITNEY SPEARS Lucky

Video playlist for the week ending September 10.

Paul Marszalek
YPAusic Programming

ADDS

GREEN DAY Minonty
SINEAD 0"COMNOR Jeaiouss

INSIDE TRAC

9100 Hore With Me
VERTICAL HORKZOM You'rs A God

XL

FAITH HILL The Way You Love Me
SANET Dossn't Reatly Matier
MADGIBIA Mic

MPCHBON TWENTY Bort

STING Desert Rose

CREED With Arms Wide Open

EVERCLEARWonderkd

ELYON JOHN Frionds Never Say Goodbye
Cabdomicat

REDHOT CHIL) PEPPERS
VERTICAL HORIZON You re A God

MEDIUM

CHASSTINA AGUILERA Come On Over Baby (AK...)
BOYZ W MEN Pass You By

CORRS Breathiess

FASTBALL You're An Ocean

FOO REHTERS Next Year

A GORDON Torught And The Rest Of My Lite
THIRD EYE BLIND Deep Inside Of You

CUsToM

AC/DC Satewts Blues

SAHA MEN Who Let The Dogs Out

TON! BRAXTON Just Be A Man About It
ALICE COOPER Gamme

FUEL Hemorrhage (in My Hands)
DAVID GRAY Babyion

GREEN DAY Minortty

HRON MAIOEN The Wicker Man

JAGGED EDGE Let's Get Marned

KENNY WAYNE SHEPHERD Last

8.8. KING/ERK CLAPTON Riding With The King
DAVE K02 YMONTELL JORDAN Careless Whisper
LUCY PEARL Dont Mess With My Man
SHELBY LYNNE Gotta Get Back

MOBY Porceian
MORCHEEBA Rome Wasnt Buitt In A Day
NINE DAYS Absolutely (Story Of A Girl)
SINEAD 0'CONNOR Jealous

BRITNEY SPEARS L ucky

CARL THOMAS Summer Rain
WYCLEF JEAM YTHE ROCK it Doesn't Matter

Video alrpl:y'il;zm September 18-24.

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEO PLAYLIST

Showtime presents Hendrix, a
new biopic on the rise and fall of re-
cording artist Jimi Hendrix that co-
incides with the 30th anniversary of
his death and stars Wood Harris in
the title role. The movie is followed
by Jimi & Sly: The Skin I'm In, a
documentary about Hendrix and Sly
& The Family Stone frontman
Sylvester Stewart (Sunday, 9/17,
8pm).

Friday, 9/13

< Olivia Newton-John, John
Famham and Tina Arena are slated
to perform live from Sydney when
NBC presents the opening ceremo-
nies of the 2000 Summer Olympics
(check local kistings for time).

*Bobby Bare, Kris Kris-

e Barenaked Ladies, Ario
Guthrie, John Mellencamp, Willie
Neison, Nell Young and Crosby,
Stilis & Nash are slated to perform
live when CMT presents Farm Aid
2000 (check local kstings for time).

* Barenaked Ladies are profiled on
the latest instaliment of VH1's Behind
the Music (9pm).

" Thursday, 9/21

« Alice Cooper, Late Late Show
With Craig Kiborn (CBS, check lo-

AY-ZVEMPYIS BLEEX... Hey Pagi
OYA Case Of The Ex (Whatcha ..)
JOE Treat Her Like A Lady
WUFF ENOZ No More

OMX 31500 What You Want

$1300 incomplete
MYSTHIAL Shake Ya Ass
NEXT Wikey

G TYMERS 1 Stunna
HELLY Country Grammar

RAP CITY

LI BOW WOW Bounce With Me

| LI TANE V112 Cakin’ Me

916 TYMERS Get Your Roll On

MELLY Country Grammar
C-MURBER LSN00P DOGE Down For My N's
604 80Y2 Whodi

MYSTIIAL Shake Ya Ass
COMMON The Light

DX /31800 What You Want

V-7 ARENIPYNS BLEEX... Hey Papi

Video playkist for the week ending September 17,

Sl A

ioz

BOX OFFICE TOTA

Sept. 8-10
Title 3 Weskend
Distsibuior (8 To Dete)
1 The Watcher $9.06
Universal® ($9.06)
2 Nurse Betty $7.14
USA* ($7.14)
| 8 BringOn $6.81
] Universal ($44.80)
4 The Coll $3.65
New Line ($51.34)
5 Space Cowboys $3.34
wB ($74.53)
6 What Liss Beneath $2.76
DreamWorks ($142.39)
7 The Art Of Wer $247
wB ($25.02)
& The Originel Kings $2.35
Of Comedy ($31.87)
Paramount
9 TheWay OfThe Gun $2.15
Artisan® ($2.15)
10 Highlander: Endgame  $1.91
Miramax ($9.05)
Al figures in milions
* First woek in rolease
Source: ACNisisen EDI

COMING ATTRACTIONS:
This week's openers include Du-
ots, staring Gwyneth Paltrow
They team up for a cover of
Smokey Robinson’s “Cruisin’, a
performance that is featured on-
screen as well as on the film's
Hollywood soundtrack. Paltrow
also teams with co-star Babytace
on The Temptations’ “Just My
Imagination (Running Away With
Me)” and goes solo on Kim
Cames'Bette Davis Eyes” Lewis
also contributes “Feeling Alright”
and “Lonely Teardrops,” while
other cast members — including
Paul Giamatti and Maria Bello
- perform their versions of such
classics as Otis Redding's “Try A
Littie Tenderness,” Todd Rund-
gren’s “Hello, It's Me,” Bonnie
Raitt's 1 Can't Make You Love Me
Eurythmics’“Sweet Dreams (Are
Made of This),” Barry Manilow's
“Copacabana™ and Lynyrd

* Supergrass, The Late Show A : Skynyrd's “Free Bird™
With David Letterman (CBS, check  C8l #tings for time). Aino opning e week b et
local fistings for time). = Julie Gidlow clusive engagements is Aimast
A show times are ET/PT unisss oherwise noted; subtract one hour for CT. directed by Cameron Crowe. The
Check lstings for showings in the Mountain me 2one. Al lstings subject © change. fim’s DreamWorks soundtrack
contains Simon & Gartunkel's
. “America; The Who's “Sparks,”
S — = e Todd Rundgren’s ‘t Wouldn't
EMINEM The Real Sim Shady ] Have Made Any Difference’” Yes'
REDHOT CHIL) PEPPERS Caldornication | “Tve Seen Al Good People: Your
CETMALCA| Bezrpgey i Move” The Besch Boys' ‘Feel
EMBNEM The Way | Am Flows. Stilwater's “Feverdog”
{ANGELO Lgiad (How Does..) . Rod Stewart's “Every Picture
e ek | Tolis a Stony” The Seeds Mt
LAURYI HILL Everything i Everyting |  Fanmer” The Aliman Brothers
WOSY Porcalsin Band's "One Way Out” Lynyrd
TRAGE AGABIST THE MACHINE Testly PAGE AGARCST THE MACNINE Sisep Now In The Fre Skynyrd's “Simple Man_” Led
DAAB GAAY Babyion ‘PR, ORE VEMNIEM Forgot Aot Dre Zeppelin's “That's the Way” Elion
::mhr:nsﬁm mmumh John's “Tiny Dancer,” David
FOD RGHTERS Next Your MACY O | Try i M‘ﬂm\ffﬂ\ohu.m\.'
DESTINYS.CIBLO Say My Neme WOAN Faling Away From Me { Cat Stevens' “The Wind, Cls-
FOO RGHTERS Laarn To Fy PAPAROACH Last Resort rence Carter’s “Sip Awey! Thun-
OESTURSED Sty QUEENS OF THE STONE AGE The LostA10Y... ! derclap Newman's“Something in
LTEN Take A Picturs R.E.00. The Great Beyond | the Air and Nancy Wilson's
$1300 Thong Song BT Never Gonna Come Back Down h
JURASSC § Oty Contro PINE UCH MALLS 5 The Woid | Lucky Trumble!
LOOP BT Brgk St JUVEINLE Back That Thang Up
MLV Try Again — Julle Gidlow
CREED Highsr Video playlit f0r the woek +10.

{
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34 © RaR September 15, 2000

"You've Got /argefed Mail

E-mail offers News/Talk stations a true one-on-one
marketing opportunity with listeners

As Olympic fever heats up this week, here’s KFBK-AM/Sacramento’s
own gold medal talk host, Tom Sullivan (r), with Olympic great Jackie
Joyner-Kersee following the pair's on-air chat during the recent U.S.

adio has always used the latest marketing tools to reach listeners where they live. From hot Olympic Track and Field Trials held at Sacramento State University.

== ZIP codes and telemarketing to direct mail and frequent-listener clubs, radio has always sought
out ways to reach listeners in the same way that they use our medium: one-to-one.

At this past June's R&R Conven-
tion 2000, many panelists at the
Internet sessions spoke
strongly in favor of targeted
or “filtered™ e-mail market-
ing. This marketing meth-
odology has been used suc-
cessfully in other industries,
but radio is still somewhat
in the early acceptance
stages of this marriage of
listeners with electronic
technology.

In order to understand
some of the pros and cons
of using e-mail to market your radio
station. I recently called on Direct
Marketing Results COO Tripp
Eldredge. In the following inter-
view Eldredge offers his expertise
and insights on some of the do's and
don’ts you may wish to consider
when implementing a marketing
strategy that includes e-mail contact
with your audience.

R&R: First up, can you give us
a quick bio on your background and
experience in the marketing busi-
ness?

TE: | have a master's in market-
ing from the University of Wiscon-
sin. I joined DMR in 1998 to help
marry the technology of the Internet

Tripp Eldredge

with direct marketing. Before that |
was VP/Sales and Marketing for
Strategic Media Research. I
have also been the head of
field marketing for a con-
sumer packaged goods com-
| pany.

R&R: Define targeted or
Siltered e-mail marketing for
us.

TE: It's a marketing tech-
nique that gives us the op-
portunity to get back to a
concept that has been
around for awhile — but in
a much more accessible way — and
that’s database marketing. E-mail is
really another vehicle we can use as
a marketing tool that can get you
into someone’s life.

If you combine the technology
with a database marketing strategy.
it can become an extremely rich
marketing tool for your station. It
can allow you to begin a relationship
with your listeners that is much
more personal. Targeted or filtered
e-mail is a description, but in truth
it’s a personal, one-to-one approach.
That is the concept behind database
and permission-based marketing.

R&R: What do you see as some
of the most obvious advantages 1o e-
mail marketing?

TE: What it does is unlock the
door that allows you to go onc-on-
one with listeners — something that
as an industry we have always
wanted to do — but in a much more
cost-effective way. It allows you to
interact with people — both fans
and potential listeners to your sta-
tion — in a more instantancous way
and at a much more meaningful
level than perhaps ever before.

R&R: What are some first steps
a station should take when consid-
ering an e-mail marketing project?

TE: First, you need to have a
strategy in place that addresses your
objective. In other words, what are
you attempting to accomplish? Are
you trying to build some sort of
loyalty, and. if so, how will you mea-
sure that? Or are you perhaps look-
ing to build some new revenue
opportunities? These are the kinds
of questions you need to ask upfront
so that you can establish a goal — a
set of objectives that can be mea-
sured — as the foundation for begin-
ning your e-mail marketing project.

R&R: What are some of the
things you've seen stations achieve
Sfrom their initial efforts at e-mail
marketing?

TE: You might start out with the
very simple objective of having an

e-mail list for a station e-mail club
or newsletter. That's really where a
lot of stations are right now with this
process. It’s a first step toward hav-
ing some level of direct and personal
communication via e-mail with your
listeners.

The next component to an effec-
tive strategy is to develop a data-
base-driven e-mail marketing tool.
The goal is to be able to send one-
to-one messages between the station

and the listener in a timely manner

and on a level that people are used
to with regard to receiving e-mail.

R&R: What do you mean by
that?

TE: E-mail is an intimate vehicle.
much more so than almost any other
kind of communication. E-mail and
the telephone are probably the most
intimate forms of communication
you can use. certainly much more so
than mass media such as television.
So there is an expectation from the
recipient that it will be something
relevant, personalized and antici-
pated..

That is a concept that I will credit
to Seth Grodin [author of the book
Permission Marketing}, who is sort
of the father of today’s version of
permission-based marketing, It goes
beyond just sending someone e-

mail. It’s really all about sending ¢-
mail to people who, in fact, want to
receive it.

Think of it as a sort of “ask and you
shall receive™ concept, as opposed to
more typical and intrusive methods
such as television and the other mar-
keting choices that are available to
you. You want to get people to raise
their hand and say, “Yes, I want that
kind of information,” and then you
want to educate them over a period of
time by sending them things that are
relevant. increasingly more personal
and, because they’ve asked for it. an-
ticipated.

R&R: The whole process sounds
sort of like what one goes through
when dating, am I right?

TE: Exactly. You meet somcone
and find out a little about him or her.
Next you deliver to them some infor-
mation about yourself. Then, over
time. you begin to find out more.
and maybe you go to the movies to-
gether and begin to educate each
other as you learn more and more
about one other. Eventually you
might decide that you've learned
enough that you want to make the
relationship more serious or maybe
even get married.

Continued on Page 36

WSB Atlanta * WLS Chicago * WRKO Boston * KTRH Nousten °

America’s Digital Goddess*

Simply Irre

“In a world of talk radio th: to capture listeners,
Kim brings great energy, pers y and revenue.”
Mike Elder, Director of Dpeeations, WLS Chicago

TalkRadid’s #1 Computer & Internet Show

Kim Koma?. Now over 350 siations. That's almost gyery markel. But just In case we missed you, give us a call.
~ WesiSar 662-381-8200
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WHIO Dayton * WIOD Miami
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Webcasting
Radios Frien
or Foe?

Tivo New Studdies Examine How Radio Can Profi
from Webcastings Next Revolution

Radio’s competitive landscape is changing quickly. And Arbitron has been at the forefront of
those changes, providing information and insights to help radio leverage the shifting trends
and grow. To stay ahead of the next cycle of changes, come see the premiere of the two latest
studies from Arbitron at the NAB show:

“Internet Study V: 20 Startling New Insights
About the Internet & Streaming”
Presented by Arbitron and Edison Media Research

September 21, 2000, 10:30AM-11:45AM
Moscone Convention Center, Room 103

“Can Radio Survive the Broadband Revolution?”
Presented by Arbitron and Coleman Research
September 22, 2000, 9:00AM-10:00AM
Moscone Convention Center, Esplanade Ballroom

For more information, stop by the Arbitron booth at tlie NAB or visit the Arbitron Web site.

Following the presentations, the studies will be available as free downloadable PDF files at
http://internet.arbitron.com.

ARBITRGIN  wwantonaon

wwWw americanradiohistorv com
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News/Talk

T T T T e Sy

I list must contain not only those who 5 . »  factor for something like Yahoo! So  loyal users and listeners faster listener has told you to send to them,
are loyal listeners, but also those  Station dunng the day- I think this can be a key benefit for  through compromising your e-mail  or it can really backfire on you in the
who may not yet be as knowledge- a News/Talk station with regard to  database than you can by doing long run. |

Target Mail

Continued from Page 34

That's the sort of analogy Grodin
uses to describe someone who has
expressed some interest in your sta-
tion or product and who goes
through an education process about
who you are and what benefits you
provide. But the message gets sent
only to those who have raised their
hand and expressed interest.

R&R: Is it fair to say that radio,
as opposed 1o other businesses, is
relatively new to the idea of using
this sort of marketing tool?

TE: Yes. | think that's fair to say.
although in the past six months or so
the number of stations that have
started to become involved in at
least some level of ¢-mail campaign-
ing has probably doubled. 1 expect
that to continue and grow very rap-
idly in the next year or two.

R&R: Do you think that News/
Talk radio presents any special ad-
vantages over other formats for this
sort of marketing strategy?

TE: It's been our expericnce that
many News/Talk stations in a clus-
ter don’t have a lot of marketing re-
sources pointed at them for what-
ever reason. Because of that, e-mail
marketing can be an extremely cost-
effective way for News/Talk stations
to spend their marketing resources.

Building that e-mail list is critical
to the success of this effort, and the

able about the product as you'd like
them to be. This kind of marketing
offers a real opportunity for News/
Talk stations to become a much
more important part of their lives
than they could ever become before,
because you can now tailor content
to the specific needs of listeners. It's
a great way to connect with, and put
your brand in front of. those users
who may not be able to listen to your
station during the day.

R&R: So are you saving that in
senne ways this marketing methodol-

ogy could be even more effective for
News/Talk than for music-formatted
stations?

+ TE: Yes. News/Talk stations can
potentially have a big advantage us-
ing c-mail marketing. It’s one thing
for a Rock station to build a
200.000-listencr e-mail database,
but it’s another thing to actually send
them messages. Most News/Talk
stations, on the other hand, are
already gencrating tons of content
every single day. As a format, News/
Talk is used to providing a high
level of content to listencrs, and of-
fering it to them via e-mail is a logi-
cal next step.

Loyaity is also a big factor. People
who have a preference for the News/
Talk format also tend to be ex-
tremely involved with it, and that
can get you a much better response
rate right off the bat. News/Talk lis-
teners tend to be very responsive.
which means they are even more
likely to take advantage of the op-
portunities you present to them from

—ga—————

“It's a great way to
connect with, and put
your brand in front of,

those users who may not
be able to listen to your

—_— e,

advertisers. They'll attend station
promotions and even participate in
future research.

R&R: So can e-mail marketing
replace some of the traditional mar-
keting methods that. quite frankly,
are often underused by News/Talk
stations?

TE: Well, you still need to get lis-
teners to raise their hand in the first
place, so it is still very important to
also use some traditional direct-mar-

keting -practices. Your listeners
aren’t necessarily listening long
enough to be alerted to what you
want them to know on your air-
waves alone. so in most cases it's
still important for an e-mail market-
ing program to go hand-in-hand
with traditional approaches to mar-
keting. You still need a marketing
strategy (o help create that e-mail
community and build your elec-
troni¢ database.

R&R: You mentioned earlier that
this sort of marketing could even
provide a station with revenue-gen-
erating opportunitics. Can You
claborate on thar?

TE: Sure. Let’s say you'd like to
have your URL included as part of
a Yahoo! newsletter. It would prob-
ably cost you about 45 cents per e-
mail address. which means you sup-
ply the link, and they'll put you in
their e-mail letter. You don’t get
their e-mail names; you arc simply
paying for the privilege of being in-
cluded in the newsletter. Now mul-
tiply that by two or three relevant
advertisers per newsletter. and
you're up to about $1.50 per letter.
Do that once a week or so, and
you're looking at perhaps four times
that amount.

Now, I would suggest that the
value to advertisers of e-mail ad-
dresses from a successful News/
Talk station is much higher and
stronger than the value and loyalty

this kind of marketing.

R&R: At R&R Convention 2000
several panelists suggested that per-
mission-based e-mail marketing,
when used responsibly, will offer a
rich vein for stations 10 mine in the
Sfuture. Am I correct in assumning
that you would agree with that as-
sessment?

TE: No question about it. There’s
a gold mine that radio stations are
sitting on here. When you think
about it, what radio does in so many
ways is connect listeners with infor-

“Many News/Talk stations in a cluster often
don’t have a lot of marketing resources
pointed at them for whatever reason. Because
of that, e-mail marketing can be an extremely
cost-effective way for News/Talk stations to
spend their marketing resources.”

—_———- -

mation. Whether it's relevant adver-
tiser information. talk topics or news
and community information. it’s
what radio docs for listeners. And.
in many ways. e-mail is just another
delivery mechanism to put informa-
tion out to your listeners.

The difference is that. with e-
mail, you know so much more about
the people who are receiving that
information, so you can tailor it and
target it in such a way that it can
provide a tremendously higher value
than simply a cost-per-point.

R&R: [ suspect that privacy will
be an issue with this kind of market-
ing, so how critical is it for stations
to protect and guard an e-mail da-
tabase from being abused or cor-
rupted in the name of additional
profits for a station?

TE: If there is anything that we
have learned. it is that you can lose

something totally bizarre or terrible
on the air. Sending irrelevant, im-
personal and unanticipated informa-
tion from your station via e-mail is
a quick way to lose listeners.
R&R: [ think it’s fair 1o say that
telemarketing, once the darling of
many stations’ marketing efforts,
has become much maligned by many
who have received those unwanted
telephone calls during dinner.
Doesn’t e-mail marketing have the
potential to suffer the same fate?
TE: It absolutely does. and | think

that is a very valid and important point.
Even though your station may have just
begun its e-mail campaign. the listener
who is receiving it has probably been
spammed and beaten up by all sorts of
junk e-mail and wonders how the heck
they ever got on those lists. So it is re-
ally important that you meet the expec-
tation that ¢-mail users have already de-
veloped. It better be good, and it better
be relevant.

Also, unlike the telephone. they
might not simply “hang up™ on you
— that is. delete the e-mail. They
might instantly “flame™ you back
and copy it to 100 of their friends.
So it’s extremely important that any-
thing you send to a listener be a rel-
evant, solid. one-to-one communica-
tion with them. It can’t be a “Hey.
all you WXXX listeners™ type of
message. It must literally be a mes-
sage containing information that a

For more information about
DMR’s e-mail and pernission-based
marketing programs, log onto
www.dmronline.com/email.

TELL US WHAT
' YOU THINK!

Share your opinion about
this column — go to www.
rronline.com and click the
Message Boards button.
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Edison Media Research has made a unique, long-standing commitment to bringing
radio vital new information through a series of national research surveys. These
surveys are helping radio run stations smarter. |

Currently available FREE at

www.edisonresearch.com

Four Internet Studies:
I. Radio in the New Media World
II. Radio and E-Commerce
III. Broadcasters vs. Webcasters
IV. The Buying Power of Streamies

e Radio’s Future: Today’s 12-24 year olds

* The Spot Load Study: “Will Your Listeners be Right Back After These Messages?” '

The At-Work Study: “Radio Goes to Work”

And Many More

These surveys have helped make Edison Media Research an industry leader. We encourage you
to use them for the same purpose.

APPEARING SOON! : |

Internet V: “20 Startling Insights about the Internet and Streaming”

NAB Radio Show Thursday Sept. 21st, 10:30 am
On www.edisonresearch.com immediuately thereafter ? ‘

edison media research |

America’s Fastest Growing Market Research Company*

— (908) 707-4707 / fax (908) 707-4740 / e-mail Irosin@edisonresearch.com
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WARNING!
THE HAZARDOUS COMEDY NETWORK

is coming to your market

The hottest audio and written"p'rep service is But there may still be time to receive your
spreading like a virus, leaving its victims super-topical, super-toxic, lethal injections of...
helpless to resist your radio show. A Poisonous Parodies

It's too late to infect ypu'rfllisteners in Los Angeles, : e Bhone Oalls

New York, or Chicago where our affiliates there A Deadly Drops

are already poisoning their audience with the daily A Contaminated Contests

web-fed and weekly CD-delivered Hazardous Plus, an additional dosage of written prep
Comedy Network's corrosive comedy.- including jokes, news/punchlines, and so

much timely info you may hurl.
o~ y y y

Call your Premiere rep for free trial access to the ultimate web-delivered
comedy service. Hurry, before you need FDA approval!

818-377-5300 pBurger.com
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High-Energy Rockin’ Oldies

[0 Jim Zippo’s HERO Radio breaks the Oldies programming mold

s omebody joked to Jim Zippo after his 12-year stint hosting ABC’s successful Zippo in the Momn-
— ing show, “So you had to create a whole network to get a gig?"”

Zippo replied. “Yes, to get
the gig of my dreams.” That
dream gig is as Chairman of
and morning talent for
HERO Radio. The acronym
stands for “high-energy
rockin® oldies.” Not to be
narrowly defined as Rhyth-
mic Oldies or Classic Rock,
the concept of the 24/7 satel-
lite network is to mix high-
energy music from all genres,
pinpointing the 70s and
'80s.

Acknowledging that he had major-
market job opportunitics when he ex-
ited ABC in February 1999, Zippo
tells R&R, “It’s not the size of the
market or somebody’s new campaign
that excites me. What excites me is the
dawn of a new genre.”

Tempo Over Genre

When Zippo got the idea for a for-
mat that emphasizes tempo over genre,
consultant Jay Mitchell was one of the
first persons he contacted. Zippo re-
calls, “He said, ‘At first, it seems kind
of strange. [ don’t know if it will work
because it's not being done anyplace
else.””

Zippo's industry friends dropped
their skepticism when he played a
demo of the music. “They loved the
mix,” he explains. “There are a lot of
songs here that don’t get played on
many stations. They're not adult con-
temporary, they’re not oldies or
jammin’ oldies. They just fall between
the tracks, like a good, energetic Billy

Jim Zippo

Joel song. Where are you go-
ing to hear that? Certainly not
next to "Super Freak® by Rick
James. It’s a shock to people
because they’re so unaccus-
tomed to hearing those songs
back to back. However, that’s
the way they played when
they were running rampant at
CHR in the '80s. Why
wouldn’t it be compatible 10-
day”" )

There's a smattering of '60s titles
in HERO's music mix, but Zippo
points out, “From '67-°69 is all we
have from the '60s. Even then, it’s
*‘Bom to be Wild® and just a few nec-
essary songs that project the image of
energy.”

To research the music mix, Zippo
conducted a series of focus groups that
sought input from approximately 500
potential listeners over a three-month
period. “*We'd play maybe 30 seconds
of the best hooks, in stereo, in vibrant
sound,” he says. “We didn’t comment
op them whatsoever. We just let them
tell us in writing what they though.

“We were amazed at the compat-
ibility of songs by Boston, Donna
Summer, Foreigner and The Gap
Band. People who enjoy high-energy
music don’t distinguish between
genres much, but the stations decided
that they needed to. We put the songs
together, raw-energy songs, but every-
thing had charted in the top 15 or
higher.

“We have approximately" 1,200

titles in our library because we're not
genre-impaired. We have the ability to
use the entire "80s, all the way up to
1990, and everything from the '70s
that's energetic. No ballads, no slow
music. There’s so much music out
there. We had no idea there were so
many smash records to choose from.”

When asked whether Oldies sta-
tions tend to underestimate their
audience’s desire for musical variety,
Zippo says, I would think that any
station that has 750 or less tunes is
assuming that the listener has a very
namow range of musical tastes. I'm 47,
and | love traditional oldies. But I was
alive in the *70s and '80s, and I loved
that music too. [t energizes me as
much as the other. People are saying
they haven't heard some of these songs
— except in their CD collections —
in 15 years. To me, it's shocking that
it hasn’t been serviced. It really left a
market wide open.”

In terms of the tempo, Zippo says,
“It makes it more of an attitude format,
alifestyle format. In today’s fast-food,
quick-impulse world, we want mo-
dems that go at DSL speeds. When
food can’t be served in one minute or
less when we're in a fast-food line,
we've got a problem.” He laughs, add-
ing, *This is short-attention-span ra-
dio, if you will. There's something fun
every few seconds in this format.”

New Challenges

With any radio station, the elements

that surround the playlist are top prior-

“We have approximately 1,200 titles in our library
because we're not genre-impaired. We have the
ability to use the entire ‘80s, all the way up to

11990, and everything from the ‘70s that's
" energetic. No batlads, no stow music.”

—_ e

ity. Explaining an exclusive TM Cen-
tury jingle package for HERO, Zippo
says. “It’s designed to penetrate all the
barriers of music. It combines funk with
rock guitar riffs. It does transitions that
the musicians have never been chal-
lenged with before. They made it sound
very new, like something you've never
heard before.™

Maria Danza, Zippo's sidekick for
eight years at ABC., recently reunited
with him for HERO's moming show.
Additionally, he says, “We're looking
forward to getting air talent of major-
market and network caliber in every
daypart. You'd be surprised at how
many really talented jocks are either out
of work or whose talents are being
wasted, We're going to be able to put
them to use and let them have fun.”

Zippo intends to keep HERO a small
operation with low overhead, anticipat-
ing a maximum of 25 employees. He
says, “We're not a huge corporation.
We're just a handful of ragtag warriors
who sit down and brainstorm cvery-
thing over a pizza. When we say,
‘Wouldn't it be neat if we did this?”” we
don’t have to talk to 200 people and call
a board member. We just do it.”

Minor Setback

HERO Radio launched last month
when KATH/EI Paso flipped from
Country and changed its calls to
KHRO. Actually, more than 60 stations
were signed up for the format on its
original launch date of July 4. Every-
thing was ready to roll, except for a
transmission linc.

*1 was told that it takes up to five or
six weeks to get a T line hooked up,”

Zippo says. "We asked for it 2 1/2
months carly. The date came and went.
and they didn’t even show up. When
we finally got our T1 line hooked up,
it was deep into July. We did everything
we could. We called everybody short of
the President of Southwestern Bell to
get this thing expedited. but they
wouldn’t do it.

“We lost a great deal of momentum
when we weren't able to sign on on the
Fourth of July. That hurt us. We're now
going back to each of the stations to re-
establish our relationships with them.
We have several markets that are ready
right now, who have their dishes and
their contracts lined up. We have cvery
reason to expect that by Christmas
we'll have every one of our original 68
stations on the air.”

HERO is being aggressively pitched
to station owners in all markets. "If
they've got 15 or 20 stations in a mar-
ket. and they have a format that's hav-
ing difficulty penetrating, that's what
we're designed to do.” Zippo says.

On the other hand, he believes that
the format can work for the indepen-
dent owner too. “They’ve got the big
muscles coming into town with five or
six stations, selling a consolidated pack-
age of large ratings.” he says. “How's
the little guy gonna fight back? You
have to have compelling programming.
Content is king, and we've designed
this to be an M-16 bullet that pierces
right through the radio dial.”

You can audition HERO Radio’s
streaming audio at its website,
www.hervradio.com. For more informa-
tion, phone 972-447-9115.

The legendary
Steve Goddard gives the
‘ Greatest Hits of a Generation

new life in three fun-filled
hours of music, interviews
with the stars and the
stories showcasing the
vivid history of
The Best Years of Rock n’ Roll!

Goddazd "5

Gold

602-381-620

* Call for details

¢ 3 music-filled,
fact-packed hours

¢ Custom promos & liners

¢ Delivered on Compact Disc
e Available for barter

¢ Run for 3 months free’

WestStar

exl. 201 Eastem stations
ext. 211 Weslern stations

The 60’s & 70’s Never Sounded Better!

www americanradiohistorv com
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BIA

Continued from Page 1

and Clear Channel gencrally has more
stations overall in midsized and
smaller markets. These supergroup
clusters tend to number five to nine
signals per market. After thesc two su-
pergroups, the number of stations
other group owners have in each mar-
ket cluster drops off to three or four,
with a few exceptions for each large
owner.
BIA ‘Bullish’ On
Radio’s Future

BlAfn says it is *very bullish” on
the future of revenue growth in the ra-
dio industry. Deregulation and con-
solidation of the industry have now
put radio on a solid footing to com-
pete with other large adventising plat-
forms. Radio can now sell competi-
tively against television, newspapers,
magazines and yellow pages.

The study estimates that almo'st
31% of radio’s total ad revenues were
generated from stations in the top 10

largest markets, while more than 59%
— or $9.5 billion — of the industry's
revenues came from stations in the
top 50 largest markets. BIAfn
projects future overall radio revenues
in rated markets will grow at a com-
pound annual rate of 9.7% through
2003. Still, BIA President/'CEO Tom
Buono says he’s concerned about
some potential threats to radio on the
horizon, including Intemnet-only radio
services, digital satellite radio and
low-power FM. But Buono believes
consolidation has positioned radio to
handle these and other competitive
threats.

Listening by frequency band has
stabilized. This year began with 83%
of the audience listening to FM and
17% to AM. This is only a 2% de-
crease for AM since 1994, indicating
stability of the AM audience.

BlAfn also notes that the fastest-
growing radio markets are not neces-
sarily the top 10. Projected fast-
growth markets include No. 3 Chi-
cago; No. 4 San Francisco; No. 8

FRELIDUS WVIETAL

The RIAA has issued the fokowing awards for the month of August:

MULTIPLATINUM
ALBUMS

Greatest Hits Volume | & Volume
2, Billy Joel, Columbia (21 million);
No Strings Attached, ‘N Sync, Jive
(9 million); Christina Aguilera,
Christina Aguilera, RCA (7 mil-
| lion); The Marshall Mathers LP,
Eminem, Aftermath/Interscope;
Oops! ... | Did It Again, Britney
Spears, Jive (6 million); The
writing's On The Wall, Destiny's
Child, Columbia (5 million);
pers, Warner Bros.; ... And Then
There Was X, DMX, Ruft Ryders/
IDJMG (4 million); Godsmack,
Godsmack, Republic/Universal;
Love Songs, Elton John, MCA;
Greatest Hits, ZZ Top, Warner
Bros. (3 million); The Better Life, 3
Doors Down, Republic/Universal;
Country Grammar, Nelly, Fo’ Reel/
Universal; Infest, Papa Roach,
DreamWorks; My Name Is Joe,
Joe, Jive; 100% Ginuwine, Gin-
uwine, Epic (2 million).

PLATINUM ALBUMS

Country Grammar, Nelly; The
Notorious K.I.M., Lil' Kim, Queen
Bee/Undeas/Attantic; Catching Up
With Depeche Mode, Depeche
Mode, Reprise; Collector’s item,
Haroid Melvin & The Biue Notes,
Epic. No. 4. Stone Temple Pilots,
Aliantic; MTV Unplugged, Tony
Soundtrack, Columbia; Much
Afraid, Jars Of Clay, Siiverione;
Ryde Or Die, Vbolume 2, Various
Artists, Interscope; Nutty Professor
2: The Klumps, Soundtrack, Def
i SoulIDJUMG; Biow My Fuse, Kix,
Atlantic.

Wow Gold, Various Artists,
Brentwood Music; Sooner Or Later,
BBMak, Hollywood; Country
Grammar, Nelly; Stan & Judy’s Kid,
Adam Sandler, Wamner Bros.; The
Notorious K.I.M., Lil' Kim; Neal
McCoy, Neel McCoy, Atlantic; / Left
The Zoo, Jars Of Clay; Collector's
itemn, Harold Melvin & The Blue
Notes; 16 Most Requestad Songs,
Johnny Mathis, Columbia; For The
Record: The First Ten Years, David
Volume 3, Various Artists,
PolyGram TV/Det Jam/IDJMG;
Greatest Hits, The Monkees,
Rhino; Da Crime Family, Tru, Prior-
ity, Like Water For Chocolate, Com-
mon, MCA; MTV Unplugged, 16
Most Requested Songs and
Steppin’ Out, Tony Bennett; Songs
From An Amernican Movie Volume
1, Everclear, Capitol; Ryde Or Die,
Volume 2, Various Artists; Phonics,
Various Artists, Twin Sisters Pro-
ductions; /deal, ideal, Virgin; No
Mary, C2/Columbia; Burn, Jo Dee
Messina, Curb; Nutty Professor 2:
The Kiumps, Soundtrack; Lucy
Pearl, Lucy Peart, Overbrook/
Pookie/Beyond; Hey!, Julio igle-
slas, Cojumbia; Coyote Ugly,
Soundtrack, Curb; The Sickness,
Disturbed, Giant/Reprise.

“Natural High,” Bioodstone,
Crystal Jukebox.

“ QGOLD SINGLES

“Bent," Matchbox Twenty, Lava/
Atlantic; “It's Gonna Be Me,"‘N *

Sync; “Breathe;” Faith Hill, Wamer
Bros.

Boston; No. 11 Atlanta; No. 40 Las
Vegas: No. 50 West Palm Beach; No.
95 Melbourne-Titusville-Cocoa: No.
113 Santa Rosa, CA; and No. 138
Trenton, NJ Most of the accelerated
growth in these markets is attributed
to “super group” consolidation and
the attendant sales sophistication.
To purchase a copy of the report,
visit www.bia.com.
— Walt Starling

Susquehanna

Continued from Page 3

to Kansas City: He held the PD post
at both KUDL and WHB-AM be-
tween 1986-90. Daniels’ program-
ming career has also included stops
at stations in Minneapolis and De-
troit. He reports to KCFX GM Pam
Malcy, who has been with the Clas-
sic Rocker for {4 years.

Also remaining on board as part of
Susquehanna’s new management
team is Gary Coleman, who has
served as GM of the Kansas City
Chiefs Radio Network since 1990 and
is credited with being the person who
introduced the Chiefs 10 the idea of
airing their games on FM radio. He'll
continue to oversee the Chiefs’ radio
operations on flagship station KCFX,
as well as the entire Chiefs Radio
Network.

Glannini

Continued from Page 26

Steve Morris. “Given the ever-in-
creasing importance of information
technology in all pars of Arbitron’s
business -— both in our core offerings
and in our webcast ratings and Por-
table People Meter services — I am
particularly pleased that Janice brings
such a strong blend of leadership,
project management and technical
skills.™

Hamma

Continued from Page 26

and creative manager who will build
upon a very solid foundation.”
Hamma noted, “Louisville is a
wonderful community, one I hope to
contribute to for many years to come.
Working with Cox is very much like
coming home, and working side-by-
side with the talented staff at Cox Ra-
dio/Louisville is not just an opportu-
nity, it’s a privilege.”
_—-

Russell
Continued from Page 3

firm, Russell is making her second
tour of duty in the KYW building:
She spent seven years as Managing
Editor for co-owned KYW-TV’s
news operation. Prior to that she was
an assignment editor and producer at
crosstown WCAU-TV.

Asked how she felt about her new
position at KYW, Russell told R&R,
“It’s cenainly a wonderful and excit-
ing opportunity to become involved
with what is arguably the most suc-
cessful all-News radio station in the
country. KYW Newsradio is an indis-
pensable part of this market; people

Gambling

Continued from Page 1

1990 and made broadcasting history
by becoming the third generation of
his family to host WOR’s legendary
moming drive show.

WOR VP/GM Bob Bruno said,
*“We felt this decision, no matter how
painful for all concemed, was neces-
sary to give WOR a new opportunity
to achieve the business goals that the
parent company rightfully expects
from its most valuable property.
Moming drive is our most valuable
daypart, as it is for most radio sta-
tions. It is also our most visible.

“Over the past decade we have
committed all of our available re-
sources to the success of the show.
Much credit belongs to John and his
talented support team for remaining
among the top morning shows in New

Kennedy

thing that’s really different is that
we're now ‘Kiss 104.1." I will be full-
time in Atlanta, with one station to
focus on.”

Kennedy, who reports to GM
David Meszaros, had becn with the
Dickey family for four years. Com-
menting on his time with the privately
held broadcast company, Kennedy
said, “If it weren't for them giving me
the opportunity to do this, I'd never
be in the position I'm in now. I'll al-
ways be grateful that they had the
confidence in me to have me do this.
And now that [ get to continue along
with the work I've started, I'm really
excited. Cox is a company that’s com-
mitted to nothing but winning.”

Continued from Page 3

Lioyd
Continued from Page 3

broadcast news resume also lists stops
as a news editor and producer for all-
news WBZ-AM/Boston and six years
with ABC Radio News.

*“This appointment was truly a no-
brainer,” CBS Radio News VP Harvey
Nagler told R&R. “Constance is an
extraordinarily dedicated profes-
sional and a great all-around
newsperson. She is always on the
cutting edge of what stations need
from CBS Radio News in this day and
age and clearly understands how im-
portant it is for our stations 10 receive
relatable and interesting news prod-
uct from us. For that reason and more,
there was absolutely no hesitation in
naming Constance to fill this impor-
tant position.”

Lloyd will remain based at CBS
Radio News’ New York City head-
quarters.

here rely on it. During my years work-
ing over on the TV side, I had a lot of
exposure to this newsroom and the
extremely talented people who work
in it. So returning here for this posi-
tion felt very natural to me. Although
I still have a few things 10 leam about
the operation, fortunately I'm sur-
rounded by lots of great people from
whom I can leam.”

York City. However, the show failed
to produce the key demographic rat-
ings success nceded to competitively
vic for New York agency business. We
felt that a new direction and refocus-
ing of the show would afford us the
opportunity we need to more effec-
tively compete in that arena.”

Calling the move "purely a busi-
ness decision.” Bruno went on to
praise Gambling as a “wonderful tal-
ent, a true broadcast professional and
a good friend. He leaves WOR with
our deepest gratitude and sincere ap-
preciation for a job well-done.” Gam-
bling will be replaced on an interim
basis by WOR News Director Joe
Bartlett while the station searches for
a permanent repiacement.
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lpd) advantage
Avoid That

Ratings Slump

f the only ratings data you pay attention to is the

ranker, you're not doing enough to get your
station on top. Designed specifically for PDs,

PD Advantage™ digs deep into your numbers to

produce detailed reports on key performance

issues like preference listening shifts, audience
age range and Ultra Core listening to help you get

an edge on your competition.

Vital Signs: All the Essential Stats,
All in One Report

Use the Vital Signs report in the new PD Advantage
(version 2.5) to get a comprehensive overview of
your station’s health. Vital Signs puts crucial infor-
mation like AQH, P1 TSL and age cell composition
all into one easy-to-use report. The new Vital Signs
can even do side-by-side comparisons of stations

g st

- e e g N St NN

in individual markets as well as across markets,

to help you pinpoint where you're strong—and
identify where you need some work.

Exclusive: Review Diary Comments

on Your Computer!

You can also use PD Advantage to see diary
comments without ever leaving your office! PD
Advantage is the only way to see your market's

listener comments without making a costly trip to

e S N BN

For more information, log onto www.arbitron.com/

Radio News

WPPP Wins

Spring Ratings
Series with
Pinpoint
Programming
Manager credits

PD Advantage for
rise in standings

From Associated United Press Syndicate

Staff at local station WPPP cel-
ebrated their Cindere)la-story
finish in the Spring Arbitron sur-
vey with a champagne toast at
an all-staff meeting follownng
the release of the Spring b(::kal
The station surprised many 1
radio watchers with a come-
from-behind victorz_" |.nhl'h;
Spring ratings race, finis in|
w‘i’th a7.2% share and a 43,500
AQH.

Q’l'he Spring results were all
the more impressive given the
decline the station endured in

RADIO STATION STANDINGS .

SHARE

FM BAND 9:45

WPPP-FM 5

WSSSFM S4B ot —oa300 415

WCCCFM 28 380,300 415

a TSL
AM BAND SHARE AQH CUME

7.2%

WSSS'FM 5.4%

WCCC-FM ok
WXOOCFM__ 22% oo

HHH-FM 0.2%

WRRR-AM 5.5%

5%

5%

16%

WDDD-AM 2 186,600 __6:

AQH. CUME

43,500 561,100

32,500 565000 71

17,100

13,100 :
1.100 26,700 5:15

33,400 642,200 6:30

21,200 g

14,900 311,300 6
9,800 6:30

WMMM-AM

SAME TIME LAST YEAR

ired i ili . They not only lagged
ired inv an all-too-familiar spot ¢
;ve:::i:xs‘:(own rival WSSS, but they also saw their lead over

; te. Here's where they stood:

expansion team WCCC evaporaic. 'SHARES AHEAD
S SHARE BEMIND

SuaRe L -4.4% _

the Winter book and increased
competition from crosstown
rival WSSS. Program director
Jamie Jackson attributed the win
1o the station’s steady focus on
giving listeners what they want:
“Our whole on-air staff has been
focused like a faser beam on be-

ing this market’s at-.work sta-
tion—whichis essential to reach
the upscale demo we’ve been
targeting,”

Interestingly, Jackson says

the new PD Advantage™ (ver--

ion 2.5) software service from
‘Asbitron also played a big role

PD Advantage: When You Know More,

ARBITROIN

www americanradiohistorv.com

WPPP 185,WSSS85
M-F 6A-10A 12.6%
M-F 10A-3P 12.6%
M-F 3P-7P 1.2%
M-F 7P-MID 8.7%
WKND 6A-MID 8.5%
WSSS AQH Share
M-F 6A-10A 7.6%
M-F 10A-3P 4:2%
M-F 3P-7P 4.6%
M-F 7P-MID 48%
WKND 6A-MID (A%

WKNDGAMID . =2

in helping the station reach its
:;gh:t e “Because of the
Workplace Zip report in PD Ad-
vantage, I decided to move more
of our remote broadcasts and
illboard buys to the west side
of town, where the report said

more of our target listeners are -

working. This kind of surprised
me, since conventional wisdom
says you need the downtown
zips to reach these guys...but
why argue with success, you
know?" added Jackson.

Arbitron’s diary review office in Columbia, MD—
a feature worth the price of the service alone!

pdadvantage or contact your Arbitron representative.

You Program Better
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Doctor’s Tube Debut Absent Of Errors

line appearing in advertisements for Dr,

Laura, the new TV talk show from Pre-
miere Radio Networks host Dr. Laura Schies-
singer that debuted without a hitch on Mon-
day in major markets coast to coast. in Wash-
ington viewers got a change of tone as Dr.
Laura replaced Dr. Joy Browne — who happens
10 be a WOR Radio Networks talk host. The pro-
gram airs in the nation’s capital at 1pm on UPN
affiliate WDCA. Viewers in Miami can see
Schiessinger at 9am on ABC affiliate WPLG.
Perhaps the toughest battle for viewers will be
in Los Angeles, where the program airs at 3pm
on KCBS-TV opposite Oprah and The Rosie
O'Donnell Show. Schlessinger’s show's first top-
ic: a discussion of teen drug abuse.

Meanwhile, close to 200 activists protest-
ed Dr. Laura outside Paramount's Hollywood
studios on Monday as advertiser withdrawals
continued to plague both Paramount and Pre-
miere. Premiere President/COO Kraig Kitchin
toid Reuters that his company has lost about
15% of its corporate sponsors in recent weeks,
but he said that about a third of those business-
es would return once the protests fade away.
Among those sponsors that have left “for the
time being": Sears, Natrol, EchoStar and
Priceline.com. Kitchin commented, “More than
one-third of the 26 companies that have left us
have said, ‘Please don't write us off forever, and
know that at some point in time we're going to
be able to do business again once the issue has
resolved itself on the Dr. Laura radio program.”

I et The Dialogue Begin! That's the tag

Another controversial radio host who has
added a TV program to his duties has seen a
considerable decline in listening. According to
The Wall Street Journal, Howard Stern’s num-
bers have slipped over the last two years be-
cause — according to “industry analysts” —
Stern’s audience is getting older and is not lis-
fening to as much radio. As a result, Arbitron rat-
ings show that Stern’s Infinity morning show had
12% fewer listeners in New York and 20% few-
erin L.A. in spring 2000 than in spring 1998. The
business daily aiso says that Stern listening is
down in Chicago, San Francisco, Philadelphia
and Miami and that Arbitron numbers show fans
are listening for shorter periods of time. in a Re-
uters report, Arbitron VP/Communications Thom
Mocarsky commented that even though Stern's
ratings are down in the Big Apple, “He’s still
clearly No. 1 in all demographics.” .

Street Talk.

Stern declined WSJ's request for an inter-
view and failed to discuss the issue on his show
last Thursday. Instead, he told listeners that he
might very well call it quits at the end of the year.
The New York Post reports that contract negoti-
ations between Stern and Viacom are “down to
the wire™ and that Stern said on the air, “| see it
happening. 'm leaving. 'm going to be gone in
three months. The merger [between Viacom and
CBS] was the worst thing ... because basically
now the attitude is, ‘If Howard goes, he goes. If
he stays, he stays.”

And while we're discussing the self-pro-
claimed King of All Media, Stern was silenced
in mid-sentence Monday morning by the man-
agement of KJFK/Austin. Was there a technical
difficulty? Sort of. Owner Shamrock decided that
the “Hot Talk” format was no longer a viable op-
tion for 'JFK and flipped it to Rock AC as “Rock
without the hard edge — The Hill” Hank Dole
will serve as PD of the station, which has applied
for new calls KHHL.

Arbitron To Invalidate
Tampa Surveys?

Has Arbitron reissued the winter 2000 and
spring 2000 ratings survey for Tampa-St. Peters-
burg? According to sources, nine diaries greatly
influenced the results for eight stations during |
both ratings periods. Rep firms were notified of
a reissue late Tuesday afternoon and told that Ar- ]
bitron would be shipping new data to them on
Wednesday (9/13). Radio stations in the market,
however, had yet to receive firsthand information |
on the reissue as ST went to press early l
Wednesday morning. The source added that |
“dramatic differences” in the results for the win- |
ter and spring surveys could be seen and that
Arbitron is admitting that if the company knew
then what they know now, the nine diaries would
never have been included. Arbitron brass were |
unavailable for comment.

|
|

A couple of high-profile record moves oc- |
curred this week. At MCA, Exec. VP/GM Abbey
Konowitch has parted ways with the label over
“philosophical differences.” Meanwhile, Elektra
VP/Promo Bill Pfordresher has resigned in or-
der to spend more time in the “creative world,
producing records and managing artists.” Pfor-
dresher will still do some promo work on the side.
John Biondolillo is expected to move to L.A. to

Continued on Page 44
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Street Talk.

Continued from Page 43

handle national alternative promo duties for Ele-

EXTEND YOUR ON-AIR IMAGE!
ktra, while Mike DiPippa will most likely handle

c H“ East Coast alternative promo duties.
} There's lots to report from the Windy City
A this week, and we start our tour at 875 N. Mich-
igan Avenue, home of WMVP (ESPN Radio
i 1000)/Chicago. According to the Chicago Sun-

{ Times, the management has “removed authori-

" : inla? ty over the station” from Zemira Jones, who had
Looking for the ultimate remote vehicle? The been President/GM of the all-Sports property

CrowdCruiser™ Qombi"es a Eord Chass_is with | since it was acquired by ABC in 1998. Bob Sny-
BPI's custom designing to deliver a vehicle that der, former GM of WTEM/Washington and part-
your listeners will look for and your staff will love! || owner of a minor league hockey team in Miami,
rises from Station Manager to Jones' former
post. Jones will continue to oversee News/Talk
WLS, Radio Disney affiliate WRDZ and Classic
Rock WXCD.
Over at 150 N. Michigan, 12-year WLIT/Chi-
cago morning personality Bob Brynteson and

= P
COOL MILLION FOR ‘KLR NASCAR BUFF [~

For about nine months Classic Rock WKLR/Rich-
mond has been giving listeners the chance to win
$1 million by correctly predicting the top five
NASCAR finishers for the week in its Million Dol-
lar Race Ticket promotion. On Sept. 1 listener Ted
Lovelace called afternoon host Sheri Blanks to
give his picks. The following Monday Lovelance
became a millionaire by nailing the five racers.
Here’s a happy Lovelace posing with a super-
imposed check for his grand prize in front of his
brand-new Chevy Camaro convertible, which he

Create custom graphics that will get noticed! We'll
build the interior to your specs, or you can install it
yourself. Call for more information — this vehicle
can be completely customized for you.

-

BROADCAST
PRODUCTS

INCORPORATED

1-800-433-8460

P.O. Box 2500

Elkhart. IN 46515
[SRY.N
(219) 293-4700

co-host Mary Anne Myers have been replaced
by ex-WKIE morning talent Paul Peterson and
| former WXXY morning sidekick JoAnn Genette.
The Sun-Times’ Robert Feder devoted Monday’s
and Tuesday's columns to the change and stat-
ed that Brynteson and Myers “were forced out”
now that Clear Channel has assumed control of
| 'LIT from AMFM. He also expects more chang-
es to occur with the WLIT airstaff. Stay-tuned....
: Former independent record promoter Joe Is-
gro has received a four-year prison term after
| pleading guilty in June to conspiracy and extor-
tion charges in connection with running a loan-
l sharking operation. Prosecutors say Isgro —
who was at the center of a federal payola case
in the late '80s — loaned money at an interest
rate of 5% a week, then threatened violence
when debts were not repaid on time.

Dems Eatery Changed
}- Over Owner Probe

On Monday, Democratic vice-presidential
candidate Joe Lieberman was scheduled to at-
tend a fund-raiser in Dallas at one of the nicest
restaurants in town, Voltaire. However, the din-
ner was shifted to the regal Fairmont Hotel just
48 hours before Lieberman’s arrival. Was he un-
able to get a kosher meal? No. It seems the
problem had to do with Voltaire’s owner, Chan-
cellor Media co-founder and former Chairmar/
CEO Scott Ginsburg. According to the online
'zine Salon, the Gore campaign was concerned
about any possible ties between a Lieberman
fund-raiser and someone being investigated by

Records

¢ Elektra Denver-based rep Stacy Dorf moves to
Clive Davis' J Records as Director/West Coast.

* Interscope/Getfen/A&M appoints Epic VP/Rock
Promo Ron Cerrito to handie national rock duties.
He will succeed Dave Ross, who recently left the

<(sland Det Jam Music Group VP/Rock Promo
Scott “LoJack”™ Douglas resigns. He's set to be-
come LSM at Citadel's CHR/Rhythmic KKWD/Okda-
homa City. ¥

* Ex-Capricorn Denver rep Dee Ann Metzger
joins London/Sire as its new L.A. regional.

« Capitol taps Rich Pangllinan as Director/Mix
Show & Dance Promo.

= Al Teller's Atomic Pop has called it quits. Close
‘to 25 people were-laid off, including Head/Promo
Rich Holtzman.

won from the local dealership that sponsored the
contest. Odds of winning were one in 9,000.

the Securities & Exchange Commission for in-
sider trading. Ginsburg faces a civil complaint
filed in September 1999 by the SEC alleging
that he, his brother Mark and his father, Jordan,
violated federal insider trading laws. Ginsburg
told Salon that the function was moved because
the guest list had grown so large that his res-
taurant would be unable to accommodate ev-
eryone. Ginsburg added that his restaurant is
so far from Love Field airport that “it would have.
presented a logistical nightmare.” '

Former Urban WRDS (Power 102)/Syrs-
cuse left the airwaves Sept. 4, returned to the
air last Friday with a loop of Garth Brooks'
“Friends in Low Places,” and on Saturday be-
came Country “Big Cow 102" The Galaxy Com-
munications station licensed to Phoenix, NY then
spent last weekend taking shots at crosstown
Country WBBS. But the “Cow” turned out be
counterfeit, as the station finally became Clas-
sic Hits “Sunny 102" at 8am Monday morning.

Big changes have occurred at Citadel’s Ba-
ton Rouge and Lafayette, LA operations. Ed
Turner, Market Manager for the two cities, teks
ST that OM Al Jai Wallace is no longer with
Citadel, as his position has been eliminated
from the organizational structure in the region.
Myra Vernon becomes the new PD for WEMX,
KQXL & WXOK/Baton Rouge. She had been
APD/MD for the trio. Adrian Long will now
serve as APD/MD for WEMX, and KQXL after-
noon host Todd Day adds MD duties at 'QXL
Meanwhile, WXOK flipped from Urban AC to a
full-time Gospel outlet on Wednesday morning
(9/13) and has named Kerwin Fielding MD.
ABC Radio Networks' “Rejoice” format will ar
in middays, evenings and overnights. In Lafay-
ette KRRQ, KNEK & KFXZ MD Darieen Pre-
jean rises to PD.

KOKYALittle Rock will have a new PD as of
Sept. 18. OM “Broadway” Joe Booker tells ST
that Mark Dylan, formerly PD of WDLT/Mobile,
will take the gig in Arkansas’ state capital.

Good news for fans of The Lex and Teny.
Show. Lex Staley and Terry Jaymes have inked

Continued on Page %
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A BAND THAT DOESN’T LOOK LIKE EVERYBODY ELSE.

A SONG THAT SOUNDS LIKE NOTHING ELSE ON THE RADIO RIGHT NOW.

THE ANTI-POP POP RECORD.
THE BOMB IS DROPPING THIS WEEK.
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X Cost effective plastic
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X We print any logos or
designs in up to four
spot colors.
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expos & giveaways.

X Packaged on a roll and
easy to use.

1/800-231-6074

BANNERS

P.O. Box 750250
Houston, Texas 77275-0250
713/507-4200
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Street Talk.

...............

Continued from Page 44

a five-year contract with Cox’s WFYV/Jackson-
ville that includes a five-year agreement with
Cox Radio Syndication. Lex.and Terry will also
now be heard on four new affiliates: WSFR/Lou-
isville, WRLR/Birmingham, WNPL/Nashville and
WRWK/Toledo.

New NAC Set For ‘
Top-Rated Market

NAC/Smooth Jazz fans in one major mar-
ket presently without a radio station to turn to
will soon have their wish fulfilled. Consultant
Jim Teeson tells ST that a station in a top 20
market — with a good signal, no less — will
flip to NAC soon. While Teeson wouldn’t divuige
any further details, ST's betting on one of three
markets: Baltimore, Houston or St. Louis. Tee-
son is in great need of service on current and
catalog product for the station’s launch and can
be contacted at 262 Warwick Place, Castie
Rock, CO 80104.

Indiana radio executive Bill Shirk has of-
fered ousted Indiana University basketbatl
coach Bobby Knight a job as Sports Director of
WBKS, WHHH & WYJZ/Indianapolis and WAV-
TV. Knight's $170,000 salary would come out
of Shirk's own pocket. Now that Radio One has
purchased Shirk's stations (Shirk remained
aboard to run the trio), he feels that hiring
Knight is not a Radio One responsibility. “I will
be glad to give Bob Knight the check tonight on
ESPN in advance,” Shirk said Tuesday evening.
No response from Knight had been made at
press time. Perhaps he’s mulling over the offer
from Broadcast.com founder and Dallas Maver-
icks owner Mark Cuban to coach the Mavs....

Dr. Dave Ferguson joins Clifton Radio, a
consultancy owned by industry veteran Jerry
Clifton, as VP/CHR & Urban Radio. Ferguson
previously programmed WXYV/Baltimore and
has also programmed WPGC-FM/Washington.

Rumbles

* Fred Nagile is now OM for NextMedia's Pana-
ma City, FL cluster. He previously served as PD
of WPCK & WPKR/Appleton-Oshkosh, WI.

* Vance Diliard, most recently Dir./Soft AC Pro-
gramming for Clear Channel and OM of WPCH/At-
lanta, joins South Central Communications’ WJX8/
Knoxville as PD.

* Mike Peterson becomes PD of Infinity’s Coun-
try KSKS/Fresno. He most recently held the APD/
MD title and hosted the midday shift at Classic Hits
sister KYPT/Seattle.

* Scott Laudani joins WHMP/Springfield, MA as
PD. Concurrent with Laudani’s hiring, the station
flips from Alternative to Active Rock as “Lazer
99.37 It has apphed for new calls WLZX.

* Jay Davis Is named PD at NextMedia's NAC/
Smooth Jazz KJZS/Reno. KIFM/San Diego PD
Mike Vasquez consults.

* Former WNOK/Columbia, SC OM Scott Sum-
mers is appointed OM at Root Communications’
WJIMX/Florence, SC. He replaces Jim Pemberton.

* WQSX/Boston morming driver Brian Dougiss
segues 1o middays and adds APD/MD stripes.

* WMGB & WMKS/Macon, GA PD James Gre-

. WYOY/Jackson, MS APD/MD Todd
Chaee joins CHR WBCO/Dothan, AL as PD.

..............

;o

v

* John Brown becomes Sr. VP/Promo at Giant/
Nashville.

* Jim Higgins appointed Regional VP/Sales for
AMFM.

* Den Bennett upped to Market Manager for Sus-
quehanna/Dallas.

* Paul Kriegler tapped as PD of KDDJ & KEDJ/
Phoenix.

s After three decades of Rock, WNEW-FM/New
York goes Talk.

*Lou Mann advances to Sr. VP/GM at Capitoi
Records.

* Sam Cerami recruited to serve Polydor/Nash-
ville as VP/Promo.

* John Gorman upped to VP/Director of Opera-
tions at OmniAmerica/Cleveland trio.

* Paco Lopez lands at WJUBT/Jacksonville as PD/

* Corinne Baldassano becomes ABC Networks
VP/Programming.

* Kenny Puvogel elevated to VP/Promotion at
Warner Bros.

* Gannelt transfers PDs: Bill Richards to KIIS-AM
& FM/Los Angeles and Dene Hallam to KKBQ/
Houston.

* Steve Hegwood hired as PD of WJLB/Detroit.

A\ 4

* Westwood One buys Mutual Radio Networks.

*Richard White appointed GM of WTAE &
WHTX/Pittsburgh.

¢ Charlie Cook accepts WMXJ/Miami PD gig.

* John Roberts recruited as PD of WLLT/Cincin-
nati.

* Tom Joyner begins “fly jock” stint as he flies
back and forth from mornings at KKDA/Dallas
to alternoons at WGCI-FM/Chicago.

4

* Jheryl Busby boosted to VP/R&B Promotion for
Casablanca Records.

* Rick Marris tapped as PD of WYSP/Philadei-
phia.

* KZLA-AM & FM/Los Angeles switch to Country,
with Norm Schrutt appointed GM.

* WKRQ (Q102)/Cincinnati offers $1 million prize,
topping the $500,000 jackpot of rival WYYS

(Yes-95). v

* Berry Gordy reassumes Motown Records Pres-
idency.
* Bruce Garraway becomes PD of WNOR/Nor-

A™ 4

it's a big week for pop music and a big is-
sue for R&R as we proudly present this years
CHR special. To coincide with this week's extra-
bulky newspaper, Columbia has put together an
exclusive 30-minute radio special with superstar
Ricky Martin for the debut of his new single,
“She Bangs.” The Westwood One program is
hosted by MTV VJ Carson Daly and airs on
Tuesday (9/19) at 7pm ET. Interested stations
can call WW1 at 310-840-4271.

It you have Street Tak, call the R&R News Desk
at (310) 768-1699 or e-mail streetiak @ ronkine.com

— m L ————


www.americanradiohistory.com

@MW
Wt L evd,



www.americanradiohistory.com

—

'The Wallflowers
| SIeepwa Iker Most added at Mainstream Top 40,

Hot AC, Modern Rock, Triple A and Rock!

New album Breach KISS 108 WTMX KROQ  KFMB
in-stores 10.10.00 WBMX WXRT  STAR 94 KLOS

WPLY  WDRQ 99X KBCO
P WMMR WKQI KFOG WBAB

P A
= 2 :
" =
M
f |
a8 A
L]
_. [
R o .n: nont N T T I o " :f
\
b o
el ./ZATURDAY NIGHT LIVE : @ i
= — 10.21.00 Ko O o2

——— Produced by Andrew Slater and Michael Penn www.thewallflowers.com
Mixed by Tom L%rd'Alge wWww interscope com
~A N M N



www.americanradiohistory.com

swonz@rronline.com

=

STEVE WONSIEWICZ

scesvssccse

Sound Decisions.,

Mediabase YTD Top 10s

O Rock rules the airwaves during first eight

months of 2000

A s the music industry gears up for its prime sales season, I thought it timely to
~— take a glance at a few of the most-played records so far this year.

The data represents year-to-date most-played
titles according 10 Mediabase 24/7 and includes
only the monitored stations that make up the
R&R charts. Because the airplay cycle for this
data is different from that of the data that will
be used to compilc the R&R year-end charts,
it should be stressed that this is not necessari-
ly representative of what the year-end R&R
chants will look like when they are released in
December.

However, this data does provide an excellent
opportunity to see where the radio industry has
lent its support over the last cight months. More
importantly, the results show the opportunities
and challenges facing the music business in
promoting certain genres across multiple for-

mats.

Pop Embraces Rock

After sifting through the data, two things
have become evident. The first is how preva-
lent rock has been this year. and the second is
how rap and hip-hop have yet to climb into the
upper airplay ranks at pop radio. )

The top 10 lists reveal how thoroughly pop
radio has embraced rock-based records. At
CHR/Pop at least three of the top 10 tracks
lean rock, while at Hot AC the number rises
10 seven.

But not one straight-up rap or hip-hop track

has cracked the top 10. Sure, the musical lines
continue 1o blur, and styles are subject to de-
bate — especially with regard 10 a song like
Santana’s “Maria Maria™ — but despite all the
headlines devoted to rap and hip-hop, both in
this column and in the consumer press, acts like
Eminem, Dr. Dre, Jay-Z and DMX haven't
reached the level of pop radio exposure enjoyed
by Vertical Horizon, "N Sync, Savage Garden
or The Goo Goo Dolls — yet.
Some Other Observations

Rock’s balance. Superstars, rising stars and
newcomers have been receiving equal treatment
at the four rock-based formats (Alternative,
Rock, Active Rock and Adult Alternative).
Around half the titles in those top- 10 lists were
released by superstars like The Red Hot Chili
Peppers, Creed and Metallica, and the rest
came compliments of newcomers like 3 Doors
Down and Papa Roach and emerging stars like
Blink-182, Lit and Incubus.

Crossover kings and queens. Eight acts had
songs that crossed over to the top 10 in at least
three formats: Vertical Horizon, Destiny’s
Child, Joe, The Red Hot Chili Peppers, 3 Doors
Down, Creed, Faith Hill and Savage Garden.
Special mention goes to Creed, who were the
only act to have three different songs appear in
four different formats.

Rank ARTIST Title (Labe/)

"N SYNC Bye Bye Bye (Jive)
CREED Higher (Wind-up)
MACY GRAY | Try (Epic)

SO NOAELN =

JOE | Wanna Know (Jive)
AALIVAH Try Again (BlackGround/Virgin)
JAY-Z Big Pimpin® (Roc-A-Fella/IDJMG)

2000’s Top-10 Songs By Format

CHR/Pop

VERTICAL HORIZON Everything You Want (RCA)

CHRISTINA AGUILERA What A Girl Wants (RCA)
SANTANA 1/PRODUCT G&B Maria Maria (Arista)

SONIQUE It Feels So Good (Farmciub.com/Republic/Universal)

DESTINY'S CHILD Say My Name (Columbia)

SAVAGE GARDEN | Knew ! Loved You (Columbia) &
SANTANA 1/ROB THOMAS Smooth (Arista)

CHR/Rhythmic
SISQO Thong Song.{DragorVDef SoulIDJMG)

DESTINY'S CHILD Say My Name (Columbia)

DR. DRE {/EMINEM Forgot About Dre (Aftermath/interscope)

DESTINY'S CHILD Jumpin’ Jumpin' (Cok
PINK There You Go (LaFace/Arista)

SOPONONEWN =

JOE | Wanna Know (Jive)
CARL THOMAS | Wish (Bad Boy/Arista)
AVANT Separated (Magic Johnsen/MCA)

OAERWN =

bia)

DMX Party Up (Up In Here) (Ruff Ryders/IDJMG)
EMINEM The Real Slim Shady (Aftermath/interscope)

Urban

SISQO Thong Song (Dragon/Def Soul/IDJMG)
JAGGED EDGE Let's Get Married (So So Def/Columbia)
DONELL JONES Where | Wanna Be (Untouchables/LaFace/Arista)

SORNONL BN 3vaNonswON = doeNOIRLION = SeNeaswN- SveNoRawN= SOONORBUN = SoaNARLsLN=

SONNORLWN -

AALIVAH Try Again (BlackGround/Virgin)

AALIVAH | Don't Wanna (BlackGround/Priority) .
D’ANGELO Untitied (How Does It Feei?).(Cheeba Sbund/Virgin)
DESTINY’S CHILD Say My Name (Columbia)

Urban AC

JOE | Wanna Know (Jive)

CARL THOMAS | Wish (Bad Boy/Arista)

ANGIE STONE No More Rain (In This Cloud) (Arista)

D’ANGELO Untitled (How Does It Feel?) (Cheeba Sound/Virgin)
KEVON EDMONDS o Love (I'm Not...) (RCA)

KEVON EDMONDS 24/7 (RCA)

GERALD LEVERT Mr. Too Damn Good (EastWesVEEG)
YOLANDA ADAMS Open My Heart (Elektra/EEG)

DONELL JONES U Know What's Up (Unfouchables/LaFace/Arista)
DONELL JONES Where | Wanna Be (Untouchables/LaFace/Arista)

Country

TOBY KEITH How Do You Like Me Now? (DreamWorks)
GEORGE STRAIT The Best Day (MCA)

TIM MCGRAW My Best Friend (Curd)

DIXIE CHICKS Cowboy Take Me Away (Monument)
FAITH HILL The Way You Love Me (Wamer Bros.)

ANDY GRIGGS She’s More (RCA/RLG)

CHAD BROCK Yes! (Wamer Bros.)

MARTINA MCBRIDE Love's The Only House (RCA/RLG)
LEE ANN WOMACK | Hope You Dance (MCA)

FAITH HILL Breathe (Wamer Bros.)

AC

SAVAGE GARDEN | Knew | Loved You (Columbia)
LONESTAR Amazed (BNARLG)

CELINE DION That's The Way It Is (550 Music)

FAITH HILL Breathe (Wamer Bros.)

BACKSTREET BOYS Show Me The Meaning Of Being Lonely (Jive)
BRIAN MCKNIGHT Back At One (Mofown/Universal)

PHIL. COLLINS You'l Be In My Heart )

MARC ANTHONY You Sang To Me (Columbia)

98 DEGREES | Do (Cherish You) (Universal)

BACKSTREET BOYS | Want it That Way (Jive)

Hot AC

VERTICAL HORIZON Everything You Want (RCA)
SANTANA {/ROB THOMAS Smooth (Arista)

SMASH MOUTH Then The Moring Comes (Interscope)
MACY GRAY | Try (Epic)

THIRD EYE BLIND Never Let You Go (Elekira/EEG)
FAITH HILL Breathe (Wamer Bros.)

TRAIN Meet Virginia (Aware/Columbia)

MATCHBOX TWENTY Bent (Lava/Atiantic)

GO0 GOO DOLLS Black Baloon (Warner Bros.),
SAVAGE GARDEN | Knew | Loved You (Columbia)

Active Rock

3 DOORS DOWN Kryptonite (Republic/Universal)
METALLICA No Leat Clover (Elektra/EEG)
GODSMACK Voodoo (Republic/Universal)

CREED What It (Wind-up)

RED HOT CHILI PEPPERS Otherside (Wamer Bros.)
METALLICA | Disappear (Hoilywood)

INCUBUS Pardon Me (/mmortal/Epic)

CREED With Arms Wide Open (Wind-up)

A PERFECT CIRCLE Judith (Virgin)

KORN Make Me Bad (/mmortal/Epic)

Rock

3 DOORS DOWN Kryptonite (Republic/Universal)
CREED Higher (Wind-up)

RED HOT CHILI PEPPERS Otherside (Wamer Bros.)
METALLICA No Leaf Clover (Elektra/EEG)

AC/DC stiff Upper Lip (EastWesVEEG)

CREED With Arms Wide Open (Wind-up)

METALLICA | Disappear (Hollywood)

FOO FIGHTERS Learn To Fly (Roswel/RCA)

KID ROCK Only God Knows Why (Top Dog/Lava/Atiantic)
KENNY WAYNE SHEPHERD Was (Giant/Reprise)

ARRernative

RED HOT CHILI PEPPERS Otherside (Warner Bros.)
3 DOORS DOWN Kryptonite (Republic/Universal)
INCUBUS Pardon Me (Immortal/Epic)

BLINK-182 Adam’s Song (MCA)

CREED With Arms Wide Open (Wind-up)

LIT Miserable (RCA)

BLINK-182 A%t The Small Things (MCA)

PAPA ROACH Last Resort (DreamWorks)

STONE TEMPLE PILOTS Sour Girl (Attantic)

LIMP BIZKIT Re-Arranged (Flip/Interscope)

Adult Alternstive

STING Desert Rose (A&M/Interscope)

VERTICAL HORIZON Everything You Want (RCA)

MATCHBOX TWENTY Bent (Lava/Atiantic)

TRACY CHAPMAN Telling Stories (Elektra/ EEG)

THIRD EYE BLIND Never Let You Go (Elektra/EEG)

BEN HARPER Steal My Kisses (Virgin)

PHISH Heavy Things (Elekira/EEG)

COUNTING CROWS Mrs. Potter’s Lullaby (DGC/Geflen/Interscope)
BOB DYLAN Things Have Changed (Columbia)

FILTER Take A Picture (Reprise)
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Sound Decisions.

An Uncomplicated Plan: Five For Fighting's 'Easy Tonight'

Accomplished athletes and investors often talk about
the important role momentum played in their success.
The same can be said about recording artists.

Case in point: The rising fortunes of Columbia/Aware
act Five For Fighting (the alias for singer-songwriter
John Ondrasik), whose new single, “Easy Tonight,”
has found a warm reception at some of the nation's most

influential Adult Alternative stations. Stations playing

the track include KMTT/Seattle, KTCZ/Minneapolis,
WXRV/Boston, W XPN/Philadelphia, WRNR/Balti-
more, WTTS/Indianapolis. KXST/San Diego and
WRLT/Nashville.

Five For Fighting

“Momentum® wasn’t a word that could have been
applied to Ondrasik's career in his early days. The Los
Angeles-based antist has seen his fair share of peaks and
valleys. having signed to EMI Records, which was shut
down just before his album hit the streets. Ondrasik fol-
lowed former EMI Chairman Davit Sigerson (who had
produced Ondrasik's album) to Island Records, only to
see the disc left unreleased after Island parent PolyGram
was purchased by Seagram.

Ondrasik recalls. “I really got caught up in everything,
and | realized that there were a lot of decisions being
made that had nothing to do with my music. It made me
think twice about my recording career, and it reached a
point where I packed up my gear and didn't do anything
musically for about six months. But during that time |
kept getting e-mails from kids wanting to know when
my next record was coming out. That was really encour-
aging.”

Ondrasik eventually got in touch with Deep South
Records founder Andy Martin, which ted to the record-
ing of some demos. Those demos, in tum, reached
Aware founder Gregg Latterman. By June 1, 1999,
Five For Fighting was officially on the Aware roster,
even though recording on the atbum had begun months
before. The decision to sign with Aware, says Ondrasik,
was pretty easy. “Gregg gave me complete artistic free-
dom to make the record I wanted. It was exactly what |
needed.”

White Ondrasik was making Five For Fighting's Co-
lumbiw/Aware debut, America Town, Latterman pur-
posely took a cautious approach — that is, until momen-
tum in the studio took over. He remembers, “When we
talked about the deal. we always tatked about doing a
smart deal. We tatked about hew, even if Columbia
didn’t pick it up, we would still put it out on Aware and

work it ourselves. But the more John worked on the al-
bum, the more Columbia got into it and invested money
in remixes and the like. Then everyone at Columbia
started getting into it as much as we had and said it had
to come out on their label. That kept pushing the release
date back to the fall, but it was all a very natural pro-
cess.”

The delay also gave Ondrasik time to work up more
material, says Latterman. “"He and producer Gregg
Wattenburg had a lot of time to hang out and work up
new songs and different arrangements. It really was a
labor of love between the two of them.”

Now Ondrasik finds himself opening for ATO
Records singer-songwriter David Gray, who is enjoying
some momentum himself with the song “Babylon,”
which recently hit No. I at Adult Alternative. Ondrasik
observes, “David was on EMI at the same time [ was.
It's great to be working with him again, and the tour is
perfect for me because I get to be associated with such
a credible artist.” )

In launching the project at radio, Aware and Colum-
bia set their sights on Aduit Altemative. Latterman com-
meents, “The music fits perfectly, and it gives us a place
to establish the act and give him time to breathe and
build a base before we cross over the record.”

The choice of “Easy Tonight” as the leadoff single
came courtesy of Columbia Director/National Promo-
tion, Adult Formats Trina Tombrink. She recalls,
“Gregg Latterman played the record for me back in Feb-
ruary and March. and I absolutely fell in love with it.
When [ got the final version in. it took me about two
months to pick out the first track. We could easily have
gone with several others, but I got support from a lot of
key individuals with the project to go with this single.”

For the past five months, says Tombrink, Columbia
and Aware have been setting up the album and single.
She continues, “Our plan was to work this much as we
did with Train. We didn’t try to shove it down people’s
throats. We set up some key convention showcases, and
we kept reminding everyone about the single. Now we
have about one-third of the panel and some of the
format’s most important stations. Plus we’re going up
against some of the superstars in the format. and we're
stitl getting commitments. It's very encouraging.”

One fan of the single is KMTT GM/PD Chris Mays.
She notes, “It’s a very good song with a very good, solid
hook. There's something familiar about the song. even
though I’m not sure what it is. But it meshes very well
with the type of music we play on the station.”

Meanwhile. Cotumbia and Aware continue to capi-
talize on the opportunities presented by airplay and tour-
ing. Columbia Sr. Director/Marketing Greg Linn com-
ments, “Between CD samplers, flyers, POP displays and
involvement in our artist development program at retail,
we e doing all we can to make sure people are aware
of Five For Fighting and that he’s on the David Gray
tour, and to make sure people comne out to see the show.™

Linn says Columbia has also arranged for another
Five For Fighting song, “Superman,” to appear on the
second soundtrack to the hit TV show Dyawson'’s Creck.
The soundtrack hits retail Oct. 3.

Five For Fighting’s America Town will be released
Sept. 26.

FEditor's Nene: Ready For Takeoff returns next week.

— Steve Wonsiewicz

)

Warner Music Group
Gets Digital

The Warner Music Group will roll out its digital download
sales program in November. The company is teaming with
RealNetworks and will initially offer around 1,000 singles and
albums only through RealNetworks® RealPiayer. More repertoire
will be added at a later date, and as many as 1,000 titles could
be on sale by January 2001. The company will kick off the ef-
fort with exclusive downloadable music from Barenaked Ladies,
matchbox twenty, Collective Soul and Paul Simon.

Eminem, ’N Sync In
MTV Hat Trick

Eminem and "N Sync were the big winners at the 2000 MTV
Video Music Awards on Sept. 7, with each picking up three tro-
phies. Eminem won Video of the Year and Best Male Video for
“The Real Slim Shady” and Best
Rap Video for “Forgot About Dre”
with rapper Dr. Dre. 'N Sync picked
up awards for Best Pop Video and
Best Choreography and the Viewer's
Choice Award for their work on “Bye
Bye Bye.” Other acts winning mul- [
tiple awards were The Red Hot
Chili Peppers (Best Direction and
Best Art Direction for "Californica-
tion”), Aaliyah (Best Eemale Video
and Best Video From a Film for “Try
Again”), Macy Gray (Best New Artist for “| Try” and Best Video
Cinematography for “Do Something”) and Bjork (Breakthrough
Video and Best Special Effects for “All Is Full of Love”). Other
notable winners included Blink-182 (Best Group Video),
Destiny’s Child (Best R&B Video), Jennifer Lopez (Best
Dance Video), Limp Bizkit (Best Rock Video) and Sisqo (Best
Hip-Hop Video). The Chili Peppers were also honored with the
Video Vanguard Award.

In the studio: Hard rock outfit System Of A Down are holed
up in a Los Angeles studio working on their new album, which
should be released next year ... Rapper Eve is putting the fin-
ishing touches on her sophomore album. The disc is expected
to be released in late 2000 ... Filter tell MTV News that they
have begun preliminary work on their third album, which could
be released in mid-2001.

New release update: Capitol Records will release ait-rock
band Everclear's Songs From an American Movie, Vol. Two:
Good Times for a Bad Altitude on Nov. 21. It's the companion
disc to their top-10 Songs From an American Movie, Vol. One:
Learning to Smile, which was released July 11 ... Urban crooner
Dave Hollister will soon bow his
new Det Squad/DreamWorks
Records disc, Chicago 85 ... Johnny
Cash will release his American Re-
cordings atbum Solitary Man on
Oct. 17 ... Capitol will release a 16-

CD package of Frank Sinatra’s mu-
sic titted Frank Sinatra — Concepts
on Sept. 26.

On the road: U2 plan a brief tour of
arenas in the U.S. in early 2001 in
support of the October release of
their new album, Al That You Can't Leave Behind ... Alt-rockers
Elastica headline their first North American tour in five years,
beginning Sept. 20 in San Francisco ... The Deftones begin the
second leg of their national tour Oct. 13 in Seattie. Incubus and
Taproot support ... Hootie & The Blowtish embark on a na-
tional club tour Oct. 16 in Las Vegas. Edwin McCain and
Virginwool open ... U.K. pop trio BBMak begin their headline
tour Oct. 24 in Philadelphia.

Johnny Cash

Avg. Gross RT
Pos. Artist (in 000s) Among this week's new tours:
1 DAVE MATTHEWS BANO $3,214.1
2 METALLICA $2,669.0
3 'NSYNC $1.256.6
4 RICKY MARTIN $950.8 AMAZIRGICROWNS
5 TINATURNER $928.9 MEN ATWORK
6 PHISH_, - $865.2 PAUL SIMON
7 TIM MCGRAW/FAITH HILL $743.4 PHIL VASSAR
8 OZZFEST 2000 $731.7 SLIPKNOT
9 SANTANA B0Ss WIDESPREAO PANIC
10 BRITNEY SPEARS $697.8
11 KISS $599.9
kgl s The CONCERT PULSE of
he P is courtesy
13 UP IN SMOKE TOUR $559.2 Polstar, a publication of o
13 DIXIE CHICKS $555.9 | On-Line Listings, (800) 344-7383:
15 ROGER WATERS $496.3 Catornia (209) 271-7900
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hat a year — make that a few years — for

CHR. According to M Street, there are now

about 425 commercial CHRs in America.

Just five years ago there were only 318.

According to Arbitron, in spring 2000 CHR

rose to a 12.7 from a 12.1 in the fall. The labels have a

lot to smile about, too, with record sales up, according

to the RIAA, and the charge being lead by CHR core
artists.

What has also changed for CHR is ownership. With

the Clear Channel-AMFM merger complete, Clear

Channel controls approximately a 50 AQH share of all |

CHR/Pop listening and a mid-30 share of CHR/Rhythmic
listening. Ownership is also an issue looming for labels
like Universal, which was sold this
year to Vivendi, and Time-Wamer,
which has a new parent in AOL.
gb Where it’s all going, no one knows,
’ but in order to survive and thrive, we

* can't be afraid of change.
Surviving and thriving is also
the theme of this year’s CHR special.
From an exclusive interview with

tony novia

Madonna just days before her new album comes out to

inspiration from top-ranked KHKS/Dallas moming

driver Kidd Kraddick to magical words from Tracy
Johnson and keys to personal survival from former
P.O.W. Gerald Coffee, this year’s special will belp you
put your life, job and all this change in perspective.
So much teamwork goes on behind the scenes with
a project of this magnitude. It would not get done
without support from an incredible staff. They include
Anthony Acampora, Michael Anderson, Mark Brower,
Paul Colbert, Brida Connolly, Sky Daniels, Adriana

- Dettman, Dawn Garrett, Gloria Guzman, Adam

Jacobson, Lanetta Kimmons, Mike Kinosian, Kevin
McCabe, Gary Nuell, Debbic Overman, Kristy Reeves,
Sharon White and the entire R&R production
department.

A special thanks to Assistant CHR Editor Renee
Bell. Thanks also to “Mr. Special,” Richard Lange,
for pulling it all together again. My deepest gratitude
also goes out to Margo Ravel, who held my hand
every step of the way and truly helped shape this
entire special. I'd also like to say thank you to all of
the CHR stations, record labels, advertisers and my
other friends who have given me more support than 1
could have ever dreamed of these past six years.
Finally, to our Publisher, Erica Farber, thanks for
always letting me do my job. Maty and Christopher,
this one’s for you.

T wWww americanradiohistory com
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This past April I celebrated my 20th anni-
versary in radio. But “celebrated” may be the
wrong word — “embarrassed to admit” might
be more appropriate. In a rare moment of in-
trospection, a question has occurred to me: Is
there any other industry that has undergone the
sweeping changes that radio has endured in the
last five years? (Maybe so, but who cares
about them.) For radio people, the last five

years have been a whirlwind of change that
most of us have been ill-prepared to handle.

When the winds of change blow — and in radio,
they’re a hurricane — 1 think it’s important to do two
things. First, let go of preconceived notions, putting ev-
erything up for examination. Second, hold on to the ab-
solutes for dear life. *“We've always done it this way” and
“It worked before, it will work again” are preconceived
notions. Absolutes are those principles that remain true
whether things are changing or not.

In football, “We’'ve won a lot before, so we'll prob-
ably win on Sunday” is a preconceived notion. “Luck is
where preparation and opportunity meet” is an absolute.
Unfortunately, sweeping changes make preconceived no-
tions and absolutes more difficult to tell apart.

For the past few years I've been falling back on my
own most-prized absolute more and more. In the many
years ['ve run the BitBoard Network for moming shows,
I've talked to dozens, if not hundreds, of moming show
people. Some of them have called to solicit my belp in
identifying what's not working with their shows. They'll

Is there any other industry that
has undergone the sweeping
changes that radio has endured
in the last five years?

say, “We're funny, we're topical, we own the contest im-
age, blah, blah, blah.” I ask one simple question: “How
about the people”” The ones who characterize the people
around them as sharing their passion and possessing their
level of talent are the ones I usually advise to just be pa-
tient. Good things come to those who wait (and who have
really good people).

Conmon DxwoninarToR

All of the rise-from-the-ashes radio success stories ['ve
ever heard have one common denominator: The storyteller
always credits the people with making it happen. Not con-
testing, not music selection, not strategy. People. This has
never been more important than it is in the year 2000. In
a radio landscape muddled by consolidation, Intemet com-
petition and the looming threat of satellite radio, syndica-

Tim

A morning pro talks about the importance of putting people first

By Kidd Kraddick, KHKS/Dallas Morning Driver

tion and “streamlining,” the people factor seems to have
dropped a notch or two on the priority scale. As stock-
rich executives focus on the bottom line and their personal
fortunes, the people staffing their cash cows have taken a
back seat.

This is precarious. I've read many stories lately on the
incvitable death of conventional radio (mostly written by
Internet gurus who have never been
inside a radio station). Most are sky-
is-falling predictions that give radio
no credit for being able to adapt to
change. Bui make no mistake: If
anything can kill our business, it will
be the devaluing of our people.

Eight years ago | was fired after
nearly 10 years at a heritage station
that was suffering from mediocre rat-
ings — caused by big changes in
personnel, incidentally. Eight months
later [ emerged on a startup station,
and we went from worst to first in
about a year. Same act, same signal,
less money and crappier facilities.

The only difference was the people.
1 was lucky enough to be surrounded
by a group of people who gelled and
produced a winning product. They’ve continued to produce
that product with winning results ever since.

Which is not to say that we haven't had our challenges.
Like most stations, we've suffered through a great deal
of uncertainty and change. Through four owners in four
years, the systems have changed, the vendors have
changed, and the strategy has changed. The only constant
during this period has been the people =
who’ve staffed the station. Not coinciden- pe—
tally, the station continues to thrive de-
spite all the changes. In fact, in those four | '
years — amid enormous change and tur- |
moil — our ratings went up and our bill-
ing quadrupled.

Survival Tstandi

Kandy Klutch |

MD, KSLZ/St. Louis

Pesple

New York Yankees. We knew all the players’ names and
numbers. We came to know them and consider them part
of the fabric of the team. You think Johnny Unitas, you
think Baltimore Colts. You think Mickey Mantle, you
think Yankees. What do you think of when you think
Bobby Bonilla or Deion Sanders? Between them, they've
been on seven teams in 10 years.

Today there’s no such thing asa
sports dynasty. Free agency encour-
ages players to change teams every
two or three years, and. as a result,
teams can’t dominate for any ex-
tended period. No one team treats
players demonstrably better than the
rest, so the key consideration is
money. That may be acceptable for

"a business that operates a monopoly
and thrives on parity, but for radio
it’s likely the kiss of death.

Top performers will always gravi-
tate to the atmosphere that inspires
them most. My friend Mark Cuban
bought the Dallas Mavericks last
year. Thanks to the multimillion-dol-
lar buyout of his company, Broad-
cast.com, by Yahoo!, he was able to

ignore the fact that the team he was buying had been voted
the worst sports franchise of the decade.

I talked to Mark a few days after he bought the team.

and he was incredulous. He said, “You wouldn’t believe
how the last owners treated the players. They fly coach.

Continued on Page 84
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But that is changing now too. The most |

talented GM I ever worked for just left to E l

run an Internet company. In her view, the I

big companies have decided that stations

don’t need GMs. [ can’t help but wonder

how a market manager can stop by the sta-

tion once a week and have the same team-

building effect she’s had for the last 10 years. /
i‘:

A Rapio Dynasty

Some have been so kind as to call
KHKS (Kiss-FM)/Dallas a “dynasty.” (Is it
a sad comment that a station on top for six
years is a dynasty?) The fact is, as people
are devalued and loyalty evaporates, radio
dynasties will become rare, if not nonexist-
ent. When | was gmv\(ing up as a big sports
fan, I heard the word “dynasty” a lot — the
Green Bay Packers, the Boston Celtics, the

¥ you were about to be stranded on a desert island and had
te cheose one record company exec and one local record
prometer to be stranded with, who would they be?

My exec would be Scot Finck from Hollywood. He has pizzazz,
gots along with everyone and would pack some killer toys,
games and movies. My local would be Tom Martens with
interscope, because 1'd finally leam how to goif.

.} you could only take five CDs with you, what would they be?
It’s impossible to choose just five, so 1'd have to give the new
Stuff a rest and go with the goiden oidies: Madonna's The
immaculate Collection; Bruce Springsteen’s greatest hits; REO
Speedwagon's A Decade of Rock, 1970-80; Styx's greatest
hits; and A Very Special Xmas, Vol. |

¥ you had to take one indie with you, who would it be?
Hands down, Lenny Lyons, for conversation, and, most
importantly,
necessary detail, including Montgomery Inn ribs and tons of
batteries for the VCR/DVD- we'd need for the entertainment

he’d be smart enough to have prearranged each
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MULTI FORMAT REACTION

"#1 PHONES AND GREAT EARLY REACTION"
~TONY MASCARO, WPLJ /NEW YORK

"ONE SPIN: INSTANT REACTION. A HUNDRED SPINS LATER,
EVEN BIGGER REACTION.”
-BOB WALKER, KQMB /SALT LAKE CITY

“THIS SONG IS ON FIRE FOR US!"
—~JEFF McCARTNEY, KZHT /SALT LAKE CITY

"EVERY TIME WE PLAY EVAN AND JARON WE GET CALLS!!!
EVERYTIME!!!"
-JEN SEWELL, KFMB /SAN DIEGO

CRAZY) FoR g 4tS ¢1R L

rar cHrPOP: ) THE FIRST SINGLE

TOP 40 MAINSTREAM MONITOR #36* FROM THE SELF-TITLED

R&R POP/ALT: (D) COLUMBIA DEBUT ALBUM
MODERN ADULT MONITOR #16*

rerHAC: (D) | APPEARING ON

TOP 40 ADULT MONITOR #17* THE ROSIE O' DONNELL SHOW ON 9/18
CRAZY FOR THls SONG“. 5;8%%%2‘[;EB:“E(\)/E:EEOTNESSTNETNBE:giILON LOWENSTEIN WITH JOHN FIELDS

MIXED BY TOM LORD-ALGE

TOP 10 AT KLLC (SAN FRANC|SCO), KMSX (SAN D|EGO), MANAGEMENT: STUART WAX FOR MIDNIGHT MUSIC MANAGEMENT
WVRV (ST. LOUIS), WWMX (BALTIMORE), KIMN (DENVER), muum ALBUM IN STORES NOW

KQMB AND KBEE (SALT LAKE CITY) 1 Q m%&%&“&iia’é%f&"cohn

AND THE LIST IS GROWING! L L T
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they stay in substandard hotels, and their per diem is the
lowest allowed by the league.” Those were the first things
he changed. He started putting them up at Four Seasons
hotels instead of Ramada Inns. He flew them to away
games in a plush private jet. He even provided a limo for
each player in the away cities.

He rationalized it this way: “These guys are all mil-
lionaires, and this is how they would treat themselves if
they were on vacation. How can I expect them to have a

All of the rise-from-the-ashes radio
success stories I've ever heard have
one common denominator: The
storyteller always credits the
people with making it happen.

good attitude if they have to slum it when they’re work-
ing?" Did it make a difference? For the last two months
of the regular season the Mavericks were the best team
in the NBA. Same players, different attitude. Watch for
Dallas to attract free agents who would never have con-
sidered the lowly Mavericks before the changes. News of
special treatment travels fast.

SurersTAR AT WoRK

Earlier this summer [ took a tour of a friend’s radio
station in a medium market. He led me down a long, nar-
row hallway past six other studios before we arrived at
his. Each studio had a small logo and the station’s name
on the door, presumably so the jocks wouldn’t get lost.
Each control room had windows on either side so you
could glare at your competition during your shift.

| asked my friend if everybody at these seven stations
under one roof got along. He laughed and said, “Yeah,
right.” He said he felt about as special as one of Baskin-
Robbins’ 31 flavors. He then explained some techniques
he’d used in the past to unnerve his “teammates” (one was
to bring in a live band that played earsplitting rock °n’ roll
precisely when the Soft AC next door was trying to talk).

Perhaps the most egregious thing a company can do
to show people that they don’t matter is to depersonalize
the work space. 1 remember back at WRBQ (Q105) in
Tampa there was a sign on the door that said, “Caution:
Superstar at Work."” It’s hard to feel like a superstar when
you're in cramped quarters with six other jocks doing
their shows. Those aren’t superstars, those are factory
workers.

Radio’s two biggest challenges will be 1) keeping cur-
rent performers from migrating to other media and 2) de-
veloping new talent. At the AMFM product meetings last
year | was asked where the new supersfars of radio would
come from. I didn’t have a good answer. The fact is, the
first three stations | worked for now run syndicated pro-
gramming around the clock. If | were starting my career
now, | would be hard-pressed to find a station within a
few hundred miles that actually uses local talent. As net-

SURVIV AL GUIDE |

S,

Pesple

work syndication takes hold (as it did in television 30
years ago). opportunities to get started will evaporate even
more.

For talent development to continue. it’s imperative that
the big companies institute a “minor league™ system.
Granted, it’s cheaper and easier to pipe in a syndicated
show or a Prophet System liner-jock in smaller markets,
but it’s also shortsighted. When the current batch of tal-
ent leaves the business, who will fill the void? The onus
is on station owners to invest in a training program to de-
velop the radio stars of tomorrow.

Syndication is inevitable. It’s natural and right to ex-
pand the scope of superior talent. Listeners deserve the
best that radio has to offer. Frankly, it’s our best weapon
against competing media. But at the same time we must
have the foresight to cultivate new stars. Chances are they
won't win in their local markets against the likes of
Howard Stern and Bob & Tom, but, with time and train-
ing, they could replace them. There are some morning
shows waiting in the wings to be the next big thing. /B
& Sandy in Austin and Ace & TJ in Charlotte come to
mind as shows that could break out soon. But there aren’t
as many as there were five years ago, and that’s trouble-
some. .

Tae ProrLe Facrox

In no format is the people factor more key than in
CHR. Our format has always been the epicenter of enter-
taining radio. Research has always shown that the CHR
listener values fun and excitement over almost anything
else. Those elements don’t come just from music and con-
testing. They come from the people on the radio. From the
Scott Shannon-created “Zoo” format of the early *80s to
the Jeff & Jer reality- and topic-driven flair of today, lis-
teners turn on for the people more than any other compo-
nent of a CHR station.

1 spend quite a bit of time in Tampa, visiting my folks,
and I'm always amazed by the presentation at WFLZ.
They never let up. They haven’t given in to the urge to
become a jukebox after MJ & BJ leaves the
air. The station is exciting around the clock,
thanks to great imaging and personality-driven
jocks. Sure, they can suffer temporarily when
a new competitor comes to town. but as long
as they focus on fun and excitement, they’l! al-
ways be a market leader.

Film producer Jerry Bruckheimer was

Survival Telandl

Danny Cooper

West Coast Regional Manager, Island/IDJMG

"CHR !“_

push paper and fall in with the company line. the distance '
between talent and management grows. Those who resist
the “corporate boogie™ and keep talent close are those most
likely to remain successful.

My OM is a pseudotherapist. His door is always open
to offer dime-store therapy to eccentric jocks. production
directors and promotions directors. He's become a talent
management specialist. As a result, he's attracted great
talent and, more importantly, managed to keep it. Conse-
quently, that talent has enabled him to sustain ratings. in-
crease revenue and build a cocoon of protection around
himself.

As a morning personality, I can attest to the appeal of
a good boss. Like most morning show hosts. I’ve had my
share of contentious relationships with bosses. It’s no fun.
To be loved by listeners and hated by your boss is a hell
most of us have been through and would do anything to

For talent development to
continue, it's imperative that the
big companies institute a
“minor league” system.

avoid. So when we find a manager who truly looks out
for us, we become as loyal as a German shepherd. I would
g0 to the wall for my manager. I hope your personalities
would do the same for you.

I've never been more positive about where radio is
headed (even though I don’t know exactly where that is).
These are exciting times. We're smack-dab in the middle
of a paradigm shift, and each of us has a chance to make
a small piece of history. There’s a battle ahead. Program-
ming people have become “content providers,” and they’ll
be coming after us from all angles. If consolidation has
weakened our people focus, competition from other con-
verging media will surely strengthen it. That's a good
thing. This is show business, and in show business we
thrive when we put the people first.

- ——
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asked the secret to producing hit movies like
Duays of Thunder, The Rock and Crimson Tide.
His advice for directors and producers was,
“Stay close to talent, latch on, and don't let go.”
Apparently, the plots and special effects of these
movies took a back seat to the headliners who
starred in them: Tom Cruise, Sean Connery and
Denzel Washington. The same could apply to ra-
dio programmers and GMs. While music flow,
imaging and contesting are important, [ believe
it's the quality of personalities that determines
if a CHR station wins or loses.

A great PD today is not one who spends half
his day poring over research and the other half
with his head buried in a monitor, choosing
songs on Selector. Today’s best PDs are great fa-
cilitators and managers. Unfortunately, as con-
solidation requires programming managers to

If you were about to be stranded on a desert island and
had to chooss one CHR PD and one CHR MD to be
stranded with, who would they be?
For PD KHTS/San Diego's Diana Laird and for MD KIIS/
Los Angeles’ Michael Steele. If nothing else, we would
never be bored. Island party every night. Plus, have you
ever seen Michael climb a palm tree in pursuit of a
coconut? It’s a sight to behold. Diana would want.us to
wait on her hand and foot though. She would leam to
forage eventually. In fact, her namesake is the mythologi-
- cal Greek huntress, right?
If you could only take five CDs with you, what would they
be? i
" Bob Martey’s Exodus, The Neville Brothers' Yellow Moon,
' Prince’s Hits (two-CD set), Miles Davis' The Columbia
Years (four CDs — so sue me!) and a tie between Stevie
| Wonder's Songs in the Key of Life, U2’s Achtung Baby and
Run DMC's Raising Hell.
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Continued froem Page 1

When you take away all the hype, all the preconceived ideas
and the “untouchable” image that surrounds her, Madonna
is down-to-earth about her career, her business and her most
important job: being a mother

R&R: When I heard “Music” and “Impressive In-
stant,” I noticed that they take off on a lot of different
musical styles. Do you plan this, or does it just come
to you?

Madonna: The only thing that is planned is that |
sign people whose musical sensibilities 1 want to ally
myself with, producers and writers | want to collaborate
with. Both William and Mirwais are very sophisticated
in terms of their production and their whole musical
sense. They have been influenced by a lot of the same
things I've been influenced by. On the one hand, they
appreciate underground music and stuff that is sort of
moody. ambient and-darker. On the other hand, they real-
ly appreciate the construction of a good pop song. | necd
to work with people like that. I can’t just work with
people who are enjoying pop records, and I can’t just
write with people who want to make cool music. I want
to make cool music, but 1 want it to reach people.

William and Mirwais have both had so much experi-
ence in so many different genres, and they’re brilliant
minds. | hear their music, and 1 think, “OK. we can all bring
something really different to the table.” I can experiment
with these people.”

R&R: How do you balance working with artistic
people and creating what vou want with vour job, which
is ultimately selling albums and getting records plaved on
the radio and on MTV?

Madonna: | know how to write a pop song, and I'm
really good at it. My specialty is construction, melody and
lyrics. Since I'm not a musician, | rely heavily on the mu-
sicians | work with in the collaboration department. I'm the
one who keeps people on track, and we go off and experi-
ment and get the sounds and the textures. [ don’t want to
repeat myself either. [ feel like I'm always walking that fine
line of trying to do something new and experimental but
also trying to do something that is commercial and popu-
lar that people can relate to.

“I can't just work with people
who are enjoying pop records,
and I can't just write with
people who want to make cool
music. I want to make

cool music, but I want it

to reach people.”

The only way (o change pop music is to do that. You can’t
alienate audiences by coming up with something that is too
strange. First of all. radio is not going to play it. So it's a
fine line that | tread. They come in with the ideas, sounds
and textures, and | sort of mold them and shape them into
something that I think is palatable and marketable.

R&R: You're spending a lot of time in London.
You've got some good radio stations there, and I'm sure
you listen 1o everything across the hoard. Do vou take

b 4

all that in and go from there, or do you
shut yourself off from it all? What's the
process?

Madonna: Well, I'm very influenced
by whatever is happening musically at the
time, so I listen to everything and anything.
that I can, especially underground stuff. |
allow myself to be influenced, but there
does come a time where you just have to
turn off everything. You have to shut the
doors, turn off the radio and make some-
thing of everything you’ve been influenced
by, because at a certain point there has to
be a spark of originality that comes from
me.

R&R: When you were putting. to-
gether all the tracks on this album, did
you know that all these songs weren't nec-
essarily going to get on the radio?

Madonna: Oh, yeah, | knew that for
sure. | also knew that there were all these
songs that weren’t even going to get on the
album. But you have to have way more
than you want and go back and handpick
what's perfect.

R&R: Why was “Music” the first
single off the album?

Madonna: It’s an up, celebratory song,
and | wanted to start off with that. I kicked
off the album with that song, and I feel like
it's a celebration of life and humanity. It
may sound like a trite sentiment, but I do
believe the hook in the song, that music
brings people together.

R&R: The video was very well-done.
I wish that every program director and
every person out there could see the video
before they listen to the song, because it just really puts
things in perspective. What’s vour favorite song on the al-

because

bumn?

Madonna: That's a tough one. Probably “I Deserve It.”

R&R: Once vou get on a radio station, the main thing
they do is callout research. Basically, your song gets con-
densed into a five- or 10-second hook that is plaved for
peaple, and their opinions of that hook decide whether the
song gets continued airplay. How do you feel about that?

Madonna: That is so scary. It freaks me out. That's like
watching five seconds of a movie to say whether you’re go-
ing to like it or not. That’s like saying. “Here, meet this
person, talk to them for five seconds, and tell me if you are
going to like them.” I mean, it’s freaky.

R&R: Do vou have any thoughts about Napster as an
artist and businesswoman?

Madonna: That's a very political question. I don’t know.
I’m-in the middle on that one. There’s a part of me that
says. “Listen. I want to get paid for my work just like ev-
erybody else does.” But on the other hand, it's a great way
to launch a lot of new artists and get a lot of people inter-
ested in things that would never get played on the radio.
So that’s a tough one.

R&R: Is there a happy medium somewhere?

Madonna: There could be. Actually, | thought they
were going to work something out.

R&R: How importany to vou is getting airplay after
you've poured vour lifésinto a project like this?

Madonna: Well, it still gives me a kick to turn on the
radio and hear my songs. | know a lot of my songs on Ray

PR

“Mostly I feel the pressure to create,

at the end of the day my pride

is more wrapped up in being creative and
innovative than in anything else.”

of Light didn’t get a lot of airplay. but in the end it didn’t
matter — I still sold 17 million albums. It's great. and it’s
a privilege, and it’s exciting when radio wants to play your
stuff, but if they don't, then as long as people are buying
my record, I'm all right.

R&R: The people on this end of the business are look-
ing at vou from a selling standpoint. If vou do great, our
radio stations do great. Do you feel the pressure to out-
sell your previous release and get more hits?

Continued on Page 58
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' Survival ITsland |
Ken Lucek

National Director Pop Promotion, 550 Music

If you were about to be stranded on a desert |

| island and had to choose one CHR PD and one
CHR MD to be stranded with, who would they
be?
1 insist on taking three MDs instead, and if |

| ‘can't take all three, I'm not going — push me
overboard! Christine Fox of WFHN/New Bedford,
MA; Marian Newsome of WIOQ/Philadeiphia; and
Jana Sutter of WNOU/Indianapolis.
if you could only take five CDs with you, what
would they be?
Peter Gabriel's Greatest Hits, Stevie Wonder's
Song Review, Meat Loaf's Bat Out of Hell,
Monster Magnet's Power Trip and Barry White's
Just for You. r
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Continued from Page 56

Madonna: Mostly I feel the pressure to create, because
at the end of the day my pride is more wrapped up in be-
ing creative and innovative than in anything else. After that
comes selling and being successful from a commercial point
of view. That's very important to me as well, because the
better you do, the longer your career is going to last. Soit’s
all important to me, but No. 1 is the creativity.

R&R: Do you remember the first time vou heard one
of your songs on the air? Do yvou remember the station?
Madonna: | believe it was WKTU in New York, because it
was “Everybody.” I remember sitting in my room in my

shithole apmmenl on the Uppcr West Side, and I heard it

“I'm dying to go on tour; it's been
s0 long. I really feel like an animal
getting ready to get let out

of the cage right now.”

on the radio and thought [ was going to die and go to heaven.

R&R: Will you tour?

Madonna: Yes, I've been coaching my son by saying,
“You're going on the road.” I'm going to do a small promo-
tional tour in November, after the record has been out for a
bit. Then, if all goes well and the record is doing well and is
well-received and I"ve sorted out a way to go out on the road
with two children — which I'm sure I will do — I'm going
to do it. I'm dying to go on tour; it’s been so long. I really
feel like an animal getting ready to get let out of the cage
right now.

R&R: ! have a 2-year-old, and words can’t explain how
it feels. How has haviag children influenced your music?

Madonna: It's made me grow up a lot. I'm a much
calimer person. I don't react to things as quickly, and [ have
more compassion for humanity in general. I'm sure it’s af-
fected me as a songwriter. I'm a lot more patient, and I'm
sure that's affected me in the studio, with my producers. You
can’t help but be influenced by it.

R&R: What will you tell your children about what it is
that you do?

Madonna: My daughter isn't really old enough. She
doesn’t watch TV. She sees my videps and stuff when I'm
working on them, but she’s not really hyper-aware of that sort
of thing. She knows that what | do is entetainment, When
she’s old enough to understand and sophisticated enough to
understand, I'll explain to her what I-do. that I'm an artist and
that’s my expression. Right now she just thinks it’s all fun.

R&R: Has the success and the lack of privacy it brings
been worth the financial rewards?

Ask Madonna

We queried a few radiopeople as to what they would ask Madonna if they had the chance. Thank goodness
Madonna was game, because the questions ranged from deep to silly.

Tommy Austin, PD, KKRZ (Z100)/Portland, OR: What would you be doing with your life if your
entertainment career had never happened?

Madonna: Oh, God, like I know! I'd be doing something creative. I'd probably be working in the fashion
business as a stylist, clothes designer or an editor at a magazine.

Shellie Hart, OM, KUBE/Seattle: Hey, Madonna, it’s deep, but I'm curious: When did you find that you had
it, or have you?

Madonna: I'm plagued with so many insecurities, if you ask me on the wrong day, I'll say that I still haven't
found it. That’s the way life is. One minute you feel like you are on top of the world, you feel confident about
who you are and what you've done, and the next minute you go, “Aah!” You get frantic and neurotic and
anxiety-ridden, and nothing’s good enough. Everybody has that, I think. It doesnt matter what you've
achieved.

Eric Bradley, PD, WBBM-FM (B96)/Chicago: When was the last time you had the chance to enjoy a nice
dinner out on the town?
Madonna: Last night. I'm very big in the eating department. I think I'm 448 pounds myself!

Jimmy Steal, PD, KPWR (Power 106)/Los Angeles: Aside from being a very gifted artist, you are an astute
business and marketing person. How did that come about?

Madonna: Everyone says I am, but I don’t even know if that's true. I mean, I think I have good taste, but....

R&R: Do you feel you just hire really good people and let them do their ]obs’

Madonna: Yes, I do that too.

R&R: Jimmy and his wife just had their second child, and he also wants to know what you enjoy most about
being a parent.

Madonna: Oh, God, just seeing something I created. I'm speechless. I just can't ...

Jimmy Steele, PD, WRVW/Nashville: How do you not only know when to reinvent yourself, your image and
your product, but also how to anticipate the next move?

Madonna: I don't think reinvention is a good word to describe what I do. Whenever I'm working on a new
project, I just try to push myself into areas that I've never been in before to do something new and to
constantly challenge myself and try to be innovative and creative. I don’t think reinvention is a word that
comes into my vocabulary, but somehow it’s kind of in everyone else’s. It's overused.

Michael Martin, PD, KYLD/San Francisco: Could I please have one kiss?
Madonna: Excuse me! They are out of control!

John Reynolds, PD, WNKS/Charlotte: When you first hit the radio scene with your pop dance sound, you
were grouped in with several girl acts, but you broke out and reinvented yourself. Tell me more about the
inspiration, timing and background of reinventing not only your image, but your sound.

Madonna: I'm just not interested in repeating myself. I'm aware of what’s going on in fashion and music.
It's a combination of paying attention and being hungry. I'm still hungry, and I'm still paying attention. As
long as that happens, I'm going to be coming up with new things ... until I'm bored.

it's inexplicable.

T e . .

soul. I don’t want to tell people what they should think: I

Sy -

Madonna: I don’t know. Ask me that in a couple of
years.

R&R: Where did the name Maverick come from? Is
that yours?

Madonna: Actually, that was Freddy DeMann’s idea.

R&R: Any words of advice for the younger perform-
ers like the Backstreet Boys, 'N Sync, Britney Spears and
Christina Aguilera?

Madonna: Take your time. Don’t overexpose yourself.
Maké sure that you don’t burn out. And broaden your work
with not just living on the road, but living in general —
friendships, family and relationships.

R&R: What's one message you'd like to give to all the
program: directors and music directors when they listen
to this albwmn, when they watch this video, when thev lis-

Survival Teland!
David Nathan

Sr, Director, Universal

If you were about to be stranded on a desert
island and had to choose one CHR PD and one
CHR MD to be stranded with, who would they
be?
r PD | would Take Diana Laird, because she can
ake a fun time out of anything, but | would have
'to take a case of Belvedere vodka with us. For MD
I would take Jen Sewell from KFMB-FM/San Diego
“because I'd love to see her and Diana fight it out.
That is entertainment better than any Survivor
ten to the single? R
Madonna: The project’s really important to me. ll rep- | you could only take five CDs with you, what
resents a year of blood, sweat and tears and my heart and i would they be?
‘ Grateful Dead, The Best of Bamney, Tony Bennet's

just want them to enjoy it and take as they will, Buy lots classics, 'N Sync and Nelly.

of records.
Margo Ravel contributed to this article.
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HO ’ L v l R&R and Lawman Promotion’s first annual rhythmic Jam was a success.
? Pictured here are (i-r) Lawman's Jim Burgin, Dan Posner, Gary Spangler,

Desiree Omelas, R&R CEO Erica Farber, Lawman's Greg Lawley. R&R
Dir./Charts & Formats Kevin McCabe, CHR Editor Tony Novia, our new CHR Co-
Asst. Editor Gloria Guzman, and CHR Asst. Editor Reneé Bell.
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Bob Neil is one of those guys who truly
loves the industry. He grew up listening to ra-
dio and had his first job at a station before the
ink had even dried on his driver’s license. He
has held just about every position imaginable in
radio and is now President of Cox.

Neil hasn’t come as far as he has without a lot of work,
passion and sacrifice. He's amazed at the young people to-
day who think they should begin their radio journey in a
major market, doing a major daypart. Whatever happened
to toiling long hours and starting at smaller stations to leam
radio inside and out?

Neil's tenure in the industry has afforded him the right
to have opinions on certain issues. For example, the phrase
“cookie-cutter radio™ doesn't sit well with him. As he says,
“People have been talking about cookie-cutter radio since
the mid-"70s, when there was a proliferation of consultants.
Personally. 1 see still a fair amount of creativity in our busi-
ness. Some things that we might think of as cookie-cutters
in the business, I'm not sure the audience perceives them
as such.”

Neil took the time to talk to us about Cox’s penchant
for underperforming stations, hiring good people and why
you’ll never make it if you don’t have a passion for the in-
dustry.

R&R: Once you were inside a radio station and be-
gan to work on the air, when did the desire to be program
director or general manager hit?

BN: I started off being fascinated by the programming.
How were we picking the records that we played? What
was the format and the hour in terms of where you talked
and where you did your break? And, of course, if you're
going to be a programmer, you have to fall in love with
those sticky colored dots so you can do clocks with them. 1
was just fascinated by. the structure of putting it all together
in a way that came out of the radio sounding good. _

Great PDs hear the station playing in their head. They
can articulate a passion about the ‘station, a passion about
what they’re trying to get done. The sort of mediocre guys
just go through the motions, but when you run across some-
body who's really passionate in this business and who can
really talk to you about their radio station and describe it
in detail, that’s always pretty impressive to me.

“The reality is, we own our brands
in our individual markets, and
whatever the technology is,
whether it's in-band, on-channel;
digital; etc., we own those brands;
That's a big head start on anybody
who wants to start something up on
SonicNet.”

'CHR

SURVIVAL GUIDE_

Cox President/CEQ Bob Neil continues to succeed because his passion for the industry is still going strong

R&R: How did you get your first management job?
BN: | went to work doing nights in Tampa. [ was 18. 1
ended up being the Music Director, then the Asst. PD, and

then the PD. It was passion and wanting to work hard and

working a lot of Christmas Eves, that
kind of stuff. I went from Tampa to
Syracuse and was a PD, then an OM.
Then | went to Atlanta as Operations
Manager at Y106 [WYAY). It was
there that 1 decided that I really did
want to be a general manager.

What was a real turn-on to me
about that job was that Y106 was prelty
much a startup and everyone was hired
brand-new. | enjoyed orchestrating an
environment with people. | was much
more of a coach in that job than in any
other job that [ had.

R&R: Was that your first GM job?

BN: My first GM job was down in
Tampa. | went to work for Cox’s sta-
tion manager at WSB. It was the same
deal; it was a startup station.

R&R: Were Dick Ferguson and
Nick Trigony the people responsible
Jor bringing you more into the corpo-
rate culture and the bigger picture?
Did they train you to 1ake their place?

BN: Both of them took a lot of rough edges off of me
as a manager. Left to my own devices, | would have ended
up being Randy Michaels’ little brother. I’m pretty mischie-
vous. Randy had a'corporate culture where he could do what
he wanted. The Cox corporate culture is a little more con-
servative.

Dick is a terrific people person. WI?en you're talking to
him, you have the sense that he is focused just on you and
has your best interest at heart. What Nick taught me was
organization, getting things executed and delegating to
people. Dick is sort of the “magic dust,” and Nick is more
pragmatic.

R&R: They helped shape you in the corporate world
of Cox, and you grew up within that company. The com-
pany started buying more stations, and in 1996 you be-
came President and CEO. How did you adjust to that
world, and how do you continue 10 earn the respect of Wall
Street outside of the numbers?

BN: Being in a public company is a totally different
world; it’s a totally different speed. When you talk to the
people in the business at the GM and PD level, they’ll tell
you that when al! of the companies went public, it was like
-somebody hit fast-forward. You have to be quicker on your
feet; you have to be able to respond more quickly because
you're going to get asked questions. My joke was that in a
private company you might get second-guessed by 10
people. In a public company, with 28 million shares out-
standing, that’s how many are going to second-guess you.

The same basic things always stay in place thdugh:
You're ethical, you tell people the truth, and you try to treat
people the right way. If you're able to do those three things,
you get respect in whatéver environment you're in. Once
you learn Wall Stree-speak and once you learn what the
expectations are, it's not that much different.

R&R: Does it ever bug you when you're in a meeting

Bt [l

COX
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with a bunch of analysts, bankers and major corporate
shareholders, and they're questioning your moves, pro- |
gramming, etc., when in most situations they don’t have a,
clue?

BN: It doesn’t upset me at all. If [
had millions and millions of dollars
invested in a company, | would want
to be able to ask management those.
questions and have them provide lx-
cid answers. In fact, | encourage our
investors and analysts to get to our
radio stations when they can and -
tually visit and talk to the people who
do the work day in and day out. Thea
they can make smarter decisions 2
they participate in more than one rz-
dio company — hopefully.

R&R: You've worked in a variety
of positions at radio stations and
managed them on a local, regiona
and national level. Is there less irain-
ing overall today. and is this hurting
us as a business?

BN: | really don’t think so, and the
reason for that is that consolidation
has forced everybody in the radio busi-
ness to become businesspeople.
You've programmed stations, so you
know the gigantic fights that used to go on between pro-
gramming and sales. It was World War IlL. I see less ad
less of that kind of thing, and I see a lot more partnering
between sales and programming. That was necessary for
our business; we needed to grow up a little bit and become
better businesspeople.

The reality is that, by and large, GMs make more money
today than they did before consolidation, so they might have
some additional duties. The best-paid air personalities or

Countinued on Page 4§

|Sur\r§\ral I 2
. Tommy Del Rio

' PD, KSEQ/Fresno

| If you were about to be stranded on a desert
island and had to choose one record company
L exec and one local record promoter to be

L nded with, who would they be?
Il were stranded, | would want to have fun, so |
e to bring Val Delong from Universal and
rique from Interscope. Those two would have
pore than enough records for me to listen to in
) litetime! .
you could oaly take five CDs with you, what
. would they be?

' Celine Dion, Celine Dion, Celine Dion, Celine
l _Dion and Celine Dion.
~if you had to take one indie with you, who
Y , would it be?
. Greg Lawley. Hang out with him for five minutes,

! know what an!
Rty
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the most talented people make more money than they did
before consolidation. In fact, what consolidation has done
is make very talented people even more valuable. I look at
the proliferation of formats out there now that didn’t exist
before. There are so many formats that you could have never
taken a chance on before, when you owned just one or two
stations, that you can take a risk on now with the fourth or
fifth FM in the cluster.

R&R: Do you think they're more cookie-cutter
though?

BN: In some cases yes and in some cases no. We have
20t gone (o the extent that some of the other operators have
in terms of piping in a format or the networks or the Star
System or any of that kind of stuff, We use the technology
i some of our markets, but we don’t pipe it in like the Clear
Channel CHR format. It’s interesting, because I do buy part
of Randy's argument that in a market in some small town
i Ohio they're getting a much higher-quality CHR product
than they would locally.
| R&R: Your company is very diversified. Do you see
;'yaur company remaining as it stands today?

BN: We're going to focus on operating and acquiring ra-
dio stations. As a public company, Cox Radio, we don’t have
any intentions of moving into outdoor or some of these other
businesses. Cox Enterprises, on the other hand, has a lot of
different media interests.

R&R: What are your long-term strategies for radio?
Are you constantly taking out the map and putting pins in
different cities? What do you look for when you buy groups
and stations?

BN: We like underperforming stations. We like the tumn-
arounds. Our view is that you grow a lot of value that way
and that you can fix the stations using your own expertise
rather than paying a high multiple for cash flow. If you're
going to buy four or five stations. it's great to have a couple
of them in good shape and maybe two of them that need some
work. We look for those kinds of situations. We have pretty
stringent investment criteria that we use that haven't changed
since 1992. when | started this job.

R&R: How important is market size?

BN: We've pretty much concentrated in 10 through 75
or 80. We're real comfortable in that range.

R&R: There are lots af rumors abour Citadel and Cu-
mulus. Any truth to them?

BN: The answer is that we’re always looking at acquisi-
| tions: we're always seeing what's out there. There's always
| stuff on the burner. But as far as any imminent deal. I'm
pretty safe to say no on that.

R&R: Tuke me behind the AMFM and Cox deal. That
" was a shocker to a lot of people owt there. How did that

come about?
BN: On Cox’s road show in '96 we had been asked a
lot of questions about Los Angeles. because if you looked at
| all the other markets we owned. it was the only top-five mar-
| ket we were in at the time. Did it really fit? Was it a dispro-
J portionate amount of cash flow? If anything went wrong
l there. what would happen?
| We said. “The bottom line here is that we have to be
cerntainly listen to it, but we don’t have any intentions of get-
i ting rid of Los Angeles.” We had a number of people ap-
| proach us about Los Angeles in one form or another over
: time. Some of them talked trade and some of them talked
‘I cash and trade.
| We had acquired KASE and KRTO. small class-A ra-
dio stations. We were still looking for opportunities to grow

smart businesspeople. If somebody made us an offer. we'd

CHR'M
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almost up to the last day. It just didn’t make any sense for
us to pay some of the prices that sticks were going for at that

time in Los Angeles. When you heard people talking about

$300 million or $400 million for a stick, you said to your-
self, “Gee, I know it’s a great market, and I know it’s grow-
ing, but how long is it going to take you to get $30 million
in cash flow”" That’s what would bring it down to a 10x
multiple, where it starts to make some economic sense.

We look at being the long-term holder of these assets,
not the guys who end up selling them to someone else in a
few years. We were approached by Jimmy de Castro some-
time in late summer, and his group had some terrific assets
and things that really fit well with us. We gave it a lot of
thought because we’d owned those radio stations for so long

“Great PDs hear the station playing
in their head. They can articulate

a passion about the station,

a passion about what they're
trying to get done. The sort of
mediocre guys just go through

the motions.”

and enjoyed the success of them for so long, but when it came
down to.it, we felt it was the better deal for the company.

R&R: In retrospect. and taking into account what sta-
tions are going for and the recent trade that Emmis did for
KZILA, would you have done it all over again the saume way?

BN: I would have, because the bottom line was, no mat-
ter what was going to happen. you could see Clear Channel
and AMFM. you could see that merger coming a year ago.
You knew that your competitors were going to end up with
four or five FM stations and you might end up with KOST,
maybe one more full-signal FM, a couple of little FMs and
‘KFI. You'd be outgunned over the long term. I loved the
people and still love the people involved with those radio sta-
tions today. It's just that it was the right decision for us to
make at that time. and I'm still comfortable with it.

R&R: Talk to me abour WBTS/Atlanta and how thar
came to fruition. Is thar something you went shopping for.
ot did they come to you?

BN: We had actually known the folks up at that radio
station for a long time. because they'd been partners with us
on the University of Georgia Networks. When it came right
down to it. of course they had to make as much money as

-they could. We were aware that the station was going to move
in. It was going to be halfway between Athens and Atlanta,
and it would put a move-in-type signal over Atlanta.

There appeared to be gaping hole for a younger. more
mainstream Top 40 station here. Star 94 [WSTR/Atlanta] is
a very adult radio station. WBTS has worked out well be-
cause the station has done very well with 12-34-year-olds.
its target. We're not trying to be an Adult CHR: we're try-
ing to be a younger-skewing CHR.

R&R: Let’s discuss the WBTS launch. For a station that
you paid 380 million for, vou didn’t launch with any TV or
bring in any high-priced personalities. What was the thought
process behind that?

BN: I learned some lessons doing other move-ins. Les-
son No. 1: Find out what your signal is like everywhere be-
fore you decide to blow a lot of money on TV to promote to
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somebody southwest of Atlanta who can’t pick you up. We
wanted to get the signal on, and we also wanted to get it
tweaked. To be honest, we're still tweaking it. We still have
some improvements that we think we can make to that sig-
nal. Rather than do a lot of extemal marketing, we’ve done
a lot of stealth marketing for the station. When you look at
how it’s grown and developed, it’s had marketing behind it.
You guys haven’t seen it in the business, but there's been a
lot of stuff going on with it.

R&R: And personalities?

BN: The first step was to build the radio station back-
ward, to get people on at night first, then in aftemoons, then
in middays, then in mornings. If there’s anything I'm a little
disappointed at it’s that we haven’t moved fast enough to
get the airstaff in place. It’s about three quarters in place right
now, because we've got people from middays on, but we're
looking for the moming show right now. Hopefully, we’re
pretty close on it.

R&R: Your keeping WTMUMiami Classical blew people
away. Cash flow has not been significant on the radio sta-
tion, although the ratings have been decent. Are you look-
ing at it from the standpoint of, “We have more radio sia-
tions, so we can package it betier; we have a better sales
crew, and we can make it happen with this station”?

BN: The station has historically billed $6 million with,
in our opinion, not a great sales effort. When we looked at
it, we thought, “Well, first of all, let’s find out what people
want from a Classical station.” In the research we found out
some interesting things that we think might make the sta-
tion a little more-mass appeal and make it do a little better
in the ratings. They really had not employed a lot of modemn
programmiing techniques.

I was also pretty encouraged by looking at what
Bonneville's been able to do with their Classical stations.
They brought some pretty standard programming, good
programming techniques, to those stations. They've im-
proved the ratings some, and they've improved the sales
dramatically.

Our view was that the station was run a little bit on the
heavy side on expenses. With a combination of a better sales
effort, making use of a smaller staff and using voicetracking
technology, we could see ourselves making $5 million or
$6 million there real quick. And with a much better sales
effort, we see ourselves starting to make $7 million. $8 mil-
lion or $9 million down the road. So now that purchase
price seems to make a lot more sense. If nothing else. we're
going to give it a shot and see if we can do it

R&R: Sarellite radio is around the corner. Is it friend
or foe?

BN: | still tend to be a little skeptical about the tech-
nology. because nobody has proven it will work. It's kind
of like building one of those move-in radio stations: You
never know what the signal’s going 10 be until you turn it

Continued on Page 132
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Survival Islarnd
Charlie Walk

Executive VP/Promotion. Columbia

island and had to choose one CHR PD and one
CHR MD to be stranded with, who would they i
be? ¥
Mark Chase for his creative mind. and Paul
" “Cubby” Bryant, the No. 1 musicologist in the
,‘ country.
| If you could only take five CDs with you, what
{ would they be?
Wyclef's Ecleftic. Sam Cook's Greatest Hits,
Van Halen's One, Maxwell’'s Urban Head Swing
. and Journey’s Escape.

If you were about to be stranded on a desert f
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Walter Mossberg tells us how to stay in the game

When Walter Mossberg talks, people listen.
If you are into technology and gadgets, you
know all about him. Mossberg is the author and
creator of the columns “Personal Technology”
and “Mossberg’s Mailbox,” which appear ev-
ery Thursday in the Wall Street Journal. He’s
been with the Journal for over 30 years.

Rolling Stone magazine calls Mossberg “'the most pow-
erful columnist in technology.” Time calls him “the most
influential computer journalist,” the Washingion Post de-
clares him “one of the most powerful men in the high-tech
worid™” and “a one-man media empire whose prose can
launch a new product.” and Brill's Content ranks Mossberg
avone of the 25 most influential people in the American
news media.

radio station they would listen to.

The Internet is able to take all of the media — radio,
television, recorded music, newspapers and books — and
tum it into a giant digital database. Once all the content is
there, the listener would establish a set of preferences and
create a station. For instance, you could have an all-Britney
Spears radio station. Or, if you're an old guy like me, you
might want to have an all-Beatles or an all-Bob Dylan sta-
tion. This is a tremendous shock to the system of radio as
we now understand it. You might ask, "What will the pro-
grammers do?” But the point is, I believe there are still go-
ing to be ways to make money on this.

R&R: When you discuss personalization, obviously it
sounds great, particularly for the people who are very
much into the Internet. But it is also a lot of work, and
there are a lot of people who don’t know a lot of the genres

or song titles. Will that be a factor?

Mossberg is in demand. He travels
to speaking engagements all over the
country to ofter his wisdom. foresight
and opinions on personal technology —
what’s hot. what’s not and how to
make it simpler to operate.

The businesses of radio and records
are working hard to figure out where
technology is going and how to get
there first. so | turned to Mossberg for
his unique perspective on technology
and our industry.

Customer personalization, which
the Internet offers with great success in -J
a variety of areas. has begun to take
hold in the territory once owned by ra-
dio. The recording industry has already
received its own dose of what the
Internet is capable of, thanks to Napster.

According to Mossberg, now is the time for those of us
in the radio and record industries to become a part of this
new world. It can be done. he insists. as long as both in-
dustries are willing to dive in with both feet and not hang
on to old ideas.

In the following interview Mossberg makes it very clear
that the Internet is a formidable opponent when it comes
to personalization and overall access to information. He also
shares his vision of what radio and records need to do to
stay in the game.

tion of radio and how the Imternet is involved?

WNM: One good example of what the Internet can do
with radie is personalization. It extends control from the ra-
dio programmers and moves it toward the listener. For in-
stance. there’s no reason why- the Internet. which has an
untimited spectrum (if you can use that word), can’t house
100.000-200,000 radio stations with every conceivable
lineup.

You could have a radio station that played only two or
three artists or the most obscure subgenre. There is no rea-
son you couldn’t put a radio station in a form that lets the
listener construct his or her playlist, and that would be the

Wlter Magsbory

R&R: Can vou go into detail about the personaliza- =

WM: Well. I think we are in the
early days of this. It’s going to be lim-
ited to early adopters. people who are
ahead with the technology and people
who are big music fans. But what will
make this especially fabulous or hor-
rible. depending on your point of
view, is that it is going to move very
quickly off the personal computer and
the techie framework and into a wide
proliferation of devices.

Some will be wired and will plug
into the wall in your house or office,
and others will be wireless, so you

¥ can carry them around. These things
will not be hard to use, and it does not
take a rocket scientist or 8 music ex-
pert to be able to click on an artist’s
name. You don’t necessarily have to know the song
titles.

R&R: Can you discuss the changes in quality
that vou've seen coming in some of the discussions
that you've had, and can you give a timetable for \!
that?

WM: Without getting into a lot of detail. 1 think
the quality of streaming audio on the PC has grown
by leaps and bounds. It was a joke just three years
ago. and now it’s in a range where — at least for voice
and news and some kinds of music — it's more than
acceptable to the average listener. but maybe not to the
audiophile. It might not meet the industry’s traditional
standards, but both streaming audio and traditional ra-
dio are going to blast forward at roughly the same
pace.

Broadband has a tremendous role to play in this.
It's not just that the PC will be replaced by much f

o
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simpler devices. which will hit the mass market over
the next three to four years, but all these new de- |
vices will be linked to a much faster connection.
When you get a much faster connection that’s on all
the time, you will'be able to ramp up the quality of
the music even with the existing technologies.

R&R: Do you follow what’s going on overseas?

| Survival I'sl'all

A, e —_—

I was amazed at all of different countries that were
resented at this year's Midem conference in Canne
France. Are you aware of any of these products that a
already up and operating in other countries?

WM: | know that in Japan you can listen to Inteme:
based music that is digitally fed over telephones. | thin
that one of the hallmarks of this Internet appliance ¢ra
or the post-PC era, as I call it — is that American domk
nance is going to be lessened. since a lot of these otha
countries did not get to dominate the PC piece. They's
been developing alternate digital devices in much greas
variety and depth than we have.

The cell phone is a great example. Maybe today you't!
not going to want to put a cell phone up to your ear af
listen to music. but there is no reason why devicest
evolve from the cell phone wouldn't be capable of doing
good job with that. I am not talking about a 20-year cvolis
tion: I'm talking about three or four years. What 1 have s
coming in handheld devices and in other kinds of appliance
is pretty startling — and it’s not all. or even mostly. from
the United States.

R&R: Things are moving so fast. It’s hard to keep your
arms around it all. which is why people read vour colimng)
From your vantage point. which companies are at the fo
Sfront when it comes 1o wireless, broadband and Intem
appliances?

WM: The race on wireless. broadband and Intemet
pliances is still in its very early stages. Some compan
are focusing on delivering audio to the wider Internet. an
that gives them an advantage in terms of whatever devid
gets billed through CNet. The one that comes to mind i
RealNetworks. There are others.

Continwed on Pagpe

Bruce St. James f
PD, KKFR/Phoenix

If you were about to be stranded on a desert island and
had to choose one record company exec and one local
record promoter to be stranded with, who would they
be?

Jerry Blair of Arista. We wouldn’t have to worry about
running out of food. because one of us would kill the
other. Spareribs for weeks! For my local, Rich Garcia of
Reprise. He has that survivalist vibe about him. As long
as | could still add records. he would help keep me alive.
If you could only take five CDs with you, what would
they be?

ABC's Lexicon of.Love. George Jones' greatest hits.
Notorious B.1.G.’s Ready to Die. the Willie Wonka and the
Chocolate Factory soundtrack and any Depeche Mode
album.

i you had to take one indie with you, who would it be?
Easy: Greg Lawley. If nothing else, we could use his shirts
to signal rescue aircraft, and there wouldn't be a lot of
boring moments.
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Microsoft has made a major decision to invest in this
area. But then you have a whole flock of companies that
are involved in the actual creation of the devices that you
will hold in your hand or will have on the table in your
house that will pick up radio. The list of companies that
are trying to do those things starts with the traditional cell
phone guys, particularly Nokia and Ericksson. It includes
Palm, and it includes a different arm of Microsoft, which
is spending a fortune trying to get ready for this. So are
Compagq, Sony, all the PC makers and all the traditional
consumer electronics makers.

The company list is huge regarding who's getting into
this opportunity, but who's going to be the leader? It’s too
early to tell, and that’s why people lose money on Wall
Street, making these bets.

R&R: You think that the time period is three to four
vears before we see even an entry model of these devices?

WM: You are seeing some of these devices already.
When | say three to four years, I'm assuming that in that
time we may have popular, relatively inexpensive devices
— among other things — to enable Internet radio to be-
come available to the masses. If | were in the radio busi-
ness today, I would be thinking that I have & limited win-
dow.

There is a real lesson for radio in what’s happening with
Napster and recorded music, because you can see how fast
that grew. You can also see how it is possible to almost
instantly transition a large part of the listening population,
particularly the part that skews younger, away from a time-
honored model — in this case, recorded music.

Clearly, the Internet is a reality only for a little less than
half of U.S. households, but people conveniently forget that
a lot of this activity is done at work. In the case of students.
of course, it’s done on these fabulously wired campuses
where the bandwidth is already there.

The record industry has a finite window to get involved
in putting up a massive database like Napster that would
be legal. They need to move fast and provide an alterna-
tive other than just suing in court. I think they are going to
lose an enormous part of their listening base to the idea that
it's OK 10 steal the music, and that's a disaster.

Napster also has implications for the radio industry.
People who are running Napster and these other sites say,
“This is the new way of sampling music. It used to be ra-
dio, but now it’s going to be this.”

The people at Napster are trying to argue that their ser-
vice actually complements the traditional market for CDs.
While their argument is a bit twisted, I think they are right,
to some extent. People are discovering new music and are
sampling new music in a variety of ways on the Internet
today, and that will replace one of the traditional functions
of radio. .

R&R: Looking at the inpact Napster has made, are
the labels behind the eight ball when it comes to Internet
technology?

WM: The labels are in trouble, and they are way -be-
hind on this thing. Each company in the recorded music
business. is still undergoing massive culture shock. There
are people at the labels who get it; and many others who
don’t. There is a perfectly natural tendency. which is true
in every industry and has been for hundreds of years. to
view technology first and foremost as a threat rather than
an opportunity.

I think the labels are coming around to understanding

that it’s an opportunity. Some of them are about to put a
limited number of their artists and albums on the web.
They're going to try to charge something like $2, $3 or $4
a song, which is, when you add it up, much higher than
the cost of a traditional CD.

What they really need to understand is that this is go-
ing to be song-based, not album-based, and artist-based, not
label-based. Plus, the price is going to have to be very low.
[ believe that even at very low prices they can make a for-

“There is a real lesson for radio in
what's happening with Napster and
recorded music, because you can
see how fast that grew. You can
also see how it is possible to almost
instantly transition a large part of
the listening population, particu-
larly the part that skews younger,
away from a time-honored model —
in this case, recorded music.”

tune in profit, particularly on their back catalog. It can be
a tremendous revenue source for them, but it’s going to take
them a long time to come around to this. Radio is going to
have a similar revolution, as will publishing, movies and
newspapers.

R&R: The RIAA's position, from my view, has been
“Sue 'em!" But if Napster is closed down, you know some
16-year-old kid will be there with something else. We al-
ready know what's out there in music-swapping software.
So do the labels need to band together and agree on a stan-
dard, or can they survive doing it individually?

WM: Well, I agree that the RIAA’s public stance has
been just to sue them, and I also agree with you that
that’s not adequate. I'm not saying their lawsuits are
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response to this. Like I said, unless they come up

with a positive alternative, they're doomed. The |

truth is, the people at the'RIAA privately know this.

There are things they have to get together and do as |

an industry, and there are things they have to do sepa- ; |

rately as companies. | l
It isn’t so much a technical standard; they’ve

worked on a technical standard. What they don’t have

“"is a business model to fit the Internet, to fit the new

era. | remind you again: ['m not talking about a world
of geeks on PCs; this is today’s world, and it’s already |
threatening. But it’s nothing compared to the world
where the Internet will be accessible from all kinds ¢
of simple, cheap devices that we are about 1o see un-
folding over the next four years or so.

What the RIAA is going to have to do is make
it possible for you and I as consumers to log onto a
huge database that'somehow encompasses all of
their music, pick and choose what we want. and buy
it for a very low price. They can have a lower price
than what they are selling it to us for today. We can
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sample it, and they can upsell us into albums. They cane
tice us for multiple downloads, and they can have subscty
tion fees.

We could pay so much a month, which would allow
to download a certain number — or an unlimited numb
— of songs. The labels nced to manage the continuati
of revenues from that declining source as well as the et
plosion of new revenues from digital downloading. I don’
think they’ve collectively faced that at present. :

R&R: Why does the RIAA choose this stance? Is sis
ing everyone the answer?

WM: It’s not that the labels have gone along with the
RIAA’s stance; they are the RIAA. The RIAA is the age
and tool of the labels. There are only four big labels, as y0
know; it isn't like it is different entities. Second, it wo
be unfair to say that they haven't spent any time talking @
the technical companies or trying to experiment or dabb
in this.

1 believe that before the end of this year you'll see
eral labels putting their toes in the water on this. I just thi
they'll do it wrong. But the reason it’s taking them so lo
and that it’s so hard is that they’re human.

If you read books like The Innovator’s Dilemma. you
find a whole branch of economics and management studie
that shows how hard it is for old industries to undersia
and embrace new technologies. Some companies do it ax
make the transition, and other companies don’t do it.
interesting thing is, | don’t believe we are going to see il
artists selling their works directly to consumers. | think
will continue to see middleman companies that hold cop
rights and manage the accounting and the marketing.

But there is no law that says it has to be the companie
that we now know as the record labels. Those that don
adapt will be replaced. Incidentally, I think the same is
with radio. There is no reason to assume that there wonf
still have to be companies and that there won't be an o
portunity for companies to organize these personalize
playlists, tools, sites and venues where you can go to lir
ten to the music you want to listen to.

There's going to be a lot of business opportunity in tha,
but it doesn’t necessarily mean that the same companis
that now run broadcast radio are going to be the compr
nies that do this. It’s all going to depend on whether they
get it and move fast enough.

R&R: Sort of like becoming the Yahoo! for broadcas

radio stations.
Centinued on Page
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Michael Lowe ‘

OM, WAQA/Melboume

if you were sbout to be stranded on a desert island and
had to choose ane record company exec and one local
record promoter to be stranded with, who would they
be? {
Charlie Walk. He doesn't eat much and always has the
best cigars. And if the island has a topless bar, he'll pay .
for it.

if you could only take five CDs with you, what would
they be?

The Rippingtons. Vertical Horizon; Sting's Bring on the
Night (a two-CD live set); and Earth, Wind & Fire's The
Eternal Dance (a three-CD boxed set). | know that's
really more than five, but | had to bring something from
Columbia. You know Charlie: He'd insist!

if you had to take one indie with you, who would it be?
My longtime dear friend and former, pre-Cumulus, indie,
George Luthin.
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R&R CHR/Pop 28]

¥ R&R HotAC @D

R&R Pop Alternative €

Top 40 Mainstream Monitor 32*
Adult Top 40 Monitor 11*
Modern Adult Monitor 8*

Barenakedladies

PINCH ME

New Action: Vldeo New Rotation

KIIS KHFI WQEN
; 9/17 VH-1 Behind The Music
From the new album .~ WKGl - KHMX  WPHH 9/19 CBS Early Morning Show

Produced by Don Was
WWST WXXX and more 10/6 Tonight Show with Jay Leno

The follow-up to their quadruple-platinum album Stunt

You’'re not dreaming ...

Strong Early Rotations:
WKQI22x Star98.733x Star 94 31x WPLJ 34x
B9428x  Star100.730x KXXM3dx WWZZ22x
WPRO 31x WKSE 40x WPST 26x WBFA 33x
WVSR 28x WNCI 23x WKTI 25x  WBMX 39x
| KALC27x G105 37x KMXB 37x WKRZ 32x
WRVW 21x WPLY 30x KLLC 16x WAPE 16x
WZPL22x WSSR 41x WXPT 42x WWMX 27x
WFBC 28x WTIC 24x WZNE 48x -

The new album, Maroon, in stores NOW!
1.3 Ml||l0n Shlpped'
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Continued from Page 60

WM: Yeah. The Yahoo or AOL or whatever. | think that,
just as in the analog world of radio that we have today, there
are going to be different kinds of companies doing different
fhings. You probably know this. but | read a story that | guess
was in the Washington Post about this little station in Los
Angeles that is going completely 100% Internet. and it's
owned by Clear Channel. The broadcast station was sold as
part of the spinoff agreement with the FCC. So that’s an in-
weresting idea. The free market is a wonderful thing, and
people who are dominant in one technology or in one way
of doing business don’t have a guarantee that they'1l be domi-
pant in the next one.

R&R: Let's shift to radio for a moment. Do you believe
that radio as we know it — that is, terrestrial radio. AM/
'FM radio — will be hurt by the web and Internet listening?

WM: 1t depends. 1 don’t like to use the word “hurt.”
Again. 1 think there is mutual benefit in this. There is no
doubt that there will be a transition from listening to mu-
sic and talk, but 1 think there's that on the Internet too.
There's going 10 be a transition from listening to radio pro-
gramming on devices that receive radio waves from trans-
mission towers and satellites to listening on devices that
rceive programming digitally from the Internet.

That transition is going to happen; it’s inevitable. In fact,
there will be a point in time — 1 don’t know if it’s 10 years
or |5 years — when the value of owning the transmission
towers and the licenses for the spectrum will be reduced to
almost nothing. It’s going to happen partly because the
Intemet is cheaper. partly because it’s huge and the Internet
is going to infuse everything, and pantly because it offers
much more flexibility than the current model of radio.

One of the reasons Napster is so popular is not just be-
icause people think they can get music for free — which 1
{don’t agree with: 1'm for copyright — it’s that people feel
ripped off by the price of CDs and by the inflexibility of
the packaging of the music. In other words, you pay $17
for a CD, and when you get home, you like only three or
four of the songs. If I present you with an opportunity —
‘even if you have to pay something — o get only the songs
you want, that’s a huge change, and that’s the kind of thing
that moves the public.

It’s similar in radio. Radio has ossified into these incred-
idly rigid playlist formats that don’t necessarily fit everyone
in the population. People listen to it because that’s all they
have. But now I suddenly hand you a device that is familiar
1 you or that works in a familiar way and say, “You can
program your own radio here. You can choose to listen to
someone who's going (o present you new music. of you can
listen only to artists that you care about or only the genres
that you care about. Here. Take this and do it.”

Radio has become like a CD. It's a way of packaging
music with ads and certain ratios. and you know better than
1do the lengths to which it goes to try to salami-slice the
population into age groups.

Suppose some service provider gives me a chance to hear
Santana, and then the same provider tells me that there are
other bands 1've never heard before that sound like Santana.
That includes not only new recording artists. but also all these
garage bands all over the country who have begun to upload
all their music to the Internet.

There are shockingly large numbers of these unknown
bands who are just as good as the ones who have record con-
tracts. The pool of available music and the way it can be fil-
tered down to you is far bigger and far richer and more

customizable than radio is today.
R&R: Has the Internet changed vour listening habits?
WM: | have never been a fan of Talk radio in the sense

of call-in shows. I do listen 1o NPR, but | hardly listen to

music on the radio anymore. That's a big change for me from
about two years ago. I’ve written all the CDs | own to my
hard disk — perfectly legally — and | have even bought some
additional CD:s to fill in my collection because now I can have
them in one place.

I have only the songs on the CDs that | like, and | make
up mixes and playlists that [ like. Then [ burn some of those
mixes to CDs. They’re not all the same genre, and they're
not all from the same time period in my life..l have different
ones for different moods. It’s like my own radio station.

1 am a 53-year-old man. I'm not the age group that's par-
ticularly likely to want to be introduced to all kinds of new
things. Maybe I'm just weird, but it’s not a techie kind of
thing. ] got them onto the CD with an extremely simple click-
and-play program on the computer. It wasn't any(hmg where
1 had 10 have any technical skill.

Those who read my column know that I'm extremely hos-
tile to anything that’s complicated. If I had a car audio sys-
tem that directly played MP3 music or could directly get feeds

from Intemet radio, 1 would probably use it. That’s coming -

100.

R&R: How far are we from hearing personalized
Internet radio stations — like waltermossberg.com — in our
cars and on our wireless Internet appliances?

WM: We are not very far from that. | mean, 1 already
have that, essentially. My computer is not the most user-
friendly device, of course, but 1 do spend a certain amount
of my life sitting in front of it — and so do a lot of people,
at work and at home. 1 have all of my music on there, and it
is infinitely organizable by me into whatever playlists 1 would
like.

So I'm not bound by the playlist that a record company
put on a CD, and, by the same token, I'm not bound by a
playlist that a radio station made up. That's revolutionary.
The device where I can best do that is my computer, and
when 1 burn the CDs for my car. that’s a rigid representa-
tion of it.

Again, I think in a three-to-four-year time frame I'll be
able to maybe put it all on a website, like you suggest,
and my car radio will have a way to tune in. Then
I can play my playlists that are stored on the web.
Incidentally, there will be a business storing these
playlists on the web. Maybe the way that will be
paid for is that I'll pay a certain amount a month,
or I'll accept the insertion of an ad every so many

| Survwal Islar\dl

[ John McMann |

VP/Rhythm-Crossover Promotion, Atlantic Records

want to do all that, it’s fine with me. It doesn’t have to be
some new dot-com:; it can be them. However, 1 don’t think
they have the brand.

Clear Channel, AMFM or any of these names don’t
mean a thing to anybody outside your industry. The call let-
ters of the station or the brand name of the station matter

= -in',a local market. but one of the things that the Internct is

going to do is make these things less local and more na-
tional.

While they have a certain leverage ability. I don't think
they will succeed by putting WXOX on the Internet with
all of its programming and streaming it. They all tend to
think they are doing great things by streaming on the
Internet. but | don’t think it's the equivalent of the early
days of television. when they simply put cameras in front
of guys reading a radio play.

1 don’t think they will be able to program it from cen-
tral headquarters quite the way they do today, and the ad-
vertising may be different. Some other aspects may be dif-
ferent. so they're going to have to open their minds to all
kinds of new things. These things look like threats, but they
are really opportunities.

R&R: Put vourself in the position of someone who in-
herited an FM station and has been running it success-
Sully for the last 10 years. Now vou have the Internet, wire-
less, Internet appliances, etc., in your face. As an opera-
tor today, what would you do? What would you think?

WM: I'd be moving fast. I'd be trying 1o create a new
business. That brings up an interesting question about
whether to do it within your current company or to create a
separate company. These are the same problems faced by
retailers and other kinds of publishers already on the
Internet.

Whichever model made sense to me as an owner, |
would be moving on something — and it would not be
merely packaging my station and putting it on the Internet.
It would be: How can 1 take talk. music and news and find
a way to serve it to people through which 1 can create new
markets and make money? This new way wouldn’t neces-
sarily make money immediately, because when you go into
a new world, sometimes you have to lose money for a while.

But it's important to start doing that right now, when
you still have the cash cow of your existing traditional ra-
dio station. That way, you can lose money for a while on
something new and go through the inevitable changes. |
wouldn’t be sitting around assuming that nothing is chang-
ing in the world or treating those changes as negatives.

songs. Even though they are my songs, in my or-
der. I might be willing to listen to an ad, especially
if it’s an ad for something I'm actually interested in.

R&R: Many of the radio networks today —
Clear Channel, Infinity, etc. — are planning to get
in on this personalization aspect. They propose,
“We are the largest group of radio station owners
in the world, so we can take 900-plus of our sta-
tions in all formats and set up websites that offer
personalization and other things out there.”

What are your thoughts on their banding to-
gether? A good chunk of the companies’ dollars
are going toward the marketing of their products
so that they can say they have the brand and the
terrestrial listenership.

WM: There is some truth to that. I have no bias
against the existing companies. If those companies

www americanradiohistorv com

| # you were about to be stranded on & desert isiand and had
to choose one CHR PD and one CHR MD to be stranded
with, who would they be?

. There is one requirement: It can’t be on that desert island

| with those morons from Survivor! For PD, | would bring along
Geronimo from WKTU/New York. He's a shifty, wicked little

Jazzy Jim from KYLD (Wild 94.9)/San Francisco would have to
be in the house — | mean island — and I'd be hanging with
my buddy Cagle from KXHT/Memphis, ‘cause he’s a heartbeat
away from being committed, and that’s not a bad thing. .
' Seriously, though, all three of them not only have truly great " :
ears, they're a sheer pleasure to work — and hang — with. L
If you couid only take five CDs with you, what would they be? 3
The Rolling Stones’ Beggars’ Banquet, Gil Scott-Heron's 1
Reflections, Nuyorican Soul’s MAW, Eric B & Rakim’s Paid in
Full and Sade’s greatest hits. 2

B

, but | love him. | would have to bring two MDs however;



www.americanradiohistory.com

RN e

RO V—

The lesson of industry survival is straightfor-
ward for WHTZ (Z100)/New York PD Tom
Poleman: Roll with the punches, and stay
proactive. That’s one reason he was recently
tapped as Clear Channel Sr. VP/Programming,
Eastern Operations. His success as Z100 PD
helped the station raise its billing from $12 mil-
lion to close to $50 million this year, a feat
made easier by his acute sense of what listen-
ers want. .

It's not rocket science that keeps a station at the top of
the ratings in an intensely competitive market such as New
York. For Poleman, success means having a great staff, play-
ing mass-appeal music, and knowing
how to utilize the elements that make
a CHR station thrive. With his new
title and added duties, Poleman is in
programmers’ heaven. He gets to travel
to different stations, meet with pro-
grammers he admires and brainstorm
with some of the brightest in the busi-
ness. Not a bad deal.

R&R: Did the anmnouncement of
AMFM selling to Clear Channel catch
you by surprise? How did vou hear
about it?

TP: | was at [New York Market
Manager] John Fullam's house when
we got a call that the merger was com-
ing down. | was surprised and not sur-
prised at the same time. Rapid change
is one of the few constants in our industry
these days, and the survivors have learned to
roll with the punches and to be as proactive
as possible. At the same time. | was caught
off-guard a bit by the fact that we were be-
ing bought by another radio company. 1
had expected it 10 be a: megacompany out-
side of radio.

R&R: What were some of the thoughts that

started that Clear Channel could possibly move in to pro-
gram the AMFM stations?

TP: | honestly never thought about it or heard it as a “mov-
ing in to program” angle. | learned a long time ago to pay zero
attention to rumors in this industry. I've been in close con-
tact with Randy Michaels, Kenny O‘Keefe and Tom Owens
throughout the merger. As a result, I've been kept in the loop
on programming structure every step of the way.

Frankly, I'm looking forwardto unleashing the power of
increased programming collaboration. The botiom line is that
this merger brings together the absolute best programmers
in the world. and we need to come up with a way to have

“’I.zlop.;"a

went through vour mind when the rumor mill ’

Tom Poleman reignites the heart and brand of New York's powerhouse 2100

the best minds working together to create the most compel-
ling products possible. But that doesn’t mean that PDs need
to fear for their jobs. They just need to be open to teamwork.

R&R: When and how were you first approached by
AMFM to add some corporate duties?

TP: It was about two years ago. when we put the Office
of Product and Strategy together with Steve Rivers and
David Lebow at AMFM. I had spoken with Steve, David
and John Fullam about possibly taking on corporate duties
for a while. We were just careful to keep my markets close
by so as not to pull me too far from my duties at Z100.

R&R: Was there any hesitation on your part about giv-
ing up some of your power at Z100? )

TP: Sure, but it was the natural evolution for my career
and an opportunity that was too big to pass up. Neverthe-

less, it’s tough to slowly let go of some-
thing that you love so much. To be PD
of Z100 is something that I'd dreamed
about my whole radio career. But now
that I've had five incredibly successful
years here, I realize that it’s time to step
up to the next challenge.

I still drive the strategy for Z100.
I'm still at the key brainstorming ses-
sions and music meetings and run the
programming meetings. I'm still in the
thick of all the marketing efforts with
Sammy Simpson, but I try to limit my
focus to a “big picture” perspective.
I'm fortunate to have an unbelievable
staff to handle things on a day-to-day
basis. These guys have worked with
me so long that they really know how

I think and can react the way | would.
depending on the situation. | also
trust them completely.

R&R: Can you describe your

Job duties as they are today?
TP: I'm focused on overall
cluster-programming strategy, cre-
ating product action plans and
aligning resources. I help the PDs un-
derstand the perceptual research and
help them get the results of that strategy to
come out of the speakers. I also encourage collabo-
ration among our company s PDs and make sure they
have the tools to win. If a PD needs extra support in
a particular area, such as mornings or music focus.
I'll also deploy programming brand managers into
a market as needed.

I have so much respect for the programmers I get
to work with in the Eastern region. It’s so much fun
to dissect a station with brilliant people such as
Cadillac Jack McCaﬁpey. John Ivey, Tim Richards
and Brian Bridgman. And that’s in the CHR world
alone. We have just as. many great minds in other

'Survival Letael

formats as well — far too many to list by name in this 44
ticle. But they’re all awesome.

R&R: How much are you on the road?

TP: About two days a week.

R&R: Have you passed along any of vour day-to-da
duties to OM Kid Kelly, APD Sharon Dastur and MD P,
“Cubby" Bryant?

TP: Absolutely. In addition to Kid, Sharon and Cubb
I've passed a lot of duties along to Sammy. Elvis D
Shawn Dion and [Creative Services Director] Dave Fox
I'm a big believer in empowering individuals in their gi
areas of expertise. The resulting synergy creates an i
ibly strong station.- To stay connected. I make sure |
with each of them on a regular basis.

R&R: What training and skills during your care
helped prepare you for the job vou hold now? [

TP: Anything and everything. I've always been onc (¢
soak up whatever I can and learn from a situation. good
bad. Thank God I've been fortunate to work with so
great broadcasters. from Steve Wyrostok and Stef Rybak
the early years to Steve Rivers and Guy Zapoleon in mg
recent years. Now that I'm traveling, I pick up even
from the PDs I work with. You can never stop learning. T
minute you think you know it all is when you get beat.

R&R: What’s the toughest thing about dealing wi
clusters-and programming to specific demos?

TP: | wouldn’t call it tough. but I need to play the m
of strategic traffic cop every once in a while. It's my job
make sure that stations are positioned to overlap compd
tively without cannibalization in programming and marke
ing. It's all about growing and maximizing the cluster. Soms
times | need to be the referee when two stations want to
the same promotion. But for the most part everyone clearly

Centinued on Page
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Mike Kaplan

OM, WBBO/Monmouth-Ocean

If you were about to be stranded on a desert island
and had to choose one record company exec and one
local record promoter to be stranded with, who would
they be?

Bobbi Silver (she.d get it done!) and Tommy Page (he
could sing to us and keep us entertained).

H you could only take five CDs with you, what would
they be? -

Bruce Springteen’s Born to Run, Pearl Jam's Ten,
Fleetwood Mac's Rumours, Fatboy Stim, Prince’s Purple
Rain.

If you had to take one indie with you, who would it be?
Ricky Salvador. He'd keep us entertained and keep
things in perspective.
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understands each station’s brand essence and coexists peace-
fully in the cluster.

R&R: Since WKTU is your sister station, are there ma-
Jor concerns about artist sharing, given the popularity of
rhythmic material right now? How far can Z100 go, and
should 'KTU be giving high rotations to core Z100 artists
on the rhythmic side?

TP: We're far less concerned about song-to-song shar-
ing than we are about clearly branding cach station’s music
essence to its core audience. The brand separation 10 New
York listeners is very well-defined: Z100 is the mainstream
hit radio station that plays everything from Creed to
Destiny’s Child: 'KTU is the feel-good rhythmic pop sta-

Tom Poleman and Britney Spears

WALK/Long Island. Jim Ryan, Joel Salkowitz, Bob
Buchmann and Gene Michacls see the headlines of
Z100’s and WKTU’s perceptual research as well. It’s
critical for ecach PD to have a comprehensive understand-
ing of the entire cluster, as well as a clear perspective on
how their station fits in.

Weekly music testing, on the other hand, is kept private
between Z100 and *KTU. Sharing too much information cre-
ates the danger of sister stations becoming too similar. [ also
think a little sibling rivalry can be a good thing. It’s sort of
like the Lennon-McCartney rivalry: We collaborate and com-
pete at the same time in such a way that we both help each
other get better.

R&R: Z100 has a very interesting history. It was near
death in the early '90s. before jumping on the Alterna-
tive bandwagon. With “teen pop” currently
dominating the charts, how can Z100 continue
to appeal 1o a wide range of listeners, and how
do you make this music relevant to 25-34-year-
old females?

TP: The key to Z100's success has always been
maintaining the variety position. Any time we
overdose on one sound, we get into trouble. In the
late 80s it was all about teen pop and rhythm. In
the early "90s we added back the rock, and the sta-
tion thrived again for a moment. Then, in the early
to mid- "90s. we went too far with rock and com-
pletely violated our listeners’ brand expectations
by essentially becoming an Alternative station.
When 1 joined Z100 in "96. we brought back the
variety with a balance of rock and rhythm. picked

tion specializing in dance and rhythm. Timing on music is
a big issue for both brands. WKTU leads the way on core
rhythmic artists — enhancing its dance leadership position
— while Z100 tends to wait for songs to establish before
crossing over.

That doesn’t mean that Z100 can’t be carly on a rhyth-
mic record or that "'KTU can’t play a mainstream pop song.
Hits are hits, and cach station needs to capitalize on what's
hot at any given moment. It's how the individual songs are
mixed together and presented on air that matiers. The air, per-
sonalities and between-song production clements also sepa-
rate the stations. When we test our “as is™ pods in music tests.
listeners always give correct attribution to each station. I'm a
firm believer that having some product overlap between sis-
ter stations is a good thing. It eliminates competitive flanker
opportunitics while legitimizing each other’s existence.

R&R: Do you share research?

TP: As pant of our cluster programming strategy,
Frankie Blue and | see each other’s perceptual research,
along with the data for WAXQ, WLTW. WTIM and

“If a cookie-cutter sound means

up a million new listeners along the way, and the
station returned to the No. | spot in terms of cume.

Now we're once again at the point in the cycle where
the pendulum has swung back to the extremes, with “teen
pop.” rap and edgier rock — such as Creed — leading re-
search scores, Conventional wisdom might tell us just to pick
one faction upon which to build the station’s future, but
we've all seen this movie before and
would rather pick the happy ending. So
we're focused on being true 10 Z100's
“variety of hits” brand essence. It’s impor-
tant to recognize that CHR will always be
a coalition format that mainmtains large
cume by appealing 10 multiple factions
and demos. If that means occasionally

a utility in this town. For years New Yorkers have gone to
Con Ed for their clectricity and to Z100 for their hits. When

.we returned to playing the hits in "96, we drew upon Z100's

heritage tactics to reignite the brand. We brought back the
Z Moring Zoo concept, (the late] Ernic Anderson’s legal
IDs, the “S O’Clock Whistle™ on Fridays and so on. What
was old became new again. The key is to balance the past
with today.

R&R: The Z Moming Zoo was known throughout the
country as a morning show that had a lot of fun and still
managed to play the top hits. What do you do to keep it

“The Z Moming Zoo concept is
actually pretty timeless — when
done correctly. It's also the
morning format best aligned with a
CHR music brand. It's pure pop
culture laid out in a fast-paced,
compelling, upbeat and interactive
entertainment package.”

updated, and what elements of the original Z100 still work
today?

TP: The Zoo concept is actually pretty timeless —
when done correctly. It's also the morning format best
aligned with a CHR music brand. It's pure pop culture laid
out in a fast-paced. compelling. upbeat and interactive en-
tertainment package. Elvis Duran is. by far. the best mom-
ing talent in the format. He truly lives up to his “lovable.
huggable Elvis Duran™ nickname. His upbeat personality
is infectious to pop listeners. and the ability to entertain is
woven into his DNA.

Continued on Page 76
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Chuck Fileld

Sr. Director/Rhythm Promotion Jive Records

forcing a rock tune to balance the teen pop, ‘
so be it

Using the same variety approach. we're
also careful 10 balance teen-appeal cuts
with more mass-appeal songs that can also
attract 25+ listeners. Nevertheless, Z100 re-
mains focused on 12-24. We can’t be all
things 1o all people, and it's better to focus

if you were about to be stranded on a desert isiand and had to
choose one CHR PD and one CHR MD to be stranded with, who
would they be?
. It is hard to say which two, since | can't even take talking to them
on the phone ali of the time. | would probably take two PDs
| instead of a PD and an MD — both Cat Thomases (Las Vegas
nd Jacksonville). They would both be qualified bartenders, and it
‘would take them away from their respective stations, which might
give us a shot at finally gettin® some frickin' airplay. Plus, the

~ Ohlo State and Penn State football rivalry would be fun to watch,
since “the other™ Cat Thomas from WAPE/Jacksonville used to
play for Joe Paterno in the late '60s. | use the term “play” lightly,
I since he was fourth string, and you can catch glimpses of him
camying water and Gatorade on ESPN.Classic from time to time..
If you could only take five CDs with you, what would they be?
John Cougar's Dance Naked, Neil Diamond’s greatest hits, Barry

our product narrower to broaden our results.
Many 25+ listeners come to Z100 for the
youthful attitude and energy. We also get
the moms listening with kids.

R&R: Heritage is an important factor
for many CHRs in the largest markets. l
such as WXKS (Kiss 108)/Boston and
KIS/Los Angeles. What role does it play
for Z100?

TP: Heritage is an enormous compo-
nent of Z100's brand strength. Z100 is like

consistently powerful promotions
| sold on-air by highly entertaining
jocks in a market that couldn't have
‘ | heard them any other way, I'm not

| concerned.”

White's greatest hits, Barry Manilow’s greatest hits and a
' compilation of my personal favorites called Chuck’s 40 Greatest
Hits.
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The contemporary vibe of Elvis. Christine Nagy, Danielle
Monaro and Greg T — “The Frat Boy™ — is a perfect bal-
ance to the more traditional Zoo personality styles of
Jonathan Bell — who has been the station’s Community Ser-
vice Director and Zoo member since Scott Shannon and
Ross Brittain hosted the program — and Anthony Scire.
Anthony, producer Shawn Dion and writer Dave Brody
also do a great job of weaving Zoo-like production elements
— including parodies, pop-culture sound bites, sound ef-
fects, music accents and jingles — into the mix. Traditional
Zoo bits like "Nutcrackers” and street stunts are also part

“Hits are hits, and each station
needs to capitalize on what's

hot at any given moment. It's how
the individual songs are mixed
together and presented on-air
that matters.”

of the package. But so are current-based. interactive bits
with listeners.

At its heart, the show is also very real. which isa criti-
cal element in making the Zoo relevant to today's listen-
ers. Each personality has the ability to share real-life drama
and connect with the audience. Topics are relatable, and
bits are always focused on the target.

R&R: How have vou dealt with the loss of morning
show co-host Elliot, now at WWDC (DC 101 )/Washington?

TP: Since 1 also serve as Sr. VP of Programming in
Washington, we were able to carefully engineer his tran-
sition to DC101. Elliot and 1 had been tossing around the
idea of him creating his own show at a Rock station about
six months prior to his departure from the Zoo. It was a
longtime dream of his. )

When I got involved with DCI01 and saw the station’s
need for a strong personality morning show, we seized the
opportunity. We had plenty of lead time to make a smooth
transition. We configured thé timing so Elliot could fin-
ish out the New York spring book. move to Washington
and prep for a fall book start at DC101.

Back at Z100 we were very upfront with our listeners.
We told them that DC101 was Elliot’s dream job and threw
a big on-air going-away party so that listeners could say
goodbye in person. That really eased any pain with his fans
and put closure on his great run at Z100. Next. we were
careful »ot to try to replace Elliot with a similar character.
We knew that would only be met with backlash. Instead.
the remaining Zoo members rose to the occasion with ex-
panded roles.

R&R: The New York metro is so huge. What type of
marketing and promotions cut through and help move the
Arbitron needle? Are vou currently wsing TV or outdoor?

TP: Great people are certainly a huge part of the equa-
tion. and Z100's staff has never been stronger. Simpson,
Promotions Director Darren Pfeffer and their staff are sec-
ond to none in their fields. Combined with the brainpower
of John Fullam, Kid Kelly, Sharon Dastur, Dave Foxx,

Paul “Cubby” Bryant, our dynamic airstaff and the rest
of the Z team, we have an incredible arsenal of creative
minds.

In terms of tactics — without giving away too many
secrets — let’s just say that we're big fans of database
marketing for Z100. It’s extremely effective in targeting
and eliciting a response from diarykeepers. At the end of
the day, that’s all that matters. We can narrow the focus
and send specific messages to our tight Pl core, cume or
potential audiences, depending on the campaign’s strat-
egy.
Event marketing (i.e., Jingle Ball and Zootopia), Zoo-
focused promotions and anything that creates market noise
are also vital components of any CHR’s marketing strat-
egy. Also, depending on the market and competitive situa-
tion. I still think TV and outdoor are important and very
effective tools for the format.

R&R: What is Z100 doing to increase its revenue
base?

TP: When | got here in 1996. the station billed about
$12 million. This year Z100 is pacing to bill over $50 mil-
lion. That’s an unbelievable success story, and one that
couldn’t have been achieved without the incredible lead-
ership of John Fullam. Andy Rosen and Les Hollander. Our
sales team is the best in the business and a pleasure to work
with.

It’s another example of a great team effort. It’s not the
typical sales vs. programming environment. Everyone at
Z100 takes pride in the station’s sales turnaround and con-
tributes to developing NTR business. product-based oppor-
tunities and cluster packages. Z100 does more than just sell
radio time. Les and his team are focused on creating cus-
tomized marketing solutions for advertisers.

R&R: As a programmer. are you bothered by the sub-
stantial increase in spotloads. decrease in talent and
amount of voice-tracking?

TP: I'm always worried about spotloads. It’s an area
that we're always monitoring in our station perceptual stud-
ies. In some instances we've actually moved to decrease
the number of spots. | feel the problem is some-
what in check, but it’s always a concern, particu-
larly for younger-focused formats. In terms of tal-
ent. I'm extremely happy with the amount of tal-
ent at the stations in my region. Of course, I'm
working with major markets, so I have a differ-

TP: There's a fine line between being cookie-cutter &
having quality control and taking advantage of major-ma-
ket resources. If a cookie-cutter sound means consistenty
powerful promotions sold on-air by highly entertaining

-jocks in a market that couldn’t have heard them any othe

way, ['m not concemned.

Keep in mind, we're not talking about old-fashions
generic automation systems. The technology is much mor
sophisticated now. These are jocks who prep extra hard fog

“As long as I'm focused on
strategy, branding and creating
new products, I'm a happy man.
That's why I love cluster
programming so much.”

fear of not sounding local enough. It’s definitely a pa
digm shift that some won't want to accept. but one that'
inevitable in this age of deregulation and technological
vancement. Done correctly, it won’t be cookie-cutter at
Done hastily and without regard to localism, it'll be a di
saster.

R&R: Looking five to seven vears down the ling
what's Tom Poleman doing in his dream scenario?

TP: As long as I'm focused on strategy. branding and
creating new products. I'm a happy man. That's whyl
love cluster programming so much. Deregulation and tech.
nology have forced us to look at programming on an e
tirely different level. I'm looking forward to exploring the
radio industry’s new world order and unleashing the ¢
pabilities of the AMFM. Clear Channel and SFX merg:
ers for a while. The possibilities arc endless. and the mul
timedia branding applications are mind-blowing.

It's such an exciting time for radio. and I'm thrilled!
10 be in the middle of it. That should kecp me busy forg
while. Beyond that, I'm not sure the technology that 'l
be working in in the future has been invented yet.

- TTeEe——
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Survival Island

ent perspective from many.

Voice-tracking is a double-cdged sword. It
can be an extremely economical way to quickly
