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Real Radio
Originality Starts
With Mitch Albom

Best-sclling author,
nctwork TV personality,
syndicated columnist
and professional
musician..Mitch Albom
Is Talk Radio’s
Renaissance Man!

America needs
a good talking to...
so make Mitch part of
your afternoon line-up.
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(212)735-1111
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This Is Not The Best Way To Be
A Smashing Success In Radio!

Before You Leap, Call CGI.

Bob. an up and coming radio exec. JUMPS into saving the always get first class service at CGI- Our Account Reps are
station on their next decal order. “No problem,” Bob exclaims, “I know knowledgeable and professional ravard-winning Creative team
somebody, leave everything to me.” So Bob plunges ahead and comes up with great ideas  Our production s beyond compare - highly
faxes his buddy. Then he waits and waits and waits. Just before the  accurate computer artwork top Quality printing. and shrink-wrapped
big event kicks off, Bob gets nervous and calls. “I'm sorry, this decals and stickers for easv distribution  On spec. on time, on budget.
number is no longer in S@FVICE." says a chirpy T Thats i CGl s the leading printer of decals
. . i ~..Communication
little recording. “Aaaaaaahhh!''!” screams Bob. Graphlcs lnc d stickes 1d10
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management  marketing » sales
in conjunction with this week’s NAB
Radio Show in San Francisco, Sales &
Marketing Editor Pam Baker has
assembled a blockbuster Management,
Marketing & Sales section — a full 10
pages! It all starts off with candid
conversations with seven prominent
media buyers from around the country,
who share their thoughts about station
AEs, consolidation and nonspot
packages. Also in this week's MMS
section:

THE INDUSTRY’S NEWSPAPER

SEPTEMBER 22, 2000

Jackson Gould Take Action
Over ‘Black Hoe’ Promotion

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

Civil rights leader Jesse Jack-
son has stepped into the KLOS/
Los Angeles “Black Hoe™ con-
troversy. Jackson told R&R at
last week’s NABOB conference

. that his Rainbow/PUSH Coali-

tion is meeting now over
whether take action against the
Walt Disney Co. for Mark &

Brian’s on-air promotion at the
ABC station.

“The offense went on way
too long,” Jackson said. “It was
a targeted device by station man-
agement. The FCC has an obli-
gation to deter this kind of be-
havior.”

Over the course of the last two
years Disncy has been targeted

KLOS/See Page 48

Management, Sales Profit
From Radio’s Recent Success
I Annual Salary Survey: Compensation soars,

A Conversation With Hilary Rosen

@ The RIAA President/CEQ on webcasters,
arbitration and the Napster suit

¢ The RAB's Lindsay Wood Davis
concludes his series on cluster
management with a review of the
“seven fatal failures.”

o Consultant John Lund has a 10-point

checklist for the fall Arbitron and a

piece on radio’s “—est” factor.

o Columnist Dick Kazan discusses

culture clashes and cost-cutting in this

era of consolidation.

o Rick DePaoli offers strategies for

placing TV commercials for your

station during the fall sweeps.

o Research guru Roger Wimmer

presents an essay that calls for the

raising of standards in radio research.
Pages 14-33

BAY AREA TALK TOPICS
If you're in San Francisco for the NAB,
you're in the capital of Talk radio! News/
Talk Editor Ai Peterson spent some time
with each of San Francisco’s News/Talk/
Sports programmers, and he profiles all
of the stations.

Pages 62-70

* Bill Kennard lobbies NABOB members
{  for market redefinition
1 Page 3

CHRPOP
*3 DOORS DOWN Kryptonite (Repubkic/Universal)

CHR/RHYTHMIC

* NELLY Country Grammar (Fo’ Resl/Universal)

URBAN
* MYSTHAL Shake Ya Ass (Jive)

URBAN AC

il . TOMI BRAXTON Just Be A Man About 1t (LaFace/Arista)
/| COUNTRY

* JO DEE MESSINA That's The Way (Curd)

AC

(| = DON HENLEY Taking You Home (Wamer Bros.)

HOT AC

* MATCHBOX TWENTY Bent (Lava/Atiantic)
NAC/SMOOTH JAZZ

o JEFF GOLUB UPETER WHITE No Two Ways ... (GRPAUG)
ROCK

3 DOORS DOWW Loser (Republic/Universal)
ACTIVE ROCK

+3 DOORS DOWN Loser (Republic/Universal)
ALTERNATIVE

« GREEN DAY Minority (Reprise)

ADULT ALTERRATIVE

« BARENAXEO LADIES Pinch Me (Reprise)
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especially for front-office, on-air workers

By Rox RooriGUES  +
R&R EDITOR-IN-CHIEF
ronr@rronline.com

As the radio industry flour-
ishes, so do the paychecks of
those who make things happen.
According to the R&R/Miller,
Kaplan, Arase & Co. ninth an-
nual sales and compensation
survey, the typical
general manager

The R&R Sales &

fewer of them today as well. For
other positions .that are focused
on one or a few stations in a
cluster, salary increases were
more modest. Major-market
GSMs, for example, carned an
average of $201,570 in 1999.
That's a 67% increase from 1991
and a 12% gain over last year.
PDs in the big-
gest markets

in a top-15 market REIUTLLEENTORCIVATSN carned  nearly

made $347,240
last year, 90%
more than in 1991, the first year
R&R gathered figures. More
dramatically, the compensation
is 23% more than just last year.

Of course. with the changes
that have occurred in the radio
industry. today's general manag-
ers. oversec a lot more people.
stations and problems than they
did in 1991 ... and there arc a lot

begins on Page 52.

$153,000 last
year, a 62% in-
crease over 1991 and 13% over
last year.

Salaries for positions that in-
volved only one station, such
as an air talent, grew the least
over the last decade. Compensa-
tion for morning show hosts
grew 31% over the last nine

SURVEY/See Page 44

By Kurt HaNsoN
RAIN: RADIO AND
INTERNET NEWSLETTER
kurt@kurthanson.com

1 spoke to RIAA
President/CEO
Hilary Rosen last
wecek at the Digital-
Coast12000 confer-
ence in Los Angeles,
where she shared new
insights regarding
webcast music licens-
ing and the RIAA lawsuit
against the file-sharing scrvice
Napster.

Among the highlights of
our conversation: Rosen
doesn’t believe that the arbi-
trated rates for webcasters'
music licenses will be de-
cided on this year, and she re-
veals that her organization
has made more deals with
webcasters than have been
publicly announced — and

that such deals may
set the starting point
for arbitration of
statutory rates. It
also seems that there
may be a technical
misunderstanding of
such peer-to-peer
file-sharing services
as Gnutella some-
where within the
RIAA, and that the
organization's strategy may
be based on that misunder-
standing (sec related story,
page 36).

We also discussed the
Digital Millennium Copy-
right Act, which, among other
things. grants record labels
the right to charge webcasters
a license fec for the use of
their products (traditional

See Page 34

De Castro Becomes
Ultimate Inc. CEO

Former AMFM Vice Chair-
man Jim de Castro has been
appointed
CEO of Uli-
mate Inc., an
event market-
ing company
that bills itself
as “the world-
wide market-
place for ex-
periences.” De
Castro will
also become a
major share-
holder in the privately held com-
pany.

“Jimmy is an experienced
leader who has.had incredible
success in his career and is re-
spected by leaders on Wall
Street and in the media enter-
tainment industry,” remarked
Ultimate Chairman Jody
Gessow. “His appointment as
CEO is a monumental leap for-
ward for our company.”

De Castro said, “To join a cul-
tivated company that has such a
distinctive blend of partnerships

DE CASTRO/3es Page 48

de Castro

BY ANTHONY ACAMPORA
RAR STAFF WRITER
anthony @ rronline.com

It's the beginning of the
21st century, and
Led Zeppelin, The
Rolling Stones and
Heart are still go-
ing strong. In citics
throughout the U.S.
males 35-49 arc
still being served a
steady diet of Clas-
sic Rock, a format
that many radio

music really hasn’t, as the
original 1968-77 body of mu-
sic has stood up year after
year in auditorium tests from
Boston to San Diego. R&R
acknowledges the anniver-
sary of the format by tuming
our attention to its creator
and most ardent supporter,
Jacobs Media President Fred

Classic Rock Turns 15

I A chat with format pioneer Fred Jacobs

pundits said would of The Beatles, The
bestrictlyaflashin ~ “*°®®  Siones — all the stuff
the pan when it first launched  they first heard on the station.
15 years ago. I couldn’t do anything about

Times have changed, but the it at the time because WRIF

Jacobs, who recently an-
swered a few questions for us.

R&R: How did the con-
cept of Classic Rock
come about?

FJ: I was program-
ming WRIF/Detroit in
the carly '80s and
started to see a divi-
sion within the core
audience. The younger
guys loved our new
music, but the 25-34s
were more enamored

was a highly successful sta-
tion, but | saw continued evi-
dence in our music rescarch
and our focus groups that the
traditional AOR formak could
be successfully fragmented
with a niche concept that fo-
cused on older rock.

$o0 Page 78
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Get the latest Phase 2 Arbitrends: www.rronline.com

CRG Ups Leipsner
To SVP/Pop-Adult

By STEVE WONSIEWKZ
R&R MUSIC EDITOR
swonZ@ rronline.com

Columbia Records Group
has elevated Lee Leipsner to Sr.
VP/Pop-Adult
Promotion.
Based in New }i
York. he re- ||
ports to CRG
Exec. VP/Pro-
motion Charlic
Walk and will
direct all as- |
pects of CHR
and adult radio
promotion for
CRG.

“I've been working with Lee
for six years, and he continues to
impress me,” Walk said. “Lee
truly brings a passionate inten-
sity to everything he does. | find
his deep love for music to be a
source of daily inspiration and
his tireless 24-7 commitment to
our artists nothing short of amaz-
ing. Columbia Records and its
roster of incredible artists are
very lucky to have Lee on our

LEIPSKER/Ses Page 48
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Couldn't it...
KIS .0S Angeles
WKQI Detroit

B94 Pittsburgh
WBMX Boston
KFMS Las Vegas
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Renda/Pittshurgh
Taps Sherry As GM

Michael Sherry has been ap-
pointed GM of Renda Broad-
casting’s Pittsburgh cluster of Adult
Standards WJAS, Talk WPTT and
AC WSHH. The position had been
vacant since Tcx Meyer exited in
January 1998.

“Michael Sherry grew up in the
- broadcasting business and has a
very sales-oriented background.”
Renda VP/Corporate Operations
Alan Sercna told R&R. “Our con-
cern was finding a sales-oriented
GM. and we feel Mike has all the

qualifications that we were looking |

for.”
This will be Sherry’s first GM op-
portunity. He joins Renda after a

stint with AMFM (now Clear |

Channel) as Director/National
Sales for crosstown Oldies
WWSW-AM & FM, Rock WDVE,
Oldies W1JJ, Hot AC WPHH and
Alternative WXDX. Prior to that he
held sales and sales management
positions in the same market at
Country WDSY and WWSW-AM
& FM.

Gillyard Joins J As
St. VP/Black Music

J Records has tapped Ron
Gillyard as Sr. VP/Black Music.
Based in New York. he will direct
the company’s urban division mar-
keting and promotion efforts.

Gillyard was most recently VP of
Bad Boy Entertainment. where he
oversaw the marketing, promotion.
publicity. artist development and
technology departments. He has
also worked in artist management
and was VP at Motown Records
and VP/GM at Harrell Entertain-
ment.

“Ron Gillyard has had terrific
preparation from {Bad Boy’s] Sean
‘Puffy’ Combs and [Harrell
Entertainment’s] Andre Harrell and
is now rcady to lead our bluck mu-
sic division,” J Records founder
Clive Davis said. “He will play a

major role for us in taking black ‘

music to new frontiers in the years
ahead.”

Gillyard noted. “It is another
blessing in what has been a blessed
career to work beside another one
of my heroes, Clive Davis. J
Records is already a haven for the
best new music in the world, and
it is a history-making endeavor that
I'm proud to be a part of. My past
experience with influential urban
music cxecutives, most notably
Andre Harrell and Sean ‘Puffy’
Combs. has prepared me for this
challenge, and I look forward to
building a team of executives with
whom we’ll launch tomorrow’s su-

»

perstars.

nifer Lopez and Carlos Santana.

Arista newcomer Joy Enriquez made one of her first public appearances
at the recent Latin Grammys. Her debut album, which features the
single “Tell Me How You Feel,” will hit the stores in February 2001. Pic-
tured (I-r) are Arista President/CEQ Antonio “L.A.” Reid, Enriquez, Bad
Boy Entertainment CEQ Sean “Puffy” Combs and recording artists Jen-

NABOB Conference Stresses Diversity
. 1 Kennard urges support for market redefinition

The National Associa-
tion of Black Owned
Broadcasters held its 24th
Annual Fall Broadcast
Management Conference
in Washington, DC last
week. FCC Chairman Bill
Kennard was on hand for
the meeting, where he took
time to thank NABOB
members for their support
during his career and to
urge them to work with
him on low-power FM.

Kennard also lobbied for a redefi-

nition of markets. “We
have seen transactions in
which a single company
proposes to acquire 70% or
80% of the radio revenues
in a marketplace,” he said.
“That is not what Congress
intended in the '96 Tele-
communications Act. |
hope I'll have your support
in urging my colleagues at
the FCC to adopt new rules
to close this loophole.”

NABOB/See Page 46

' Radio One/Cleveland Names Weber VP/GM
| I WENZ PD Panton adds WZAK programming duties

Radio One has made
some management changes
in Cleveland: Owen We-
ber has been named VP/
GM for the Cleveland clus- §
ter — which consists of

| WERE, WJMO, WENZ
& WZAK while
WENZ PD Lance Panton
has added programming
duties at WZAK.

Weber had been VP/GM
at Infinity’s KIKK & KILT/
{ Houston since April 1995, but left

the Country combo last month. His
! resume also includes stints as Presi-

dent of HMW Communications
and Exec. VP/Radio for Summit

Communications. He also held

GSM posts for WTOP, WPGC-AM

& FM, WAVA & WGAY/Washing-
| ton and WCBM/Baltimore.
| “Owen is the epitome of a suc-
| cessful radio veteran.” commented

Radio One President/CEO Alfred

Liggins. “He is an aggressive, busi- -

! ness-savvy manager who has con-

sistently and successfully
grown the business units
under his management.
We're delighted to have
him continue his 30-year
career in broadcasting with
our company.”

Panton, meanwhile, takes
| on the vacant PD post at
'ZAK. “Lance has an car

a very creative mind and a
solid urban background.”
said Radio One COO Mary
Catherine Sneed. “Therefore, con-
sidering the great job he's doing
with WENZ, it just made sense for
him to oversee the programming
for WZAK."

Panton joined Radio One in 1998
as MD for WDTJ/Detroit and lo-
cal moming show producer for the
syndicated Russ Parr Morning
Show. The following July he was
promoted to Asst. PD at WDTJ.
Last March he became WENZ'’s
PD.
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' Marks Now Metro/Shadow SVP/Info Svcs.

B Candullo, Epstein promoted to regional SVPs

Metro Networks/Shadow Broad-
cast Services has promoted Metro/
Shadow Sr. VP and Shadow co-
founder Rictiard Marks to Sr. VP/
Information Services. At the same
time Steve Candullo and lan
Epstein have been clevated to Sr.
VPs of the Eastern and Westemn re-
gions, respectively.

Marks will be responsible for fur-
ther developing Metro/Shadow’s
content business ipto a separate di-
vision. “Richard brings to this im-

for mansia, an eye for talent: | portant division a background in
for music, |

traffic reporting services and infor-

mation that would be difficult to
duplicate,” said Metro/Shadow
President/COO Chuck Bortnick.
*“The company will greatly benefit
from his depth of expericnce in
growing our nonbroadcast busi-
ness.”

A 29-yeur broadcasting veteran,
Marks has spent 16 years with
Shadow. He served as COO and
President before the company
merged with Metro. Marks began
his career with Metromedia as an

METRO/SHADOW/See Page 48

’ '-B'arénskimneéo.liiésilii('nl/ééattle GM |

Janell Baranski has been 1apped
as GM for KKDZ/Seattle. She
joins the Radio Disney outlet from
417 magazine, where she was GM/
GSM.

*“Janell has a strong media back-
ground, including sponsorships,
event planning, promotions and in-
centives in the radio broadcast in-
dustry,” said ABC Radio Station
Group President Mitch Dolan, to
whom Baranski will repojt. “We

arc thrilled to welcome an execu-
tive with this extensive level of ex-
perience to the Radio Disncy
team.”

Baranski began working at 4/7 in
Springfield. MO in 1999. Her ef-
forts included managing the sales
staff and integrating cross-promo-
tional opportunities with the
company’s two on-site radio sta-
tions.

BARAKSKI/See Page 46
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Radio Business

Sirius Listens To The Future

O XM unveils programming, receiver deals

“Sirius is the pipe into the car” That’s what Sirius Chairman/
CEO David Margolese told stockholders.at the Sirius sharehold-
ers meeting in New York on Tuesday (9/19). When asked about
portable radios and competition from the Intemnet, Margolese said,
“The killer application remains the car”” He added that Sirius would
pursue market expansion into boom boxes and home units in the
future. “You’ll see us there when it makes sense, but they are not
the primary revenue stream for us. Our premise has been, and
remains, a single service at a single price to a single market [the
car].” Margolese added, *“We have moved from a conceptual phase

to an execution stage.”
Margolese also reported that the
company has raised $1.45 billion. in-
cluding a $120 million investment
from auto manufacturers. Daimler-
Chrysler. Ford Motor Company and
BMW are already on-board to install

Sirius receivers as original equip-
ment. Company leaders reiterated
that automaker partnerships are the
key to success.

As expected. Sirius sharcholders
re-elected the proposed slate of board

members. That slate includes Mar-
golese, one of the satellite
broadcaster’s co-founders nearly 11
years-ago; ¢o-founder/Excc. VP Bob
Briskman; Lawrence Gilberti; Joseph
Vittoria; and Ralph Whitworth.
Shareholders also voted to ratify
Arthur Andersen as independent ac-
countants for 2000. PriceWater-
houseCoopers was released by Sirius
last year. Margolese also gave a de-
tailed presentation on the state of sat-
ellite service. including an update on
the launch of satellite Sirius-3. sched-
uled for November.

Sirius opened the meeting with
a video showing the recent launch
of Sirius-2 on Sept. 5. Company

SIRIUS/See Page 10

XM Celebrates New
DC Headquarters

O Aretha wows 1,000 at Union Station

By Maxtia Davis
R&R WASHINGTON BURLEAU
mailroom@ rronline.com
M Satellite Radio’s billion-dollar man, Hugh Panero.
never dreamed as a kid in New York that he'd be shar-

ing the spotiight with what he called*the four most impor-
tant women” in his life: his mother, his wife, his daughter
— and Aretha Franklin. But there he was on the evening
of Sept. 13 at XM's launch party, held in the Grand Hall of
Washington, DC's spectacular, stately Union Station.

DC Mayor Anthony Williams, in his trademark bow tie,
sat with Panero and his family. The mayor and Panero
smiled, swayed and sang along with the Queen of Soul.

XM carefully orchestrated the day, beginning with me-
dia tours of its new, $65 million building. XM is construct-
ing the largest digital broadcast center in the U.S., in a
blocklong building nine blocks from Capitol Hill. The loca-
tion offers 150,000 square feet of space and includes a
2,300-square-foot live-performance studio; 82 digital, fi-
ber-optically connected studios; mainframes for 21
terabytes of audio and data storage; a CD library of 2.5
million titles; and room for 350 employees.

XM/See Page 10

Ira Bahr Exits Sirius
Satellite Radio

As Sirius Sateflite Radio and XM Satellite Radio
ratchet up their public visibility, each company has
been assembling a“dream team” of terrestrial broad-
casters. Sirius Chairman/CEO David Margolese took
particular pride in the array of talent he culled from
specialized fiekds, and he himself hired lra Bahr as
Sr. VP/Marketing. At the time Margolese described
Bahr as “the man who made FedEx a household
name.” Bahr had worked on the Federa! Express ac-
count through most of the '90s for ad agency BBDO.

Sirius has rewarded Bahr handsomely. In the stock
proxy mailed to shareholders for this week’s annual
meeting, Sirius noted that Bahr's base salary for 1999
had been raised from $225,000 to $280,000. in March
1999 the company awarded Bahr 100,000 stock op-
tions, followed by an additional 50,000 options in June
1999. In February of this year Sirius paid him a bonus
of $280,000“in recognition of [his) efforts in securing
alliances with Daimler-Chrysier and BMW. Other ex-
ecutives received similar bonuses, and Margolese
received $500,000.

But five months later Bahr is out. The stockhold-
ers’notice offers only a one-line explanation: “Mr. Bahr

BAHR/See Page 10

Klein Steps Down At DOJ

epartment of Justice Asst. Attorney General/Antitrust Division Joel
1 Klein has stepped down. Kigin says he will take some time off to rest
and then explore private-sector opportunities. Observers believe Klein will
have plenty of options when he chooses to return to work. Bipartisan ku-
dos came from Republican Mike DeWine and Democrat Herb Kohi, who
saidin a joint statement, “Joel has been a terrific head of the antitrust divi-
sion. He has made a lot of difficult calls and, in our opinion, has made most
of them correctly” Kiein oversaw the radio industry consolidation process
and the DOJ's antitrust case against Microsoft.

Top Mexican Groups To Merge

@ two largest radio groups in Mexico have agreed to a merger. Grupo
Televisa will buy a 27.8% stake in Grupo Acir for $101 million and
merge it with Televisa's Radiopolis unit. The merged company will be cailed
Grupo Acir-Radiopolis and will own 116 stations. Clear Channel, a share-
holder in Acir, wili own about 25% of the new entity. Acir will own about 25%
and Televisa slightly more than 50%. Acir-Radiopolis plans to expand in the
United States, and, says Acir Chairman Francisco Ibarra Lopez, Clear
Channel will assist in that expansion. Lopez will serve as Chairman of the
mergea company, and his son, Antonio Ibarra, will be chief executive.

Viacom To Use Infinity Cash For Stock Buyback

iacom plans to make use of Infinity’s cash fiow for an upcoming stock

buyback.Viacom Chairman Sumner Redstone called infinity“an enor-
mous cash generator” that will grow another 20% this year. Viacom ex-
pects to extract some $1.2 billion in cash from Infinity once it owns 100% of
the group. This buyback will be on top of a $1 billion stock repurchase
Viacom announced earlier this year (R&R 6/16).

Kennard Cleared Yo Review Personal Attack Rules

'CC Chairman Bill Kennard had recused himsetf from discussions about
the FCC's personal attack rules, but the FCC's ethics officials have
now cleared the way for him to participate. Kennard said he believes that
any reasonable person would not question his impartiality on the subject
because it has been years since he argued against the rules when he
worked for the NAB, and he has no personal financlal stake in the matter.

Continued on Page 10

R&R Stock Index

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

Change Since
1599 9/8/00 91500 915199  9/8/D0.9/15/00
Radio Index 32813 29554 29446 -103% 0%
Dowindustrials 1080142 1122065 10.927.00  +12% -2.6%
S&P 500 131797 149450 146581 +112% -1.9%

bt !

e you'd expect.

RESULTS MARKETING

CREATIVE PROMOTIONS

800-786-80M * www.resultsmarketing.com
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What do you call a
General Manager who
schedules perceptual research
at least once a year?

| Smart. Doing at least an annual
check-up allows them to see clearly what
has taken place in their market and to
fine-tune their product to avoid problems
before they start affecting the ratings.
Often, they can do one perceptual for
their entire cluster, and that makes an
annual study pretty affordable.

Now is the time to schedule your annual check up. Call us at
(719) 540-0100...from 8:00 am to 5:00 pm mountain time, Monday
through Friday. It’s the smart thing to do.

Moyes Research Associates

America’s Leading Independent
Research Firm

www.americanradiohistorv.com
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Radio Business

DEAL OF THE WEEK

* KALC-FiWyDeonver $96.8 million

2000 DEALS TO DATE

Dollars To Date:  $7,
Dollars This Week:
Stations Traded This Year: 876
Stations Waded This Week:

(Last Yoar: $3,149,236,500.36)
23,230,000

(Last Yoor: $29,196,501) *
(Last Your: 235)

(Last Yoar: 19)

Emmis Picks Up Salem’s Alice In Denver

O Clear Ciianmel scuires Macen, GA cluster

KALC-FM/Denver

PRICE: $98.8 million

TERMS: Asset sale for cash
BUYER: Emmis Communica-
tions, headed by Chairman/CEQ
Jeff Smulyan. Phone: 317-266-
0100

SELLER: Salem Cummmiﬂ-
tions, headed by President'CED
Edward Atsinger. Phone: 805-
987-0400

FREQUENCY: 105.9 MHz
POWER: 100kw at 1,169 feet
FORMAT: Hot AC

WTVY-FM/Dothan

PRICE: $1.3 million

TERMS: Asset sale for cash
BUYER: Jimmy Jarrell. Phone:
334-821-0744

SELLER: Woods Communica-

tions Group inc., headed by
President Charles Wood. Phone:
334-792-0047

FREQUENCY: 95.5 MHz
POWER: 100kw at 1,059 feet
FORMAT: Country

KZXX-AM/Kenal
PRICE: $150,000
TERMS: Asset sale for cash

and other

© 2000, The CIT Group, Inc.

More Service. More Delivery..

CIT Communications and Media Finonce announces the consolidation
of its Medio and Communications business unit with the former
Newcourt Credit Communications and Media business unit info one
service group headquariered in Morrisiown, New Jersey.

The new unit delivers o broad range of structured financing products,
including senior and subordinated dobtos well as equity investments
fo communication service providers, rad
media delivery companies from the main office and other locations
in North Americo and Western Europe.

For further product and service information, contact us ot
770-551-7870 or visit our web site, www.cit.com.

Womuhywbdehorhtlmn NManeging Dircder
Convention

the NAS

representatives, during
ot the Westin St. Francis, Suite 3198, 415-397-7000.
Please coll to sefup on appointment.

m www.cit.com

io, television and other

TRANSACTIONS AT A GLANCE

© WTVY-FM/Dothan, AL $1.3 milion

© KZXX-AM/Xanal, AK $150,000

©* WVMG-AM & FIM/Cochran, WIBB-FM & WOQBZ-FM/FL
Valiey (Macon), WANC-FWGray, WLCG-AM/Macon
and WRNC-AM, WLCG-FM & WRBV-FM/Warmer
Robbine (Macon), GA $17 million

° WKTF-AMVienna, GA $125,000

© WZRK-FilKantiand, IN $200,000

© KSFS-AM/Sioux Fells, SD $155,000

© KSAM-AM & FiHuntsville, TX $1.9 mition

© WKDW-AM & WSVO-F/Staunton, VA $3 million

© WMON-AM & WZKM-FM/Montgomery, WV $600,000

BUYER: Peninsula Communi-
cations Inc. Phone: 907-235-

6000

SELLER: JDODY Broadcasting,
inc. Phone: 907-283-3051
FREQUENCY: 960 kHz
POWER: 1kw

FORMAT: Classic Rock

WVMG-AM & FW
Cochran, WIBB-FM &

FREQUENCY: 1440 kHz; 96.7
MHz; 97.9 MHz; 106.3 MHZ; 96.5
MHz; 1280 kHz; 1670 kHz; 102.5
MHz; 101.7 MHz

POWER: 1kw day/90 watts night;
6kw at 321 feet; 10.5kw at 499
foet; 48.3kw at 492 feet; 7.6kw at
587 feet; Skw day/99 watts night;
10kw day/1kw night; 4kw at 328
foot; 4.9kw at 354 feet

!UYER DANA Communice-
tions inc. Phone: 978-281-5137
SELLER: Sundance Communice-
tions inc. Phone: 912-268-1550
FREQUENCY: 1550 kHz
POWER: 1kw day/23 watts night
FORMAT: Misc.

Indiana

WZRK-FWKentiand
PRICE: $200,000

TERMS: Asset sale for cash
BUYER: Miiner Broadcasting
Co. Phone: 815-933-9287
SELLER: Lyle Evans. No phone
fisted.

FREGQUENCY: 101.7 MHz
POWER: Gkw at 328 feet

South Dakota

KSFS-AM/Sioux Falis
PRICE: $155,000

TERMS: Asset sale for cash
BUYER: L A Skywave Inc. Phone:
605-335-6806

SELLER CGN Corporation.

" | Huntsville

PRICE: $1.9 million

TERMS: Asset sale for cash
BUYER: HEH Communications.
No phone listed.

SELLER: Walker County Com-
munications. No phone listed.
FREGQUENCY: 1490 kHz, 101.7
MHZ

FORMAT: Country Oldies; Coun-

w .
POWER: tkw; 3,700 waits at 430
foet
BROKER: Bill Whitley of Media
Services Group

WKDW-AM & WSVO-
FW/Staunton

Douglass

cations, headed by Michael
Douglass. Phone: 540-886-2376
FREQUENCY: 800 kH2; 93.1
MHz
POWER: 2.5kw day/127 watts
night; 2.8kw at 338 feet

Continusd ¢n Page 10
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Can RADIO survive %

f

the BROADBAND _ ~

Revolution¢

Coleman and Arbitron will answer t
question at the NAB Radio Show when we pre i bk
the results of a comprehensive study of ]isteners who
have broadband Internet access in their homes. It's 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'tlet the Broadband Revolution
leave YOU behind...

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 MRBITROIN

MusiC. TRENDS. BRANDING.

WwWww americanradiohistorv com
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R&R WASHINGTON BUREAU
wstarling@ rronline.com

Radio Business

AFTRA/SAG Commercial Strike Enters Fifth Month

The advertising industry is counting the year 2000 as the best
ever in the history of American advertising, with growth of over
1999. But for the perfonmers who voice and act in commercials, it
is the worst year, due to the longest strike ever, over commercials
that appear on nationwide radio and television.

Los Angeles-based Greg Krizman
of the Screen Actors Guild is the
spokesman for the joint negotiating
committee of AFTRA/SAG. The
combined unions are striking against
the two leading industry associations.
the American Association of Adver-
tising Agencies and the Association
of National Advertisers. Washington,
DC attorney John McGuinn of

Schmeltzer, Aptaker & Shepard isthe

lead negotiator for the team that rep-
resents the two trade groups.
McGuinn declined to comment to
R&R because John Muir of the Fed-
eral Mediation & Conciliation Service
has issued a gag order on all parties.
Meetings Continue

Both parties have reconvened in
New York with full negotiating teams.
At issue are what categories of com-

mercial will be addressed in a new
contract and the amount of compen-
sation for union performers. ’
AFTRA/SAG want to increase
compensation t0 members, particu-
larly for commercials appearing on
cable television. Krizman said,
“AFTRA and SAG want to share the
industry growth of 22% this year
with the performers. AFTRA/SAG
are not asking for any unreasonable
or disproportionate increase relative
to industry growth. Only 1.4% of any
radio or television campaign is tal-

ent cost.”
The unions say the industry posi-
AFTRA/See Page 10

Senate LPFM Bill Gains Support

Senators Chuck Robb and Rick Santorum have signed on to Sena-
tor Rod Grams’ “Radio Broadcasting Preservation Act of 2000,” a
companion piece to the House-passed LPFM bill that permits low-
power rollout while protecting third-adjacent channels. Grams’ staff
and opponents to the FCC’s LPFM plan are lobbying intensely this
week in support of the legislation, hoping to get it passed into law
before Congress adjourns. On Sept. 15 three more senators — Mike
Crapo, Jim Bunning and Craig Thomas — signed on, bringing the
total number of Senate supporters to 11.

Opponents of low-power FM have
argued that the service will add in-
terference tothe band and degrade ex-
isting service 10 communities. Pro-
ponents want LPFM to fill the void

T PR TR T

left by dercgulation and consolidation
of ownership.

Meanwhile, the FCC’s second
LPFM license-application window,
which closed Sept. 1, attracted 473

O Liggins addresses shareholder concems

Radio One first asked shareholders to convert Class A shares
to nonvoting Class D shares earlier this year. The proposal was
rejected at the time, but it was approved at the company’s first
annual shareholders meeting on Sept. 15. Radio One President/
CEOAlfred Liggins and CFO/EVP Scott Royster convinced share-
holders that the creation of a larger pool of D shares would make
the issue more appealing to institutional investors looking to buy
shares in bulk but would preserve the company’s minority control.
Liggins and his mother, Radio One founder/Chairwoman Cathy
Hughes. will continue to own 55% of the company.

During the 110-minute meeting
several shareholders pressed Liggins
about Radio One’s sagging share
value since June 2, when the D shares
began trading. “The entire stock mar-
ket hasn’t gone anywhere except
down,” Liggins said. “Particularly the
radio sector. It's not just Radio One
that is off. This is a great business. It
is solid.”

Liggins assured shareholders that
the company is positioned for

growth and said its acquisitions of
12 Clear Channel stations in seven
markets. particularly KKBT/Los
Angeles. have helped shares retain
value. “Otherwise, your share price
would be back to the IPO price.”
Royster pointed out that Hispanic
Broadcasting has dipped ncarly 70%
in recent months, while other issues,
such as Citadel. Entercom and Clear
Channel. have also fallen hard. De-
spite that, Radio One will continue

applicants. Michigan led the way
with 87, while Illinois had 84; Min-
nesota, 63; Virginia, 58; Connecti-
cut, 38; Kansas, 36; New Hampshire,
28; Nevada, 23; Mississippi. 22; and
Wyoming. 14. The first LPFM filing
window netted more than 700 appli-
cations and included such highly
populated states as Califomia, Mary-
land and Rhode Island, as well as the
District of Columbia. No licenses
will be awarded until all states have
completed the lottery process, the
FCC t0ld R&R. The next LPFM
window is expected in November.
—Jeffrey Yorke

reholdets 0I( Stock converslon

to hunt for acquisitions, Liggins
said, but they will probably be
“onesies or twosies, and you might
see us use stock instead of using
our cash.”

Asked if Radio One, which de-
scribes itself as “the Urban Special-
ist,” would expand into other for-
mats, Liggins acknowledged that
the group. had been approached
about buying Spanish-language sta-
tions. But he felt that because "we
don’t understand the language.” it
would not be in the company’s best
interest.

Radio One isn’t the only radio
group struggling on Wall Street.
Last week First Union Securities’
James Boyle cut Citadel from
“strong buy” to “buy.” with a target
price of $44 per share. Saga was
lowered from “buy” to “hold,” with

a $23 target.
— Walter Starting

AAMI Incubator Spawns Talent
H Noaprofit school seeks new funding

eari Murphy, Exec. Director of the African American Media Incube-
for, describes the school as America’s first total-immersion, hands-
on broadcasting course for minoriies. The , DC-area schoo, lo-

cated in upper Georgstown, was founded in 1904 after Murphy’s husband,
Ed Murphy, formed a coaliion of black businessmen 10 petition the FCC to
deny Infinity’s $80 milion bid 10 purchase WPGC-FM, Washingion's No. 1-
mmmnmdmubmeMm
sparked by the group's cbjections 10 infinity’s Howard Stem, infinity agreed

AAMI Broadcast Training Center Exec. Dir. Peari Murphy weicomes FCC
Chairman Bill Kennard to the innovative faciity.

10 a five-year, $100,000-a-ysar contract 10 fund a radio broadcasting school
for minorities. Peart Murphy was then named Exesc. Director.

The nonprofit school was supported by Infinity during a five-year “incu-

‘bation” period, and Murplwy is now logking for other radio corporations 10

help pay for what is universally regarded as a worthwhile project. “They've
not been successful in gelting other companies involved,” commented
WPGC GM Ben Hil. WPGC has empioyed many AAMI intems who, in
some cases, have ended up being full-time employees.
Dreams Fulfilled

AAM| graduaie John Deacwyler intemed at WPGC-AM and is now work-
ing full-time as the station's Promotions Director. Another graduate, Kelli
McCoy-Edwards, is now

working in sales at WPGC.
and LeciaValentine is an on-
air producer at Radio One's
WYCB. “Eighty percent of
our 66 graduates are work-
ing in the business,” said
Murphy. “it's a good deal for
the radio stations because
they get interns trained in ev-
erything from traffic 1o engi-
neering”
“We've hired in excess of
15 graduates,” remaried Hill.
“Ws a good idea. Wih the new
FCC EEO rules, broadcast-
ors are obligated to seek out
minorities” Hill added that
he'd hate to see the achool
fold. “We rely on it heavily 0
il entry-level positions.”
Infinity spokesman Dana
McClintock said, “We admire
whet Peart is doing” He noted

that Infinity has given the
school closs 10 a milion dollars. But now Pearl Murphy is pounding the

- pavement trying 10 raise corporate dollars 10 fusl her dream of epending

into felevision and becoming a full-eervice broadcast training ground.
= Merthe Devie

Congra_tulatlons

eff Smul _
recipient Of the 20 0O

NATIONAL RADIO AWARD

"*-.an'__,

QUEST COMuw-

IE‘DIA‘ BR’OKERAGE, INC.

(704) 948-9800
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AUDID... VISUALIZED

RCS RadioShow creates your own branded Internet player. Display “Now Playing” song/artist notes
and a “Buy Me” Button™ for impulse buying. Schedule interactive advertising & animated graphics like

you do in Selector®. You can even play different audio spots to each Internet listener.

N OWWW KS.C al W O JSA cqll 914.428.4600. e 56
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Costinued from Page ¢

An appeals court gave the FCC until Sept. 29 to justify the personal attack
and political editorial rules, but the commission’s discussions have been
deadiocked. Most industry observers believe that Kennard will lobby 10 keep
the rules, though the NAB and RTNDA have argued against them.

Emmis Buys KALC/Denver For $98.8 Million

mmis has purchased KALC (Alice 108)/Denver from Salem Broad-

casting, which acquired the station as part of the Clear Channel
spinoffs. Emmis Chairman/CEQ Jeff Smulyan said that the station fits wel”
with one of its own Clear Channel acquisitions, KXPK/Denver. Emmis will
begin operating KALC within the next 30 days under an LMA, and KXPK
VP/GM Joe Schwartz will add similar duties at Alice. Emmis expects the
deal to close in January 2001.

KFY1 & KGME/Phoenix To Swap Freguencies

lear Channel’s all-News KFYUPhoenix will swap frequencies with

crosstown Sports/Talk sister KGME and become known as
“NewsRadio 550 KFYI" KFYI PD Laurie Cantilio says that the move sets
up the station for a head-to-head battie with KTAR for Phoenix's news
crown. “We're not waving any white flags.” said Cantillo. “We're making a
major commitment to news in this market"” KGME will retain its call let-
ters, lineup and FOX Sports Radio affiliation but will use XTRA Sports
910 as its on-air identity.

Radio Unica Permitted To Upgrade KAKZ Signal

he FCC has approved a daytime power increase for Radio Unica’s

KAHZ/Dallas from Skw to 50kw and a relocation of its transmitter site
to cover Dallas and Ft. Worth. The changes, which are expected to be
completed within a year, are similar to Radio Unica's upgrades of WNMA/
Miami, KCUV/Denver, WWRU/New York, KIQU/San Francisco and KATD/
Sacramento.

Emmis To Unveil ‘Local Media internet Veniure’

mmis has unveiled its plans for what it calis a “Local Media Internet

Venture,” a consortium of radio groups it has been assembling since last
year. Touted as “the radio industry solution to the Internet,” LMIV will be an
industry-owned network that will provide technology, content and marketing
for local-station websites. The first formal presentation of the initiative was
expected to take place at this week's NAB Radio Show in San Francisco.

Scott Studios, Computer Concepts To Merge

omputer companies Scott Studios and Computer Concepts have '

announced plans to merge. Both companies produce computer touch-
screen audio recorders for radio studio applications. Their combined cus-
tomer base will total 10,000 digitat work stations for 3,500 radio stations in
the U.S. Both company names will be retained for marketing purposes, but
administration and production will be consolidated at Scott's Dallas head-
quarters, and software, R&D and sales will be based at Computer Con-
cepts in Lenexa, KS.The merger was a stock-for-stock transaction.

Triad Completes $25 Million Adventure Deal
riad closed on its acquisition of 15 middie-market stations in Georgia,
South Carolina and West Virginia from Adventure Broadcasting. The
deal ups Triad's station count to 42.

Transactions

| PRICE: $600,000

Continued from Page 6 ; TERMS: Asset sale for cash

ing Co. Phone: 606-245-1000

-

BROKER: George Reed of Me- 1
dia Services Group

WMON-AM & WZKM-
FM/Montgomery

SELLER: Hanson Broadcasting
Co. Phone: 606-442-5200
FREQUENCY: 1340 kHz; 93.3
MHz

POWER: 1kw; 4kw at 398 feet
FORMAT: Country; Gospel

Continued from Page 8

tion will cut performer pay from cur-
rent levels. Regarding Internet-only
spots, Krizman told R&R, “The ad-

vertising agencies do not want to’

grant AFTRA/SAG jurisdiction over
Intemnet-only spots. Commercials that
are produced originally for broadcast
and then repurposed for Internet use
are already covered.” Virtually all
broadcasters are creating, producing
and promoting websites as advertis-
ing platforms, either in conjunction
with existing traditional programs or
as scparate revenue streams allied
with or cross-promoting other pro-
grams.

Celebrity Support
And Setbacks
Several high-profile film actors
have made substantial contribu-
tions to the Strike Relief Fund.

SIRIUS

Continued from Page 4

engineers provided an operational
and testing overview of Sirius-1 and
-2. Sirius-1 continues to perform to
specifications, and Sirius-2 is per-
forming as expected during its initial
testing phase. Satellite operators ex-
pect to complete in-orbit testing by
the first half of October.

Sirius is scheduled to begin broad-
casting in January 2001 and will be-
gin testing receivers in the market-
place immediately thereafter. A lim-
ited number of receivers will be avail-
able in the first quarter, and the num-
ber will increase throughout 2001.

A company spokeswoman told
R&R that there is no news on when
Sirius-4 will be remanufactured and
delivered. The fourth bird, which cost
about $200 million, was dropped by
maker Loral during construction in
July and heavily damaged. Loral and
Sirius engineers are still inspecting
the damage.

The opening presentation aiso noted
that FCC-mandated interoperable re-
ceivers are under development to al-
low consumers to choose their satellite

XM Unveils Programming,

Receiver Deals

At a launch party held Sept. 13 to
show off its new studio complex in
Washington, DC (see story, Page 4),
XM Satellite Radio announced that
it had signed on AP All News Radio.
Sesame Workshop (from the produc-

BUYER: Mortenson Broadcast- | ers of Sesame Streer) and two new

| channels from Black Entertainment
| Television as programming partners.
! That’s in addition to the four chan-
| nels BET will already program on
XM in association with Radio One.
XM also has new manufacturing
deals with suppliers to Hyundai, Kia,
Toyota and Volkswagen vehicles.

Harrison Ford and Kevin Spacey
have each donated $100,000 for
striking workers, and donations
have also come from Jay Leno,
George Clooney, Britney Spears
and "N Sync. Celebrities have also
attended union support rallies and
assisted with informational pick-
eting. But some celebrities have
crossed the picket lines.

Krizman acknowledged that the
unions have suffered “a few defec-
tions — mostly athletes.” Pro foot-
ball quarterback Kurt Warner and run-
ning back Terrell Davis have filmed
commercials in Los Angeles. The
NFL Players Association reports that
the matter is an individual player’s
decision, and no adverse action will
be taken by the players’ union against
its members.

The biggest star to cross the picket
line was golf superstar Tiger Woods,
currently the highest-paid commer-
cial spokesman in the United States.

Woods crossed the picket line to film
a General Motors Buick TV com-
mercial in Canada for broadcast dur-
ing the Olympics. General Colin
Powell also crossed the picket line
to film a commercial for his private
foundation.

Advertisers have moved produc-
tion of many commercials to
Canada. On June 14 Canadian arbi-
trator Paula Knoph issued a decision
that SAG/AFTRA interim agree-
ments that allow commercials to be
filmed during the strike are not ap-
plicable to either Canadian or
American unionized actors working
in Canada under the Association of
Canadian Television and Radio Art-
ists’ national contract with the Ca-
nadian Advertising Industry. This
decision applies to commercials
made in Canada to be aired exclu-
sively in the United States.

Negotiations continue in New

York.

M

Continued from Page 4

Washington, DC is also home to studios and uplink facilities for XM pro-
gramming partners AP All News Radio, CNBC, Black EntertainmentTele-
vision, BBC World Service, USA Today, Radio One, CNN/SI, CNN Finan-
cial, C-SPAN Radio and Salem Christian Networks. Also in DC are Na-
tional Public Radio, NBC, MSNBC, ABC Radio & Television, CBS Radio &
Television and FOX Television.

oC

Washington, DC Mayor Anthony Williams (left) and XM Sateliite Radio
CEO Hugh Panero in the spotlight at XM's Launch Party, held last week
at DC's Union Station.

Babr

Continued from Page 4
became an exacutive officer in October 1998, His empioyment with us ended
on July 18, 2000

What happened in between?

When word first seeped out of Rockefelier Center that Bahr had exited,
R&R called both parties for this story, and both declined to comment. But
R&R has learned that Bahr was apparently forced out for a divergent view
of how to market the company to the public.

So why the secrecy? industry observers point out that Sirius had used
Bahr's reputation as a sales tool for Wall Street and so would naturally
downplay his departure. According to SEC filings, Bahr exercised his avail-
able stock options (and left behind $6 million that were unexercisable) as
he exited the company. Bahr and his family are vacationing and unavailable
for comment.

—~Walter Starling

WKLX WLZR WMZQ WPGC WRUF WRVA WWDB WWWM CHOM KNIX WCSX WGST WHCN WTPA KTFM KBOS WSSL KSFO WISH KKLT CIMX KLTY WDVE KZLA WZTR KWJJ KWNZ WIL €

KWJJ KWNZ WKLX WLZR CIMX

BROADCAST
PRODUCTS

INCO RATED
421 S. Second Street
P. O. Box 2500

1 -800-433-8460 Elkhart, IN 46515 USA
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We all want The Best. Every day of our
lives. Given the choice, nothing else will
do. And that includes your listeners.

But is it realistic to believe that you
can give them The Best? Every day?

For many The Best is only an abstract
ideal that lingers teasingly just out of
reach.

Truth be told, it’s much closer than
you think. All it takes is an open mind,
and a willingness to take the path
less traveled.

Are you ready for something different?
Really different? If so, stand by for a
new, exciting, distinctive, creative,
unconventional, and entertaining music
format.

Then get ready to give your listeners
exactly what they want: The Best. Every
day! The Best of Everything.

WORMUSIC.COM
212-642-4533
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« Citadel’s Andrea Scott in the GM Spotlight, Page 16

© Motivating your sales force for greater success, Page 20

* Roger Wimmer’s research basics, Page 26

management

marketing

sales

1

SALES & MANAGEMENT

1

“There is no such thing as soft sell and hard sell.
There is only smart seil and stupid sell.”
— Chartes Browder

MEDIA BUYERS TELL IT LIKE IT IS

W Insight on what they want — and don’t want — from AEs

" Pam Baker Vs a tough world out there. The
Sales & Markating Editor
pambaker @ mankne.com

sales world, I mean. Most people
don’t give account executives
enough credit for their hard
work and efforts. After all, it
looks so easy. You schmooze,
take a few orders, drive a fancy
car — but if it were that easy, I'd
be in sales!

I've been fortunate enough to
have worked with some of the
most creative and innovative AEs
in the country, and through the
years I've met many respected
(and feared) media buyers. When
I was a Marketing Director, 1 went to several
appointments each week with media buyers, clients
and agency executives.

With so many similarly formatted stations all aiming
for that “client-friendly” demographic of adults 25-54, it
takes more than just a warm body to book advertising
business. Developing relationships is the key. I've
asked several advertising agency executives to share
their insight on what makes a good AE, what can
jeopardize a buy and how consolidation fits into the
picture. | hope you understand what they have to say
and ask yourself, “Is there anything I can do to improve
my relationships with my media buyers?”

Leslie Mull
VP/Dir. Of Broadcast Buying
MediaCom Los Angeles

R&R: In your opinion, what
makes a great radio station account
executive?

LM: Someone with a can-do
attitude who makes things hap-
pen soit’s a win-win for the client
and the station. This creative
person works hard for the busi-
ness and delivers on the promise.

R&R: What is the worst thing an AE can do — or not do?
What will prevent their getting a buy?

LM: The worst thing an account executive can do is
to misjudge the marketplace competitively and outprice
themselves. That will prevent their getting a buy.

R&R: From an advertiser’s perspective, what are the pros
and cons of radio consolidation?

LM: One of the pros of consolidation is having a
point person for many stations who can offer a group
deal that includes better efficiencies and greater
promotional opportunities. The con of radio consolida-
tion has been the collusion factor. It's widely known that
GSMs discuss all pending business weekly, and they
collaborate on their approach to best benefit their group.
Their collective decisions can range from deciding
whether to let an advertiser out of-a commitment to how
to price.

R&R: Do you consider nonspot revertue packages for your
clients? What elements help sell you into a nontraditional
program?

LM: The great thing about our media staff at
MediaCom Los Angeles is that we have an open-door
policy for all of our media partners or vendors. We

consider all opportunities, spot and nonspot, for all of our
clients. We have a dedicated staff who analyze all
opportunities that are presented. And the elements that
have “sold” us on nontraditional programs always start
with whether or not they meet our dient’s objectives. If
our client needs a suite for a sporting event to entertain.
customers, that objective becomes a factor in our decision.
If our client wants more exposure via off-site events, then
that becomes the element that sells us.

Debbi Mizel
Sr. Media Buyer
GSD&M Advertising/Austin

R&R: In your opinion, what
makes a great radio station account
executive?

DM: 1 like the AEs who service
my accounts to be accessible and
visible. I also like to feel that my
account executives are in a
partnership with me, that they
understand my clients and their needs. A good AE
should be able to make decisions and be tenacious. I
absolutely love when my salesperson not only comes to
me with a problem, but has the solution already
mapped out. Also, I need someone who cares about the
details of the paperwork and who will follow up after
the order is given.

R&R: What is the worst thing an AE can do — or not do?
What will prevent their getting a buy?

DM: I really hate to be lied to. If I find out that I have
not been given accurate information, and my integrity is
on the line, I can no longer do business with that person
or station.

R&R: From an advertiser’s perspective, what are the pros
and cons of radio consolidation?

DM: One factor that I always keep in mind (even in
times of consolidation) is that each station on its own
must make its own budget. At the beginning of an avail
the groups share information, but as the negotiations
get under way, the stations seem to share less and less.

On the positive side of consolidation, the stations
come in with some great packages to get greater
percentages. With so much consolidation these days, 1
find that each market handles the way it does business
differently. Some show a united front and would rather
lose a piece of business than lower their costs. Others
will go for it and forget all their friends.

R&R: Do you consider nonspot revenue packages for your
clients? What elements help sell you into a nontraditional
program?

DM: I try to look at the nonspot packages and see not
only the media value, but also how they can be used to
move product. If I see alot of added value and exposure
that the client would not get with traditional spots, then
by all means I would endorse it to my client.

Karen Valenzuela
Sr. Media Planner/Buyer
Media Impressions/Phoenix

R&R: In your opinion, what makes a great radio station
account executive? .

KV: The most important thing to me is not to waste
my time. That falls under the blanket of understanding

the client and agency, as well as being aggressive with
rates the first time out.

R&R: What is the worst thing an AE can do — or not do?
‘What will prevent their getting a buy?

KV: Change the demo that the buyer gave the AE
with the package to the demo that works best on their
particular station. All that does is point out how
inefficient and ineffective the station will be in my
demo (which goes back to wasting my time).

R&R: From an advertiser’s perspective, what are the pros
and cons of radio consolidation?

KV:I'm not sure there are any pros. At least [ haven't
seen any. I think the cons are that groups will share
confidential information with other stations that may
not be appropriate for a particular buy but will still
expect to submit rates. Also, being forced to buy groups
of stations, regardless of what they are, makes no sense.
That has not happened in Phoenix yet, however.

R&R: Do you consider nonspot revenue packages for
your clients? What elements help sell you into a non-
traditional program?

KV: We have never purchased, to my knowledge, a
ge. Spots are what the client wants.

nonspot packa;
Spots are what help sell NTR packages to our clients. In

addition, they desire turnkey opportunities.

Bob Gavin
CEO, Gavin & Gavin

Advertising/San Diego

R&R: In. your opinion, what |8
makes a great radio station account |
executive?

BG: Good radio station AEs
are proactive, not reactive. They
understand that service after the
sale is far more important than
getting the sale. They understand
the value of client care and
feeding in terms of promotion and merchandising.
Rather than bumping our spots, they bonus our spots.
They marry clients of like demos, and they provide
leads to agencies on clients that need help.

R&R: What is the worst thing an AE can do — or not do?
What will prevent their getting a buy?

BG: AEs who go around the agency and talk
directly to clients to explain stations’ positions can be
victims of their own actions. Even if their ads are
bought, they can’t be trusted.

At our agency buys are based more on both
qualitative and.quantitative, rather than just quantita-
tive. We think AEs are salespeople, and agencies are
orchestrators. Our job is based on strategy, and their
job is based on tactics. We appreciate professionalism
when radio station reps quietly accept that they didn’t
get bought without coming back to us with another
rationale.

R&R: From an advertiser’s perspective, what are the pros
and cons of radio consolidation?

BG: From the positive side, we have been able to
marry consolidated stations to work on one giant
promotion rather than on many smaller ones. From the
negative side, the stations themselves are still trying to
figure out how to use all the companies and tools they
have. In other words, we’ve yet to see Clear Channel
pitching radio, outdoor, concert promotion and jingle
and spot production as a unified option to take all of a
client’s budget. :

R&R: Do you consider nonspot revenue packages for
your clients? What elements help sell you into a non-
traditional program? )

BG: We've used NTR packages as a way of playing

Continued on Page 18
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Satellite and Internet radio are here! If you
own or operate terrestrial radio, you must
protect your investment. The threats to
traditional radio as we’ve known it are
-very real!

This is the time to make your radio
programming more efficient. Make your
radio station less vulnerable to all the new
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hearts, minds, ears, loyalty and dollars of
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JOHN SEBASTIAN is your answer to warding off these new perils. His
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B Balancing family and career with great success

This week’s GM Spotlight honors Citadel
Broadcasting/ Providence’s Andrea Scott. “She is a
tremendous leader, a rare combination of great
business savvy and people skills,” comments a
colleague. Another R&R reader adds, “Andrea
inspires me to keep on selling and to develop
strong relationships with my clients.” Congratula-
tions!

I decided to enter the world of broadcasting
because:

“l had an extensive sales and training
background in real estate and fund-raising and
wanted to get into a new industry. A family friend
owned some radio stations, and he got me in front
of a GM in Seattle. In the interview I told him I
loved to sell, I loved change, and I loved music. He
hired me to sell, and I never looked back.”

First job in broadcasting:
“As an AE for KVI-AM & KPLZ-FM/Seattle.”
Career highlights:

“The great people who have mentored me along
the way: Fred Schumacher, Alan Box, Dave Pearl-

Iite
105

Conatinueus Lite Rock

Citadel
Communications
Corperation

News TaltkRadio 630

man and Stu Stanek, just to name a few. And the
great people I have had the honor of working with:
Keith Clark, Ann Marie Bobin, Phillip Norton,
Donna Callahan, Ron St. Pierre — again, just to
name a few.”

The most challenging aspect of being a GM:

“Holding steady to my belief that my first
priority is to make sure the people I work with have
an atmosphere they can thrive in and that allows
them to have a balanced life. I know that if I hold to
that we can deliver the healthiest bottom line to the
company.”

My most unforgettable moments at a radio
station:

“Seeing the pride on someone’s face when they
have a huge win.”

I'm most proud of:

“Being a role model for the idea that doing what
you need to do to raise healthy children and taking
care of your family come first in the big picture of
life. 1 believe that if people trulv feel thev are

allowed to take care of their families first, they are -

VP/Market Manager of Cltadel Broadcasting’s
-AM & FM, WWLI-FM, WZRA-FM & WZRI-FM/
Providence and Citadel Internet Broup.

ANDREA SCOTT

able to focus and do a much
better job as team members
at Citadel. They feel more
settled and sure of being able |*
to give all they have when |
they know they have the
freedom to do whatever it takes to care for their
families first.”

The best words of advice I've ever received
were:

“Be someone who is always challenging what
you believe to be true. That keeps you excited and
always listening to people. Your mind stays open,
seeking new information, To stop learning is to stop
growing, and if you are not growing you are
stagnant. Life is change, and if you don’t accept
that, life will be a constant struggle.”

You’d be surprised to know that....

“I love getting home at night, throwing on my
sweats and walking slowly in my bare feet. (The
office joke is that I am always walking fast around
the building.)”

= Vi

TODAY 8 HiIT MUS . C

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.

y

Today's level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-
sored autograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition to continuously replace expensive signs and banners
costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to four vibrant colors printed on durable, high quality 4 or 6 mil plastic film to display your logo and message
brilliantly for an economical price. Now you can afford to display a bright new sign at every public event. They even make great cost-effective promotional

give-aways. Just roll of f what you need and cut.

$ Durable banners for an affordable price.

$ UV stabilized plastic won't fade indoors or outdoors.

$ Simply FAX your logo and color separation information

for a free price quote.

©2000 Reef Industries, Inc.

"PLASTIC
BANNERS

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200 Fax: 713-507-4295
E-mail: ri@reefindustries.com
www.reefindustries.com
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Continued from Page 14

clients’ products via off-site events. Primarily, the
value of the entertainment property is weighed
against the cost vs. our exposure. If we have a client
who has strong media funding, we consider NTR. We
don't use NTR if we don’t have good reach and
frequency to start.

Jody Humfreville
VP/Mgr. Of Local Broadcast

Dailey & Associates/West
Hollywood, CA

R&R: In your opinion, what
makes a great radio station account
executive?

JH: A great AE not only
creates a schedule that meets
the client's scheduling param-
eters, but brings value-added
and promotions to the buyer within the buyer's
deadlines. Follow-through is a major part of a good
AE, including posting schedules, making sure the
spots air as ordered or upgrading them and staying
on top of value-added promotions.

R&R: What is the worst thing an AE can do — or not
do? What will prevent their getting a buy?

JH: AEs lose out on buys when they don't follow
the client’s guidelines for scheduling and costing and
miss the buyer’s deadlines. An AE’s nonperformance
history with a buyer can also prevent a buyer from
placing more business on that station.

R&R: From an advertiser’s perspective, what are the
pros and cons of radio consolidation?

JH: So far I have not seen any pros to consolidation.
From my perspective, the sharing of information from
station to station within a group has taken away a
buyer’s ability to negotiate.

R&R: Do you consider nonspot revenue packages for
your clients? What elements help sell you into a non-
traditional program?

JH: Nontraditional radio packages are always
considered. We look for ways our clients can receive

[SALES & MANAGEMENT }

MEDIA BUYERS TELL IT LIKE IT IS

more on-air value than the purchase price of a package.
This value is based on an agency-generated value, not a
station-supplied value that is much more aggressive in
pricing promotional mentions.

Randee deMar

Radio Supervisor/Sr. Media
Buyer

Palisades Media/Santa
Monica, CA

R&R: In your opinion, what makes
a great radio station account execu-
tive?

RD: One who truly seems to
enjoy the job and believes in the
product. Someone who is friendly
and easy to convey information to — who listens. One
who is caring of my clients’ needs and not just their own
commission.

R&R: What is the worst thing an AE can do — or not do?
What will prevent their getting a buy?

RD: Laziness. Being passive and avoiding follow-
through is annoying. Being too persistent is )ust as
annoying. I guess there is a fine line there.

R&R: From an advertiser’s perspective, what are the pros
and cons of radio consolidation?

RD: Radio consolidation, fortunately, has not been a
huge factor in what I do. Since I mostly work with movie
accounts, I am usually buying based on format and
playlist. Therefore, I do not look at combos or two-, three-
or four-station proposals from one executive.

The biggest con is trying to find which rep firm
currently reps a particular station. They seem to change
hands so quickly. It is also unfortunate that we are
seeing fewer and fewer little guys, family-owned
stations. As far as pros, much more money is being
pumped into radio. Promotional dollars seemed to have
increased.

R&R: Do you consider nonspot revenue packages ﬁ)r your
clients? What elements help sell you into a nontraditional
program?

RD: I would definitely consider nonspot
packages and nontraditional programs. Always
looking for new ideas to make our clients stand out.
A good AE will keep me informed on movie-related
programs, concert tie-ins, ticket giveaways — as long
as it makes sense for a particular release.

Risa Buchanan

Sr. Media Buyer/Sports
Specialist
Pro Media/Natick, MA

R&R: In your opinion, what §
makes a great radio station account
executive?

RB: I think the most impor-
tant trait an AE can have is
being a good listener. Also, it is
good to have the feeling that an
AE will go to bat for you with management to get you
what you need, so that you get the feeling that they
not only work for the station, but they truly want to
see you achieve results for your clients.

R&R: What is the worst thing that an AE can do — or
not do? What will prevent their getting a buy?

RB: Not read an avail request, not listen and not
follow directions. If you request a promotion or
remote with a submission, and you don’t get it, they
are either not reading what you sent to them or they
just don’t care enough to do the job completely the
first time. If you request billboards, and they don’t
include them. When an AE doesn'’t listen, it not only
makes more work for me, but for the AE as well.

R&R: From an advertiser’s perspective, what are the
pros and cons of radio consolidation?

RB: I don't like forced combos, and 1 feel with
consolidation there is more of that than ever. Not so
much on a local market level, but definitely on a
national basis. It makes collusion legal.

R&R: Do you consider nonspot revenue packages for
your clients? What elements help sell you into a non-
traditional program?

RB: I do consider them and evaluate each on a
client-by-client basis. It really depends on what a
client’s needs are.
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“Im 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

multi-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.

0 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.

Sincerely, /

Mike Henry
Managing Partner

STRATEGIC PLANNING
o Perceptual Studies

P/\ R /\ G O N ) o Auditoriumr Music Tests

"‘- Michael Henderson ¢ Online Studies
. Vice President/Radio
mhenders @ paragon-research.com o Focus.Groups
s Tracking Studies

{ (303) 922-5600 » Sales Assessment Studies
SEaN www.paragon-research.com
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MOTIVATING YOUR SALES FORCE

FOR GREATER SUCGESS
By Linda Madonna As a sales profes-
sional, you already

know that motivation is one of the most crucial
characteristics of a successful salesperson. In fact,
it is the one constant for success that transcends
all other areas. Everyone who everachieves a goal
— whether it's meeting a business objective or
overcoming a personal hurdle — first begins
with a vision that motivates them to succeed.

If you are a sales manager, one of your primary
roles is motivating your sales team and helping
them develop that vision. When speaking-to your
sellers, keep in mind that true motivation is driven
by a specific passion, purpose or desired accom-
plishment. Achieving a given salary or lifestyle is
merely the result of that accomplishment and is
not, for most people, a sufficient catalyst for long-
term motivation.

With this in mind, the following suggestions
should help build true motivation among your
sales team.

Set mutually agreeable goals. As a manager,
you should help develop specific goals for your
individual sellers that are challenging but achiev-
able. Overly ambitious or unrealistic goals only
serve to demoralize sellers. While you may have
mandated objectives for your staff that are quite
aggressive, from a motivational standpoint it is bet-
ter to tackle those objectives in steps. You can, and
should, always adjust a seller’s goals as he or she
progresses. That will encourage individual growth.

In addition, it is important to check in with vour
sellers at predetermined intervals to review their
progress toward their goals. It's often a motiva-
tional boost for a seller to see just how much he or
she accomplished from one period to the next.

Encourage empowerment. While “empower-
ment” may be an overused term, the concept be-
hind it is as important as ever. Shifting from a con-
trolling leadership style to a motivating leadership
style encourages sellers to take responsibility and
exercise leadership.

Management style is often dependent upon a
company’s overall culture as demonstrated in its

policies, practices and priori-
ties. If a company guides
rather than controls its em-
ployees toward their goals,
offers the opportunity for
continuing growth and fos-
ters the desire to learn, the result will be a self-
motivated team who assume responsibility for
their tasks without supervision. In these compa-
nies, employees trust management and manage-
ment trusts employees.

Provide learning opportunities. There need to
be opportunities for growth, or motivation dies.
Few sellers will retain long-term motivation if they
feel their opportunities to learn and grow have
been exhausted. For this reason, an ongoing train-
ing program is vital to maintaining motivation.
Since a company’s greatest asset is its people, train-
ing should be considered a necessary investment,
not an optional cost.

Be a positive role model. Negativity is poison
to motivation. As your team'’s leader, the positive
attitude starts with you. A salesperson can’t af-
ford to give negative signs to clients or buyers, and
you can’t afford to give negative signs to your sales
staff. Remember that such negative emotions as
anger, fear and pessimism come out in a variety of
ways — sharp responses, voice inflections, a scowl,
gritted teeth, negative body language or passive-
aggressive behavior. When speaking with your
staff, be aware of any signals you may be inad-
vertently sending.

So how do vou keep positive and motivated as
amanager? Occasional bouts of negative emotions
when faced with the demands of a highly stress-
ful position are perfectly natural. To get back on
track, experts suggest that vou read positive
books, associate with people who give you
energy, exercise, say a daily affirmation and give
away your positive energy freely — the more you
give, the more vou get.

Finally, as always, should you need additional
help in motivating vour emplovees or additional
help handling vour own struggles with motiva-
tion, contact your employee assistance program
or another professional counselor.

Linda Madonna, CSW is director of Corporate Family
Network, a New York-based independent Employee As-
sistance Provider specializing in the media and adver-
tising industries. She can be reached at 212-309-9361.

ALES TIP s
#EIEWEEK

Rlc Fleres
VP/sasles
Niwire/Les Angeles

One chance. All sellers know that they
will rarely get more than one chance to
convince a client of their product’s ben-
efits and the need to buy it from them. If
the seller has an unconvincing pitch, ei-
ther on the phone or in person, subsequent attempts will be
even more difficult as the client’s perception — “I don't need
the product” — becomes reality.

Likewise, when existing relationships become strong (a problem
every seller craves), it often becomes more difficult to sell. It is easier
to rely on the relationship and forget the basics of selling, such as
positioning your product and educating the client on the market.

Transitioning from traditional radio sales to Internet radio sales
with Hiwire has been a refreshing reminder of the need to focus
on the basics. In a new medium, where both excitement and client
skepticism exist, proper preparation and solid presentations are
paramount.

1t begins on the phone. An introductory call is successful when
you are granted the opportunity to make a presentation to the
clients who can make a decision and move the selling process
forward. To that end, sellers should be able to state their products’
benefits and values in two to three sentences and no more than 45
seconds. If your statement is longer than that, vou risk confusing,
boring or irritating the client.

Also, make sure your information points are clear and concise:
who you are, who you represent and what value you can deliver
for the client. Once again, vour value proposition and positioning
statement, while brief, are critical to success. Naturaily, the ability
to extract information regarding a client’'s needs and objectives
will enhance future meetings. But without superior value state-
ments, those meetings may never happen.

In the area of streaming media, for example, planners and ac-
count executives are eager to learn about the ways technology can

help their clients maximize marketing dollars. When an adver- |

tiser can be certain that 100% of its ad budget is being spent on
reaching its target audience and'that it will pay only for commer-
cials that are successfully delivered — that’s an opportunity every
ad executive wants to hear about.

Clearly define the value you bring to advertisers, and you will
have better luck in getting to meet with people who are more con-
cerned with resuits than with costs per pomt

Contact Ric Flores at rﬂores@h:w:re com.

Crear, Consistent
Kuattty.

(It makes a WORLD of difference)

Hcbks

- UNLIMITED

(573) 443-4155 e-mail: hooks@hooks.com
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Are you part of a business
By Dick Kazan that's being expanded by ac-
quisition? Acquisitions are red-hot, especially in ra-
dio, and the acquiring company often declares the
deal a great benefit to everyone involved. But is it?
A study conducted by consulting group KPMG of
the 700 largest corporate mergers concluded be-
tween 1996 and 1998 showed that within a year only
17% of those mergers had increased the buyers’
shareholder value.

So what goes wrong? Over-
payment for the acquired prop-
erty, clashing corporate cultures,
ill-defined responsibilities and

ing “redundant” workers,

claiming that will build profits. Of course, the re-
maining employees realize they’re also expendable,
5o morale plummets, resumes circulate, and cus-
tomers are poorly served.

To learn from someone who has conducted a
number of successful corporate acquisitions, I spoke
with Jim Swartwout, who is Chairman, President
& CEO of Summa Industries, a publicly held plas-
tics company. Started virtually from scratch seven
years ago, Summa has bought nine companies and
now employs over 1,000 people. It has 11 plants
across the country and generates $120 million in
annual sales and $7 million in profits.

Whatdoes Swartwout advise when it comes time
to think about acquiring another company? “"Have
a clearly defined reason for the acquisition. Then,
as you get involved, be sure the acquisition will ac-
complish what you need it to. If it won't, politely
withdraw. We look for successful companies to ac-
quire, and we don’t tear them apart. We preserve
their cultures, and they remain substantially as they
were — which is what made them successful in the
first place.

“Before the acquisition we talk through all the
details and get to know the people. We ask them,
‘How can we help you continue to succeed? We're

—{ SALES ¢

CULTURE CLASHES AND COST-CUTTING:
THE PERILS OF ACQUISITIONS

THE ROAD 7c
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ego battles are common culprits. come meeting in which 1 and oth-
Tojustify the purchase price, the ers from my company sit with
buyer often slashes costs by fir- the people at the new company

management marketing
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very sensitive to the impact of change on people so
we make as few changes as possible. For the changes
that we do make, we candidly communicate the
reasons. We don't slash employees, cut compensa-
tion or close plants. We never take anything away
from employees. We always give them something
extra, such as more benefits or liquidity for their
stock or a profit-sharing program.”

So what does Swartwout himself do during an
acquisition? “I take a leadership
role in the negotiation, in build-
ing the relationship with the
seller and in arranging the fi-
nancing. Then we have a wel-

and answer their questions while laying out how
we see the future. Listening is three-quarters of ef-
fective communication. A handful of managers can’t
issue a series of edicts. You really have to involve
everyone and include their ideas on what needs to
be done.

“We also meet with customers to discuss the
pending transaction and assure them of our com-
mitment to support them. In general, customers are
happy that their vendor is becoming part of a larger
organization because there will be more resources
to serve them.”

Swartwout also has a cautionary tip. “A mis-
take people often make is allowing the acquiring
company to take on an air of superiority, almost
creating a class system. You must prevent that from
happening. The instant you do a deal, the people
in the acquired company have to be treated exactly
the same as the employées you already have. The
value of a company is substantially the value of its
employees. If you pay for it, you better darn well
keep it.”

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

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

LOSING WEIGHT, GAINING PROFITS

The following Radio Gets Results success story is an excerpt from a case
history presented in the RAB October 2000 Monthty Sales and Marketing Kit,
exclusively for RAB members. For more information or to receive a full copy of
the story, contact the RAB at 800-232-3131, or e-mail jdavis@rab.com.
Category: Diet and Weight Loss

Market: National

Submitted By: Califomia Creative Enterprises

Client: Metabolife 356

Situation: Amid the vast sea of weight-loss products, with their tamished
credibility among consumers, a company deciding to market yet another one
might seem a little crazy. Then again, not all products are Metabolife 356, not
all marketers are Califomia Greative Enterprises, and not all media are like radio.
With a product that actually works and a creative radio strategy, Metabolife has
answered any questions about its sanity and become one of radio’s biggest
success stories.

Objective: Metabolife 356 needed to overcome major misconceptions about
weight-loss products.

Campaign: Few advertisers have capitalized on radio’s strength — its unique
relationship to the consumer — as fully as Metabolife and its agency, California
Creative Enterprises. With guidance from California Creative President/CEQ
Stephen Hom, Metaboife started its campaign with the people listeners most
know and trust, the air personalities. Hom explains, “It was imperative that the
air personality be behind the product 100% before he or she ever hit the air. We
developed a personal relationship with every jock at every station and
integrated our system one station at a time.” The Califomia Creative team works
with each station on an ongoing basis to maximize results. The commercials
were initially oriented toward direct response, but as Metabolife grew,
independent distributors opened retail outiets all over the country.

Results: Anyone who has been to a mall recentty can tell you they've seen a
Metabolife 356 kiosk. Once a small, obscure company, Metabolife has
increased its sales by 3,000% in just four years. As Hor says, “Metabolife 356
is No. 1 in the worid because it is a phenomenal product and because there are
aheck of a lot of talented jocks on the air. We simply put the two together on an
unprecedented scale. We still spend as much time working with air talent as we
do buying schedules.”

Instant Background — Dieting: Forty percent of respondents to an earty-2000
Maritz Poll said that they had tried to lose weight during the previous year,
including 47% of women and 33% of men. Sixty-nine percent of those who tried
to lose weight did so by eating right, watching calories or watching fat. (Maritz

“Research, 2000)

A 2000 study by Marketdata Enterprises determined that about 51 million
-Americans actively digted in 1999, up from 45 million in 1996-98. (Marketdata
Enterprises, 2000)

BACKLOADING IS BEAUTIFUL

W Strategically placing your TV buys this fall

The television shows

" Rick DePsol! . airing between the Nov.
7 presidential election and Dec. 13 could be the
most-watched television of the regular fall sea-
son.

When Nielsen announced that its fall TV ratings
would not begin until after the Olympics on NBC
are over, the networks started shifting their pre-
mieres. Some new shows will be popping up in Sep-
tember, but October will hold the most season pre-
mieres for the Big Four networks.

The late start on the TV season is good news for
radio stations whose budgets hadn’t been approved
before September. The prime-time interruptions on
NBC and FOX after TV ratings begin will be mostly
inconsequential. ABC and CBS have ample network

programming to provide large reach with regular
prime-time entertainment. Plus, NBC will keep base-
ball out of its sacred Thursday lineup. For frequency,
the daily shows — news, early morning and fringe
— will remain intact on most days during the Sep-
tember-October sports window. The war for top-of-
mind-awareness is won in these high-frequency ar-
eas.

Of course, some radio stations see the strategic
value of building reach and frequency inside the
Olympics and baseball. It's not a bad idea if your lis-
teners can be found there — and if you can afford it.

If you visit www.bmg-media.com and click on “TV
Specials for Radio,” you'll see the string of special
events that affect this fall’s Yegular TV season. This
information can guide you to.a more effective fall 2000
backload.

Below are some of the key events.

Olympics NBC  Sept. 15-Oct. 1
American League Series NBC  Oct.2-18

National League Series FOX Oct. 4-19

World Series FOX  Oct. 21-29 (7 games)
Week Prior to Elections Al Oct. 30-Nov. 5 (Hiatus)
Election Day Al Nov. 7

Normally, in a nonelection year, the week of Oct. 30 would be
a great place to begin backloading. But when it’s the week before
elections, it should be a hiatus week. Let the politicians go at it.
Anything you place there is in danger of pre-emption. A losing
candidate will pay the price to take your key spot away from
you, thereby deflating the effect on diarykeepers that week.

There are three major reasons why the last six weeks of the
Arbitron are cleared for promoting on TV. First, with the Olym-
pics, baseball and election events out of the way, all the net-
works will regain their thythm of weekly prime-time enter-
tainment. Second, November sweeps means fresh prime-time
entertainment. And third, fresh prime-time entertainment
means more diarykeepers are watching TV.

m
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{DANs O'DAY'S COMMERCIAL COPY MAKEOVER I~

EFFECTIVE COPY = RESULTS = LOYALTY

B Powerful commercial messages deliver payoffs for you and your client

You've all been there. Your
"h m client is complaining be-
cause he’s not getting any response from his ad-
vertising. Help! One of the problems may be the
commercial copy. So what's an AE to do? Of
course, the first thing to do is discuss the prob-
lem with your manager. But learning how to cre-
ate better, more effective commercial copy will
make you stand out from other AEs, and, ulti-
mately, it will help your clients get better results.
Remember: The better the response rate, the bet-
ter the chance of keeping your client happy —
and consistently spending money on your radio
station!

Each month R&R features Dan O’Day’s Commer-
cial Copy Makeover. I encourage you to make copies of
these makeovers for your entire sales and production
teams. If you'd like Dan to make over one of your cli-
ents’ ads, go to his website at www.danoday.com.

DAN O'DAY’S MAKEOVER

Mike Cook of Cook Creative Copywriting in
Eau Claire, WI sent me this 60-second commer-
cial for London Appliances to critique. I have num-
bered each voice’s lines to assist in analysis.

A: Announcer

H: Holmes (British accent)

W: Watson (British accent)

Very dramatic read (as if it were a play).

Music: A plaintive violin theme (something Holmes
would play).

1A: Holmes and Watson for London Appliances in
Atwater.

1W: It was a rainy summer morning when 1 was awak-
ened by a tugging at my shoulder. It was Holmes.

1H: Quick, Watson, the grill is still warm!

2W: Ten minutes later we found ourselves in the kitchen
of Professor Gourmet, the famous French cooking in-
structor.

2H: Look on the table, Watson! What do you see?
3W: Well, it appears there’s been a cookout. | see the
remains of hamburgers, ribs, steaks ... Nothing out of
the ordinary, Holmes.

3H: Think, Watson, think! It's been raining for days!
How could Professor Gourmet have a cookout in this
weather?

4W: Well, Holmes, perhaps he had a cook-in.

4H: Precisely, Watson! And here’s the culprit: a Maytag
Styleline Grill range!

5W: Good heavens!

5H: Yes, the Maytag Styleline Grill range ... one of the
best-designed, best-looking ranges ever made by Maytag
... offering all of the flavor of outdoor cooking without

leaving the comfort of your kitchen!

6W: And look at these features, Holmes! An electric clock
with timer ... a self-cleaning, radiant-heat oven with light
... and a variety of optional cook top accessories to offer
more versatility and convenience!

6H: The mystery is solved!

2A: Maytag Styleline Grill ranges from London Appli-
ances ... on London Road, next to the Grocery Outlet in
Atwater.

DAN’S NOTES

At 220 words, this script is too wordy to deliver in
the required “very dramatic read.” | timed it at 70 sec-
onds without pausing for maximum effectiveness.
Remember, the rule of thumb is three words per sec-
ond for a conversational delivery.

Here’s my line-by-line analysis.

Line 1A: Delete “in Atwater.” You'll still be able to
end the commercial with the retail location while be-
ginning and ending it with the store name.

1W: Sorry, no time for this. Luckily, this intro is easy
to cut; it's completely irrelevant to the story line. In a
“story” commercial you begin with the story itself —
you can’t spend nine seconds establishing a milieu.
Line 1A instantly tells the listener what is being paro-
died.

W2: It doesn’t matter that we’re in “Professor
Gourmet’s” kitchen, so jettison this line and the other
reference to the professor and save another five sec-
onds.

1H: With this line the writer is paying tribute to the
customary “Quick, Watson! The game is afoot!” We
don’t have time for a literary allusion, but we can re-
write this line to begin the scene. Or if we begin with
1A and jump to 2H, we quickly indicate the Holmes-
Watson sendup, then jump to the scene of the crime.

5H: By removing “by Maytag” we simultaneously
save a second and strengthen the praise of the range
by comparing it not just to other Maytag models, but
to the models of all other manufacturers. Because the

terms of the praise are totally subjective (best-designed,

best-looking), it's safe, at least in the U.S,, to use these
comparisons to other brands without hard proof. I'm
also deleting a single word to smooth out the delivery.

6W:I'm adding a single word, “even,” to strengthen
the impact of the features.

DAN'S REVISED COPY

A: London Appliances presents Holmes and Watson in
The Case of the Rainy-Day Cookout.
H: You will note, Watson, that the grill is still warm!
W: Is that so unusual?
H: Look on the table, Watson! What do you see?
W: Well, it appears there's been a cookout. I see the remains
of hamburgers, ribs, steaks ... Nothing out of the ordinary,

Holmes.

H: Think, Watson, think! It’s been
raining for days! How could he
have a cookout in this weather?
W: Well, Holmes, perhaps he had
a cook-in.

H: Precisely, Watson! And here’s
the culprit: a Maytag Styleline
Grill range!

W: Good heavens!

H: Yes, the Maytag Styleline Grill range ... one of the best-de-
signed, best-looking ranges ever made ... offering all the flavor of
outdoor cooking without leaving the comfort of your kitchen!

W: And look at these features, Holmes! An electric clock with timer
... a self-cleaning, radiant-heat oven with light ... and a variety of
optional cook-top accessories to offer even more versatility and con-
venience!

H: The mystery is solved!

A: Maytag Styleline Grill ranges from London Appliances ... on
London Road, next to the Grocery Outlet in Atwater.

Word count: 180

Not a bad commercial. Although Holmes and Watson
have absolutely nothing to do with an indoor grill, the con-
nection to London in the store’s name provides a slim ex-
cuse. In my revision I tried to jump right into the”mystery”
without wasting time on the setup.

I'll bet the client liked the Holmes and Watson spot, which
is part of the problem. Because this client calls out not for
parody, but for a straight-ahead delivery of a unique selling
proposition. The client has a sales message that’s easy to
understand. Why not just tell it?

Announcer: Let's face it. Food tastes better when it’s cooked over a
grill. Of course, this time of year in Wisconsin the weather doesn’t
exactly lend itself to cookouts. But London Appliances in Atwater
has the solution: The Maytag Styleline Grill range. It's one of the
best-designed, best-looking ranges ever made. And it gives you all
the flavor of outdoor cooking without your having to leave the
comfort of your kitchen. It's even self-cleaning. Stop by London
Appliances in Atwater today and see for yourself. And the next
time it rains, you can have an indoor cookout!

The above reads comfortably at 30 seconds. Yes, I realize
that someone will read it and object to my saying “in Wis-
consin.” Yes, the listeners know where they are. But that
statement is designed to establish credibility, as well as to
“pace and lead” (as I discuss in my Hypnotic Radio Adver-
tising seminar).

This column is excerpled from The Dan 0'Day Radio Advertising Letter.
For your free e-mail subscription, send yowr request fo dan
oday@danoday.com with “R&R; Ad Request” in the subject kine of your
a-mail. Or subscribe onkine at wew.danoday.com.
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'y mw Wimmer  Mostof theradio people
who ask me questions

about research fall into one of three basic groups.

1. Those who know nothing
about research, admit it and are
willing to learn.

2. Those who think they know
a lot about research but don’t.
Most of their information is based
on myths, inaccuracies and urban
legends.

3. Those who know a fair
amount about research.

My guess is that there are prob-
ably an equal number of people
in each category. However, what
1 find is that the people in the second group are the
most argumentative and the least likely to accept the
realities of research.

OPINIONS MEAN NOTHING

However, it's the people in the second group who
are most often responsible for creating problems with
both research design and research use. When asked
their opinion about research, these people usually be-
gin their reply with, “Well, it seems like....” That “it
seems like” is the problem because it means that
person’s comment will be based on opinion, not fact.
And opinions mean nothing when it comes to re-
search.

The people in the second group have all the an-
swers about every element of research — its uses, the
advantages and disadvantages of research method-
ologies, sampling procedures, screener and question-
naire design, data analysis, univariate and multivari-
ate statistics and interpretation of results. But I have
found that most of the answers from these people are
wrong.

RELIABILITY AND VALIDITY

When people talk about research, they usually use
two terms: reliability and validity. These terms are
often thrown around loosely, and most people don’t
really know what they mean.

Reliability in research refers to whether a research
study or methodology produces consistent results
(not the same, but consistent). For example, if you
conduct music tests with your listeners using a one-
seven ratings scale, and the tests consistently tell you
which songs the respondents like and which they
don't, then your method is reliable. If you get results
that bounce all over the place from one study to the
next, your method may be unreliable. (Although there
may be other causes for.differences in song scores.)

There are two types of research validity — inter-
nal and external. Internal validity refers to whether you
are measuring what you think you are measuring.
For example, if you conduct a music test to gather
respondents’ ratings of songs you play for them, but
after further investigation you find that the test actu-
ally collects respondents’ ratings of music tempo, then
your method is invalid.

External validity refers to whether your research re-
sults can be generalized to respondents outside your
sample. If you conduct a research study and find that
your results relate only to your sample and to no one
else, then you have a problem with external validity.
The goal of most research is to select a sample of people
from a population, conduct a research study, then gen-
eralize the results to the population. If you can’t do that,
your research will have limited usefulness.

I realize that there are many new and perhaps strange-
sounding terms in this discussion, but you need to learn
these things to get a better understanding of research.
Learning the language of research is a significant step
toward understanding what research can and cannot do.

The information in this article draws heavily on Mass
Media Research: An Introduction, Sixth Edition
(Wadsworth Publishing Company, 2000), a college text-
book [ wrote with Joe Dominick.

INTERNAL VALIDITY

Conducting research involves control over the situa-
tion. If researchers don’t control the entire process, there
is no way to know if the results are real or have been
affected by unknown factors. The example I used ear-
lier about music tests relates here. You must be sure that
your music test actually collects respondents’ percep-
tions of songs they hear — and nothing else.

The variables that create possible, plausible, but in-
correct explanations are called artifacts, also known as
extraneous variables or confounding variables. The presence
of one or more artifacts in a research study indicates a
lack of internal validity. That is, the study failed to in-
vestigate what it was supposed to investigate.

Artifacts in research can arise in many ways. Some
of the artifacts that can affect a study include: '

1. History. Events that happen during a study may
affect respondents’ attitudes, opinions and behavior. For
example, let's assume you conduct callout research for
your currents, and it takes two weeks to collect the data.
Many things can happen between the first day of callout
and the last that may affect your scores. For example,
an artist may be featured on TV — or arrested for drug
possession. When a respondent listens to and rates your
hooks may affect that person’s ratings.

When people talk about research, they

usually use two terms: reliability and

validity. These terms are often thrown

- around loosely, and most people don‘t
really know what they mean.

History can affect telephone perceptual studies in the
same way. That's why it's important to collect responses
as quickly as possible. If the data-collection process takes
a long time — longer than two weeks — then the re-

WHAT DO YOU REALLY KNOW ABOUT RESEARCH?

M A research expert explains the basics

spondents should be coded in reference to when they
participated in the survey. Column headings in tables
can be used to separate the respondents according to
when they participated. The point to keep in mind is
that the potential to confound a study increases as
the time increases between when the first and that
last respondents are tested.

2. Maturation. A respondent’s biological and psy-
chological characteristics change during the course
of a study. Even getting tired or hungry may influ-
ence how a person responds in a research study. A
good example is when a research company tests 600

But a sampling problem I see
frequently in both radio and non-
radio research is with clients that
demand unrealistic samples. That

is, their screening requirements
make it almost impossible to find
qualified respondents.

or more songs in a single session. It’s often easy to
spot respondents who have become bored with the
testing process, which may affect their scores.

Maturation is also a factor in focus groups. If the
moderator does not conduct the group properly, re-
spondents will often display signs of boredom or
anxiety. In those cases their responses may not be le-
gitimate.

3. Testing. Testing itself may be an artifact. Although
not used frequently in radio, research using pretests
and post-tests can cause problems. A pretest may sen-
sitize subjects to the material and improve their post-
test scores.

For example, suppose you select a sample of your
listeners and give them a test that asks them ques-
tions about your radio station. You then show the re-
spondents a few TV spots to find out if the spots are
effective in communicating information about your
radio station. After they’ve viewed the TV spots, you
give the respondents the same test they took before
seeing the spots.

Let’s say that the test results show that the TV spots
do increase your listeners’ knowledge of your radio
station. But that may not be the case. It may be that
the respondents learned how to answer the questions
when they first took the test, and the TV spots had
nothing to do with the increase in understanding of
your radio station.

4. Instrumentation. This is also known asinstrument
decay, and it refers to the deterioration of research in-
struments or methods during a study. Equipment may
wear out, hooks may be prepared differently at the

Continued on Page 28
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An Argument Against Simplicity.

The web-based RFP. Buying and selling media is not a simple process. 1t is full of nuance, improvisation and change. To be the
market leader in developing a truly functional media e-marketplace, we had to understand the need for complexity. So when we
created a web-based Request For Proposal, we resisted technology’s urge to oversimplify. We preserved the inherent richness and
depth of the process. All with real technology, no vaporware. In fact, we're the only site today where you can buy media, from the

RFP through negotiation to the invoice, without ever leaving the Internet. it's exactly how you buy and sel| media now. Only better.

The media e-marketplace that works today.
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Continued from Page 26

beginning and the end of a test, and respondents may
become more casual about recording their responses.

Another example of instrument decay is in per-
ceptual studies, whether conducted by phone, on the
Internet or in other ways. To be most useful, a ques-
tionnaire must be uniform in its approach. You can
encounter instrument decay in perceptual research if
your questionnaire uses a variety of ratings scales, if
it includes ambiguous, misleading or double-barreled
questions or for many other reasons. The design of a
questionnaire is important, and it's not as easy as
many people think.

5. Statistical regression. This artifact may be present
in a variety of ways. It refers to the fact that items,
concepts or anything else that is rated either very
highly or very low tends to go toward the mean, or
average, of the group of items when the test or mea-
surement is conducted again. This is evident in mu-
sic tests, where a high-scoring song in one test may
be rated lower (closer to the mean) in another test.
This “regression toward the mean” phenomenon has
recently been introduced into the analysis of stocks.
It is now common to hear stock market analysts dis-
cuss the idea that leading stocks tend to fall toward
the mean while underperforming stocks tend to rise
— unless there are other circumstances affecting those
stocks.

Some respondents don‘t want to appear
uninformed or “dumb,” so they provide
answers they think the researcher wants.

6. Experimental mortality. While any research project
faces the possibility that subjects will drop out for
one reason or another, the problem is compounded
in long-term (that is, longitudinal, panel or tracking)
studies. This artifact will become more important in
radio research as more radio stations use tracking
studies and panel studies on their websites.

If you plan to follow the same respondents for any
length of time, you must consider that some people
will drop out of your study. If you want to track 100
listeners, you'll have to recruit 120 or more at the start
of the study.

7. Sample selection. The type of people included in
a research project is, obviously, very important. In
most cases it is necessary to ensure that the respon-
dents are homogenous, or similar, in many respects.
For example, it wouldn’t be very wise to include
people who prefer hard rock music in a music test
for a soft AC radio station — unless there was a spe-
cific reason you wanted their responses. Screeners for
music tests and focus groups and screener questions
for telephone studies are usually designed to ensure
that the sample is somewhat homogeneous.

But a sampling problem I see frequently in both
radio and nonradio research is with clients that de-

mand unrealistic samples. That is, their screening re-
quirements make it almost impossible to find qualified
respondents. For example, a PD or consultant asks for
females 25-29 who are P1s to WKRP, listen to WKRP's
morning show, cume WXYZ’s morning show, select a
specific music montage, participate in contests and lis-
ten to the radio at least four hours a day. And so on.
These multilevel screeners define very small popula-
tions. Then the clients get upset when the research com-
pany can't find qualified respondents.

Remember, you limit your potential sample with
every requirement you include in your screener or ques-
tionnaire. What you don’t want to do is screen yourself
out of an audience. If you make changes in your radio
station based on the results of unrealistic samples, you'll
surely fade away in the ratings. Radio is a mass medium,
not a medium designed to entertain a handful of people.

8. Demand characteristics. This term relates to a
respondent’s reactions to a testing or data-collection situ-
ation; it’s also referred to as prestige bias. A respondent’s
awareness of the testing or data-collection procedure
may influence how that person responds to questions.
For example, it is known that some respondents who
recognize the purpose of a study will produce only
“good” data for the researchers. Some respondents don’t
want to appear uninformed or “dumb,” so they pro-
vide answers they think the researcher wants. The re-
search situation “demands” answers, and the respon-
dents provide them.

9. Experimenter bias. Researchers can, knowingly or
unknowingly, influence the results of a project with mis-
takes in observation, data recording, math computations
and interpretation. Focus group moderators are particu-
larly apt to influence the responses of the people in the
group. One way to identify-a good moderator is to see
how the person reacts to respondents’ comments. Good
moderators are always neutral in their reactions — noth-
ing affects them.

Bias can also enter into a research project if the re-
searcher is influenced by a client who wants the study
to produce particular resuits. This does happen. The best
thing a researcher can do is ask the dlient not to discuss
the intent of a research project beyond the information
needed to design the study and collect the data.

10. Evaluation apprehension. This term refers to the fact
that respondents are usually afraid or hesitant about
being measured or tested. It is important for a researcher
to do everything possible to ensure that respondents are
comfortable with the situation and are not afraid to an-
swer truthfully. Sometimes this isn’t easy to do.

11. Causal time order. The organization of a research
project may affect respondents’ answers and interpreta-
tion of the data. For example, in a focus group to test
various types of direct mail, the respondents’ answers
may be different if they are first shown several direct-
mail pieces and asked to rate them than if they discuss
the good and bad points about direct mail before they
rate sample pieces.

12. Diffusion or imitation of treatments. In situations
where respondents participate at different times during
one day or over several days or where groups of respon-
dents are studied one after another, respondents may
have the opportunity to discuss the project with some-
one else and contaminate the research project. This is a

special problem with focus groups when one group
leaves the focus room at the same time a new group
is entering.

These are some of the main factors that affect in-
ternal validity. As you can see, designing and con-
ducting a research project isn’t as simple as asking a
few people some questions and then trying to figure
out what they said.

Keep in mind that all scientific research is subject
to error. It is better to know this and attempt to re-
duce error than be ignorant or conceal the errors.

EXTERNAL VALIDITY

External validity refers to how well the results of a
study can be generalized to the population from
which the sample was selected. In other words, a
study that lacks external validity cannot be projected
to other situations; it is valid only for the sample
tested. Results from a music test with 100 respon-
dents wouldn’t be very useful if the results couldn’t
be generalized to other listeners.

Conducting research involves control over
the situation. If researchers don‘t control
the entire process, there is no way to
know if the results are real or have been
affected by unknown factors.

There are three primary ways to help ensure ex-
ternal validity:

. * Use random samples.

¢ Use heterogeneous samples.

* Select a sample that is representative of the
group to which the results will be generalized.

* Repeat the study several times.

You should consider external validity in every
phase of your research project, from the initial dis-
cussions to the presentation of the results. Always
ask yourself something like, “Can I generalize these
results beyond the sample?” If your answer is no,
then you need to redesign the project.

SUMMARY

As | mentioned at the beginning of this article,
research involves the understanding of many things
in order to ensure that studies are valid and reliable.
There are many items to consider in project design,
screener and questionnaire development, sampling,
data collection and data analysis. If you don’t un-
derstand something about research ask. Don’t just
rely on someone who says, "It seems like....” Ask for
facts, not opinions.

Roger Wimmer is co-founder and President/CEO of
Wimmer-Hudson Research & Development LLC in Den-
ver, a full-service research company specializing in au-
dience and programming research for the mass media,
as well as Internet-related research. He can be reached
at 303-914-9623 or via the Wimmer-Hudson website at
www. wimmer-hudson.com.
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management marketing sales

By John Lund There was little time to vaca-

tion this summer. With the re-
lease of the spring Arbitron in July and August, sta-
tions are evaluating and planning for the fall. John
Lund provides the following system of analysis to
help you stimulate station growth this fall and
throughout next year.

1. KNOW WHERE YOU ARE

Scrutinize the marketing and programming specif-
ics of your station and its competitors. To plan for fall,
analyze what really happened in the spring. Evaluate
the past Arbitron with software or from the book it-
self. Compare trends, and gauge the effectiveness of
external marketing on your cume growth. Do research
to discover what listeners really want from the sta-
tion, and stay in touch with listener needs and per-
ceptions,

2. SET GOALS

Attain a large cume who listen a lot. Prepare for
fall. Get input from staff and management. Surround
yourself with a team of people who are creative, posi-
tive, full of energy, dedicated to working for a winner
and not satisfied to be in second place. Set goals like
these, then go for it.

3. RALLY THE STAFF

Get consensus and commitment on the station’s
goals. Discuss the mission and tactics, and involve
each staff member in carrying out the battle plan. Fo-
cus everyone’s energy on owning the market.

4. NARROWCAST

Concentrate on those most passionate about the
station, and superserve that P1 core. Use database and
e-mail marketing to research your P1s’ needs and in-
crease their TSL. P1s provide the bulk of any station’s
AQH, so serve those loyal listeners well. Being the
sole provider of the “—est” format (see Page 33) re-
sults in passionate ownership. A station with a loyal
core can rack up long TSL and win big quarter-hour
shares, even with a smaller cume.

5. THE MUSIC

Make the music familiar for the target audience,
and own the music position with core listeners. Care-
fully hone the music software and rotations. Hand-
edit the music logs daily. Play the best current songs
each week, and avoid too many unknown singers.
Program brand-name artists within rotation rules, and
make artist familiarity a criteria for selecting music
and adjusting categories. Remember, music is the rea-
son listeners come to FM. Also, the air talent need to
sound credible by talking about the artists and illus-
trating a shared passion for the music.

6. THE MORNING SHOW

Make the morning show the talk of the town, and
be sure it’s user-friendly. Devise morning benchmarks
that become time markers listeners can use to mea-
sure their morning routines. They should be able to
know that the birthdays will begin when they step
out of the shower and that they’ll'pass a certain cor-
ner as the news begins. Recurring @lements, like a
major contest or benchmark bit, should occur at a set
time — minor bits and one-time events can float dur-
ing the show. Give reasons for listeners to smile and

TOP 10 PROGRAMMING PRIORITIES
FOR THE FALL ARBITRON

have fun, with compelling content in every break.
Morning show stunts stimulate listener talk and
P1 endorsement, and they force daily listening.
When the core love the high-profile talent, they tell
their friends, and that can become as powerful as a
TV campaign. Challenge the talent to list their five
greatest skills — for example, listener phone calls,
interviews, comedy or on-location showmanship —
then create 20 ways to develop those strengths into
benchmark bits, elements, schtick and routines.

7. MARKETING

Differentiate the program product from competi-
tors, and sell the things that differentiate it aggres-
sively and consistently. You can use the Lund Con-
sultants’ 4th Quarter Marketing Planner to help you
set a course. Unless the competitive environment
dictates that your station be all-music, get out and
touch the listeners. Be in their faces, and become
the most promotionally active station in the area.
Find out what gets attention, like moming show
stunts, community service, individual involvement,
club nights or retail sales promotions. Then reach
out and yank the listeners’ chains.

FORMATIC PERFECTION

Maintain the contemporary basics. Build your
station on a strong foundation with frequent name
mentions, sound formatics, positioning, presenta-
tion, promoting ahead and recycling. Establish
stationality as a long-term goal. Every staff member
should work on the same image-building, the same
listener approach and the same market involvement.
Be personable, real, fun, relatable and an integral
part of listeners’ lives. Focus listeners and staff alike

on the superstars of the format and the benefits of

listening.
9. MAKE IT MEANINGFUL

Increase your station’s value to listeners and cli-
ents alike. Improve tangibility and perceived value,
which contributes to higher rates, decreased clutter
and more client benefit. Polish the areas that sta-
tions fall down in: You should have remotes with
tightly executed cutaways, sharp commercial pro-
duction, sizzling contests, produced liners that are
the best in the market, enticing promos, perfect au-
dio processing and weekend programming that is
as good as Monday through Friday.

10. WINNING IS EVERYTHING

Be the best-programmed and most-focused sta-
tion, with high visibility, aggressive marketing to
at-work and database listeners and a unique pro-
gramming niche, Throw every effort, whether tra-
ditional or extraordinary, at the winning process.
People recall the unusual more easily than the rou-
tine. The exceptional moring show or bigger-than-
life contest garners word-of-mouth and stimulates
tune-in. Observe how other businesses get the word
out about their services and products, and adapt the
tactics they use to promote your station.

John Lund is President of The Lund Consultants to Broad-
cast Management and Lund Media Research, a full-service
radio consutting and research firm with offices in San Fran-
cisco and St. Petersburg, FL. He may be reached at 650-692-
7777 or by e-mail at lundradio @ aol.com. Visit the Lund Con-
sultants’ website at www./undradio.com.

SEVEN FATAL FAILURES IN
CLUSTER MANAGEMENT

Ml Lessons for today’s market managers

For the past seven weeks R&R has featured Seven
Fatal Failures in Cluster Management by Radio Advertis-
ing Bureau Sr. VP/Meetings Lindsay Wood Davis.
Davis will be presenting a special
seminar on the Seven Fatal
Failures at this year's NAB
Convention, The seminar will be
held Friday, Sept. 22 at 11:15am
at the Moscone Convention
Center, Room 250-262.

What can we learn from
Davis' advice? “My research
shows that many cluster
organizations were having great
difficulty, and what they had in
common was not so much the
things they were doing, but the
things that they were not doing or failing to do,” Davis
replies. “Thus the ‘Fatal Failures’ name. Most of these
suggestions are about getting people and organizations
to work together. Every cluster and every company that
owns a cluster wants everyone to work together as a
team, but they are all focused on structure when it is the
systems that allow cooperation and the teamwork that
are far, far more critical.”

One idea Davis thoroughly supports is writer Tom
Peters’ “Paradox of Modern Management,” which states,
“Perform as an independent unit, or else” and “Power
stems from constant cooperation among units.”

Below is a recap of the Seven Fatal Failures in
Cluster Management. For the complete articles, visit
R&R ONLINE at www.rronline.com, go to the MMS
Format Room, and click on “News”

Seven Farar Fanunes

1. Fallure (o operaie the clusier as 2 single
business made up of individual stations.
Ciuster management is tough, and it's tougher when
managers don't understand what needs to be accom-
plished. By accepting that success comes from focusing
both on individual stations and on cluster performance,
cluster managers will be able to begin the process of
making better calls in the hard decisions they're asked
to make every day.
2. Falling te sperate with a singiec markel manager
Having a single market manager is absolutety
necessary. it's essential to have one person whose
thinking is always focused on the good of the whole
rather than on that of the individual parts. Without a
manager to focus clearly on the whole, it is folly even to
discuss synergy. Managers of individual stations will
always focus on what is good for their stations rather
than on what's good for the cluster. They should; that's
their job. But a strong, powerful, single leader will make
the swift, thoughtful decisions that are best for the
cluster as a whole.
3. Falling te operate the cluster
from a single lecation

Unless your ownership is in the real estate business,
there is no upside to being in multiple locations in the
same market. Multiple locations mean that units operate
independently; there is no hope for teamwork because
the teams are separated. Unscheduled cross-depart-
mental meetings — a hallmark of successful cluster
operations — become next to impossible. Without
teamwork and the meetings that facilitate it, mutual
adjustments won't happen. And if they don't your cluster
will fail.

A. Falling te provide loadershipn.

You, as the cluster's leader, must monitor your staff
constantly, helping them avoid confusion about roles,

Continued on Page 33
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THE ‘—EST’ FAGTOR:
THE KEY TO BUILDING A BRAND

By John Lund The importance of first-pref-

erence listeners, or P1s, cannot
be overestimated. Perceptual research helps target
these core listeners and find out what they want
and expect from a station.

With that ammunition, winning the battle for lis-
tening becomes easier as weekly listening increases.
The “20/80” formula — about 20% of the audience
provides about 80% of the quarter-hour listening —
hasa profound effect on radio ratings. So find out what
the core want, and give it to them!

WHAT IS ‘—EST?

So what is “—est”? It's the major benefit that the
P1 listeners derive from the station. It's what the sta-
tion means to them, what they expect and the key rea-
son they listen. Find out what your station’s uniquely
valuable qualities are and promote them. Differentia-
tion is one of the keys to success — especially now,
when thousands of Internet stations are popping up.
Differentiation is the first step in building a brand.

WHAT MAKES LISTENERS PASSIONATE?

The station that dominates and superserves its P1
audience wins ratings with TSL. Make it easy for core
listeners to understand what they’ll get when they
tune in. Beyond positioning, becoming a destination
requires having an “est” at the end of the format in
the listeners’ minds. Your station can be the:

Softest  Hardest

Newest  Oldest ('60s-based Oldies)

Hottest  Youngest

Danciest Fastest (upbeat music and news delivery)
Hippiest  Funniest, craziest or lewdest (moming show)

The “—est” factor drives passion, showcases dif-
ferences, builds core understanding and gets those
who are loyal to the station to commit to longer listen-
ing. This keys into the emotion that goes with a for-
mat and station brand. By targeting to the extreme, a
station can own a clear-cut and unchallenged format
position.

LOSING SOLE OWNERSHIP

The “—est” factor means concentrating on the nar-
row core who best represent the format niche. All-
Sports or all-News stations have this advantage. Old-
ies, Classic Rock and many CHR and Urban stations
are also high on the “—est” scale. Country and Rock
enjoyed sole ownership until some big acts began
crossing to other formats. Five years ago, when you
wanted to hear a country song, you had to turn to a
Country station. Now it’s not unusual to see three of
AC's top six hits being performed by country artists,
soin many. markets Country radio has lost the “— est”
advantage. The passion level in all formats is driven
by the big stars, and now Country’s biggest icons are
being played on other outlets.

Similarly, Active Rock has lost its “—est” unique-
ness, with rock bands crossing over to Alternative,
CHR and even Hot AC. In the 1960s it was far easier
for a radio station to be distinctive — just two for-
mats, MOR and Top 40, dominated the radio dial. In
the ‘70s more formats meant more competition for

those outside the mainstream.

So how does one save a format with too few big
stars of its own in this age of mass-appeal formats com-
peting with specialized niche formats? One answer
may be to play the older, better-established icons in
your format. Many Rock and Country stations are cut-
ting their current playlists in favor of blending in es-
tablished hits from years past. Familiarity breeds con-
tentment. ’

NEW RULES, NEW CHALLENGES

Radio stations today compete under a different set
of rules to win ratings. In fact, a radical new future is
unfolding, with thousands of potential choices on the
Internet. Listeners are no longer on-off switches, they
are volume dials. They turn the “volume” up and
down, varying the amount of time they spend listen-
ing to the various radio stations they use from day to
day and from month to month.

The mass media has become passe, and listening
habits and ratings methodology are presenting new
challenges. The Internet chews up more of listeners®
time, which can cause radio to lose TSL. Targeting
nonlisteners with TV ads may be a waste of money
(except for a station rollout, a format change or a ma-
jor contest). Winning higher AQH shares by increas-
ing TSL among the P1s who already love the station is
cheaper and easier.

GAINING LOYAL LISTENERS

To get higher ratings, find out why your core lis-
teners are passionate about your station. What tumns
them on or off? Research your market and pinpoint
the core’s needs. Make adjustments that reflect their
programming needs, and promote that difference. Core
listeners will then stay longer. In fact, getting a 30-hour-
a-week listener to listen another 10 hours is far easier
than getting 10 hours from a P3 or P4.

The secret to higher ratings is not getting more lis-
teners; it is getting more qualified heavy users. Go for
those who are most passionate about the station. Tar-
geting the P1, mega-TSL core requires narrowcasting,
as opposed to broadcasting. Target those who already
listen long periods of time. Cater to those heavy users
to stimulate even more listening.

THE PASSIONATE CORE

Many businesses profit from frequent-user pro-
grams — hotels, airlines, car rental agencies, websites
and credit cards, for example, and database market-
ing has become far easier with e-mail. Once listeners
are in the database, the station can ask if they would
like to receive offers for freebies, contest entries or pro-
gramming updates. This “permission marketing” can
target a station’s most-valued listeners, the PY-
diarykeepers.

Pinpoint your station’s heavy users. Research what
they like most and expect from your station. Find the
—est” qualities that differentiate your station from
competitors. Promote those benefits, and showcase
your programming uniqueness.

The station that has an exclusive format and a loyal,
passionate core can rack up long TSL and win big quar-
ter-hour shares, even with a restricted cume. Differen-
tiation is the “—est” share in building your brand.
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both their own and others’. Lack of clarity is a huge
source of interpersonal, interdepartmental and
intracompany conflict. Cluster leadership demands that
your staff, particularly your managers, are regularly
updated, reminded and reaffirmed about the who, what,
when, why and how of their roles. Providing job clarity is
a must for every manager in a cluster, but it is something
that must start from the top. Be clear on that, or one key
staffer will be far less than satisfied: you.

S. Faliure i delegate.

The failure of market managers to focus effectively is

a function of failing, or refusing, to delegate — and that
failure to delegate is aimost always a function of failing
to adequately trust those they've hired. By meddling in
the minutiae of each department’s complex operations
rather than allowing department heads to do their jobs,
market managers help to ensure the failure of the
departments individually and the cluster as a whole.

§. Fallure te estabiish fermal systems

Far too many market managers and directors of
sales think they can manage informally, using experi-
ence and hunches as their primary tools. Without
measurement, without knowing exactly what went into
an effort, there is no way of knowing why a particular
outcome occurred. And without knowing why something
happened, how can you reliably repeat successes or
keep failures from happening again? Formal procedures
give you the clues that help solve the mysteries of
cluster management. Does that mean less formal
systems are wrong? No — they're “corporate shorthand”
that help us get through routine work faster. But for
informal systems to work, they must support the work of
formal systems. The development and honing of
appropriate systems must be an ongoing focus for
cluster managers.

7. Fallure te have a plan

Cluster managers must learn to develop and share
detailed written plans for their clusters’ success. 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 developing
these plans comes from 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 organization, 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.

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.” Every task
needs support from someone or something. Define it
now for each task.

The final column is “Possible Roadblocks” Discuss-
ing what could get in the way of success often clarifies
the task, the support needed or even how success will
be measured.

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

Lindsay Wood Davis encourages all radio executives to
make plans to attend the RAB 2001: Bigger, Better, Faster,
Stronger — The Sales, Management and Leadership
Conference for Radio. The conference will be held Feb. 1-
4, 2001 at the Adams Mark Hotel & Convention Center in
Dallas. Call 800-917-4269 for registration information, or
visit the RAB website at www.rab.com.
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A Gonversation With Hilary Rosen

Continued from Page 1

broadcasters pay a license fee to songwriters, but not
to performers or labels) and names the RIAA the
representative of the labels.

R&R: There is currently arbitration under way, as
mandated by the Digital Millennium Copyright Act, to
determine the license fees that
webcasters are going to have to
pay record companies for
performance rights. How soon
do you see that being resolved?

HR: (Chuckling) When the
cows come home.

R&R: Theoretically, it should
be this fall.

HR: No, actuaily, | don't think
it will be resolved this fall. It will
be resolved within the next few
weeks, hopefully, that Internet broadcasters of
terrestrial radio stations are subject to the same rules
of compensation for creative work that webcasters are
responsible for.

R&R: Based on the number of listeners they have to
their webcasts.

HR: But the actual rates won't be resolved.

R&R: What is your preference or the labels’
preference? Would the ideal be for everyone to wait for
arbitration, or do you like the idea of people coming to
you? | know deals have been done with WWW.Com
and SoundBreak radio.

“I think the point of an injunction
against Napster is not to clamp
down or shut everything down on the
Internet overnight. I think the point
is to set some guidelines about how
businesses ought to operate.”

HR: And Yahoo.

R&R: And Yahoo. Is the RIAA encouraging that?

HR: Yes, we are. There’s no question that
webcasting is a new frontier and that there is a huge
opportunity for everybody. We have said from the very
start, from the time that the DMCA was enacted, that
the marketplace had the best opportunity to resolve
these issues. So we have a lot of deals — the compa-
nies you mentioned aren’t the only deals there are —
where companies have come and said, “We'd like some
business certainty. We'd like to get some working
relationships with the record industry and have the
benefit of label promotions and other things that
licensing can help facilitate.” So there are marketplace
deals. | think those deals will become the starting point
where the arbitrators will go looking for their rates, so
the marketplace deals are really important.

R&R: Are those people taking a risk? If the
arbitrated deals tum out to be better than their deals,
there’s a bit of a risk involved. On the other hand, I'm
not saying it's bad to take a risk.

HR: | would put my money on the numbers going
the other way — that the people who sign deals are not
going to do worse than the people who wait for
arbitration.

R&R: Are these “interactive deals,” or are they all
without interactive features?

HR: Well, the only deals they're allowed to do
collectively are for what's called “statutory perfor-
mances.” So they fit into this — albeit complex —
series of rules that constitute a “performance comple-
ment,” the amount of music you can play at the same
time and all that.

R&R: That's the “four plays of an artist in three
hours” rule and things like that.

HR: That's right. But what has happened is that, as
companies have sought these licenses, they have
started to layer additional licensing on top of that for
interactivity for their users, which is really important.

R&R: There are some unresolved issues though.
For example, the DMCA says you can't give information
on what's coming up next, but a lot of webcasters are,
in fact, telling what artist is next. Is that under debate,
or is everyone agreeing that the artist is OK, but giving
the title is a problem?

HR: No, no. It's that you can't publish playlists in
advance. So, of course, you can show upcoming
artists.

R&R: How about a “skip button™? A lot of Internet
players that are automated, jukebox-y things have a
skip button. Are you considering that to be legal? Do
you know if that's being resolved?

HR: You know, that's one of the problems with-
having Congress trying to write statues that deal with
this technology-dfiven marketplace. | think that what's
happened on skip buttons and other things that create
more user personalization is that each one has to be
configured into the licensing agreement in its own
unique way. If it goes too much toward allowing
consumers personalization of an artist they want....

R&R: Or a specific song they want....

HR: Or the songs they want, then it's going to be
heading into a more interactive environment.

R&R: A simple skip button that would still keep the
radio station within the rules of the DMCA — where

. you couldn’t control the artist coming up next, but you

had no idea what titles were coming up, and you
stayed within the “four plays in three hours” rule — do
you think that would be considered cool and still
statutory?

HR: That's a trick question! Because I'm not a
lawyer, | don't-know the answer. Intuitively, it doesn’t
sound like there’s anything wrong with that, but there
are ptobably 15 things | haven't thought of.

R&R: I'm interprafing, and a fot of people | know
are interpreting, “interactive” as meaning “/ want to

Continued on Page 36
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Does The RIAA Understand
ts Adversaries?

There has been a lot of speculation recently about how
well the RIAA truly understands its enemies, and
comments from RIAA President/CEQ Hilary Rosen seem
to confirm that the organization's information may be a
litthe sketchy. In her recent conversation with Kurt Hanson
(Page 1), Rosen remarks that Gnutella doesn't represent
a threat because it has “capacity restrictions” and that
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“the system can only hold so many users simuitaneously,
unlike Napster.” That should make people who are
concerned with the debate pay attention.

Gnutella is a .peer-to-peer file-sharing utility, as
opposed to Napster's centralized server system. What
that means is that, with Gnutella, one user is connected to
another user who is connected to yet another user and so
on, ad infinitum. It's not clear what Rosen means when

g the gweeis
5 5

L yGnutelia?

e sweetness

she refers to “the system.” The capacity of Gnutella is, in
fact, little less than the capacity of the Internet itself —
and that's far greater than the capacity of Napster's
Servers.

k /s true that Gnutella networks can “naturally” be
divided into segments that max out at around 10,000
users, but that is hardly the kind of capacity limitation
Rosen seems to have in mind, since even 500 users
typically share tens of terabytes of information.

Rosen also remarks that, “The thing that creates a
good user experience is commercial intervention.” This is

& mapster

an arguable point. Napster has had venture capital for
some time, but the application itself ~— and the “user
experience” — isn't radically different from.when Shawn
Fanning first developed Napster as a freshman at
Northeastern University in January 1999.

Itis true that Napster is easier to use than Gnutella, and
at the moment there are likely more people using Napster.
Also, Gnutella doesn’t work well for those who don't have
broadband connections. But users’ connections are
getting faster, and sooner or later — probably sooner —
someone will come out with a Gnutella-style program
that's as easy to use as Napster, and that is certain to
come as a shock to those who would dismiss pure peer-
to-peer programs.
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— Deep Throat

DirectAir™ is Broadcasting’s Streaming Revenue  one that doesn't affect broadcast dollars or on
Provider. DirectAir’s patent pending intelligent air product. Plus, DirectAir provides two-way
commercial insertion system delivers targeting ~ communication with your on-line listeners —
capability equivalent to direct mail. DirectAir™ instant surveys, song testing, jock contesting,

will sell, manage, traffic, audit, invoice and test marketing and interactive promotions.

collect payment for onine streaming inventory.  ft’s integrated internet that pays.

All you do is cash the check. To start a new stream of dollars into
DirectAir creates a completely separate, your radio station, contact DirectAir today

independent, new revenue source... at 512 335-6609.

DirectAir

Streaming Revenue for Radio.

DirectAir 512 335-6609 www.mediaspike.com A service of MEDIASPIKE, INC.
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Rosen
. Continued from Page 34

hear this song right now.” There are companies that are
doing that, such as ifltRocks.com and HitMusic.com. Is
that another kind of deal you've negotiated?

HR: Those don't sound familiar.

R&R: Well, in any case, the obvious question is
there.

HR: Let me just say about the guidelines overall:
Webcasting is a nascent business, and there are a lot of
things about wanting to make this easier for the
licensees — for the webcasters themselves — that
have created some of the difficulty in these rules. When
we went to Congress with the webcasters a couple of
years ago and said, “This business will never happen if
webcasters have to go and ask record companies on a

“Webcasting is a nascent business,
and there are a lot of things about
wanting to make this easier for the
licensees— for the webcasters them-
selves — that have created some of
the difficulty in the rules.”

song-by-song basis for the right to create a radio
playtist,” what we got was a sort of very limited antitrust
exemption to work in a specific area to help us start that
business.

That allowed us to have some negotiations about the
parameters, and it also created the need to set some
boundaries about what will be allowed to be collectively
negotiated — because Congress is very stingy with its

NTERNET

EWS & VIEWS

thing we can over the last year to work with individual
webcasters who want to get licensed to simplify the
process, and the marketplace gives us some fiexibility
to do that. .

I'm a little worried that the arbitrators are going to
come up with a “one size fits all” solution that might
not be the best thing for some webcasters. But we'll
see how that goes. We have endeavored to make this
as easy as we can, but | understand that people
struggle with it.

R&R: Generally speaking, if someone wants to
settle now, do they have to propose something to you?
And do you have any guidelines, like percentages of

_revenues or an amount of money per song played? Do

you have a way you would like people to come to you?

HR: What people need to do is call Stephen Marx at
the RIAA, or visit our website at www.riaa.com and go
to the webcasting section.

R&R: /'ve been there, and | don't think it says
exactly the form in which you would like a proposal.

HR: it doesn’t. What it says is to contact us and
we'll work it through, because we can help with model
license agreements. We don't have a model agreement
published on the site because there is no “one size fits
alt” for the kinds of businesses that come to us.

For instance, some people start their business with
a higher cash outflow, so they want to figure out a way
where they can have a licence scenario upfront, and
the ongoing payment structure has to be different.
Some people don't have any cash, but they're
expecting revenues from their site on an ongoing
basis, so they'd rather pay percentages over the course
of plays. We've tried to work out flexible models.

R&R: When arbitration is done and the compuisory

fees are set, that will be retroactive all the way back to

the date of the DMCA?
HR: Yes.
R&R: So people had better be keeping track of how

antitrust exemptions — and what will have to be done by ™ch maney they've brought in and how many times
individual copyright owners pricing their own uses and  théy've played each song.

their own activities with the licensees.

HR: Yes. The webcasters are actually incurring

We ended up with a very complicated set of rules, but Cbligations right now.

| would say that, generally, we have tried to do every-

Continued on Page 38
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ANetStation.com: Webcasting

From Way Down Under

Things are mighty interesting at the South Pole. The
sun doesn't often rise or set, it just goes around in a

“circle. And, of course, when you're right at the Pole,

every direction is north. And you don't even want to
know about the weather. But some industrious research
folks down there (I'm assuming they're researchers; |
can'timagine they're running a resort) have put together
a nice Site with interesting music and some gorgeous
images.

First, the music: The programming mission of
ANetStation.com (www.anefstation.com)is to provide a
venue for independent artists — those who own,
publish and distribute their own music. Most of the
music is acoustic-based singer-songwriter material.
The site includes a page with a few artists’ CD cover art
and RealAudio music samples. Independent musicians
are invited to submit their music, and the designers even
offer to build sites for the artists they play. “We play what
we like, everybody benefits, and we create websites we
feel good about” says site designer and music
programmer George Maat. Given ANetStation’sindepen-
dent emphasis, it's not surprising that the site
acknowledges, and even links to, Napster.

The links and images on the site are really a treat. i
you think of Antarctica as a heli on earth, take a look at
some of these pictures. There are lots of links to
webcams, photos and “photoanimations” that give
Continued on Page 38

BE UNAFR

Be very unafraid.

VWWWV-alireticalitaceirns CImA LY, —

We understand if you're u bit nerveus shout
trying Spet Trallic, the revelutionury new
Internet spet delivery system. Chunge cun
be scary. However, stations Irem coust to
coast are linding that Spet Trallic is the
quickest, ensiest, and most relinbie way to
receive radio spois und trallic instructiens.
All you need is u wob-conuected computer
and your stution is rendy. No luncy sefiware.
Ne pusswords. Ho user names. Just point
snd click. And did we mention thet it's
free? Ah, snddenly it's o lot less scary. Call
ns today ot (800) 229-7234 or visit onr wek
site. We'll hook you up and tell the adver-

tising world that your station is “weh-ready”.

www.spoitraific.com

sSPOT TR%&&
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“Will you still love me tomorrow?”

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.

Wit Thing by Chip Taytor © 1965 Renewed 1983 £ Dlaciwacd Masic knc. “WIR You Love ks Temenew” by Gerry Getiin and Casels King © 1901 Ronswed 1900 Screen Gems-EM Music lac. A sights 1000rved. intomationsl Copyright 26cused. Uesd by perminsion.
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Rosen

Centinued from Page 36

R&R: You must have gotten this question a hundred
times....

HR: But you're going to ask it anyway.

R&R: If you don’t mind. The week the Napster ruling
was stayed, my fear — as it was for many recording
artists and people in the recording industry — was that
Gnutella was going to go crazy, that it was going to
have its biggest weekend ever, so many people who like

the record industry were glad that the order got stayed. -

Do you think that was a real risk? That it would have
been the biggest Gnutella weekend ever?

HR: Well, it might have been, but Gnutella at the
time had, and still has, some capacity restrictions. There
have been a lot of articles recently about security lapses
that peopie who have used Gnutella have experienced,
and its system can only hold so many users simulta-
neously, unlike Napster, which is able to keep adding
servers because it's a more controlled environment. So
| think that Gnutella is probably not the biggest risk in
an environment of an injunction against Napster.

INTERNET

NEWS & VIEWS

R&R: You mean pure peer-to-peer sharing in general
is not the biggest risk?

HR: In a more general way, the Napster-like “clones”
are probably a bigger issue. The truth is, it does require
some management of the traffic and some user
intervention on a regular basis to make a good user
experience, and that's what Napster has done from the
start. That's where the more successful clones would
end up going.

But I think the point of an injunction against Napster
is not to clamp down or shut everything down on the
Internet overnight. | think the point is to set some
guidelines about how businesses ought to operate. In
that regard, it's going to be a transition when Napster
shuts down. | expect it to be a transition. | don't expect it
to be an overnight drama.

R&R: But you think that peer-to-peer won'’t work
because it’s too disorganized.

HR: Yes, the thing that creates a good user experi-
ence is commercial intervention, and what | think we
expect from a favorable Napster decision is that
commercial intervention is going to have to come with
some recognition of copyright owners’ interests.

Radio And
Internet Newsletter

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

I ¢ They're called No Authority, but these popsters
would rather sing than fight. Chat with the lads on
Saturday (9/23) at 4pm ET, 1pm PT (chat.yahoo.com).

*Lil' Fame and Billy Danzini o M.O.P. patrol
N.Y.C. and the boroughs and give you the rap report on
their latest, Warriorz. Talk to the guys on Tuesday (9/26)
at9pm ET, 6pm PT {(www.vibe.com).

*The Kinleys, Jennifer and Heather, had the

highest-charting debut by a female duo in country music
history. You can speak with the talented twins on
Wednesday (9/27) at 8pm ET, 5pm PT (www.twec.com).

e Maryland's own punk quintet, Good Charlotte, is
available for chatting on Monday (9/25) at 10pm ET, 7pm
PT (www.lycos.com).

On The Web

¢ Ah, amore! Catch the Dylanesque alt-country
Vigilantes of Love on Monday (9/25) at 4pm ET, 1pm PT
{www.twec.com).

* They've still got the beat — watch The Go-Go's in _
performance on Saturday (9/23) at 9pm ET, 6pm PT
{www.sonicnet.com).

—Michael Anderson
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Continued from Page 38

visitors a glimpse of the natural spiendor of the region.
You can click on a link to visit scientific and research
sites, t00, like the very interesting Virtual Antarctica
(www.terraquest.com/va/bridge/bridge.htmf). There are
also links to a South Pole observatory site, an

“Adventure Site” for kids and a Russian shortwave
station.

ANetStation.com team members no doubt have a
vested interest in the environmental and ecological
issues in the Antarctic region since they see and feel
firsthand the effects of poliution and illegal hunting. On
the site is a link to a bio of Captain Paul Watson, founder
of the Sea Shepherd organization, a nonprofit group that
investigates and documents violations of laws
protecting marine wildlife. Plenty of other links to
environmental and other progressive causes are
available in the “Quality of Life” section on the links page.

ANetStation.com is worth a visit not only for the
music, but for a glimpse of life in the sub-Antarctic

- through the photos and links on the site.

—Paul Maloney

Step by step instructions for getting your radio spots on time:

1. CLICK.
2. CLICK.

Intreduciag Spot Trailic, the easiest way for
your statioa teo receive radio spots aad traflic
instructions. As stations [rom coast to ceast
are liadiag eut, this new digital delivery
slteraative is more than just easy... it's fost,
reliable and Iree. Spot Trailic allows you
te dewnlead spets and traific instractions
directly te any web-cennected compaler at
your statien, in the audio lile format of your
cheice. No [ancy software. Ne passwords. Na
user names. Simply point and click. Call as
teday at (800) 228-7234 or visit eur web site.
We'll hook you up and tell the advertising
world thet your statien is “weh-ready.”

SPOT TRAFFIC
The Digltal ARernatve
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Experience. Stabi‘lity. Vision.

And Bob Agnew.

When Bob Agnew joined Susquehanna, he came home...
to the city he loved, and an opportunity he relished.
Susquehanna needed to make some changes at
KNBR, a heritage AM station in San Francisco. It was
to become Talk & Sports. There would be no more music.
Everyone in the business knows that format
changes can lead to chaos. But with Susquehanna it was
different. “They have the vision to make changes,” says
Bob, “and they're smart enough to stay the course and not
panic.” Hired as the Program
Director to implement
the transition, Bob is now
KNBR’s Operations Manager.
In Bob’s words, “When you
work for Susquehanna
Radio, you can make a
difference and you can
grow. You not only have
opportunities to succeed,
but you can create

opportunities as well.”

Make a Sound Career Choice!

With operations in major markets across the USA,
Susquehanna offers a number of employment options.
For more information about radio career opportunities,

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

E—'—SUSQUEI—MNI\U\
"IRADIO CORP.

A subsidiary of Susquehanna Pfaltzgraff Co.

Bob Agnew

Operations Director
KNBR, San Francisco

140 East Market Street @ York, PA 17401
(717) 852-2132 M Fax (717) 771-1436

Susquehanna Radio Corp. is gn Equal Employment Opportunity Employer,
an ESOP Company, and maintains a Drug-Free Work Environment.

www.americanradiohistorv.com
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RAIN Interns Prepare A Playlist

RAIN's crack team of summer interns
are currently in the process of building
their own Internet-only radio station.
We'll continue to share the fruits of what
they're learning over the next few
weeks here in Internet
News & Views.

As you may recall,
theinterns decided (with
hardly any encourage-
ment from p RAIN
management) that a for-
mat of contemporary ver-
sions of pop standards
seemed to make sense
because, first, it's
not available on
the FM band in any
major market. Sec-
ond, it's not avail-
able on any stand-
alone Internet station

also seems like an

Which is certainly not to suggest that
the best radio programmers know
nothing about the music they play. But
by not being intimately familiar with
deep tracks from a variety of the
format’s artists, the interns could be
sure that they playlist they created —
using only songs they recognized —
would feature only the biggest hits and

most popular music.

Of course, top RAIN
management had a few
favorite tracks to add to
the mix, but not enough to
dilute the overall familiarity
| factor of the station. The
| point was to avoid a playlist
f that was too hip for all but
i aficionados — or as hip as a
pop standards station can be.

appropriate format for
at-work listening,
which seems to be the
most popular use of |
Internet radio.
Beginning with a
20-CD collection of
appropriate music, the
staff began to build a
playlist for their sta-
tion. As you might imagine, not many of the selections
from such artists as Ella Fitzgerald, Chet Baker, Rosemary

Clooney and Lena Home were immediately famiar tothis | ey o0 " ureny kurthanson.com, or send an e-

group of twentysomethings, but that isn't necessarily a mall to kuriGkurthanson.com.
bad thing.

Radlo And
internet Newslatter

McCord, Rosin To Advise SurferNETWORK.com

Granum Communications founder/President Herb Mc-
Cord and Edison Media Research founder/President
Larry Rosin have joined radio executive Jerry LeBow on
the advisory board of SurferNETWORK.com. Surfer-
NETWORK, which allows webcasters to selectively offer
advertisements based on listener profile and preference
data, launched last week.

Brian Parsons Named nTunes President

Brian Parsons has been named President of
nTunes.com. Parsons helped build the technology
behind Jacor's intemet initiative then became Clear
Channel Director/Intemet Technology when Jacor was
acquired by Clear Channel. nTunes.com creates and
syndicates customized CD and DVD movie stores to be
integrated into radio station websites.

Coollink Taps Leo Hindery As Chairman

intemet broadcast solutions provider Coollink Broadcast
Network has appointed Leo Hindery Chairman. Hindery
was most recently CEO of Global Crossing and is also a
former CEO of AT&T Broadband & Intemet Services.

Fleischer Named ICAST Music CEO

Joe Fleischer has been named CEO/Music for Internet-
only broadcaster iCAST. He was most recently Cor-
porate VP at MP3.com.

MeasureCast Signs GlobalMedia.com

MeasureCast has agreed to provide audience-
measurement data for many of GlobalMedia.com's
Internet radio stations. GlobalMedia recently purchased
certain assets of Magnitude Networks, as well as 212
contractual agreements from OnRadio.com.
MeasureCast, which launched last month, said it now
reports on 1,000 of the reported 4,000 Internet radio
broadcasters.

Salem Online Teams With Crosswalk.com

Crosswalk.com has agreed to webcast The Salem Web
Network, a new division of OnePlace.com, Salem
Communications’ online division. The programming will
conaist of Salem's radio shows and ministry programs.
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VISIT OUR BOOTH?

Heck, visit our entire operation.

Whea we heard that NAB was coming to
San Francisce we got very excited... becanse
we knew that we conld show yoa more thaa
jast @ tiny hooth or glitzy hospitality saite.
We coald show you the real thing in action.
Spot Treffic is the quickest, easiest, most
reliable way to receive radio spots and
instractions direct te your desktop. So if
yoa wantl moer¢ than a deg and peny shew,
call us teday. We're jast a few blocks away.
We'll sead a lime, roll out the red carpet
ond show you real spots being delivered
te real stations, not just samples. Call
Ted Terbutt or Dave Adams at (800) 229-7234.

SPOT TRAFFIC

Dwguta: Aasrnetive
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; Your audio, Your video.
Directly to your audience.

History would be a lot shorter if our forefathers could

have skipped the middle acts and gotten straight to
the point. At Activate, that’s exactly what we help you
and your business do. We put your audio and video
on the Internet, so you can get your message directly
to-whomever you want. Radio programming, IPO road-
shows, earnings reports, even an occasional battle
signal. For more information, call us at 1-877-577-9261.

" Or look us up on the Web at Activate.com.

- (»)activate

& cmgi company
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Fear Of Birds
And The ’Net -

On the eve of the NAB convention. now in full
swing in San Francisco. Frank Ahrens. the in-
sightful radio-beat writer for the Washington Post.
weighed in on one advantage he sees both the In-
ternel and digital audio radio satellites having
over traditional terrestrial
broadcasters. He wrote
that “a growing minority
of radio listeners are in-
creasingly weary of the
commercial-rich. repeti-
tive playlists offered up
on their car and home ra-
dios.”

At least he quotes the
common wisdom accu-
rately: The operative
word here is “minority.” Do people really think
commercial radio programmers are stupid? Com-
mercial radio is a logical game. As long as the
goal is to maximize ratings. radio programmers
will do whatever they have to do to get the num-
bers they need. If it means something “stupid™
like actually watching how people use their ra-
dios and then programming their stations to cap-
italize on that behavior, that’s what those stupid
programmers will do. If it mcans something stu-
pid like reading the Arbitron rules, noting that a
listener's entry of two minutes in any quarter-hour
means credit for that entire quarter-hour. and pro-
gramming their stations for sweeps at the quar-
ter hours, they're simply playing the hand they've
been dealt. The appropriate tightening of play-
lists to capture more listeners works.

And here’s the most powerful argument of all:
II" diversity is important, why doesn’t it work?
Noble experiments in programming diversity fail
on a large scale because of the rest of what de-
fines our lives: TV, print. film, school, work and
so on. Critical mass is achieved when someone
becomes well-known. Add cool-but-lesser-known
artists to a large mass of people, and you face the
danger that they will become mainstream super-
stars. Diverse programming. by definition, has no
room for gluttonous. air-hogging superstars. The
*Net hasn’t been an utopia. either: There isn't one
eclectic station that outranks the tried-and-true
hits. Satellite radio will be no difterent.

Remember that the programmers at Sirius
brought you tighter playlists. liner cards and
“two-fer Tuesdays™ and the programmers at XM
brought you “Jammin® Oldies.” The Superstars
and Superstars 11 1t you
think they are going to
throw out all the rules
because they have more
channels o work with,
think again. They know what wins. the yammer-
ing of pundits notwithstanding.

XM and Sirius are both prepared for some sta-
tions to be massively successtul and some to bare-
ly cke along — to be replaced by something more
popular. no doubt. over the life of the service. For
exactly the same reasons Internet broadcasting
won't kill radio. satellite radio has every chance
of success.

Questions? Comments? Send them to
david@netmusiccountdown.com, or post o the
Internet folder on the rronfine.com message
board.

David Lawrence

David Lawrence is heard on WGN/Chicago; is the
host of Onfine Today and Online Tonight, Syme..

dicated high-tech/pop culture radio talk shows i

from Dame-Gallagher; and is the host of the ‘Net
Music Countdown radio shows from United
Stations. A 25-year radio veteran, Lawrence was a
founder of the American Comedy Network, is the
voice of America Online, and is a leading expert on
Internet entertainment.

INTERNET

 NEWS & VIEWS

he April correction to the stock market, the summer drought of IPOs

and the slew of court cases against 'Net companies, especially
involving digital music sites, have prompted sales managers to cast a
wary eye on the dot-com advertiser. Questions that wouid never have
entered a sales manager's mind over bifling, credit and the longevity of
the site are now daily thoughts. Join me for the “Dateline 9/22/2001.com”
panel today (9/22) at 10am in Moscone Room 103 for a discussion of
what things just might look like for you next year at this time and what
kind of ad mix you might plan and budget for over the next 12 months.
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JOIN US AT THE NAB

our web partner for the ‘Net Music Countdown, when my call-waiting
beeped. | clicked over and found myself talking with embattied
Napster honcho Hank Barry. I've been on a crusade to get Barry to
talk to me on Online Tonight, and this past Wednesday he agreed to
do just that, live in the CNET studios. it was my birthday, and | kind
of expected a Napster T-shirt as a gift. Neither of us changed our
positions on Napster, but I've rarely had as much fun with someone
with whom | totally disagree. To his credit, he has a sense of humor;
he didn't even take the “beady-eyed weasel lawyer” comments too

In other news, | was on the phone with Pete Deemer at ZDNet, seriously.
— David Lawrsnce
CHR/Pop | Urban
TW ARTIST CO/Title | LW TW ARTIST COTitle
1 BRITNEY SPEARS Oops!...1 Did It Again/“Lucky” | 4 1 SISQQ Unleash The Dragorv/~Incomplete”
2 MADONNAMusic/“Music™ ! 1 2 NELLY Country Grammar/“Grammar™
3 3 000RS DOWN The Better Life/“Kryptonite™ | 2 3 TONIBRAXTON The Heat/*Man"
4  CREED Human Clay/“Higher” 9 4 JOE MyName Is Joe/"Lady"
§ MATCHBOX TWENTY Mad Season/“Bent” 3 5 EMINEM Marshall Mathers LP/*Way™
6 STING Brand New Day/Desert” 7 6 AVANT My Thoughts/“Separated”
7 N SYNC No Strings Attached/"Gonna™ 6 7 DONELL JONES Where | Wanna Be/“Wanna™
8 EVERCLEAR Songs From AnAmerican Movie Pt. 1/'Wondertul” 13 8 JILL SCOTT Who Is Jill Scott?/~Gettin'™™
9 DESTINY'S CHILD Writing's On The Wall/*Jumpin’™ 18 9 YOLANDA ADAMS Mountain High Valley Low/“Heart™
10 MACY GRAY On How Life Is/“Call” 5 10 JANET Nutty Professor Il Soundtrack/“Matter™
11 JANET Nutty Professor (I Soundtrack/“Matter” ~— 11 COMMON Like Water For Chocolate/“Light”
12  CHRISTINA AGUILERA Christina Aguilera/Over” 11 12 KELLY PRICE Mirror Mirror/“Lay”
13  VERTICAL HORIZON Everything You Want/“Everything” , 19 13 DESTINY'S CHILD Writing’s On The Wall/“Jumpin™
14 BON JOVI Crush/"Life” 16 14 LUCY PEARL Lucy Peari/~Dance”
15 EMINEM Marshall Mathers LP/Slim” 10 15 CARL THOMAS Emotional/“Summer”
16" NINE DAYS The Madding Crowad/“Absolutely” 8 16 JAGGED EDGE JE Heartbreak/*Married”
17 JOE My Name Is Joe/“Know™ 20 17 LIL'KIM Notorious K.1.M./“Matter”
18  JESSICA SIMPSON Sweet Kisses/“Love” 12 18 DE LA SOUL Art Official inteltigence.../“Oooh”
19 TONI BRAXTON The Heal/“Wasn't” — 19 NEXT Weicome I Nextacy/“Witey"
20 NELLY Country Grammar/“Grammar™ — 20 MYA Fear Of Fiying/“Ex”

cnmw_aquNg
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==
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ARTIST CO/Title

FAITH HILL Breathe/~Love”

JO DEE MESSINA Burn/"Way”

LEANN RIMES Jesus TV Soundtrack/“Need”
DIXIE CHICKS Fiy/“Without.” “July”
LONESTAR Lonely Grill/“Now™

BROOKS & OUNN Tight Rope/“Loved”
SHEOAISY The Whole Shebang/“Will"

ALAN JACKSON Under The Influence/*Love™
RASCAL FLATTS Rascal Flatts/“Daylight”

10 KEITH URBAN Keith Urban/“Everything”

11 TRAVIS TRITT Best Of Intentions/*Intentions”
12 MARTINA MCBRIDE Emotion/“There”

13  PHILVASSAR Phil Vassar/“Paradise”

14 GEORGE STRAIT Go On/Go”

15 COLLIN RAYE Tracks/“Loving®

16 LEE ANN WOMACK / Hope You Dance/“Hope”
17 JOE DIFFIE Night To Remember/“Somethin™
18  BILLY GILMAN One Voice/“Voice™

19 AARON TIPPIN Peopie Like Us/“Kiss™

20 STEVE HOLY Biue Moon/“Moon”

ARTIST COVTitle

STING Brand New Day/*Desert”

MATCHBOX TWENTY Mad Season/“Bent”

EVERCLEAR Songs From An American Movie Pt. 1/*Wonderful”
CREED Human Ciay/“Higher"

VERTICAL HORIZON Everything You Want/“Everything™
MACY GRAY On How Life Is/*Try”

3 DOORS DOWN Better Life/“Kryptonite™

SANTANA Supernatural/Smooth”

NINE DAYS The Madding Crowd/~Absolutely”

10 DIDO No Angel/“Here”

11 MADONNAMusic/“Music”

12 'N SYNC No Strings Attached/“Gonna™

13 MOBY Play/“Porcelain”

14 BON JOVI Crusty~Life”

15 DON HENLEY inside Job/“Home™

16  NO DOUBT Return Of Saturn/™Simple”

17 NINA GORDON Tonight And The Rest Of My Life/“Tonight”
18  SISTER HAZEL Fortress/Change”

19 FAITH RILL Breathe/"Breathe”

20 THIRD EYE BLIND Biue/“Never”
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NAG/Smooth Jazz

™w

ARTIST CD/Titte .

B.B. KING/ERIC CLAPTON Riding With The King/“Rain”
NORMAN BROWN Celebration/“Celebration,” “Paradise”
BONEY JAMES & RICK BRAUN Shake it Up/“Grazin™
BONEY JAMES Body Language/“Night”

GEORGE BENSON Absoiute Benson/Deeper”

OAVID BENOIT Professional Dreamer/“Miles”

PETER WHITE Perfect Moment/“San Diego™

KIRK WHALUM For You/“Goes™

KIM WATERS One Special Moment/“Secrets”

CHIELI MINUCCI Sweet On You/"Sunday”

EUGE GROOVE Euge Groove/“Vinyl™

WARREN HILL Life Thru Rose Colored Glasses/~Take”
TOM SCOTT Smokin® Section/*Smokin™

SAMANTHA SIVA /dentity/“Alone”

WALTER BEASLEY Won't You Let Me Love You/“Comin™
WALTER BEASLEY For Your Pleasure/“Nice”

RICHARD ELLIOTT Chilf Factor/“Moomba”

FOURPLAY Yes Please/“Robo”

GERALD VEASLEY Love Letters/“Valdez”

JEFF GOLUB Dangerous Curves/“Two”

Altemative

ARTIST COitle

RED HOT CHILI PEPPERS Californication/™Californication™
3 DDORS DOWN Better Life/“Loser”

PAPA ROACH /nfest/"Last”

CREED Human Clay/“Arms™

EVERCLEAR Songs From An Amenican Movie Pt. 1/ Wonderful”
SA-T1 Now You See Inside/“Right”

DEFTONES White Pony/“Change”

VERTICAL HORIZON Everything You Want/*God"

A PERFECT CIRCLE Mer De Homs/~Judith”

INCUBUS Make Yourself/Stellar™

EVE 6 Horrorscope/“Promise”

WHEATUS Wheatus/“Teenage”

MATCHBOX TWENTY Mad Season/~Bent”

STONE TEMPLE PILOTS No. 4/-Sour”

BT Movement In Still Life/~Never”

DISTURBED Sickness/~Stupify”

OPM Menace To Sobriety/*Halfpipe”

RAGE AGAINST THE MACHINE Battle Of Los Angeles/*Testify”
METYALLICA Mission: Impossible 2 Soundtrack/“Disappear”
DANDY WARHDLS Thirteen Tales From.../*Bohemian”

of artiets

s of CD sales. d

E-charts d

tabutated directly from the logfiles of reporting webstes Reporters include Amazon.com,
BarnesandNobie.com. CONOW.corm, CheckOut.com, ChoiceRadia-com, City Internet Radio, DiscJockey.com. The Everstream Network GoGaGa.com. KItSfmi.com. Launch.com. Lycos Radio.,
NetRadio.com. NYi veRadio com, Phoentx Radio Net.com. Radio Free Virgin, and Spinner.com. Data is weighted based on traffic reports by web traffic monitor MediaMetnx. Charts are ranked
with a 50/50 methodology of sales data and streaming/airplay data for the six reporting formats. © 2000 R&R Inc. © 2000 Ontine Today, Net Music Countdown,
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TIVE IS MONEY.

DON'T LET VALUABLE SPOTS ON YOUR
WEBCAST GO UNSOLD.

Make the most from your online inventory by delivering targeted advertising into your
live webcasts. With Hiwire, advertisers reach the precise audiences they want so you
get the high CPMs you deserve. Call affiliate relations at (213) 489-3900 or visit
www.hiwire.com for more info.

LOS ANGELES SAN FRANCISCO NEW YORK PARIS WWW.HIWIRE.COM
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Insert revenue into your stream
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Newsbreakers

RCA Ups Morrison
To Sr. Nat’l Dir./
Modern Rock Promo

RCA Records has upped Rick
Morrison to Sr. National Director/
= Modern  Rock
B! Promotion. Based
in Los Angeles,
he reports to VP/
Modern Rock-
Rock Promotion
Ron Poore.

“1eel very for-
tunate to have
Rick by my side
... I'd hate to be
working against
him,” Poore said.
“Rick will do almost anything to
get the add. including jumping into
the swimming pool at Skybar. He's
a valuable part of this team. and we
couldn’t do it without him.”

Morrison. who was previously
National Director/Modern Rock

Morrison

Promotion, joined RCA four ycars |

ago from Elektra Entertainment
Group, where he was the label’s
Detroit local promotion representa-
tive. Prior to that he was the local
promotion representative for Imago
Records in Detroit.

Hirsch Now
Regent/Albany
Station Mgr.

John Hirsch has been named
Station Manager for Regent Broad-
casting’s six stations in Albany.
NY: WGNA-AM & FM. WABT.
WQBJ. WQBK and WTMM. He
was most recently Director/Sales
for the cluster. which was acquired
by Regent in the Clear Channel
spinoffs.

Bob Ausfeld. who last week was
named Regional VP for Regent,
called Hirsch “one of the finest and
most dedicated broadcast profes-

President Phil Quartararo.

Warner Bros. President Sees A Ghost

Amanda Ghost recently completed a whirlwind promotional and per-
formance tour in the U.S. to support her debut Warner Bros. Records
CD, Ghost Stories. Set for release Sept. 12, it features the singles “Idol”
and “Filthy Mind.” Pictured at an L.A. club are Ghost and Warner Bros.

T

James To Program Blue Chip/Dayton

Randy James has been
named Director/Operations
& Programming for Blue
Chip’s four Dayton radio
stations: Sports-Classic
Rock combo WING-AM
& FM. CHR WGTZ and
Country WKSW. James re-
places Michael Luczak,
who recently accepted a
programming position with [
Infinity’s WZIM/Cleveland
(R&R 8/25).

James has served as Director/Pro-
gramming for Clcar Channel’s
“Mix™ and contemporary-formatted

James

stations and has pro-
grammed WRQX/Washing-
ton. WMXV/Cleveland.
KDMX/Dallas, KHMX/
Houston and WMMX (Mix
107.7) Dayton.

“We are extremely pleased
to be able to bring Randy
back to Dayton.” said Biue
Chip/Dayton VP/GM Don
Griffin. “He created *Mix
107.7 in 1991 and molded it
into a great success story for
American Radio Systems. We know
he will be a powerful programming
force for our group of stations.”

sionals | have had the pleasure of
working with in all of my years in
radio.”

Hirsch has worked in Albany ra-
dio sales since 1993. Before that he
was Director/National Sales for the

CBS O&O TV stations. “I'm very |

excited about my increased respon-
sibilities with our new owner, Re-
gent.” he said. “This is a great
group of stations serving a great
community.”

Clear Channel/Monterey Widens Mikhals’ OM Scope

Cear Channel has expanded Cory Mikhals' OM responsibiities at its
Monterey-Salinas cluster. Mikhals had been OM for Sports KTXX
and Country duo KTOM-AM & FM since last January, and he now adds
similar duties for CHR/Rhythmic KDON and Oldies KOCN.

Mikhals told R&R, “I'm thrilled to be able to expand my role with such a
great company and such a great group of stations”

Mikhals was KTOM-FM's morning personality when he was promoted
to the station’s PD in August 1999. He will continue to program KTOM-FM,
but he will be giving up his morning show.

' Survey
: Continued from Page 1

| years. Afternoon drive talent saw
| their salaries increase only 21%
since 1991. The story for air talent
is even more bleak when you fac-
tor in smaller markets. According to
the survey, pay for on-air talent in
markets below the top 30 increased
very modestly or stayed flat over
the last nine years.

The only position that saw a de-
cline in compensation since last
| year was morning drive producer,

which went down 8%. Some other
positions saw no decline but no in-
crease either, including national
| sales manager, programming assis-
tant. new business development/co-
[ op, promotion assistant and
webmaster.
Editor’s note: The R&R/Miller,
| Kaplan, Arase & Co. annual com-
pensation survey was conducted
over the spring and summer. Radio
station general managers were
| asked 1o report the salaries, bo-
nuses and incentives and any other
compensation paid out to their em-
| plovees in 1999 and reported on
their W2 forms.

The averages reported in this
| survey are median averages as op-
| posed to mean averages. Median
| averages are arrived ar by select-
| ing the one salarv that falls in the

middle of the range of reported
salaries. Mean averages, on the

i[ Salary Sampling

|Posn 91 9% %
| GM $118_ $171  $209
GSM $81  $120 $135
| PD $50 570 $79
LSM $70 $104 $120
AMDrive $78 $65 $66
PromoDir. $28 $36 $39

Figures in thousands. Average compen-

| sation for markets 1-175. Source: R&R/
Miller, Kaplan, Arase & Co. annual sal-
ary and compensation survey

other hand. are arrived at by total-
ing the salaries for a particular po-
sition and dividing thar figure by
the number of reported responses.
The R&R/Miller; Kaplan, Arase &
Co. survey uses median averages to
negate the effect of one or two ex-
treme salary figures.

On the charts on Pages 52-56
Miller. Kaplan did not report a fig-
ure if the sumple for a position fell
below reliable thresholds, thus
some compensation information
may be missing from certain posi-
tions or entire columns. Readers
are still reminded to approach
these statistics with caution be-
canse some of this information,
particularly for smaller formats,
approaches the threshold of statis-
tical reliability.

“THE STEVE ROSSI SHOW?”

The World’s First Musical-Comedy-Variety-Talk Show

4 with Famous
‘*:‘ Pe()ple!

Fun Talk % Yes, the Steve Rossi half of the Allen & Rossi comedy team

* Yes, the Steve Rossi who appeared on
The Ed Sullivan Show with the Beatles

* Yes, the Steve Rossi who sang “More” as the theme song
for the forgettable movie “Mondo Cane”

Every Sunday Night 9 - 11 pm (Eastern Time)
FREE SHOWS - ALL BARTER! » FREE ADS in your local paper (Call for details)

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

' 702-795-8255

TALK AMER'QA Always on the Internet: talkamerica.com *Al times Eastern  NEWS NETWORK

WorldUleb
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Make Your Morning Show Turn Your

With Strategic NetlLinx, 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 likke never before,
call 312-726=8300 or visit us at wwwe.strategicmediaresearch.com.

www.americanradiohistorv.com

Listeners On.
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Ne wsbreakers

The RIAA surprised Kenny Rogers onstage during a performance in Vienna, VA by awarding him a plaque
commemorating the piatinum certification of his album She Rides Wild Horses. This is Rogers’ 19th platinum
album. Pictured (I-r) are Dreamcatcher Records VP/Promotion Gator Michaels, RIAA Dir/Gold & Platinum
Awards Program John Henkel, Rogers, Wanda Rogers and Dreamcatcher President/CEQ Jim Mazza.

NABOB

Continued from Page 3

R&R asked Kennard about re-
ports published in New York that he
was about to resign. Kennard ac-
knowledged that the incoming

president has the privilege of

choosing a new chairman but said
he intended to finish his term as a
regular commissioner through next
summer.

Onc politico encouraged Urban
stations to reach out to black vot-
ers. “As a black radio station owner,
you have an obligation to encour-
age young blacks to vote,” Billy D.
Williams told NABOB members
during a Wednesday-moming ses-
sion titled “Can Radio Really Influ-
ence the 2000 Election””

Williams, a city councilman in
Florence, SC, added that if stations
are “‘going to push hip-hop and rap,
then they ought to push political in-
volvement too.” Williams is African
American, and represents a district

that is about 70% white. He told
R&R that he won his first election
by only onc vote. Since then he has
appeared regularly on Cumulus-
owned Urban WYNN-AM and
News/Talk WIMX-AM. “When is-
sues come up. | go on the air.” he
said.

University of Maryland African-
Amecrican Studies Professor Ron
Walters stressed the importance of
black-owned stations maintaining
credibility and pursuing community
involveinent in order to capture ad
dollars from the federal campaign

to get out the vote. “They will not |

give [the ad contracts] just because
you are black. They will give them
to you because you can state your
case. You must convince advertis-
ers that the station can reach the tar-
geted audience. It’s a case of ‘Big
T' — trust, the reason that black
media works.”

Rev. Jesse Jackson closed out the
conference with regrets about what
he called radio’s “music and enter-
tainment syndrome. It keeps people

less informed. There must be some
balance of information, inspiration
and direction.” Jackson told R&R
that he believes current group own-
ers “are driven by greed. We need a
democratization of the airwaves. Too
few people own too much media,
leaving too many people out.”
Jackson wants Congress to create
incentives “'to get more media back
to more people”™ and urged NABOB
members to use theg power as
broadcasters to inform and drive
communities. ““You are our primary
access to the world. You are our win-
dow. We must be the motivators. We
must turn our community on.”
_

Baranski

Continued from Page 3

Between 1997-99 she was Sales
& Marketing Manager for KCME/
Colorado Springs. Before that she
was Director/Incentive Marketing
for World Class Incentives in Bos-
ton. Baranski began her career as an
AE with KSMG/San Antonio.

Arbitron Skips Ahead
To July Web Numbers

twally be released.

Arbitron has released its webcast ratings for the month of July.
The last webcast ratings reflected the month of February, but
' Arbitron said it has so improved its systems that it was able to skip
four months. The numbers from the intervening months will even-

And the results: Virgin Radio again came in first with an Aggre-
gate Tuning Hours figure of 236,100. Here are the top 25, followed

by their ATH for the month of July:
Rank Chansel - vAL A |
1 Virgin Radio www,virginradio.couk 236,100
2 NetRadio — '80s Hits www.netradio.com 201,000?
3 KNAC.com Pure Rock  wwwknaccom  148600|
| 4 NetRadio — Hits www.netradio.com 146,9001
| 5 NetRadio — Vintage Rock _www.netradio.com 143,300
| 6 NetRadio — The X www.netradiocom 133,600
E 7 NetRadio — Smooth Jazz  www.netradio.com 131,000
| 8 WABC-AM www.wabcradio.com 119,500
| 9 CENY-FM www.edgel02com 115,000
110 KPIG-FM www.kpig.com 111,700
1 KLTY-EM wiwwkity.com 105,200
12 NetRadio — Lite Hits www.netradio.com 102,400 |
[ 13 NetRadio — Quiet Classics www.netradio.com 100.7007‘
14 KPLU-FM www.kplu.com 94,600
| 15 WPLJ-FM www.wplj.com 92,100 |
16 KORS-FM www.92kqrs.com 91300 |
17 WJZW-FM www.smoothjazz1059.com 86,600 |
18 NetRadio — New Age www.netradio.com 84,900
19 Groove Radio www.grooveradio.com 83,500
20 WGMS-FM www.wgms.com 83,000
121 KPLZ-FM www.kplz.com 79,400
22 NetRadio — Route 1 Country www.netradio.com 76,900
23 NetRadio — 60s Country  www.netradio.com 74.600
24 NetRadio — Groovin 70s  www.nelradio.com 72500 | |
|25 NetRadio — Cafe Jaz _ www.nstradio.com 71,500 | -

v hl\.\»

,&

Wanted: Experienced Sales Pro

R&R has a once-in-a-lifetime (well, a once in 20 years) opportunity.

Barry O’Brien, our 20-year veteran, has decided to explore other opportunities ...

leaving one at R&R for you. We need an industry pro who knows the industry.
Knows vendors. Knows radio. And knows how to sell.

An Eastern or Midwest base is preferred.

Want to represent the most powerful brand in radio trades?
Contact Henry Mowry Sales Manager, at (310)788-1626 or hmowry@rronhne,com

Fax your resume to (310)2Q3-8450 All in qum will remain stnctly;onﬁdentlal
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a service mark of SiteShell Corp. A

© 2000 SiteShelt Co
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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 -

asit gets? For defaoils, visit www.siteshell.com or call us at 203-929-9101. SItegh@]B‘com

Home of the BlueDot WebSite NetWork

www.americanradiohistorv.com
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Newsbreakers
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and VP/Sales Dean Tabaac.

RED Celebrates Prosperity At Convention

The RED Distribution Convention 2000 featured presentations and
showcases from the diverse roster of labels that fueled RED’s most
prosperous year to date. Pictured (I-r) are Antra CEO Joe Marone, Ar-
temis President Daniel Glass, RED President Ken Antonelli, Artemis
Exec. VP Michael Krumper, JRB Sales President Jeff Brody and RED’s
VP/Field Sales Lou Tatulli, Sr. VP/Product Development Alan Becker

Metro/Shadow

Continued from Page 3

AE at WIP-AM/Philadelphia and
rose to GM and GSM positions at
WMMR/Philly and at Infinity’s
KXYZ-AM/Houston and WYSP/
Philly.

Candullo and Epstein previously
served as Regional VPs, with
Candullo responsible for the North-
cast and Mid-Adantic regions and
Epstein overseeing the Northwest.
Before joining Metro in 1996 as

VP/GM, Candullo worked as Presi-
dent/GM of WYNY/New York and
WKQI/Detroit. Epstein has been
with Metro for 10 years and was
VP/GM of KJAZ/San Francisco
before that.

“These two outstanding manag-
ers have made critical and impor-
tant contributions to the company
during their combined 15-year ten-
ure,” Bortnick commented. “The
company is extremely pleased to
promote them to these new levels
of responsibility.”

de Castro

Continued from Page 1

with IMG, SFX, ¢Bay, leading na-
tional charities, universities and
sports teams and a management
team that has strengths in many
fields is truly exciting. I look for-
ward to building Ultimate Inc. into
the leading marketplace for diverse
and exclusive content appealing to
a wide variety of corporate custom-
ers and consumers.”

As de Castro noted, IMG and
SFX are partners and sharcholders
in UltimateBid, which is Ultimate’s

online arm that auctions sporting
and concert tickets through cBay.
UltimateBid also offers such high-
end “experiences” as a round of
golf with Tiger Woods or the oppor-
tunity to join Christina Aguilera
onstage.

De Castro was a top executive at
AMFM and its ancestral compa-
nies (Chancellor Media, Evergreen
Media) until earlier this year, after
the company announced its merger
with Clear Channel Communica-
tions. He was also Chairman/CEO
of AMFMi, the company’s Intemnet
subsidiary.

Continued from Page 1

by civil rights groups, including the

Congress for Racial Equality, the
Nation of Islam, the Brotherhood
Crusade. the National Political
Congress of Black Women and
Rainbow/PUSH. The civil rights
groups have called for a national
boycott of Disney and license ac-
tion by the FCC.

Lawsuits against KLOS and
Disney continue to wind through
the crowded Los Angeles court sys-
tem since three African-American
women employed in KLOS’ sales
and administration offices filed suit
over the promotion.

Although Disney recently
reached a $2 million settlement
with former KLOS employee Judy
Goodwin (R&R 8/25), both sides
tell R&R that the agreement has
yet to be signed by cither party.
Goodwin’s attorney, James De-
Bose, told R&R that Goodwin was
excluded from department head

staff meetings for nine months
while the promotion was being
planned. According to court papers
filed by DeBose, when Goodwin
heard the giveaway for the first time
on the air, she went to station GM
Bi!ll Sommers, who denied know-
ing about the promotion.

Another of the plaintiffs is
former KLOS AE Leslie Childs,
who has since left the Los Angeles
market. “This has had a devastating
effect on her,” her attorney, Dwight
Bolden, told R&R. "It has changed
her entire life. Her life will never be
the same since her experience at
Disney. She hopes [Disney and
KLOS] will accept full and com-
plete responsibility for their con-
duct.”

An ABC spokeswoman in New
York told R&R on Tuesday (9/19)
that the company had no comment
on the matter.

Mark & Brian have less than one
year left on a short contract exten-
sion through August 2001. KLOS
bills more than $30 million annu-
ally.

Leipsner

Continued from Page 1

team. | sense great things in the fu-
ture of this department and am very
excited about Lee’s well-deserved
promotion.”

Leipsner noted, “I’'m very proud
to be part of such an incredible
team, which I believe is the most
dedicated in the business. To work
at a label with such diverse talent
and an unparallieled tradition of art-
istry is a pleasure and inspires me
every day. It has been a privilege to
grow in such a dynamic environ-
ment while working with such tal-
ented people. 1 am excited to have
the opportunity to contribute to the
history and success of the Colum-
bia Records Group.”

Leipsner began his carcer in the

music business in 1984, working as .

a retail clerk at Waxie Maxic in
Maryland. In 1985 he took an in-
ternship at Capito/EMI in Wash-
ington and two years later joined
CEMA Distribution’s Mid-Atlantic
branch.

In 1988 he became the Mid-At-
lantic Promotion Manager for Mer-
cury Records, then joined Colum-
bia Records in 1993 as Local Pro-
motion Manager in Washington. In
April 1994 he became Associate
Director/Top 40 Promotion, and
one year later he was upped to Di-
rector/Top 40 Promotion. In April
1996 Leipsner rose to Sr. Director/
Promotion and in February 1998
was named VP/Top 40 Promotion.
He was clevated to Sr. VP/Top 40
Promotion in April 1999.
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Newsbreakers

National Radio

© UNITED STATIONS RADIO NET-
WORK debuts “The Lou Dobbs/
NBC Financial Report,” a daily
short-form news feature. For more
information, contact Julie Harris at
908-769-4327.

© TALKAMERICA agrees to syndi-
cate Roger Media's open-line talk
show Rhona at Night. For more in-
formation, contact Paul Durante at
604-877-6313.

Records

e ANDY OLY- |
PHANT joins Gi-
ant Récords as an
A&R executive. He
was most recently
an A&R exec at
Almo Sounds.

o LEE STIMMEL is upped to VP/
Marketing & Development for Atlan-
tic Records. He rises from VP/Mar-
keting.

Industry

© JAMES MILLER is now President/
COO of Valley Media. He was previ-
ously the company's CFO.

Produgts & Services.

© MANHATTAN PRODUCTION MU-
SIC introduces Sound-Alike Database,
a service that allows users to locate mu-
sic from the company's BRg, MPM and
Apple Trax libraries in the style of any
artist. For more information, contact Ron
Goidberg at 800-227-1954.

Changes

AC: Denis Prior joins KSRZ/
Omaha for momings ... KOST/Los
Angeles adds Julio Flores for
weekends.

CHR: WLLD/Tampa midday host
Scantman adds APD duties ...
WQEN/Birmingham APD Scott
Bohannon exits ... WHOT/
Youngstown night host Jay Klein
is appointed APD and segues to af-
temoons ... Tommy Chuck joins
WVSR/Charleston, WV as APD/
MD ... Dallas Scott joins KNIK/
Anchorage, AK as MD ... WMIK/
Atlanta flips calls to WDLA (Wild
96.7) ... WOST (Star 100)/Ft.

Myers changes its moniker to
“100.1 KISS FM.”

Country: WQMX/Akron ups part-
timer John Boy to full-time over-
nights.

News/Talk: KTRS/St. Louis adds
Darrell Ankarlo for mornings.
Larry Cotler for weeknights and
George Noory for overnights and
debuts a nightly sports/talk show
hosted by Howard Balzar. John
Hadley and Scott Warman. with
St. Louis Blues play-by-play com-
mentators Chris Kerber and Kelly
Chase joining them on Fridays ...
WCBS/New York adds “The Kim
Komando Computer Minute™ ...
Chris Morales joins KABC/Los

Angeles as Production Coordinator/
Board Op.

Records: Holly Hutchison is pro-
moted to Dir/A&R and Research for
Capitol Records ... Bob Garbarini is
named VP/Sales & Team Liaison for
BMG Distribution ... Caryn Conklin
is promoted to VP/Int'l MIS, and Ken
Citren is made VP/U.S. Information
Systems. for Sony Music Entertain-
ment ... Gizelle Galang is named Dir/
Business & Legal Affairs for Island
Def Jam Music Group ... Adrian
Harewood is now Sr. Dir./Ops for
Rhino Entertainment.

Industry: Steve Clark is named
Mgr/Advertising Services for Music-
Match.com.

1plus1 Shines At Elektra Gathering

Newly signed Elektra recording artists 1plus1 recently showcased their vocal talent at New York's Club Shine, where
Elektra brass heid a congratulatory pre-show gathering for the band. 1plus 1's self-titled album will be released Nov.
14. Pictured (I-r} are Elektra Exec. VP/GM Greg Thompson and VP/Promotion Bill Plordresher; 1pius1’s spider, man-
ager Mike Rich, Juliet, e and markie; and Elektra Sr. VP/Promotions Dennis Reese and VP/Sales Jay Perloff.

NATIONAL
RADIO
FORMATS

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

Rock
ALICE COOPER Gimme
ORAGY Fiction (Dreams In Digital)

Alternstive

EVERLAST Black Jesus
U2 Beautiful Day
WALLFLOWERS Sleepwalker

CHR/Met AC

DIDO Here With Me
DREAM He Loves U Not
SAVAGE GARDEN Affirmation

Mainstream AC
SAVAGE GARDEN Affirmation
WALLFLOWERS Siecpwalker

Lite AC
JOE COCKER She Believes In Me

SRIAN BROMBERG Relentiess
RONKY JORDAN {ROY AYERS Mystic Voyage

L

ABSOULUTE Is It Really Like That
SEENIE MAN Girts Dem Sugar

JA RULE (/C. MILIAN Between Me And You
MARY MARY /8.8 JAY | Sings

3LW No More (Baby I'ma Do Right)
I ST T IS R —d

JONES BROADCAST PROGRAMMING
Keon Meulirie « (800) 426-9082

Alternative

Teresa Cook

CREED Are You Ready

GOOD CHARLOTTE Little Things
LIMP BIZKIT Rolin’

Hot AC

Josh Hosler
No Adds

CHR
Josh Hosler

RICKY MARTIN She Bangs
WALLFLOWERS Sieepwalker

Rhythmic CHR

Josh Hosler

JA RULE 1/C. MNLLAN Between Me And You
RICKY MARTIN She Bangs

SAMANTHA MUMBA Gotta Tell You

3LW No More (Baby I'ma Do Right)

Soft AC

Mike Bettelli
FAITH HILL The Way You Love Me

Mainstream AC

Mike Bettelli
FAITH HILL The Way You Love Me:

Delilah

Mike Bettelll
| No Adds

JONES RADIO NETWORK
Jon Hollday * (303) 784-8700

Adult Hit Radie

&J Mckay

DESELAH MORGAN Dance With Me
Reck Classics

Rich Bryaa

No Adds

Soft Hits

Rick Brady

I8 BRICIMAN The Love | Found In You

RADID ONE NETWORKS

Tony Maure * (970) 949-3339
Choice AC

Yvoase Day

U2 Beautitul Day

New Rock

. Steve Loigh
GREEN DAY Minority

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

| Adult Rock & Rt

Jottf Gonzer
No Adds

Soft AC

Andy Fuller

MARC ANTHONY My Baby You

JIM BRICKMAN The Love | Found In You
FAITH HILL The Way You Love Me

Bright AC

Jim Hays

CREED With Arms Wide Open
FAITH HILL The Way You Love Me



www.americanradiohistory.com

165.1 ,.

Northern Arizg a's Bl &

Wos
v 0@”] 1?0(# /

9!;
\ /

J

o ; 1 = = E &
: ¢ = h ! P =, % "

When you're driving down the road at 60mph, who knows how your sticker is made! W‘herw,"ou need
promotional products for your station and don't want to hear all the hype, call Images INK! We use the
same U.V. inks & materials as our competitors, but with the great service and great price that you want!

No hype, just fact! After all, it's not just a sticker!

Bumperstickers * Window Decals ¢ Static Clings * Promotional Products ¢ Logo Design
325 S. Quincy * Tulsa OK 74120 « (888)768-4259 ¢ www.images-ink.com ¢ inksales@images-ink.com
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® September 22 2000 By Marxer Size

1-15 16-30 “ 8150 51-75 76-100 101175 All “%Chy. '96-'9

General Manager $347,240 $223,799 $290,000 $135000 |  $195,000 $103,500 $299,429 S B%
Genoral Sales Manager _ 201,570 158,901 126,814 88,750 122,864 80,500 135,207 12%
~ Program Dirsctor 152,885 95,000 95,000 51,750 49,573 45,000 79,200 -~ 13%
Promotion Director 57,907 37,750 38,000 30,000 | 34,833 22,000 39,025 8%
tews Director 56,029 50,000 38,500 25,600 36,149 33,335 42,884 12%
Research Director 55,232 37,000 = T = = - 38,000 6%
Production Directer 53,739 “,225 X 30,000 29,500 26,930 40,416 1%
Music Director/Asst. PD 62,000 40,371 37,000 24,792 - 36,000 45,000 8%
Programming Asst. 30,000 28,180 27,911 27,000 - - 28,617 0%
Moming Drive Producer 35,372 28,534 25,000 20,000 23,079 18,192 25,953 -8%
Moming Drive Talent 131,398 80,967 72,000 47,489 36,000 36,000 66,000 2%
Midday Talent 74,280 42,677 36,984 217,000 29,600 26,630 38,000 9%
Afternoon Drive Talent 85,722 54,643 40,900 30,000 29,038 33,000 44,846 8%
Evening Taient 56,500 35,000 28,700 21,000 25,000 20,000 30,316 8%
Late-Night Talent 38,400 25,19% 20,000 16,000 18,850 - 24,581 7%
News Reporter 65,769 33,500 35,000 25,000 - 24,000 32,000 12%
Sports Director/Announces 72,881 42,900 37,000 34,675 — = 41,000 17%
Local Sales Manager 169,400 121,388 97,500 78,000 120,081 55,293 120,100 15%
National Sales Manager 156,110 106,955 112,500 76,718 90,000 — 120,872 9%
New Bus./Retall/Co-Op 120,000 72,202 79,750 40,000 — st 84,500 0%
AE — Highest 178,418 124,015 98,354 66,171 103,204 £9,655 107,650 20%
AE — 2nd Highest 146,083 103,000 2,09 55,000 85,000 52,007 | 9,000 2%
AE — Avg./Others 83,998 62,438 50,000 35,000 39,000 33,520 54,000 21%
Promotion Assistant 30,000 | 24,000 24,300 19,200 2,273 16,560 24,000 0%
PR Tratfic Director 45,500 32,892 31,300 27,000 30,000 24,000 32,320 3%
SN Continuity Director 35,000 27,3% 21,52 27,350 — 25,166 28,97 3%
L3l Chief Engineer 83,350 65,000 52,000 50,000 54,000 35,000 60,000 %
JAN  Asst. Engineor 50,839 42,135 38,500 4000 | 38550 — 40,000 5%
3 IT Network Administrator 45,726 54,785 42,500 27,800 - — 42,082 5%
gl Wobmaster 32,750 37,500 22,000 — — — 32,000 0%
MO Business Manager/Controller 70,915 56,500 51,362 47,0M 35,000 38,000 54,614 14%
(3l Asst. Business Manager 38,500 13,500 30,900 28,000 — ALt 32,000 0%
Gl Executive Assistant 37,250 33,528 32,800 26,000 30,750 — 32,900 0%
LI Sales Assistant 28,351 25,406 "~ 23,00 22,000 2,992 20,466 25,000 1%
Receptionist 22,700 21,900 19,200 17,600 21,400 15,700 20,000 0%

Data gathered for RER by Milier, Kapian, Arullcc.

Compensation figures are for calendar year 1999 and include salary plus bonuses and incentives. Many responses include personnel with multiple duties, and many positions cover more than one
commonly owned station. Please note that salarics for some positions in certain formats approach statistically reliable thresholds. Please exercise caution when interpreting this information.

IS MORNING
COMPETITION STEVEK,E‘ DC BSTEVE & DC

HOWARD STERN
BOB & TOM
JOHN BOY & BILLY

TOM JOYNER FOR SYNDICATION
TO VIEW THE INFORMATION CALL:
EVIDENCE, RICK WILHELM
Vi BOOTH =40 314-613-7835

EXHIB
TION

VISIT US AT THE NAB
- BOOTH #406
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Coach Bill McCartney
A daily 1-minute radio commentary available on a market exclusive 1999 Colorado Sports
basis. Call 719.536.9000. On-air date 01.01.01. Hall of Fame Inductee

www.americanradiohistorv.com
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September 22, 2000 By Formar AnD MARKET SiZE
A Altersative CR Ceamtry
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
Gonoral Manager $308,008 $163,000 $121,423 - $339,208 - $167,008 $241,224 $132,500
Genoral Sales Masager * 194,950 125,000 179,751 $90,000 190,000 104,000 150,000 | 100,000
Program Dirscter 120,587 58,300 9,500 a0 | 14000 78,278 5000 | 75000
Promotion Director 59,000 35,562 36,000 30,500 58,000 29,101 37,500 | 36,000 |
Ll Nows Birecter 55,383 29,200 38,000 - |1 - - 58,029 29,198
3l Ressarch Director 32,524 - 37,000 - - - - -
Al Production Dirscter 48,709 26,000 a0 32,000 50,000 38,000 39,518 31,500
Wl Music Directer/Asst. PO 41,500 21,3% 53954 | 00— 50,000 32,000 47,929 . —
(R Programmiog Aset. : 3,970 28,100 28,080 - n - 23,000 32,968
S Morming Drive Produces 42,610 23,406 20,979 - 31,750 24,000 2,611 21,500
Morniag Drive Talent 100,000 56,250 9,138 39,415 125,215 67,383 90,000 0,000 |
Midday Taleat 48,116 30,100 50,000 26,000 58,800 30,000 Q2,877 31,600
Aftorncen Drive Talewt 590,983 20,800 7538 | .2 2,00 2,00 61,000 38,250
Evening Talent 38,834 21,408 38,507 22,000 45,608 23,597 35,799 21,800
Late-Might Taiset 20,157 18,000 27,50 - 75,455 16,000 29,995 22,000
News Reporter = = = = — - - 26,818
Sperts Directer/Announcer - = e - - - 33,35
Leca) Sakes (nmager 156,318 70,500 131,19 82,400 183,778 71,000 145,804 91,608
National Sales Masagor 138,020 83,800 133,322 - 167,079 100,833 99,760 75,895
Now Bus.MetailCo-Op 98,587 82,000 R e L . 88,148 = |. e | 31
AE — Highest 156,682 101,006 132,885 70,000 149,148 78,000 128,296 73,965
52 — 2vd Highost ' 138,402 9,759 108,815 62,500 120,000 58,171 108,672 6,000
AE — Avg./Others 79,060 51,313 88,782 35,000 73,738 38,200 74,850 43,450
- Promsties Asslstast 24,47 2,00 24,908 nss | »am - 23,000 28,000
Bl Tratfic Director 34,000 29,200 33,792 39,303 40,000 31,500 34,500 26,500
'Sl Costiauity Director y 33,500 28008 | 2s0m 30,008 ®e z7m | 215 -
/BN Chief Enginoer 65,815 52,000 6,500 35,000 76,859 52,000 59,702 41,370
s X s, n482 asn - | @ | — ] = um
PO Business Manager/Controlier 66,710 45,000 59,843 34,460 65,000 54,619 54,807 44,250
I Asst. Businses Manager 38,500 31,750 40,508 - 32,00 E XN 30,945 n112
gl  Executive Assistast 35,984 29,250 - - 40,750 25,000 33,528 26,418
il Soles Aseistaat 2,50 nw |  mew 2. 2., 2m 2,50 2,0
Rocaptionist 2,219 18,250 2,198 - . 22,000 17,450 22,000 18,350
Sata gathered for RER by Miier, Kapisn, Arsee & Ce. i

THE PREMIER EMPLOYMENT RESOURCE FOR MEDIA INDUSTRY PROFESSIONALS. |

MediaJobz.Com

Radio = Television = Print

It’z quick...it’z simple...it’z friendly...it'z free!
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Give your website a dose 0f S*COIMITIBIGES

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.

WwWwWw.americanradiohistorv.com
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2000 Radio Industry Salary Survey

SeptenrberZ& 2000 By Fomur Aun MARxEr SIZE
News/Talk Oidies Rock Spanish-Language Urban
Position 1-30 31-100 1-30 , 31-100 1-30 31-100 1-30 31-100 1-30 31100
Gowersl Mamager | $289,408 | — | s200,657 | 138,500 | 275,885 | $174,800 | $300,000 | — | s202,216 | s$188,375
General Sales Masager 172,040 | $99,000 157,705 84,400 | 184,225 | 95500 | 250,000 — | 14s,m3 -
Prograsa Direstes 162,050 | 40,000 20,000 57,008 [ 138,170 67,938 85,000 - 72,000 | 48,878
Promotion Director 60,000 - 37,388 | 38,000 Q2,0 33,000 47,500 | - 45268 33,500
‘ T | |
(3 Mows Dirsctor 78,487 - 34,008 31,500 — — — - 29,000 -
ol Research Director - - — | 4000 - — — - - -
Al Production Directer 63,000 - 50,000 x 35,000 45,000 20,300 37,500 - 49,500 40,000
] Mesic Director/Asst. PO — | 41,500 —~ | 52,250 — £0,000 - 61,000 - -
[ Programming Asat. 39,960 - 40,000 j - 32470 - 24,000 - 25,000 —
3 Momiag Drive Producer 35372 | 17,700 31,809 | 20,000 25,626 21,800 - - 23,000 -
|
Moring Drive Talent 120,500 | 79,267 73576 | 45,501 162,785 | 119,000 85,087 - 60,000 | 40,800
Midday Tatent 103,761 | 63,500 4,116 | 33,000 62,623 28,000 45,549 - “302 | 25000
Afternoon Drive Talent 99,495 | - 43,006 40,000 51,383 30,778 53,500 | - 45,000 | 31,800
Evening Talent 84,919 - 35,498 20,500 33,950 23,000 30,000 | — 50,000 | 22,000
Late-Night Talent 71,00 — 33,012 | 29,305 18,000 30,000 — 31,000 16000 | —
News Reporter 49,301 20,000 - - - | - = - - | -
Sports Director/Announcer | 74,820 | 37,000 - | - - | - - | - - | =
Local Sales Marager 146,737 | - 106,767 | 78,064 | 128,834 | 115,000 | 183,750 | — | 101,976 | 90,000
National Sales Manager 145,668 - 160,000 — | 123087 | 75000 | 125652 — | 153,340 -
New Bus.MRetail/Co-Op 135,000 | - - — | 10300 | 51,200 - | - 52444 | —
AE — Highest 172,949 76,600 95,711 | 67,000 | 191,154 88,150 | 195,869 — | 120000 | 80,000
AE — 2nd Highest 153,589 66,900 88,792 60,000 125,000 | 60,000 170,000 . 75888 | 54,300
AE — Avg./Others 78,25 38,000 72,49 | 38,000 87,500 41,90 71,339 | - 45,000 = 28,000
B Promotion Assistast 26,000 22,175 26,088 20,500 u | new | 2mew | - 2,716 | 18,800
e Traffic Director 46,00 28,814 40,000 25,900 32,500 34,613 47,000 - 20,990 | 28,000
E3  Continuity Director 0470 | — 68 | — 33,000 30,000 = | 20 = =
M Chief Engineer 101,226 - 65,000 - 90,000 51,200 82,500 — 70,500 55,000
Wl Asst. Enginonr w3 00— | s 0O — | wm | nm| wm - - -
SN Business Manager/Controler | 79,914 | - 60,000 42,000 7,677 52,000 72,140 - 52,500 | 47,750
Ll Asst. Business Manager 3850 | 00— 37,066 = n42 28,000 33,106 - 31,50 | 32,181
gl Exccetive Assistant @ | — 34,750 | — 35,287 | - 35,000 | - 77,280 | 23,567
N Sales Assistaat 26,000 | 28,800 28,777 | 24,00 25,968 24,000 30,000 - 247 | 20200
Receptionist 2,250 | - 19,950 -~ 22,680 17,800 19,000 | - 21,500 | 18,200

Dats gativered for RS by Miiier, Kapian, Arsse & Co.

SHOW 2
Pl Laura'

A 25-54 Clark 10-0 wss Laura 5.2 westar
A 35-54 Clark 1 1 -6 wss Laura 5.2 westar

Only winners clear M-F on stations like

KFt, KSFO, WRKO, KXL, KFMB, WTMJ, WBT, KSL, KNWX, WDBO.

Proven tatk

“GOX

All ARB AQH Sp00
AQH share 3-6p/N-1p

BOORIZ

Boortz Beats Rush!

A 25-54 Boortz 8-0 wsse Rush 6.1 westar
A 35-54 Boortz 10.4 . Rush 5.9 vosiar

(]

ternatonsl
Networks “Ql'St o
_SepTWE -

Paul Douglas, Cox Radio Syndication 404-962-2078 / Amy Bolton, Jones Radio Network 202-546-7940
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MONDAY. OCTOBER 2

Name Your Car Day

1937Monald Reagan makes his acting
debut, at age 26, in the Warner
Bros. movie Love Is in the Air.

1950/The comic strip Peanuts debuts.
Charles Schulz’s wildly success-
ful comic runs for 50 years.

1959/ The Twilight Zonebows on CBS-
TV. The program, hosted by Rod
Serling, features surreal plots,
often with moral lessons.

Seriing: You have now cross-
ed over.

Born: Rex Reed 1938, Donna Karan

1965/Tho wno make thelr Amencan
TV debut, on Shindig.

1967/The Grateful Dead — ail six of
them — are arrested for posses-
sion of marijuana in San Fran-
cisco.

1977/The bodies of Elvis Presley and
his mother, Gladys, are reinterred
at Graceland.

Born: Don Mclean 1945, Mike
Rutheriord (ex-Genesis, Mike +
The Mechanics) 1950, Sting
1951, Tittany 1971

TUESDAY, OCTOBER 3

Child Health Day

1961/ The Dick Van Dyke Show debuts

on CBS-TV.

1966/Burt Lancaster and Kirk Bouglas
join for their first comedic col-
laboration, in the movie Tough
Guys.

1990/East and West Germany are for-
mally reunified, 41 years after the
founding of the East German
state,

Born: Gore Vidal 1925, Neve Camp-
hall 1973

g J"‘-; i
1965/H|nmd Mann and his band be-
come the first American rock
band to play in the Soviet Union.
1990/A Florida store owner is found
guilty of distributing obscene

DATEBOOK

Reasoner on the ABC Evening
News.

1989/Ban Rather is mugged by two
men in New York City who repeat-
edly ask him, “What's the fre-
quency, Kenneth?” R.E.M. fater
memorialize the event in song.

Rather: So what is the fre-
quency?

Born: Anne Rice 1941, Su-
san Sarandon 1946

1970/Janis Joplin, 27, dies of a
heroin overdose in Los Angeles.

1982/English New Wavers Squeeze
announce their breakup.

1992/8inead 0'Connor outrages a
Saturday Night Live audience
when she rips a picture of Pope
John Paul i on the show, say-
ing, “Fight the real enemy.”

THURSDAY, OCTOBER 5

Sea Serpent Day

1969/ Monty Python's Flying Circus
debuts on BBC. The satirical hit
program later comes to the U.S.
on PBS-TV and becomes a cult
favorite. Also ... A Cuban defec-
tor lands a MiG-17 at Home-
stead Air Force Base in Florida
without being detected by
American authorities.

1989/Televangelist Jim Bakker is
convicted of using his TV show

to defraud viewers.

Born:Karen Allen 1951, Kate Winslet
1975

ﬁk-u l_-l

193'9/m 'Who perform on The Ed
Sullivan Show.

1973/Cher’s “Half Breed” is No. 1 on
the CHR chart in the very first
issue of R&R.

1992F0ormer Temptation Eddie Kend-
rick dies of lung cancer at age
52.

| Released:Cream’s “White Room” and

material for selling 2 Live Crew’s I

Nasty as They Wanna Be.

1994/The Eagles are forced to post-
pone their Hell Freezes Dver re-
union tour when guitarist-singer
Glenn Frey undergoes surgery
for diverticulitis.

1996/A mitted David Lee Roth an-
nounces to the media that his re-
union with Van Halen had all been
a publicity stunt and the band had
never intended to keep him.

Born: Lindsey Buckingham (ex-
Fleetwood Mac) 1947, Stevie
Ray Vaughan 1954-1990,
Tommy Lee (Methods DOf May-
hem) 1962

] WEDNESDAY, OCTOBER 4

National Taco Day

1954/Leave it to Beaver premieres on
ABC-TV.

1976/Barbara Walters becomes the
first woman to anchor a network
evening newscast, joining Harry

Steppenwolf’s “Magic Carpet
Ride”™ 1968, Harry Chapin’s
“Cat’s in the Cradle™ 1975

Born: Steve Miller 1943, Bob Geldof
1954

FRIDAY, OCTOBER 6

National Noodle Day

1962/Robert Goutet steps out of the
role of Sir Lancelot in Camelot
after a two-year run on Broad-
way. Richard Burton plays King

Arthur, and Julie Andrews is
Lady Gueneviere in the piay. -

1991/Elizabeth Taylor marries for the
eighth time, this time to Larry
Fortensky, on Michaet Jack-
son’s California estate.

1992/Ross Perot appears in his first
paid advertisement as a presi-
‘dential candidate.

Born:-Britt Ekland 1942, Elisabeth
Shue 1963

1976/Rick Dees’ “Disco Duck” goes
gold.

1978/Mick Jagger apologizes for the
lyrics of “Some Girls,” which

many found to be racist. He re-
fuses, however, to change the
words.

198(0VEx-Sex Pistol John Lydon, ak.a.
Johnny Rotten, is arrested in
Dublin for assaulting a barman.
He's later acquitted.

1985/Legendary bandleader and ar-
ranger Nelson Riddle dies at
64.

Born: Thomas McClary (ex-Commo-
dores) 1949, Kevin Cronin
(REO Speedwagon) 1951

National Brussels Sprout Day

1956/A U.S. House subcommittee
begins investigations of alleg-
edly rigged TV quiz shows.

1969 The Motion Picture Association
of America adopts the G-
through-X rating system.

1982/The Andrew Lloyd Webber
musical Cats premieres on
Broadway.

Born: Oliver North 1943, Yo-Yo Ma
1955

1936/The ever-contmversual Ony
Oshourne is forced to cancel a
show at the Oil Palace in Tyler,
TX after arson and bomb
threats.

1994/Metallica drummer Lars Uirich
explains why the band is suing
label Elektra over a contract dis-
pute: so the label won't give
Metallica masters “to a soup
company or something.”

Ulrich: Some things never

199&/Elton John, Meat Loaf, Ween
and others play on the “Chef
Aid" episode of South Park.

SUNDAY OCTOBER 8

Natuonal Fluﬂemuner Day

1966/The U.S. Government makes
LSO illegal.

197(/Mexander Solzhenitsyn wins
the Nobel Prize for literature. His
books detail oppression in the
former Soviet Union.

1974/Evel Knievel attempts to jump
the Snake River Canyon in
idaho with a rocket-powered
motorcycle. One of his para-
chutes deploys on takeoff, and
he lands in the river,

Born: Stephanie Zimbalist 1956,
Matt Damon 1970

My

1980/Bob Marley collapses during a
New York show and is hospital-
ized.

1987/Chuck Berry receives a star on
the Hollywood Walk of Fame.

1990/George Strait picks up his sec-
ond consecutive CMA. Enter-
tainer of the Year Award.

1997/Gang Related, starring Tupac
Shakur in his last role, opens
nationaily.

Bomn: John Mallentamp 1951

= Michael Anderson
& Brida Connolly

‘'rinescene

 Britney: Bustin® l.oose'

lle hitches a ride on cover girl

Britney Spears’tour bus and
chats with the teen queen. Spears
tells the ‘zine she is not engaged
to 'N Sync's Justin Timberlake,
she doesn't lip sync during her
performances, and she considers
Madonna the artist she wouid
most like to emulate. Spears’ fa-
vorite TV show is the HBO series
Sex and the City.

Proving she’s not kidding when
she sings, “I'm not that innocent,”
Spears stole the show at the MTV
Video Music Awards with her
steamy performance, complete
with a striptease, of “Oops! ... 1 Did
It Again.” Other artists also bared
all — this is MTV, you know — and
US Weekly, People and the Na-
tional Enquirer include the fashion
show. What would Madonna have
worn if she had attended? She
telis People, “A G-string, a feather
boa and the diamond ring my boy-
friend, Guy Ritchie, gave me’

But Madonna didattend ... or did
she? So did Elton John, Will
Smith, Prince and Michael Jack-
son ... or did they? Nope. They
were just figurines, lent to MTV by
London's famed Madame Tussaud's
Wax Museum and stationed in the
Radio City Music Hall lobby to greet
attendees as they strolled in on the
red carpet. (New York)

“ Lat's Got Physical -

Olivia Newton-John updates
People and US Weekly about her
life since her earty '80s smash hit
“Physical.” The Australia-born
singer — who sang her new
single, “Dare to Dream,” with fei-
low Australian John Farnham
during the Summer Olympics’
opening ceremonies — tells the
‘zines she suffered a succession
of blows during the past decade,
but she's emerged optimistic and
happier than ever.

What's one way Sting gets
physical? Brazilian dancing! His
dance instructor, Leandro Car-
valho, telis the Star he recently
visited Sting's Malibu home to give
a dance lesson to Sting’s daugh-
ter Mickey and a few friends. The
friends turned out to be Tom
Hanks; Hanks’ wife, Rita Wiison;
and tennis legend John MCEnroe.
Carvalho led them all in a hip-
shaking conga line.

Here’s a shocker for fans of that
achy-breaky heartthrob Billy Ray
Cyrus: He can’t dance! So who
inspired Cyrus to come up with
that hip-swiveling line dance?
Muhammad Ali. (Star)

Does LL Cool J fancy himseit
the Muhammad Ali of the rap
world? He telis Vibe he’s “the
greatest” rapper.

Elton John tells the Giobe he
feels a iot better since being fitted
with a pacemaker. “1 feel like the
Energizer bunny — my heart just

A CLOTHES CALL — Jon Bon
Jovi split his leather pants right
down the middke during a rehearsal
in London, and he needed a new
pair immediately for his appearance
at the Sept. 14 all-star benefit for Al
Gore at New York's Radio City Mu-
sic Hall. Designer Tommy Hilfiger
came to Bon Jovi's rescue and
rushed him a new pair, with a rein-
forced butt — just in case. (US
Weekly)

There's only one problem: | can't
walk through airport security
gates. | have to be frisked instead.
A really good frisk!”

Early '80s teen queen and cur-
rent soccer mom Tiffany is about
to make a comeback. Her new al-
bum, The Color of Silence, will be
released Oct. 29. (People)

Paula Abdul hopes to make a
comeback, too, with a Las Vegas
stage show — a la Cher — in
which she’ll sing, dance and tell
jokes. She’s taking lessons to im-
prove her comic timing, and she’s
hiring the best writers and produc-
tion people to create a dazzling
show. { Stan

Cher may be starring in ABC-
TV's remake of Mame, in the role
made famous by Rosalind
Russell and Luclile Ball. (Star)

LeAnn Rimes has been diag-
nosed with Epstein-Barr Syndrome
— the same virus Cher fought for
years — after suffering from such
severe fatigue that she had to.can-
cel a nationwide tour. (Stan)

m! B

Tori Amos and her husband,
Mark Hawley, weicomed daughter
Natashya Lorien into the world
Sept. 5. (People, US Weekly)

Noel Gallagher is separating
from his wife, Meg Mathews.

o
b

‘(People, Entertainment Weekly)

Is Kate Hudson going to wed
Black Crowes frontman Chris
Robinson? The Starsays Hudson's
mother, Goldie Hawn, is dead-set
against the coupling because
Robinson is an admitted drug user.
However, US Weekly reports that
Hawn “loved that they were dating”

The marriage between Scary
Spice (a.k.a. Melanie Brown) and
Jimmy Guizar turned sour be-
cause she betrayed him by getting
breast-implant surgery against his
wishes. The surgery left her un-
able to breast-feed their daughter.

-(Globe)

— Deborah Overman

Each week R&R sneaks a peek through the nation's consumer mag-
azines in search of everything from the sublime 10 the ridicuious in

music news. R&R has not verified any of these reports.

s



www.americanradiohistory.com

J

r

THE BIGGEST EXPLOSION SINCE THE BIG BANG...

IT'S NEW IT'S DIFFERENT IT'S THE FUTURE FORMAT FOR RADIO

SYNDICATED LIVE COMEDY-TALK PROGRAMMING FOR YOUNG ADULTS

FOR AN EXPLOSION IN YOUR MARKET CONTACT d L d
DAVE BRANDOLINO 310.255.6500 X106 www.comeaywor .com
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. Broadband is fueling a communications
revolution...

Companies who have spent millions of dollars on business
to business and business to consumer communications

. how have a powerful, cost effective alternative to
traditional media.

DES is building the next generation media communications
infrastructure with solutions that are targeted, immersive
and delivered anywhere, anytime.

Come experience the Global Media Engine at DES.

The simple solution is always the right one.
www.desonline.com p. §818.508.8200
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72 million households 70 million hewssholds

Paul Marszalek
VPMusic Programming TOP TEN SHOWS 8 NFL Monday Showcase BOX OFFICE TOTALS
d — SEPT 11-17 9 Law And Order Sept. 15-17
ADDS 10 Big Brother (Wednesday)
BANEM The Way | Am 18 Total Audience Title § Weekend
ERYNAN BADU 8ag Lady Distributor (S To Date)
ELLY Country Grammar 16 £VAN AND JARON Crazy For This Gir (95.9 milllon househoids) Persons 12-17
mww :2 mvmtwnlmmcw- . p— 1 The Watcher $5.80
oken Home n Maicoim f i
R ek P e e 15| JLUSEOTT e new Bl i 2. Simpsons 28 l;lrnuversal (5157532
DHRISTIRA AGUILERA Come On Over Baty (All.) 15 &y , Opening Ceremonies <5 4o -G D aWB' 5 :;; 1
X USISQ0 What You Want 15 Summer Olympics I
9G¥ Fcton (Dreams inDigtal) 1w | INSIDE TRACKS (Sunday) 4 Summer Olympics 3 Bring it On $5.08
RDHOT CHILI PEPPERS Catforricaton % | ool 3 WhoWantsTo Be A (Sunday) Universal (550.93)
LLBOW WOW Bounce With Me 13 VERTICAL HORLZON You're A God Millionaire (Tuesday) § Summer Olympics 4 Nurse Belty $4.65
VRS Stelar 12 EVAN AND JARON Crazy For This Girt 4s Olympi (Saturday) USA ($13.55)
JADONNA Musc 12 6 The Hughleys
P s e 12 XL (Saturday) 7 708 5 Space Cowboys $2.51
JNET Doesn't Reaily Matter 1 5 WhoWantsToBe A That 2ai Show wB (582.20)
NGEAGAINST THE MACHINE Testty 1" 3DOORS DOWN Kryptonte Millionaire (Thursday) Spec L 6 The Cell $2.44
BEFTONES Change (1o The Hous O Fies) TR 7 e 6 NFL Monday Night 8 Summer O'W"P“bs New Line (554.98)
RIELHemortage (In My Hands) 1 o o Football (New England Opening Ceremon 7 What Lies Beneath $2.40
11 Now 11 [ MADONNAMsc At New York Jets) 9 Family Guy Special DreamWorks  ($145.57)
MODEGREES Grve Me Just One Nignt (Lina Noche) NEW 7 Who Wants To Be A (tie) Girlfriends 8 Almost Famous $2.31
msmm Millionaire (Sunday) Source: Nieisen Media Research DreamWorks® ($2.37)
B % mnTsﬁmw " . 9 Scary Movie $2.03
BT KRAVTTZ Again MATCHBOX TWENTY o Gore COMING NEXT WEEK Miramax ($151.77)
TRINA P Over utul Day 10 Duets $2.00
CREED Wit Arms Wide Open VRLLEVINCES e Buena Vista® (82.00)
:s:“ulr?n:sue Year LARGE Friday, 9/22 viewed in the documentary The
COMSION The L»o': Cream Will Rise (Sundance, check )
BARENAKEO LADIES Pinch Me » Bon Jovi perform and discuss All hgures in millons

DESTINY'S CHILO Jumpin® Jumpin

2GETHER The Hardest Part Ot Breaking Up.

DE LA SOUL Ooon

UFF ENOZ No More

THIRD EVE BLIND Deep Insude Ot You
CHBOX TWENTY If You're Gone

BON JOViit's My Lite

TONI BRAXTON He Wasn't Man Enough
DESTINY'S CHILD Jumpin® Jumpin®
0100 Here With Me

EVE

rhul
£LTON JOHN Friends Never Say Goodbye
MATCHBOX TWENTY Bertt
REO HOT CHILI PEPPERS Californication

their hits on a special 90-minute live
edition of VH1's Storyteliers (10pm).

_Saturdav; 9/23

local listings for time).

*VH1's Behind the Music cel-
ébrates fts fourth anniversary with a
special 90-minute edition {(9pm).

* First week in release
Source: ACNieisen EDI

COMING ATTRACTIONS:

[HED) PLANET EARTH Sartende STING Desert R ; ; :

DAY Minorty ' VERTICAL Hrl'mloi“onvwrucoa T ¥ e ﬂonaay, mﬂ This week's openers include Un-
LU ZANE 1112 Caliin e e der Suspicion, starring Gene
IUSTARHYMES Fre MEDIUM Krauss & Union Station perform *Boyz Il Men guest star on four 5
MYA Case Of The Ex (Whatcha..) on PBS' Austin City Limits (check  UPN programs tonight: Moesha, The ckan)and VIoGan reeman:

BAHA MEN Who Let The Dogs Out
$i800 Thong Song
WICKELBACK Leader Ot Men

IPSON UNDERGROUND Turn Me On “Mr Deadman”
BOL0 Just Got Wicked
6000 CHARLOTTE Litte Things

CHRISTINA AGUILERA Come On Over Baby (All )
BOYZ 1§ MEN Pass You By

BRIAN SETZER ORCHESTRA Gettin' In The Mood
CORRS Breathiess

NINA GOROON Tonight And The Rest Ot My Life
NODOUBT Battwater
THIRD EYE BLIND Deep Inside Of You

local listings for time).

Parkers, The Hughleys and Girl-
friends (8pm).
Tuesday, 9/26

* fan Hunter sits in with the band
on The Late Show With David

The film's EMI Latin soundtrack
contains Vico C's “Bajando.

WASTFree EVAN ANO JARON Crazy For This Girl Carlos Ponce's “Amelia” Limite
¢ FASTBALL You're An Ocean o " - Al ¢ n
3DO0RS DOWN Loser F0O FIGHTERS Next Year 21's "Suerte;” Millie's “No Quiero

Liorar, Michael Stuart's “Algo en
Ella” and Ednita Nazario's “Tres

WYCLEF JEAK 1/THE ROCX !t Doesn't Matter CUSTOM Deseos,”among others.
LMP BUXIT My Generation Letterman (CBS. check local listings Also opening this week is
LiP BIZKIT Roltin’ * AC/DCSatelite Blues for time). .
WALLFLOWERS Sieepwaker ERYKAHBADUB&QL?W - Woman on Top, starring Pen-
BAHA MENWho Let The i o
YORN mm::m:euvw Tilgliﬂmo':loJueslBCAManAgmﬂ" elope Cruz. The film's Sony
WETUS Toerage Ot FUEL "m&"‘cv ‘,‘,MG;,'(,""W ng Wednesday, 9/27 Classics soundtrack showcases
AV TUMEMPHIS BLEEK. . Hey Pap: DAY Batytor . music by Paulinho Moska
: GREEN DAY Minorty * Mark Knopfler, David Letter- b
L KM No Matter What They Say TRON MAIOEN The Wicker Man g ;
= G 7 Aemvato, bl o, Hor
BACY GRAY Why Didn't You Call Me? AICY LEWES & GWYRET PACTIOIW Catar . Scorpions Late Late Show with Amvedo: Dori Caymmi, Mor-
OPMtieaven Is A Hattpipe LUCY PEARL Don't Mess With My Man » Duran Duran performand tak  Craig Kilborn (CBS, check local list- aes Moreira, Baden Powell and
GAPHBOACH L34 i S LTI Gora G By about the inspiration for their songs  ings for time), Cyi Famey & Norma Bengell
HANSON I Ony n A i - ! 3
W2 Beattl Day e e in Ay on VHT's Storyteliers, which was The ST also teatures “Brazil
RO Don't Thnk ' Not msconcemn'dwew:y taped in Engand in June (11pm). . /28 (Aquarela Do Brazi)” by Xavier
WEXT Wiy SPMTHEY SPEARS Thursday, 9,
SU8 41 Makes No Diference cARE Stipmes i Cugat & His Orchestra.
. Video airpiay 1 ber 25-October 1. : Cool J, David Leflerman. s Ba
Video playiis for the week ending September 17. L ‘ Sunday, 9/24° ‘LL J, L Currently in theaters is Bait,

starring Jarmie Foxx. He contrib-

* Sophie B. Hawkins is inter- — Julie Giclow utes “Bed Sorings” 1o the firm's
i 35 million bessshelds ! ; - 3 Warmer Bros. soundtrack, which
55 million heuseholds U i Mm‘unsmE.T/PmemmwmamuCt also includes Mya's “Frea” Nelly
Peter Cohen, Cindy Mahmoud | | Check listings for showings in the Mountain time 2one. All lstings subject o change. )
VP Programming VPMusic Programming 1 {/The St. Lunatics’ “icey” Donell
& Entertainment ! Jones'“Take It There, Scarface
National Top 20 VIDEO PLAYLIST ~ ” — 1/Dangerous’ “Took the Bait,
3 No More (Baby. 'ma Do Right) e P RAGE AGAISST THE IACHINE Testity The Roots w/Alechia James'
R KELLY I Wish ol c"‘"“mr'n"‘. Em‘ (wn;{cn? & MOBY Porcetain “Work." Total t/Missy Elliott's
SARULE US. MILIAN Between Me And You J0E TreatHer Like A Lady DAVID GRAY Batyion ot (Bushs : 3
800 Incompete RUFF ENDZ o More QUEENS OF THE STONE AGE The Lost Art 01 Keeping . h— “Quick Rush! u:ums'xulz..
CHAISTINA AGUILERA Come On Over Baby (All1...) DMX /31$00 What You Want 0PM Heaven Is A Haltpipe No Question {/Bianca’s “You
BAHA MENWHO Let The Oogs Out %""&"g’m“ - JURASSIC $ Quaity &“&' Can Get That” Major Figges'™
JEIRAROKOvey NEXT Wiey Love Being a Gangsta; Bean
EMINEM The Way | Am 16 TYMERS #1 Stunna BT Never Gonna Come Back Dawn " ; 5
WHEATUS Teenage Dirtbag NELLY Country Grammar ::‘”m Sigel & Memphis Bleek tRell's
MYSTIKAL Shiake Ya Ass DTS Noce WCKELBACK Leader Of ben “There’s Nothing Better” Ram
5 TYMERS 1 Stunna RAP C m”“:::“'w“"'a”‘“ A ey GOOD CHARLOTTE Lie Things ' Squad's “Sex, Sex, Mone
1 ’ ’ MADONMA SLUM VILLAGE Climax Ua ax, O6x, Money,
BLAQUEAS I SR-71Right Now
CASHMONEY... Balle Blocun LIL' BOW WOW Bounce With Me b el Money” Jaheim {/Terry Dexter's
i Gt Rl il ol Ul COMMON T Lot o “Remarkable’ Trick Daddy UThe
[ CSENSESEy NoMare NELLY Country Grammar EMINEM The Way 1 Am BARENANED LAINES Prich Me Lost Tribe & J.Vs “Cant F*'k
JGGED EOGE Lets Get Married C-MURDER USNOOP 00GG Down For My N's FUEL Hemarthage (In My Hands) LIVE They Stood Up For Love ' B ;
BRGY Ficton (Dreams In Oigital 504 80Y2Whodi RICHARD ASHCROFT Money To Bur NELLY Courtry Grammar With Me” Majusty's “Where Is
MYA Case Of The Ex (Whatcna ) :g:::‘;;’::;r"’“ Ass WALLFLOWERS Sieepwaiker LIL' BOW WOW Bounce With Me the Love?” and Cuban Link &
YOUTH ASYLUM Jasmin PAPAROACH Broken Home STEPHEN SIMMONOS 1 Can't Do That . o
. OMX 1/818Q0 What You Want Fat Joe's “Why Me?’
ORITNEY SPEARS Lucky JAY-ZUMEMPHIS BLEEK... Hey Papt ’E"‘:’E":'p “::;:" Party ELECTRASY Moming Atergiow
! Ii
Video playlist for the week ending September 17. Video piaylist for the week ending September 17. 8STOPS7 Cuestion Everything Video piaylist for the week September 11-17. - Julie Gidiow

L
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AL PETERSON

alpeterson@rronline.com

News/Talk

The Talk Of San Francisco

] Golden Gate City offers Talk radio fans a wide
variety of listening choices

w elcome to San Francisco, home of the world’s most famous bridge and more great restau-
—— fants per square mile than any ten cities combined. It’s the place where “little cable cars
climb halfway to the stars™ and where Tony Bennett’s heart was forever lost in song.

San Francisco is also home to
some of the most successful Talk
radio stations in America.
In fact, according to the
spring 2000 Arbitron. no
less than four of the
market’s top 10 stations
program some form of
Talk, and. combined. those
stations command ncarly
20% of the Bay Area’s to-
tat 12+ listening. So if
you're a broadcaster visit-
ing town for the NAB Ra-
dio Show this week, and
you prefer your radio sans music.,
one quick sweep around the dial
will convince you that you've come
to the right place.

Check out ABC Radio’s News/
Taiker KGO (860 AM) and hear
why this legendary station has
dominated the San Francisco radio
dial for decades. For more provoca-
tive talk, spend a few minutes with
co-owned upstart conservative
Talker KSFO (560 AM). Are you
looking for all news, all the time?
Then Infinity's consistently suc-
cessful all-News giant. KCBS (740
AM), is your radio station in town.

Sports fans can get their fix 24
hours a day from Susquehanna-
owned Sports/Talker KNBR (680

Jack Swanson

AM) along with its co-owned all-
Sports sister station. KTCT “The
Ticket™ (1050 AM). You'll
hear for yourself why so
many in our business call
| San Francisco one of the
best-sounding Talk radio
markets in America.

KSFO: ‘The Little
Station That Could’

Perhaps no Talk station in
town has a better story to
tell these days than KSFO.
Once a poorly rated also-
ran that didn't even crack the
market’s top 30. today the ABC Ra-
dio-owned AM Talker is enjoying
significant ratings built on a lineup
of in-your-face hosts and a reputa-
tion for offering conservative talk in
a pretty liberal town. .

At the helm of KSFO's program-
ming is Jack Swanson. With 17
years to his credit with ABC in San
Francisco, Swanson is OM for both
KGO and KSFO and has primary
responsibility for KSFO's program-
ming. In a rccent conversation the
always-entertaining Talk radio vet-
eran sounded enthused and down-
right proud of KSFO. which he lov-
ingly refers to as “the little station
that could.”

R&R: What was the original
strategy behind the launch of
KSFO?

JS: Our goal was to be able to
take a smatl amount of KGO's cume
— those people with differing
lifestyles and political viewpoints —
and move them to another radio sta-
tion where their Time Spent Listen-
ing would expand enormously be-
cause they could hear the kind of
talk programs that they reaily en-
joyed all the time. We felt that if we
couid do that, KSFO would succeed.

R&R: How do vou define “Hot
Talk” as it relates 10 KSFO?

JS: When we established KSFO
in 1995, we felt that Hot Talk was
a branding that the station needed
in order to differentiate it from
what the audience had heard on the
station before. And while Hot Talk
has been used by a number of sta-
tions to mean different things, in
the case of KSFO it really means
“conservative talk.” We felt that
was & unique brand and a unique
position for a Talk radio station in
America’s most liberal city.

R&R: / rake it that you didn’t
see KSFO's role as simply being a
protective blocker for KGO?

J8: That was never, for one
single moment, the plan for this ra-

" Welcome To San Frangisco! |

[0KGO PD Ken Berry offers tips to .
make the most of your visit

Welcome to San Francisco, the city where anything is pos-
sible — except finding a parking place near Moscone Cen-

tert

it's easy to fill up your days and nights with busi-
ness at the NAB, but try to find time to enjoy our City.
Walk across the Goiden Gate Bridge; take a ride on a
cable car; see Barry Bonds up close from the free
viewing area outside the right-field fence at PacBell
Park; check out the rare CDs and vinyl at Amoeba
Records on Haight Street (tip: the people on the cor-
ner shouting, “Buds here!” are not seliing beer); walk
through Chinatown; or visit the Castro district to see
where the modern gay rights movement began.

The city's real landmarks, however, are its restau-
rants. KGO's Gene Burns says that other cities have
great restaurants, but San Francisco has great chefs,
producers and wineries. He singles out Masais, Aqua,
Gary Danko, Postrio, 5th Fioor, Fleur De Lys, Farallon, Elisabeth Daniel,
| Hawthorn Lane and the Ritz Cariton as truly transcendental experiences.

tf you don't have reservations already, you'li need a killer concierge to book

a table at any of these restaurants.

Looking for trendy? Try Foreign Cinema (French food in a Hispanic

| neighborhood served at communal tables with subtitled films projected

| against an adjoining building), Asia SF (Chinese food served by

transgender waitresses who lip-synch elaborate musical numbers on top

| of the bar) or Ana Mandara (chic Vietnamese food in the heart of
| Fisherman’s Wharf, owned by Don Johnson).

For the ultimate San Francisco thrilt ride, guaranteed to make you shud-

der in terror, stick around until Sunday. Sieep late after the Marconis, head

down to the hotel cotlee shop, buy the Sunday San Francisco Examiner,

Ken Berry |

| r
| and open it to the real estate pages. Turn to the “open house™ section and
| pick any house in the “middie range” — around a million dollars or so —

and visit it. You will then truly understand the cost of living in paradise.

1

dio station. You can see and smeli
a station that is being used simply
as a blocker a million miles away,
and none of us ever saw KSFO in
that role. [KGO/KSFO President
and GM] Mickey Luckoff was the
visionary who originally kept say-
ing that someday KGO would get a
serious competitor and that if that
was to be the case. he wanted it to
be us.

In the early days of discussing
what we would do with KSFO it
became very apparent that if we

didn’t go full-force with it, other
broadcasters would ignore it and
compete against us anyhow. So we
consciously designed the station to
be big and successful on its own,
not as a blocker to protect the
mothership. Having said that. could
another station come along and
compete against the combination of
KGO and KSFO today? Probably.
but it would be tough.

Continued on Page 64

What's on /iis mind.

Llfe death and atterhite. Inner peace and

outer-limits. Peter Weisshbach has lots on his mind
as he takes hsteners on the Quest tor the
unknown and unknowable
Monday to Friday. 6p-nud PT (9p-3a FT)
Satcom CS. TR 23 Sedat 21

¥

the Quest

WEISSBACH

BROAD: HING

N

800.426.9082
bpradio.com weissbach
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The Talk Of San Francisco

Continued from Page 62

R&R: What role do vou see
KSFO having in San Francisco's
Talk radio scene?

JS: I see its role as being bigger
than just how it fits into the Talk
radio scene. 1 see KSFO as a major
player in San Francisco’s overall
radio marketplace. This past July
both KGO and KSFO went through
some significant changes. with Dr.
Laura moving from KGO to KSFO
and Rush Limbaugh coming over to
the station following a lot of years
on KNBR. This is what 1 like to
call the second stage of this
station’s development. the one that
I believe will get KSFO to the
promised land. [ now believe that
KGO and KSFO are poised to be-
come the No. 1 and No. 2 stations
in this market.

R&R: Waus it tough as a PD 10
have that full-throttle mind-set with
regard to KSFO while realizing that
you also didn't want to hurt KGO?

JS: Knowing on the one hand
that we wanted KSFO to be a big
success. but on the other that we
had to exercise some control over
its impact on KGO is probably the

Dr. Joy Browne
Relationship Doc

most i.nlcrcsling dynamic 've ever
worked in. Obviously. none of the
other stitions in San Francisco had
any concern ibout hurting KGO.
but KSFO had to. Still. 1 do not be-
lieve that taking that position has
cver been detrimental to the ulti-
mate success of KSFO.

We do not mingle any of our pro-
gramming. You'll never hear the call
letters of one of our stations on the
other one. The performers don’t cross
over. the newspeople don’t cross
over, and we don't cross-promote one
station on the other one. They are
stand-alone cntitics. There was no
room for what 1 would characterize
as "KGO Two.™ There was only
room for a balls-out competitor with
people behind it who said. “We're
going right to the top.” and believed
it. And. as crazy as it sounds. it's one
of the things that | believe has made
KSFO so successful.

R&R: How tough has it been for
you personally to straddle that
Jence between working to keep
KGO successful while also working
to establish KSFO as a serious
competitor?

JS: The only way that [ can re-
solve it in my own mind is to see
them both as my kids and to remind

them that | love them both. If you
ask a parent which Kid they love
better, how can anyone answer that
question? [ can tell you that there
are certainly many days when one
side or the other thinks that I don’t
love them cnough, but [ always’re-
turn to that “dad™ analogy and try
to make the staff of both stations
realize that I have two kids that |
love equally. Sometimes I have to
make a decision that one or the
other doesn’t like. but ultimately 1
know in my heart that I have o
make decisions based on what is
best for them both.

R&R: What makes KSFO unigue?

JS: As I have often said. con-
servatives were the last people to
come out of the closet in this
market. It was always OK to be
anything you wanted to here be-
cause San Francisco has long
been a place where you can be
anything you want to be so long
as you aren’t hurting anyone else.
But the one thing you couldn’t be
was a political conservative.
KSFO has made it OK to be a
conservative in this town. It’s the
radio station that gave that whole
constituency a station to listen to
and a voice in the community. I'd

Lets Be Heard

Joan Rivers
Can We Talk?

World Class Talk

Comedy with
Conscience

212-642-4533
worradionet.com

A s/Talk

I

“I think that the biggest secret to KSFO's success is
that Mickey Luckoff and ABC let this station bake.
They believed in a vision and gave it the time to
work.”

—_——

say that is certainly something that
makes it unique.

R&R: Give us the recently re-
vised lineup now in place at KSFO.

JS: Mormings are hosted by Lee
Rogers and Melanic Morgan. who
talk primarily conservative politics
— local and national — all morning
long. Middays are now covered by
Rush and Dr. Laura, followed by
consumer advocate Clark Howard
from 3-4pm. Afternoons are hosted
by Michael Savage. who has been
very successful in that time slot. fol-
lowed by Brian Wilson in evenings.

Late-nights are covered by Mike
Siegel and Coast-to-Coast AM., and
overnights we carry Michael
Reagan. Whenever you turn on
KSFO. you are going to hear con-
servative talk. That's true even with
some of the lineup changes we've
made recently. Dr. Laura is conser-
vative on social issues. and even
Clark Howard is conservative when
it comes to fiscal issues. The audi-
ence knows what they are going to
get here — we are very consistent
with KSFO's product.

R&R: Can vou sum up KSFO's
misston statentent for us?

JS: Yes. and it hasn’t changed in
five years: Our mission is to be the
conservative voice in the Bay Area
for those who believe they have no
voice in the mainstream media. to
do so in a way that makes listeners
feel involved and empowered and
to broadcast in a responsible man-
ner that is consistent with the stan-
dards of our company. That's it.

‘plain and'simple.

R&R: You say that statement
hasn't changed in five years. That's
an unusually long commitment to
developing a station in today's ra-
dio world, isn't it?

JS: Absolutely. A lot of Talk PDs
will tell you that it takes about five
years for this format to bccome es-
tablished. and you know what? It
does. But very few PDs get five
years to make it work. We could
never have done this if we didn’t
have a guy like Mickey Luckoff in

| our corner. a station like KGO to

help keep us afloat while KSFO has
been building and the continued
support of the people at ABC Radio.

If you have a mission statement
that you and your company believe
in. and you've assembled what you
believe to be the right tcam and the
right talent. you have to put the
pieces in place and just let it bake.
It can take a few years, but I think

| that is the biggest secret to KSFO's
| success: Mickey Luckoff and ABC

let this station bake. They believed
in a vision and then gave it the time
to work.

R&R: What do vou see as some
of the big challenges ahead for
KSFo?

JS: To coast into the No. 2 over-
all position in the market. We now
can sce that our dreams of being the
No. 2 station behind KGO are not
impossible. | think that the next
two years will be KSFO's most
critical in terms of growth. now tha
we have added the significant|
power of Rush and Dr. Laura to ow
already successful lincup of talent

And although | know there are
those who would say that continuing
10 focus on politics will be a cha-
lenge in the years ahead. 1 don’t be-
lieve that. [ believe that people have
been talking about politics since the
beginning of time. and certainly
talking politics has long been a pat
of American culture. Yes. intercstin
politics goes through ebbs and
flows, but we won't chase those. We
look at it like you would a long-term
stock investment, and fortunately we
have the support of a company that
lets us do that.

R&R: Finally, as someone who
has spent much of his career in San
Francisco, what do vou think
makes this city such a great Talk
radio market?

JS: | know a lot of people say
that it’s the terrain here that makes
AM radio more viable. but there
are a lot of terrain-challenged mar-
kets that don’t have nearly the kind
of success with Talk radio that San
Francisco has had. 1 hate to sound
prejudiced about my own market.
but. frankly. I think there really are
a lot of smart people here. I cant
prove that scientifically in any way.
but [ belicve it's true. You can ac-
twally hear it in the quality of the
callers to talk shows.

I also think that a lot of it hast
do with the fact that this market —
and especially KGO — has always
treated Talk radio pretty intelli-
gently. | guess | don’t really know
why Talk has always been so suc
cessful here. but [ can tell you this;
I'm certainly grateful for it.

TALK BACK TO R&R!

Do you have questions,
comments or feedback regarding
this column or other issues?
Phone; 858-486-755
E-mail:
alpeterson@rronline.com|
Fax: 858-486-7232
Or post your comments
now. Go to
www.rronline.com and click

on Message Boards. |
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Bloomberg.

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

01(k) asséts 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 deci-
sions 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 York Stock Exchange. We
show 'them how to invest their money, spend
their money and preserve their wealth.

BLOOMBERG® Market Minute

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

Get right on the money.

For more information call
Bloomberg Medijd Distribution
at 212-318-2201.

New Yok
1212 31852880

Princaton
4 609 279 3000

Hong Xong Lomden
852 2977 6000 44 020 7330 7500

San Francisco
1415 912 2960

BLOOMBERG® On the Moriey
60-minute newsmagazirie

Plugs investors into thevmiarkets jn a fast-moving
newsmagazine ‘co-anchored by Jim.Kingsland
and Tont Moore. Guides listefiérs abaut money
milestones, from building a portfolic. to plan-
ning for college to retirement strategies.

BLOOMBERG"® UrbanRepait

60-second report

Urban-focused, high-eriergy report that keeps
investors plugged into the markets and personal
investing. Includes the BLOOMBERG"®
Amalgamated Index, the only index that tracks
African American companies.

NEGOCIOS BLOOMBERG”®

60-second report

The first national Spanishzlanguage business
report. Focuses on pocketbdok issues thag

mattef to Hispanics from business to personal
finance, plus national and global farkér news.

*Employee Benefits Research Instituve (EBRI)

Bloomberg

RADIO NETWORKS

58 Paulo
5511 3048 4500

Singapore Sydnwy
65 212 1000 ‘6129777 8686

Tokyo

813 3201 8900

52000 Blesmberg LP. All rights rescrved. Bloomberg, BLOOMBERG RADIO NETWORKS, BLOOMBERG Market Minate, SLOOMBERG On the Money, NEGOCIOS BLOOMBERG, and BLOOMBERG Urban Report sre trademarks and servicy marks of Bloomberg LR, 75801-0900
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KGBS: All News, All The Time

O Infinity’s Bay Area News giant informs on-air and online

1l-News stations tend to get overlooked by those of us who make our livings reporting on
= 2 radio because they are rarely the stations making headlines in their markets. Like most “utilities,”
all-News radio stations are simply there when you want them, 24 hours a day, seven days a week.

KCBS is one of those sta-
tions. When Bay Area resi-
dents want their news
straight with no chaser,
50,000-watt KCBS has long
been their station of choice.
And while ABC Radio’s
crosstown News/Talker,
KGO-AM. is frequently not-
ed for its long heritage in the
market, KCBS.is ccrtainly
far from being a Johnny-
come-lately to San Fran-
cisco's radio scenc.

In fact, the station’s roots can be
traced all the way back 10 1909, when
“Doc™ Herrold broadcast the world’s
first regularly scheduled radio pro-
grams from his cngincering college
studios located in ncarby San Jose. Li-
censed in the 1920s as KQW, the sta-
tion was given its current KCBS call
Ictiers over half a century ago, in 1949.
The recipicnt of no less than ninc pres-
tigious Edward R. Murrow Awards —
three of those in the past decade —
KCBS has been a perennial winner in
the San Francisco radio wars for more
ycars than most people can cven re-
member.

The Man Behind The News

Amazingly in a business where
people tend to change stations almost
as often as their shirts, Ed Cavagn-
aro has been with KCBS since 1978.
“I've spent my entirc broadcasting
carcer here at KCBS.” he says. “I
grew up in the Bay Arca and did my
undergraduate work at Berkeley. Fol-
lowing a year of graduate school at

Northwestern, [ returned to
San Francisco but couldn’t
find a radio job right away,
so | worked at City Hall for
a year and a half.

“In 1978 I came 10 KCBS as
a promotions assistant, and |
have been here ever since. In
1988 I became News and Pro-
gram Director for the station.
It’s a great place 1o work and
live and a terific radio mar-

Just like KCBS' programming,
Cavagnaro sticks 10 the basics when
describing the station and who it tar-
gets. “KCBS is all news, all the time
— no talk shows, no sports play-by-
play. just the news,” he says. “We first
went all News back in 1968. In the
*70s and *80s the station did experi-
ment with some talk shows in mid-
days and cvenings, but in 1990 we
stripped away everything else and fo-
cused on being the Bay Arca’s all-
News radio station.

“We target all listeners 12+ who are
looking to find news on the radio
whenever they want it, 24/7. And even
though this format is somewhat of a
utility, we are very focused on. and
very proud of, our product. We work
hard to cover thc Bay Area better than
any other station.”

Clearly Defined Role

Asked what role he feels KCBS
plays in San Francisco’s radio scene,
Cavagnaro says that the station is fo-
cuscd on being a nonstop news and
information service for Bay Area lis-

teners. “We're very targeted.” he says.
“Our goal is that whenever you tune to
KCBS. you not only know exactly
what you're going to hear, but also ex-
actly when you are going 10 hear it. We
run a very tight format clock, which
makes that possible.

“For cxample, if you want traf-
fic information — something San
Francisco commuters always nced
— you can bank on hearing it ev-
ery 10 minutes at :08, :18, :28, :38,
:48 and :58. And that’s 24 hours a
day, seven days a week. The same
goces for financial news. You can set
your clock at :25 and :55 to hear it.
Sports? Rely on it at :15 and :45.
Add to that a lot of local news cov-
crage in between and CBS Radio
News at the top of every hour, and
you'll clearly understand what we
do every hour of every single day.”

Cavagnaro says that consistency is
somcthing that is of paramount im-
pontance to both KCBS and its listen-
ers. “Onc of our slogans is ‘We're al-
ways there the minute you nced us,”™
he says. “And we mean that. When-
ever you need news or any of the ser-
vices that we provide, you always
know when and where to find it. I'd
say the keyword for us really is ‘de-
pendability.” Whether it’s service in-
formation or breaking news, Bay Area
listeners know they can depend on
KCBS to be there for them.”

The Online Component

Perhaps no format is better suit-
ed to having a strong web presence
than all News. and Cavagnaro says

—

“A lot of station websites are purely promotional
but ours is truly a brand extension of KCBS.”

e

that KCBS applied many of the
same principles to its online pres-
ence that it does to its on-air prod-
uct. “On-air or online, we are always
there the minute you need us.” he
says. "We've developed a major lo-
cal news presence on our website
(www.kchs.com) to ensure that Bay
Area residents can always get fresh
local news on the Internet 100. A lot
of station websites are purcly pro-
motional, but ours is truly a brand
extension of KCBS. We offer our
total product on the website.”

So how does Cavagnaro sce the
KCBS website enhancing and cx-
panding the station's product in the
new media world? “It’s the same the-
ory that we use for the radio station,”
he says. “We want you to have con-
fidence that you know what you will
find when you log on to our web-
site,” he says. “You’'ll find local,
world and national news, the latest
traffic information, updated weather
information, sports and financial
news.

*But there’s also a lot more, be-
cause the website allows us to com-
plement what we do on the air by
offering listeners expanded informa-
tion on the stories and features they
hear on the radio. We use the web-
site to not only provide a lot of what
we do on-air, but also to go that ex-
tra step to provide them with even
more information and detail.”

Morning Makeover

Recently, KCBS moming anchor
Al Hart retired after 34 years at the
station. Cavagnaro said that although
the veteran anchor was expected to
retire at some point in the near fu-
ture, personal needs moved the time-

table up a bit. so Hart's departure was
somewhat unexpected when it came
down last Junc.

“Although we weren’t really
considering Al's retirement yet.
when he did decide to leave. we
were fortunate to sccure the servic-
¢s of Stan Bunger,” says Cavagn
ro. “Stan was somconc who ha
worked here as an anchor prior o
going to KRLD/Dallas, where k
spent many years, so he was already
familiar 10 the audience. He isa
native of the Bay Arca. so he knev
the market alrcady and, in fact. ha
recently returned here 1o live ad
was working in television.

“We were very happy that we wer
able to convince him 1o come bad
to KCBS 1o anchor morning driv
and fill Al Hart’s chair. Stan co-ar
chors with Susan Leigh Taylor, and
the two of them are working ven
well together.”

Not only are many of KCBS’ an
chors and newspeople longtime veter-
ans of the station, quite a few are also
Bay Arca natives, something Cavage
aro sees as an advantage. “A lot of peo-
ple come here to work and stay here.”
he says. “So we have an awful lot of
very experienced people on the air who
really know their stuff and who also
really know the area becausc they'w
lived here for a long time.

“That's something that I believeis
great for a News station. because
means that your people on the ar
know the issues, know the area ad
really know and understand the peo-
ple who live here.”
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The QUALITY shows of SSlI's “MUST HEAR RADIO”
Delivering Revenues & Ratings

ONTHE HOUSE Saturday 9a-1p ET/6a-10aPTorCD  FIEGERTIME Sunday 7p-10p ET/4p-7p PT
Now heard in Los Angeles, Chicago, San Francisco, Boston, Seen on TV, heard on radio, read about on the net or in newspapers across America - FIEGER TIME will boost TSL
Philadelphia, Washington DC, San Diego, Raleigh, Nashville, ratings, generate revenues and positively impact your station's overall line-up!
Seattle, Little Rock, Portland, Salt Lake City, West Paim Beach, ]
Albuquerque, Buffalo, San Antonio, Harrisburg, Greensboro, FIEGER TIME WITH GEOFFREY FIEGER is the réal deal and this rapidly unfolding show just keeps getting better!
Charleston, Albany ..... A publicity powerhouse, nobody owns him and nobody controls him. Get ready for your radio to rumble as he's

| A heand outspoken, intelligent, dramatic & powerful. This is not legal talk with America's ’\
Ic:rzgg‘f’;:e:y";%ﬁ;:;‘ or%::s $&'§;|:?m2i'c:; #1 Trial Attorney, but rather a topical & lively mix somewhere between Don = R

Imus & Rush Limbaugh. FIEGER TIME is talk radio atit's best! Caller
driven, guest interactive and fast-paced in an entertaining &
contemporary format, FIEGER TIME is one show that will surely

boost your overall station ratings, add profile and have a strong

impact on revenues. Grab it now while you stili can!

-

that's more than your average “how-to" show. The program is
Entertaining, Informative & Caller Driven. ON THE HOUSE is
weekend radio at its best with a successtul syndication record
of generating non-traditional revenues & listeners! The Carey
Bros. appear regularly on CBS-TV's 'CBS News Saturday
Morning'; write a weekly newspaper column syndicated by AP,
have authored three best selling books
& operate a successful home
remodeling business in the San
Francisco Bay
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with Geoffrey Fieger

M-F *Tip of the ’.:
Day* daily ! =,

feature. S e
Tk CAREY BROS
THE JULIE SHOW
Sunday 10p-12a ET/7p-9p PT Ry

Hot & cool, with sassy looks and a
saucy attitude, *Downtown" Julie Brown has been on
the entertainment scene for over 10 years and is
best known as MTV's hottest VJ. Highly
identifiable on-air, Julie delivers hot gossip, topical
interviews, celebrities and breaking news while
interacting with listeners in
an entertaining & lively
fashion. Julie's style is
fun and fresh while her
energy will create a
buzz in your market,
increase TSL and
boost revenues!

THE STYLE MINUTE
Mon-Fri :60 sec Daily Feature
Committed to bringing style to the public, model,
actress and entrepreneur, Daisy Fuentes, spots &
interprets the latest trends, with a fresh
and new perspective. Daisy provides
listeners with up-to-date reports on
fashion, entertainment and style.
Buckle-up as this :60 sec daily feature
offers fast-paced news as well as advice
and other related tips. Reach an entire
new segment of advertisers via THE
STYLE MINUTE.

ONTHE JOB
Sunday 12p-1p ET/
9a-10a PT or CD
Finally, a comprehensive
radio show relevant to >
virtually anyone who works  IECIRIUEARAY : THE GROUP ROOM

oris seeking work. ON THE

JOB focuses on items mattering most within
all aspects of the workplace. Host, Steve
Viscusi can be seen as the 'Career Guru’ on
ABC's "Good Morning America® as well as community. What better L
CNN/CNBC. He's the President of a Top-10 way to continue serving

US Executive Recruiting Firm and a best selling author. Caller interactive &  your community than by offering a- program designed to help listeners? The GROUP ROOM is the

Sunday 4p-6p ET/
1p-3p PT or CD
Two words best describe
radio - service &

fast-paced, ON THE JOB provides insight and advice along with real life nation's only talk radio cancer support show. Informative & inspirational, this timely & important
situations, inside scoop and entertaining stories. Ideal for attracting non- - show combines caller interaction along with cancer patients/survivors, physicians, therapists and
traditional advertisers, this show will boost TSL. Listeners already search other leading healthcare professionals to create two powerful hours of Sunday radio. What family,

Sunday Classifieds or surf job sites online and ON THE JOB is the perfect workplace or community within talk radio demos hasn't been touched by cancer? Continue giving
complement. Also try the :60 sec M-F “On the Job Minutes” daily feature. something back while profiting from non-traditional advertisers. It's a win-win!

Our line-up proudly includes - FIEGER TIME WITH GEOFFREY FIEGER, ON THE HOUSE WITH THE CAREY BROS., THE GROUP ROOM,
ONTHE JOB WITH STEVE VISCUSI, THE "DOWNTOWN" JULIE BROWN SHOW, THE STYLE MINUTE WITH DAISY FUENTES, ON THE
HOUSE TIP OF THE DAY, ON THE JOB MINUTES, OPEN ALL NIGHT WITH BRYAN STYBLE and more.

FOR AFFILIATE INFO CONTACT - SSI @ (203) 921-1548 or visit our website at www.syndsolutions.com

www_americanradiohistornz caom
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KNBR: San Francisco’s Sports Leader

[J Susquehanna’s Bay Area Sports/Talker scores with fans

s we continue our tour of San Francisco’s Talk radio winners, we move on over to 680 AM,

where you'll find 50,000-watt KNBR, the Bay Area’s Sports/Talk leader. With its recently

added teammate, co-owned KTCT-AM (The Ticket), Susquehanna Radio has firmly staked
out its turf as the undisputed leader for Sports radio programming in town.

KNBR's “coach™ is Pro-
gram Director Bob Agnew.
Agnew is a veteran Talk radio
programmer. and his early re-
sume includes a 10-year stint
at crosstown KCBS and a
nearly five-year run at
WCAU-AM/Philadelphia.
Eleven years ago he returned
to San Francisco to become
OM/PD at KNBR. a position
he continues to hold today. Re-
cently I chatted with Agnew
about both the city he loves and the sta-
tion he has skillfully guided through a
steady evolution to all Sports for more
than a decade.

R&R: Define KNBR's place in San
Francisco’s Talk radio scene.

BA: KNBR is the Sports leader in
this market. That’s our slogan. and it
has been for 10 years. We set the tone
and are the voice of the fans in this city.
For the past 23 scasons we have been
the voice of the San Francisco Giants
and for the past 15 years the home of
the Golden State Warriors.

Although we don’t carry
the *49ers [Ed. note: Radio
broadcast rights to the NFL
team helong to crosstown
KGO). because of our format
we really are the voice of
*49er fans. We are the voice
of hard-core major lecague
sports fans. If there is major
news happening in sports, this
is definitely the station in
town where fans will tune to
find out what's happening.

R&R: Aside from being the
market's only all-Sports station, what
sets KNBR apart from the pack?

BA: KNBR is unigue because of its
personalities and their passion for what
we do. We have some very, very high-
profite and dynamic personalities who
inspire a real *“love-hate but listen" re-
lationship between the station and its
fans. Our personalities all really fit the
dayparts they're in, and that is by de-
sign. not by defauit.

A lot of stations that tried all Sports

simply plopped people on the air and
called themselves Sports/Talk stations

without understanding that every
daypart is unigue. You have to know
and have a feel for what the audience’s
expectations are in each of them.

When we put KNBR on the air 11
years ago. we didn't change it all in one
fell swoop. We gradually built it into the
24/7 all-Sports operation that it has be-
comic today by putting the right people in
the right time slots and taking the time to
really groom people for specific dayparts.

R&R: Give us a riundown of the
current KNBR lineup.

BA: Momings are hosted by Gary
Radnich. who is also the sports anchor on
KRON-TV. the local NBC television af-
filiate. We describe the show as nonstop
sports for the real sports fan. As you re-
ported, we recently made a change in
middays, replacing our last nonsports talk
show, Rush Limbaugh, with Dan Patrick.
We feel that move will be a great shot in
the arm for KNBR., as Dan is probably
the biggest and most well-known national
sports host out there today.

Up next are the ebony and ivory of
our station. Bob Fitzgerald and Rod
Brooks, who have incredible chemistry

“We are the voice of hard-core major league sports
fans. If there is major news happening in sports,
this is definitely the station in town where fans

will tune to find out what's happening.”

|

and offer an always entertaining and
spirited give-and-take. Aftemoon drive is
our most successful show (o date. which
is hosted by The Razor and Mr. T. —
Ralph Barbieri and Tom Tolbert. These
two guys have really taken this market
by storm. Evenings arc covered by Lary
Kreuger. who does a very interactive
show with lots of listener participation.

R&R: When one thinks of great
sports towns across America, San
Francisco probably isn't the first one
that comes to mind. Does that pose a
challenge for a station like KNBR?

BA: Look. cards on the table. this
really isn't a great sports town as much
as it is a "bandwagon™ town. And.
frankly, we exploit that.

R&R: How critical is Giants play-
by-play to the success of KNBR?

BA: In this market the Giants are,
plain and simplie. the best sports pro-

gramming available. Baseball is-per-.

haps the best magnet for radio to attract
a wide and diverse group of listeners to
the station. The Giants own this town,
and they’ve been on KNBR for more
than two decades. There’s a history
here of people listening to baseball on
the radio, and there's a passion for it,
and that's been a real benefit to KNBR.

R&R: How does your sister station,
The Ticker, fit into the overall Sports
radio picture?

BA: The acquisition of The Ticket.
programmed by Lee Hammer. has al-
lowed us to really sew up the Sports
radio franchise in this market. If it's
sports and it's not on one of our stz
tions, it's because it doesn't work.

R&R: How would you describe the
mission statement of KNBR?

BA: To be the most credible. enter-
taining. informative and compelling
male radio station in the market with an
emphasis on sports.

R&R: Finally, can you define why
San Francisco is such a great Talk ra-
dio market?

BA: Signal and heritage have some-
thing to do with it, for sure. There arc
a number of classic Talk stations here
— KNBR. KCBS. KGO and KSFO—
that have successfully programmed
Talk in this city for a ot of ycars. I also
think it’s because this is such a diverse.
multicultural city. That mix means that |
there are a lot of issucs on the table that |
people are interested in talking about.
Without a doubt, San Francisco is the
greatest city in the world to live and
work in.

KCBS: All News

Continued from Page 68

Success From Tradition

So what is Cavagnaro’s take on
why the San Francisco Bay Area is
such a great Talk radio market? “*Cer-
tainly a lot of people suggest right
away that it’s all about geography,

and that is true to some extent.” he
says. “Unlike the AMs here — which
you can hear most anywhere you
want to listen — there are very few
FM stations that you can hear well
in all nine counties of the Bay Area
metro.

“But 1 also think a lot of the rea-
son that this is such a great News and
Talk market is tradition. News and

Talk stations here have traditionally
attracted large audiences and done
very well. There’s also a lot of fan
interest in sports. not only because
of the great professional teams that
play here, but also because of a num-
ber of very successful college teams
in the arca.

“It’s a highly cducated and diverse
population that is always interested

in the issues and politics that affect
their lives, and they have traditional-
ly been interested in keeping up. And
News and Talk radio stations in San
Franeisco have consistently been
there for them year after year.”
Finally, like every good program-
mer, Cavagnaro has a mission state-
ment that he belicves sums up what
KCBS is all about. "KCBS is very

Ky

clearly an all-News radio station,” he
says. “Our mission is to provide to-
tal news and information to Bay Area
listeners in a straightforward and pro-
fessional manner, delivered in a
warm and friendly style. In terms of
this format. 1'd say that KCBS is as
dependable as any radio station can
be for its listeners 24 hours a day. cv- |

Sanana e o

it a

v ov- H
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Already Cleared on Over
20 Markets including:
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CALVIN GILBERY

gilbert@rronline. gon; 3

Oldies

20th Century Music In The 21st Century

[J Elliott and Allan preview what's in store at the NAB’s Oldies panel

A s baby boomers begin to cross into the 55+ demo, their future poster child may be Rudy Boesch,
——the 72-year-old retired Navy SEAL who kicked some backside and took names when pitted
against younger contestants on the Survivor TV series this summer.

“Here's a guy who's over
70 who's vibrant. He's got
an attitude. he's in great
physical shape. and he al-
most won a million bucks.™
notes Oldics consultant
Chris Elliott. "He's having
adventures at this point in
his life.”

The aging of the baby
boomers is just onc of sev-
eral topics Elliott plans 1o
cover when he moderates the NAB
Radio Show’s Oldies panel, *20th
Century Hits in the 21st Century.”
Joining Elliott for Saturday's (Sept.
23) session are WBIG/Washington
PD Steve Allan. WBSG/Scattle PD
Jay Kelly and former KLOU/St.
Louis PD Dave Michaels. who re-
cently joined ABC as an Oldies pro-
grammer. Interep’s Michelle Skettino
will be opening the session with a
presentation of the company s recent

TALK BACK TO R&R!

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

Call me at 615-244-8823
or e-mail:
gilbert@rronline.com

Steve Allan

report “Boomers Break the
55 Limit.” which addresses
the issues surrounding the
first baby boomers, who are
about to slide into the 55+
demo.

There’s little danger of
providing too much ad-
vance inforniation on a ra-
dio-related pancl. since the
most emotional discussions
often stem from questions
asked by audience members. So. in
advance of the NAB scssion. R&R
caught up with Elliott and Allan for
a brief preview of what vou can ex-
pect.

Crossing A Threshold

Boesch, the guy from Survivor,
could be the perfect example of
how those about to turn 55 hope to
see themselves in another 15 years.
Elliott says, “Right now we're at a
point where the baby boom is going
to get a lot of attention again be-
cause they're crossing another one
of those thresholds — probably an
artificial threshold — where they
start moving out of the 35-54 demo
next year. Every time they hit an-
other life stage. they have a dra-
matic impact on the United States
because of their sheer numbers.

“The media puts a lot of attention
on them. You sce already that there’s
new focus on them from advertisers
and manufacturers in things like the
new PT Cruiser. which has been an
enormous success. or the new
Thunderbird that’'s coming out.
Those are clearly targeted right at
baby boomers as they move into this
new phase of their lives when many
more of them are empty nesters.”

Allan adds. “Certainly the
Volkswagen Beetle is another great
example. And listen to the music
they often use to sell iMac comput-
ers. And that whole Gap campaign
was "60s pop. Donovan and people
like that.” He jokes, “Hip-hugger
Jeans are back. What more do you
need to know?”

At Saturday’s session. Elliott says.
*I"'m hoping to get some input on how
stations are handling the aging audi-
ence. Are there things they're doing
— or not doing — in music and pro-
motion with the personalities, with
the news and information package.
witht the kind of marketing they do?
Or-is it a nonevent? Is it the Y2K of
the Oldies format? Is it the kind of
event that we fear and that we're try-
ing to do our best to get ready for. or
will it ultimately pass. and everything
will be the same afterward?

“Y2K could have been a problem if they hadn't
figured out that computers had to be patched a
all the programs had to be fixed. I think it's
probably the same with Oldies.”

Chris Elliott

*Y2K could have been a problem
if they hadn’t figured out that com-
puters had to be patched and all the
programs had to be fixed. I think it’s
probably the same with Oldies. This
could be a problem for us if we re-
act the wrong way and don’t take
positive steps inside the radio station
to be sure that the sales department
is ready for it and the programming
department is ready for it.

“I don’t think people arc going to
change that much when they go
from being 54 to §5. but I think
there may be a psychological and
emotional impact on radio stations.
There arc things we nced to be pre-
pared for in the ad community. If
we're not ready for them. they could
be a problem for radio stations.”

Follow The Bulge

Allan asks — and answers —
some rhetorical questions: “Is Oldies
solidly a 45-54 format? Yes, abso-
lutely. And your point would be?
There’s how many millions of Ameri-
cans in that demo who have an in-
credible amount of spending power?”

As advertisers and programmers
wonder what the aging demo will
mean, Allan says, “The probiem is
that the question is asked in a nega-
tive context. It's not a question: it's
a fact. The audience is getting
older. America is getting older. and
the Oldies format is following the
bulge in the population.™

Allan points to U.S. Census Bu-

" reau statistics that project that

within the next five to 10 years
largest-growing population segm
is 45+. “The largest-declining s
ment. based on their calculations,
35-44," he says.

Both Allan and Elliott agree th
the 55+ demo still carries a stig
among advertisers. Allan says. “T
argument is not so much the 5§
deimno. because we're still a coup
of years away from that. but that
format is a solidly 45-54 formi§
Market by market. if you look at
35-64 numbsers. it’s a dominant g
mat. Unfortunately. in our busine
everyone is wrapped up in 25-54g
18-49."

There are ways to combat 1
prejudice. Elliott says. “A lot of it
to do with education. As I consult#
dio stations. 1 know that a largep
of the concern is that advertisers
buyers are going to use every ta
they can to get their rates as low 8
possible. Sales executives who o
well-schooled in the knowledge tha
out there — the impact of boome
their spending habits. the amount
money they control — are going
have an easier time dealing with (s
than anybody else. Just as they h
throughout history. I think advertiss
will follow the baby boom as long
it keeps spending a lot of money.

“Thesc people have a loto
money. and as they become empif
nested, they don’t have a lott
spend it on other than themselv

Continued on Page

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!

old

' 4
The legendary C,OW 6 ® “Fits perfectly in our demos.

Goddard’s 35 years on the air
are all packaged in one great 3

hour program!”
Rick Andrews, PD, KOOL 101.3 Albuquerque, NM

® “We made the right choice!
Goddard’s Gold is a fresh change

of pace for my station.”
Brad Majors, PD, Oldies 99WAYS Macon, GA

602-381-820

WestStar

affiiaterelations@weststar.com

ext. 201 Eastern stations
ext. 211 Western stations

The 60’s & 70’s Never Sounded So Good!
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20th Century Music

Continued from Page 72

So we see all the statistics that say
that they're going to be leading vir-
tually every category. They're going
to be leading consumers in buying
cars; going to restaurants; traveling:
and purchasing home furnishings,
homes and baby products. Who are
you going to spend your moncy on
if you're a grandparent with lots of
money?”

“With the exception of the odd
dot-com millionaire, your average
25-year-old is not going out there to
buy a Lexus,” AHan adds.

Time To Experiment

Oldics stations” use of the Internet
is another topic Elliott plans to dis-
cuss at the NAB session. Although
more websites arc being launched.
he says, “I don't know if radio sta-
tions are taking as much advantage
as they should. But we're all learn-
ing. We're all at a point where we're
trying things and trying to figure
how things interact and integrate
with the product we put on the air.

“Everyone’s efforts are terrific,
but we've got to be looking for new
ways to bring these Oldies stations
online. We've got a lot of people
out there who are using the Internet
and Internet radio sites. 1t’s just the
beginning. It's a good time to be ex-
perimenting. and it's also a good
time to be challenging ourselves in
trying to find new ways to do it.”

Allan says, “1I'm fortunate, in
Washington, DC, to be in the No. 1
or No. 2 Intemet-connected market
in the nation. At WBIG we have our
own content manager. We're trying
to build our website into something
bigger and better. We have a very
active website. We have a lot of
people who hit it on a regular ba-
sis. I’'m not sure that every market
has that.” Yet when asked if the sta-
tion has found ways to increase its
revenue through the website, Allan

says, "Not in any dramatic kind of
fashion.”

Targeting A Niche Market

Just as Top 40 radio fragmented
in the *70s, Oldies radio is now tar-
geting specific niches. Allan and
Elliott agree that there's potential
in formats that lean toward the "70s
and °80s, although the exact pro-
gram remains a difficult puzzle 1o
solve. Elliott says, “The thing to
remember about traditional Oldies
vs. *Jammin’ Oldies’ or an "80s
Oldies or a *70s Oldies is that there
was a point in America when all
this music resided largely on onc ra-
dio station in the 1960s.

“Once fragmentation hit, it made
it difficult for us to go back and
build a huge coalition the way that
a '60s Oldics station can. I don't
think the listeners would be com-
fortable getting the Carpenters side
by side with Led Zeppelin. Yet on
a '60s Oldies we do play Neil
Sedaka and The Doors on the same
radio station, and we do it well.”

Allan doesn’t think that Classic
Rock or “Jammin’ Oldies™ will pro-
vide the greatest competition to tra-
ditional ‘60s-based stations. “1 see
Oldies stations usually having more
problems with Soft ACs because it
becomes a usage issue within your
demo,” he says

Regarding Oldies formats that fo-
cus beyond 1969, Allan notes, “So
far, nobody has found a magic elixir
for a *70s-based radio station. There
were some very good attempts, but
nobody has been able to unlock the
code on the *70s yet. I wouldn’t be
surprised to see an "80s-based AC.
The *80s were a great musical de-
cade. It’s now 20 years ago, so |
wouldn't be surprised to see that pop
in at some point.

“Part of the magic of "60s Old-
ies is that it was an innocent time.
It was a time when everybody lis-
tened to the same radio station. Ev-
erybody was kind of bound together

by a common thread. Times have
fragmented things more. You don’t
see large chunks of a population
with that kind of focus.

“Looking at the *70s, what if you
don’t like Lynyrd Skynyrd? Do you
play Lynyrd Skynyrd, or do you not
play Lynyrd Skynyrd? Do you play
the Carpenters, or do you not play
the Carpenters? Do you play disco.
or do you not play disco? Those are
three totally different things, and
people didn’t share those experi-
ences as much.”

The Future

Elliott is hoping that Allan, Kelly
and Michaels bring along their crys-
tal balls to gaze into the future of
Oldies radio. Allan says, “If I could
predict this stuff, I'd be retiring to-
morrow on my lottery winnings.
We're 45-54. It’s the largest seg-
ment of the population. We're go-
ing to last another 25 or 30 years.
This music will always be viable
because of the size of the popula-
tion that grew up with it and that
calls it their own.

“As time goes forward. maybe 25
years from now, this kind of format
will have a place as a nostalgia for-
mat because the music is relatable
even to a younger generation. You
goto a Beach Boys concert. and you
see kids singing "California Girls.'
We just had Peter Noone in for a
show here, and the kids were sing-
ing ‘Henry the Eighth.’

*“They may not have the same emo-
tional bond to the music that their
parents had, but they're familiar
enough with it. And they think. *Hey,
it’s got a good beat. and we can dance
to it.” They will listen to it. It may not
be their No. 1 choice, but there’s al-
ways going to be a place for it. Songs
like "My Girl’ or ‘Respect’ are a part
of American culture.”

Again emphasizing the strength of
the Oldies demo, Allan mentions
WBIG GM Catherine Melloy, who
also oversees several other stations.

“With the exception of the odd dot-com
millionaire, your average 25-year-old is not going
out there to buy a Lexus.”

“Her message has always been. ‘You
are what you are.”™ he says. *“She had
tremendous success building WGMS
into the biggest-billing Classical sta-
tion in the nation. There's a station
that really is 55+, and it makes a ton
of money.

*You can sell against any format.
Every format has a hole in it. There
is no format that is exactly 25-54.
Everybody specializes in a smaller
demo. It's just that when we sit
down with the advertising commu-
nity, we have this broad page we
have to deal with. Trying to con-
vince everybody that 45 isn't bad is
not the point. It's more about tell-
ing them what we are: *We're a 35-
54 radio station. Our qualitative
profiie is X. Oh, by the way, we're
top five, 25-54. What more would
you like to know? You're selling
cars, and you want to reach adults.’

“If you're a radio station, and
you're generating the kind of
Arbitron numbers you can and
should be generating, the sales pro-
cess follows right behind you. If
you're a two-share radio station,
you're a two-share radio station. If
you're a five-share radio station,
you’re a five-share radio station. You
get the dollars accordingly, so much
of it depends on how you perform as
a radio station.”

R-E-S-P-E-C-T
Allan continues, “One of the big-

- gest challenges the format faces is

one of respect. It’s more of an in-

dustry thing. It plays morc on the
sales side, but it plays a lot on th
industry side. | don’t want to take
credit for this, because it was|
passed along to me, but the only
people who finds the Oldies format
hip are the audience.

“You never read in R&R some-
body saying. "We just flipped 1o
Oldies, and we're just psyched
about it." Oldies stations reach
millions of people on a daily basis,
and they bill millions and millions
of dollars. 1t's a very viable busk-
ness opportunity for every major
group.”

Even radio veterans sometime
fall prey to misconceptions aboul
Oldies. Allan says, “When I'm
trying to steal a morning show
from a different format. it’s some:
times a sales job on these guys 10
say, ‘No, this is not the end of
your radio career if you come to
Oldies. You can talk to adults and
still be very strong and popular
while you're playing The Beatles,
The Beach Boys and Motown
stuff.’ Sometimes it can be a had
sell.

*Oldies radio is essentially Top
40 with a frozen list. A great per
sonality can thrive and succeed it
this format because of the passio
level that comes with the music.
You have to find talent that under-
stands this. Oldies has got a lot of
opportunities that other formats
don’t have because of that passios
factor.™

program!”

©® “Fits perfectly in our demos.
Goddard’s 35 years on the air
are all packaged in one great 3 hour

Rick Andrews, PD, KOOL 101.3 Albuquerque, NM

©® “We made the right choice!
Goddard's Gold is a fresh change

of pace for my station.”
Brad Majors, PD, Oidies 399WAYS Macon, GA

©® “Fits great for our larfal demo. Keep

the great programs com
Dennis Michaels, GM, z-w,q | FM M. Shasta, CA

ny’”

style.”

602-381

©® “Our listeners are glued to

the radio! What a great show!”
Allan Cook, PD, KOOL FM Tucson, AZ

@ “The best pmlymm in this
format for years.

impressed with the music mix
and Goddard’s warm, friendly

Michael St. John, GM, FUN 92.7 Huntsville, AL

WestSiar

affiiaterelations@weststar.com

The 60’s & 70’s Never Sounded So Good!
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Continued from Page 1

Tom Bender and I discussed this
idea extensively. When he found him-
self shepherding a damaged News/
Talk station in Dallas [WFAA), the
company gave us the green light to try
it. KRQX was bom in *83 and did ex-
tremely well, given the shackles of
being an AM music station.

The format was called “Good Time
Rock "N* Roll,” but a focus group
session conducted not long after the
station signed on indicated that the
name wasn't catching on. The listen-
ers referred to the music as “classic™
and 1alked about it as the music they
grew up with. From there, the posi-
tioning pretty much came from the
core audience. We switched itto Clas-
sic Rock. When Coca-Cola ran into
trouble with New Coke. they bailed
out and redubbed the original Coke
Classic. I knew then that we were
home free and had a great brand in
the making.

My one-man mission was to spread
the word and get the format on to the
FM band. It wasn't easy, and I didn"t
succeed until the spring of "85, when 1
signed on WMMQ in Lansing, ML.

Classic Rock

Classic Rock Tums 15

The station’s programmer, Jeff Crowe,
had heard me speak about the format
at a convention, and the owner, Bob
Onaway, was convinced enough to take
a flier. The station exploded out-of-the-
box, and soon after, [ signed on Classic
Rockers in Kansas City,- Washington,

The Classic Rock explosion also
came at roughly the same time as the
birth of the compact disc. The format
exposed this music in great quantity,
and listeners felt compelled to replace
their aging vinyl collections with pris-
tine CDs. The growth of the boxed set
as a marketing force, the huge sales
of catalog product and the revival of
many older rockers’ careers are di-
rectly attributable to the success of the
Classic Rock format.

R&R: Over the years we've seen
different hybrids of Classic Rock de-
velop, such as “Arrow, " Classic Hits
and, more recently, "Classic Rock
That Really Rocks.” How are these
different from what you originally en-
visioned., and how do vou feel they fit
the landscape today?

FJ: When you think back to the

mid-"80s, Classic Rock was the first
format that successfully fragmented
what was then AOR. Up until that
time two, or even three, AORs in
most markets sounded pretty much
the same. Then, in the early '90s,
Classic Rock got big enough for oth-
ers to fragment it. These offshoots
showed that Classic Rock is more
than a niche; it’s mainstream music,
and it has its own fragments. Some
have been better than others. The
**70s™ concept didn’t last very long,
and most of the Arrow stations ended
up evolving into Classic Rock.

I've found there’s noTight or wrong
way to do Classic Rock. In some mar-
kets the big winner is a straight-ahead
Classic Rocker. In others it's Classic
Hits. And in the last couple of years
*Classic Rock That Really Rocks™ has
had an incredible impact. Things get
sticky when there are two Classic
Rock-like stations in a market. While
both can survive, it's much like two
Jazz or Oldies or Country stations:
One can serve a market well.

R&R: How is the library different
today from its birth in 1985?

FJ: The *60s are less of a factor.
In fact, many original Classic Rock-
ers played Motown and had “soul™
features. People forget that FM
Oldies stations weren’t as common
in the mid-"80s. Many Classic
Rockers were able to straddle both
positions and win big. Over time
FM Oldies stations asserted them-
selves, and in music testing the
*60s lost some of their punch. To-
day the "80s is a more viable parnt
of the mix, but the *70s is still the
epicenter of the format.

R&R: Will Classic Rock age with
its audience and stick with the core
era (1968-1980), or should it include
more current music from the '80s and
*90s? Should it include currents by
Classic Rock artists?

FJ: Classi¢ Rock is a “genera-
tional” format and has already grown
older with the original audience. Back
in the mid-'80s the strength was 25-
34. Today it's solidly 35-44 and is

“Classic Rock is a ‘generational’ format and has
already grown older with the original audience.
Back in the mid-"80s the strength was 25-34. T
it's solidly 35-44 and is edging into the late 40s."

edging into the late 40s. This
will continue as the audience
Interestingly, there’s always beea
core of 18-24 men who worshd
Hendrix, Zeppelin and the "60s. &
they've been at the party since
beginning.

There’s a danger of swinging
music too far into the '80s or °
because of the power of the Clask
Rock brand. When you say
phrase, people have strong ex
tions about what they're supposed
hear. Programmers have to be true
the format or risk being attacked by
Classic Rock specialist.

New music on a Classic Rock
tion is spice: it’s not an integral
of the format. It’s not why liste
come to these stations in the ft
place. The audience has an interest
hearing new music from Classic
artists, but a little can go a long w

Continued on Page T8

Yesterday And Today

@ TOP 100 LISTS HIGHLIGNT CHANBES AT THE FORMAT

These lists, provided by Fred Jacobs and Media-
base’s Rich Meyer, offer an interesting look at how
the Classic Rock format has evolved in the 15 years
since its birth.

“Fred’s Original 100" are the 100 power goki titles Jacobs
Media recommended to its first Classic Rock clients. This
“classic” safelist was the initial musical blueprint for stations
flipping to the format. “Rich’s Current 100" represents the
cument year-to-date most-played Classic Rock titles from
a panel of 86 leading stations as monitored by Mediabase
Research.

Perhaps a surprise for many is that there are no Beatles
fities on the current top 10D kist. Other songs absent include
*60s tracks by The Doors, The Rascals and Jeflerson Air-
plane and softer songs by Bob Dylan, America, Blues Im-
age and Neil Young, both solo and as a member of Crosby,
Stills, Nash & Young.

The format has added '80s tracks by John Cougar, Dire
Straits, Tom Petty and ZZ Top and stepped up the rotation
on guitar-driven songs by Boston and AC/DC. On the other
hand, it has remained loyal to its mid-"70s core, with the cut-
off being the early to mid-'80s for most Classic Rock out-
lets. One surprising omission from the top 100 of 2000 are
Van Halen.

R&R salutes Classic Rock's 15-year anniversary and the
many contributions it has made to the radio industry. Many
thanks to Jacobs Media President Fred Jacobs and
Mediabase Research President Rich Meyer. An asterisk
denotes songs on the current list that did
not appear on the original fist.

Fred’s Original 100

AEROSMITH Dream On
AEROSMITH Sweet Emotion

_ AEROSMITH Walk This Way
AMERICA A Horse With No Name
ANIMALS House Of The Rising Sun, .

BEATLES Let it Be

BEATLES Revolution

PETER FRAMPTON Show Me The Way

NORMAN GREENBAUM Spirit In The Sky

BEATLES Sgt. Peppers../With A Littie Help...

GUESS WHO American Woman

BEATLES Twist And Shout

GEORGE HARRISON My Sweet Lord

BLUE OYSTER CULT (Don't Fear) The Reaper

BLUES IMAGE Ride Captain Ride

HEART Barracuda

HEART Magic Man

BOSTON More Than A Feeling

DAVID BOWIE Changes

HOLLIES Long Cool Woman (In A Black Dress)

JEFFERSON AIRPLANE Somebody To Love

DAVID BOWIE Space Oddity,

JEFFERSON AIRPLANE White Rabbit

BUFFALO SPRINGFIELD For What It's Worth

CHICAGO250r6To 4

ELTON JOHN Bennie 8 The Jets

ELTON JOHN Honky Cat

ERIC CLAPTON Cocaine

JANIS JOPLIN Piece Of My Heart

ERIC CLAPTON Let It Rain

ALICE COOPER Eighteen

KANSAS Carry On Wayward Son

KINKS Lola

CREAM Sunshine Of Your Love

LED ZEPPELIN Black Dog

CREEDENCE CLEARWATER REVIVAL Bad Moon Rising

LED ZEPPELIN D'yer Maker

CREEDENCE CLEARWATER REVIVAL Down On...

CREEDENCE CLEARWATER REVIVAL fortunate Sun

LED ZEPPELIN Stairway To Heaven

LED ZEPPELIN Whole Lotta Love

CROSBY, STILLS & NASH Suite: Judy Blue Eyes

JOHN LENNON Imagine

CROSBY, STILLS, NASH & YOUNG Woodstock

LYNYRD SKYNYRD Free 8ird

CROSBY, STILLS, NASH & YOUNG Carry On

LYNYRD SKYNYRD Sweet Home Alabama

SPENCER DAVIS GROUP Gimme Some Lovin’

PAUL McCARYNEY & WINGS Band On The Run

DEEP PURPLE Hush

STEVE MILLER BAND Fly Like An Eagle

- DOOBIE BROTHERS Black Water STEVE MILLER BAND Jet Airliner
. DOOBIE BROTHERS China Grove STEVE MILLER BAND The Joker
DOOBIE BROTHERS Listen To The Music MOODY BLUES Tuesday Afternoon
DOORS Hetlo, | Love You VAN MORRISON Brown Eyed Girl
DOORS Light My Fire NAZARETH Love Hurts
DOORS Riders On The Storm RASCALS Good Lovin'
BOB DVLAN Like A Rolling Stone ROLLING STONES Brown Sugar

EAGLES Hotel Calbornia

ROLLING STONES (I Can't Get No) Satistaction

EAGLES Life In The Fast Lane

ROLLING STONES Let's Spend The Night Together

ARGENT Hold Your Head Up

EAGLES Taka it Easy

ROLLING STONES Start Me Up

BAD COMPANY Bad Company

EMERSON, LAKE & PALMER Lucky Man

ROLLING STONES You Can't Aways Get What YouWant |

BAD COMPANY Can't Get Enough

FLEETWOOD MAC Don't Stop

SANTANA Evil Ways -

BEATLES A Hard Days Night

SANTANA Black Magic Woman/Gypsy Queen

FOREIGNER Feels Like The First Time

Continued on Page 78
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Yes, it's really this easy.

Intuitive, intelligent digital delivery—
DADpro32. Easy to leamn, sasy to
use. Simple to expand as you grow.
Looking is hard, the choice is easy.
DADpro32—irom ENCO Systems.

Smarter. Faster. Better.

. vl

800.ENCO.SYS WWW.enco.com
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Classic Rock Turns 15
Continued from Page 76

Unlike an Active Rock station with a
set rotation for currents. new music
on a Classic Rocker should be ap-
proached with caution and reserved
for only really great stuff. Some Clas-
sic Rock stations have opted against
playing new music. and it doesn't
seem to have hurt them.

R&R: Your original format in-
cluded artists such as Simon &
Garfunkel and James Taylor. Can
they be considered rock roday. and
do they still fit?

FJ: Format compatibility studies
showed that the softer end of the for-
mat had problems in some markets.
Like the harder '80s music, it was
found to be more fringe than core.
Most stations have wisely proceeded
carefully with those artists, but Clas-
sic Hits stations. in particular, have
been successful in integrating them.
They arc secondary artists but make
sense in certain situations where the
emphasis is on Classic Hits.

R&R: How important is talent?
Do you find that the audience wants
the stations to be music-intensive, or

isamorning show a kex element? Can
Jocks in the format be under 40?

FJ: Talent is everything. All you
nted to do is listen to a Classic Rock
station with automatons and another
that has real people who know the
music and are living in the 21st cen-
tury to hear the difference. Older jocks
have 10 be careful that they don't get
too nostalgic about the music. They
also need to sound like contemporary
people. The stations that have at-
tempted to re-create Top 40 radio
from the "60s end up sounding jive
and dated.

There are very few Classic Rock
stations with music-intensive mom-
ing shows that are winning. Like just
about every other format. Classic
Rock stations need cume-urgent
moming shows that are habit-form-
ing. Even from the format’s begin-
nings. that was the case.

R&R: What is vour feeling o deep
cuts? Has it changed in 15 years?

FJ: Decp cuts are a trick bag. Ev-
eryone says they want them. but no
one can agree on which ones they
love. If an album or CD was big in
your college dorm., you know all the
cuts. If not. you're lost and punching

out. Classic Rock isn’t going to start
successfully breaking “70s deep cuts
into hits in 2000.

Format stunting. like A-to-Z, can
be great for image and relief from the

everyday format, but most well-pro- .-

grammed Classic Rockers don‘t have
repetition problems. As cliched as it
sounds, listeners want to hear the hits.
The farther you get away from that
tenet, the lower your TSL will be.

R&R: Some of the original Clas-
sic Rock stations are now long gone,
such as KLSX/Los Angeles and
WCXR/Washington. What caused the
demise of those stations, considering
that the format still exists in those
markets?

FJ: Former Classic Rock stations
bowed out for'a variety of reasons,
from ownership changes to lack of be-
lief in the format. History has shown
that there's a huge oppontunity for
Classic Rock in every market in the
country. Unlike many two-year formats
that have come and gone. the Classic
Rock format has stood the test of time.

Many predicted its demise. but it's
bigger than ever. In 1999 the format was
No. 1 in sales power ratios. If that
doesn’t tell you something about lon-

Classic Rock _

. gevity and acceptance. nothing will. It's

also noteworthy that Classic Rockers
that have stuck it out — WKLH/Mil-
waukee. KZPS/Dallas, WZLX/Boston
and WCSX/Detroit, to name a few —
have thrived and are market leaders.

R&R: Thinking ahead, we've
started to see the development of
Classic Alternative in markets such
as Denver, Minneapolis and. for a
brief time, Detroit. Is this Classic
Rock for the next generation, and will
it have a life in the new millennium?
Can it work in a lot of places. or
would it have 10 be in cities like Los
Angeles, San Diego and Boston,
where Alfernative has heritage?

FJ: The thing I've learned about
nostalgia from Classic Rock is that
every generation thinks the music
that it grew up with is the greatest
music in the world. Therefore. you
can make the leap that the roots of
Alternative could be the foundation
of a 25-34 format. But the caution is
that this music wasn’t exposed ev-
erywhere (like classic rock or oldjes).
In those cases it's going to be diffi-
cult to launch a successful format
with older music that never achieved
hit status in a market.

The other issue is branding.
Classic Rock brand is powerful 3
ubiquitous. Everywhere you go
companies use “classic” to conl
quality and longevity. When our ¢
pany moved into Alternative. #
coined “The Edge™ and it became
onymous with the formal. Am
other things, new formats bene
greatly from a great brand name.

R&R: What abowr imaging
on-air marketing? Do sound bit
from the '60s and '70s still comple-
ment the music?

FJ: That stuff takes you back
has that Nick At Nite effect. but
the end of the day Classic Rock stz
tions need to sound like they're
now. [ get uncomfortable whenl
too many mentions for bandmem
celebrating their 58th birthdays
that it’s been 32 years since the
lease of an album. Boomers are g
ing to fight the aging process as lhcy]‘
move into the AARP demographic/
Classic Rock is going to have to mﬂj'
tinue to meld the music boomen
grew up with with strong. contem:
porary-sounding personalities. cos
tests and promotion. In many way§
it’s an casy format to market.

BRUCE SPRINGSTEEN Born To Run

Continued from Page 76 JOHN COUGAR Jack And Diane ROBERT PALMER Bad Case Of Loving You (Doctor...)*
BOB SEGER Turn The Page CREAM White Room TOM PETTY Free Fallin™
BOB SEGER Night Moves DEEP PURPLE Smoke On The Water® TOM PETTY & THE HEARTBREAKERS Don't Do Me..*

BAD COMPANY Bad Company
BAD COMPANY Feel Like Makin' Love*
BAD COMPANY Rock & Roll Fantasy
BLUE OYSTER CULT (Don't Fear) The Reaper
BOSTON Don't Look Back

__BOSTON Foreplay/Long Time*
BOSTON More Than A Feeling
BOSTON Peace Of Mind*
CARS Just What | Needed®
ERIC CLAPTON After Midnight*
ERIC CLAPTON Cocaine
PHIL COLLINS In The Air Tonight

LED ZEPPELIN Stairway To Heaven

DEREK & THE DOMINOS Layla TOM PETTY & THE HEARTBREAKERS Relfugee"
STEELY DAN Dot Again DIRE STRAITS Money For Nothing® PINK FLOYD Money"
O 3o Mo O Ll o A DIRE STRAITS Suftans Of Swing QUEEN Another One Bites The Dust®
STEPRENNOLE S eaii e s DOOBIE BROTHERS Black Water QUEEN Bohemian Rhapsody*
STEREMSEOLE Panilu S i DOOBIE BROTHERS China Grove QUEEN Killer Queen
ROD STEWART Maggie May DOOBIE BROTHERS Listen To The Music QUEEN We Will Rock YowWe Are The Champions®
STYX Come Sait Away DOOBIE BROTHERS Long Train Runnin’ ROLLING STONES Beast Of Burden'
SNEToTGN Coried S EAGLES Already Gone ROLLING STONES Honky Tonk Women
DD My ST EAGLES Hotel California ROLLING STONES (I Can't Get No) Satisfaction
NG aane OFely EAGLES Life In The Fast Lane ROLLING STONES It's Only Rock & Roll (But | Like Ity
Wio Badtind BUSE/Ss : EAGLES Take It Easy ROLLING STONES Jumpin' Jack Flash®
EOCARYANTER GHONR FseiRids FLEETWOOD MAC The Chain® ROLLING STONES Miss You®
YESIHoudbeut FLEETWOOD MAC Go Your Own Way* ROLLING STONES Start Me Up
L VOuNG Souhiniion FOREIGNER Cold As lce® SANTANA Black Magic Woman/Gypsy Queen
B WAy FOREIGNER Foets Like The First Time SANTANA Evil Ways
__ZOMBIES Time Of The Season FREE AN Right Now" BOB SEGER Night Moves®
Rich’s Current 100 GOLDEN EARRING Twilight Zone® BOB SEGER OId Time Rock & Roll”
AC/DC You Shook Me AW..* GUESS WHO American Woman BOB SEGER Tum The Page
AEROSMITH Dream On GRAND FUNK We're An American Band® STEELY DAN Do it Again
AEROSMITH Sweet Emotion HEART Barracuda STEELY DAN Reeling In The Years
AEROSMITH Walk This Way Rich Meyer HEART Crazy On You® STEPPENWOLF Born To Be Witd
ALLMAN BROTHERS BAND Rambiin’ Man HEART Magic Man STEPPENWOLF Magic Carpet Ride
BACHMAN-TURNER OVERDRIVE Let It Ride® HOLLIES Long Cool Woman (In A Black Dress) STYX Renegade’
BACHMAN-TURNER OVERDRIVE Takin' Care Of...* KANSAS Carry On Wayward Son SUPERTRAMP The Logical Song®
BACHMAN-TURNER OVERDRIVE You Ain' Seen..* LED ZEPPELIN Black Dog THIN LIZZY The Boys Are Back In Town*

G.THOROGOOD & THE DESTROYERS Bad To The...*

LYNYRD SKYNYRD Gimme Three Steps®

JOE WALSH Rocky Mountain Way*

LYNYRD SKYNYRD Sweet Home Alabama

WHO Behind Blue Eyes

LYNYRD SKYNYRD What's Your Name*

WHO Who Are You*

MANFRED MANN'S EARTH BAND Biinded By The...*

EDGAR WINTER GROUP Frankenstein®

JOHN COUGAR MELLENCAMP Small Town

EDGAR WINTER GROUP Free Ride

STEVE MILLER BAND Fly Like An Eagle

YES I've Seen All Good People

STEVE MILLER BAND Jet Airiner

ZZ TOP Gimme'All Your Lovin®

STEVE MILLER BAND The Joker ZZTOP La Grange”

" STEVE MILLER BAND Rock ‘N’ Me* ZZTOP Legs )
STEVE MILLER BAND Take The Money And Run ZZ TOP Sharp Dressed Man*
VAN MORRISON Brown Eyed Girl ZZTOP Tush®
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Someday
In the future...
Possibly

EVENTUALLY
Maybe

Perhans
Tt’s conceilvable.

All these words mean “today” at CLBN.

Everyone is talking about the future of internet broadcasting. At CLBN, we're already there.
Offering technology others are just talking about. And, a real way to generate revenue. Today.

With seamless ad insertion, high quality streaming, and real-time listener information with DemoTrak,
CLBN is the Premier Internet Broadcast Solution. Just one source to make everything run smoothly.

Visit us at CLBN.com or call 469-737-4500, and you'll see just how powerful internet broadcasting
can be today. CLBN — building the future in real-time.

Please stop by and see us at the NAB Radio Show in San Francisco, September 20-22 at booth #2220.

G cuan. iepays.

www.americanradiohistorv.com
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Adult Standards

...... 4 6 6 s 6 s s 6 s 6 s s a s e e s s s e e s

Boomer Marketing Set To Boom

[J Interep study shows growing desirability of elder Americans for radio

By Adam Jacobson
R&R Radio Editor

boomers. Many will soon be reaching retirement age, and this segment of the overall

B y now most people are aware of the growing desire among marketers to target baby

resources.

Next year the first of the baby
boomers will cross the 55+ thresh-
old, traditionally scen as the ad-
vertisers’ netherworld. How many
advertising campaigns have you
seen lately that have prominently
featured elder Americans? Aside
from Depends, Maodern Maturity
and Levitt-Weinstein Funeral
Homes. not too many. Perhaps
that’s about to change.

A study recently compiled by
Interep further illustrates many

N ———

“The current
generation of 55+
consumers has
forced marketers to
reevaluate their
approach to this
important market
segment. They are
healthier, more
active and wealthier
than any previous
generation.”

—li

facts that may seem to hold little

surprise for marketing and promo-

tion executives — as well as pro-
grammers — in the Adult Stan-
dards format. However, selling
Adult Standards continues to be a
struggle. The report, “55-plus
Consumers: Ready for Prime
Time,” focuses on the 53 million
consumers aged 55 and up.
Michele Skettino, who pre-
pared the report for Interep. sum-
marized it in three succinct sen-
tences: “The current generation of
55+ consumers has forced market-
ers to re-evaluate their approach

to this important market segment.

They are healthier, more active and
wealthier than any previous gen-
eration. Moreover, the prominence
of this age group will continue to
grow as baby boomers begin to
cross the 55-year mark next year.”

Redefined Market Focus

Skettino continues her thoughts
in the written report: *“While baby
boomers were still children, the
World War 11 generation was pros-
pering from the economic strength
of the post-war 1950s and 1960s.
Salaries were higher in relation to
real buying power. Many entered
the real estate arena before prices
skyrocketed, and they saw the val-
ue of their properties surge. Then,
in the economically strong 1980s
and late 1990s, this generation,
invested solidly in the stock mar-
ket, again reaping financial re-
wards.”

Here are some fast facts about
today’s elder Americans:

» Approximately 53 million
Americans are now 55 years of age
or older.

* This number represents about
22% of the total population and
28% of the adult population.

* Those 55 and older are tech-
nically part of two different gen-
erations. The older portion con-
sists of those born before 1935 and
is termed the "Gl Generation.” The
younger portion was bomn between
1936 and 1945.

Today the dominant age celt
represents those 35-44 years of
age; 16.3% of the total population
lies within this mini-demograph-
ic. In second place are those 14-
24 years old (15.3%), followed by
the 45-54 cell (13.4%) and chil-
dren 5-13 (13%). In fact, of all age
breakouts, the 55-64 cell consists
of just 8.7% of the total popula-
tion. That figure is set to change
dramatically in the next 20 years.

“Currently, there are approxi-
mately 24 million Americans in
the 55-64 age group, and 35 mil-
lion aged 65 and over,” Skettino
writes. “However, in the coming
years these numbers, as well as the
corresponding percentage of the
population, will rise significantly.
As the large baby-boom genera-
tion ages, 55-plus consumers will
become an increasingly important
segment of the population. By
2020 the percentage of the popu-
lation over S5 years old swells to
more than 30%.”

In fact, those over the age of 65
will far exceed any other age cell.
Those in the 14-24 age range will
still hold high desirability for mar-
keting firms, since they'll make up
a healthy 14.2% of the total popu-

population represents a significant demographic into which businesses can pour their

lation. Those 25-34 will make up
13.1%, and persons 55-64 will
make up 12.9% of the total popu-
lace.

Retiree Residential
Hot Spots

“As the 55-plus demographic
grows, so will the percentage of
retirces.” Skettino writes. “Migra-
tion trends could dramatically af-
fect a number of states. including
current retirement meccas such as
Florida, Arizona, the Carolinas
and Nevada.”

According to U.S. Census data
from 1997, the latest available es-
timates, California and Florida
will continue to house the largest
population of elder Americans for
the next several decades. Texas
will move into third place by 2025.
To best picture just how significant
the growth in the elderly popula-
tion will be, remember that only

T

“By far, adults 55 and
over have more
financial assets than
those in any other age
range. This is said to
be the most affiluent
older generation in
history.”

e

five states had at least 15% of their
population over 65 in 1995. By
2025, Skettino says, the number
of states in this category is expect-
ed to surge to 48.

In terms of “mature” metropol-
itan areas, in which the 55-plus
population is most significant. six
Florida Arbitron markets domi-
nate. That’s far from surprising,
considering the plentitude of re-
tirement communities in South-
west and South Florida. Sarasota-
Bradenton is tops: Forty-eight per-
cent of the market is over the age
of 55. That’s followed by Ft. My-
ers-Naples-Marco Island (42%),
West Palm Beach (40%), Dayto-
na Beach (40%). Tampa-St. Pe-
tersburg. (37%) and Lakeland-
Winter Haven (34%).

When glancing at market per-

KPOP/San Diego recently held a live remote aboard the Berkeley ferry
boat, part of San Diego’s Maritime Museum. The promotion was for an
upcoming dance to benefit the Maritime Heritage Organization. Seen
here are (l-r) KPOP morning man Ernie Meyers and Andi, who hosts a
Saturday-night show called Jumpin’ Like Mad.

formance for Adult Standards in
those six cities, an interesting
landscape unfoids. In Sarasota
WDVYV dominates the ratings with
its Beautiful Music format. Mean-
while, three Adult Standards sta-
tions combine for a 4.6 rating 12+
in the spring 2000 ratings. In Ft.
Myers Adult Standards attracts a
5.7 12+ between two stations, and
Beautiful Music WAVV domi-
nates the 12+ ratings withan 11.1.

In West Palm Beach three Adult
Standards stations team up for an
I 1.4 share, with WIBW attracting
a 7.8 on its own. Daytona Beach’s
two Adult Standards stations at-
tract a combined 8.3 share. In
Tampa WDUYV is far ahead in the
top spot with a 10.2 12+, while
WGUL-AM & FM attracted a 4.4
despite a signal change. WDUV
also scores high in Lakeland.
while WONN-AM earned a 3.1
12+ with its Adult Standards for-
mat.

Yet billing for Adult Standards
is far below that of any other for-

_ mat in West Palm Beach, despite

-

its overall ratings. According to
BIA, WIBW increased its billing
to $1.2 million in 1999. That's
compared to $10.4 million for
market-leading AC WEAT. In
Daytona Beach WROD billed
$575,000, while WSBB took in a
paltry $150,000 in *99.

Tampa tells perhaps the best re-
ality tale: WDUV billed $3.7 mil-
lion in 1999 as the 21st-ranked
market’s top radio station. WGUL
attracted $1.5 million in "99 reve-
nue. WDUV's power ratio is 0.31,
while WGUL’s is 0.40. CHR/Pop
WFLZ attracted $13 million in
revenues, while Country WQYK
eamed slightly more at $13.2 mil-
lion. However, Adult Standards
and B/EZ still took in more than
Oldies WSUN and Rhythmic Old-
iesWFJO. WHPT and WTBT, two
Classic Rock stdtions, each
brought in $4.1 million and $4.4
million.

Net Worth Increases
With Age

How can stations such as
WDUYV increase their power ratio

and overcome a more than $9 mik
lion revenue differential belw::
the No. 1 station and those ranl
second and third? Here are sol
fast facts: Most elder Americ
are Anglo and are not employ:
(in other words, they are retiredk
Because of retirement or reduced
work schedules, elder Americans
do have lower household incomes
than those in the peak earning
years, Skettino writes, but that sia-
tistic can be misleading.

“Since older adults have fewer
debts and paid mortgages. the dis-
cretionary income levels in thest
households often surpass those i
younger households,” Skettine
says. “Also, net worth increases
with age — a statistic not neces-
sarily reflected in yearly income
estimates. By far. adults 55 and
over have more financial assct$
than those in any other age range,
This is said to be the most affle
ent older generation in history,
Median net worth for thosc be:
tween 55 and 74 is upward ol
$90,000!

Asset distribution is heavily
based on home ownership. Of
those 55 and older, 42.4% own1
home. A bit more than 13% hav
interest-eaming assets at financia
institutions. A significant portiot
of elder Americans also owt
stocks and mutual funds, along
with IRA and Keough accounts.

Where are the major expend
tures? Health care accounts fa
45% of all spending, houschok
supplies take 36%, and persona
care attracts 30%. Perhaps radi
sales departments can further
into these areas to bring billing uf
to mainstream levels.

Share Your Thoughts

Would you like to share your com- |
ments or concerns about this cok
umn? Do you have an idea for a
future column? We always wel-
come your thoughts and invite you
to send them to R&R Radio Edi-
tor Adam Jacobson atjacobson@
rronline.com;, phone 310-788-
1661.
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information
and website

registration go to
rronline.com

if you are serious about s Featuring keynote speakers

| success in Talk Radio, R&A’s F \ £ _ and sessions designed to
Talk Radio Seminar 2001 is help you increase your Talk

| the one event you cannot g : radio station’s ratings and
afford to miss! Join a who’s- revenues in the year ahead.
who of Talk Radio’s leaders Don’t miss the most talked
and innovators for the most y about annual event in Talk
format-focused meeting . radio - R&R’s Talk Radio
you've ever attended. Q f Seminar 2001!

MARINA BEACH MARRIOTT, LOS ANGELES, CA

S [/ 711 & [/ | e

e
:' mrinan. SEMINAR FEES
-registration BEFORE FEBRUARY 8, 2001

FAX THIS FORM BACK TO 310-203-8450 FEBRUARY 10-MARCH 2, 2001
OR MTO: [ Piease print carefully or type in the form below.] AFTER MARCH 2, 2001

R&R Talk Radio Seminar Fuli payment must accompany registration

10100 Santa Monica Bivd., 5th Floor | form. Please i";'"“ separate forms '°'b°a°h G ST REEISTRANON 0Ny
o registration. Photocopies are acceptabie.

Los Angeles, CA 90067-4004

OR REGISTER ONLINE AT www.rronline.com
MAILING ADDRESS

METHOD OF PAYMENT

PLEASE ENCLOSE SEPARATE FORMS FOR EACH INDIVIDUAL REGISTRATION

0 visa O mastercars 0 American Express O oiscover [ cChex
Account Number |

Expiration Date
LIl |
Month Date Signature

Print Cardhoider Name Here

Call the R&R Talk Radio Seminar
o d
QUESTIONS? Hotline at 310-788-1696

-l e e e o e e o e o e e o e e e E o e e e

Marina Beach Marriott, Los Angeles, CA

—— == Thank you for requesting reservations at the :
Marina Beach Marriott. Our staff would like to take the opportunity to extend Single ( 1 person) $169/night
awarm welcome to you during your upcoming meeting.
¢ To confirm your reservation, your arrival must be guaranteed by charging two
nights deposit to a major credit card, or you may send payment by mail. Deposits
will be refunded only if reservation is cancelled at least 7 days prior to arrivai. FOR HOTEL RESERVATIONS, PLEASE CALL:
 Reservations requested after February 19, 2001 or after the room block has been 310-301-3000 or 800-228-9290

filled are subject to availability and may not be available at the convention rate. Or mail to: Marina Beach Marriott, 4100 Admiraity Way,
e Check in time is 3:00 pm; check out time is 12noon. Marina del Rey, CA 90292

Suites )| $239-750/night
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Burn Rubber.

Short cut 2

PERSONAL AUDIO EDITOR

You want speed? YOU GOT IT!

360 Systems’ new Short/cut 2000 Editor
features split-second edits for news, call-ins,
and live events. Plus, you'll get industry-wide
file interchange, a full slate of editing features,
and unparalleled ease of use.

Call your favorite 360 Systems dealer now —
and put the pedal to the metal.

Easy Upgrade!

Now you can upgrade your existing Short/cut editor to the speed and
power of Short/cut 2000. To turbocharge yours, call (818) 991-0360.

Corporate Office: 5321 Sterling Center Drive, Westlake Village, CA 91361 '
Tel: (818) 991-0360  Fax; (818) 991-1360 Website: www.360systems.com  email: info@360systems.com PROFESSIONAL DIGITAL AUDIO
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Spring'00 Fali’00  Fall ‘00

Spring'00 Fall’00  Fall 00

- i Marte! Rank __ Rank Popuistion  Marksl Rank _ Rank Populalion
Arbltmn Adds Flve Markets For Fa" m Modesto. CA 122123351500  FlorencesSC 197 203 158600
' Pensacola. FL 121 124347700  Emira-Corning. N 198 204 156,700

Arbitron has added five new markets for  248): these three markets will be measured oere 124 125 343,00 ceda.’ Rapids. 18 a0 205 156100
the fall 2000 survey. Two are in the top 100:  in the fall and spring only. The additions Ca"FO"‘ 2l - — 126 338,500 B _Gree"' XY an 2l__1u0
Middlesex-Somerset-Union. NJ is added as  bring the total of Arbitron-measured markets ~ S2ginaw-Bay City. Mi = ey Geapms 28 _ 2% _52J00
market No. 33. and Westchester. NY enters  to 283, Reno, NV 128 128 324800  F1 Walton Beach, FL 204 208 150.200
at No. 59. Both continuously measured “Since the Telecommunications Act of 1996 Fayettevilie, NC 126 129 324200  Medford-Ashiand. OR 207 209 149.600
markets are embedded in the New York  began the era of radio consolidation. Arbitron ~ Beaumont-Port Athur, TX 127 - 130 312200  Tri-Cities, WA 206 210 148.800
metro. so they'l continue to be included in  has added nearly two dozen new radio mar-  Ft. Collins-Greeley, CO 132 131 308400  Sioux Falis, SD 210 211 146.900
the New York book. (Nassau-Suffolk.  Kkets to our survey roster.” noted Arbitron Exec. Corpus Christi, TX 129 132 306,400 Laurel-Hattiesburg, MS 208 212 146.500
Monmouth-Ocean. Morristown and Stam-  VP/Radio & Intemet Pierre Bouvard. *“As ra- Reading, PA 131 133 306,000 Lake Charles, LA 205 213 146,300
ford-Norwalk. CT are other New York-em-  dio continues to grow at a record pace. Shreveport, LA 130 134 305.000 Fargo-Moorhead, ND-MN 211 214 143500
bedded markets.) Arbitron keeps expanfling its core service 10 guaq Cities, 1AL 133 135 296900  Champaign, IL 209 - 215 143300
Other markets added to the survey are  meet the needs of the industry.” ) ) Appleton-Oshkosh, Wi 138 136 293500  Blacksburg, VA 214 216 140,000
Flagstaff-Prescott. AZ (No. 158). Here are the new market rankings, which Biloxi-Gultport, MS 136 137 292200 St Cloud, MN 22 217 139.400
Clarksville-Hopkinsville, TN-KY (No.  will go into effect with the fall 2000 survey. Stamiord-Norwaik CT 139 138 289200  Tuscaloosa, AL 216 218 138,400
199) and St. George-Cedar City, UT (No.  Ties are noted (t) when they occur. Semai 138 139 288500  Marion-Carbondale, IL 213 219 138.000
S A  FIW Spring'00. Faire0  Fail ‘00 Atantic City-Cape May. W) 137 140 288,000 duikagon. 18 27 220 137.900

, Rank  Rank Popuiation  Markel Rank  Rank Populati Peoria. IL 135 141 286700  Redding. CA_ 215 221 136,900
R o = 1 14487900  Tucson 61 62 717900  Newburgh-Middietown. NY 141 142 276100  Duluth-Superior MN-WI 219 222 135700
q— > 2 10.489.800 rom— = 63 708,500 Tyler-Longview, TX 140 143 273.700 wlnchester,' VA 218 223 134,900
Chicago 3 3 7,191,300 Tulsa 62 64 687.800 Eugene-Springfield, OR 143 144 267,100 Ch?rloneswlle, VA 222 224 132,800
San Francisco 4 4 5821700  McAlen-Brownsvill 683 65 681300  Montgomery. AL 142 145 265600  Dubudve A &z
Phiagephia 5 5 4081300  Grand Rapids 66 66 636600  AnnArbor M 145 146 265400  Wheeling. WV 223 226 130,500
Dalas Ft. Worth 6 6 4005300  Fresno 65 67 632900  Seringfield MO 146 147 263800  Ablene. IX 2127 1030
. 7 7 3836500 Wikes Bane-Scranton 64 68 628800  Huntinglon-Ashiand, WV-KY 144 148 262.900  Rochester MN g8V o0
Boston 8 8 3741200  Aleotown-Bethien 67 69 62000  MaonGA 147 149 258200  Suringlon, V] Zi_ i 17em
Washington, DC 9 9 3728800  Knowville 69 70 579100  Rocklord I 148 150 255000  Jopln.MO 2o _eurh
e 010 3676600 Akron 8 71 sroo0  Kileen-Temple, TX 149 151 247000  PanamaCiy FL )Y
Arta 11 11 3297200  Ft Myers-Naples 7172 seoe0n  Salsbuy-OceanCiy MD 150 152 247100  LimaOH 5 m o 12:'620
Man-Ft. Lauderdale 12 12 3200700  Elpaso 70 73 ss7000  Paim Springs. CA 153 153 246500 ;:"“’_S"”'“'Vﬁ' 1 ;:" Z;i : : ;og
Puerlo Rico 13 13 3172400  Albuguerque 72 74 s5p400  Utice-Rome, NY 191 154 244000 Boomlcng: = TR 232 o :2;',00
Seatte-Tacoma 14 142925300  Omaha-Council Buffs 73 75 551700  Fayeteville AR B Bo_gmigho <R 'e:; . T
Pooeix 1615 2480500  Wimington, DE 76 76 536600  Evansvile L 152 156 242200 L::a ':re'm TR
San Diego 15 16 2425600  Monterey-Salinas 74 77 536200  Savannah GA LOBRNLIC L - e'u e
| Mineapolis-St. Paul 17 172355000  Syracuse 75 78 536000  Flagstafl-Prascon AZ = 10829000 < O':r:‘; —n . T
Rassau-Sutfolk 18 18 2306700 Harrisburg-Lebanon 77 79 522800  Poughkeepsie NY 157___W39) 12291700 S::se . R TR
St Louis 19 19 2122000  Sarasota-Bradenton 8 8 sie0  EreRA 15 16 77om waterlx' Codarfals, A 233 241 119,300
-~ 20 20 2097100  Tordo 79 81 500400 | Wausau-Stevens Pt Wi 158 161 224.500 _ z:’m = S RIS
Tampa:St Petersburg 21 21 2026700  Springfield MA 80 82 493000  laliahassee FL o e Eha T TR
Fitsburgh 2 2 1974500  -Greenville-New Bem 81 83 476600  Portiand ME 160 163 219600 E,':me;h Ciy NG o 244 116.100
Denver-Boulder 23 23 1921500  Baton Rouge 82 84 473500  Hagerstown MD i 163 iy College. PA =T L s
Coveland 24 24 1760100 Little Rock 83 8 d4eas0  SouthBend N B3 168 25000 renceMuscle Soals. AL 240 246 115,600
Fortiand, OR 25 25 1754700  Charleston, SC 87 8 45z Chadeston Wy D2__1%6 2330 R X 243 24 11400
Cncinnati 26 26 1,618,100 Stockton 85 87 454,000 New Bedford, MA 164 167 210,100 st George-c‘edar City UT = 28 1“'200
Sacramento 29 27 1,460,500 Wichita 84 88 449,800 Anchorage, AK 168 168 209.400 Co}umbia o . o P 109'700
S Jose 27 28 1455800  GamesvileOcal %0 89 443200  San Luis Obispo. CA 165 160 208500 Tt s
Riverside-San Bemardino 28 29 1,453,000 Mobile 88 90 442,500 Binghamton, NY 166 170 206,700 Billinqs' MT 246 251 105'100
Kansas City 30 30 1,445,000 Bakersfield 86 91 439,000 New London, CT 167 171 205,400 Tmrka;\a T Y= = 100'400
Mitwaukos-Racine 31 31 139200  DesMoines 92 9 43400  F.Smith AR S S T e e R
a0 Antorio 32 32 1367500  Columbia, 5C 89 93 437300  Lincoin. NB 723 MOMM  omm 50 254 97600
WodesorSomerset M) - 33 1299400  Spolane o1 84 435400  Columbus.GA 1864 e et 252 255 97.400
Columbus, OH 34 34 1287600  Daytona Beach 93 95 418600  MyrtieBeach. SC 178 B LRI meet PA % 356 56N
Providence 33 35 1281700  Colorado Springs %4 9% 417400  Johnstown PA 170 V6 1960 gusaWaterviie ME 251 257 96700
Sa1 Lake City-Ogden 35 36 1269200  Melbourne-Ashiand 95 97 410800  Wimington. NC 5 v UM eeh . 53 298 93,900
Cnariotte-Gastonia 37 37 1201100  Lakeland-Winter Haven 98 98 404400  Kalamazoo M LR L L =y 255 250 93700
Nortolk-Virginia Beach 36 38 1.215.200 Johnson City-Kingsport % 99 402,600 Odessa-Midland, TX 174 179 192,700 Bluetield, WV 254 260 (1) 93,200
Las Vegas 40 39 1176700  Morristown 99 100 400,800 Ribhook X 177180 191300 L to-New Uim, MN 256 260()  93.200
Indanapols 3 40 1173300 NewHaven,CT 102 101 400800  Tupelo. MS 178 181 188.300  \tertown, NY 257 262 88600
Orando 39 41 1163700  Lafayette LA 100 102 399100  Ashevile, NC U9 182 186300 L conburg VA 261 263(t)  67.200
New Orears 41 42 1022700  FLWayne,N 101 103 396800  Cape Cod. MA 1 183 186000 peich s 259 263(1)  67.200
Goonsboro-Winston Salem 42 43 1.018.200  Youngstown-Wamen OH 97 104 395900  Jopeka KS 180 184 185600 o ancelo, TX 260 265 86100
[ Nashile 43 44 990300  York PA 103 105 395200  GreenBay Wi 182 185 184000 i 0K 258 266 85100
Nemptis 46 45 975700  Lexington-Fayetie, KY 106 106 394400  Dothan, AL 183 186 180.400 | o cion-Aubumm, ME 262 267 84600
Hartord-New Britain 4 46 966300  Chattancoga, TN 104 107 393100  Manchester NH 185 187 176500 e WY 263 268 82300
Restin 49 47 954900  yvisslia-Tulare 106 108 392500  SantaBarbara CA 184 188 175100 Cooavie, TN 265 269 77,600
Raigh-Durham 48 48 963500  Roanoke-lynchburg.VA 105 109 389500  Amatitio, TX 87 188 175000  gigmarck ND 266 270 75.300
Monmouth-Ocean 47 49 957300  Oxnard-Ventura. CA 108 110 388300  Merced.CA 183 190 174300  GrngForks, ND 24 2711 75100
Butao-Nisgara Falls 45 50 951800  Worcester, MA 110 111 385800  Danbury.CT 188 191 174400  Gyensboro, KY 267 212 75,000
West Pain Beach 50 51 928600  Muntsville, AL 109 112 383.000  Morgantown-Clarksburg, WV 186 192 173800 1050, TN 268 213 73000
Jacksonville 51 52 914900  Lancaster. PA 111 113 381,300 Terre Haute, IN 191 193 172600  angor, ME 210 274 71,900
Rochestar 52 53 892400  SantaRosa CA 13 114378000  Yakima, WA 193 194 171900 Senring. FL 269 275 71500
Lovisvile 53 54 875800  Bridgepon. CT 112 115 376,500 Chico, CA 19¢_195() 170900  packiey. WV 211 276 66.800
Ohdatoma City 54 55 869500  Augusta, GA 114 116376300  SantaMaria-lompoc.CA 194 195(t) 170.900  ason City, 1A 21 277 66.700
Dayton 56 56  830.300  Lansing-Eastlansing,MI 115 117 372,500 Waco, TX 192 197 170300  jonesboro. AR 273 278 65800
Srmingham 55 57  827.900 Ft. Pierce-Stuart, FL 116 118 367.100 Traverse City-Petoskey. Ml 195 198 169700  Cheyenne, WY 274 219 64500
fichmond 57 58 820.800 Portsmouth-Dover. NH 117 119 362.300 Clarksville-Hopkinsville. TN-KY - 199 169200  Great Falis, MT 275 280 63.200
Wesichester - 59 781,100 Fiint, MI 119 120 358,700 Springfietd, IL 196 200 168.800  Meridian. MS 276 281 61,000
GroenviKie-Spartanburg 58 60 753100 Jackson, MS 118 121 357.500 Frederick. MD 199 201 159900  Brunswick GA 277 282 57100
Nbany-Schenactady 59 61 733200  Madison W 120 122 353700  Laredo. NV 202 202 159800  Casper, WY 278 283 50.400

www.americanradiohistorv.com
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Americalist
Media Marketing
1.800.321.0448

Building CUME and TSL
for great radio stations
across America.

Complete direct marketing services
all under one roof:
Direct Mail, Telemarketing,
Database Management.

|

R&R’s 0’Brien Hangs 'Em Uy

&R 20-year sales veteran Barry

O’Brien has decided it's time to retire

his ACT database, telephone headset
and call sheets. Barry toler-
ated three publishers and §
three ownerships at R&R,
but he now wants to explore
other opportunities and
spend more time with his
new wife, Nancy Ryan. We
R&R survivors have little
doubt that he'll soon be an-
nouncing his new plans. Bar-
ry has played an important
role in every phase of R&R’s
success, and, needless to
say, he will be sorely missed. We will also miss

O'Brien

| his wit, his good humor and, of course, his good

I

looks. You can reach Barry at 617-912-1046.

A couple of dot-com companies that are more
radio-oriented have shuttered. Pseudo Pro-
grams, which broadcasted interactive audio and
video programming 10 hours a day, laid off its
175 staffers on Monday (9/18). A day later Xe-
note said it will shut down and furlough its 24
employees. Xenote distributed key-chain attach-
ments that allowed radio listeners to “bookmark”
programming (such as songs or commercials) for
later reference. The device had been in use at
KKSF/San Francisco and KRBE/Houston. Sony
Corp. recently unveiled a similar product.

The changes keep comin’ at market-leading
CHR/Pop KHKS/Dallas. On the heels of PD Ed
Lambert's recent exit, OM John Cook has ten-
dered his resignation. Both Cook and Lambert
are in the process of working on their exit pack-
ages with Clear Channel, and you can look for
Dallas-based Clear Channel programming exec
Todd Shannon to oversee KHKS.

Jeffarson-Pilot/Denver OM and Country KYGO
PD John St. John is “phasing out” of his cur-
rent responsibilities to become more invoived
with the company’s new NAC/Smooth Jazz sta-
tion in the Mile High City. St. John, who's been
with KYGO 11 1/2 years, is the new “launch co-
ordinator” for KCKK-FM, which changed to NAC/
SJ on 9/1 and will soon change call letters.

Jonathon Brandmeier is just four months
away from the expiration of his $2 million-a-year

contract with Infinity, and he tells Chicago Su
Times columnist Robert Feder that he does d
plan on continuing his Los Angeles-Chicago s
mulcast. Brandmeier says he will consider a
options, with the exception of moving to Ne
York. “That | have ruled out,” he said.

As expected, WOR/New York signs Ed Walsh
for mornings to replace John Gambling, who &
ited the Buckley station last week after his co
tract was not renewed. Walsh was WOR's VP
Programming & News before joining KFY
Phoenix as Director/News & Programming i
1995.

Fans of CBS-TV'’s Survivor will love whi
KDwB/Minneapolis morning host Dave Ryans
auctioning off on eBay: Rudy's Reeboks! Sw:
vivor contestant Rudy Boesch recently visit
Ryan in the studio and gave Ryan the shos
that he wore during his stay on the island. I

Rudy Boesch

then occurred to Ryan to place the stin
sneakers on the online auction site. Proceed
from the shoes’ sale are going to the KDWE
Family Center. The winning bid was supposed
ly $13,500, but that bidder had an eBay ratin
of 0.

Continued on Page
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train students using the latest industry techiiiq
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. and instructors (full end part-time) to
ia and webstation studios and classrooms.
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“Alter two weeks of airplay, Top 5
Phones. 'Hanging By A Moment’
blew up instantly from the first
time we played it. It culs through
the clutter and sounds like it's a
mass appeal smash! It's going
into Power Rotalion this week!"

- Dave Rossi, PO - WRAX

“Huge Phones!
=Rick Schumidt, PD - WPLA

© 2000 $KE Mesic L.L.C.
www.Mshesssmasic.com
W ireanwertsrocoris.con
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Street Talk.

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

Continued from Page 84

Is KBFB/Dallas about to get the switch from
Radio One? The station is still playing the Soft
AC format from its AMFM days, but it is also run-
ning commercials promoting rival AC KVIL, so
a switch seems inevitable.

Veteran GM Dick Carlson suddenly exited
Entercom’s No.1-rated Emerald City News/Talk-
er KIRO-AM on Monday (9/18). ST tried to
reach Entercom/Seattle Market Manager Steve
Ocean for comment, but he had not returned our
call by press time.

“Kool’ Reversal For WWKL!<

Clear Channel's “Kiss FM" steamroller has
| been traveling all over the U.S. in recent months,
and the latest market it was set to visit was Har-
risburg, where Oldies WWKL-AM & FM sudden-
NEACST o AN ly dropped its FM component last week and be-

EN S TORT S (10 | gan airing a continuous loop of R.E.M.'s “It's the
End of the World as We Know It” along with a
statement telling listeners to turn to 1460 kHz.
Hours later, however, Oldies inexplicably re-
turned. Is WWKL-FM still set to flip, or is it com-
mitting to its format?

Rumbles

* KIZS/Tuisa MD Scott Smith exits; PD Dave
Dallow adds MD stripes.
| » WWHT/Syracuse APD/MD Jason Kidd adds
PD stripes. J

 Citadel pins OM stripes on WSSX/Charieston,
SC PD Mike Edwards, who will now oversee
WSSX and sister WSUY.

« Cari Anderson becomes APD/MD of WNUA/
Chicago. He was PD of WJJJ/Pittsburgh.

* Teresa Kinkaid resigns as MD/afternoons of
FIRST SINGLE | KOAVDallas.

SERIOUS JUJU | =Essimnses

. *Veteran CHR air talent George McFly joins

#2 Most Added again has changed its moniker from “Beaver 106" to

#8 Most Requested at Rock Radio .| "Rooster 106" Why the moniker change? It seems

Western Kentucky Radio operates a chain of sta-

R&R Rock Chart Debut @ Breaker tions in the vicinity of Nashville that already uses
R&R Active Rock € AR oL venaa A e fidt

. : * Cumulus KQIZ/Amarilto, TX, which dropped
Mainstream Rock Debut #31 Heritage Rock Debut #1§  crRPop for CHR/Rhythmic, appoints Oidies sis-
Active Rock #48 Over 25 new adds this week including. :(3 ;PUR PD/MD":.W m szo K‘gﬂ?’M and
WAXQ WMMR KDKB WIYY WHIY WLVQ | (o middeyer Deane Mooure e et o
On Over 120 stations Brown.
) . ] * WUJM/Bilaxi, MS flips from Okdies to Hot AC.
“Serious Juju is a F&*k'n smash.This Album has legs." * Cumuius flips WWRO/Pensacola, FL to CHR
K A | and changes its call letters to WJLQ. Cumulus
DOUQ POde"' PD' WRIF/Detroit i KQXC/wichita Falls, TX flips frequencies from
{ 102.5 to 103.9 and drops Hot AC in favor of CHR/
Pop. OM Brent Warner will oversee the project.
VOO O | Reach him at 940-691-2311.

, . * KTRS/St. Louis unveils its new fall lineup, which
ROCK inctudes Darrell Ankarlo (from WWTN-FM/Nash-
| ville) in mornings and Larry Cotler (from One-On-

' = One Sports) in evenings. The station has just be-
CABO IV/‘\BO B R HD/‘\Y OUR BEG NS gun broadcasting Blues NHL contests.

* WCCUFt. Myers drops Classical in favor of an
'80s-intensive format and becomes “The Point”

* Mark Thompson departs as OM of Active
Rock WIQB/Ann Arbor, MI.

* KHYS/Abilene, TX PD Sam Stevens joins
KCLD/St. Cloud, MN for PD/mornings, replacing
Steve Hunter, who exits.

* WQLZ/Springfield, IUs John “Crash® Carroll
steps down as APD 1o concentrate on his airshift
and' Ms new business venture, bakedgoods
online.com.

OC TORE R VI

Records

Look for an official announcement soon on fol
Columbia Black Music vet Demmette Guidry's
pointment as Sr. VP/Marketing, Black Music at W&

* Ex-Trauma National Director/Alternative Pl
Ted Taylor joins 3:33 Music Group as Head/Pr

» Arista taps Jeft Sodikoft as Sr. Director/R
& Alternative Promo.

* Interscope-Geften-A&M ups Los Angeles pro-
mo assistant Chris Moradi to Kansas City local e
succeeding Don Pratt, who segues to Houston,

* Elektra ups New York local Cord Hlmolstdm+
Director/Crossover Promo. Are more promotions i
the works at the label?

« Clive Davis’ J Records inks a joint venture with
Fugees co-founder Wyclef Jean. H

Hispanic Broadcasting issued a press rel
officially announcing Harold Austin’s arrival
OM of the company’s Los Angeles stations,
tin has actually been at the stations for s
months now. The company did reveal that
KLVE/Los Angeles PD Pio Ferro will assi
some consulting duties with KLVE, but Ferro
retain his current duties as WRTO/Miami PD
well.

Infinity/Houston signs a 10-year broad
ing agreement with the city’s new NFL franch
the Houston Texans. The games will air on
Sports KILT-AM and Country KILT-FM, along
six hours of pre- and postgame programming

Continued on Page

We received a bottle of “Footy’s Wing Ding” hot
sauce from WHYI (Y-100)/Miami. The condiment
will apparently be poured liberally on the cui-
sine served up at the station’s benefit for the
Here's Help organization. Young Circle Park in Hol-
lywood, FL, is the place to be Nov. 6-7 for this
spicy event, which features an appearance by leg-
endary Miami Dolphin quarterback Dan Marino.
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® 50,000,000 recoids sold worldwide

¢ 1,400,000 aCCU;'ﬁUliltive all-format radio spins

e 70,000,000 n audience on any given week with their recurrent singltes

e 10% quarter hour increase at Top 40 since their mtroduction to radio
* Over 130 consecutive sold-out shows

THE CLINCHER:

908 days is what it took to make this all happen

“SHAPE OF MY HEART”

SN ”(

BACKSTREET BOYS

BLACK & BLUE

Live Satellite Broadcast by DG Systems
Tuesday, September 26th at 9pm EST.
Contact your local Jive rep for details.

AND

On Your Desk Sept. 27th

— Qs

VWVWW._americanradiohistorv.com
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Street Talk

(Continued from Page 86

WHTZ/New York morning zookeeper Elvis
Duran has been chosen to participate in the
People magazine/AOL “Digital Heroes e-Mentor-
ing Campaign,” which begins Sept. 27. The pro-
gram gives 100 at-risk children the opportunity
o match up with a celebrity counselor as a cy-
ber pen pal.

The 2000-2001 Fall-Winter edition of the WJR
Michigan RadioGuide is now available at all
slatewide Big Boy restaurants and is free while
supplies last. RadioGuide President Art Vuolo
fells ST that this year's edition has more than
135 changes in addition to a University of Mich-
igan football schedule. If you'd like one and
won't be in Michigan, send $1 for postage and
handling to WJR Michigan RadioGuide, Box
880, Novi, Mi 48376.

' Rumbles, Part 2

"~ * eFormer KROQ/Los Angeles and WBCN/Boston
air talent Don Harrison becomes PD of Amaturo's
" Rock KXFX/Santa Rosa, CA, effective Oct. 4.

* WRTI/Milwaukee morning co-host Diana Doug-
las segues to WSTO/Evansville, IN for similar du-
ties.

e Former WHTF/Tallahassee, FL PD Jason
Burns, a k.a. Buzz Craven, joins WZPL-FM/indi-
anapolis for nights. The new WZPL lineup is: 5-
9am, Julie Patterson & Steve King; 9am-noon,
Greg Browning; noon-3pm, Dave Decker (Music
Director); 3-7pm, Kelly McKay; 7pm-midnight, Ja-
son Burns/Buzz Craven; midnight-Sam John Mills
{new from WHHH-FM).

* WXTB/Tampa afternoon Driver Maxwell joins
WKRCQY Cincinnati for afternoons effective Monday
(9/25). Is Q102 also close to inking a high-profile
crosstown personality?

* WXYK/Biloxi PD/afternoon driver Scotty val-
entine moves to mornings with MJ and Dangerboy.
Their new name is Madhouse in the Morings. “The
Reverend” moves from mornings to afternoons.

* WRHT/WCBZ/Greenville-New Bern, NC ap-
points Chris Kellog morning driver from WSTO/
Evansville, IN.

¢ Former WZAT/Savannah, GA PD Brad Keily
becomes PD at WNOK/Columbia, SC.

* WOST/ Ft. Myers-Naples to flips cali letters to
WKFF “100.1.KISS FM, The Hit Music Channel”
WSTO/Evansville nighttimer Cat Michaels is now
MD.

*Mike Peterson joins. Infinity Country KSKS/
Fresno as PD.

* WRBT/Harrisburg, PA MD/middayer Shelly
Easton is upped to PD of the Clear Channel Coun-
fry station.

Vv

RADI

* Steven Dietz and Carl Hirsch join forces to start
NextMedia.

+ Tony Masiello appointed VP/Broadcasting Ops. for
XM Sateliite Radio.

* Steve Carver elevated to VP/Tribune Radio.

¢ Tom Gjerdrum named PD for WLOL-FM/Minne-
apolis.

¢ Jay Kelly returns to KBSG-AM & FM/Seattie as

* Rick Matk selected as VP/GM of WBIG/Washing-
ton. '

 Steve Brill tapped as PD of KSD/St. Louis.

* Brian Kelly becomes PD of WMY X/Milwaukee.

* WHJY-FM/Providence PD Bill Weston adds duties
at sister WSNE-FM.

« EFM Media issues memo that forbids affiliates
from broadcasting Rush Limbaugh onfine.

¢ Jeff Gelb advances to Director/Sales & Market-
ing for R&R's Information Services Department.

v

o Larry Stessel upped to Sr. VP/Marketing at Epic
Records.

* James Alexander appointed PD of WGCI-FM/Chi-
cago.

* David Fleischer recruited by MCA to be VP/AOR.

¢ Jay Miller promoted to GM of WQYK-AM & FM/
Tampa.

¢ Lin Brehmer hired as PD of KTCZ/Minneapolis.

A

* Pat Norman transfers to KRTH/Los Angeles as
VP/GM.

* Charlie Ochs tapped as GM of KCBQ-AM & FM/
San Diego.

« Dave Mason appointed Station Manager of WTAE
& WHTX/Pittsburgh.

* Trip Reeb set as PD of KISS/San Antonio.

4

* Group W appoints Tony Hirsh VP/GM of WINS/
New York and Jonathan Klein VP/GM of KDKA/
Pittsburgh.

* WFYR/Chicago PD Dave Martin crosses street to
rival WCFL.

* Redbeard boosted to PD of WZXR/Memphis.

*Don Geronimo upped to APD/MD of WPGC/
Washington.

‘e Bobby Ocean joins KWST/Los Angeles’ airstaff

for weekends. v

* Don Benson promoted to OM of WQXI/Atianta.
* WCOZ/Boston goes AOR with Chuck Smidt as
PD.

ORDS |

0
T
©
=
0
0
-
o
©
0
O
©

b r

give them

more
- reasons

to visit

your site!

Today's Coolest

Internet News

The Old Farmer’'s Almanac
Family Health Report
Speedway Diaries

E-Business Report

Market Exclusive
NTR Opportunities

e Features
e Site Content
e Promotions

Call us at 800.525.2175
or visit our website at
jamesonbroadcast.com/radio

for more information.

JAMESO
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» Former KFGE/Lincoln, NE PD Dave Shepet is
the new PD of WFMB-FM/Springfield, IL.

* KTTS/Springfield, MO OM Jay Phillips is now
programming the station following the recent depar-
ture of Don Paul, who left because the PD posi-
tion was efiminated.

* WLAN/Lancaster, PA nighttimer Pat Kain adds
APD stripes and segues to afternoons, replacing
Toby Knapp.

* WGIR/Manchester, NH names Meegan Colli- Consultant Steve Young will join Jones Broad-
er MD. cast Programming as a consultant and program-

* WKQ2/Saginaw, Mi ups night slammer Rebel mer Oct. 1. Young will specialize in the pop and
Scott James to the MD post. Rock formats.

* KKEG/Fayetteville, AR’s new GM is Dennis
Jones. He replaces Mark Levy.

WWW.jameson

I * Bob Marshall named PD of WGNG/Providence. I

So how does your compensation package
stack up against'the industry standard? See for
yourself in R&R’s annual Salary Survey, begin- |
ning on Page 52.

If you have Street Talk, call the R&R News Desk
at 310-788-1699 or e-mail streettaik @ roniine.com

WANW- americanradiohistory com
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Vu All Over Again

Sound Decisions,

[ The FTC goes after the entertainment biz over marketing
violent products to kids

et ready for a new set of parental advisory guidelines when it comes to recorded music.

That’s the consensus of opinion quietly surfacing among music execs amid of the
—— Senate hearings on the marketing of violent entertainment to children, which were prompt-
ed by the 9/11 release of a 100-plus page report by the Federal Trade Commission.

Why the expectations? For one, the
issue is being taken up by politicians
and individuals very close to or in the
media spotlight, including Democrat-
ic vice-presidential hopeful Joe Lie-
berman and Lynne Cheney, the wife
of aspiring Republican veep Dick
Cheney. Lieberman has practically
made it part of his platform. Cheney.
the former National Endowment for
the Humanities chairman, has used
the issue to barb Licberman and Vice
President Al Gore over their cozy ties
(read campaign contributions) with
the Hollywood elite.

The topic is also being embraced
by many Capitol Hill heavyweights.
The support cuts across party lines,
which wasn’t the case in more recent
attempts to legislate entertainment
and recorded music. The heavily pub-
licized hearings on 9/13 looked like
a who's who on the Hill, with politi-
cos looking for evcry opportunity to
mug for the cameras and show their
respective constituencies how indig-
nant they were about the current state
of entertainment products.

As one insider says, “This is the
stuff that gets these guys a lot of
votes, regardicss of what party they
belong to. ! mean. who wants to stand
against family values”" Translation:
It makes for good headlines and
sound bites in an election year, so
don’t expect it to go away anytime
soon, regardless of who wins the
presidential election.

If that wasn’t enough, the rhetoric
this time around is stronger. FTC
Chairman Robert Pitofsky set the
stage with his opening statement on
9/11, saying, “Target-marketing to
children of entertainment products
with violent content is pervasive and
aggressive” and that the entertain-
ment companies “routinely end run™
guidelines.

Those who say they support self-
policing used similarly strong
language. Lieberman called some
entertainment marketing practices
“outrageous™ and “deceptive” and:
said that it has to stop. Rep. Edward
Markey said legislation such as the
Children’s Television Act of 1990,
which set advertising limits during
children’s programming, could be
enacted if marketing practices aren’t

Danny Goidberg  Strauss Zeinick

modified.

Another big rcason to expect
change: This time a big-time govern-
ment agency is involved. More impor-
tantly, the staffers did a little research
before calling for action. As another
insider observes, “As much as I hate
to say it, they did their homework."

Add it all up, and it’s one big pub-
lic relations nightmare. But it’s one
the record industry must take on
head-on, says one pro, due to one
very material factor that has yet to be
discussed on the record: If the guide-
lines set by the govemment are pro-
hibitively restrictive and the kids
can't buy the music, then the reper-
toire will inevitably surface on the In-
temct, courtesy of song-duplicating
software. That means decreased sales
and profits. because teens have made
a healthy chunk of recorded music
purchases over the past few years.

Fallout from Columbine

The cause of all the commotion is
the FTC report released on 9/1 1 titled
“Marketing Violent Entertainment to
Chiidren: A Review of Self-Regula-
tion and Industry Practices in the Mo-
tion Picture, Music Recording &
Electronic Game Industries.” The
study was undertaken -at ‘the request
of President Bill Clinton on June i,
1999, in the wake of the Columbine
High School tragedy.

In its analysis of the music indus-
try, the commission took issue with
the “'parental advisory™ labels, saying
groups like the American Academy of
Pediatrics and the National Parent
Teacher Association found fault with
“one size fits all” stickering. Unlike
what's found in the movie and TV
industries, the FTC said the music
biz program doesn’t provide clear

reasons for the advisory label or spec-
ify the nature of explicit content (vi-
olence, sex, strong language and so
on).

Nevertheless, the commission con-
tradicted itself by saying in the report
that 74% of parents reported being
*very satisfied” or “somewhat satis-
fied” with the parcntal advisory la-
bels. The FTC countered. however,
with a June 1999 Gallup poll that
found that 74% of respondents
thought “music producers did not
provide enough information about the
violent content in lyrics of popular
music for adults to make decisions
about what is appropriate for chil-
dren.”

The FTC also criticized the record
industry’s print advertising efforts,
noting that only 18 of 234 ads (8%)
showed the parental advisory sticker.
It also cited record company market-
ing documents that specifically re-
ferred to targeting teens. Its survey
found 15 of 55 marketing plans “ex-
pressly identified teenagers as part
of * the demo and that documents for
the remaining 40. while not overtly

discussing kids 17 years and young- .

cr, “detailed the same methods of
marketing pians as the plans that spe-

cifically identified teens as part of the *

target audience.”

The commission raised the issue of
promotional efforts to get video play
on MTV, BET and The Box, which
all have a healthy 12-34 viewership,
and airplay on stations targeted to the
12-24 demo. A red flag was even
raised over label street teams, which
the commission found relied on mar-
keting material distributed at “non-
traditional venues such as concerts,
sporting goods stores, street fairs and
trendy clothes stores™ that are fre-
quented by the under-17 audience.

Changes Already Afoot

That’s the bad news. The good
news is that the FTC readily admitted
in its report that many marketing plans
could change because of new guide-
lines drawn up by the RIAA — which
address many of the issues highlight-
ed in the report — that go into effect
on Oct; 1. The new guidelines, for in-
stance, call for record companies not
to advertise stickered albums in com-

mercial outlets in which over 50% of
the demographic is 16 years old or
younger. In fact, in its report the FTC
calis the RIAA's efforts “constructive
changes.”

Another positive is the willingness
of politicians and the FTC to allow
the entertainment industry to police
itself before it calls for regulatory ac-
tion. In his opening statement Pitof-
sky said the report and proposals “‘are
not designed to regulate or even in-
fluence the content of movies, music
lyrics or electronic games ... rather,
the idea here is to encourage the in-
dustries, through self-regulatory ini-
tiatives. to help parents choose enter-
tainment they deem appropriate for
their children.”

Those issues aside, the music in-
dustry should feel upbeat about its
prospects based on the initial Senate
hearings. Why? Top business leaders
showed up — and held their own —
on the Hill to respond to the commit-
tee’s questions. Computer games ex-
ecs were there, too, but no studio or
TV ieaders were willing to be in the
hot seat in the early rounds. a fact not
lost on the politicians.

In retrospect. the music industry
couldn’t have asked for better repre-
sentation than Artemis CEO/co-own-
er Danny Goldberg. an extremely
vocal ACLU supporter, and BMG
Entertainment President/CEO Strauss
Zelnick, whose resume includes stints
as a top executive at movic, TV and
video game companies.

The music business can also feel
a little more comfortabl¢ about the
future, because most of the politicos’
time was spent rehashing their indig-
nation about specific lyrical content.
Panelists, prompted by Lynne Cheney,
chose rapper Eminem as this year's
whipping boy.

In the question-and-answer session
on 9/13 Zelnick aliowed that the mu-
sic industry should improve its label-
ing of repertoire. “In my testimony |
acknowledged that perhaps we need
to do more in our system.” said
Zelnick, even though “in the six years
I've been CEQ of the company we've
not received one complaint from par-
ents on something that was inappro-
priately labeled. That doesn’t mean
the system is perfect. We have an
open mind ... There’s nothing wrong
with considering or perhaps adopting
a more robust system.”

In his prepared testimony Gold-
berg drew a line in the sand when it
comes to setting lyrical guidelines. “1
do not believe either the government

“I do not believe either the government or any
entertainment industry committee has any busin
in telling me and my wife what entertainment o
children should be exposed to.”

Danny Goldberg

or any entertainment industry com
mittee has any business in telling
and my wife what entertainment of
children should be exposed 10.”

Goldberg cautioned against impk:
menting guidelines that would n
counter to First Amendment righs
Responding to criticisms about Ea
inem's music. Goldberg noted. "I
alize people here don't like reading|
isolated lyrics. disconnected fro
music and context. You might hat
hearing the whole album and met
ing the artist, but millions of peopk
like it. And in a free society, whatcs
you do but express your opinion
allow for the clash of ideas in i
marketplace?

*You also have to recognize
young people have a different
guage. They use different symbol
and have a different feeling aboudl
of this. Most young people | knos
think [the Eminem]) record is a
morous one, not a violent one. Yu
may disagree, but it may be good®
hear their point of view, the actul
fans of the music.™

Zelnick told committee membes
that a small percentage of market
ing and promotion outlays reach &
general public. “Less than 10%d
the marketing expenditures in ¢
record business actually go towat
consumer marketing. We don’t m&
ket the same way the movie bust
ness does ... or the video businest
One size does not fit all.

*Of the 10% of expenditures th
go into consumer marketing, vir¥
ally none of it goes to traditiom
TV and print media. with the ver
rare exception of straight-ahea
family programming. Why is (hat
Not only would it be inappropria
to market explicit material to chi
dren, but also because the econor
ics of our business allow only f
that type of consumer marketing
music for which there is a ver
broad audience.”

Zelnick noted later in the Q&
that “if you look at what we hea
this morning, a great deal of tin
has been spent on people, on crit
cism of what we do. That is wh
Danny and 1 gpecifically reject. %
take responsibility for the conte
we produce. We don’t choosel
market explicit material to minors
Where 1 think you lose this const
uency is when you venture opiniot
about specific material and decry
as shameful and not artistic. Tha
not the purview of the legislature
this country.™

m
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Thwo New Studies Examine How Radio Can Profit
Jfrom 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 the 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.

ARBI l- a’. V www.arbitron.com

www.americanradiohistorv.com
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Dust For Life Step Into The Light

Elvis Presley must be smiling up above now that
Memphis has begun to garner more attention in rock
A&R circles. The latest River City rock band to gain
national attention is the Wind-up/Bombtrax Records
quartet Dust For Life. whose debut single, “Step Into
the Light,” is making impressive inroads at Active Rock
and Alternative.

Dust For Life

Among the stations playing the track are Alternatives
KROQ/Los Angeles. WXRK/New York. WBCN/Bos-
ton, WPLA/Jacksonville, WLRS/Louisvilie, WNFZ/
Knoxville. KWOD/Sacramento and WAVF/Charleston,
SC. Active Rock supporters include WZTA/Miami,
WXTB/Tampa, WIRR/Orlando, WMFS/Memphis,
WNOR/Norfolk. WRAT/Monmouth-Ocean City.
WLZR/Milwaukee, WRUF/Gainesville and KILO/
Colorado Springs, among others. A handful of Rock
outlets have also added the single, including WAQX/
Syracuse; KTUX/Shreveport, LA; KLAQ/EI Paso: and
WRXR/Chattanooga, TN.

Dust For Life — now composed of founding member-
songwriter-guitarist Jason Hughes, vocalist-guitarist-
songwriter Chris Gavin. drummer Rick Shelton and
bassist Dave Rhea — can thank hometown outlet
WMFS for kick-starting their career. The station began
spinning one of the tracks from the group's self-
produced. self-released debut album in 1998. Hughes
remembers, “We sold about 2.500 copies through our
regional distributor, and we had some major-label
interest, but somehow we just couldn’t get over the
hump.™

Soon after, Hughes and his bandmates split up. *"They
wanted to go in a harder direction, and 1 wanted to go
in a different direction,” Hughes continues. “After do-
ing a fot of soul-searching. I ended up getting in touch
with Chris, who's a great songwriter who felt. as 1 did.
that we were really close to writing great songs but just
weren’t there for whatever reason. We put our talents
together, and everything clicked. Then Rick and Dave.
who have both been in bands signed to major labels,
came aboard. and everything came together.”

In carly 2000 the group began making demos at Ar-
dent Studios. recording 10 songs in four days. Among
those receiving a four-song demo was Jeff Hanson. who
owns the Orlando-based artist-management firm Jeff
Hanson Management & Promotion (Creed. Caviar, Fuli
Devil Jacket). Hanson. who had heard Dust For Life’s
first recording. was immediately struck by the new ma-
terial.

Hanson recalis, “When | spoke with Jason the first
time, | was straight-up with him about the band’s mu-
sic and where it needed improvement, and he really took
those words to heart. He aligned himself with better
musicians and a better songwriting partner, and it el-
evated their music to another level. When I heard the
new music, I was flabbergasted. I hadn’t heard anything
that compelling from a new band in two or three years.™

Hanson eventually signed the group to his nascent
record company, Bombtrax, and took the band to Wind-
up. Hanson then began sending out the band’s demo and
other music from his growing stable of rock-based acts.
At the time I was shopping another band,” he says. 'so
1 was sending a lot of music to people whose opinions 1
really trust, people who are straight shooters when it
comes to whether they believe music has potential. The
feedback 1 was getting from people like [WXRK MD)]
Mike Peer. [WJRR PD] Dick Sheetz and (WPLA PD]
Rick Schmidt was unbelievabie. There were more than
a couple of times that I was thinking, “This is just like
Creed all over again.”™

Mecantime, Dust For Life began recording their Wind-
up/Bombtrax debut aibum with co-producer Pete
Matthews at Ardent. While in the studio the band made
two key decisions: to stay true to the sound on the four-
song demo and to borrow heavily from the recording
techniques used by Led Zeppelin when they recorded
Led Zeppelin HI at Ardent. “Ardent had all the infor-
mation on file. and we used a iot of those same tech-
niques. all the way from vocal mikes to the exact same
setup Jimmy Page used for some of his solos,” Hughes
says. "We wanted everything organic, and we wanted
to record a pure rock album with a lot of acoustic gui-
tars as well. Everyone worked hard to make sure our
sound grew and matured on the album.”

On the setup side. Wind-up was already beginning to
hear from programmers about the band. Sr. VP/Promo-
tion Shanna Fischer notes. “There was definitely a
buzz as early as June. We even had people like Rick
Schmidt e-mailing MP3s of the band to programmers
in the chain.”

By mid-June it was heating up even more. At R&R
Convention 2000 Wind-up played “Step Into the Light™
at a meeting of Infinity programmers, who gave the track
a big thumbs-up. Soon thereafter Wind-up’s field staff
began actively working the record to radio.

When it was time to choose formats. Wind-up elected
to go to Active Rock and Altemative simultaneously. It
also worked night jocks at each format. Fischer com-
ments. “We were going into the fourth quarter with a
brand-new band. and we wanted to do as much as pos-
sible to increase the visibility of the band. We also re-
alized that most of our plays at the beginning would be
at night. so we made a special effort to get the night-
jocks involved and send them music and information
about the band. That way when they talked about Dust
For Life on the air. they were familiar with them and
their history.”

Another key tactic was landing an opening slot on the

Crecd tour and using the websites of each band for
cross-promotion. “We were able to take advantage of the
huge number of visitors to the Creed site to heip build
the buzz and introduce fans to Dust For Life.” Fischer
says. “We also offered an MP3 of the song. We had
something like 300.000 unique visitors the first week
we did it.”
. Ags for radio, WPLA's Schmidt gives “Step Into the
Light™ high marks. “These guys are the real deat live,
and their music works on a coupie of ditferent ievels. It
rocks hard enough for the guys, and it’s accessible
cnough for the mainstream foiks. The melodies and
hooks are great, and lyrically the songs are really
strong.”

Going forward. Dust For Life will support 3 Doors
Down beginning Oct. 4. They then join the Creed tour
later this year. The band’s self-titled debut album hits
retail Oct. 10.

Ready For Takeoff will return next week.

i

Offspring: MP3
CD Giveaway Good

Those wacky guys in the punk-pop outfit The Offspring
are at it again. The pro-Napster band plans to offer its en-
tire new Columbia Records album, Conspiracy of One, to
MP3 fans for free one month before the in-store date of Nov.
14. The campaign, which isn't fully supported by the label,
kicks off Sept. 29, when the group begins offering for down-
load the first single, “Original Prankster,” at its website
(www.offspring.com) and a myriad of other sites (such as
MTV's and local radio and retail sites). Along with the full-
album offer, more giveaways are planned. Also, each per-
son who participates is eligible to enter a drawing to win a
$1 million jackpot from the band — no sponsor or label
money is being used — with the winner to be announced live
on MTV the day the album hits retail. Offspring singer
Dexter Holland says, “This money came directly to us from
our fans. We feel it would be cool to redirect it back to them.
We are trying to launch our album with promotions that are
fan-supportive rather than fan-exploitative. We feel that giv-
ing them our music and
letting them have some
of their money back is a
great way to show how
much they mean to us.”

Not surprisingly, label
execs are balking at the
plan. In a written state-
ment in a Los Angeles
Times story, Sony offi-
cials said, “While the
band has come up with
a million-dollar idea for their fans, and we're excited about the
contest, we have very real concerns when it comes to unse-
cured downioading of music and piracy on the Internet. We're
hopeful that we can arrive at a method that will protect

everyone’'s rights and still maintain the integrity of the bands

idea”

According to Wired magazine, The Offspring's song |

“Pretty Fly (For a White Guy)" was downloaded more than
22 million times in 10 weeks and was the No. 1 downloaded
song on the web, The group's previous album, Americana,
sold 10.5 million copies worldwide.

This 'n’ that: A coupie of high-profile rap and hip-hop re-
lease dates have been finalized. Multiplatinum group
Outkast's Arista/LaFace Records disc Stankonia hits retail
Oct. 31, the same day Snoop Dogg's Dead Man Walkin’ a-
bum is released by Death Row/D3 Entertainment. Also, look
for Memphis Bieek's disc The Understanding to be in stores
Nov. 21 ... Retailer Sam Goody's 1999 Bandemonium con-
test winner Darwin’s Waiting Room has inked a deal with
MCA Records ... Capitol Records has signed rapper Su-
pervision ... Maverick will rerelease The Deftones’ album
White Pony Oct. 3 in order to include the current single,
“Back to Schoo! (Mini-Maggit).”

Tour update: The Stone Temple Pilots bow their eagerly
anticipated Return of the Rock tour Oct. 20 in Pittsburgh.
Supporting are Godsmack and Disturbed ... Bon Jovi
embark on their first major U.S. tour in five years Nov. 3 in
Charlotte.

avg, Gross CONCERT PULSE

Pos. Artist (in 000s) Among this week's new tours:

1 DAVE MATTHEWS BAND $3.118.5

2 METALLICA $2.669.0

3 '‘NSYNC $1.277.0

4 TINATURNER $9618 DG

5 RICKY MARTIN $950.8 DEFTONES

8 TIM MCGRAW/FAITH HiLL $750.9 FENIXTX

7 OZZFEST 2000 $727.3 ORGY

8 SANTANA $698.4 PANTERA

9 BRITNEY SPEARS $697.4 WALLFLOWERS

12 STING §578.9

13 DIXIE CHICKS $555.9

13 UP IN SMOKE TOUR $551.1 - 4
1 KISS $540.4 [ T T
15 ROGER WATERS $496.3 On-Line Listings. (900) 344-738%
15 RED HOT CHILI PEPPERS $487.6 Calidornia (209) 271-7900
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WKFS/Cincinnati, OH *
PD: Rod Phillips

MO: Jett Murray

15 DESTAYSCALO Women™
§ REDHOIOM Caloma®

RS 1 Cherry”
KMCK Fayetieviile, AR
PD: Dan Hentschel
APD/MO: Miks Chase
WATCHEOX TWENTY Gore”
N DAYS A
WWCKFlint, Wi *
PD: Scott Seipel
4 MATCHB0 TWENTY Gore™
1 NS Promee”
NN DAYS A

3
:
g

K0MN0Hensluls, 1
PO Jocque Commiss Jomes

WYOY/Jackson, MS *
PO: Todd Michaets
Interim MO: Nathan West
MATCHBOX TWENTY Gore™
WAPE/Jacksonville, FL
OM/PD: Cat Thomas
APO/MO: Tory Mann
1 S Ty’
WAEZJohnson City, TN *
PD: Gary Blake

APO/MO: Chris Mann
SN Rgt
NS Promee
000 Yere

7 N T’
UENNYIRATL Agan™
MATCB0X TWENTY Gaore™
WOGNNew London, CT
PD: Kevia Palana
NSYNC Promee”
WALLFLOWERS Sioeg™
MATOHBOX TWENTY Gare™
NINE DAYS “Am’™
KUMX/New Orleans, LA *
OM/PD: Dave Stewart
MO: Aanolis Wade
1 EVMNAND JARON o™
LBINYIRATZ Agan™
SAMANTHA MUMBA el
WEZBNew Orleans, LA *
PD: Jeft Scoft
: Stacy Brady
5 MUYEL
DESTINYS CHLD Women”
MYSTIAL Srake”
WM 1os’
WHTZNew York_ NY *
St. VP/Prog.: Tom Poleman
OM: Kid Keily
NO: Paut “Cubby™ Bryant

2 BARENAKEDLADES Proh”

JESSICASIMPS Thet™
1 BAHAMEN e
1 BOYZEMEN Prs”
1 MESTDio”

NE OAYS “An”

WUS/Aoancie-Lyneitury,
PD: David Lee Michaels
APDMD: Melisss Morgaa

PD: Rik Blade

MD: Ryan McNeil
MATOHBOX TV/2TY Gore™
SESSCARIOLE Symonony”

KHTO/Springfieid, MO

PD: Ray Michaels

MO: Steve

Teome
LEANN RS gt

MATCHBOX TWENTY Gane™

PEDHOTOMU Catlrr™

WIFC/Wausau. Wi
PD: Danny Wright
MO: Alley Faith
SARGE GARDEN A’
REDHOTON . Catora™

WLDVWestPaim Beach,

A*

* = Mediabase 24/7 monitored

171 Total Reporters
171 Current Reporters
171 Current Playlists

No Longer A Reporter (1):
KQiZ/Amaritio, TX
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| PART ONE OF A TWO-PART SERIES |

A Blueprint For Ratings
& Revenue Success

[J A veteran manager and owner offers eight rules for
rebuilding, refocusing and winning

ack in the early "80s I flew to New York City to interview for the position of Promo-
tion Director at a new station called WHTZ (Z100) with a guy named Scott Shannon
— and his GM, Gary Fisher. I didn’t end up taking the job because of some girl named
Maty, who turned out to be my future wife and who also had a growing television career that

was based in Miami.

While 1 didn’t take the
job. that trip to New York
and the sheer excitement of
walking into the incredible
vibe and energy of the new
Z100 will stay with me the
rest of my life. 1 owe that
memory to Shannon and
Fisher. who recently re-
minded me about it. During
the "80s and "90s Fisher
spent over 5 years manag-
ing some of the biggest heri-
tage CHRs and ACs in America. in-
cluding WABC/New York. Z100 and
WNIC/Detroit.

Like many of us who one day
drecam of owning a radio station.
Fisher embarked on a path to bring
his drcam of owning and operating
small-market radio stations to frui-
tion. In 1995 he did just that when
he formed Equity Communications
LP. His mission statement was to con-
solidate the struggling stations that
the larger companics had bypassed.
cither because of the markets they
were in or — it seems unthinkable
now —- because of the lack of avail-
able cash flow and financing for
smaller-market turnarounds.

Today Equity owns three radio sta-
tions: WAYV-FM, WZXL-FM and
WCMC-AM/Atlantic City. NJ. Under
Fisher’s guidance. the company's rev-
cnues have increased six-fold over the
past five years. For example, when
Equity purchased WAYYV in 1995, it
had a 3.7 share, it was ranked 8th.
and it had $900.000 in revenue. In the
spring 2000 book. the station is No.
1 12+ with an 8.8. and it has revenues
exceeding $4.000.000.

Fisher points out that as cach wave
of merger mania creates new levels of
supergroups like Clcar Channel,
CBS/Infinity and Citadel. the pres-
sures of deregulation have squeezed
the small-market entreprencur out of
business. When an owner-operator
does survive. appearing as a stand-
atone speck against a consolidated
landscape. the pressures to perform

Gary Fisher

are every bit as intense as
they are with these new
mega-media companies.
The audience fragmentation
is every bit as painful, and
the satisfuction of gaining
and winning back the audi-
ence is every bit as exciting.

Fisher has been fortunate
enough to experience that
roller-coaster ride with his
first acquisition. heritage
CHR WAYY, which js back
on top in the ratings — moving 5.5-
7.9-8.8 in the spring book. That tri-
umph speaks volumes for the small
operator in gencral and Fisher in par-
ticular. He's earned his medal in the
ratings wars. In this two-part series.
Fisher shares with us his eight rules
to help refocus. rebuild and win.

You Gotta Believe

Ruie No.1: Believe the bad books
as much as you believe the good
ones. According to Fisher, “Every ra-
dio station — cven the great ones —
go through peaks and valleys. Sta-
tions throughout history have faced
their best book ever and their worst
book ever, usually for good reasons.
Good radio almost always ends up
getting good ratings, and the same is
true for bad radio.”

It’s important to study the ugly
books as thoroughly as the good ones.
“Whatever the audience thinks, they
are right,” says Fisher. “Since they
have all of the answers, they can tell
you what to do. Simply ‘watch what
they do.”

Fisher knew going into the Atlan-
tic City/Cape May Arbitron metro that
he could take advantage of the per-
person diary values. “This metro is
well-measured by Arbitron. with

*1,500 diarics posted for a population

of 300,000. as opposed to large mar-
kets where 8.000 diaries measuré 10
million people. Going into a smaller
market after years in the majors. |
knew ['d be able to use the ratings —
both good and bad — as a diagnostic

because the per-person diary values
are so much lower here, which is good.

“Ninety-six percent of every
market's population listens to radio.
and the heavy listeners in the smaller
markets spend an average of 15-25
hours a week listening. That's any-
where from 60 to 100 quarter-hours
per week to spread around three to
four stations. There is a tremendous
amount of audience ebb and flow and
tune-in and tune-out in each market
to participate in.”

When Fisher worked with Shan-
non at Z100, Shannon would say at
book time. ““There are only four pos-
sibie responses to a
bad book: You can ig-
nore it, blame it. fight
it or fix it. To purge a
truly bad book. you
first have to own it.
You have to feel the
pain and slam the wa-
ter cooler. If you really
care passionatcly about
your station and ratings,
prepare to privately be
miserable most of the
time until it is fixed.”

Time, Patience and Focus

Rule No. 2: Give the project tinc-
ture of time. Time, patience and fo-
cus are vital elements to a tumaround.
No one comes back from books from
hell in one book. advises Fisher. **Au-
diences bolt much quicker than they
return. even after the station is fixed.
Listeners consume radio a lot slower
than we make it. You can generally
research and fix your product in a few
weeks. but it takes months and
months to change listener behavior
and usage patterns.” Fisher also
points out that if you lost listeners.
they may be happy with their new al-
ternatives. “Generally. you need to be
better twice as long as you were bad
before you see the first signs of a turn-
around.” !

When it'comes to Arbitron and the
diarics, throughout his experience

“Audiences bolt much quicker than they retum,
even after the station is fixed. Listeners consu
radio a lot slower than we make it.”

Fisher notes there is a built-in lag
time with ratings. “When a bad book
comes out, the reality is that things
may still be deteriorating from that
point. Often the ratings have to fin-
ish reporting on the people leaving
before you can start to sec them re-
turning.”

Digging WAYV out of its ratings
slump, which began in 1998, was a
very slow. character-building process
for the staff. Fisher says. “We gave it
a full year of daily root-canal on mu;
sic. marketing, our morning show and
our entire style of progrumming and
operating. It was a challenging period
for me personally and a period of
great learning and growth for the en-
tire staff.”

Bite The Bullet

Rule No. 3: Have the courage to
bite bullets. While Fisher was on top
with WAYV from '96-"98. he remem-
bered a quote from Dave Robbins
when he worked at WNCI: “Change
absolutely nothing as long as chang-
ing nothing keeps working.” Fisher
followed that theory. However. in

1999. he learned the opposite was
also true. and he changed his theory
accordingly to this: “Change just
about everything once everything
stops working.”

Fisher says observers who heard
WAYYV during 1996-'98 scratched
their heads in surprise to hear the
heritage CHR winning with an
eclectic mix of Hot AC currents,
classic hits and "80s rock oldies.
“The market back then was conser-
vative and laid-back. and there was
some obvious underperformance
around us, so we took all the room
the market gave us.

“For a while we occupied mul-
tiple open positions in the market,
took a broad musical stance and en-
joyed broad success. We were sort of
a hybrid Classic Hits/Pop Alterna-
tive/Hot AC/CHR with lots of '80s
rock and gold. and everyone seemed
to love it. But it proved unsustain-
able when the competitive landscape

changed.” . |

What changed that landscape
consolidation. Suddenly Fisher!
himself getting squeezed from
ends. “By the end of 1998 the A
tic City market became n
crowded. with heritage light 4
WFPG. Classic Hits WMGM
heritage Rock WZXL — all more
cused and successful. In addition,
emergence of niche formats like
Alternative, Dance CHR and Smo
Jazz/NAC heightened the compi
pressures on WAYV.

*"We might have caught the m
napping  littie during our first i
years, but in 1999 it seemed like
eryone was taking us on. Allof a
den every part of our huge audi
base was faced with niche-pi
competition. and the competition
good. We had the most to lose.
we lost it.” ‘

It didn’t take Fisher long to
ize he had to develop a plan of act
and plummeting from a 7.4-5.2in
book sent an even clearer [
“After getting two share poi
shaved off. we realized
need to zero-base the
tion and totally flush
the system. We basic

emptied out Selec
stripped the station cld
and started from squ
onc. We tried to prew
we were signing WAY
on as a new station.
“As a result. a lot

sacred cows got g

up into hamburger.

morning show we
through an overhaul. as several pop
lar hosts with 16 years of heritag
WAYV were relcased. A new. mo
contemporary morning team of M
(ak.a. Brady Richman) and Di
(Mitchell) were imported from alo
power station in nearby Monmgs
Ocean, NJ and upgraded to WA
huge 50.000-watt Atlantic Ci
stage.”

In next week's CHR column Fi
reveals the remainder of his eig
rules. These rules include the im
tance of being live in the mornia
and owning the momings/music/m
keting monastery: having the cours
to invest in product. promotion.
search and consultants; fortifying
strengthening sales to have the t
and money you need to fix the statid
resisting the lure of the Internet:
getting your bigness from your sms
ness. ‘

Check out WAY V/Atlantic C
NJ at www 95 Iwavecom.
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dear g0d,

name iS billie and i am nearly “en,
J"jhave' a Ertend who Says 3oufynanr\e iS Allah,

' another who Says, She’s wrong, your name iS

& Schovah, -

# another who Says he prayS ‘o buddah,
.mg besteat Lrienid in the world iS a muslim,
i love them all BUT |

‘the boy nex+ door ScareS me, he Says realy bad
+hingS and tries +o0 hit me and my friends..he
SayS none of uS will get ‘o heaven....

~

T'm worried and i need Yo ask you some-thing
T T get your name wrong (even i Tm good)

Will you *urn me away?
and should i call you Jesvus,,,?

BILLIEMYERS

SHouUuLD | CALL YOU JESUS?

RECORDS
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Most Played Recurrents

"N SYNC It's Gonna Be Me (Jive)
AALIYAH Try Again (BlackGround/Virgin)
CREED Higher (Wind-up)
PINK There You Go (LaFace/Arista)
VERTICAL HORIZON Everything You Want (RCA)
SONIQUE It Feels So Good (Farmclub/Republic/Universal)
'N SYNC Bye Bye Bye (Jive)
MACY GRAY | Try (Epic)
SANTANA F/ROB THOMAS Smooth (Arista)
DESTINY'S CHILD Say My Name ((:‘olumbia; '

ENRIQUE IGLESIAS Be With You (Interscope,

SISQ0 Thong Song (Dragon/Def Soul/IDJMG)

_——e e e

BLAQUE Bring It All To Me (Track Masters/Columbia)

ALICE DEEJAY Better Off Alone (Republic/Universal)
MARC ANTHONY | Need To Know (Columbia)

CHRISTINA AGUILERA What A Girl Wants (RCA)
BRITNEY SPEARS Oops!...I Did It Againr(Jive)
GO0 GOO DOLLS Slide (Warner Bros.)
SMASH MOUTH All Star (Interscope)
TRAIN Meet Virginia (Aware/Columbia)

NELLY FURTADO I'm Like A Bird (DreamWorks)
MACY GRAY Still (Epic)

RICKY MARTIN She Bangs (C2/Columbia)
BILLIE MYERS Should | Call You Jesus? (Universal)
SOCA BOYS Follow The Leader (Universal)

TRINA Pull Over (Slip ‘N Slide/Atlantic)

FIRSTLOVE SHOWS OFF

the newspaper, which CHR Asst. Editor Renee Bell already tried to sell at $6.50 each..

JWP/U.S.A. recording group FirstLove stopped by R&R to sign some autographs and meet
the staff. Here are the guys in the conference room trying to enjoy their free copies of

W KKXX/Bakerstield

3am

"N SYNC This | Promise You

MADONNAMusic

MARC ANTHONY | Need You

SUGAR RAY Someday

PINK There You Go

TRAIN Meet Virginia

DEBELAH MORGAN Dance With Me

BAHA MEN Who Let Dogs Out

CHRISTINA AGURLERA Corne On Over Baby (Al War..

WILL SMITH Gettin' Jiggy Wit it

"N SYNC This | Promise You

AALIYAH Try Again

TAL BACHMAN She’s So High

ENRIQUE IGLESIAS Be With You

MATCHBOX TWENTY Bent

DESTINY'S CHILD Jumpin’ Jumpin®
11am

MARIAH CAREY Atways Be My Baby
JANET Doesn't Really Matter
SMASH MOUTH Walkin® On The Sun
BACKSTREET The One
JESSICA SIMPSON | Think I'm In Love With You
DESTINY'S CHILD Say My Name
PINK Most Girls
MATCHBOX TWENTY Bent
ALICE DEEJAY Better Off Alone
‘N SYNC This | Promise You
AALIYAH Try Again
ENRIQUE IGLESIAS Be With You
BACKSTREET BOYS Show Me The Meaning O Being...
JOE | Wanna Know
PINK There You Go

4pm
MATCHBOX TWENTY Bent
SONIQUE i1t Feels So Good
DESTINY'S CHILD Jumpin® Jumpin’
SUGAR RAY Falls Apart
TRAIN Meet Virginia
PINK Most Girls
NINE DAYS Absolutely (Story 0f A Girl)
JANET Doesn't Really Matter
‘N SYNC This | Promise You
AALIYAH Try Again
TAL BACHMAN She's So High
MACY GRAY | Try
VERTICAL HORIZON You're A God
JOE | Wanna Know

8pm
BON JOVI It's My Life
MADONNAMusic
MARC ANTHONY | Need To Know
BLOODHOUND GANG Bad Touch
TLC Unpretty
$I1SQ0 Thong Song
OEBELAH MORGAN Dance With Me
BBMAK Back Here
PINK There You Go
OMC How Bizarre
SAMANTHA MUMBA Gotta Tell You
NELLY Country Grammar
VERTICAL HORIZON Everything You Want
JANET Doesn't Really Matter
MATCHBOX TWENTY Bent

_QUNED'IN CHR/POP

RE&R/MEDIABASE 24/7

WYO0Y/Jackson

3am

BAHA MEN Who Let The Dogs Out

98 OEGREES Give Me Just One Night (Una Noche)
TLC No Scrubs

SAVAGE GARDEN Affirmation

BRITNEY SPEARS Lucky

JEWEL You Weren't Meant For Me
ALICE OEEJAY Better Off Alone

NELLY Country Grammar

EVE 6 Promise

JENNIFER LOPEZ If You Had My Love
WESTLIFE Swear it Again

NINE OAYS Absolutely (Story Of A Girl)
EVAN & JARON Crazy For This Girl
JANET Doesn't Really Matter

11am

CREED Higher

JANET Doesn't Really Matter

BAHA MEN Who Let The Dogs Out
ENRIQUE IGLESIAS Sad Eyes
EVERCLEAR Wonderful

98 DEGREES Give Me Just One Night (Una Noche)
THIRD EYE BLIND Never Let You Go
PINK Most Girls

3 DOORS DOWN Kryptonite
JENNIFER LOPEZ If You Had My Love
SAVAGE GARDEN Affirmation

FOO FIGHTERS Learn To Fly

4pm

CREEO With Arms Wide Open

WHITNEY HOUSTON My Love Is Your Love
BAHA MEN Who Let The Dogs Out
MATCHBOX TWENTY Bent

JESSICA SIMPSDN | Think I'm In Love With You
NINE DAYS Absolutely (Story Of A Girl)
SDULDECISION Faded

CORRS Breathless

SMASH MOUTH Then The Moring Comes
DEBALAH MORGAN Dance With Me
WHEATUS Teenage Dirthag

‘N SYNC Bye Bys Bye

YOUNG MC Bust A Move

RED HOT CHILI PEPPERS Otherside

8pm

98 DEGREES Give Me Just One Night (Una Noche)
THIRD EYE BLIND Deep Inside Your Love
SAMANTHA MUMBA Gotta Tell You

KID ROCK Cowboy

OESTINY’S CHILO Jumpin' Jumpin’

EVE 6 Promise

BRITNEY SPEARS Lucky

TRAIN Meet Virginia

NO AUTHORITY Can | Get Your Number
MADONNA Music

NINE DAYS Absolutely (Story O1 A Girl) |
NOTORIOUS B.1.G. Mo’ Money Mo’ Probiems |
ALICE DEEJAY Better Off Alone ‘
RED HOT CHILI PEPPERS Otherside

AMBER Sexual (La Da Di)

Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio
Networks. Tuned-in is based on sample hours taken from Monday 9/11. © 2000, R&R inc.
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WBH]J-FM
WBHK-FM
KUZZ-AM/FM
KBHR-FM
KNX-AM
KGO-AM
KSFO-AM
KEZW-AM
WILM-AM

| wMMB-AM

A Special Congratulations To These
Nominated for a 200

BIRMINGHAM, AL
BIRMINGHAM, AL
BAKERSFIELD, CA
BIG BEAR CITY, CA
LOS ANGELES, CA
SAN FRANCISCO, CA
SAN FRANCISCO, CA
DENVER, CO
WILMINGTON, DE
MELBOURNE, FL

WBBM-FM
WGIL-AM
WROR-FM
WOMC-FM
WOOD-AM
WSGW-AM
KQRS-FM
KSTP-FM
KCMO-FM
WPEG-FM

CHICAGO, IL

GALESBURG,IL

BOSTON, MA
DETROIT, MI

GRAND RAPIDS, MI

SAGINAW, MI

MINNEAPOLIS, MN
MINNEAPOLIS, MN
KANSAS CITY, MO
CHARLOTTE, NC

WPST-FM
WCIZ-FM
WZAK-FM
WUSL-FM
WTCB-FM
WIVK-FM
KTCK-AM
KLAQ-FM
KILT-FM
WAXX-FM
WTMJ-AM
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- ABC Radio Networks Welcomes
' Our Affiliates to The City by the Bay

- '.-..;.:‘I"-';;"“
v al'N !
S ?,g

TR i, nl e ° ey . g .-,_.:,"_"-'.rl i %-‘r\’;:' an
e Visit Us at The Hilton San Fr:

ABC Affiliates and Their Personalities
) NAB Marconi Award

TRENTON, NJ TOM JOYNER ABC RADIO NETWORKS
WATERTOWN, NY JIM DUNBAR & TED WYGANT KGO-AM SAN FRANCISCO, CA
| CLEVELAND, OH MIKE FRANCESA & CHRIS RUSSO WFAN-AM NEW YORK, NY
“ PHILADELPHIA, PA DAVID LAWRENCE WDAF-AM KANSAS CITY, MO
COLUMBIA, SC JOE SOUCHERAY KSTP-AM MINNEAPOLIS, MN
KNOXVILLE, TN BRENT JOHNSON WTCB-FM COLUMBIA,SC
DALLAS, TX VALLERI ST. JOHN WWGR-FM  FT.MYERS, FL
EL PASO, TX DAVE WILSON WIiBC-AM INDIANAPOLIS, IN
HOUSTON, TX JIM KRAMER WKCQ-FM SAGINAW, M|
EAU CLAIRE,WI TIMWILSON WAXX-FM EAU CLAIRE,WI
MILWAUKEE, WI
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One Clear Voice, One Clear Leader

One Clear Choice
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[ Newa

LEANN RIMES Can't Fight The Moonlight (Curb)
Total Plays: 333, Total Stations: 42, Adds: 4

MARY GRIFFIN Perfect Moment (Curb)
Total Plays: 283, Total Stations: 26, Adds: 1

MATCHBOX TWENTY If You're Gone (Lava/Atlantic)
Total Plays: 228, Total Stations: 110, Adds: 108

MYSTIKAL Shake Ya Ass (Jive)
Total Plays: 196. Total Stations: 17, Adds: 5

ANGELA VIA{ Don't Care (Atlantic)
Total Plays: 123, Total Stations: 18, Adds: 6

: NINE DAYS If | Am (550 Music)
| Total Plays: 119, Total Stations: 59, Adds: 55

LENNY KRAVITZ Again (Virgin)

FRAGMA Toca's Miracle (Groovilicious/Atiantic)
Total Plays: 719, Total Stations: 28, Adds: 1

WHEATUS Teenage Dirtbag (Columbia)
Total Plays: 676, Totat Stations: 42, Adds: 2

ROBBIE WILLIAMS Rock DJ (Capitol)
Total Plays: 665, Total Stations: 57, Adds: 2

$IS00 Incomplete (Dragon/Def Soul/IDJMG)
Total Plays: 652, Total Stations: 54, Adds: 4 _

DEXTER FREEBISH Leaving Town (Capitol)
Total Plays: 542, Total Stations: 42, Adds: 3

RED HOT CHILI PEPPERS Califomication (Wamer Bros.)
Total Plays: 532, Total Stations: 65, Adds: 21

DESTINY’S CHILD Independent... (Columbia)
Total Plays: 479, Total Stations: 47, Adds: 26 | Total Piays: 94, Total Stations: 30, Adds: 26

MESTWhat's The Dillio (Maverick) JDY ENRIQUEZ Tell Me How You Feel (LaFace/Arista)
Total Plays: 444, Total Stations: 44, Adds: 5 i Totat Plays: 23, Total Stations: 19, Adds: 19

B0YZ Il MEN Pass You By (Universai) 1PLUS 1Cherry Bomb (Elektra/EEG)
Total Plays: 384, Total Stations: 75, Adds: 26 Total Plays: 21, Total Stations: 17, Adds: 17

] {
BILLY GILMAN One Voice (550 Music/Epic) JESSICA RIDDLE Symphony (Hollywood)
Total Piays: 334, Total Stations: 30, Adds: 1 Total Plays: 11, Total Stations: 20, Adds: 20

Soags ranked by tetal plays

7 I

WEARING HIS POKER FACE
Universal recording artist Nelly recently visited R&R and posed for this pic with (l-r):
Universal rep. Big Paul, Urban Asst. Editor Tanya 0'Quinn, CHR Asst. Editor Renee Bell and
AC/HAC Asst. Editor Mike Davis. While at the office, Netly took advantage of spacious Club
R&R and held auditions for dancers. Though all look confident, only two became St. Luna-
tic dancers: Big Paul and Davis. I guess Nelly didn’t like Bell's breakdancing routine or
0'Quinn’s ode to the pop-lock.

Pop, rock and hip-hop stars jam together during KMXV/Kansas City’s 5th Annual “Red White
And Boom” concert at the Sandstone Amphitheater. The sold-out show featured an alt-star
lineup that included Third Eye Blind, BBMak, Westlife, Vertical Horizon and Enrique Iglesias.
Pictured are: LaFace/Arista recording artist Pink (third from r) with Island/IDIJMG record-
ing artist Bon Jovi (third from 1) and his bandmates.

COME ON OVER

WKTU VP/Operations & Programming Frankie Blue invited RCA recording artist Christina
Aguilera to “come on over,” which she did, spending the day at the ‘KTU studios before her
appearance at the MTV Video Music Awards.

N\
\\

RRTRLRANLAN
\
2NN

1

A

el

R&R Asst. Editors Tanya 0'Quinn and Renee’ Bell stole the company van and went for a
two-hour-long joyride, terrorizing the town. The two were busted by Motown rep Philip
“Westside” Embuido while trying to skip out on the bill for a dinner they had in a Beverly
Hills restaurant.

ENRIQUE FLIES MAGIC CARPET TO VEGAS |

Interscope recording artist Enrique Iglesias stopped by KFMS in Las Vegas while he was in
town to open the newly remodeled Aladdin Theater. Pictured are (l-r): Interscope’s Tom
Star, KISS-FM's Todd Michaels and Nikki, and Iglesias.

www americanradiohistorv com
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Callout America.

®EXCI. USIVE NATIONAL MUSIC RESEARCH ESTIMATES September 22, 2000
CaLLout Americae song selection is based on the top 25 tities from the R&R CHR/Pop chart for the airplay week of August 27-September 2.

2
CHR /P opP H CETEARETES T CarLLouT AMERICAe
PR o e Hot Scores
ARTIST TITLE LABEL(S) ™W W 2w 3w § 5§ | 1217 18-24 25-34| EAST SOUTH WEST WEST Bv ATBoNT Aoasibahi
HEp:PAPA ROACH Last Resort (DreamWorks) AS 8 34 30 89 04 420 39 335 |as 38 485 48 | rsonly rock o ol bu ey ik
it. Three songs by artists who
CREED With Arms Wide Open (Wind-up) 395 — — — 704 158 (384 405 4.00 |[3.92 404 405 3AT5 crossed from the rock side hold down
- 2 . , the top three positions.
3 DOORS DOWN Kryptonite (Republic/Universal): 38t 308 403 401 757 154 1398 3.79 394 (397 1M 377 3.9 “Last Resort” by Papa Roach
; ; . - - 1 (DreamWorks) returns to the top
PINK Most Girls (LaFace/Arista) 3712 375 64.9 125 1398 363 332|379 363 362 3.8 spot with a 3.98 total favorability
WELLY Country. Grammar (Fo’ ReelUniversal) 370 378 384 398 TIE 240 1405 352 325{38 37 M 3@ mre "Rm ;:nks first with teens
$eco -24.
‘N SYNC It's Gonna Be Me (ive) 3.67 370 365 3.66 90.9 313 [3.97 344 2351|387 359 347 378 Creed foilow their multiformat
- . hit “Higher” with the power ballad
EVERCLEAR Wondertul (Capitol) 368 361 367 3.62 1.3 120 §3.65 3.79 3521357 368 3.83 3.7 | “With Arms Wide Open” (Wind-
. el N ) up). “Arms” is embraced by all dem-
DESTINY'S CHILD Jumpin' Jumpin’ (Columbia) 365 367 361 374 844 305 (372 3.63 357 [375 353 347 3.90 | o Gebuting in an impressive second
e ; ; 3 - — - 2 : place overall. ranking ninth with
BONIOVI It's My Life (island1D./IMG) 363 350 353 357 508 151 ]3.63 357 369 (384 354 M sw teens and topping both the 18-24 and
25-34 cells.
| s ) -_— -— . K i R g y s g 8 D . :
I.smmmpMe(DmgonMSouMWMG) 3.6t 368 | 4.3 94 307 339 332 38? 350 353 3.57 3 rank third with the
MATCHBOX TWENTY Bent (Lava/Atiantic). 358 343 352 350 790 205335 371 378|354 3.62 351 3:84 | chart-topping “Kryptonite” (Repub-
lic/Universal). The debut effort from
CHRISTINA AGUILERA Come On Over Baby... (RCA) 356 360 339 343 77.2 23.6 [3.90 3.28 3.27 |3.66 3.4 348 363 the Biloxi. MS band has now topped
- . d - four R&R charts (plus Callout
BOMAK Back Here (Holywood) 284 347 354 34 817 31 |3.57 J.5%- 353|351 3B 320 3% | America), scoring a 3.9] total fa-
) ) vorability score this week. The track
NINE DAYS Absolutely (Story Of A Girl) (550 Music) 353 361 359 385 875 29.6 {360 3.49 348|360 371 325 3.58 is third {vilh teens and 18-24s and
J PCSLAP " s . i 3 = ranks second 25-34.
HEp-JAYA Case Of The Ex (Wnaicha Gonna Do) (University/interscope) 3.52 3.69° 3.61 — 589 142 (379 3.43° 322 3.2 381 345 3 Veteran rockers Boa Jovi contin-
SOULDECISION Faded (MCA) 347 — 323 343 40 087 336 351 3.87 [3.54 3.37 352 M ue their move up the survey as “It's
) My Life™ (Island/IDJMG) climbs to
“TON! BRAXTON He Wasn't Man Erioligh (LaFace/Arista) 342 345 300 349 TI4 248350 329 3431353 819 337 388 | ninth o;r-er:;'ll; “Life” ranks ninth 18-
| 24 and fifth 25-34.
VERTICAL HORIZON You're A God (RCA) 3.42 371 — 361 584 132 1348 342 334342 369 3.18 3.40 Two songs that continue to post
. . . . S . strong upper-demo scores are “Desert
JOE | Wanna Know (Jive) 341 341 345 349 T1.2 303 [3.45 340 336|343 385 341 381 Rose™ by Sting (A&M/Interscope)
- and “Music” by Madonna (Maver-
BAHA MEN Who Let The Dogs Qut (Artemis) 340 — 331 — 719 219|354 329 331|364 326 349 319 ick/WB). “Desent” is 10th 18-24 and
TG ; i3) : s 7 g h s 8 fourth 25-34 while “Music™ comes in
JESSICA SIMPSON ) Think I'm In-Love With You (Columbia) 3.3 360 3.47 353 787 221 |3.68 3.83 :3.31 [3.38 345 J19 1S3 cighth 18-24 and 11th 2534, .
98 OEGREES Give Me Just One Night (Una Noche) (Universal)  3.37 3.38 3.38 3.36 71.9 20.7 |3.53 3.26 322 |3.74 3.48 3.07 3.3 An infusion of new artists is
: ) something we always like (o see. and
BRITNEY SPEARS Lucky (Jive) 837 351 345 350 '80.5 286 |37 804 320 J3u4 33 323 3Fy the plethora of new artists in the
Callout America survey is very ex-
JANET Doesn't Really Matter (Def Soul/iDJMG) 336 3.47 352 347 793 296 {3.41 355 3.06 |34 332 323 354 citing. Papa Roach, Nelly, 3 Doors
o . ; y - Down and Pink — all acts with their
. = : the top five spots. Meanwhile, Creed
AALIYAH Try Again (BlackGround/Virgin) 3.34 332 3.37 337 %2 385|324 3.4 3.34’ 3.46 323 3.10 358 art, besaking sl 5. Thetpop for!
MADONNA Music (Maverck/W8) : 3.13 318 327 310 704 255 1200 3.62 343 (311 347 304 288 | matonjust their second album.

Total sample size is 400 respondents with a +/-5 margin of error. Total averape favorabilly estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much). Total famillarlly represents the percentage of
1l respondents who recognized the song. Tola! burm represents the number of respondents who said they are tired of hearing the song. Sengs must reach 40% familiarity before they appear in print. N& Potentisl (HP)
i represents songs that have yet to chart in the top 25 on R8s CHR/Pop chart. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and

markets: EAST: Baftimore, Boston, Long island, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atianta, Dallas, Houston, Miami, San Antonio, Tampa. M/DWEST: Chicago, Cincinnati, Cleveland,

Columbus, Detroit, Kansas City, Milwaukee, Minneapolis, St. Louis. WEST: Los Angeles, Phoenix, Portland, Sacramento, San Diego, San Francisco, Seattle. © 2000, R&R Inc.

THE PROOF IS IN THE,PUDDIN!
BANANA
“They get it!”

- Dan Hurst, Cuddle 98.1 - Kansas City
“Vanilla Gorilla Productions is the biggest weapon in my arsenal”
- Bob Walker, Star 102.7 - Salt Lake City
“Vanilla Gorilla is the answer to my imaging dreams”
- Mike Moore, Country 92.5 - Hartford

PRODUCTIONS  LINERS, ID's, AND PROMOS AT A PRICE YOUR GM WILL LOVE!

VVVVVV. Cl * cl
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T M First sinzle from the forthcoming album
=/ )
@ -2V IN STORES: NOW

MUSIC FIRST ™ muslic network

www americanradiohistorv. com
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© September 22, 2000
ARTIST TITLE LABEL(S)

3 DOORS DOWN Kryptonite (Republic/Universal)
DESTINY'S CHILD Jumpin’ Jumpin’ (Columbia)
MADONNA Music (Maverick/WB)

JANET Doesn't Really Matter (Def Soul/IDJMG)

CHRISTINA AGUILERA Come On Over (All | Want...) (RCA)

MATCHBOX TWENTY Bent (Lava/Atlantic)
98 DEGREES Give Me Just One Night... (Universal)
CREED With Arms Wide Open (Wind-up)

TONI BRAXTON He Wasn't Man Enough (LaFace/Arista)

SOULDECISION Faded (MCA)

PINK Most Girls (LaFace/Arista)

EVERCLEAR Wonderful (Capitol)

BRITNEY SPEARS Lucky (Jive)

NINE DAYS Absolutely (Story Of A Girl) (550 Music)
NELLY Country Grammar (Fo’ Reel/Universal)
VERTICAL HORIZON You're A God (RCA)
BON JOVI it's My Life (/siand/IDJMG)

BBMAK Back Here (Hollywood)

BAHA MEN Who Let The Dogs Out (Artemis)
JOE | Wanna Know (Jive)

JESSICA SIMPSON | Think I'm In Love With You (Columbia)

Lk 73]
4260
4119

SAMANTHA MUMBA Gotta Tell You (Wildcard/Polydor/interscope} 3678

THIRD EYE BLIND Deep Inside Of You (Elektra/EEG)
DEBELAH MORGAN Dance With Me (DAS/Atlantic)
FASTBALL You're An Ocean (Hollywood)
BARENAKED LADIES Pinch Me (Reprise)

‘N SYNC This | Promise You (Jive)

EVAN AND JARON Crazy For This Girl (Columbia)
KAND{ Don't Think I'm Not (So So Det/Columbia)
NO AUTHORITY Can | Get Your Number (Maverick)
STING Desert Rose (A&M/interscope)

RUFF ENDZ No More (Epic)

FAITH HILL The Way You Love Me (Wamer Bros.)
ENRIQUE IGLESIAS Sad Eyes (Interscope)

JAY-Z Big Pimpin' (Roc-A-Fella/IDJMG)

EVE 6 Promise (RCA)

SAVAGE GARDEN Affirmation (Columbia)

MARC ANTHONY My Baby You (Columbia)
CORRS Breathless (7143/Lava/Atiantic)

OREAM He Loves U Not (Bad Boy/Arista)
WALLFLOWERS Sieepwalker (Interscope)

OMX Party Up (Up In Here) (Ruff Ryders/IDJMG)
5 Distracted (Giant/Reprise)

0IDO Here With Me (Arista)

PAPA RDACH Last Resort (DreamWorks)

NEXT Wifey (Arista)

MYA Case Of The Ex (Whatcha...) (University/interscope)

SR-71 Right Now (RCA)
SISTER HAZEL Change Your Mind (Universal)
BLAQUE 808 (Track Masters/Columbia)

3228
2921
2856
2794
2501
2238
2180
2121
1839
1732
1659
1657
1400
1370
1252
1n
1161
1160
1122
1093

986

968

923

860

852

835

834

804

e
)
908846
1031416
883606
902977
791395
783086
691554
679348
652066
596355
643491
530296
513385
557201
634310
457942
531494
505169
438671
563199
361379
373774
313993
314995
234785
241943
277898
190377
255776
174024
248318
223613
130623
+320 153215
-232 169566

+« 114408
+182 103265
+136 186063

-1 80051
+251 131028
+859 81269

-92
-239
+120

+83
-162
+254

+173

77965
131354
88223
100907
134464
+166 70834
<142 109302
+45 60419

135517

WEEKS ON  TOTAL STATIONY
. CHART ADD3

JEra—y - N = N b ~N - - N 8-.-. - -h
D N =Sk O NN O B WY =ONODWU =~ [— 2 - - B

-k b

- O WW N =S WNLE LN WL =0 W

-h

18
17

166/2
1581
1700
1671
16810
160A
16870
158/4
1440
163A
152/4
1571
166/0
15810
1493
150/4
14473
15410
1511
132/0
1531
156/5
1370
13110
136/2
1255
153/56
1195
10114
11600
1130
103/15
95/4
106/2
6310
90/5
193
aon
8312
8077
95/6
5610
6810
8073
59/5
420
66/32
7510
480
9N

Most Added.

ARTST TME LABEL(S} ADDS

MATCHBOX TWENTY If You're Gone (Lava/Atlantic) 108
‘N SYNC This | Promise You (Jive) 56

NINE DAYS If | Am (550 Music) 55
MYA Case Of The Ex (Whatcha...) (University/Interscope) 32
BOYZ Il MEN Pass You By (Universal) 26
DESTINY’S CHILD Independent Women Pt. 1 (Columbia) 26
LENNY KRAVITZ Again (Virgin) 26
RED HOT CHiL! PEPPERS Califomication (Wamer Bros.) 21
JESSICA RIDDLE Symphony (Hollywood) 20

JOY ENRIQUEZ Tell Me How You Feel (LaFace/Arista) 19

Most Increased
Plays

ToTAL
PLAY
INCREASE
+1092

+995

ARTIST TITLE LABEL(S)

CREED With Arms Wide Open (Wind-up)
‘N SYNC This | Promise You (Jive)

WALLFLOWERS Sleepwalker (/nterscope) +859
PINK Most Girls (LaFace/Arista) +828
SAMANTHA MUMBA Gotta Tell.. (Wiidcard/Polydor/interscope) +523
DEBELAH MORGAN Dance With Me (DAS/Atlantic) +468
RED HOT CHILI PEPPERS Califomication (Warner Bros,) +432

KANDI Don't Think I'm Not (So So Def/Columbia)  +397
SOULDECISION Faded (MCA) 3
RUFF ENDZ No More (Epic) +n
Breakers.
DEBELAH MORGAN
Dance With Me (DAS/At/antic)
TOTAL PLAYSAINCREASE TOTAL STATIONS/ADDS CHART
2921/468 131110 ®
N BARENAKED LADIES
Pinch Me (Reprise)
TOTAL PLAYSNCREASE TOTAL STATIONS/ADDS CHART
27947347 125/5 (26
‘N SYNC
This | Promise You (Jive)
TOTAL PLAYSANCREASE TOTAL STATIONS/ADDS CHART
2501/995 153/56 (27]

171 CHR/Pop reporters. Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio Networks. Songs ranked by
total piays for the airplay week of Sunday 9/10-Saturday 9/16. Bullets appear on songs gaining plays or remaining flat from previous week.
Iftwo songs are tied in total plays, the song being piayed on more stations is placed first. Breaker status is assigned to songs reaching 2500

plays or more for the first time. Songs below No. 20 are moved 10 recurrent after 20 weeks. Gross Imp

jons equals A

ge Quarter Hour

Persons times number of plays (times 100). Average Quarter Hour Persons used herein with permission from The Arbitron Company

Most Added is the total number of new adds officially reported to RER

Weighted chart sppears on R&R ONLINE MUSIC TRACKING.

= —

ST

A A

I IeCIS

(Copyright 2000, The Arbitron Company). © 2000, R&R Inc.

) ' R&R CHR/Pop Chart with over 6,300 plays
Top Ten Selling Single! Over 20,000 Sold This Week!

The Smash Single from the Debut album
No One Does It Better

+ fa dEd *Touring ALL summer with Christina Aguilera
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www.soulDecision.com
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May we interrupt this convention
to make an important introduction?

Meet Thhe Conclawve.
The Conclawe has been giving back to the industry for 25 years.

The Conclawe /s the industry's only multi-formatic non-profit educational
organization. A few topics of substance the Conclave has introduced at its annual
Learning Conference: The Internet (Conclave, 1994), LPFM (Conclave, 1999),
Country Crossovers (Conclave, 1976), Satellite Radio (Conclave, 1981), Computers
& Radio (Conclave, 1979), Mergers & Acquisitions (Conclave, 1997), The Impact of
MTV (Conclave, 1983), Callout Research (Conclave, 1978).

The Conclawe has taken the time to introduce these luminaries to its
membership, as well: Bill Gavin, Bill Stewart ,Chuck Blore, Stan Freberg, Larry King,
Dr. Timothy Leary, Dick Orkin, -Bob Costas, John Holliman, Alfred Sikes, G. Gordon
Liddy, Tom Leykis, Mary Alice Williarms, Dennis Green, Mary ‘Matalin, Al Ries, Mike
Veeck, Dan Mason, Governor Jesse Ventura, Mitch Albom, Sam Donaldson, Ralph
Nader, Steve Rivers, and more.

The Conclawe has made these introductions to its membership for far
less money than any other seminar or convention in the nation, just $224 for a limited
time. In 2001, the Conclave is July 19-22 at the Marriott City Center Hotel in
Minneapolis.

In the year 2001, let The Coxiclave introduce you to spending less to get
a whole lot more.

Your option? You can continue to introduce yourself at industry gatherings which
someday might get around to introducing you to the knowledge and wisdom
The Conclawe has been teaching since 1976.

In the year 2001, introduce yourself to ' The Conclawe and catch a glimpse

of your future.

e e E For crodit cards, |
II:] Conclavwve Registration :;'EII'M PLEASE COPY TH:Ig FDORM FORMULTIPLE REGISTRATIONS! | - please complete section :

$ ENDS OF THE CO EMBERSHIP $224EA RD TUMO $99 /TEA / G
| Flei’:L:: a’;Tm;:ap';:aer ;Eyrux):; i 20002001 LAST NAM:w:s:ut wulliapp:ar on your ::;::m = D VISA DMASTERCARD |
| ‘ DISCOVER |
| COMPANY ~as it il appearonyourbladge I I | H | | J J l Tﬂ l CDREDITCARDOC |
:ES|IﬂIHIIFIHHHIJHHIIIHJLHI |
P
IHEREEREEEEEEEEEEEEEE I I
| CITY ""as it will appear on your badge STATE ZIP CODE EDDD— |
Il_ﬂ_l'ﬂi_llliJlllllllﬂl-:# [] |
. I I
I L] (M [TFT] : | ooty |
I TTTTITITITTITITI1] I O 1
| 74825 charge will be assessed fof badgé reprints ov-aflg T Specially priced Conclave hotel rooms are available at l
| D CHECK D?c'ﬁge?é“ ge%hon onright) sAmoum o the Marriott City Center, site of the '01 Conclave. Just oRTr e :
¥ Friends of The Conclave receive $89_ single/double!' Rooms cannot be obtaiped without

orermowl T 3 T T T | e ™ e i o a et P |-

Send COMPLETED FORM to The Conclave, 4517 Minnetonka Bivd #104, Minneapolis, MN 55416 °952.927-4487 *Fax 952.927.6427 *emalil: info@theconclave.com
The Conclave is coordinated by Marketing & Promotion, Tom Kay ¢ Chris Mozena ¢ Scott Hamilton

The Conclawe. Visit theconclave.com to learn more.

WwWww americanradiohistorv com
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WHT New
Clear Channel
(212) 239-2300
Poleman/Kelly/Bryant
12+ Cume 3.239.688

ATTTINE

CHRISTINA AGUILE RA/Corme On Over.
3 DOORS DOWNKryplonse
TON! BRAXTORNHe Wasn 1 Man.

PINKMost Gats

HOUSTON & IGLE SIAS/Could | Have The
MONTELL JORDANGet R On . Tonkte:
MADONNANLSE

BAHA MENWYG Lot The Dogs Cut

DR wmmmmmm
MYA/Case OF Tha Ex. .

RUFF ENDZ/MNo More

ALICE DEEJAY/Batier OR Alone
DEBELAH MORGAN/Dancs Wish Me

S500/Thong!
RAZOR 8 GUIDO/DO RAgen
BLINK-182/A8 The Semall Thengs.

CHR/Pop Playlists

AIND COMPLETE PLAYLISTS FOR ALL CHR/POP REPORTERS ON R&R ONLINE MUSIC TRACKING

KNSA0s Angeies
14
(818) 8451627
Kinlay/Stesle
12+ Cume 2,089,608

. X%.4
(312) 573-9408
Shebol/Logy

12+ Cume 543,400

[T
W Te  ANTRIMTITLE « o
70 68 3DOORS DOWNAryptonse 12480
61 87 B 12427
61 08 DESTINY'S CHLDASWRIN Jumpin 11548
69 88 SPEARSA ucky 11546
62 63 NSYNCAYS Gonna Be Me 11403
65 62 MATCHEOX TWENTY/Bert ez
47 49 CHASTIMAAGUR ERACome On Ovar 8869
45 40 MADONNAAMAM: 8060
53 60 BONJOVUNS WyLike 8688
43 45 TONBRAXTONHs WeanMen . 8145
44 64 THIRD EYE BUINDYDesp inside OF You 7964
51 43 JAMET/Doss) Feedy. 718
47 @2 9BDEGAEES/Give Mo st One 7602
39 61 CREEOYN Arms Wik Open 1421
a7 Rose 6878
26 33 SAVAGE GARDENArmason 6878
39 97 HORUZOWYou 1o A Good 6697
7 38 ated 6335
30 34 BAHAMENAYNOLat The Dogs Out 6154
39 34 FASTBALLYou're An Oosen 8154
31 39 DIDCHere With e 5430
32 18 PAPARGACHLM 5068
45 20 MANDYMOOREA Wanra Be Wish You 5068
- 2T N DAYSIAm as87
2% 71 PIKMOsGrs 587
23 26 EVANAND JARONCrazy For This Gart 4708
43 24 JESSICASIMPSONA Think Fmin... 4344
52 73 BEMAKSack Here a8
21 23 NOAUTHORITY/Can | Got Your 06
28 12 NELLYKountry Grammes 3982
1121 MESTARers The Olio 982
uw 3%
ER T Time 343
~ 18 REDMOY Critl. Caiomication 3439
- Mors 077
uw :, 2898
16 16 SANTANAFROB THOMAS/Smooth 2%
218 2896
17 16 MARC ANTHONY/ Nowd To Know ms
17 18 FRITATeA ms

SN EINVIIIRLUILBULBLSIZERELREE

Bonnevite
.(415) 9670857
124 Cume 904,008 h
)
wTe  aamstrme
ST 11 KANDVDOWY ik m Mk
62 62 SONEYFOURPwestOr
46 81 MANDY MOOREA ma Be Wit Vou
33 M4 MATOBOK
37 83 MYACaOtThex,
50 62 WSYNCS GoneuBabe
45 PINK/Thare You Go
64 48 DESTMYSOSLDMmON.
G @ SARNAPARSAoKMUS
50 00 WUFLAVOR3 Lsis Words
53 Grs
o
931 BOGHESCha Mo i Cre

ANLIYAHTry

NELLY/Country Grammas

THIRD £ YE BLIND/Duap insicie OF You
HOUSTON & IGLESIAS/Could 1 Have This.
BEMAN/Back Here

CHRISTINA AGUIL ERA/Come On Oves. .
JANET/Dosen) Realy_

ALICE DEEJAY/Dotier O Alone

(610) 667-8100
B
W TR asnsTTIEE
73 77 CREEQWED Arms Wids Open
nun G
74 714 JANETDosn) Realy_
nn ¥ Jurvgmn’
58 00 NELLYountry Grammar
58 83 BRAXTONYS AL
» : ?IS"“WNM:W&!M.
43
4 M NSYNGAS Gonne Be Me
33 38 JOEA Wanra Know
41 30 KANDYVDONY Think I'm Not
un Go
37 37 BAHANENWNOLst The Dogs Out
35 37 MEXT,
36 38 MAICHBOX TWENTYBert
35 M AALIYAWTry Again
®n
32 20 JAY-2/Be Pevger
0 24 Rose
33 24 IBOEGREESGre Me st One
bl
21 13 MYACam Of Thetx.
14 22 EVERCLEARMWOndsrhil
un MUMBA/Gota Tl You
n
n
n
»

UHKS/Dalias-Ft. Werth
Clear Channe!

(214) 8913400

Shannon

12+ Cume 828,508

ARTISTAITLE

OESTINY'S CHILD/umpen Jumpe
JESSICA SIMPSONA Thenk Fm in
N SYNCAt's Gonna Be Me

CREEDHGe

VERTICAL HORIZONE: You Want
CHAISTINA AGUILERACome On Over
SAADISON AVENUE/Don'l Call Me Baby
MANDY MOORL Warva Be Wath You
98 DEGREES/Give hie Just One
WESTLFESwaw 1 Agin
PINThere You Go

KANDVDON Thank I'm Mot

BAHA MERWo 1 et The Dogs Out
MONTELL JORDANGet On - Torste
LAURYN HILLZa Take My,
BLAQUE/Bring 1 A8 To Me
JENNIFER LOPEZN YouHad Wy Love

LAURYN HiL L/Doo Wop (That Thang)
RICKY MARTINA ' La Vida Loca
PRAS MICHE L £/008... Ghetto Supastar
BACKSTREET BOYSAarger Than Lile
BRANDY & MONICA/The Boy is Mne

G (000)
31524

WORQ/Detreit

ABC

(248) 354-9300
Teat/Towers/Curry
12+ Cume §37.800

PLATS

W ARTISTAITLE 65 (008)
ODESTINY'S CHHL Diumpn’ Jumpin’
MADORNAMSC 23120
3DOORS | 2032
PINK/There You Go 2032
CREE DWW A Wide Open 18224
MATCHBOX TWENTY/Bert 12512
9B0EGREE S/Give Me Just One. 12240
MELLY/Country Gramemas 10880
AALTYAH Try Agam 10608
TON! BRAXTOMMe Wasn't Man 10336
KANOVDONY Thank F'm Not 10064
BRITNEY SPEARSA ucky 9792
VEATICAL HORIZON/ You're A God 9248
CHAISTINA AGUL  RA/Come On Over 9248
JANE 1/Dossn'l Really 9248
BBMAK/Back Hete R4
SAMANTHA MUMBAGotta Tol You 8432
MANDY MOORE! Wanna Be Wi You 8160
BARENAKE D LADIE SPinch Ms 7616
PHNK Morst Gars. 7344
ZOMBIE NATIONXetniu 2t 400 Rt ond
SOl ated 072
JORA Wanna Know n0r2
NINE DAYS/Absosiety. 7or2
AMBE R/Sexual (L Da D) 6528
‘N SYNC'S Gonna Be Me 5984
MARC ANTHONY/ Need 50 Know 5168
BAHA MENAWHO L ot The Dogs Out 489%
JAY-Z/Big Pmpw’ 4896
SONIOUER Feels So Good 4896
T CAnpretty 4896
ALICE DEEJAY Betier OR Alone 4896
SANTANA F,ROB THOMASSmooth 4896
MYSTIKAL/Shake Ya Ass 4624
T02Nhere My Giis Ar? 4352
‘NSYNCBye ByeBye 4352
JESSICA SIMPSON1 Thank I'm In 4352
CREE 4352
STINGDesert Rose Q52
OESTINYS CHil D/Say My Name. 4000

WHOLDetreit
Clear Channel

(248) 967-3750
Richards
PLAYS
W T8 ARTISTAITLE (oo
61 80 CREEDMgher 11100
60 88 MATCHBOX TWENTY/Bent 10915
43 §7  CREED/Wih Arms Wide Open 10545
35 87 3 DOGRS DOWNAGYDDnRe 10545
$7 34 SPLENDERA Think God Can. 9990
33 43 98 DEGREFS/Give Me Just One 7955
46 42 MADOMNAMAST 7770
33 38 SOULDECISIONFaoed 7030
44 38 TONIBRAXTONAHe Wasnt Man. 7030
37 38 DESTINYS CHML DV Jumpe Jumpin 7030
41 38 JAMET/OoesntReally. 7030
41 37 JOEA Wanna Know 6845
3438 BONJOVIM'S My Lte 6660
22 36 BARENAKED LADIES/Pnch Me . 6660
40 38 PWNK/Thare You Go 6475
27 33 VERTICAL HORZONYoure AGod 6105
14 27 EVERCLEARWonoerful 4995
13 26 'NSYNC/ByeBreBye @10
27 23 STING/Desert Rose 4255
16 22 BAHAMENWNo Let The Dogs Out 4070
17 22 MARC ANTHONYA Need To Know 4070
2221 PiNKAos Gatg. 3885
18 26 ELWOODYSundows 3700
2320 EVANAND JARON/Crazy For Thes Girl 3700
60 28 N SYNCAK's Gonna Be Me 3700
11 29 BRITNEY SPEARS/Oope!. I DG R.. 3700
42 13 ANLIYAHTry Agam 3515
19 19 CHRISTINAAGUILERACome On Over . 3515
1218 KD God Knows Wy 3330
17 DESTINY'S CHIL D/Say My Name 3145
< 16 GODGOODOL LS/ Brosdway 2960
23 16 DEBELAHMORGANUance With Me 2960
1418 SANTANAF/ROB THOMAS/Smoo 2960
- 16 SAVAGE GARDENCrash And Bum 2960
20 16 THIRDEYE BLIND/Deeo insise OF You 2
14 18 FAITHHILL Breathe 2775
19 18 KIDROCKWaseng 2775
< 14 702Where My Garig A 2590
10 14 MACYGRAYA Try 2590
21 14 VERTICAL HORIZONE venythng You want 259

WXKS/Besten

Clear Channel
(nvmtm ‘
tvay,
120 Cume 900,008 1048~
G (00)
2173
21395
21006
19839
18672
18283
17116
17116
14782
14004
98 DEGREES/Give Me Jusi One 14004
ALICE DEEJAY/Betior O Alone 13226
BACKSTREET BOYS/The Ore 12837
BRITNEY SPEARSALucky 12837
DESTINY'S CHIL OVusmgiy Jurmpet 12448
CREE DWW Arme Wide Open 12448
SOULDECISIONS adod 10500
THIRD £ YE BLING Doop lnside Of You 10503
VERTICAL HORZONEveryfung You wand 10500
ENRIOUE IGLESIAS/Be With You 10114
CHRISTINA AGUR ERACore On Over s
STING/Desert Rose 2
N SYNC/Bye Bys Bye 9336
JANET Doesr'1 Realy. 3947
DIDOHore With Me 8558
EVAN ANO JARON/Crazy Fos Thes Gint 8558
EVERCLEARWonderh 8558
WHITNEY HOUSTONAT Mot Right 8558
BAITNEY SPEARS/00pSY, | DIR... 8558
SANTANA F/RDB THOMAS/Smooth 8169
VERTICAL HORIZON You're AGod 7780
GO0 GOODOLLS/Side 7002
SAMANTHA MUMBA/GOLt Jed You 00
'SONIQUE/R Feale S0 Good 7002
WHITHEY HOUSTONMY Love is Yo Love 6224
GOO GOO DOLLS/Black| 6224
BRITNEY SPEARS/  Baby One Mors 5446
MARC ANTHONY/MY Baby You 5057
FAITH HiLL/Broathe 5087
JOM SECADA/SI0p 5057

™
[
"
]
]
3
51

4
4
Q
«Q
L4

WWIZ/ Washington, OC
Bonnevide

(703) 522-1041
Edwarde/Sellers

12+ Cume 517,508

CREEDMgher
CHAISTINA AGUILE RAZCome On Over
VERTICAL HORZONEveryBng You Want
MACONNAMS:

98 DEGREES/Gve Me Just One

N SYNC/R Gonna Be M
EVERCLEARMonderhs

MATCHBOX TWENTY/Bert

AL ICE DEEJAY/Better Off Alone:

SONIQUE/ Fesls S0 Good

/Shackies.
ANTHONY/ Need To Know
WHITNEY HOUSTONATS Not Aight.
DESTINY'S CHiL [VSay My Name
FASTBALLYou'te An Ocesn
JENNIFER LOPE2 You Had My Love
CHRISTINA AGUILE RAGen In A Bote
MARWAH CAREY Heartbreakes

e
4116
ang

KRBEMousion-Galveston
Susquehanna
{713) 266-1000
Michaels Whittle

12» Cume 7686.400

ARTISTTITLE

BEMAK Back Here
MADISON AVENUE, Dont Call Me Baby
JOEA Wanna Know

98 DEGRE ES/Gvg Me just One.
CHRISTINA AGUIL ERA/Come On Over
TONI BRAXTON He Wasnt Man
JANET.Doesn Rasdly.

HOUSTON & IGLESIAS/Could | Have Thes
PINKMost Gots

SON BY FOUR Purest Ot Pam
SONIQUE/Sky

SOUTH PARK ME XICAN You Know My Name
BRITNEY SPEARSA ucky
JOMBIE NATIONXernhsaft 400

's Mwacie

NSYNCAPS Gonna Be Me.
VERTICAL HORIZON You're A God
NELLY/Country Grammas
AALIYAH/Try Agan

MARC ANTHONYMy Baby You
NINE DAYS/)
SONIQUE,t Feets So Good

ALICE DEEJAY/Back in My Lie.
ENRIQUE IGLESIAS.Sag Eyes.

verything
BAHA MENWho Let The Dogs Out

CHRISTINA AGUIL ERACome On Over
DA BRAT F/TYRESEWhat chu Like
PII/Thers You Go

JANET/Dossn feally

DESTINY'S CHIL D/incsependent Women
N SYNC/Thes § Promise You

BRITNEY SPEARSLucky

OND(Party Up(Up in )

RUFF ENDZNo More .
MADONNA Musxc

EMINEM/The Way | Am
JAY-Z'Be Panpan’

IDOORS DOWNAryplonse
JOEN Wanna Know

98 DEGREES.Give Me Just Ong
AALIYAH/Try Agan

StS00/Thong Song
BAHA MEN/WHo Lot The Dogs Out
SISQO/Got To Get 1t
SANTANA FROB THOMAS Smooth

g8k

€2 28 JESSICASAPSONA Thk i in
MARC ANTHONYA Newd To Know
JENNFER LOPEZWaling For Tonght
SANTANAF/PRODUCT /Marm Mara
BRIANMOXMIGHT/6.6 12

DA ORE/The NestEpsode .
DEBELAH MORGAN/Dance Wen M
SOULDECISION:

BERRRE

‘aded
BRITNEY SPEARSOops! | Dk
JESSICA SIMPSON1 Wanna Love You...
EMINEMThe Resl Sim Stady

2560
43
276

WSTR/Atlanta

Jetferson-Pilot

(404) 261-2970

Bowen/Ammons

12+ Cume 726,800
nars
LW TW  ARTISTMINLE & (008)
65 66 NINE DAYS/Absouedy. 25608
63 68 STING/Desert Rose 25608
63 85 CREEDMHQhw 25220
62 63 MATCHBOX TWENTY/Bent 24444
48 62 THIAD EYE BUNDMNever Lat You Go 24056
66 82 VEATICAL HORLZONEverythang You Want 24056
42 43 VERTICAL HORLZON/You're A God 15908
40 40 GOOGOO DOLLS/Broadway 15520
41 40 MADONNAMAsC 15520
38 40 SISTEAHAZELChange Your Mind 15520
43 39 EVERCLEARMWOnderhs 15132
4430 BEMAKBack Here 14744
54 37 MACYGRAYATry 14356
33 368 BONJOVLIs MyLde 13968
37 36 GDOGOO DOLLS/Back Baloon 13968
38 36 COUNTING CROWS Hangraround 13968
43 36 SMASH MOUTH Then The Morming, 13968
29 33 DIDOMere With Me 12804
29 31 CREEDWIth Arms Wide Open 12028
29 31 FASTBALLYou're An Ocean 12028
28 31 BARENAXED LADIE S Pinch Me 12028
29 38 EVEGaPromse 11640
22 29 THIRDEVE BLIND/Deep inside Of You 10864
80 2 10864
37 20 CHRISTINA AGUNERACOMe On Over . 10864
292 VN For Thes Gl 7760
22 19 FAITHHILL/The Way You Love Me nnr
- 10 WALLFLOWERS Siepwaller 6964
17 17 96 DEGREES/Give Me ausst One 6596
17 17 LENSwed My Sunshine 6596
23 16 DONHENLEY/Taking You Home 6208
40 15 MACY GRAYAWhy Didnl You. 5820
17 18 SOPENCE AssMe 5820
15 15 MARC ANTHONY/! Neod To Know 5820
16 15 EMRIOUE 1GLESIAS Balemos 5820
18 13 NSYNCByebp By 5044
13N RO(VVARMM! LavidaLoaa 5044
" SPEARS/(You Drive M) Crazy 4656
"1 masmrwvsuwnum 4656
412 BLESSIDUNION. MHey| 4656

WHYIMiami
Clear Channel
954) 463-9299
Roberts/Banks/Poyner
12, Cume 535.34

ARTIST/TITLE
STING Desert Rose

DESTINY'S CHILDV.Jumgwn' Jumpin
98 DEGRE ES/Give Me Jusi One.
CHRISTINA AGUH EANCome On Over
N SYNC/This | Promese You
OREAMMS Loves UNot
BONJOVI'S My L e

SONSOUE

NO.
BLINK-182/A8 The Smadl Things.

CREEDWIh Arms Wide Open
MATCHBOX TWENTY/Bent
DESTINY'S CHILD-Jumpm’ Jumpen

BBMAK Back Here
BAHA MEN'WNO L et The Dogs Out
DAYS//

NINE 5
CHRISTINA AGUH ERA/Come On Over_..
PINKMost Girls
SOULDECISION ¥ aded

VERTICAL RORLZON You're A God
MADONNAMuSIC

NSYNC/It's Gonna Be Me
WHEATUS/ Teercage Dribag

98 DEGREES/Gve Me st One
REDHOT CHILL/Caorncabon
SONIOUE/M foets So Good
AALTYAH/Try Agam

EVE 6Promse

VERTICAL HOAIZON £ ver,thing You Want
@ MATCHBOX TWENTY % You're Gone

DEBELAH MORGAN/Dance With Me

BRITNEY

RUFF ENDZNo More:

JESSICA SIMPSON/! Thank I'm in

THIRD EYE 81 IND/Never Lat You Go

BLIK-182/All The Smad Thngs:

CREEDHgher

DESTINY'S CHiLD/indspencend Women
P There You Go

BLINK- 182'Adam’s Song

SAMANTHA MUMBA/Gotta Tell You
THIRD £YE BLINO/Desp insace Of You
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PD Advantage™ is a service mark of The Artitron Company.

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

PN e T e S T T

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

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

pdadvantage or contact your Arbitron representative.

R

Radio News

WPPP Wins

@

L 9:45 AQH Share
WPPP 500 561,100 wePP
S ring Raﬁllgs M ;’i;: ‘;‘;_ 500 565000 715 M 6A-10K 12.6:
P 1 i e % 17100 494300 415 MF 10A-3P 126
Series with . weccem ;

380300 415 MF3P-7P 11.2%

Pinpoint

26700 515 MF 7P-MID 8.7%
CUNE TSL_ WKND 6A-MID 85%

DAYPART SCORES
DINGS [ DAYPART SCORES
RADIO STATION STAN TeL WPPP 185,WSSS 85

642,200 630 \ggs

: 6%
o 35% 21.200 321800 815 \r6A-10A 7

311,300 600 \fF 10A-3P 4.2%

9800 186600  6:30 \.Fap-7P 4.6%

WRRR-AM 55% 33,400
er credits

VD Advaniagefor  WORORT 2% 13,
rise in standings.

From Associated United Press Syndicate

ebrated their Cindere!la-story
finish in the Spring Arbitron sur-
vey with a champagne toast at

“The station surprised many local .
radio watchers with a cOmMe- 4. wigier book and increased
from-behind victory 1n the - mpetition from crosstown
Spring ratings race, finishing ;51 WSS, Program d&:c‘;?;
with a 7.2% share and 2 43,500 5, e Jackson anributed the wi
AQH. us were all 2 the sllation's S‘:‘:‘:ma::
ing resu jving listeners W i
theT::)r:pi?tll‘lsrcSSiVC given the El(\),ll:l"gvvll::)lc: on-air staff has been
decline the station endured in focused like a laser beam on be-

SAME TIME LAST YEAR ey
. 3 mired i ili . They not only lagg

t local station WPPP cel - an all-too-familiar spot . :

aa . :,e:::\:::zssmwn rival WSSS, but they also saw their lead over \acged lithoets: s e

expansion team WCCC evaporate.

: move more
s NDINGS vantage, I decided to

an all-staff meeting t:ollowmg %"BA;E is’m,_’/_ﬂ%;———'—
the release of the Spring book. 2.8%

Here’s where they stood:
SHARE BEHIND/SHARES AHEAD

said
ing this market's a:;viork sla'-‘ of tow:f. ov:'nhe;x t::e“mpon v
ijon—which is essential to reac more. targ steners
‘tlhe upscale demd we've been  working. This kind of surprised
targeting,”

i Jackson says
Mlmggﬂz;mmge’“ (ver- zips to reach these guys...t:\:‘tl
sion 2.5) software service from why argue with success, y
Arbitron also played a big role  know?

M-F 7P-MID 4.8%
WIND 6A-MID 4.1%

in helping the station reach its
Workplace Zip report in PD Ad-

of our remote broadcasts apd
biliboard buys to the west side

me, since conventional wisdom
says you need the downtown

7 added Jackson.

PD Advantage:

ARBITRUIN

WwWWwW americanradiohistorv com

When You Know More,
You Program Better

www.arbitron.com
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104 ® RaR September 22, 2000

CHR/Pop Playlists

@ ® e 4 e e 4 o 4 6 s s s b e s 6 58 At e a e s 4t e 8 s e s s s b ae 6w

FIND COMPLETE PLAYLISTS FOR ALL CHR/POP REPORTERS ON R&R ONLINE MUSIC TRACKING

KHTS/San Diego K2ZP/Phownix KOWB/Minneapolis WBLI/Nassas-Sutfolk KSLZ/S!. Lowis
Clear Channet Clear Channel Clear Channe! B Cox Clear Channe!
(619) 2919191 (602) 279-5577 (612) 340-9000 (631) 669-9254 (314) 6925100
LawgHayes Summers/Rite ¢ Morrs/Moran Rice/Levine KapugvKioich
12+ Cume 417.000 12+ Cume 384,180 12+ Cume 575.608 ’a}} 12+ Cuma 809,600 12+ Cume 351.800
PLarS LTS PLATS PLAYS
W TW ARTISTAITLE Gl toen) W W ARTISTAUILE 61 (000} wTw  ARTRIMTLE Gl {oom) W TW  ARTISTAITLE Gl (0001 W T ARTISTTITLE G (oo
86 85 NELLY/County Grammas 15048 70 71 DESTINYS CHIL Dvumpn Jumpin’ 10863 79 78 3000RS 23256 91 90 JANE/Doesnt Realy 37980 72 87 PNKMos! Gats 133
82 84 KANDVDONY Thenk Fen Not 14868 66 84 3DOORS DOWNAXsyplonde 97%2 81 75  NELLY.Country Grammar 22950 90 89 DESTINY'S CHIL (Vumpm Aumps’ 37558 68 87  SAMANTHAMUMBA GOt Te You 139
87 84 PRIMoSIGits 14868 403 PRKOMosI Gi 9639 72 13 O WannaKnow 22338 55 89 MATCHBOX TWENTY.Bent 37558 79 86 DESTINY'S CHILOumpt umom 120
84 77 JANET:DoesntRealy.. 13629 50 81 DEBELAH MORGANDance With M 03 51 68 DR DRE/The Next Episode 20808 90 74 HOUSTON & IGLESASCouldIvave Thes. 31228 83 45 NELLY/Counwy Gramma 13090
35 ST NEXTAWey 10089 51 58 't Ry 7650 53 58 JANET/DoesntReady.. 171% 43 60 3DOORS DOWNAGyplonde 25320 70 85 SOULDECISIONaced 1300
48 51 JAY-LBg Panon a7 53 47 CHRISTINAAGUILERACome On Over. 7191 73 83 DMXPartyUp(Upia ) 16218 14 S0 CREEDAWRh A‘ms Wide Open 21100 80 82 3DOORS DOWNKryplone 1262
63 47 MADOMNAMuSK 819 44 45 MADONRARAsc 7038 57 52 CHRISTIHAAGUILERACOme On Over 15912 14 46 DEBELAH MORGANDance With Me 19412 62 64 MADONNAMuSK %856
42 40 BRITNEY SPEARSA ucky 7080 47 45 EVERCLEARMbondertd 6885 S0 KANDVDoRY Thunk fm ot 15300 62 4 CREEDHQNe 18146 50 54  CHAISTINAAGUNLERACome On Over. &6
35 37 RUFFENDZMoMore 6549 55 43 TONIBRAXTONHe Wasnthan 6579 TONI BRAXTONAHe Was't Man 14994 18 43 PINKMosIGiris 18146 29 47  ENRIOUE IGLESIAS/Sad Eyes el
36 36 98 DEGREESGve Me Just One 8372 34 41 JOENWanna Know 6273 32 47 CREEDWEh Armes Wids Open 14302 40 38 ZOMBIE NATIONXemkiah 400 16458 4448 AALIVAWTTY Agan ool
38 36 BAHAMENWNO Let The Dogs Out 8372 S1 40 VERTICAL HORIZONYouTe AGod 6120 42 45 DABRATF/TYRESEMWNarchu Like 13770 41 37 KANDVDONY Thank Fen Not 15614 31 45 RUFF ENDZNo More 690
53 36 NSYNCAs GonnaBe Me 6377 36 36 MARY MARY/Shackies 5508 28 45 MYACase Of Thefx. 13770 37 36 JOENWana Know 15192 44 42 NSYNC/The) Promee You 6
38 35 DREAMMeLoves UNot 6195 34 31 98DEGREESTwe Me Just One 4743 St 33 AALYAH/TyAgan 10098 35 35 NELLY/Country Grammar 14770 S 41 TONIBRAXTONMe Wasnt Man &au
35 34 DESTINY'S CHit DAndegendent Women 6018 31 31 CREEDMgher 4743 38 33 MADONNARRC 10098 4433 MADOMNAMASSE 13926 46 41 98 DEGREESGrve Me Just One &
31 31 MANDY MOORE! Wanna Be With You 487 33 31 BRITNEY SPEARSAucy 4743 34 33 SOUDECISIONFaded 10098 7 32 BRITNEYSPEARS! ucky 12504 43 41 CREEDAVEh Arms Wae Open 81
30 31 ROBBIE WLLIAMS Rock O 5487 33 30 NELLY/Courtry Grammar 4590 27 32 RUFF ENDZN More 9792 76 30 TONIBRAXTONMe Wasn Man 12660 56 39 JAMET/Doesn Ready.. 6006
37 31 CHAISTINAAGUILERA/COme On Over 5487 25 29 WHEATUS/Teenage “y7 30 PIASIGrs 9180 22 21 CHRISTINAAGUILERACome On Over 11394 35 39 PINKThere YouGo 6006
17 21 DEBELAH Wah Me 479 20 29 KANDVDONY Thnk I'm Not 37 36 30 98 DEGREES/ e Me st One 9180 W 27 Heee 11394 47 38 JOEAWanna Know 28
30 27 FRAGMToca's Muacie s 25 29 BEMAKBack Here 437 36 30 JAY-2Bg P 9180 40 26 NSYNCATS Gona Be Me 10128 43 37 NSYMCANS Gonna BeMe %0
26 26 MARY MAAY,Shackles 4602 25 20 ALICE DEEJAY/Betuy ON Alone 4284 25 28 BRANMOMGHTSS.12 8874 16 23 ENRIQUE IGLESIAS Be wim You 9706 3436 702Mhere My Gris Ar? i
75 26 DESTINY'S CHiLIVoumpey Sumpey %602 29 27 EVE6Promse a 3129 BAHAMENWIO Lot The Dogs Out 8874 25 22 3 MADISON AVENUEDon Call Me Baty 284 37 3 Here s
19 24 SISQOincompiets 4248 27 21 NINE DAYS/Absobdly.. 4131 1929 NEXTAWMey 8874 25 22 NINE DAYS/Absoudely 9284 26 35 BAHAMENWhO Lel The Dogs Out 5%
23 24 AMINAWTyAGan 4248 19 16 SAMANTHAMUMBAGOR fe You 3978 2 20 BBMAKBackHere 8568 7 MUMBAGotta T You 8862 43 34 MATCHBOX TWENTY.Bent 2%
7 23 NSYNU/Ihs| Promese You w0 2 26 NSYNCByeByBy 3978 2327 CREEDVghe 8262 18 21 SOW! aded 8862 23 34 DEBELAHMORGAR/Dance With Me 2%
21 23 TON)BRAXTONHe Wasn Man 401 25 25 CREEDAWMN A Wide Open 3825 11 24 DESTINY'S CHILDindependent Women 344 23 21 VERTICAL HORIZON You te A God 8862 37 31 BRITNEY SPEARSA ucky am
22 23 EVANAND JARONCrazy For Thes Gat ao0n1 21 26 BAHAMENWIO Let The Dogs Ot 3672 35 24 DESTINY'S CHILVAUmpI Jumps 7344 23 21 AALIYAWTry Agan 8862 24 30 BONJOVITS My L de ©0
27 23 JOEAWannaKnow w7 27 24 ESSICASMPSONA Thek fmin. 672 20 20 NSYNGAs Gonra Be Me 6120 5 21 ALICE DECJAYBetier O Alone 8862 25 29 VEATICAL HORLZONYou're A God 5
21 23 BRIANMOKNIGHT/EB,12 07 23 24 BUNK-182/AB The Small Tings 672 16 20 NSYNCAyeBybye 6120 % 20 JOVIACS My Lde 8440 31 26 EVERCLEARWondertl o
20 20 DABRATF/TYRESEWRa chuLike 3540 22 23 LITMy Own Worsi Enemy 3519 27 19 NINE DAYS/Absoltely 314 21 28 SOMQUE Feels SoGood 8440 2 22 JAV-UByPmon 38
32 19 CLEOPATRAUGot it 3363 23 22 SANTANAF/ROB THOMAS Smooth 3366 18 18 BACKSTREETBOYSA Want it That Way 5508 6 20 MARC ANTHONYMY Baby You 8440 19 18 KANOUDON' Thank (s Not amn
22 19 MYACaseOf TheEx 3363 18 21 RUFF ENOZNo More 213 25 10 MAICHBOX TWENTY/Bort 5508 16 28 PINK/There You Go 8440 9 18 DESTINYS CHi Diindependent Wormen 64
15 19 IHIRDEYE BLINGDeep Inside OF You 333 38 21 MATCHBOX TWENTY/Bent 213 14 18 CHAISTINAAGUILERAWIDIAGRIANS 5508 23 20 SANTANAF/OB THOMAS/Smooth 8440 6 15 MARC ANTHONYAMy Baby You 21
28 19 D-CRUTWMBeWating 3363 21 21 BRNMOONGHTAS.12 3213 21 16 PINK/These You Go 489 9 19 WHITNEY HOUSTONATS Not Right 8018 21 15 JESSICASIMPSON Tk Fm in 71
19 18 PIThere YouGo 3186 21 21 SAVAGE GARDENCsash And Bum 2213 13 15 CHRISTINA AGUILERA/Gense in A Bottte 4590 19 19 BAHAMENWhO Let The Dogs Oul 759 12 15 THIRD EVE BLINDVDoep insuce Of You 210
19 17 DR DAE/TheNextEpsode 3009 23 20 BONJOVNSMyLAe 3060 22 18 VERTICALHORZONEweryfwngYouWan 4590 3 18 RAZOR&GUIDO/Do N Agan 7596 10 14 FRAGMATTocas Meacke 21%
18 17 MISSYLLLIOTI Mot Boyr 3009 26 28 NSYNCATS Gonna Be Me 3060 13 14 BUNK-182/AB The Small Thwigs 4284 46 18 DESTINY'S CHI DAndepender Women 759 13 14 DEXTERFREEBISHA aveng Town 2%
19 17 EMINEMThe Heal Sem Shady 3009 20 20 REDHOT CHILL Otherside 3060 19 14 SANTANAFPRODUCT ManaMaria 284 - 18 RICKY MARTINShe's AR | Ever tad 7596 1113 PAPAROACH/ ast Resort 20
16 17 PRECIOUSSay N Agan 3008 21 19 MANDY MOOREA Wanra Be with You 2907 16 13 SIS00/Thong Song 3978 20 17 SANTANAF/PRODUCT. ManMaa 174 17 13 FASTBALLOu're An Ocean 0
14 18 BLODDHOUND GANG/The Bad Touch 2632 15 18 SR714%gMNow 214 15 13 BONJOVINS AL de 3978 6 17 SHAGGY FIANETA uvMe, LuvMe 774 10 12 BACKSTREET BOYS/The One 150
19 18 WHEATUSTernage Oitag 2832 13 17 EAITHHILUThe Way You Love Me 2601 12 13 SAMANTHAMUMBAGOR Ted You 3978 12 14 MARCANTHONY/You Sang ToMe 5908 8 12 NOAUTHOR(TY/Can | Get Your 84
MARKET 524
WXYV/Bailimore WFLZTampa WBZZ/Pittsburgh KALC/Denver-Boulder e WAKSCleveland
infingy Clear Channel intinity P8 Salem Clear Channel
(410) 828-7722 (813) 839-9033 (412) 920-9400 =a=/ (303} 572-7000 (216) 781-9667
PashaMcimyre/Thiob Domino/Shepard/Priest ClariEagar/Dane PP e Lawsonroske M Mason/Kasper
12+ Cume 424,500 12+ Cume §87.708 12+ Cume 439,500 v 12+ Cume 357,300 12+ Cume 167,400
PLAYS PLAYS PLATS PLAYS PLAYS
AW TW  ARTISTTINLE Gi (000) AW TW  ARTISTTILE G (o0) W TW  ARTIRTTITLE GI (000) LW TW ARTISTTITLE Gl 1008) LW W ARTIST/THLE - 4
73 T DESTINYS CHILD: ko Jumpst 11005 61 89 DESTINYS CHIL LV Jumper Jumpan’ 2115 67 63 DESTINY'S CHI Vumpm Jumpin 13734 6268 3 DOWNXrypionde 8/02 86 87 SOULDECISIONFaded 5307
54 67  PINKThere You Go 10385 60 67  MADONNAMusc 22445 55 60 BONJOVIWSMY Lde 13080 64 56 ful 9702 85 85 JANI [/Doesnt ealy. s
31 S5 MADDNNAMUSE 8525 62 85 PINKMost Grts 2775 62 60 3IDOORS DOWNXryplonde 13080 67 63 MATCHBOX TWENTY Bert 9261 86 83 3DOORS DOWNYDIOnAe 506)
20 5S4 CREEDAVE Arms Wide Open 8310 58 63 3IDOOKS 3 21105 60 55 MATCHBOX TWENTY/Bert 11990 47 60 - Nitit DAYS/AbsokAshy.. 8820 55 82 Gats 0o
7152 JAMET/Domnt Heady 8060 44 50 SOULDECISIONFaded 16750 47 49 AALIVAWIry Agan 10682 57 80 CREEDMith Aims Wide Open 8820 78 80 DESTINY'S CHILOWAmpeT Jumpm e
43 50 BAMAMENWNOL et The Dogs Out 7750 47 S0 SCENCL 16750 37 46 TONIBRAXTONHe Wasn'tMan 10028 57 45 CREEDAgher 6615 85 79 TONIBRAXTONHe WasnMan s
4145 NELLYountry Grammar 8975 45 47 9BDEGREESGrve Me Just One 15745 23 42 CREEDWIN Arms Wide Opon 9156 4139 BOWJOVVIS My Lite 5733 53 S3 9BDEGREESTve Me Jusi One k]
67 44 AALIVAWryAgam 6820 47 44 TONIBRAXTONWasn Man 14740 41 40 EVERCLEARMWondertul 8720 4338 VIRTIGALHORZONEventiengYouWant 5586 54 53 DEBELAHMORGAN Dance With Me Bl
21 44 Nkt DAYS/Absoutely 6820 42 44 MATCHBOX TWENTY.Bent 14740 5239 NSYNCS Gonna Be Me 8502 40 37 VEATICAL HORUON-Youe A God 5439 415 SAMANTHAMUMBAGotta fe You Fe]
6/ 40 CREEDMQer 6200 38 43 CHAISTINAAGUILERALome OnOver 14405 38 38 THIRDEVE BLINDDeep Inside OF You 8284 37 35 SISTER HAZELChange You Mind 5148 < 51 BLAUE/B0S 0
33 36 TON)BHAXTONMe Wasnt Man 5580 40 42 NELEYCountry Grammar 14070 4) 38 BAHAMENWNO el The Dogs Out 8284 3333 MADONNAMusT 4851 52 §1  CHRISTINA AGUILERACome On Over am
36 35 MAICHBOX TWENTY, 5425 37 40 DEBELAHMORGANDance With Me 13400 37 30 SPLENDERA Ttk God Can 8284 33 31 SMASHMOUTHThen ThwMormng 4557 49 51 BAMAMENWNO Let The Dogs Out am
1734 BARENAKED LADES/Pch Me 5270 38 39 JESSICASBAPSONT Thok Im in 13065 3433 MADONNAMusK o84 30 N STINGDesert Rose 4557 44 51 WSYNC/Thes tPromse You m
38 34 VERTICAL HORUZONEwerytwg YouWant 5270 38 30 KANDUDoN'T Think imhot 127% 45 37 BRITMEYSPEARSAucky 8066 28 31 GOOGOODO S Broadway 4557 S1 47 MADONNAMuS kel
35 33 3DOORS DOWNAUyphde 5115 21 37 SAMANTHAMUMBA Gofta Ted You 12395 39 36 NINE DAYS/Absostety.. 7848 30 29 BARFNAKEDIADESPwchMe 4263 52 47 KANDUDONY Thenk fim Not 25
3 33 9BDEGREES/GweMe Just One 5115 27 36 BAHAMENWNO Let The Dogs Out 12060 36 35 FASTBALL/You'e An Ocsan 7630 36 29 PHISH ey Thngs 4263 42 47 NELLY.Counwy Grammar 281
15 20 RUFF ENDZ Mo More 4340 30 35 JANET/Doesnt Feady... "rzs 3335 MACY GRAYAVIy Duin't You 7630 25 28 EVANANDJARONCcazy For Thes Grd arg 46 42 CREEDWEH A/ms Wige Open 2 i
31 28 SANIANAFPRODUCT. Maa Myt 4340 42 34 FRAGMA/Toca' Mrace 11390 30 35 BARENAKED LADIES Prch Me 7 27 25 MACYGRAYATry 3675 - 41 ALICE DEEJAY/Befies Off Alone 20
3 27 CHRISTINAAGUILERACome On Oves 4185 28 33 CREEDAgher 11055 36 35 SISTERHAZELChange Your Mind 7630 25 20 SANTANAFROB THOMAS Smoomh 3381 - 39 SiS007hongSong an
0 21 Know 4185 30 30 MADISUN AVENUE/Don' Call Me Baby 10050 33 34 VERTICAL HORVON'You're AGod 12 323 TRANMeet Vegra 338 43 36 MONTELLJORDANGet 1On Tonre 2%
25 27 DEBELAN MORGAN Dance With Me 4185 36 30 FREESTYLERSDonTSiop 10050 50 30 CREE 7194 2022 DIDGHore With Me 734 43 35 SONIQUE/R Feets So Good 23
30 26 MACYGRAYA Try 4030 21 30 Know * 10050 25 31 JANETDoesn1Ready... 6758 3 20 REDHOTCHiL) alomscaton 2940 4325 CREEl 1%
31 25 BAITNEYSPEARSTops!. I Dwtht 3875 28 29 MANDY MOOREA Wanna Be With You 9715 27 30 JOENWannaKnow 6540 17 18 REDHOT CHlt) Othersde 2646 § 35  DREAMAMS Loves fNot 9%
49 25 SUNGDesert Aose 875 20 29 BRITNEY SPEARSA ucky 9718 28 27 MAHC ANTHONY/You Sang To Me 5886 13 18 FASTBALL/Youre An Ocean 2352 38 33 NSYNCS Gonna Be Me 213
29 24 SIS00/Thong Song 3720 25 20 RUFF ENDZNoMore 9380 20 27 NELLYSCountry Gramemar 5886 14 14 SUGARRAY/Every Momng 2088 75 33 PINKThere YouGo a3
21 24 CHAISTINAAGUILERAWN A Gat Warts 3720 33 27 VERTICALHORZOKSveryiteng YouWant 9045 25 28 SMASHMOUTHThen The Morming 5668 18 13 MARC ANTHONY/I Need ToKnow 1911 4133 AALIVAH/Try Agan an
21 23 NSYNC/Ns Gonna Be Me 3565 28 26 ALICE DEEJAY Betier O Alone 8710 3825 AMANDY MOOREAWanaa Be Weh You 5450 12 43 CITIZEN KING Betier Days 1919 36 32 DESTINY'S CHil D/S2y My Name 1982
1422 SAMANTHAMUMBA Gotta Tel You 3410 17 22 CREEDAW Ams Wide Open 7370 23 25  CHRISTINAAGUILEAACome On Over. 5450 1113 COUNTING CROWS Hangmnaround 1911 38 32 VIATICALHORZONEweryngYouWan 1982
1429 WHITNEY HOUSTORAYS Not Right 3255 20 21 SONIQUE/M ¢ eets SoGood 7035 21 23 MACYGRAYA Try 5014 1213 SPLENDER/Yeah Whalewr 1911 10 32 VERTICAL HORZONYoute AGod 1982
20 20 BRITNEY SPEARSAucky 3100 14 17 ENRIOUE IGLESIAS/Be With You 5695 24 22 VERTCALHORZONEverwigYouWant 4796 15 13 NATALE IMBRUGL IWlom 1911 © 31 MATCHBOX TWENTY/Bert 10t
22 19 MARC ANTHONYA Need To Know 2045 20 17 VERTICAL HORZONYou're AGod 5695 19 21 98 DEGREESGwve Me Just One 4578 1713 LENNY KRAVITZ/American Worman 191 33 30 JOE/ Wanna Know 180 §
3019 PINUMOSIGats 2045 17 17 NOAUTHORITY/Can ) Gat Your 5695 21 19 BACKSTREE T BOYS/Show Me 4142 1212 EVESMmeOut 1764 39 29 BRITNEY SPEARSA ucky
22 18 EMINEMVThe Real Shm Sharly 2790 12 16 BACKSTREET Me 5360 17 19 DESTINVSCHI [VSay My Name 4142 12 12 SEMISONICClosng Time 1764 27 29 FRAGMATocaS Mack
19 18 LAURYN HLL'Doo Wop (That Thing) 2790 10 16 TRINAPUIOver 5360 1919 LLT/My Own WorstEnemy a2 16 12 TALBACHMANSheS Soligh 1764 27 20 DESTINY'S CHILD/Independant Women
23 18 DESTINYSCHIL[VSay My Name 2190 18 15 MACY GRAY/ Try 5025 1518 reathiess 3924 712 SHAWNNRLLINSA ulaby 1764 16 23 PAPARGACH1 ast Aesort
18 18 NOAUTHORITY/Can | Get Your 2480 1415 NSYNCByeByeBye 5025 16 17 SAMANTHA MUMUAGoTa Ted You 3706 15 11 FAITHHILL/Breate 1617 36 19 AUFF ENDZMo More
7 V6 SHAGGY F/JANET v Me. L Me 2480 13 15 SR-71/RightNow 5025 18 16 KIO ROCK/Onty God Knows Why 3488 11 11 SUGARRAY/Someday 1617 19 17 JUVENIL E/Back That Thang Up
13 16 CHRISTINAAGUN ERAGenme in A Bottie 2480 2318 NSYNGATs Gonna Be Me 5025 17 16 NSYNCAyeBye Bye 488 1411 DEXTERFREEBISH1 &g Town 1617 16 17 MYACase Ot Thefx.
10 14 DMXParty Up (Up(n ) 2170 10 14 EMINEMThe Way | Am 4690 14 14 GOOGOODOKLS/Site 052 1111 GOOGOODOLLS/Side 1617 12 15 MEXTAfey
9 14 FATHHRI Breathe 2170 9 12 DR DRE/TheNext Episode 4020 7 14 SAVAGE GARDEN Aermibon 052 10 18 EAGLE-EYE CHERRY/Save Tongiht 1470 DMXParty U (Up i )

KKAZ/Portiand, OR
Clear Channel
(503) 2260100
AustnDr Doug
12+ Cume 331,800

ARTISTTITLE
EVERCLEARWondertul
RUFF ENDZNo More
SO DECISHON S aded
PINK/Most Gats

BEMAX Back Heve

DESTINY'S CHILDV Jumpen' Jumpmn’
STING/Deser Rose

MANDY MOOREA Warna Be With You
JESSICA SIMPSORA Thank I In

N SYNCNS Gonna Re Me:

SAMANTHA MUMBAGotta Tell You
3DOO0RS |
NELLY Country Grammar

VERTICAL HORLZON/You're A God
98 DEGREE S/Gove Me Jus! One.

Hoher
MADISON AVENUE/Don't Cai Me Balry
BLALUE/08
TONI BRAXTONHe Wasn T Man

WKFS/Cincinnati
Clear Channel
(513) 763-5477
PhilpsMurray

12+ Cume 289,300

ARTIST/THLE

MADONNAMUSIC

SOUL DE CISKONFaded
DESTINY'S CHIL Dv.Jumgen Jumpan’
3D0ORS

NELLY/Country Gramemas

VERTICAL HORIZON You're A God
CHRISTIRA AGAILERA/Come On Oves
98 DEGREESGive Me Just One
BRITNEY SPEARSA ucky
CREEGWih Asms Wate Open

JOEA Wanma Know

TON| BRAXTON He Wasn1han

JANET/Doesnt Really...
BBMAK/Back

Here
JESSICA SIMPSONA Thenk (m m._
CREEDHGher
NSYNCALS Gonna Be e
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33 20 NSYNCATS Gonra Be Me 1904 DRE AMHe Loves U Not 1638
3220 P/There YouGo 1904 SAMANTHA MUMBAGOMS lef You 1638
24 27 JUVENNESBack That Thang Up 1836 N SYNCAYs Gonna Be e 1638
32 1768 MARC ANTHONY/ Need To Know 1547
710 ANVAWTryAgan 1224 LONESTAR/Amased 1547
16 19 LAHMORGAN Dance With Me 1224 SANTANA F/R0B THOMAS/Smooth 1547
15 17 SUGAR RAV/Every Momng 1156 SUGAR RAY/Someday 1547
1797 ETB0YS/Show M. 1156 FASTBALLAY0u e An Ocean 1456
18 17 BAHAMENWRO Lat The Dogs Oul 156 JENNIFER LOPEZA You Had My Love 14356
15 16 BACKSTREET BOYS/AS | Hive ToGove 1088 NSYNC/ve Bye Bre 1456
17 16 CHERBeleve 1088 SANTANA FPRODUCT. Mara Mara 1456
16 14 BRANDY & MONICA/The Boy Is Mine 9852 BACKSTREET BOYSA Ward It That Way 1456
15 14 PRASMICHEL F/0D8. /Ghetio Supastar 962 KID ROCK/Dndy God Knows Wiy 1365
1114 RUFFENDZ/Mo More 952 SOMQUE/R Fesls So Good 1365

Wa20/Mashville

Cromweil

(615) 399-1029

KryszMarco

12+ Cume £5.000 101.5
PLA
T ARTSITITLE Gl 1900)
91 88 DESTINY'S CHIL [V umpa Jumpen’ 2552
81 86 IDOORS DOWNArypionte 4M
89 62 JAMFT/Doesn ey 2378
87 82 MADONMAMRISK 2378
85 78 CHRISTINA AGUM ERACome On Over 262
55 70 9BDEGREES/ve Me Just Ong.. 2030
86 #8  NANE DAYS/) 2001
8 83 MAICHBOX TWENTY/Berd 1827
48 69 TONIBRAXTONHe Wasn Man am
57 $4  NELLY/Gounry Grammas 1566
50 63  BAHAMENAWNO Lst The Dogs Out 1537
47 40 NSYNCAS Gonna Be Me 1392
36 48 PIKMost Gats 1392
47 45 EVERCLEARWonderty! 1305
44 46 JOLN Wanna Know 1305
42 44 AALIYAHIryAgen 1276
48 44 BRITMEY SPEARSAucky 1276
57 44 SOUNDECISIONY age? 1216
46 42  BBNAKBack Here 1218
41 41 JESSICASIMPSON' Thank I'm In. 1189
31 38 NOAUTHORITY/Can | Gel Yous.. 1044
29 32 CREEDAWSh Asms Wide Open 8
28 30 SISQD/Thong Song 870
31 29 DEBELAHMORGAN/Dance With Me 841
RN 53
24 25 SANTANAFPRODUCT Mara dara 725
23 24 PIThere You Go 696
10 24 MARY GRIFFIN/Pertect Moment 636
21 24 MANDY MOORE/ Wanna Be With You 696
29 24 SAMANTHA MUMBA/GoRa Ted You 696
18 24 VERTICAL HORLZON/You're A God 696
27 23 BONJOVUN's My Lile 667
20 22 AMBER/Sexgl (11Da Diy 638
22 10 MEXTAWiey 638
21 2t MOBODY'S ANGEL/ Can Help Myselt 609
13 29 MACY GRAYA Try 609
27 19 ENRIOUE IGLESUSRiwiten Dvne 551
20 19 NSYNGHyefyebye 1
18 19 KANDVDoNY Munk fm Not 52
18 18 BRITNEY SPEARS/Oops!. 100, s

www americanradiohistorv com
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CHR/Rhythmic Top 50

e September 22, 2000

VK WES  ARTIST TILE LABEL(S) : iy v u“n‘ss:?ou bl g Most Added.

1 1 NELLY Country Grammar (Fo’ Reel/Universal) 3348 39 511876 25 590 ARTIST TITLE. LABEL(S} ADoS

2 2 PINK Most Girls (LaFace/Arista) 27124 -46 344327 15 510 | MACK 10 Tight Ta Def (Hoo Bangin/Priority) 2

3 © MYA Case Of The Ex*(Whatcha...) (University/interscope) 2647 #1717 400415 9 580 SHADE SHEIST Where |... (Baby Ree/London/Sire) 25

q +  RUFF ENDZ No More (Epic) 2383 62 283415 14 510 JoY ENRIOUEZ’ Tell Me !‘low You Feel (Laface/Arista) 20

s @ MYSTIKAL Shake Ya Ass (Jive) 235 26 ems 6 ez | oL (b Rt 1

7 © KANDI Don't Think I'm Not (So So Det/Columbia) 2227 +109 281495 13 410 u RULE F/C. MILIAN Between... (MU/Def Jam/IDJMG) 13

8 © EMINEM The Way | Am (Aftermattyinterscope) 2150  +167 349551 7 607 ‘N SYNC This | Promise You (ive) 1

‘ : » JANET Doesnit Really Matter (Def Sou/DJMG) 2104 223 214212 17 SIM mm:‘mfmsg u;‘:mmmig ’:
' 6 s DR. DRE The Next Episode (Aftermath/interscope) 1945 178 335563 21 530 SHAGGY It Wasn't Me (MCA) =
I w @ MADONNA Music (Maverick/WB) 1850 +87 206840 7 40N
“ ! n @ SISQ0 Incomplete (Dragon/Def Soul/IDJMG) 1772 +122 274564 14 590
5, 5 2 @ CHRISTINA AGUILERA Come On Over (All | Want...) (RCA) 1738 +53 17840 10 410 —
i " 1 DESTINY'S CHILD Jumpin’ Jumpin® (Columbia) 1713 28 302318 28 540
|[ 3 w  JAY-Z Big Pimpin’ (Roc-A-Fella/IDJMG) 1577 107 200879 24 56N
) " 1w NEXT Wifey (Arista) 1483 164 198610 19 510 Plays
; v w7 COMMON The Light (MCA) 1454 42 24511 13 430 TomL
Q v @ LILBOW WOW Bounce With Me (So So Det/Columbia) 1450 4148 250678 7 451 | e vme cses 9
T 19 JOE | Wanna Know (Jive) ' 1387 <7 232651 36 540 DESTINY'S CHILD Independent Women Pt 1 (Columbia) +373
BSreaker @  DESTINY'S CHILD Independent Women Pt. 1 (Columbia) 1343 +373 204740 3 545 NELLY E.I. (Fo’ ReelUniversal) «an
s @ DMXF/SISQ0 What You Want (Ruff Ryders/IDJMG) 1200 +57 255238 10 301 | JARULEF/C. MILIAN Betwoen.. (Vi/Def JanIDJMG) ﬁ
| ‘ Breaker @  JARULE F/C. MILIAN Between Me... (Murder Inc./Def anVIDJMG) 1198 +335 254248 3 5113 m'::t SFhAaé‘:SY:h‘:sOg\IeNre\)N RS o

u €@ 98 DEGREES Give Me Just One Night... (Universal) 1150 +48 156553 7 30 N SYNG This | Promise You (Jive) 2
i Bresker @ CHANGING FACES That Other Woman (Atfantic) 1084 4249 136645 3 524 | DREAM He Loves U Not (Bad Boy/Arists) 20
| Breaker @  NELLY E.\. (F0’ ReelUniversal) 1059 4371 175349 3 38/14 | R.KELLY!Wish (Jive) 97
i n @ LUDACRIS What's Your Fantasy (Def Jam South/IDJMG) 985 4108 124418 4 3422 | LL'KIMHowMany Lics (Queen BeeUndeas/Atiantic) +178
| « @ BAHA MEN Who Let The Dogs Out (Artemis) 924 103 106624 8 2071 | MYACaseOfTheEx.. (Universityinterscope) T
'é 2 2 DEBELAH MORGAN Dance With Me (DAS/Atiantic) 915 25 95801 10 350

i u @ ERYKAH BADU Bag Lady (Motown/Universal) 914 +85 169782 6 444 e B
2 @ TRINA Pull Over (Slip ‘N Slide/Atlantic) 908 +1 95698 9 340
38 @ UL KIM How Many Licks (Queen Bee/Undeas/Atlantic) 897  +178 133692 5 358
2 2 BRITNEY SPEARS Lucky (Jive) 878 209 93518 9 270
. ) 1 LI’ ZANE FA12 Callin’ Me (Woridwide/Priority) 868 63 151829 9 410 Breakers.
i % % ‘N SYNC It's Gonna Be Me (Jive) ; 830 113 91139 19 270
I s 3 AVANT Separated (Magic Johnson/MCA) M a2 1N 17 28M DESTWNY'SCHILD
| o @ ‘NSYNC This | Promise You (Jive) 702 4239 84251 3 2870 Independent Women P1. 1 (Columbia)
N Z T TOTAL PLAYSANCREASE TOTAL STATIONS/ADDS CHART
| 7 a7 TONI BRAXTON Just Be A Man About It (LaFace/Arista) 699 20 107748 7 330 13437373 54/5 @
.‘i % 3  SOUTH PARK MEXICAN You Know My Name (Dopehouse/Universal) 686 -89 46300 7 210
T @ m  JAY-ZF/MEMPHIS BLEEK & AMIL Hey Papi (Def SouliDJMG) 662 6 193400 4 291 JA RULE F/CHRISTINA MILIAN

s @ 3LW No More (Baby I'ma Do Right) (Epic) 643 +92 52319 3 397 Between Me And You (Murder inc./Def Jam/ADJMG)
| au SONBY FOUR Purest Of Pain (A Puro Dolor) (Sony DiscosColumbia) 630  -37 140728 15 2300 ’°"1L1'§‘:/;°3'§‘“ mm;?/n;:“: - °3
_ . @  BEENIE MAN Girls Dem Sugar (Virgin) 601 +41 168018 3 21,3
7 @  « IDEAL Whatever (Noontime/Virgin) 578 -8 71837 17 300 CHANGING FACES

a @ BIG TYMERS #1 Stunna (Cash Money/Universal) . 576 +T7 106767 3 23%2 That Other Woman (Atlantic)

s @ SAMANTHA MUMBA Gotta Tell You (Wildcard/Polydor/interscope) 543 4 3IMM° 5 293 TOTAUPLAYSTRCRERSE  TOTALSTATONS:ADOS G
| @ @ BLACK EYED PEAS Weekends (Interscape) 528 430 6130 2 330 10947249 52/4 ®
I @ DREAM He Loves U Not (Bad Boy/Arista) 518 4207 33580 1 243 NELLY

50 @ EMINEM Stan (Aftermattyinterscope) 470 +29 133080 13 0 E.l. (Fo’ ReelAiniversal)
| @«  MADISON AVENUE Don't Call Me Baby (C2/Columbia) 42 121 78298 14 17/0 | TOTAL PLAYSMCAEASE  TOTAL STATIONS/ADDS oast

’ [Debut> @  SHADE SHEIST Where | Wanna Be (Baby Ree/Londor/Sire) 387 4 oM 1 33p5 | 1059AN 3814 2]
% 65 CHR/Rhythmic reporters. Monitored airpiay data supplied by Mediabase Research, @ division of Premiere Radio Networks. Songs Nost Added i the total rumbar of new adds iicialy reported 1o REA
ranked by total plays for the airplay week of Sunday 9/10-Saturday 9/16. Bullets appear on songs gaining plays of remaining flat from by sach reporting stetion. Songs unreporied a8 adds do not count
previous week. f two songs are tied in total plays, the song being played 21 on more stations is piaced first. Breaker status is assigned 1owerd overalltote! stations playing a song. Most Incressed Pleys sk
to songs reaching 1000 plays or more for the first time. Songs below No. 20 are moved to recurrent after 20 weeks. Gross impressions the s0ngs with the grestest wesk-0-week incresses in tolsi plays.
equals Average Quarter Hour Persons times number of piays (times 100). Average Quarter Hour Persons used herein with permission Weighted chert appesrs on RAR ONLINE MUSIC TRACKING.
from The Arbitron Company (Copyright 2000, The Arbitron Company). © 2000, R&R Inc.
e = = N - SEE :
| solid and abeve all flexihie.”
- Kylo Cantroll, Program Birecter WSNM-FV/AN
Take a free Musiciaster TestDrive. Send us a backup of your current music*. We'll convert it to MusicMaster and send
youamek'sworhoﬂow.undted S0 you can see for yourself. No sales hype or pressure. You do the comparison and tell us how we did.
Call us at 800.326.2600 or sign up on line at hitp://switch.to/musicmaster. We'l give you all the details.
] Municiinster. We think I¥'s 1he best and wo want o prove Rbo you!
%HEVUUNGq scunty quaranised cal o dotal) MusicMaster TestDrive  800.326.2609 email: testdrivecmusicmasteronline.com
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Mip Hop Top 20

September 22, 2000 E-40 F/NATE DOGG Nah. Nah... (Sick Wid® It/Jive) NEXT Beauty Queen (Arista)
T~ TOTALPLAYS ™1 raral sTATIONS Total Plays: 362. Total Stations: 14, Adds: 0 Total Plays: 193, Total Stations: 27, Adds: 6
TW  ARTIST TITLE LABEL(S) ™ w ADOS

© MYSTIKAL Shake Ya Ass (Jive) 5272 1391
2 s CAM'RON What Means The World To You (Epi SLIMM CUTTA-CALHOUN Its OK (AquerminiEastWestEEG
» NELLY COUHW Grammar (FO RBGVUHIVGI'SB/) 4231 190 Total Plays: 359, Tota! Stailons: 25, Ir\dds: 2 ) Total Plays: 185, Tota! Stations: 18.( A%dw;m% J

© LIL BOW WOW Bounce With Me (So So Det/Columbia) 3639 1261
MMON i 3486 SHYNE F/BARRINGTON LEVY Bad Boyz (Bad Boy/Ari | ENRIQUE IGLESIAS Sad E {
« col The L'gm (MCA) 1240 Total Plays: 358, Total Stations: 12, A:dyszg) ) Tota! Piays: 172. Ttlml Stationsy:ei’sZ.(AZ:!esrs:ow}
s DMX F/SISQ0 What You Want (Ruff Ryders/IDJMG) 2856 10971

s EMINEM The Way | Am (Aftermatfyinterscope) 1on SHAGGY It Wasn't Me (MCA) JOY ENRIQUEZ Tell Me How You Feel (LaFace/Arista)
R Total Plays: 349, Total Stations: 17, Adds: 8 Total Plays: 168, Total Statlons: 20, Adds: 20
+ DR. DRE The Next Episode (Aftermathinterscape) 2386 1030 ]

o TRINA Pul Over (SIIP W Sider ) 2361 1634 YOLANOA ADAMS Open My Heart (Elektra/EEG) COLE F/QUEEN LATIFAH | Can Do Too (Capitol)
o J. RULE Fﬂ:. MILIAN Between... (Murder Inc/Def Jam/lDJMG) 2304 122/19 Total Piays: 330, Total Stations: 22. Adds: 2 Total Plays: 168, Total Stations: 17, Adds: 1
v @ LUDACRIS What's Your Fantasy (Def Jam SouthiDJMG) 2292
- - o UL R. KELLY | Wish (Ji TONI ESTES Hot (Priori
¢« n LWL’ ZANE F112 Caliin’ Me (Worldwide/Priorty) 291 Total Plays: 310, Tor; I;;)tions: 24, Adds: 14 Total Plays: 165, Tota(l gg{m 12, Adds: 0
o 12 DA BRAT FTYRESE What'chu Like (So So DetColumbia) : 1020 ’
i PROFYLE Liar (Motown/Uni J UTKAST B.0.B. (LaFace/Ari
X @ BIG TYMERS #1 Smnna (CaSh MOMMHMIS&I) an 10‘,3 Total Plays: 309r T(maf gmons:,%e.,:d)s: 4 ?otal Pays: 152, Totzg Sata‘:vzns: qg'?dds 0
u @ JAY-Z FM. BLEEK & AMIL Hey Papi (Def Soul1DJMG) 1051
w15 JAY-Z Big Pimpin’ (Roc-A-Fella/IDJMG) 1927 1050 FRAGMA Toca's Miracle (Gr%oviliciouslAtlanIic) BOYZ  MEN Pass You By (Universal)
Total Plays: 275, Total Stations: 13, Adds: 3 Total Plays: 149, Total Stations: 19, Adds: 2
w @ BEENIE MAN Girls Dem Sugar (Virgin) 1834 1083 par e | Toa! Plays: 143, Toal Satiors: 19, s
I 0 Fi LEVY Bad Boyz (Bad Boy/ h 1588 9%/5 WYCLEF JEAN 911 (Ruffhouse/Columbia) MACK 10 Tight Ta Def (Hoo Bangin'/Priority)
- @ WYCLEF JEAN 911 (Ruﬂhouse/Columbia) 1497 915 Total Plays: 271, Total Stations: 16, Adds: 2 Total Plays: 132, Total Stations: 33, Adds: 32
» @ C-MURDER Down For My N's (Tru/No Limit/Priority) 1392 763
. ) MARC ANTHONY My Baby You (Columbi MUSH Just Friends (Def Soul/IDIM
_ @ UL KIM How Many Licks (Queen BeaUndeas/Atiantic) 1097 ST || | B e nye g Vg AU H

65 CHR/Rhythmic and 81 Urban reporters combine into a custom chant. Hip Hop tittes
are ranked by total plays for the airplay week of Sunday 9/10-Saturday 9/16. For com-
plete reporter lists refer to CHR/Rhythmic and Urban sactions. © 2000, R&R Inc. Songs ranked by folal plays

CHR/Rhythmic Reporters
Stations and their adds listed alphabetically by market

KESS/Albuquerque, NM * WOHTMew York, NY * 10UM/Porttand, OR *
15: Tom Noyler PO: Keli 13 B :mm. :“r
Wanv . . ) D

o ol ) S —— Soon - Proty Doy Dentay |

:“,.’5“‘,? T serwen® oy % "y 13 CHANGIG FACES “Omar S ST e
WATK 10 Tt o
WWIO(Providencs, RI *
PO: Jorry Wiclanne

50: Srasiey Pyse
" W "Sire a
RRILLY W

F JEAN 911
SAMANTHA MUMBA “Tor

a
DON CISCONt “Boy”

SUMM CUTTA CALWOUN 0K
MACK 10 “Tignt™

: d AN Geit®

r‘ 13 A AE FC VALIAN “Between”

Pary”
ool et g y ; Kmm WA*
3 PO Phil Michaots . KS ¢

APO/MO: Drew MD: Vic The Latiss - ] KDGS/Wichita
KBYO{Houston-Galvesion, TX * 1 28 PRECIOLS, “Proceous” : Makeisha A ! ’:‘g ﬂnl"(""""’
PO: Rod Scorpie N SN Promvsa” o RKELLY “Wan® 3 A RLALE FC WILLAN “Bermeen”
MD: Kashawn Pewell g o ERYIAM BADU “Bag” | ENRIQUE IGLESIAS “Sac™
21 LUOACRIS “Famany”
10 NELLY "L
& MACK 10 Tepw

FRAGMA “Tocay” KCAQ/Oxnard-Ventura, CA *
R SUMM CUTTA-CALHOUN “0K" PO: Dae Garite X b
mmwmmh. L] WPOWMiami, AL * APD: Erika UL Uy " o o
o Con o Po: d Cary e, = = Mediabase 24/7 monitored
TR B wer APD: Tory The Tiger g KETHISWERTAN {340 311304
WO: Eoore T KoY EMRQUEZ e
2

The
3 .;?X.'f i iz OFVLE ~Laar
S L UMY e DESTINY'S CHILD “Women™ KUUU/Salt Lake City, UT *

MM

b o W'*‘““v“' KPSUPaim Springs, CA
In:m I: :‘ﬂl 3 : Mike Keane

EVINEM “Way™ M JOV (INGJ[I 'V"

SHAGGY “WasnT"

CHANGING FACES “Othes” M‘. UIU‘. m
WITUMew York, NY *
VP/Ops.: fromkie Blne

: Gorenime
TGN W o

DAEAM “Loves™

ROCKELL “Dance™

wannar o aricanradinhictan oo
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® September 22, 2000

MYA /TYRESE Case Of The Ex... (University/Interscope)
DR. DRE The Next Episode (Aftermath/Interscope)
MYSTIKAL Shake Ya Ass (Jive)

NELLY Country Grammar (Fo’ Reel/Universal)

DA BRAT What'chu Like (So So Def/Columbia)

RUFF ENDZ No More (Epic)

PINK Most Girls (LaFace/Arista)

EMINEM The Way | Am (Aftermatlyinterscope)
COMMON The Light (MCA) »

DMX Party Up (Up In Here) (Ruff Ryders/IDJMG)
JAY-Z Big Pimpin’ (Roc-A-Fella/IDJMG)

LIL BOW WOW Bounce With Me (So So Def/Columbia)
KANDI Don't Think 'm Not (So So Def/Columbia)

DE LA SOUL Oooh (Tommy Boy)

NELLY E.I. (Fo’ Reel/Universal)

DMX /51800 What You Want (Ruff Ryders/IDJMG)
JAGGED EDGE Let's Get Married (So So Def/Columbia)
JUVEMNILE Back That Thang Up (Cash Money/Universal)
NEXT Wifey (Arista)

JANET Doesn’t Really Matter (Def Soul/IDJMG)
BEENIE MAN Girls Dem Sugar (Virgin)

LIL’ KIM How Many Licks (Queen Bee/Undeas/Atlantic)
MADONNA Music (Maverick/WB)

JAY-Z F/MEMPHIS BLEEK Hey Papi (Def Soul/IDJMG)
MADISON AVENUE Don't Call Me Baby (C2/Columbia)
DESTINY'S CHILD Jumpin’ Jumpin’ (Columbia)

DR. DRE Xplosive (AftermattVinterscope)

LIL’ ZANE {112 Callin’ Me (World Wide/Priority)
SHADE SHIEST Where | Wanna Be (London/Sire)

DN, N QDONONAEWNSADDODRNOINELLON =

W
o W o

@ 37 CHR/Rhythmic Mix Show Reporters

JA RULE /C. MILIAN Between Me And You (Murder Inc./Def Jam/IDJMG)

KKSS/Albuguerque, NM WJIFX/Ft. Wayne, IN KDON/Monterey-Salinas, CA ’
KQBT/Austin, TX KB0S/Fresno, CA l WQHT/New York, NY
KISV/Bakersfield, CA KSEQ/Fresno, CA WNVZ/Nortolk, VA
WBHJ/Birmingham, AL KiKiHonolulu, Hi | XQCH/Omaha, NE
WJMN/Boston, MA KBXXHouston-Galveston, TX | WPYD/Orlando, FL
WBBM/Chicago, IL KLUCALas Vegas, NV [ KCAQ/Oxnard-Ventura, CA
KZFM/Corpus Christi, TX | KPWR/Los Angeles, CA | KKFR/Phoenix, AZ
KRBY/Dallas-Ft Worth, TX | XKXHT/Memphis, TN KXJM/Portiand, DR

KPRA/EI Paso, TX WPOW/Miami, FL WWKX/Providence, RI

Contributing Stations

KBMB/Sacramento, CA
KSFM/Sacramento, CA
KTFM/San Antonic, TX
XH12/San Diego, CA
KMEL/San Francisco, CA
KYLD/San Francisco, CA
KUBE/Seattie-Tacoma, WA
WLLO/Tampa, FL
KOHT/Tueson, A2

| WPGC/Washington, OC

BADU s Morown/Drvetl

She has a style that is truly unique, a soothing and soulful voice that sings about lite and love.
Erykah Badu returns to teach her fans a new lesson about life. Badu's current single, “Bag Lady,”
is growing more and more popular, and | think it's because people are actually listening past Dr.
Dre’s “Xplosive™ beat and getting the message. |, too, had to bypass it to get to the real meaning of
the song. @ “Bag lady, you gon’ hurt your back/Dragging all them bags like that/} guess nobody
ever told you/All you must hold onto is you,” sings Badu. Those bags she sings of are the issues
we seem to carry with us everywhere we go, even bringing them into new friendships and partner-
ships with loved ones. Get rid of them. They will only crowd your space and make it harder for
people who want to help you to get close to you. @ “One day all them bags/Gon’ get in your way.”
The lady she sings about is all too familiar. She is guilty of carrying the bags of horrid past relation-
ships that are too many to hold, but stil hard to put down. She carries the paper sack, backpack
and plastic bag that hoid her abusive ex-boyfriend, the fallout between her best friend and herself,
and the father she'l never know. Her mind is so cluttered that she can't think, and her heart hurts
s0 that she can't iove. @ “One day he gon' say/You crowdin’ my space.” You might make a new
friend today if you wipe that frown off your face. That new boyfriend of yours would be there for
you and love you if the bag of your ex didn't come between you. ® The lady will learn that life is
too short to worry about yesterday. This is today, a new day, a new beginning. Every day starts like
this; The sun comes up, you get out of bed and look forward to all of the wonderful surprises that
await you. @ Oh, my sista, | hope you learn before it's too late. When you awake tomorrow,
before you start your journey, remember that you don’t need everything. Too many bags will
only slow you down. You'll feel so much better if you just let it go. So pack light. This one’s
for me. — Renee Bell |
CHR Asst. Editor i

= S KT W SRS, SPpRT

NWDLSTRY )/ (1)7/d=.

Doughboy. MD
KFAT/Anchorage

SR AR, S . I

As the temperature Starts to dip below freezing in the big Alaskan Yukon. there's
one jomt I'm bumping in the track. [ listen to it on repeat. That's the new Ja Rule
f/Christina Milian. In recent years there’s heen some huge success with these
‘thug love™ kinds of records. and tius one is it It's got infectious strings. and
you can't stop humming way after the song s over. Also. Christina’s melody just
gets into your brain and won't go way Crossover and rhythm radio should see
mayor success with it. While the snow piles up here in Alaska. I'fl be hibernating
with this track for weeks t me Big ups to Ja Rule on that record. It's the
sheznit

Currently Airing on some of

America's Top Stations including:

KKBT-FM, KXJM-FM, KBMB-FM,

KBOS-FM & WLLD-FM

Weekly 4 Hour Show
Delivered Via CD

Call for Demo & More Information
800.572.4624 x772

e -=w
Ne-GG
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CHR/Rhythmic

R&R/MEDIABASE 24/7

e
AALIYAH Try Again (BlackGround/Virgin) ; HCT .
L R e KKFR/Phoenix MOZH KXHT/Memphis
SISQO0 Thong Song (Dragon/Def Soul/IDJMG) 2am
DMX Party Up (Up In Here) (Ruff Ryders/IDJMG N.W.A. Chin Check ‘XM i
iy Up ML ) UNCLE SAM) Don’ ver Want To.. B T oo
1 BRAT What'chu Like BIG TYMERS #1 Stunna
PINK There You Go (LaFace/Arista) %x Zﬁ{ ;Zi xfxgtfpime Ol ERAE | o ki
TONI BRAXTON He Wasn't Man Enough (LaFace/Arista) JARULE V/C. MILIAN Between Me & You ﬁﬁ‘yﬂ}f;g‘wmwdy
) BLAQUE Bring It All To Me TONI BRAXTON Just Be A Man About it
DESTINY'S CHILD Say My Name (Columbia) OE LA SOUL Oooh DMX 1/S1SQ0 What You Want
%’5’5%2; ‘gg{' ; Am MYSTIKAL Shake Ya Ass
JUVENILE Back That Thang Up (Cash Money/Universal) OR. ORE YSNDOP DOGG... Xplosive el ) i
) SHADE SHIEST Where | Wanna Be LIL JON VEASTSIDEBOYS JustAB"*"*
MONTELL JORDAN Get It On...Tonite (Def Soul/IDJMG) EMINEM Bitch Please Pt. 2
. 11am 11am
EMINEM The Real Slim Shady (Aftermath/lnterscope) NELLY Country Grammar EnysKAH i‘spu Bag Lady
) : 112 Anywhere MYSTIKAL Shake Ya Ass
BLAQUE Bring It All To Me (Track Masters/Columbia) DL’ OIRTY BASTARD Got Your Money LIL JON VEASTSIDEBOYS Just AB*"**
N.W.A. Chin Check GINUWINE So Anxious
DR. DRE F/EMINEM Forgot About Dre (Aftermath/Interscope) AVANT Separated ) LIL" KIM How Many Licks
- - - NOTORIOUS B.1.G. Hypnotize LiL atsrwswow Bounce With Me
; OR. ORE The Next Episode TYRESE Sweet Lady
BLAQUE 808 (Track Masters/Columbia) MYA Case O T Ex (Whatcra. ) 8.G. BingBing
. . JAY-Z UMEMPHIS BLEEK... Hey Papi BRAXTON Just Be A Man About It
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CHR/Rhythmic Playlists

FIND COMPLETE PLAYLISTS FOR ALL CHRARHYTHMIC REPORTERS ON R&R ONLINE MUSIC TRACKING

WXTUMew York WOHTMew York KMEL/San Frascisco

Ciear Channel Emmis Emmis Ciear Channel
(201) 420-3700 (212) 2299797 (818) 953-4200 (415) 538-1061 mm
Blue/Geronimo Cloherty/Taylor Steal’Young/€-Man Martin‘Aure ———t

12+ Cume 2.451.300 12+ Cume 2,380,900 12+ Cume 1,803.400 12+ Cume 873,000

LW TW  ARTISTTITLE GI {008) w TW  MNSTLE G {530) LW TW  ARTISTATITLE LW TW  ARTIST/TITLE Gl 1008) LW TW  ARDST/NITLE G (999)
55 69 SOMBY FOURPurest Of Pan 80109 53 49 MYAFJADAKISS Best Of Me 74333 74 01 JAGGEDEDGEet's Got Marned 53940 87 83 MYATaseOf Thekx. 47891 75 73 JARULEFIC MiLiANSetwesn Me And You 24455
57 67 MARC ANTHONY My Baby You mer 38 43 UAY-ZEMEMPHIS Mey Pap 72816 72 78 EMINEMBdch Please Part 2 57720 86 82 WANDLDont Thek 'mNol 47314 71 72 MYSTIKALShake YaAss 40120
61 86 DESTINY'S CHiL DvJumpsr’ Jumpm” 76626 50 46  MYSTIKAL Shake Ya Ass 69782 75 70 NELLY/Country Grammas 57720 . ] 83 81 PiNKMost Gris 46737 60 88 £~40F/NATE DOGGMah Nan 2110
61 66 JANET.Doesnt Really 76626 37 44 DMXF/SISO0What You Want 66748 78 10 SHADE SHEISTMWhere | Wanna Be 57720 80 80  NELLY.Country Giammar 46160 64 85  BIG TYMERS/#1 Stuva a1
42 54 9BDEGREES.Give Me Just One. 62694 35 43 NELLYCounbry Grammas 65231 52 67 EMINEW/The Way | Am 49580 84 78 DR DREThe Nex! Epsode 45583 50 65  DMOCF/SISOOWhat You Want ams
41 49 HOUSTOMS IGLESIAS/Could | Have Ths. 56889 38 40 LIL'KIMNo Matier What 60680 57 ST RUFF ENOZMo More 38480 83 70 DABRATFTYRESEWhatchulLhe 40390 32 56 LIL BOW WOW/Bounce With Me 18760
40 47 BOYSFollow The Lsader 54567 33 40 BEENIE MANGts Dem Sugar 60680 55 50 JARULEFIC. MILIANBetween Me AndYou 37000 49 49 JAGGED EDGE/Let's Get Marned 28273 43 53 DJQUIKDOILove Her? 1775
31 40 MADONMANSC 46440 36 37  JAGGEDEDGEYets Get Married 56129 48 49 DR DRE/The Next Epsode 36260 48 49 RUFF ENDZNo More 28213 69 51 BEENI MANGets Dem Sugar 17085
26 38 BAHAMENWNOLet The Dogs Out 4179 19 35 R KELLYAWSh 53095 52 45  DABRAT H/TYRESEWhalchu Lie 33300 48 48 NEXTAWdey 276% 52 43 LU KiMow Moy Licks 14405
32 34 JENNFERLOPE2tets GetLoud 38474 32 34 EMINEM/The Way | Am 51578 43 44 AY-28gPenpn’ 32560 52 47  DESTINY'S CHIL Ivindependent Women. 27119 33 40 MyACase Of Thex. 13400
34 33 FONIBAAXTONAHe WasntMan 38313 27 31 ERYNAH BADUBag Lady 47027 35 43 EMNEMStn 31820 47 46 JAY-2/Bg Py’ 26542 27 40 LLCOOU Jimagine That 13400
20 30 CMAISTINA AGUILERA/Come On Over 34830 36 It WYCLEF JEANA 47027 40 43 MYSTIKALShake Ya Ass 31820 40 46 EMINEMStan 26542 32 39 COMMON/The Lt 13065
26 30 JOEA Wanna Know 34830 30 3t MYACaseOf Theéx. 47027 31 38 SNOOPAASTSIOAZ/Got Beet 26640 48 44 DESTINY'S CHILD/Jumpey Jumpn 25388 38 39 JAY-ZFMEMPHIS HeyPaps 13065
23 29 MADISON AVENUE Dont Cal Me Baby 33669 23 30 DESTMY'S CHILOJumpe Jumpn’ 45510 28 36 EMMNEMACE You 26640 38 40 CHRISTINA AGUILERA/Come On Over 23080 17 30 NELYA | 12730
16 20 'NSYNC/The | Promese You 32508 24 29 BIGPUNISHERN00% 43993 4 35 ROSCOMLoveCab 25900 36 36 AALIYAHTry. 20172 44 37 RUFFENDZNo More 1239
73 27 LARAFABIANA WM Love Agan 31347 30 29 CAMRONWNat Mears. 43993 26 34 JOEAWanna Know 25160 34 36 EMINEM/The Way | Am 2072 9 38 EMINEMBdch Pease Pan 2 12060
36 25 JOMBIE NATIONXernksaft 400 29025 25 29 DR DRE/The Next Eprsode 43933 30 33 E-A0FNATE DOGGNah, Nah 24420 38 3 MADONNAMUuSK 22 37 34 JAGGEDEDGEA ers Get Marred 12060
14 24 KANDVDON'T Theni Fm Not 27864 23 27 LIUZANE F112Caln' Me 40959 15 33 MELLYE) 24420 41 34 98 DEGREES/Give Me Just One 19618 18 31 SISO0Mncompiete 10385
20 24  DEBELAHMORGAN Tanoe With Me 27864 23 28 T Summer Ran 39442 34 30 NEXTAWdey 22200 38 33 DMXFSISO0What You Want 19041 22 30 EVEFJADAKISSGotnAd 10050
19 23 ALICE DEEJAY/Bener O Alone %708 23 25 JARULEFIC MILANBetweenMe And You 37925 43 25 DEFSOUADFoous 18500 32 33 JOEN Wana Know 19041 11 30 SHYNEFB LEVY.BadBoyr 10050
18 23 FRAGMA/Tocas Mwacie 26703 31 25 DOMELL JONF SWhese | Wanna Be 37925 48 25 NASFGINUWINE You Owe Mo 18500 34 31 TOMIBRAXTONHe Wasn1Man 17887 22 29 DOMELL JONESWhere | Wanna Be 971s
22 23 PINKMost Gk 26703 27 28 MOPAmelUn 7925 220 24 SISQOncomplete 17760 31 30 PINK/Thers YouGo 17310 27 20 BAEGI/Destry 9380
16 22 AALIYAH/Try Agan 25542 24 24 MUMPHIS BLEEK/My Mind Right 36408 20 23 JAY-ZEMEMPHIS ey Papr 17020 17 24 JANET/Dossn'| Really 13848 33 27 LUCY PEARLDance Tonight 9045
2 22 PNKThere YouGo 25542 19 24 LIL BOWWOWBounce With Me 36408 21 22 LIt BOW WOW.Bounce With Me 16280 9 23 SISODIncomplew 132n 11 28 DA DREThe Next Epsode 8710
9 21 DESTINY'S CHiL D Independent Women 24381 14 24 SISQ0Mncomplete 36408 9 22 KURUPTMWho Rede Wit Us. 16280 13 10 MYSTIKAL'Shake Ya Ass 10386 21 20 DONCISCONEON Boy &no
15 21 AMBER/Above The Clouds. 24381 13 23 KELLY PRICE/You Shoutd ve 34891 35 21 BUACKEYED PEASWeekends 15540 18 17 'NSYNCALS Gonna Be Me 9809 27 25  IDEALW atever 875
23 21 SONIQUEM Feets S0 Good 24301 20 23  RUFFRYDERSWWIIT 34391 22 17 MACK 10/Tighi Ta Det 12580 24 16 TONIBRAXTONJust Be A Man N2 16 23 NEXTWey 7705
12 19 MELAME CA Tum To You 22059 27 20 COMMOMThe Light 30340 » 15 2PACThug Natire 11100 15 13 MIKALASO InLove With Two 7501 4 23 DA DAE/Xxplosrve s
14 18 NSYNCArs Gonna Be Me 18576 24 20 JOU/Treal Her L 30340 3 9 DMXFSISQ0MMat You Want 6 12 COMRLIONThe Light 6924 13 21 DABRAT f/TYRESEMMatChu Like 7035
8 15 TAMIATan1Gofor That 17415 22 18 SMYNEF/B LEVY/BadBoyz 2882 14 9 KURUPTRegresert TRt GC 6660 14 12 JOEA Beleve In You 6924 3 2% DABRATF™ " You 7035
7 15 MARC ANTHONY/You.Sang fo Me 17415 15 1t DELASOUL/Gooh 27306 6 9 DJOUNGDOILove Her? 6660 10 11 BAHA MEN-WRO Let The Dogs Out 6347 2 16 A KELLYAWish 5360
6 15 NSYNCEByeByebye 17415 21 17 AVANTSeparaed 25789 8 @  JUVENILE/Back That Thang Up 4440 12 11 TLGMNo Scruts. 6347 28 15 BIG TYMERS/Get Your RoWOn 5029
38 1) BRITNEY SPEARSLucky 15093 7 17 LUDACRISWhat's Yous f amtasy 25789 5 &  MOSDEFMs FalBooty 4440 9 18 BLAQUESBring it Al ToMe 5770 8 15  BLACK EYED PEAS Weekends. 5025
16 12 CHAISTINA AGUILERAGeme in A Bottie 13932 4 15 3 CHANGING FACES/That Other Woman 22755 6 5 BIGPUNISHER F /JJOE/SHN NI A Plaver 3700 13 10 SANTANAF/PRODUCT. M Mara 5770 24 13 AVANU/Separated 4355

10 AMBERASexua (LiDa D) 11610 10 12 ALIVARTry Agan 18204 16 5 DELASOULDoon 3700 1410 IDEAL/ Whatever 5770 17 13 DE LASOULOooh 4355

10 DEBORAH 11610 10 12 MONTELL JORDARGer1tOn Tonre 18204 4 4 2PACFAOUTLAWZ Baby DontOry.. 2960 11 10 MONTELL JORDANGetn On  Tonde 5770 11 13 FIELD MOBProwct Dream; 4355
9 10 ENRIQUE IGLESIASSad Eyes 11610 15 12 NEXTWiey 18204 - 4 COMMON/TheLight 2960 9 9 [02/Where My Guis Ar? 5198 16 13 OUTKASTBOB 4355
6 10 702Where My Guis Ar? 11610 5 11 JANET/DoesniRealy.. 16687 20 4 DJOUIKPrch in Ona Party 2360 9 9 DESTINY'S CHRD/Say My Name 5193 10 12 METHOD MANtven it 4020
7 8 ENRIGUE IGLESIAS Batamos 9288 5 11 a PROFLEAa 16687 3 4 MYACaseOfTheEx 2960 8 9 NZAmwhere 5193 18 19 LIL ZANE FY12Calln Me 3685
T 8 CHARLOTTESkn 988 | 11 1t AUFF ENDZ/No More 16687 4 4 OUDIATY BASTARD/GOt Yous Money 2960 7 9 DMXPartyUp(Upin ) 519 12 18 & CHANTE MOORE/Stragit Up 3350

MARKET 210
KBXX/Houston-Gatveston

MARKET 28

KYLD/San Frantisco KASY/Dallas-Fi. Worth WJIMN/Boston WPGC/Washington, DC

Clear Channel infinity Ciear Channel intinity Radio One £
(415) 356-0949 (214) 630-3011 (781) 663-2500 (301) 918-0955 (713) 623-2108
MartiyArcher FerreryMues McCartney 0 Heron/Willams Stevens Mrichem 95.5 Fm { Scorpeo/Powed
12+ Cume 920.000 12+ Cume 381.100 12¢ Cume 821,568 12¢ Cume 757,200 12+ Cume 617,600
rars LTS rars
W TW  ARTIITINLE L TW  arTISTTITLE © (908) v TW ARSI MITLE (908} LW TR ARTISTTITLE 61 (908} ARNSTTINGE G (009)
S7 61 MYAGaseOf Thetx. 29480 NELLY/Country Grammae 13959 778 MYACaseOf TheEx. 41266 59 78 MYSTIKAL/Shake VaAs 28210 MYSTIKAL Shake Ya Ass 33288
S5 S8 PINKMost Grts 25520 PINKMOS! Girts 13254 nn Garis 39849 60 48 . Lgnt 21% LIL BOW WOW/Bounoe With Me 32376
43 56 LILBOW WOW/Bounce With Me 24640 MANDY MOORE/ Wanna Be Wieh You 12972 22 85 MELLY/Country Grammar s 61 86 ERYKAHBADUSag Lagy 261% F/SISQOWhat You Want 28728
43 49 OR DRE/TheNextEpsode 21560 N SYNC/Ths [ Promese You 2972 55 72 ENBNEMVThe Way | Am 31608 56 88 YOLANDA ADAMS Open My Heart 22568 NELLYCountry Grammar 27816
9 48 NELLYE) 21560 CHRISTINA AGUILERACome On Ovex. 10998 77 6% NANDVDonT Thask F'm Not 30291 48 88 WYCLEFJEANSIT 22165 MYATase Of TheEx. 25080
45 48 KANDVDONT Thwnk fm hiot 2120 BRITNEY SPEARSAL 8883 64 86 LI KiNHowMany Liis 28974 4382 JLSCOTIASLove 20956 SISOOYInCompivte 24624
27 38 JARWEFC MILIANBetweenMeAndYou 17160 JAY-2/B) Penpn 2883 56 52 DABRATF/TYRESEWNalchuLie 22628 61 68 TON BRAXTON/Just Be A Man 19904 JARULE F/C MILIAN Botwoen MeAnd You 23256
31 39 EMINMWSBn 17160 JESSICA SIMPSONA Thik F'm tn 8460 55 B8 JAV-ZFANEMPHIS. Moy 21950 33 33 LI BOWWOW/Bounce Wien Me 13299 AUFF ENDZMNo More 23256 "
37 36 DR ORENGDioswe 15840 N SYNC/Y Gonna Be M 19 63 58 JANETDomn) Realy 21950 36 20 AVANTSeparamd 11687 PROFVL £ 21888 1
10 35 SHAGGY/t Wasnthle 15400 JANET/Dossn Really... a178 48 4% EMINEWSEN 21511 19 29 DESTINYS CHILDAndependent Women. 11687 DESFINY'S CH6L Oindependent Wormen 21432
31 31 BIG TYMERS#) Shna 13640 'DEBELAH MDRGAN/Dancs With Ms 788 2248 J0EN Know 19755 182 11607 TONI BRAXTON st Be AMan 20620
21 31 EMINEMBACH Please Part 2 13640 MADONNANLSIC e 44 38 DESTINYS CHIL Dyindependens 16682 31 20 AVANTAy Frstiove 1284 A.KELLYA Wish 20064
22 31 SISODAnCOmpiste 13640 BEMAKBlack Here 6627 36 37 FASISO0MWISE You Want 1626 B MARY/Shacties. 10881 EMNEM/ The Way | Am 20064
38 35 ADRUAMNAUN Tomomow 13200 MADISDN AVENUE/Don Call Me Baby 5781 1834 JARULE HC WL IANBstwoenMe And You 14926 24 27 KELLY PRICE/You Shoukdve 10881 DOMELL JONE SA¥have | Wanna Be 19152
34 29 BEENSE MANGats Dem Sugar 12760 JOE/ Betwrve In You 5640 3520 DR DRE/The Next Epmode 12292 20 20 BIG TYMERS#! Suna 10478 ERYMAH BADU/Bag Lagy 19152
20 29 ANGELINAEvery Time! Thik 12760 DESTINY'S CHILDVindependent Women. 5217 36 27 EVEFLADAXISS/GotR AS 11853 27 78 DMDXF/SISGOWSt You Want 10478 CHANGING FACES/Thet Other Woman 16416 |
20 28 MELLY/Country Grammar 12320 SAMANTHA MUMBAGoRta Fel You s217 262 DESTINY'S CHILDAASTON Sumpn 1414 35 28 LUCY PEARL/Dence Tonight 10678 AN Separated 15504 |
25 25 JAY-ZFAREMPHIS Mey Paps 11000 JUVENL E/Back That Thang Lp 076 2028 JAv-2igPmpn 10975 16 28 10075 BIG TYMERS#1 Sunna 13680 w
17 24 SOMBY FOURPurest Of Paim. 10560 98 0F GREES/Give Me Just Ons 4335 2128 LI ZANE F/112Caln Me 10975 19 22 NELLY/Country Grammar 8866 NEXT/Bamty Qusen 13224 "!
21 23 MADISONAVENUEWNO etelAre You 10120 DREANVHe Loves UNot 4653 12 10536 - 20 SADEMy Your S 8080 JAGGED EDGEALofs Get Masrind 11400
12 22 HAUS-AHOUICSOus Paga 9680 DADXParty Up (Up In. ) 4% 1924 ONPartyUp(Upin. ) 10836 W Meors. 7254 & LUDACRISWhal's Your Fankasy 9576
23 19 MADISON AVENLE Don't Call Me Baby 8360 You Go 4083 16 23 SISOlincompise 10097 18 18 HOUSTON & COX/Same Script. 7254 C-MURDER/Down For My Ny 8664
13 18 EMINEMWThe Way | A 7920 DESTINYS CHILD/Jumpm’ Jumpen' 3948 1822 SOLE FGINUWINE Wasn1Ms 9658 25 18 TOMIBRAXTONHe Wasnl Man 7254 NUFLAVOR Lie! 8664
29 17 DMXF/SISOG/MWI! You Want 7480 DESTINY'S CHILD/Say My Name 243 219 AMLAWTry Agan 041 18 18 DESTINYS CHiLDiumon’ 7254 ALY Try Agan 7296
19 17 DR DREA""kU 7480 BRIAN MCKVGHT/Back At One 2961 15 19 TONMBRAXTONHe Wasn1Man 780 20 97 LU KOM/NO Muttes What . 6851 KEITH SWEATAL MOTY Trade 7286
18 16 040 T2/ ¥here My Girts A7 2820 1698 EMINEMFOR DREGully 102¢ 18 18 LIC ZANE F112Caln Me 6448 LI ZANE /112/Caln Me 6840
2 18 AUFFENDZNoMore 6600 DR DRE F/EMINEM/Forgot About Dre %79 1518 DNOURUS Ryders Anthem 7024 115 0 GEENE MANGHis Dem 6045 LI JON../1L e Dom 6840
9 15 JOEA Wanna Know 6600 SONMOLE Feets S0 Goot %79 16 18 LLCOOL Vimagine That 1004 28 18 SHYNEF/B LEVY/BmdBoyr 6045 702/ Where My G AL? 5380
42 15 LIUKHOw Many ks 6600 BRITNEY' I DN 21s 16 18 EVEGomMan 024 - 14 BOYZ ) MEN Thank You in 5642 TLCA Sorubs 6384
1018 Y-8 Pimon 6160 COLE F/OUEEN LATIFAM! Gan Do Too 1974 1518 SISOOGot fo Gat it 6585 5 13 0 JARULEFC MILANBstwem MeAnd You 5239 AALIYAHA Donl Wanna 5928
15 13 DABRAT F/TYRESE What chu L 5720 EMINEM/The Real Sim Shady 1974 16 18 6585 1913 JA-ZFAMEMPHIS. ey Papl 5239 TOM BRAXTONHe Wasn 1 Man 5928
8 13 NEXT 5720 EMIMEM/The Way | Am 1974 1318 8585 20 12 OELA 48% MONTELL JORDANGot 8O fonde 5928
111 KURUPTMhG Aige Wit Us 4840 1414 JAY-ZFAMIL AND JACan 1Gat A 1974 1818 6585 22 12 JAGGED EDGEASr Gat Marmed 433% BIG TYMERS Get Your Aol On sar2
3N a0 20 18 SIS00Thong Song 1974 16 10 6146 < 82 JOE/TrestHer Like... 433% DOMELL JONES/ Know Whats Up 5472
1718 LOCKN LOADBIow Yatind 4400 21 13 MAACANTHONY/ Nesd fo Know 1833 10 18 6146 6 12 LLCOOL Jimagne 8% TELMTELA 5016
9 9 ALICE DEEJAY/BeGer O Alons 3960 18 11 CHRISTINAAGUILERAWNat A Gt Warts 1551 1798 JUVENILE/Beck That Thang Up 6146 23 10 LWMOTaDa 4030 DESTINY'S GHRLVSay My Marme 4560
78 SUVEMILEBaok That 3520 18 10 BLAOUEADS 1410 16 74 PINGThere You Go 6146 1718 ALIVAWTry Again 4030 8 SANTANAFPRODUCT. Mars M 4560
7§ ARMAND VANHELDEWEnTa MiCam 3520 15 10 NSYNC/BreBrebye o 1513 702Whers My s AI? 5707 120 DOMELL JONESWhaers | Wanve Be 3224 310 8 MELLYA S 4560
10 8 FRAGMATocaY Mracke 3520 9 8 SOUTHPARKMEXICANYOU Knowhy Neme 1268 1413 BIGPUNISHER F/JOE/SH Not A Payer 5707 s 8 1ZAwwhen 24 CHILO/Bug A Boo 4104
128 MOLOKD/Sing h Back 3520 12 8 AALIVAWATe You That 1269 16 13 DESTINY'SCHILD/Say My Neme 5707 7T AFZBgPmom 2821 12§ DR ORETeNmtEDSOOs 4104

WPOW/Miami KUBE/Seattie-Tacoma KKFR/Phesniz WERQ/Boitimore

Beasiey Ackeriey Emmus Radio One

{305) 653679 (206) 285-2295 (619) $75-3090 (602) 258-6161 (410) 332-8200

CurryiVe Powers/Pitat Vasquez/Solivan St JamesHuero Summers/Neke Al Nght/Brin

12 Cume 13.080 126 Cume 464.200 126 Cume 384.408 126 Cume 200.500 f12¢ Cume 441,408

sLrs LTS nars nars
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70 72 GEENIEMANGI' Do Suger 21312 40 T1 L KMMow Many Lics. 1617 S4 88 JARULE FC MILANGetwemn MeAnd You 9027 79 88 DA DRE/The Nest Epoce 14620 45 43 MYSTIAL/Shake Y2 Ass. 14175

76 60 NELLY/Country Grammar 0424 61 62 DR ORETheNestEpmode 14074 47 87 IDEALWhae 872t e Wey 1AM 14110 28 44  CARL THOMAS/Sumemer 13860

) BY FOUR/Purest Of Pan 19240 B " Gt 14074 $5 54 COMMONThe Uight 8262 69 TV DABRAT f/TYRESEWher ot Lle 12070 31 63 YOUANDA ADAMES Open My Haart 13548

nwu Lght 18944 3 W MELYEL 13053 40 52 NELLY.Courwy Grammar 7956 a1t DA 12070 28 41 DONELL JONESWhere | Wawa Be 12915

62 $4 DA DAE/The Next £ pmace 18944 37 84 JOEAWIAN Know 12258 32 88 CHRISTIMAAGUILERACome On 0w . 7630 73 00 MWASChECheck 11730 30 38 TOMIBRAXTON. st e Atan. 1970

54 84 EMINENVTN Way | Am 12944 40 4 COMMONTN 10806 36 86 DEBELAM! W e 7008 7 63 OESTINYS " s 10710 K] MAN/Girts Do Sugay 11028

60 83 DJJUAGENHIGN And Hgher 18648 37 60 EMINEMTIe Way | Am 10096 50 88 RUFF ENOZMoMore 7038 83 62 NELLY/Courtry Grammar 10540 33 38 JARULEFC MILINWBetween MeANOYou 11025

57 & 1 O 18352 19 46 NEXTAWENy 9008 39 8 SSO0momgtts 6426 a0 Secersied 9010 13 33 WYCLEF JEANST1 10095

18 80 SHAGGY/ Wamn't Ms 17760 28 46 NIYSTIALShaie Ya Ass 9988 31 MADONNAMMSC 5987 36 60 JOEA Waswna Know 6800 29 30 DESTINYS CHILD/amoin Jumgmn 9450

47 §7 LU ZANEFN 12Cam My 16872 45 40 RUSFENDZMNO More 9080 35 38 DR.DRE/The Newt Eplscdie 5814 36 34 ICECUBEF/DRE Malo 5780 7N 9450

55 B4 BRITMEY SPEARSAucly 15984 37 3% MYACane O'Thefa. 853 31 30 LLCOOL Jmagene That 5814 an Plosse Pant2 5610 % 9135

28 82 98 DEGREESGive Me st One . 15392 2 3 JURASSIC SOwally Contral 9% 20 30 PYLFYI(Down.) 5814 13 30 JAGGED EDGEASNS Got Murieg $100 25 19 DAGRATF/TYRESEAVNr Ch L 9135

3 82 MYACae O Thefx. 15392 25 36 LIL BOW WOW/Bounce Wl Ma 948 2637 ULZNEFNI2Ca Me 5681 25219 KURUPTAMG Fids W Us 9% ®n Lagy 8820

58 A2 PRUMONGirs 15392 29 % CHILD/ASTDIN Jasipm 7 37 LI KHow Many. 5661 AEE . ] 4500 13 22 KELLY PRICE/You Should've. %

50 $1  MADONMAMASE 1509 28 34 DABRAT F/TYRESEWNrch L - e 1338 MACaeOf Metx. 5508 3928 MYACEeOf Thekx 4760 29 22 MYAFADANISS/Best Of Me

62 €3 JOEA Warra Know 12728 19 38 AALIVAWE: 6810 20 30 TIMBALAND & MAGOOWe A R AN 5508 41 278 RUFFENDZ/No More 4780 25 20 AUFF ENDZNO More 6615

17 3 WYSTIALShae Y Ass 11544 19 30 DESTINY'S CHILD rceperaters Women 0 7 38 BOYZ RMENPam vou By 5385 40 27 DELASOUL/Oooh 4% “rn raot Hor Lba.. 6300

20 M FRAGMAaS Myacke 0584 “sn (o] 36 3 JAV-ZFMEMPHS. Mey 5385 X ) Girs 4250 1719 SHYNE #/8. LEVY/Rag Boy 5985

46 70 LR KIMNO Mater What . 24 70 EMINEWOny Buted 6338 %% Wey | Am 5385 R Pympm’ 3740 15 19 MOUSTON & COX/Sane: 5985

31 I8 Z0MBIE NATION Kerrdgaft 400 7400 20 24 LUDACRISAWNS' Your Fantasy 5448 15 34 NELYEL sa02 S 22 LIVP BTN 2 Gether Now 3740 16 10 JAGGED EDGENLMNS Got Murmed 5670 | &

33 21 LUDACRISWhaS' Yous Fartaty 6218 B n 5448 un F/SISOIWSE You Want 5049 N e Your Rol On 3570 16 10 NEXT 5670

2 10 D AZFacme 5624 8 23 JARULEFC MLANBetween MeAngYou 3221 18 33 MARIM CAREY/Can Tabe That 5049 -1 2P0y 2% 217 5385

19 19 ALICE DEEJAY/Botar ON Aone 5624 2 13 MELY Grammas 221 20 %0 an 320 717 2 MUSIG st Fronds 5385

20 17 MELOW s 33 29 BAMAMENWIG Lat The Dogs Out 4540 1829 DELA a7 [ 2080 16 97 MYACaa Of Thex . 5385
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[0 More with WDAS' Joe ‘Butterball’ Tamburro

his week we complete our interview with WDAS-AM & FM/Philadelphia Station Manager

Joe “Butterball” Tamburre. Last week Tamburro spoke about his duties as Station Manager
— and how 36 years of service at the station have prepared him for this position. Now the conver-
sation moves to his continued passion for programming a successful Urban radio station.

The station is the product that
Tamburro is responsible for, and as
we all know, if there's no product,
there's nothing to sell. “Our music,
our personalities, our promotions. our
involvement in the community with
the people and our overall presenta-
tion are key,” Tamburro said. “As
long as we have that comrect, we can
go from there, and the salespeople can
take it as they've always done. [ have
to say how blessed | am, because
GMs have to deal with sales, but in
this position. that's already taken care
of for me.

“Yes. I have to understand what's
happening in that area, and I have to
be supportive of all sales efforts. but
I don’t have to concentrate on every
aspect of it. My duties aren’t really
that different from before. other than
that there are a lot more people com-
ing at me who’ve never came at me
before, all wanting answers. But I've
had a lot of time over the last 36 years
to rehcarse those answers.

“I have to tell you that I've had the
same answers thrown at me over the
years, but I'm always respectful of
each individual [ have to interact with.
I have a job that I have to do, I'm do-
ing it the best that I can, and they have
to understand that, as I've had to un-
derstand it about others throughout
my career.”

Celebrating The Big Five-Oh
Here the conversation switched to
Unity Day and the upcoming 50th-
anniversary celebration of WDAS.
“We had a great Unity Day. and we're
about to begin our 50th year scrving
the African-American community of
Philadelphia,” Tamburro said.
“We've been serving that community
in every way. Our big celebration
kicked off Saturday. Sept. 9.

*Our Unity Day was the biggest
we've ever had. God was definitely
shining on us. and he blessed us that
wéekend in a fantastic way. It was
magnificent. the largest crowd I've
ever seen turn out for us. It swelled
beyond the six or seven blocks that we
normally encompass. If you look at the
pictures. you know how long the event
arca is. Well, this year it just got wider
in size because of the number of
people who came out to enjoy the
music, the food, the cultural exhibits
and all of the different activities.

*One of the highlights of this year’s
Unity Day was Patti LaBelle. She hit
the stage at 6:30pm and didn’t come
off until 8:20pm. She gave this city an
incredible show, and she left the city
on a very high spiritual note by sing-
ing three gospel songs that touched
everybody’s hearts, which is why we
we're out there every year doing this
event. We want to touch the hearts of

Since 1993 the amount
of money black families
spent on computers has
doubled each year.

Vanderbilt University, Arbitren, Nagris Poll

www americanradiohistorv com

the people of this community — every-
body: blacks, whites, Latinos, Asians.
Native Americans and others. Patti did
it, and she left them giving each other
high fives and shouting God's praises.™

I asked Tamburro what the three
songs were. “*Who's on the Lord's
Side’ came first, and then she went into
*You Are My Friend® and finished with
*What a Friend We Have in Jesus.”” he
replied. “It was off the hook. People in
this city are still buzzing about her per-
formance and her choice of songs. She’s
not a gospel artist. but she has sung gos-
pel all of her life. I had chills after that
performance. She left the people the
right way. They needed to go home af-
ter that. In the middle of her show she
brought Teena Marie out, and they sang
together. People loved it.”

A Successful Day Of Unity

“All that took place at what we
called the main stage,” Tamburro con-
tinued. “Over at the gospel stage we
had Kirk Franklin with his contempo-
rary style of gospel, and he did a good
job. BET Gospel was-also present at
the event. Everything was first-class as
always, and this was truly one of the
best days I've ever been a part of. |
have never seen anything better than
what [ saw a couple of Sundays ago.
People left with a commitment to unity,
which is what the day is all about. I
also have to commend Marie Tolson,
who is the Executive Producer of Unity
Day, but, on a daily basis, is our Di-
rector of Marketing and Promotions.”

When asked about the station’s
50th anniversary, Tamburro told me,

| *“We’re rolling right into that promo-

tion by doing our big voter registra-
tion push, which is really ongoing
all year. We want to get as many
people registered to vote as we pos-
sibly can. Our 50th-anniversary
kickoff concert will feature Luther
Vandross and Boyz II Men.
“Somcbody asked me if | was going
10 take a vacation before we start do-
ing all of this, and I said to them,
‘Why? This thing is fantastic. I'm just
having too much fun with the stations,
and 1 don’t want nothin’ to break my
stride!” To answer your earlier question
about- what | am responsible for, well,
I'm not responsible for the top line, but
I am responsible for. the bottom line.”
What can | say, it’s classic Joe
“Butterball’ Tamburro. Now, check
out the Unity Day celebration photos
on this page.*

RALLYING FOR HIM

On the gospel stage, recording artist Kim Burrell gave an exhilarat-
ing performance.

As he and The One Nation Crew pwised God, so did hundreds of thou-
sands of others. ¥

This year’s Unity Day celebration attracted more people than ever.
* People came from near and far to merge as one.

AND THE WINNERS ARE....

Some of Philly’s elite were among the attendees at the mayoral proc-
lamation and awards presentation at the Wyndham Franklin Plaza Ho-
tel. Pictured here (l-r) are Clear Channel executive Rob’Williams; WDAS
afternoon host Gary Shepherd; news anchor Fatimah Ati; News & Public
Affairs Director Tamlin Henry; award recipients Doug Henderson Jr
(actepting for his late father, Jocko Henderson), Sonny Hill of Sonny
Hill League, Christine James Brown of United Way and songwriter/
producer/label executive Kenny Gamble; State Rep. and WDAS-AM
moming show personality Louise Williams Bishop; and ‘DAS Station
Manager Joe “Butterball” Tamburro. Pictured in the front is Zachary
Tamburro.
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Urban Top 50

® September 22, 2000

ARTST TITLE LABEL(S) by
MYSTIKAL Shake Ya Ass (Jive) 3226
ERYKAH BADU Bag Lady (Motown) 3026
TONE BRAXTON Just Be A Man About It (Laface/Arista) 2702
LIL BOW WOW Bounce With Me (So So Def/Columbia) 2325
CHANGING FACES That Other Woman (Atlantic) 2240
MYA Case Of The Ex (Whatcha...) (University/Interscope) 2240
COMMON The Light (MCA) 219
SISQ0 Incomplete (Dragon/Def Soul/IDJMG) 2m
YOLANDA ADAMS Open My Heart (Elektra/EEG) 1929
CARL THOMAS Summer Rain (Bad Boy/Arista) 1831
DMX F/SISQ0 What You Want (Ruff Ryders/IDJMG) 1806
PROFYLE Liar (Motown) 1764
BIG TYMERS #1 Stunna (Cash Money/Universal) 1671
RUFF ENDZ No More (Epic) 1621
TRINA Pull Over (Slip ‘N Slide/Atlantic) 1548
JOE Treat Her Like A Lady (Jive) 1503
LIL’ ZANE FA112 Callin’ Me (Worldwide/Priority) 1497
JAY-Z F/MEMPHIS BLEEK & AMIL Hey Papi (Def Soul/IDJMG) 1441
NO QUESTION | Don't Care (Ruffnation/WB) 1433
BOYZ Il MEN Pass You By (Universal) 1403
LUDACRIS What's Your Fantasy (Def Jam South/IDJMG) 1400
KELLY PRICE You Should've Told Me (T-Neck/Def Soul/IDJMG) 1373
KANDI Don’t Think I'm Not (So So Def/Columbia) 1366
DESTINY’S CHILD Jumpin’ Jumpin® (Columbia) 1357
DESTINY'S CHILD Independent Women Pt. 1 (Columbia) 1283
SHYNE F/BARRINGTON LEVY Bad Boyz (Bad Boy/Arista) 1289
BEENIE MAN Girls Dem Sugar (Virgin) 1284
NEXT Wifey (Arista) 1286
WYCLEF JEAN 911 (Ruffhouse/Columbia) 1254

LUCY PEARL Don't Mess With My Man (Overbrook/Pookie/Beyond)1241
R. KELLY | Wish (Jive) 1237
JILL SCOTT Gettin’ In The Way (Hidden Beach/Epic) 1209
JA RULE F/C. MILIAN Between Me... (Murder Inc./Def Jam/IDJMG) 1204

C-MURDER Down For My N's (Tru/No Limit/Priority) 1098
TAMIA Can't Go For That (ElektraEEG) 1051
ABSOULUTE Is It Really Like That (Noontime/Atlantic) 1026
AVANT My First Love (Magic Johnson/MCA) 1007
LIBERTY CITY FLA. Who's She Lovin’ Now? (HarrelliJive) 882
3LW No More (Baby I'ma Do Right) (Epic) 814
IDEAL Whatever (Noontime/Virgin) 7714
DE LA SOUL Oooh (Tommy Boy) 754
CAM’RON What Means The World To You (Epic) 748
CO-ED Roll Wit Me (Universal) 725
DA BRAT F/TYRESE What'chu Like (So So Def/Columbia) " 724
MUSIQ Just Friends (Def Soul/IDJMG) 716
EMINEM The Way | Am (AftermattVinterscope) 709
MARY MARY F/B.B. JAY I Sings (C2/Columbia) 699
SAMMIE Crazy Things | Do (Freeworid/Capitol) 696
CHANTE’ MOORE Straight Up (Silas/MCA) 598
LIL’ KM No Matter What They Say (Queen Bee/Undeas/Atlantic)  §82

+/-

PAYS

+106
+117

+284

-100

GROSS
MPRESSIONS
)

47720
362512
388201
211071
224493
200166
266056
314451
244217
207686
240989
224670
179884
237683
112130
252045
132250
172165
113262
151961
141511
173959

91580
191310
116036
165169
144249
219663
174714
147042
200575
142872
15134
134307

79557

55731
151309

72623

62518
114095

93059

15776

53700
146927
1143%

74589

59856

67680

43838

85002

81 Urban reporters. Monitored airplay data

supplied by Mediabase Research, a division of Premiere Radio Networks. Songs ranked
by tolal plays for the airplay week of Sunday 9/10-Saturday 9/16. Bullets appesr on songs gaining

previous week. If two songs are tied in total plays, the song being piayed on more stations is placed first. Breaker status is assigned o
songs reaching 1000 plays or more for the first time. Songs beiow No. 20 are moved 10 recurment after 20 weeks. Gross impressions
equals Average Quarter Hour Persons times number of plays (times 100). Average Quarnter Hour Persons used herein with permie-
sion from The Arbitron Company (Copyright 2000, The Arbitron Company). © 2000, R&R inc.

VR TS Most Added-
ARTIST TITLE LABEL(S) ADDS
8 79 | kewwywish (Jive) 14
9 790 | WHITNEY HOUSTON Fine (Arista) 52
13 7800 METHRONE Your Body (Clatown/Capitol) “u
12 740 LWL’ KM How Many Licks (Queen Bee/Undeas/Atiantic) 42
6 76/0 TANK Freaky (BlackGround/NVirgin) 1"
MAU MAUS Blak iz Blak (Motown) "
10 690 | Mysiq Just Friends (Def SoulIDJIMG) 12
13 7500 NEXT Beauty Queen (Arista) 9
17 730 SPARKLE it's A Fact (Motown) 8
16 70/4 | YARULEFIC. MUK Betvoen .. (Murder ic.Df amiDME) 6
9 610 LADE BAC One On One (Clatown) 6
13 640
5 691
8 63N
‘: ;:/"1’ Most Increased |
18 6o Plays o |
10 69/1 ARTIST TITLE LABEL(S) INCREASE |
6 68/0 R. KELLY | Wish (Jive) +903 I
WYCLEF JEAN 911 (Ruffhouse/Columbia) Y
M 653 | syaANT My First Love (Magic Johnson/MCA) 1|
10 628 | CHANTE' MOORE Straight Up (Silas/MCA) +302
6  58/3 | MUSIQ Just Friends (Def SoulIDJMG) +307
4 72 | SARULEFC MLANBetvem Me.. (ot /el amiDMG) +307
CHANGING FACES That Other Woman (Atiantic)  +284
10 580 | SeARFACE It Ain't (Part ll) (Rap-A-Lot) W27
16 570 | SPARKLE it's A Fact (Molown) +261
2 70/3 | DESTINY'SCHLD independent Women Pt 1 (Combia) +260
5 615
5 6010 R
20 600
2 69/4
5 651 Breoakers.
1 14714
7 & WYCLEF JEAN
TOTAL PLAYSANCREASE TOTAL STATIONS/ADOS CHARY
4 4B 1254/441 69/8
6 611 —==
4 S0 Icl;s:a“
(Jive)
1 55/2 TOTAL PLAYSANCREASE TOTAL STATIONS/ADODS CHART
3 500 1237/903 74774
2. S JA RULE F/CHRISTINA MILIAN
19 550 | patween Me And You (Murder inc./Def Jam/IDIMG)
5 501 TOTAL PLAYSANCREASE  TOTAL STATIONS/ADDS CHART
4 524 12047307 61/6
3 an ABSOULUTE
20 460 is It Really Like That (Noontime/Atiantic)
1 62/12 | TOTAL PLAYSANCREASE  TOTAL STATIONS/ADDS CHART
5 4 1026/75 5500
4 4610 AVANT
19 460 My First Love (Magic Johnson/MCA)
' 5‘/‘ TOTAL PLAYSANCREASE  TOTAL STATIONS/ADDS CHART
% 53 1007417 8572 (]
Do s gt | | et s e
towerd everall total stetions playing 2 song. Most incressed Plays lss
he songs wilth the grestest wesh-40-wesk incresses in tolal pleys.
Weighted chert appeers on RAR ONLINE MUSIC TRACKING.

S C ARFAC E Added This Week @

(Part IT)

"It Ain't

Already on 50 stations

WHTA 14x WEUP 22x
KTCX 10x WBLO 29x
KRRQ 10x WZHT 13x

WNEZ 18x
KMJJ 20x
and many more...

WJMi
WTMG

WTMP WAMO
WKKV WBLX

WHRK 10x
WJZD 15x

12x
11x

S

: e
~
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Over 13 million albums sold. 5 straight #1 R&B albums. A dozen top 10 R&B singles including 6 #1's. 4 top S singles. |

Now he’s back with a new deal.

The priceless premiere single . i _
I'll TRADE (A miLLION Bl ~
with LiL Mo s

-
\ “T- Q"‘! i
hm .‘:
v 3
o n OVEIMBE R

wwuw.elektra

from the upcoming album
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Urban Action

ARTIST

BREAKbown

INMY OPINION

with

ARTIST. MYSTIKAL
SONG “SHAKE YA ASS”

LABEL JIVE

hough 1 was all prepared to break down

another artist, this week’s subject kind of
forced his way to the forefront. While in New
York a few weeks ago, I visited a few labels. At
one particular label (and it wasn't Jive), I was
watching videos with the label rep. and he told
me, “That’s my jam!™ when this particular
artist’s video came on. A few days later [ was at
a party. Miller London was anxiously waiting
for the DJ to play his song. which just happened
to be the same song the label rep had claimed a
few days earlier.

Now I can’t go anywhere without hearing
this song on the radio. in nearby cars while stuck
in traffic or in clubs (not that I go to clubs very
often). What is the phenomenon behind the rap-
per with the raspy voice and the impassioned
request for a particular female to shake her, um ...
arse? | delve further.

“Shake ya ass. watch ya self/Shake ya ass.
show me what you're working with!™ yells this
lyricist with the distinctive rapping style.
Mystikal isn’t directing profound statements to
a wayward society, nor is he summing up his
life’s disappointments to either explain his
present mental state or magnify the world’s own
flaws. He's not rapping about drugs. violence
or gangs. What this “braided-up pimp” is talk-
ing about is the intricate and vigorous manner

Blair Braxton
| PD — WKGN/Knoxville, TN |

in which he will choose which female to exit
the club with tonight.

“I came here with the mic in my hand/Don’t
make me leave here with my foot in your, be
cool/And don’t worry "bout how I'm rippin this
s**t/This is what I'm flippin when I'm flippin
‘cause this just what 1 do.” proclaims Mystikal.
With conviction and tenacity in his voice, the
lyrical bandit sets the terms from the beginning
of the song. Don’t question or even attempt to
analyze his system. There is a method to his
madness.

*You think I'm trickin'? Well I ain’t trippin*/
I'm buyin® if you got nice curves for your ice
berg.” proclaims the chocolate, bowlegged one.
“Break on here like you're gon’ do somethin®
to me/l hope this indecent proposal make you
do somethin’ with me.” Mystikal is on the prowl.
and if the down-to-earth and funny lyrics don't
seize your attention, the hypnotic beat will.

“*Do your thang. don’t be scurred/"Cause you
gon’ get served/I'ma get mine, and you gon® get
yours,” raps the lyricist. displaying his encour-
aging and selfless qualities. And for those fe-
males who have come to the club with their man,
Mystikal has a little advice: “Break them hand-
cuffs forget your man, move sumthin’/And if he
ask you what’cha doin’ say. *Ooh nuthin.”"

This tune scems to be dedicated to those fe-
males who go to clubs and have no shame in
their game. Just celebrating and honoring their
femininity. my fellow sistas get on the dance
floor and let loose. Meanwhile. back at the
ranch, dudes are watching. fantasizing and hop-
ing for the chance to scoop up one of the hon-
eys.

Mystikal's “ShaKe Ya Ass™ popularizes per-
haps his and other’s “survival of the fittest”" tech-
niques when it comes to “Who shall it be to-
night?” This is a great song (obviously. since it
was No. 1 after only seven weeks ¢n the chant
— R&R 9/15). which many are able to relate
to and vibe with. So [ guess [ just figured out
the magnetism of this song: Just like Next's *“Too
Close.” "Shake Ya Ass” is art imitating life.
Peace.

L' D
”2,4,6,8"”
(Come Clean Entertainment)

This amazing 13-year-old can quite possibly be the next Usher or even the next Michael
Jackson. The teen from Chattanooga, TN performed at our eighth annual listener apprecia-
tion day, Jammin'in the Park, and impressed me so much that | drove to Chattanooga to
see him perform at WJTT (Power 94)/Chattancoga’s event! | had never met this young man,
let alone heard of him, until he came to our concert. But when | saw him perform, he was
offthe chain! All the little kids went running to the front to get close to the stoge. lhaven't seen
anyone dance like thot since Michael Jackson. This kid performs like he’s been doing this
forever. He signed more autographs than all of the other artists combined.

“2,4,6,8," Lil' D’s debut single from his forthcoming album, I‘m the Answer to the
Millennium, is a good, clean song that programmers can play at any time. But the song that
1feel will catapult him to superstardom is “Dream Girl.” This song is bigger than he is.

1 think radio programmers should not let their opinion stand in the way of deciding
which artists to play on their station. Everybody is not going to like every song; every song
liked is not going to be @ hit. Also, just because an artist isn’t signed to @ major fobel
doesn’t mean his project is whack. Lil’ D is o polite and well-versed young man who is on
his way to being a superstar. He's got skills to pay the bills.

Giving you fair worning: These are the singles that are going for adds on

Tuesday (9/26

BOYZ Il MEN Thank Yau In Advance (Universal)

JOY ENRIQUEZ Tell Me Haw You Feel (LaFace/Arista)

GERALD LEVERT Dream With Na Love (Motown)

PHAT CAT PLAYERS {/SLATER THORPE Those Days (Parlane)

PRU Candles (Capitol)

RUFF ENDZ Where Does Love Go From Here (Epic)

SILKK THE SHOCKER He Did That (No Limit/Priority)

KEITH SWEAT f/LIL" MO I'll Trade (A Million Bucks) (Elektra/EEG)
SYGNATURE Rain (Columbia

—Tanya O’Quinn
Asst. Urban Editor

Audience at
10 MILLION
and Growing!!

4 NEW ADDS!!

WBOT
WCDX

Boston
Richmond
Raliegh Durham
Los Angeles

ON 66%
OF THE
PANEL

WQOK
KKBT

MONITOR RAP CHART 22*
R&R URBAN (D

ADDED ON m MEDIUM ROTATION i‘g @ '
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THE PEOPLE.. OohWee(Wameers)
Tota Pays. 529, Total Stations. 41, Adds: 2

OONELL JONES This Luv (Untwchables/LaFaca/Ansta)
Toai Plays: 525 Total Stations: 46, Adds

GURU W/ANGIE STONE Keep Your Worries (Virgin)
Toa Plays: 468, Total Stations: 44,
& JOECommg... {Motown)

OEBE WINANS F
Total Plays. 462. Total Stahons: 34, Adds.
SPARKLE t's A Fact (Mofown)

| Towi Plays: 417 Total Stations: 44,

MLYEL (Fo’ ReeI/Umversa/)
Tota Plays 414, Total Stations: 8. Adds: 4

RELD MOB Project Dreamz ‘L!MCA)
Yot Plays: 412, Total Stations: 38,

SCARFACE It Ain't (Part II) (Rap -A-Lot)
Tow Plays: 385, Total Stations: 4
m T.E.LA. (Rap-A-Lo!) -

NACK EYED FEAS Weekends (/ntavscope)
Toul Plays: 377, Total Stations: 3

€40 FNATE DOGG Nah, Nah JSuck Wid' It/Jive)
Toa Plays: 357, Total Stations: 37,

WHITNEY HOUSTON Fine (Anm;
Total Plays: 313, Total Stations: 53, Adds

OUTKAST B.0.8. (Laface/Arista)
Total Plays: 302, Total Stations: 26, Adds: 1
NEXT Beauty Queen (Arista,

Total Plays: 299, Total Stations: 46, ;9
NOMP:”AH 1 Can Tell_ (Univarsa/)

MZFMAG-OHLMMeBeTheOne(TVT)
Total Plays: 231, Total Stations;: 27,

SUMM CUTTA-CALHOUN l’s()( mefastest/EEG)
Totat Plays. 224, Total Stations: 18, Adds:
Ll'KHHowManthc‘s(aumMndeas/Awnw)
Total Plays: 221, Total Stations: 44, Adds
BLAQUE As If (Play-Tc
Total Plays: 201, Total Stations: 20 ﬁs)

COLE FAOUEEN lM'lFAHICanDoToo (Capitol)
Total Ptays: 193, Total Stations. 23

DEAD PREZ Mind Sex {L%
Total Pays: 193, Total Stations: 23

Songs ranked by tetal plays

JAGGED EﬁGE Let's Get Married (So 50 DeI/Co/umb/é) o

AVANT Separated (Mag/c Johnson/MCA)
NELLV Country Grammar (Fo’ Reel/Universal)
DONELL JONES Where | Wanna Be (Un!ouchables/LaFace/Ansra)‘
LUCY PEARL Dance Tonight (Overbrook/Pookie/Beyond)
CARL THOMAS | Wish (Bad Boy/Arista)

JOE | Wanna Know (Jive}
AALIYAH Try Again (BlackGround/Virgin)

MARY J. BLIGE Your Child (MCA)
TONI BRAXTON He Wasn't Man Enough (LaFace/Arista)
DMX Party Up (Up In Here) (Ruff Ryders/IDJMG)
SISQ0 Thong Song (Dragan/DeI Soul/lDJMG)
MI.IYAH I Don" tWanna (BIackGraund/Pnanry)

DONEI.I. JONES U Know What's Up (Umauchables/LaFace/A.nsra)
MISSY “MISDEMEANOR" ELLIOTT Hot Boyz (Eaeresl/EEG)
OESTINY'S CHILD Say My Name (Columbia)
JUVENILE Back That Thang IJ; (Cash A-/Ia.ney/Universal)
MONTELL JORDAN Get It On...Tonite (Del SauI/IDJMG)
JAGGED EDGE He Can't Love U (So SO Det/Columbia)
Q-TIP Vivrant Th_ung (Def Jam/IDJMG)

":_ ""' WBLD/LouIvaIIa
Jam

TIMBALAND & MAGOO Wa At 1t Again
TRICK DADDY Wakin' Liks A Hoe

JUVENILE (MANNY FRESH | Got That Fire
JAY-Z Jpga My N°"°a
FOXY BROWN

Hot Spot
BONE: THUGS-N-HARMONY Can't Give It Up
RAM SQUAD Ballers (Up In Here)

11aim

584 B0YZ Whodi

YOUNGBLOODZ 85

JT MONEY Who Dat
BLACK ROD (LIL° KIM... Espacio
PASTOR TROY No Mo’ Piay In G.A.
LOST BOYZ Renee

THREE 8 MAFIA Who Run It

LIL' JON UTHE EASTIDE BOYS | Like Dem
MASTER P How Ya Do Oat

EVE {/DRAG-ON Let's Talk About...
DRAMA Double Time...

4pm

YING YANG TWINS Whstle While You Twerk
PUFF DADDY & THE FAMILY Alf About The Benjamins
YOUNGBLO00OZ 85

OL’ DIRTY BASTARD Got Your Money
MIRACLE UPASTOR TROY Bounce
PASTOR TROY No Mo’ Play InG.A.

GOODIE MO8 Celi Therapy

ORAMA Left. Right, Left

LIL’ JON I/THE EASTSIOE BOYS | Like Dem
JUNIOR MAFIA Piayer's Anthem

TONY TOUCH The Diaz Bros.

LOX Recognize

8pm

ORAMA Lett, Right, Lett

DJ CLUE I/DMX it's On

LL COOL J Imagne That

MASTER P Hot Boyz And Girls

OR. ORE (/SNOOP D0GG... Xxplosive
METHOO MAN & REOMAN Da Rockwilder
ROONEY-0 & JOE COOLEY Everiasting Bass
TRICK OADOY Walkin' Like A Hoe

TRINA Pull Over

JAY-Z Who You Wit

CAM'RON What Means The Worid To You
YOUNGBLOOOZ 85

. KELLY | Wish
WYCLEF JEAN /MARY J. BLIGE 911
GERALD LEVERT Baby U Are
RAM-Z L et Me Be The One
DESTINY'S CHILD Independent Women
MYSTIAL Shake Ya Ass
TRMA Pull Over
AALIYAH Back & Forth

JANET Doesn't Really Matter

KANDI Don't Think I'm Not
SOMETHIN' FOR THE PEOPLE... Ooh Wee
BURU /ANEIE STONE Koep Ya Worrnies
DE LA SOUL. Oooh

11am

JANET Doesn't Really Mafter
CON FUNK SHUN Love's Train
MARY B. BLIGE Your Child
LAURYN HILL Doo Wop (That Thing)
AVANT Separated

IDEAL Whatever

NICOLE Make It Hot

JOE Treat Her Like A Lady.
81800 Thong Song

MARY J. BLIGE Deep inside
BOYZ I MEN Pass You By

4pm

OMX 1/SISQD What They Want
TON! BRAXTON Just Be A Man About it
COMMON The Light

MISSY ELLIOTT Hot Boyz

CARL THOMAS | Wish

LUCY PEARL Don't Mess With My Man
KELLY PRICE Friend Of Mine

SHYNE I/BARRINGTON LEVY Bad Boy Anthem
YOLANOA ADAMS Open My Heart

OESTINY'S CHILD Say My Name

8pm

COMMON The Light

NEXT Too Close

BIG PUNISHER 100%

KELLY PRICE Vau Should've Told Me
1DEAL Wh,

JAY-Z WEMPHIS BLEEN... Hey Papi
OUTKASTB.0.8.

OMYX (/SIS0 What They Want

NAS Street Dreams

Networks. Tuned-In is based on sample hours taken from Monday 9/11. © 2000, R&R Inc.

@ Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio

GURU FEATURING ANGIE STONE

THE FIRST SONG FROM THE ALBUM

GURU’S JAZZMATAZZ

SEREE 1 S(

MACY GRAY, HERBIE HANCOCK,

™\ |
A

=

-

BILAL, CRAIG DAVID,

ISAAC HAYES,

DONELL JONES, KELIS, AMEL LARRIEUX, LES
NUBIANS, THE RCOTS, ANGIE STONE AND MORE

www.houseofguru.com

www,virginrecords.com

2000 Virgin Reecords America, Joc
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Reporters

Stations and their adds Ilslad alpllaballcally by market

e e
e T - -

e

= = h. = =
WAIZ/Albany, WY * . MY * KXDA/Daltas-F. Wert, TX * WOHH/Lansing, MM WEDRMami, FL *
PO M Margen: POAO: Ship Otiiont . POAMD: Ship Chastiom POMD; OBt Jomos Thomes
MD: fon Wiliams: oA 2 RKELLY Weh 10 WHITNEY HOUSTON Fow' POAMD: Cadvic Hollywaed
17 CARROER Town” 1 MUYEL 10 RKELLY Wen® 27 RKELLY Wen
14 R KELLY Weh™ 1 MUSIOFrands” METHROME Body” 18 WHITNEY HOUSTON Frn'
4 KNS 1O Bonsy’ Farr 2 GURLWINGIE STONE Worres
WHITHEY HOUSTON Frw” WWWZ/Charlesien, SC * CHANTE MOORE “Stagh” M MAS 2 CHAMTE MOORE “Siagre”
OMAD: Tory e DESTINY'S CHILD “Wosmery
MD: Roa Spiuckaveilie: R
KBCE/Alexandria, LA 2 RKELLY “Wen® WROU/Dayton, O * WOTF Lexiaglon-Fayetie, KY *
MLPD: JoyMichasks S aToN T POAD: Masso Simmens WPy ey Flka WEKV/Siwaukes, W1 *
ND:RJ.Pelk MAAUMALS B 9 RKELLY Wesh™ WEUP Hustsvitte, AL * PO: Kaven Josien: PO: Gory Youg .
5 WHITNEY HOUSTON Fow' Boty’ MUSIQ Frencs” . MD:Gombi Haviosn M0: DocLove 25 WHITHEY HOUSTON Fe™ 11 RKELY Wen™
5 R KELLY W Ry MUS0 Frends” 19 R KELLY ‘W™ FORAG-ON Lot MUS0 Frends”
5 MAAUNALE Dk 1 RIGLLY Wet™ WHTNEY HOLSTON Fre ; mm_t:‘vr\[w UL KM Lidks m‘%l&{"?"f’ MM/ Visa, 0K *
§ Whene WPEG/Chariote, NC* | WDTJDobot, Wi * ot T St rar ' el o B
§ KN Tos® PO: Ansios Covesn O Jamen Alesander a OAEHOLUSTEA W) . 3 RKELY Wt
el 20: o 0ot X WHTIEY HOUSTON P KVSP/Ohahoma City, OK KDKSSivovepert, LA ARIELYY
2 RELY Wer D Paillp Balome PO: Bviaa Wance KPR/ Rock, AR * PO: Toury Mundey et
WHTA/Aisata, GA * 15 LILZANE F112"Calin™ 20 A KELLY Wen D Ky Vaughn d 40 Eddle Brance sars WA & ABEL St
0 2 7 ATl ooy 37 RAELLY Wer' ORVPOAMD: Jos Bustr WSLX/Mebile, AL * S ALKELLY Wah 10 MUYt COLE FAQUEEN AT Tar
 Darrell Johausn 5 WHITNEY HOUSTON “Fire' DESTINY'S CHILD “Women UL KM L™ 4 TN Froaly™ POND: y Reshen 2 AN o™ 10 RLKELLY “Weh ey’
APD; Fyn Commsen 1 OO L T ey’ 3 RIELY Wen - Myreads 2 DOLEFOUEENLATWAH T 5 LKM Lk WHITHEY HOUSTON Fre
MO: Rosmens Debemcx 2 METHRONE Body” LUDACRSS “Farkany” 1 WHTHEY oty
1 N0 Beaty’ LUK Lsss™ 14 R KELLY ‘Wesh' KANE & ABEL Shake’ WHITNEY HOUSTOM Fune'
RRELLY e , WL MAMAS Bk NETHAONE ooy VETHRONE By’
VAN Fest* WITT/Chattane0g2, TN® | ypips & Py Michao! Saamd WJIMI/Jackson, M$ * SCARRACE “AinT" W Fromky™
MOTHUGSFAAYZE. “Lwn™ PO: Kol Longacher APOMD: rig POAID: Sion Sraneen LA WESE/Tepelo, MS
Magic 10 R KELLY Wb 7 WHTNEY HOUSTON o™ . ,
31 RIELLY Wer 2 WHITNEYHOLSTON Fow” 1 VRO ooy 5’3:_‘”"" A WIWZMonigomery, AL | WHM/Orlanéo, FL * mm:: mmx
WVEE/Atlasta, GA * e VAL NI nesed RKELLY Wer 7 CAMRON Means POMD:0-Rock PO: Fuss Allon 2 WSO Frants s
PD: Tomy Srown LM "Loks WYCLEF JEAN 911 UM Loks™ 5 R KELLY “Wishn %0 A KELLY “Wish™ . MO JayLove 2 MUYEI” R KELLY Wish”
MO Totha Love WAL MALSS Bk DO OR DIE V1P AAM-ZFDRAG-ON Let” KN L™ WYCLEF JEAN 311 2 206 Treat" 19 LICKM Lo’ MUSO Frends”
24 R KELLY Wt LADE BAC "One’ 19 R KELLY ‘Wen™
2 YOLNDAAS e
§ AL M et WAN/Dotan, AL KPAS/Xansas City, MO * | WBLOAowtsville, KY * WIHT/Monigomery, AL KATZ/S1. Louis, MO *
4 M oS WGC)/Chicago, IL * POAMD: Tamy Binck PO: Sam Weaver /Prog.. Tomy Flolds PO: Durryl Elioft Whilmlphla PA° PO: Chusck Alking o
OMPO Loy Smith 12 DINAGICMIKE Groove mmh PO: Kares Jorden MD: Michasi Lang PD: Mawrice MO Deiste ’ ngton,
e 10 R % ""‘i‘u”m el by W At i e % Woiee e et
3 1 Wen' 5 M LN 4 TBATELA® 16 R KELLY W'
WFXA/Augusta, GA * 2 ALY W : 7 METHROME B0y UK S 13 PRETTYBOY MG VMDA IOAS W BGTYMERS S
PO: Rober Eavler LT HOSTON T vt o e o WMo R e 4 RAELLY W
MO:Yooa Symens MAUMAS Bok® WHTNEY HOUSTON Fo SYLKE FYHE/SNOOP. St 1] O Beaty”
% AKELLY W . LADEBAC O™ NAUMALS B WHITNEY HOUSTON Fo
T T WIZF Cincisaati, OR NSIVENLE Newr RELDMOB Propat
Ty VP Proy.:Tomy Fioks WHBX/Tallakasses, FL
AN Freaky” MD: Torri Thames WGZB/Louisvie, KY * WUSL/Philadeiphis, PA * | ActingPD:SheriFine
$ ALY wer e Voo oy el WOAUMyrtie Beach, SC | Vo bl e WIKS/Witmington, DE
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STEPHEN SIMMONDS | Can't Do That (Priority) l cHAquG mzs That Other Woman (Arlantlc) 308/89 333
Total Plays: 157, Total Stations: 20, Adds: 1 Total Plays: 103, Total Stations: 16, Adds: 5
JOHNNIE TAYLOR Soul Heaven (Malaco) DONELL JOMES This Luv (Untouchabies/LaFace/Arista)
Total Plays: 131. Total Stations: 4, Adds: 1 Total Plays: 103, Total Stations: 14, Adds: 2 JiLL SCOTT
LUCY PEARL Don't Mess With My Man (Overbrook/Pookie/Beyond) JANET Doesn't Really Matter (Def Soul//DJMG) Gettin’ In The Way (Hidden Bnch/Ep:c)
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LIBERTY CITY FLA. Who's She Lovin' Now? (HarrellJive) JEFFREY OSBORNE Kreepin' (anare Music/Windham Hill) 1;
Total Plays: 120, Total Stations: 11, Adds: 1 | Total Plays: 99, Total Stations. 6. Adds: 0 356/59 293
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[URBAN AC CHART @ | WILD, WHUR, WDAS, WOMG, WALR,
WCFB, WBAV, WMCS, WMXD, WYLD,

NEW THIS WEEK:
WVAZ/Chicago KQXL, KOKY, KMJM, KMJK, KDKO, KJLH

hi ALSO HEARD ON:
WM%‘Q’::,‘,‘,:‘;‘.’,“’.;‘A” WHQT, WSOL, WFXC, WZAK,

KJMS, WBHK, KMJM, KRNB @
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100% Passion —-100% Patti!

Patti LaBelle

call me gone

The First Single from the New Album
' When A Woman Loves
In Stores October 24th

All Tracks Written by Award-Winning
Songwriter Diane Warren

#1 MOST ADDED

AT URBAN AC!!

Single Produced by Jimmy Jam & Terry Lewis
for Flyte Tyme Productions, Inc.
Co-Produced by “Big Jim” Wright
Management: Gookie Inc.,

Stacey Holte / Paz Inc., .. Armstead Edwards

www.pattilabelle.com www.mcarecords.com

Added Gut Of The Box @ 26 Stations:
WRKS KJLH WVAZ WDAS KRNB KJMS KOKY WFLM WLVH

WMXD WDMK WILD WHUR WMCS WSOL WMGL WKXI  WAGH
KMJQ KMJK KMJM WIZAK WBAV KOXL WLXC WRBV

AN . aMeticantadlo
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CAHL THOMAS I Wlsh (Bad Boy/Ansta)

MARY MARY Shackles (Pranse You) (CZ/Columb/a)

KEVON EDMONDS No Love (I m Not Used To) (RCA)
ANGIE STONE No More Rain (In Th|s Cloud) (Ansta)
JOE | Wanna Know (J/ve) o B
kEVON EDMONDS 24/7 (RCA)
- MAXWELL Fortunate (Rock Land/lnterscope/Cqumb/a)
TRHENH Spend My Life With You (Warner Bros.)
DONELL JONES U Know What's Up (Untouchables/LaFace/Arista)
TEMPTATIONS I'm Here (Motown)
BRIAN MCKNIGHT Back At One (Matown)
D "ANGELO Untrtled (How Does It Feel?) (Chesba Sound/NVirgin)
CASE Happily Ever After (Def Jam/IDJMG)
TONI BRAXTON He Wasn't Man Enough (LaFace/Arista)
GERALD LEVERT Mr. Too Damn Good (EastWest/EEG)

JESSE POVIEI.I. You (Silas/MCA)

——

o e

ERIC BENET When You Think Of Me (Warner Bros.)
PHAT CAT PLAYERS F/COCO BROWN Sundress (Parlane)
TYRESE Sweet Lady (RCA)

- e i e - et s

DEBORAH COX Nobody's Supposed To Be Here (Anista)

URBAN AC

?:sa'otcub\qco---scaooc--ccoa.--tc.no"--scoo.-,o-c.oo

GERALD LEVERT Dream With No Love (Motown)
PRU Candles (Capitol)
RUFF ENDZ Where Does Love Go From Here (Epic)

|_SEE, WHAT'CHA NEED IS... |

two dope female lyricists, exclaims Asst, Urban Editor Tanya 0'Quinn to Roc-A-Fella's
Damon Dash (center, kneeling). Trying to impress Dash with the MC skills they learned in
Catholic School, 0'Quinn and Asst. CHR Editor Renee Bell auditioned for him when he and
Def Jam’s Motti Schulman (3rd from right) brought by some of the Roc-A-Fella crew,
including DJ Clue (fourth from left) and Beanie Siget (second from right). Dash 4aid the
duo had potential and to call him. One thing, he didn’t leave a number. Does anybody have
a number on Dash?

R&R/MEDIABASE 24/7
URBAN AC
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WFXC/Raleigh q WHUR/Washington
3am 3am
TEMPTATIONS Treat Her Like A Lady
o ol e A RACHELLE FERRELL Satisfied
W. HOUSTON & D. COX Same Script... D RTHARAT8 R. FOACE Ty (s (G0 Yo
GROVER WASHINGTON Just The Two O Us LT TAYLOR How
PNALESAMICRENRIRL” REGINA BELLE Baby Come To Me
TEDDY PENDERGRASS Turn Off The Lights st
TOLANSIS BBAMSE Gpaiy i KEVON EDMONDS Love Will Be Waiting
STAPLE SINGERS L‘BIS Do 1t Again CHAKA KHAN End 01 A Love Aftair
ATLARECELIRIgNACs GEORGE BENSON Kisses In The Moonlight
RNl Bt LUTHER INGRAM (If Lovin’ You Is Wrong) ...
AFTER 7 Ready Or Not
$.D.5. BAND Take Your Time
KEVON EDMONDS No Love
11am
11am
LISA STANSFIELD Al Around The Worid SPUR OF THE MOMENT in My Comer
BOYZ Ii MEN Pass You By MAYSA Got To Be Strong
PARLIAMENT Flashlight EARTH, WIND & FIRE Love's Holiday
CHERYL LYNN Encore KYLE EASTWOOD Why Can't We Live Together
DONELL JONES Where | Wanna Be KEVON EDMONDS Love Will Be Waiting
MICHAEL JACKSON Remember The Time ANGELA BOFILL I'm On Your Side
MAXWELL Luxury: Cococure CARL THOMAS | Wish
RUFUS YCHAKA KHAN Ain't Nobody ERYXAH BADU Bag Lady
YARBROUGH & PEOPLES Don't Stop The Music
MARY MARY Shackles (Praise You)
COMMODORES Zoom
JOE All The Things 4pm
4pm
LV A Woman's Gotta Have It
D-TRAIN Something’s On Your Mind _
MAXWELL Sumthin® Sumthin’ mgﬂ‘:sm”‘amw
SOUNDS OF BLACKNESS Optimistic &l SodTIeE
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