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COUNTRY HIGHLIGHTS

GEORGE STRAIT
One Night At A Time (mCA)

* k & ATRPOWER * % %

VINCE GILL * A Little More Love (MCA)

BROOKS & DUNN * Why Would | Say Goodbye (ARISTA)
SAWYER BROWN -+ Six Days On The Road (CURB)

NEW RELEASES
TRACE ADKINS ¢ / Left Something Turned On At Home (CAPITOL NASHVILLE)

LONESTAR * Come Cryin’ To Me (BNA)

REBA MCENTIRE * /’d Rather Ride Around With You (MCA)
RICOCHET * He Left A Lot To Be Desired (COLUMBIA)
BILLY YATES « / Smell Smoke (ALMO SOUNDS)

Why Does Music Row Have A Problem With
Country Radio? Writers, Execs Respond

by Phyllis Stark

Country radio has an image problem
on Music Row.

In any gathering of songwniters, pub-
lishers, journalists, A&R executives,
arust managers—in short, any gather-
ing that does not include radio pro-
grammers—country radio is blamed
for evervthing from the lack of record
sales to the weather.

Consumer journalists rarely have
anything nice to say about radio in
print, particularly when it comes to the
issue of research. In a pre-Country Ra-
dio Seminar column headlined “Proper
Use For Research: Circular File,” The
Tennessean’s Tom Roland wrote, “It
doesn’t take a rocket saentist to realize
thatradio’s . . . overuse of research is the
main reason country has stagnated. Sta-
tions continue to 1ignore gut instincts
and program almost strictly by the
numbers. It’s a central issue in why
country radio, once the most diverse
and passionate format on the dial, has
become boring.”

In a recent issue of Music Row,
columnist Rusty Russell detailed a fic-
titious conversation in which one of
his Music Row sources blamed radio
programmers for the bad weather
Nashville had been having. In the same
issue, a reader took radio to task in a let-
ter: “I wonder about country radio’s in-
tegrity and genuine dedication to the
genre and its real fans when they dis-
continue playing a song because some
faceless entity in a back room deddesiit’s
‘too country.’”

At the heart of the issue is the fact that
radio and the music industry are in sep-
arate businesses, with very different
agendas. Creative Music Row types
have a hard time accepting that radio’s
primary goal isn’t to sell records, and ra-
dio programmers are frustrated that
the music industry doesn’t seem to un-
derstand that ther primary responsibil-
ity is to get ratings. An equally sticky
problem is that radio wields so much

Monitor Classifieds

power in the process of determining
what becomes a hit, that many people
who don’t have daily contact with radio
programmers—and even some who
do—are a little afraid of it. In fact, most
of the industry executives contacted for
this story chose their words carefully
when talking about their frustrations
with radio.

“We rely entirely on [radio] to break
commerdial acts, so A&R people some-
times feel like we're powerless, that we
turn in great music and radio comes
back and says, ‘Our listeners say it’s not
great,’ ” says Paige Levy, senior VP of
A&R at Warner/Reprise.

Radio is “the lifeblood of Nashville,”
says Norbert Nix, VP of national pro-
motion/artist development at Mercury
Nashville. “Touring . . . will sell records,
but you're not going to tour unless you
have a hit record, and we count on
country radio heavily for that.”

Dawvid Conrad, senior VP of publish-
er Almo/Irving Music, says radio exer-
ases “a monopoly in the performance
of our songs . . . With the monopoly
comes an inordinate amount of power,
[and] there’s going to be abuse of that
power and creative and artistic differ-
ences of opinion.” As for radio’s impor-
tance, Conrad says, “Hit means radio.
Those are interchangeable terms.”

“You need radio’s support to break a
new artist or continue with an artist that
has a career,” says Melanie Howard, a
partner in song publisher Harlan
Howard Songs. “Radio does have a lot
of power, and it’s getting more power
... There are a lot of good songs avail-
able in this town that don’t even make it
to the album [because] people are kind
of fearful that . . . country radio’s not go-
ing to play it.”

BORING AND PREDICTABLE?
The most commonly heard gripes
about country radio from those on Mu-
sic Row are that it is boring and pre-
dictable, too focused on the bottom line,
Continued on page 6
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“-nelly..a terrific singer who's Joth county
AND different.

-Craig Scott Country radio canscltant
am 100% behind °1 Smell Smake”. gt €= it.”

Le= BayleyLountry radio censt ltant

“Billy Yetes is pure zountry...] was blown away.”
Kaih Moaomery/KAJA-San Antonio
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i Heston losten and Jon Guynn have been
named to new senior positions on the Airplay
Monitors by Howard Lander, president of the
Billboard Music Group.

IHosten, who is leaving his post as director of
radio and charts for Broadcast Data Systems
(BDS), has been named Airplay Monitor editor
in chief, responsible for ecli-
torial content in the four edi-
tions of Airplay Monitor.
Hosten, a five-year veteran
of BDS, worked his way up
from adiministrative assistant
to R&B administrator before
being narned to his present
post two years ago. Before
Joining BDS, he majored in
public administration at John Jay College of
Criminology and business administration at La-
Guardia College.

[Hosten has served as BDS' chief haison with
the Airplay Monitor publications and was re-
sponsible for dramatically increasing the num-
ber ol monitoredt stations m several formats. In
[ his new capaaty, he will be responsible, in part,
|

Hosten

for creating a greater synergy between the two
organizations. He'll work with Airplay Monitor
| editor Sean Ross and the Airplay Monitor man-
aging editors to create a greater focus on the

Monitor Names Hosten, Guynn To Senior Posts

BDS informartion that is at the heart of Airplay
Monitor.

Guynn, currenily national advertising manag-
er lor the Airplay Monitors, is promoted to gen-
eral manager. He retains his sales duties while as-
suming responsibility for Airplay Monito
business operations, including production, mar-
keting, finance, and arculation.

After working for IBM in Toledo, Ohio, and
The News-lHerald in Cleveland. Guynn joined
Billboard in May 1989 as ad-
vertising sales representative,
based in New York. He relo-
cated to Los Angelesin 1992,
when he was named Bill-
board’s Western advertising
manager. |le became Air-
play Monitor’s first full-time
employee when he was
named national advertising

Guynn

manager in [993.

Both positions take effect May 5 and report
to Lander, who also serves as publisher of Bill-
board.

“This reorganization ensures the Monitor
publications of enthusiastic and talented leader-
ship that will enable us to continue growing this
important operating division of the Music
Group,” said Lander.

RADISSACTIVE sy s

Evergreen Buys KKBQ; KSAN Moves To 107.7

|r | KBQ-AM-FM Houston is being sold

| along with sister stations WGCI-AM-
L FM Chicago and KHKS Dallas, for
$340 million. Evergreen is in the process of merg-
ing with Chancellor Broadcasting to form the new
Chancellor Media, which will own and operate 101
stations when all pending deals have dosed. In re-
lated news, top 40/rhythm KYLD (Wild 107) and
country KSAN wilt swap frequencies as part of a
deal in which Susquehanna Broadcasting buys
KYLD’s 107.7 frequency from Evergreen Media
along with the transmission facility and call letters of
Chancellor’s KSAN for $44 million. Chancellor will
move KYLD to KSAN's 94.9 FM frequency. Also,
KSAN overnight jock John August is out.

Tom Kennedy, GM of WNOE New Orleans
and sister stations KKND and KHOM, exits. Clear
Channel VP Stan Webb is handling his duties for
now.

Former WKHK Richmond, Va., PD Mark
Richards joins KMPS Seattle as PD. He replaces
Alan Sledge, now at WUSN (US99) Chicago.

Dean McNeill exits WUSN, where he was di-
rector of marketing and promotion, to join
WQHK (K105) Fort Wayne, Ind., and sister sta-
tion WMEE as OM. He will also be PD at WQHK,
replacing Jeff Davis. Back at WUSN, Susan Sulli-
van joins for middays from that shift at crosstown
WYSY. Middayer Bill Garcia moves back to
evenings, bumping Jeff Henschel to overnights.
Former overnighter Corey Duke exits.

Fred Horton is named OM for WGKX (Kix
106) Memphis. He was OM for WGNA-AM-FM
Albany, N.Y. , and sister stations WTRY and
WPYX. WGKX PD ].L. Fisk remains in place.

KSSN Litde Rock, Ark., PD Greg Mozingo is
upped to program manager at KSSN and sister
station KMVK. Chad Heritage, APD at KMVK, is
upped to APD/MD for both stations and will move
from middays to afternoons at KMVK. Tom
Travis, who was PD/p.in. driver at KMVK and MD
at KSSN, is now PD at KKIX Fayetteville, Ark.

Crash Davis joins WBTU Fort Wayne, Ind., as
PD/morning host. He replaces Barry Hill (aka
Stormin’ Norman), now with RCS. Davis arrives
from KIGN Cheyenne, Wyo. Also, Doug Clapp
from WDJB Fort Wayne joins WBTU as produc-
tion director; replacing Johnny Roberts.

WYYD Roanoke, Va., OM/p.m. driver Kenny
Shelton reassumes PD duties at the station and re-

linquishes his OM title and pr ing duties at
sister rock station WROV. PD/MD Robynn
Jaymes once again takes on APD duties to allow
her to concentrate on the morning show she is now
hosting. ND Suzy Redd exitsand has not yet been
replaced. Also, midday hosts Scott Walker and Rip
Wooten swap shifts, with Wooten now handling 10
am.-1 p.m. and Walker doing 1-3 p.m.

Tom McGuire is the new PD of KBOB Daven-
port, lowa, replacing Gail Austin. He last operated
his own Frugal Consultant programming firm.

KYCY San Frandsco overnight jock Steve Jor-
dan adds the MD duties previously handled by PD
Eric '

Country outlets WKSJ-AM-FM and WDWG
Mobile, Ala., and sister stations WRKH, WMXC,
and WNTM have been sold by Capitol Broadcast-
ing Co., to Clear Channel Communications for
$24 million.

WJLM Roanoke, Va., has been sold by WRIS
Inc. to Capstar for $3.1 million. An LMA begins
May 1.

\)\]’HHY Montgomery; Ala., AM sister of WJCC
(Cat Country 102), flipped from oldies to ABC Ra-
dio Networks’ Real Country format April 14.

Country KCRL Lafayette, La., flips to adult stan-
dards, picking up the format of sister station KSIG,
which flips to AC.

Former Inside Radio president Steve Butler
launches the new Haddonfield, N.J -based Ra-
dioPix Inc., spedalizing in video products for the
radio industry.

Barbara Silber joins MediaAmerica as director
of affiliate relations. She previously was with S|S
Entertainment.

KEEY (K 102) Minneapolis swing jock Toni Dil-
lon joins WQMX Akron, Ohio, for middays,
where she will use the air name Toni Foxx. She re-
places Kathy Cistone. Also, MD/morning news an-
chor Bill Shiel comes off the air to concentrate on
his music duties. Mark Richards, morning sports
anchor at sister station WAKR. adds morming news
duties at WOMX.

Tobi Lyons joins WKHX-FM/WYAY Atlanta as
promotion director from crosstown modern rock
outlet WNNX (99X), where she held the same po-
sition. She succeeds the late Andy Guzman.

WCUZ Grand Rapids, Mich., p.m. driver Mike
Tinnes exits.

Top 40 WVSR-FM Charleston, W.Va, night jock
Kidd Conley is now P/T at WWYC Lexington, Ky.

hen I was MD) at \WWSM Nashville, |
answered the pnone one day to
hear a sweet, soothing female voice.

“Wacdle, this is Mae Axton calling.
[How are you today?"

[ had a lot of surpnses while working in ra-
clio, some more pleasant than others. This one
was a real chart-topper.

[ thought to myself that this internationally fa-
mous lynast who wrote Elvis Presley’s “[eart-
break Fotel” must have opeaed a record pro-
motion firm and found my name on a list of
MDs. [ was clead wrong. Axtan continued, “You
probably don't remember meeting me. but we
met backstage at the Grand Dle Opry house a
few years ago. | was there wid1 Tanya Tucker.”

After 1 had acknowledged that vivid memo-
1y, Axton confessed that she lislened regularly
to my “Sunday Morning Country Classics”
show on WSM and strongl~ suggested that 1
work a tew more Eddy Arn»ld songs into the
show. | felt somehow that this wasn’t the real
reason or her call, and I was right.

“T’'m having a litile get-together up at my
place in Hendersonvilte [“enn.] for Milton
Berle, and | was wondering # you would like to
come,” she asked. Berle wa: coming to Nash-
ville to tape a TV show, | beleve. At any rate, 1
was floored by her invitation and quickly said
yes. She gave me a brief set of directions to her
home and thanked me for taking her call. Be-
fore she hung up, she told me that she was par-
tial to Arnold’s hit “You Don’t Know Me” and
said goodbye.

Not being personally acquainted with Axton,
1 thought it was peculiar that this particular
Arnold tune had made suct an impression on
her, since it was atop 10 hit fiom 1956, the same
year Presley went on his rack’n’roll rampage
with “Heartbreak IHotel.” Funny, I thought to
myself, if | had written “Hzartbreak Hotel,”
there pobably wouldn't be a hell ofa lot else I'd
remember about that paiticular year. [ went to
the vaults and pulled “Ileartbreak Hotel,”
dosed my affice door; and cranked it up loud.

{ did a litle armchair research about “Heart-
break Hotel” and found that it was a bigger

| Mae Axton Fondly Remembered

country hit than pop hit, with 17 weeks at No.
1 on the country best-sellers list and eight weeks
at the top of the Hot 100.

The following week, at Axton’s party, 1 found
her to be a good-natured, charming hostess. I
was impressed with how personal she was with
evervone in attendance. She had these won-
derful, sparkling, coffee-brown eves, and had
her hand on the anns of her guests almost the
entire ime she was speaking to them individu-
ally. She spoke ina warm, reassuring tone, and
it was obvious that she had legions of admirers.
But she was also mindful of not upstaging her
guest of honor, Uncle Miltie.

As | drove home from the party, [ wished I
had brought a guest along so I'd have a witness |
10 testity to how cool the whole thing was.

Axton clied April 9at her Hendersonville res-
idence of undetermined causes. She was born
in Fort Worth, Texas, and had a long and brl-
liant career in music.

She worked as a publicist for Col. Torn Park-
erin the '50s and handled management duties
for Amold, Presley, and [Hank Snow. Her co-
writer on “Heartbreak Hotel” was a Florida
musican named Tommy Durden, and Presley
cut the song during his debut session for RCA
in earty 1956.

Her first Nashville friends were Cousin Min-
nie Pearl (Sarah Cannon), Roy Acuft, and the
great Fred Rose, and she wrote songs for other
artists, including Patsy Cline and Recl Foley. She
ran her own record company for a while, too.

Axton’s son, Hoyt, is famous for writing
Three Dog Night’s "Never Been To Spain” and
“Joy To The World" and recording a string of
country hits that includes 1974’s dassic “Boney
Fingers.” Mae Axton was preceded in death by
her husband, John Axton, and another son,
John Axton Jr.

Axton was one of Nashuville’s true characters,
and one of its most identifiable leading ladies.
She helped and encouraged young stars and
befriended countless others who tound them-
selves chasing stardom, includling Willie Nelson.

Axton was a powerful ambassador for coun-
try music, and her absence will be sorely felt.

ON THE ROW

Pareigis Exits Almo;
Bud Wendell Retires

| arry Pareigis exits his position as di-
rector of national promotion at Almo
| Sounds. No replacement has been
I named. Pareigis is rumored to be
joining Seny Music’s new Monument Records as

VP of promotion, although there was no confir- |

mation from either side at press time. Also,
Michelle Laws joins Almo Sounds as marketing
coordinator. She most recently was national sales
coordinator at Warner/Reprise Nashville.

E.W. “Bud” Wendell, longtime president/CEO
of Gaylord Entertainment Ca., is retiring. COO
Terry London will replace him.

As first tipped here March 14, Wynonna moves
from Curb/MCA to Curb/Universal, where she
will be the flagship artist. She is currently in the
studio recording her first project for the label with
producer Brent Maher. It is scheduled for a fall
1997 release.

Decca Midwest regional Buck Stevens exits.
April Barber, formerly of Skip Stevens Promo-
tions, will replace him at the end of the month.

Former Rounder Records act the Delevantes
have signed to Capitol Nashville and are com-
pleting an album set for a July 15 release.

CMT is promoting its weekly “Top 12 Count-
down” show with a four-week promotion, CMTs
Top 12 Sweepstakes, running April 17-May 15.
The grand-prize package includes a weeklong trip
for two to Nashville during Fan Fair and a dozen
events for the winner to attend, including a party
on a houseboat with Little Texas, a recording ses-
sion with Paul Brandt, dinner with Bill Engvall,
and a guitar lesson with Anita Cochran.

Added to the lineup of presenters for the 32nd
annual Academy of Country Music Awards are
Ty Herndon, Ashley Judd, Jay Leno, Martina
McBride, Patti Page, Stone Phillips, Riders In
The Sky, Pam Tillis, Tanya Tucker, and Chely
Wright. The awards will be held April 23 in Los
Angeles.

Reprise artist Victoria Shaw was nominated for
an Emmy Award in the category of best original
song for “All For The Sake Of Love,” which she
co-wrote with Earl Rose for the daytime soap “As
The World Tums.” The song also appears on
Shaw’s self-titled sophomore Reprise album,
scheduled for a May 20 release. The Emmy
Awards are May 21 in New York.

Jim Lauderdale will open the first half of Mary
| Chapin Carpenter’s A Place in the World Tour

staring April 25 in Fort Lauderdale, Fla., and run-
ning through August. Lauderdale is currently in
| the studio co-producing his RCA debut with Blake
Chancey. A September release is planned.
Intersound artist Patricia Conroy was attacked
by a dog April 7 on a beach in Gaeta, Italy, and
| suffered multiple bites and serious lacerations on
| her head, back, and arms. Conroy has been per-
forming throughout Europe since early March.
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na daily basis, the most popular re-
port accessed by BDS customers is
the Song Activity report, but there’s
a wide variety of other information
available that can be utilized in making daily de-
asions. There are some reports that can give you
a big picture on a song or market, while other
reports can give specific information on songs or
stations. The following is a brief description of a
few reports that you may not be aware of.

TRACKING REPORTS

The Tracking report and the Enhanced
Tracking report detail all stations playing and,
unlike the Song Activity report, not playing a
specific song. Cumulative plays are listed for
each station. It is helpful when you want to see
which stations supported a project more than
their rivals. 'The tracking report includes total
plays to date for any song, including those
whose Song Activity reports are no longer be-
ing printed in Airplay Monitor.

SONG BY DAYPART

This report provides a station-by-station
breakdown of stations playing a specified song
by daypart: 6-10a.m,, 10am.-3 p.m,, 3-7 p.m,,
7 p.m.-midnight, and midnight-6 a.m. Itlets you
know whether a song’s spms are really when
folks can hear them, especially when you look at
the audience details shown for each daypart.
The daypart repot is particularly helpful when
working Billboard’s Hot R&B Singles and Hot
100 Singles chart, which are based on audience
and sales, not spins.

SONG COMPARISON REPORT
Developed last year, the Song Comparison

\WATCHING THE DETECTIONS wm

BY HESTON HOSTEN

BDS Info: Many Ways To Play

report presents two songs side by side within the
same format. This is a useful report for similar

.records, for comparing an act’s first and second

singles, or for seeing whether your 30 spins or
your competitor’s 30 spins represent more au-
dience. Instead of pulling two Song Activity re-
ports on different titles, you can have all the in-
formation on one report.

FORMAT-BUILDING/
ROLLING CHARTS

The Building Format chart shows an entire
panel for less than a seven-day period. You can
see the entire BDS panel of reporters sorted by
plays or listeners. You can use iton Friday to get
a picture of the chart week thus far: Or use the
Rolling charts (o see a seven-day sample any-
time during the week. Building Format charts
help you to see where a song will debut or pre-
dict if'it will be top 10 by the following Monday.

CUSTOM REPORTS

Did you know BDS can group sites any way
you choose? Split up the country according to
your own tracking sheets or use the “master re-
gions” employed by various retail chains across
the country. Also, BDS can process your reports
while you sleep. BDS can also set you up with a
script to print all your reports before you watk
into the office. And for those who hate faxing,
BDS reports can be E-mailed or imported to
other programs.

Many of these reports were created by users
who made us aware of their needs. Please keep
giving us feedback as we develop new ways of
analyzing BDS data. For more information
about the aforementioned reports, please call
our hot line at 800-688-4634.

Bear Hug

On a recent visit to Fort Myers, Fla., to promote her single “Daddy’s Little Girl,”
Curb/Universal artist Kippi Brannon met with WCKT morning man Bear, left, and
WCKT director of country programming Paul Orr, right.
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Instant information on Country’s new artists

Blg House
“COLD OUTSIDE” (MCA)

The six members of Big House, all veterans
of the Bakersfield,
Calif., music scene,
got together just a
year ago and were
quickly signed to
MCA. Since then, the
group has opened for
Travis Tritt, Wynon-
na, Patty Loveless,
and Collin Raye, in between recording dates
for a self-tidled debut album.

Kippi Brannon
“DADDY’S LITTLE GIRL”
(CURB/UNIVERSAL)
Kippi Brannon was signed to MCA at the age

of 14 and charted with such singles as “If

1 Could See You Tonight,” “He Don’'t Make Me
Cry,” “In My Dreams,” and a remake of Webb
Pierce’s “Slowly” between ages 15 and 17. In
1982, she was a top
new female vocalist
nominee at the Acad-
emy of Country Mu-
sic Awards. But after
four singles and with-
out having recorded a
full album, she quit
the business to attend
college. During her break from music, Brannon
worked as a secretary and an accounting assis-
tant, among other jobs. She makes her Curby
Universal debut with “I'd Be With You.”

The Buffalo Club
“IF SHE DON’T LOVE YOU”
(RISING TIDE)

Three musically diverse artists came together
to formn this band. Guitarist Charlie Kelley grew
upon a farm listening
to everything from
Bryan Adams to
Willie Nelson. Lead
vocalist Ron Hemby, a

the Imperials, brings
in a strong gospel
background from his
native Missouri. Drummer John Dittrich, for-
merly of Restless Heart, hails from New York
and Texas, where he enjoyed jazz and top 40.

former member of

started singing at the age of 4 and learned the
mandolin shortly thereafter, becoming locally
famous, performing with her brothers as the
Sara Evans Show in
churches and at re-
tirement homes, PTA
meetings, and blue-
grass festivals. She
moved to Nashville in
1991, where she met
and married musi-
cian Craig Schelske
and then moved to Schelske's home state of
Oregon, where they performed together for
three years. She returned to Nashville in 1995,
when a demo of Harlan Howard's “I've Got A
Tiger By The Tail” helped land her a deal with
RCA. Pete Anderson produced her debut
album.

Sons Of The Desert
“WHATEVER COMES FIRST” (EPIC)

The Texas-based Sons Of The Desert honed
their skills in dance halls and nightclubs, trav-
eling for two years in
a 72 Dodge Apollo
RV. In an unusual
move for Nashville,
album  producers
Doug Johnson and
Johnny Slate let the
band members play
on their Epic debut
album. Lead singer Drew Womack penned
most of the matertal on the 10-song set.

Kris Tyler

“KEEPING YOUR KISSES” (RISING TIDE)

A native of Omaha, Neb., Kris Tyler started
writing songs during high school algebra class
and later studied classical guitar at the Uni-
versity of Nebraska at Omaha. After college,
she moved to Phoenix and landed a job
as a producer at
KNXVITV, where she
earned an Emmy
Award for a piece in
which she faked a
pregnancy to carry a
hidden camera in an
artificial belly. Her de-
but album, “What A
Woman Knows,” was produced by Emory
Gordy Jr. and Tony Brown and is due in May.

Anita Cochran

“I COULD LOVE A MAN LIKE THAT”
(WARNER BROS.)

Anita Cochran co-produced her debut Warn-
er Bros. album, “Back To You,” with label presi-
dent Jim Ed Norman, wrote nine of the set’s 10
cuts, and played all the gwitar leads, banjo, man-
dolin, and dobro parts. A South Lyon, Mich., na-
tive, Cochran began
playing guitar in a
band with her parents
at the age of 4'/.. She
studied tobe a florist in
high school but ended
up running a record-
ing studio m Canton,
Mich., where she cut
the demos that led to her deal with Warner Bros.

Sara Evans
“TRUE LIES” (RCA)
Sara Evans was raised on a farm in Boones-
boro, Mo., in a family of seven children. She

Lee Ann Womack
“NEVER AGAIN, AGAIN” (DECCA)

Lee Ann Womack grew up in the east Texas
town of Jackson listening to Grand Ole Opry
broadcasts from Nashville and picturing herself
on the Opry stage. The daughter ofa part-ime
country DJ, Womack ofien accompanied her
father to the radio station, where he would let
her play her tavorite records. Now 30 years
old and the mother of
5-year-old daughter
Aubrie, Womack is
hoping to finally real-
ize her Opry dream.
Her self-titled debut
album, due May 13,
was produced by
Mark Wright and in-
cludes a duet with labelmate Mark Chesnutt,
“Make Memories With Me.”

* Denotes first appearance. Airborne features
those artists who are making their debut chart
runs in Country Airplay Monitor.




To reserve it special for your markes,
call Rebr Rhodes at (972) 448-3376
for international airptay,
call (972)448-3308
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Reba, Wynonna, Shania, LeAnn,
Trisna......wormen in Country music

are stronger than ever. Since 1990,

18 different women have ~aken a seat
in the number one position! Join Bob
Kingsley for a countdown of the

30 most popular women in the industry.
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Why Does Music Row Have A Problem With Radio? Press, Labels Respond

Continued from page 1

doesn’t take chances, and doesn’t try hard enough
to break acts.

“The people who run [radio} aren’t necessarily
creative. They simply have got 10 create income,”
says Almo/Irving's Conrad. He believes that for
every one or two PDs or MDs “that have a sensi-
tive spot and an instinet for songs, there are 150-
200 that don’t . . . It's a pleasant surprise when [we)
get one who can manage their broadcasting busi-
ness and still have an mstinet for songs.” Although
Conrad says he understands that programmers
have financial constraints, “there doesn’t seem to
be musical middle ground.”

Howard's two biggest gripes about countrv ra-
dio are “the top 40 routine—playing the same
things over and over ad nausenm and not giving
some really great music out there a chance—and
research.”

“Radio . . . has begun to perceive itself as a sai-
ence, and 1 profoundly disagree with that. It is an
art,” says journalistauthor Robert K. Oermann.
“You're dealing with people’s hearts and minds.. . .
To do all this research they sav they dois a nustake,
People’s response to music is something that can’t
and shouldn’t be predicted . . . T understand, eco-
nomically, why they do it. I know radio station hi-
censes are woith millions of dollars. I understand
all of that, [but] as a consumer it doesn’t make me
any happier knowing that.

“There is a great deal of frustration [among] the
music people. Even those who buy into the system
asit exists are very frustrated by it,” Ocrmann con-
tnues. “They are told it 1s a science but get very il-
logical answers about why something is played or
not plaved.

“Being willing to take chances is all anybody is
asking, to allow this format to be what it can be,”
Oermann adds. “Not all of us are 12 vears old.
Some of us are thinking adults who want music
that moves us and talks to us . . . I'love radio as an
art form, [but] [ don’t see passion in this format jor]
any compelling need to listen.”

Fellow journalist Rokiand agrees. “In"91 and '92,
when country was at its peak and growing, 1 loved
country radio. 1 had a hard time turning itofl,” he
says. “In last few years I've had trouble staying with
stations more than a few records . . . Radio asked
for and labels were more than lmpp‘\r to give them
the exact same thing they already had. I guess
that’s why 1 have such a problem with radio.

“Growing up, [ telt radio was this cutting-edge
llung where vou could hear the latest and great-

Roland adds. “Now it's obviously one of the
safesl mediums there is, because evervone is rying
10 proteat their bottom hine. I understand all that,
but it doesn’t change how you feel as a listener. It's
msulting to hear the same records over and over
when there is so much from the format’s history
that is overlooked. To me, there’s no variety. It’s
boring. You ahmost know what is going 1o come
next before you hear it.”

Record promoters who talk to programmenrs
every day have a beter understanding than the
rest of the Row about what's really going on at ra-
dio, 2l|l|]0[lgll they have plenty of their own frus-
wrations. “Anybody on Music Row that’s talking
about radio who doesn't (lncctly work with [it]
doesn’t understand,” savs Nix. “[But] there is a
pont that we get frustrated with radio, too. We've
got to fight for what we think is a hit record . . .
That's the battle we fight with countrv radio.”

THE PROGRAMMERS RESPOND
No one 1s more aware of how Music Row feels
about radio than the 1wo Nashwille programmers
under the most industry scrutiny, WSM-AM-FM
OM Kyle Cantrell and WSIX PD Dave Kelly, who

are sometimes in the uncomfortable position of

having to defend the entire radio industry 1o the
music business.

“It sometimes appears that the critics of radio
think we sit over here alt day and listen 1o music
and make capricious decisions,” says Cantrell.
“Fundamentally,” he says, radio’s Music Row de-
tractors “don’t understand that it’s a business, that
we've got a bottom line we've got 1o hit, and if we
don't sell advertising, we're toast. Clients don't care
what records are in hot rotation or even what for-

mat the station 1s. All they care about is what kind of’

audience we can deliver to then.

“Radio’s aims and the music industry’s aims are
different things,” adds Cantrell. “They are using
our audience to sell records, and we are using then-
product to get ratings, and it can be an adversarial
relationship . . .
that relationship, you may not understand the na-
ture of the cooperation that has to take place.”

“Radio has a specitic agenda, which is attr: |(tmg
the largest audience it can for revenue purposes,”
says Kelly. “I would love o expose: dl the music that
comes across my desk. I can’taflord to froma mar-
ket or a revenue perspective. I would love to help
people in the music industry further their agenda,
but their agendas don't mirvor mine.

“While music is an important part of the radio
station, there are so many other things we have to
deal with on a daily basis.” adds Kelly. “So many
people in the industry think music is the only thing
we have to deal with. [ They have that] misconcep-
tion . .. because that 1s the Only thing they have 1o
deal with.”

As for the frequently heard charges that radio
doesn’t take chances. Cantrell says, “If our radio
station was boring, we wouldn't have any audience
atall. Obviously. the hundreds of thousands of peo-
ple that listen to WSM each week don't think we're
boring . . . We can take chances 10 a certain extent,
but we have 10 be responsible to the people that
own the station [who] are expecting us to deliver a
bottom line. If you're always taking chances, vou're
going to lose audience because the audience wants
famihiar, but if we never take chances, we run the
1isk of being boring. That's the fine line we have to
walk.”

Kelly has another explanation for why so many
on Music Row find conntry radio boring. *“ The av-
erage person we're going alter is a blue-collar
worker,” he says. “You have to put yourself in the
nmund-set of the average listener, not the people in
the industry. They are highly creative and get
hored faster and also tend to use radio a lot more
than the average listener.”

NOT ALL RADIO’S FAULT

Even as it complains about radio, Music Row
seems aware that radio is not to blame for every
record that sufls.

“Radio plays what we give them to play, and [
don’t think everything is radio’s fauh.” says inde-
pendent producer Bvron Gallimore, who also
heads publishing company Pride Music Group.
“We're in such an expanded market here that
maybe everything radio gets is not 1,000%, in-
cluding thnings that I give then.

“There is a lot of sameness coming out of

Nashville, and radio gets stuck with it sometimes,”
Gallimore adds. “It falls back on our back to stay
tresh and keep working . . . A bona fide hit wilt
make it. A bona fide tlop won't.”

“Radiois not the problem,” agrees Levy. “We're
throwing a lot of schlock out there

“I haven’t heard a lot of songs in the last three
vears that are outstanding,” says Howard. “We've
kind of shot ourselves in the foot rving to done
what was big five years ago.” Despite radio’s power,
Howard believes PDs are “not trying to hold us
over a barrel. Radio wants to win, and so does the
music industry . .. Tused to love 10 hate radio, but
i’s really just part of the problem.”

Levy believes the process of determining how
consumers will react to a record is as much of a
“guessing game” for radio as for Libels. “I feel like
they are trymg to help us break artists and want 1o
have hit records because hit records bring in ad
revenues, but they can’t predict what's going to be
ahit,” she says. “They are guessing as much as we
are.

Not everyone on Music Row 1s down on radio.
‘Those for whom radio has been particularty kind,
like Gallimore and songwiiter Mark D. Sanders,
have nothing but good things to say. “From the
songwniter viewpout, these are great times, be-
cause there are a lot of songs being plaved on the
radio,” says Sanders. “It’s always the people whose
songs aren’t heing played on the radio who com-
plain the loudest.”

“1 don’t like it when a record doesn’t make it all
the way, but I think [radio] gives it a good shot,”
says Gallimore. “If we put out a product that peo-
ple just don't like, [ don’t expect them to play it.”
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Veteran Country PD Hart Now Serves
Radio-Biz Realities To Media Clients

hile Music Row gripes about coun-

try radio and its use of research (see

story, page 1), one company hopes

L to teach industry clients about the

realities of the radio business and how best to

work with stations to meet mutual goals. John

Hart Media, headed by its veteran country PD

namesake, opened its doors in Nashville in 1995

and offers a vanety of informaton-hased services

to clients, which indude labels, artists, manage-

ment firms, marketing firms, and radio syndica-
tor SJS Entertamment.

What he does not consult is individual radio

stations, believing to do so would be a conflict of

mterest if he were in a position of “telling stations
to play a record and having research in vour
hand saying maybe they shouldn't play i.”

1ike much of Music Row, FHart at first believed
radio and the music business shared common
goals. “1 kind of had this grandiose idea when 1
came to town of bringing radio and records to-
gether, and we would all go down the path to-

‘Radio s in the
radio business,
nol the music

business’

John Hart
John Hart Media

gether,” says Hart. “T unfortunately got educat-
ed very fast. We're in separate husinesses. I telt
my clients, ‘Radio is in the radio business, not the
music business.” It's sull sometimes difticult 1o
grasp that . .. While racio might get the sense
that they are in the music business because thev

are making decisions on records every day, if

you're going to be a successtul programmer, vou
have to come to grips with the fact that you're in
the ratings business.

“When I was programming [at WXTU] Phika-
delphia. if [ lost one ratings point it would cost
the station $2 million in billing. For every terith
of a share you lose, you are conceivably costing
the station $200,000 in billing. So time spent his-
tening beconies a verv vahuable commaodity, and
you become protective of that.”

While he concedles that “there are people at ra-
dio who have this thing about lording over what

1sa hitand what is not,” Hart says the majority of

programiners “are just out there trying to nuake
a living and do their job, and they're calling it as
they see it” in music dedsions.

In some way, Hart says, radio programmers
are in the music business, because “the product
we use at radio to draw listeners is music . . . \Ve
are in the same business in the sense that we are
promoting country music, kind of like the Coun-
1ry Music Assn. does. But when it comes to how
we do business, our goals are totally separate.
The goals of record companies awre to sell prod-
uct. The goal of radio is to sell spots.”

What radio can do o help its image on Music
Row, Hart says, is not to be atraid of a record
when it's a proven hit. “When a record is in the
top 10 and you don’t play it, vou're not letting
your listeners deade what's going on there.”

Hart prefers 1o think of himself as a “research
analyst” rather than a consultant, bt he pro-
vides his dients with considerable data, includ-
mg results of focus groups, perceptual studies,
and the weekly call-out research Hart markets
under the name “Bullseve Callout,” which uses
a 400-person sample divided into five regions

and five demographics.

The independent-promotion side of his busi-
ness, Bullseye Marketing, calls on a list of 136
non-reporting stations in 33 ADIs that have a
Wal-Mart store and, in most cases, a Kmart or
Target store, and tries to build a story through
airplay and local sales success, then moves that in-
formation “up the line” to key regions and re-
porting stations. Hart says Bullseye Marketing
projects usually start six to eight weeks betore the
single is shipped to reporting stations to give the
label ime to build a story and give the promoters

“something 10 talk about instead of just saving,
‘THey, we've got a hit here,” because radio doesn’t
want to hear that *hit’ crap anymore.’

One other Hart Media product that may give
country radio’s Music Row detractors some
cause for alarm is project pre-tests, in which en-
tire albums are tested in advance to determine
how individual tracks will later perform in radio
call-out. Hart says he “replicates radio call-out
conditions” by carefully screening 175 partia-
pants who are heavy country radio users and
country album buvers, sending them the album
and asking them to listen to it everv day for sev-
en days. a process he says replicates the expo-
sure the song would get after two weeks of heavy
airplay. They are then called back to answer
questions 1o determine which songs will drive
call-out and sales.

Hart says that research doesn't hinder the artis-
tic process because it 1s “post-creative,” not “pre-
creative,” vet he talks about one client that twice
scrapped an album by an established star and
sent the artist back to the studio based on his re-

sults and another kabel that retssuied an albvim of

anewcomer and replaced half the songs because
they didn’t perforn well.

But Hart says the results can also be nsed 1o
drive album sales. One label, for example, tested
a record in the winter; but held off on the best-
testing single until the critical fall selling season.
Hart says that album is now platinum.

To those who may complain about this kind
of research hindering the creative process, Hart
says, “If you want 1o see a litle bit of research
deternining the creative process, take a look at
Arbitron. Three hundred diaries determmed
my future.” And he cautions that “nobod
should ever make a dedision based solely on re-
search. I tell my clients if they are going 1o make
deasions based solely on research, I don't want
to do the research project.” Instead, he says, the
research should reinforce what their gut is
telling them.

“Research, to me, is a tool, and given a choice
between [producer and MCA president] Tony
Brown's gutand research, I'd take Tony's gut anv
day of the week, but 1 do think research helps
Tony's gut.”

Hart says the results om new-project pre-tests
are only accurate until an artist has had about
three singles out arnl the puhlic knows who that
arust is. \llel that, he says, .1Ill|1menuml)ersg0
10 hell because pe()plc have formed an opinion
about the artist.” For example, “it joe Newguy
has a huge hit, then the halo effect kicks m.”

As part of educaung his chents about radio,
Hart speaks at regional meetings for labels and
even brings Arbitron reps in to do seminars. “It
helps them understand [that programmers are]
up against more than just picking a record to be
on the raclio that week.” he says.

Hant dlefends research as a way to help country
radio get back on track and regain some of the
shares 1t’s lost since the early*90s. “Listeners aren’t
abandoning us, they are just using us less, and
that’s the kev,” savs Hart. “If I work an a radio sta-
tion and my TSL goes down, I need to find the
problem and fix it, and 1o tind that problem I
need to do research.’ PHYLLIS STARK




a PolyGram company




Monifor CLASSIFIED ADVERTISING

VOICEOVERS

, Get what you want

when you want it

Cean Caldwell

Country CHR Roch HotAC

KIIS-FM, Los Angeles
KiSS$ Country, Miami
B-97. New Orlcans
KISS-FM, Dallas

DRQ, Dewoit voice-over and imaging |SDN
K-Hits, Phoenix. (813)926-1250 IEM

CARTER DAVIS
VOICE v
PRODUCTION

rok RADIO axn TV

S g

“—wspP f/\.

DYNAMIC MORNING
PERSONALITY

WSPT-FM in the Central Wisconsin
market is looking for someone who
wants to work in a major market
someday, but is willing to work hard
for us for 2-3 years, take us to
number 1, all while polishing your
act. You need to be able to prep
hard, and we’ll give you the tools to
win. We're a Hot AC in a cold
climate, so bring a parka! Send
T&R to Keith Collins, 500 Division
Street, Stevens Point, Wi 54481 or
call 715-341-9800. EOE

PROMOTIONS DIRECTOR

Major market west coast
station seeks experienced
Promotions Director to run a
high profile Promotion Dept.
3+years Promo Director exp.
required, also must be highly
creative, able to put together
marketing plans and
operational budgets. Send
resume w/references by
4/25/97 to:

HR-PR0297
5745 Kearny Villa Rd. Ste. M
San Diego, CA 92123.
EOE

Here’s what voiceover talent Sean Caldwell said
about advertising in Airplay Monitor’s Classified
Section:

“Since we started advertising with Monitor, we’ve
increased the amount of calls and leads generated
each month. Monitor has been an effective tool to
reach the decision maker as well as establish our
name in the industry as a leader in voice-over
services and production effects.”

CLASSIFIED

ADVERTISING
RATES

Phone:

(901) 681-0650

BE SURE YOUR CLASSIFIED AD APPEARS IN THESE

BLOCKBUSTER ISSUES OF AIRPLAY MONITOR: HELP WANTED:
CLASSIFIED 1 WEEK $25.00 PER INCH
EVENT/ISSUE ISSUE DATE  AD DEADLINE 2 WEEKS $20.00 PER INCH
Bl Nomination Ballots Inserted for 1997 May 2 April 23

BOX NUMBER: Add $5.00
SERVICES:

Billboard/Airplay Monitor Radio Awards

1 102

Today's Hollesl Music W Mid West Conclave (July 16 - 20) July18  July9

AIR TALENT 4 WEEKS $75.00 PER INCH

SUPER 102/WVSR Charleston. WV W Final Ballots Inserted for 1997 13 WEEKS $60.00 PER INCH
seeks a 7-12M jock yesterdayt We Billboard/Airplay Monitor Radio Awards 26 WEEKS $55.00 PER INCH
are Jooking for someone who is 52 WEEKS $50.00 PER INCH

energetic, loves personal

; : Bl NAB Show (Sept. 17 - 20) Sept. 19 Sept. 10
appearances and is ready to kick .
some ... Send tapes & resume to DEADLINE (ALL CLASSIFIED)_.
Bn(I:I Shahan, 817 Suncrest Place, W Billboard/Airplay Monitor Radio oct. 17 oct. 8 Each Wednesday 3 pm EST, 9 day leadtime.
harleston, WV 25303!!! EOE ) e o
Seminar and Awards (Oct. 16 - 18) * Classified ads are non-commissionable -
W Combined Year End Special Issue Dec. 26 Dec. 15 I ALL AD PY TO:

IF YOU HAVE A
PROFESSIONAL SERVICE
YOU’D LIKE TO
ADVERTISE TO THE
RADIO INDUSTRY
CALL:

AIRPLAY MONITOR CLASSIFIED
TEL: (212) 536-5058
FAX: (212) 536-8864

LAURA RIVCHUN
AIRPLAY MONITOR CLASSIFIED
1515 BROADWAY
NEW YORK, NY 10036

For More Information Contact:

Laura Rivchun
r 1 AIRPLAY"

Phone: (212) 536-5058
rouo-counmv-n&a-noa(/

Phone: 212 536-5058
Fax: 212 536-8864

Fax: (212) 536-8864

Tune Up Your Music Library!
* Better Ratings
* Higher Profits
* Less Work

Discover for yourself why thousands of radio stations
worldwide are scheduled by the Master. MusicMaster!

uUusic
aster

THE MUSIC SCHEDULING SYSTEM

Call 800-326-2609 or fax 414-521-2892

e-mail: sales@a-ware.com web: www.a-ware.com
A-Ware Software, Inc. % 22600 Arcadian Ave. X Waukesha, WI 53186
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GREATEST GAINERS

™ Lw
1 Patty Loveless, The Trouble With The Truth 31 9
2 Mila Mason, Dark Horse 32 30
3 Terri Clark, Emotional Girl 31 27
! . ACABSE 4 Tracy Byrd, Don’t Take Her She's All | Got 31 30
® § Tracy Lawrence, Better Man, Better Off 29 27
Strongest Increase In Airplay This Week "7 E JTNN P AL 3 o
7 Alison Xrauss & Union Station, Find My Way Back To My Heart 28 8
ALAN JACKSON * Who's Cheatin’ Wh 1820 THE NASHVILLE NETWCRK 8  John Michael Montgomery, | Miss You A Little 27 28
o's Cheatin O (ARISTA) + The Heart of Courtry 9 il Engralt With SpecialGuest Travs Trit, Here's You Sign (Ge e Pt 27 27
KYNG +28, WWGR +26, WIVK +26, KASE +26, KUPL +25, WBCT +24, WYAY +24, KGMY +23, KIKF +23, WKCN +22 10 Lorrle Morgan, Good As | Was To You 21 2
W LW 11  Kathy Mattea, 455 Rocket 21 28
DEANA CARTER ¢ Count Me In (CAPITOL NASHVILLE) +594 1 Tracy Byrd, Don't Take Her She's Al | Got 5 4 12 Clay Walker, Rumor Has It 27 2
KTST +18, KWEN +17, WQDR +16, WFRE +15, WBCT +13, WYYD +13, WCOS +13, KFMS +12, WBUB +11, WQOXK +11 2 Collin Raye, On The Verge 4 4 13 Collin Raye, On The Verge 26 29
3 Martina McBride, Cry On The Shouldsr Of The Road 4 3 14 Trace Adkins, (This Ain't) No Thinkin’ Thing 24 33
TY HERNDON - Loved Too Much (PiC) +473 4 Billy Ray Cyrus, Three Littie Words 4 4 15  Daryle Singletary, The Used To Be's 2 2
KASE +19, WSOC +17, WQDR +16, WCMS +13, WCOL +12, WLWI 412, KCCY +11, KOUL +11, KYNG +11, KIKK +11 5 John Michael Montgomery, | Miss “ou A Lite 4 4 16  Kim Richey, | Know 2 21
6  Terri Clark, Emotional Girt 4 4 17 LeAnn Rimes, The Light In Your Eyes 21 21
GEORGE STRAIT » One Night At A Time (MCA) +455 7 Clay Walker, Rumor Has It 4 3 18  Big House, Coid Outside 21 21
KKAT +20, WIRK +17, WBUB +16, WSSL +16, WDSY +15, WKXC +14, WWKA +14, WROO +13, WYCD +12, WKHK +