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“If (OM) Elroy Smith didn't think outside the box the “During your work day this song is a breath of fresh air,
station would have missed a massive hit.” Very motivating!” Doc Love, WKKYV, PD

Doc Wynter, VP of Urban Programming,

Clear Channel “This song is one of the strongest testing songs I have had

this year.” Chuck Atkins, KATZ, OM
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Listeners are out of control for this song. Jesus Can Work It Out’ was a hit 20 years ago and is

Elroy Smith, WGCI / WVAZ, OM a hit now!” Eileen Collier, KIMS, PD

— “With all that's happening in the south, It's just the song “What a refreshing song for Urban Radio!”
that radio needs today.” Eric Mychaels, WOWI, PD Tony Fields, WHQT / WdMZ / WEDR, OM
Fmally we have real music GOING FOR URBAN

that inspires the soul! <c.c ¢ AOVERTISEMENT MAINSTREAM ADDS NOW!
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COULD BUY IN RADIO

SAUL LEVINE HAS BEEN A hands-on radio guy for
nearly 30 vears. As the owner of classical KMZT-FNI Tos
Angeles, he holds the distinction of operating the largest inde-
pendently owned station in town under original ownership.

In addition to his CEO stripes, Levine attests, “Iam sull active
in programming, cngineering, sales, bookkeeping, public refa-
tions, marketing . . . did T leave anything out? Oh veah, T also
have to worry about graftiti on the building.”

And he wouldn’t trade it for anvthing—no matter bow many
times Clear Channel and Infinity brokers try to convince him
otherwise; in recent vears, he savs, he has been offered as much
as $40)0 million for the station.

Levine’s passion for radio blossomed when he was 3 years old,
growing up in Michigan, and remained razor-sharp (with a rele-
vant side project of carning a law degree) until he was able to
license the 103,10 frequency in 1938 in the (then) vast wasteland
known as IFM. He was in his carly 20s at the time.

“Back then, there were amazing opportunities when 1TV
stations went off the air and left channels vacant,” he savs.
“So 1 filed with the [Federal Communications Com-
mission |—! did all the engineering and legal work myself:
and the only cost was 825, which was about all the money 1
had in the world.”

Levine tracked down a used transmitter in a basement in
Waltham, Mass,, and scrounged together 81,500 to buy it. He
constructed a homemade antenna for another $500. Studio space
was sccured via trade-out in a hotel on Sunset Boulevard in Los
\ngeles. Levine chose a clissical format based simply on his pas-
sion for the music.

But before he was able to set the airwaves aflame, forest fires
on nearby Mount Wilson delaved the construction of his
antenna tower for six months.

*“The hotel owner finally decided that the whole radio station
was a con, and he told us to get out,” Levine says. “Apparently,
he was used to some pretey shady dealings.™

That left onc humble option: When KMZT (tor K-Mozart)
launched Feb. 18, 1959, a makeshift studio was set up inside the
tower shed up on Mount Wilson. Levine had one D], John
George, a Seventh-day Adventist vegetarian who lived a rudi-
mentary existence, spending his nights in a sleeping bag atop the
mountain and cating only herbs.

George insisted on commandeering the mic 24 hours per day
on his minimum-wage salary, convincing Levine that if he spun
long-play classical movements, he could catch naps in between
the records to sustain himself.

“That lasted a week betore he was ready for the hospital,”
Levine recalls. “We then curtailed him back to I8 hours a
day. He was delighted, living with nature and doing what he
wanted to do.” To add to the folklore, there was no phone in
the “studio,” so Levine set up an answering service at a near-
by TV starion. George would cheek it periodically, then offer
bravado-filled shout-outs 1o those listeners who felt com-
pelled to leave messages.

You can’t make this stuft up. Such were the frontier days of
I"'M radio in a time when it was all new and fresh.

At that point, KMZT didn’t have any advertisers, so the sta-
tion was not making a cent. Levine savs, “I got into radio 10
operate a station. It wasn’t a commodity like pork bellics. Sure,
I wanted to make money, but it was a profession.”

FROM THE MOUNTAIN TO THE BOULEVARD

Soon cnough, Levine’s Mt Wilson Broadeasting set up a

Miracle Mile, but his local broadcasting brethren continued to
look at the entreprencur like he was nuts: “Fvervone I knew in
AM radio said 1 was crazy, that nothing was ever going to hap-
pen with the A dial. At that time, it was a real struggle,
because most AMs were simulcasting on 1A and giving away
the (I'M) advertising tor free”

But in the early 1960s, the FCC mandated that AM/I'M
owners in the nation’s top H) markets had to offer original pro-
gramming on cach band. The new rule signaled a turning point
for Levine’s fortunes. .\ first, 1 was concerned that the 10 L. AL
stations on ' that were owned by big guvs were going to wipe
us out,” he savs. “It turned out to be the best thing that ever hap-
pened. It put FALon the map.”

It also put advertisers on the air. Levine was not only fulfilling

his dream, but he began to make a living.

BUT NOT SO FAST

Still, there were challenges. Los Angeles had three competing
classical stations at the time (ves, three!), including herntage out-
let KFAC. Fventually, Levine flipped KMZT to jazz, which it
stuck 1o for 29 vears, until Evergreen bought KI'AC and quick-
Iy flipped it to a more demographically desirable mainstream
rock format. A noncommercial classical station remained, burt
Levine says simply, “We were better
than they were, so we went back to it.”

With the Telecommunications Act
of 1996, the radio landscape was
quickly reinvented. Deregulation
prompted independent operators to
sell out for grandiose sums of money,
while medium-sized groups gobbled
one another up undil the playing field
comprised the corporate giants that
contimie to define a very different
business today.

Levine does not hold back with his
opinions: “The Telecom Act was a dis-
aster, allowing this concentration of
control. There’s no excuse for it, and
we know now how Clear Channel
became a monster, running rough-shod
over evervbodv—radio stations, con-
cert promoters, artists,” though he
admits that with regulators now shining a spothight on question-
able practices initiated by the major owners, “it scems they’ve
pulled in their horns a bit.”

But the consolidation of radio prompted Levine to stand by
the advantages of his indie status with all the more gusto. “Pve
been approached 500 times to sell out. I tell them all the same
thing: *We're not for sale” ™

A primary competitive advantage is his dedication to local-
ism—the magic touch that some corporate owners neglect
which he views as a responsibility to the community. KMZ T 1s
a prominent sponsor of the arts in Los Angeles, airing a one-
hour live show ecvery Sunday night from the Los Angeles
County Museum of Art that features chamber works, solo works
and performances with violin and piano. From fall to spring, the
station airs a live coneert from the Pacific Symphony of Orange
County on Thursday evenings. The county originally spon-
sored the program, but when funding was cut, the station bore
the brunt of the costs and signed up sponsors to help keep the
broadcast alive. * T'here isn’t one art venue in Southern Cali
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BY CHUCK TAYLOR

Proof in the pudding: He says that he and his wife of 32 years

stll attend ar least 30 live performances a vear.

NOT JUST ONE

Mt Wilson Broadcasting, through the vears, has also owned orher
stations, including rock and counrry formats. In addition 10
KMZ'TY its current stable includes adult standards KKGO-AN
Los Angeles. In April, Levine sold KMZ 1-AN San Francisco,
which also aired classical music, 1o Mapleton Communications
for $5.1 million. Mapleton is now simulcasting its Bay Area
KPIG roots/ variety format on the signal.

“Tt was just too difficult,” Levine admits. I prefer to run a
hands-on operation, and there was no way I could do that when
P'm in Los Angeles. San Francisco is very meaningful to me
because I studied at Berkeley, but it just wasn’t working out.”

Levine also had a hand in TV station ownership in the 1980s
in Hawaii. “T always had this feeling that I'd been lefi behind
with the glamour of TV} he savs. “1 built a UHFE station and
then realized, “This just isn’t as fun as radio.” You have to deal
with film distributors and all of the syndicated shows. With
radio, all you need is a good library and a brilliant programmer,
and you can do a good job.”

A decade later, he sold the TV outler.

Saul and Anita Levine in one of the
Califomia vineyards that he owns.

Today, Levine remains convineed that the forces of modern |
socicty will not bring him down. He will only admit to being
over 65, “Anvthing bevond that, vou're considered incompe-
tent or it’s assumed you have Alzheimer’s,” he proclims. “Iam
in very good health, I have my mental facilities and I intend to
continue to participate fully.” Levine savs he will continue
working until he is forced out of his president’s chair: “I have
no plans 1o retire or to sell.”

\dding to his confidence in the company’s legacy, Levine
savs that one of his 1wo children, 26-vear-old Mike, has recent-
Iy joined the business as director of marketing. As a result, the
boss enjoys the prospect of his indie business continuing as a
family operation.

“I married late, because T was always focusing on growing the
business,” he says. “So T have a son that, a vear ago, didn’t know
what a cost per point was. [He sure does now. FHe’s just marvelous.™

Aside from radio, Levine devotes his ime to two California
vinevards that he owns, in Napa Valley and Monterey County.

“My two passions: classical music and wine,” he says. “They

proper facility on Wilshire Boulevard along Los Angeles’ fornia that we don’t participate with,” Tevine says. seem to go together nicely, don’t they?” ofe,
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Ithough the independently owned and operated rock

station has been on radio’s endangered species list

for vears, the indie spirit still lives in Los Angeles.

With an airstaft full of quirky rock stars, a playlist
fed largely by independent labels and a log full of special pro-
gramming, Fntravision’s KDLD/KDLE (Indie 103.1) is any
thing but just another rock station from lLos Angeles.

Shunning consultants, callout and programming commit-
tees, the market’s most musically adventurous commercial
radio station won’t be found at the top of the ratings heap.
Fighteen months after signing on, Indie 103 just cracked a one
share 12-plus in the spring Arbitron. But its ratings have been
growing consistently.

With a pair of synchronized Class X's at 103.1 (KDLD Santa
Monica, KDLE Newport Beach), Indie doesn’t exactly blanket
the metro. But it does cover Los Angeles’ West Side and aftluent
coastal arcas, and, thanks to a recent signal upgrade, has improved
coverage in the populous San Fernando Valley. It also streams at
indiel031.fm, with listeners in New York and London compris-
ing the largest share of s online audience outside Los Angeles.

“We designed the station with a lot of music in mind that
wasn’t necessarily on major labels,” savs PID Michael Steele, a

4 www.BillboardRadioMonitor.com

veteran of crosstown mainstream top 40 KIIS. “We just play
what we think is good music. 1t seemed like there was so much
great indie music that wasn’t exposed because they didn’t have a
giant promotion budget and weren’t sending out plasma TVs.”

Steele believes conditions for new music have never been more
tertile. “But most radio stations just didn’t have the balls to play
it,” he savs. According to Nielsen Broadeast Data Systems, the
station’s most spun currents include songs from Rob Dickinson,
Go Betty Go, Death Cab for Cutie, Madness, Coldplay, 22-20’s
and Sleater-Kinnev.

The independent spirit also applies to on-air guests, who
range from film directors to technology experts. The station
sponsors the Los Angeles Film Festival and the AF] Fest. “We
should be a voice, not only for music but also for film, new media
and television,” station manager Dawn Giroceo says.

The core Indic 103.1 audience is mostly white, upper-demo,
upper-income men, according to Steele. “They grew up listen-
ing to the Sex Pistols and the Ramones in Huntington Beach,”
he savs. “Now, after they drop their daughter oft at school, they
pop ‘Never Mind the Bollocks Here’s the Sex Pistols’ into the
CD plaver in their BNIW.”?

And later, after “Anarchy in the UK.” has shredded the
Beamer’s speakers, those listeners can tune in the guitarist whose
plaving provided musical substance for that seminal *70s band.
“Jonesy’s Jukebox With Steve Jones™ airs weekdays from noon to
2 p.m. The first hour is rebroadceast at 6 a.m. and the second hour
reruns at 6 p.m.

How do vou aircheck a former Sex Pistol? You don’t.

“Who am I to tell Steve Jones what to play?” Steele savs.
“The guy invented punk rock. Having musicians on is ulti-

DIARY.

mately more intriguing than some kid out of Brown Institute
who just learned how to be a DJ. These guys love the radio sta-
tion and love music, and that’s why theyv’re doing it. They don’t
get caught up in the politics.”

Mornings belong to Mighty Mighty Bosstones frontman
Dicky Barrett, \vhf) spends a good amount of time talking
Hollvwood. IYilm directors and music supervisors frequently turn
up as guests.

Rob Zombice, Henry Rollins, Dave Navarro, Matt Sorum, the
Crystal Method, \Wavne Jobson, Nina Blackwood and Brent
Bolthouse all have regular shows. Stecle believes the station,

microprogrammed for a narrow psychographic slice of radio’s
No. 1 revenue markdt, wouldn’t work anvwhere but Los Angeles.
And he doesn’t mind if industry types don’t get it when they
visit the market. The same thing happened to him the first time |
he heard R&13/hip-hop KMIEL San Francisco, vears ago while
attending a Gavin cqnvention.

“It was unlike anything I’d ever heard,” Stecle recalls. “I
didn’t understand what was coming out of the speakers.” After
saying as much to then-KMEL programmer Keith Naftaly,
Steele says Naftaly told him: * “That’s the best compliment you
could ever give me. My station should not make sense to any-
body other than people who live and work in San I'rancisco.” ”

I'or Steele, rescarch consists of he and MD Mark Sovel chatting
up listeners at the Viper Room on Sunset Boulevard, where the
station broadcasts live every Monday night. No one expects Indie
to hit one out of the ratings park. In addition to signal deficiencies
and music vou’ll nevet find in Wal-Mart, the station has listeners

who mostly go uncounted, Steele savs. “Anvbody who is going to

be a fan of this radio dtation is never going to fill out an Arbitron

i
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Dawn Girocco, Dicky Barmrett diary,” he insists. Stations that program to diary-keepers are a
and Michael Steele major reason that “most people think radio sucks,” he adds.

“That’s much different than programming 1o radio or music fans.”

STUBBING JOINT AGREEMENT WITH CC
On March 31, Clear Channel ended its joint sales agreement with
the station. The next day, Girocco joined as station manager.
FFamiliar with the station and its market—she was director of sales
for KIIS and Clear Channel adult R&B sister KEHT (Hot 92
Jamz)—Giroceo hired a four-person sales stafl” and set up sales
and operating systems. Given her extensive sales and management
-ound at Clear Channel, AMI'M, Chancellor and Gannett,
her arrival served as “a huge vote of confidence,” Stecle savs. \fter
all, the Indic crew was accustomed to hearing “word on the street
is vou guys are three days away from going off the air,” he says.

No longer sharing a sales department with other stations,

.D/KDILE has a full-ime staft of 12 working together in
the same Wilshire Boulevard facility.

So how do vou make money with a one share? By sclling
results instead of ratings. “You walk in the door and [the sales
prospect | either completely gets it or you have 1o educate them
and they buy into 11,7 Giroceo says. “We get a lot of help from
the ad community. Thevre very good to us, and we try 1o over
deliver to advertisers.”

Where she used to have the advantages of cluster selling,
Giroceo now has a building bursting with enthusiasm and pas
sion. *I’ve been doing this for 20 years, and this is the best station

W

I’ve ever worked at.” she savs. “T'his is what vou dream about
doing . . . I don’t have a VP of cluster sales or a VP of program
ming. It really is an independent station. You can hear the diff
ference in programming on the air”

Girocco projects station revenue of §7.7 million this vear and
savs Indie’s vear-to-date revenue is up 25%0. On the same signals,
Clear Channel’s now defunct Channel H03.1 billed abour 8§12
million, a goal Girocco sees as attainable.

“Indic is the perfect mateh for AL she savs. According 10
Arbitron Prizm data, the second-largest qualitative cell in Los
Angeles is the “Urban Uptown™ segment, detined as “elite,
upscale, bohemian singles and couples, established immigrant
families.” "This segment “pretty much resides in the Indie cover
age area,” Giroceo savs. *“Our audience is very, very smart.”

1ven though Indie is one of only a small handful of Finghish
language stations owned by [ispanic specialist Entravision, she
and Stecle say they don’t worry about a format flip. With so
many stations already serving the 41.2% of Los Angeles’ pop
ulation that is Hispanic, “we serve the other side of the room.”
Giroceo says. “And that makes room for us. We also add some
high profile to the company

“With fringe sticks, vou can’t do \C.” she continues. “You

have to be further over than vour competitor.” .
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INDEPENDENT STATIONS

’s a golden-oldic kind of

radio story. The independ-

ent radio owner—family or

otherwise—is the best
poster child to explain why
pwning radio stations has
been, and continues to be, one
of this country’s most prof-
itable businesses.

Simply put, the long-term
ffamily operators have never let
Wall Street deflect them from
Lupcr—scr\'ing their clients and
their communities. And, they
usually have a hell of a lot of
fun in the process.

Right now, the most promi-
nent family-run opcrator is
{Susquehanna Radio, because of
the announced sale of the entire

roup. Susquchannna was the
lfvlrst “anglo” group to have a

o. 1 Hispanic station on the
air in Miami. WQBA-AN (W-
CUBA) ran news/talk—not
mariachi music—and was a top-
rated station for years.

AN EYE ON THE FUTURE

T'he major reason that
Susquchanna has always pros-
pered is its undying commit-
ment to its employees and
community service. The
owner, Louis Appell Jr., and
his chief execs, Dave Kennedy
and Pete Brubaker, are all nice,
bright, hard-working guvs.

New owners will predictably
do much better with the broad-
cast cash-flow margins, but
they’ll never run happier and
more dedicated stations.

The older family owners
don’t have much debt service
left, having paid for most of
their stations long ago. Their
personal incomes are a result of
successful annual tax audits and
their CPAS’ prudent creativity:

In short, making $1 million
(or more) per vear is readily
achicvable.

Here are a couple of other
important facts I've been privi-

leged to learn in my 19 vears in

the brokerage business and 25
vears in the national-rep busi-
ness: Most independent family
owners get up early—cvery
day—and work like they’re

starving. They mav bitch about
it, but they truly have an undy-
ing passion for radio.

I'amily owners have survived
the economic roller coaster and
the onslaught of the consolida-
tors, and will continue to do so.
Some will survive better than
others. Their growth and pros-
perity will be in direct propor-
tion to “how far the apple fell
from the tree,” as the old Texas
CXPression goes.

The biggest single problem
these independent owners face
1s thetr challenge or reluctance
to specifically train their No. 2s
to be No. 1s. I'rom Rupert
Murdoch to Sumner Redstone,
and right on down the cco-
nomic ladder, the reluctance of
the owner to turn over the lau-

rel wreath to his replacement is
the biggest tlaw in the system.
"The result is also lethal to that
company’s future.

Just look at Susquehanna,
Back in late April, when Appell
announced the sale of his radio
group, he said, *“This has been
a difficult and carcfully consid-
cred step,” adding that “the
radio and cable operations and
Pfaltzgraff | the parent compa-
ny] have strong reputations and
management teams, as well as
hard-working, loval cmployees.
However, the passage of time
has had a major impact on cor-
porate and family circum-
stances, including the absence
of a member of the younger
generation inclined to assume a
leading management role.”

Sadly, some would say, the
only option available was, as
they say, “to examine the
potential strategic options for
our businesses.”
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The well-trained and moti-

always beat a good litele

vated owners of small, local guy”—will make the cconomic

indies have a great track record  future for smaller family-

of clobbering—on a daily owned radio groups very diffi-

basis—the jumbo absentee con-  cult. Until that sea change

solidators, especially in the occurs, many familv-owned or

midstze to small markets. The independent radio station

big guys are reported to be groups are going to continue to

brutal in their need|to exert print money and giggle all the

frugal discipline and their way to their banks. LR

incessant drive to hit their rev-

cnue projections for Wall Strect — Aledia hroker Frank Boyle

or unreasonable lenders. might deseribe himself as “older
The little guys’ sales staff than dirt.” That really means he
usually win on the street has been a crucial part of the
because of their relative radio landscape for more than 45
longevity in the market and years. His career spans nearly
credibility with thejadvertis- every fucet of the business, from
ers. The jumbo-cluster folks radio advertising sales and sales
tend to suffer from|greater management lo station ownership|
management turnover, which and national representation to
(for the lust 20 years) media

brokerage. His son, Jim Boyle, is

tends to trigger grepter sales-
staft turnover.

When, and if, the|public
radio companics all go private,

another well-knomwn member of
the radio world. Most recently,

then the immutable Jaw in box- Jom was win analyst with

Wachovia Securities.

ing—*a good big guy will

t's widely talked about and written about these days

... the new “promotion rules” placed on all record
| labels have supposedly leveled the playing field for

independent labels. One of the greatest examples of
what can happen when that playing field is evened out
occurred under a similar set of circumstances in 1986.
That's when a little record label released "Rumors” by
Timex Social Club. The song suddenly jumped from
nowhere to No. 1 at urban radio in only a few weeks, and
from there became a top 10 pop hit.

Allin all, the final result is good, as it helps both the radio
and record industries. When the hit music process is
lallowed to work on its own without manipulation, the real
hits rise to the top.

The fact is that radio programmers truly want to play
hits. if they would slow down a little, focus on more than
just national numbers and take the opportunity to investin
a song regardless of the size of the label behind it, then
some great songs from independent labels could actually
lhave the chance to make their way up the charts and
become hits.

We have seen numerous songs from independent
sources fail to achieve the same airplay success as songs
with similar or lesser HitPredictor scores from larger labels.

Don’t just take our word for it. Last year the folks at
Entertainment Weekly were so frustrated with the fact
that some of their favorite songs (which “should have—
land even more importantly could have become radio
smashes”) were not given a fighting chance at radio that
they had us test several of them just to see if they were
justified. And you know what? Listeners agreed.

S

This isn't to say that songs from independent labels don‘t
find their way at times. Robbins Entertainment’s “Listen to
Your Heart” redux by D.H.T. is a prime recent example (a
song that prior to airplay just so happened to test with hit
potential in our research}). However, this seems to be the
exception, rather than the rule.

Victory Records head Tony Brummel had this to share
with us: "Victory Records has grown in every year of its
existence. We are the No.1 independent rock label, accord-
ing to sales and market share. Unfortunately, you would
never know this if you listened to the radio. Aside from our
fabulous roster of artists, Victory is a brand. We can super-
serve our artists and brand to the stations, but they still
say no.The offer is here, for them now, on a silver platter. |
have four passionate radio people in my radio promotion
department. They have great music by real, credible artists
with enthusiastic, rabid supporters in every market.
Ninety-nine-point-five percent [of] what radio programs is
major-label content. Over 20% of the U.S. market share is
independent content.”

The list to the right compares songs from independent
labels that tested with high scores prior to airplay with
similarly scoring songs from major labels. The discrepan-
cies in the resulting chart peaks are obvious.

We realize, now more than ever, that time and airplay
are precious commodities at radio. Obviously there are
only so many new songs that a programmer can evaluate,
and the number that can be put into rotation is limited.
Programmers should continue to look at the songs and
the scores each week, and listen passionately to the
music without focusing on the company logo on the

promo CD. Listeners will react. A lot of these independent
labels have great artists and amazing music, and more
diverse and interesting rosters than you may realize,
Maybe it's a good time to be open to listening to what
they have and communicating with them more. If given|
their shot, hit songs will find their way —regardless of the
size of the label behind them. o o

l
ASHLEE SIMPSON, “PIECES OF ME” (GEFFEN)
70.9 - PEAKED AT NO. 1 AT TOP 40
ANGEL CITY, “LOVE ME RIGHT” (ULTRA)
71.5 - PEAKED AT NO. 57 AT TOP 40
|
USHER FEAT. LUDACRIS, LIL JON “YEAH!" (ZOMBA)
93.7 - PEAKED AT NO. 1 AT R&B/HIP-HOP
AMEL LARRIEUX, “FOR REAL” (BLISS LIFE) ;
92.9 - PEAKED AT NO. 90 AT R&B/HIP-HOP

|
THREE DAYS GRACE, “JUST LIKE YOU" (JIVE)
68.8 - PEAKED AT NO. 1 AT MODERN ROCK
TAKING BACK SUNDAY, “THIS PHOTOGRAPH
IS PROOF” (VICTORY) |
69.4 - PEAKED AT NO. 41 AT MODERN ROCK |

SNOOP DOGG FEAT. PHARRELL, “DROP IT LIKE
IT'S HOT” (GEFFEN)
66.1 - PEAKIiErAT NO. 1 AT R&B/HIP-HOP,
RAP AND RHYTHMIC TOP 40
NA'SHA, “FIRE”(PURE RECORDS) ‘
68.4 - CURRENTLY NO. 99 AT RHYTHMIC TOP 40
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TOBY KEITH,
SCOTT BORCHETTA
LOOMING LARGE
FOR RADIO

BY PHYLLIS STARK
PHOTOGRAPHS BY
MICHAEL SCOTT EVANS
/ RETNA LTD.

Toby Keith
.

™~
= | .1
£l o
t\“. :

» “’I
LS

-y

COUNTRY RADIO PROGRAMMERS have high
hopes for the success of Music Row’s two newest independent
labels, Toby Keith'’s Show Dog Nashville and Scott Borchetta’s
Big Machine Records.

Using ihe slogan “The only thing we take serously is the
music,” country superstar Keith and veteran record executive
Borchetta laenched their joint-label venture Sept. 1

‘They have already assembled an A-list staft, signed a bandful
of artists and sccured a major distribution deal for both labels
with Universal Musice & Video Distribution.

For Keith, who has sold 21 million albums in the United
States, the new venture marks the end of his long association
with DreamWorks Records. Afier losing its biggest artist,
DreamWorks Records Nashville has folded.

In an unusual setup, the new venture will be structured as an
umbrella company housing two labels, Keith’s and Borchetta’s.
The labels will share most of their staft] including the promotion
team, as well as office space and resources in a Music Row build-
ing Borchetta owns.

Show Dog will serve as the umbrella company. Releases from
Keith’s label will bear only that imprint. Borchetta’s releases will
be labeled Big Machine/Show Dog. Borchetta calls the setup
“one staft with two A&R sources.”

“We're going to be an independent,” Keith savs, “but smell,
walk, talk, look and record like a major.”

\shed to handicap the labels’ chances for suceess, country radio
programmers give largely glowing responses, although they say
almost everything will depend on the music the labels release.

« “It nothing clse, this will be one of the more exciting

chapters of Nashville record-label history,” savs Scott Lindy,
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dircctor of country programming for Sirius Satellite Radio.
“You’ve got this hugely loved, chart-topping megastar shat
has never minced words about his carcer and the ‘business of
the business’ at his record label. And vou’ve got a dynamic,
mold-breaking, take-no-prisoncrs, ‘just get 1t done’ scasoned
record pro in Scott Borchetta. The best writers in Hollywood
could never write seripts that develop characters the way most
of us know Taby and Scott. 1t wili be different, [and| it will
be fun 10 be a part of what they do, too.”

* “You've gat two very high-profile individuals behind these
labels,™ agrees Justin Case, P of Cox WZZK-AM/FNI/WNCB
Birmingham, Ala. “Scett Borchetta has a proven track record of
success, and it would be silly to dismiss any venture he is imvolred
in. Toby has worked very well with radio and has a lot of equity
with programmers. I see no reason why his startup won’t be suc-
cesstul, Of course, it all comes down to the music,”

* “It’s fun to sce talented people strike out on their own,” Clear
Channel WPOC, Baltimore PI) Ken Boesen says. “I'm pretty
excited to see what “Foby’s Show Dag and Scott’s Big Machine
labels bring to the genre. As long as the product is solid, I think
this is great. I don’t think competing among big, established and
now consolidated Iabels matters. We don’t care where the music
comes from, only that it conneets with the listener. Broken Bow
and 903 Nlusic are proving that good music is good music.

“Knowing the people imvolved in the new lzbels, T think we
can cxpeet some good music that’s new and difterent and will
challenge the existing labels,” Boesen adds. As for the new ven-
ture’s likelihood of competing successfully against more
entrenched companies, he savs, “Clearly the two new labels are
staffed and led by some experienced people with vears of presvi-

DUO

ous successes. 1 expeet both Show Dog and Big Machine to be

solid plavers the day they open the doors.”
+ “] think "Toby and Scott will be an unbehievable team,” savs

Clay Hunnieutt, VP of country programming/regional VP of

programming for Clear Channel Radio. *““Tkey won’t compro-
mise to put out what they think others may want. The Key 1o

their success will be [whether| they can back up their words

with great product. "The first couple of releases will be key 10

getting them on the right track. Both have already had unbe-
lievable careers, and I've never known either one them to lose
when they put their heart, mind and full energy behind some-
thing they believe in)”

Hunnicutr believes independent labels “have a great opportu-
nity to explore, invedt and profit from some great music. [t may
not all be mainstream stuft] but labels like Dualione and others
have a0t more sucegss than we all give them credit for. It's jow-
overhead, top-quality music that can create more control and
long carcers. That said, like Scotr and Toby s new project, the
product they dehiver is always the kev to those levels of success.”

* John Crenshaw, [PD of Clear Channel WCOL Columbus,
Ohio, thinks Show Diog will be successful for Keith “because he
is at or near the top of his game in the last 18 10 24 months. Fyen
if simply for his own Iv:;lrccr, it is a good move for him, as he will
probably be his owr label’s priority for airplav in the short
term.” Crenshaw als¢ savs he’s “bullish™ on Big NMachine and
praises the “incredible promotional and business savvy that Scott
Borchetta brings to the table. I anvone could do ir, T believe
Scott can.”

* Susquehanna WYGY Cincinnati PD Steve Giuttari predicts

the new lzbels are “going to do extremely well. I know some of




the plavers, and they’re alt driven people. They know success.
They don’t know [how 10| quit.”

* “Toby and Scortt are breaking new ground, and the indus-
try will be watching closely to see how they do,” Citadel WIVK
Knoxville, Tenn., ONM/PD Mike Hammond says. “The bottom
line will be, Can they sell records, and do they have the business
model to cut through in the age of consolidation? Obviously,
Toby carries a big stick, and his influence could be huge in
terms of getting the labels oft their feer ... Finding the right
music to fit the artists will be the key in how quickly they make
an impact.”

 “It has always seemed to me that besides strength of roster
being a factor in label success over the yvears, the effectiveness
of the promotions staft and label strategy can have dramatic
impact on records,” says Tim Roberts, Cumulus OM for the
Midwest. “I have tull confidence in Scott’s and Big Machine’s
staff’s ability to get the job done. Scott will also attract more
talent than the present roster.”

As for Keith, Roberts savs, “People have underestimated
him betore, and he made believers of us all. He’s a massive force
in the business, has great advice from the very experienced
[manager| TK. Kimbrell, and his entire experience at UMG
and then DreamWorks has prepared him for this next venture.”

» “What Toby and Scott do immediately gets my attention
because of the track record they both have for success,” Infinity
KBIQ (Q104) Kansas City PID Mike Kennedy savs. “For me
personally, it comes down to the songs. I really don’t care what
label it comes from or how big they are, as long as they are
delivering hit music and hit acts that listeners want to hear on
the radio and lay down their hard-carned dollars to buy.”

BEEFING UP THE ROSTER

Under their agreement, cach executive will sign acts separately
at his label. Keith has already signed his bandmate and frequent
songwriting partner Scotty Fmerick, who previously had a deal
on DreamWorks.

WCOL's Crenshaw likes 'merick, calling him “a stellar song-
writer and good performer. I hope he finds a couple of songs 1o
break him through the new-artist pack. You certainly cannot beat
the exposure he has had on Toby’s tour the last two vears.”

Keith savs he has received numerous phone calls from other
“major artists in play” who are interested in joining his roster.
And Keith himself will record for the label. He has also secured
the rights to distribute the soundtrack to any films that come out
of his new deal with Paramount Pictures.

Meanwhile, Borchetta has signed Jack Ingram, who previ-
ously recorded for Rising Tide and Sony’s Lucky Dog label.
Big Machine will release a live album from Ingram Nov. I that
includes two new studio tracks.

“Is this the formula that puts the music and unique voices of’

Jack Ingram and Scotty Emerick in more places and finally gives
them the bigger audiences they deserve? T hope,” Sirius’ Lindy
says. “Taking nothing away from what Ingram or Emerick have
been able to do so tar—which is quite a bit—they both could do
a lot more for our format.”

Also on the Big Machine roster are singer/songwriters
Daniclle Peck and teenager Tayvlor Swifi. Peck’s single “I Don’t”
goes to radio Sept. 26. Swift, a Sony/ ATV Music Publishing
writer, will debut early next vear. Borchetta previously signed
Peck to DreamWorks, but she was dropped during the label’s

2004 merger with Universal Music Group Nashville.

WIVK’s THammond savs he likes what he has heard so far of

Peck’s music. “My staftalso likes her first single, so we will prob-
ably be adding the record,” he says.

Lindy savs Peck can “flat-out sing. Seems like a career waiting
1o happen to me.”

Crenshaw believes in Peck’s ability to be a star. “What a voice.

What a stage presence,” he says.

WYGY's Giuttari has also heard Peck and calls her music
“excellent.” In fact, his station has already plaved “I Don’t”
more than 30 rimes. “I think she’s got the stuff;” he says. “And 1f
ever there was a staft to promote it, they’ve got the guns.”

\s for Swift, Giuttari says, “There’s a lot of talent there. She's
way bevond her vears in terms of maturity.

“Those are the two acts, musically, they can have a lot of suc-
cess with,” he sayvs of Big Machine. 1 think Jack [Ingram]| is
great, but they’re going to have a hard time with it.”

But WZZK/WNCB’s Case says he’s “pulling for Jack Ing-
ram,” adding, “I'm glad he’ll be front and center for a change”

Borchetta predicts that the combined roster for the two labels
will eventually top out at seven to 10 acts, including Keith. And
while Borchetta and Keith say they’ll focus on being a country
label, neither rules out the possibility of branching into other

genres for the right act.

RAGING AGAINST THE MACHINE
As someone who had a notoriously stormy relationship with
UMGN, what will Keith be like as a label head?

“You can't be hypocritical about it,” he savs. “I've raged
against the machine for a long time, so I'm not going to turn into
the person I tried to get away from.”

He says he plans to cut “fair deals™ with artists and will et his
own record sales absorb the cost of working other acts who don’t
sell the same volume.

“1 don’t need other artists to sell millions of records to make
sure we keep our doors open as long as 1 sell my [one new| album
every vear,” he savs. “I've got plenty of monev.”

Regarding this philosophy, Lindy savs, “Putting sales of vour
own album up as a factor to keep vour new label in business |is]
a big-time personal commitment. 1t’s thinking like this, along
with [Keith's| restaurants, movie deals, cte., that takes a big star
and turns them into an entertainment business icon.”

Keith is financing his own label and says he has put a $ mil-
lion check in the bank 1o get things rolling. Borchetta has secured
private investment. His label has a small board of directors com-

Scott Borchetta

INDIES

prising Nashville attorney Malcolm Nimms and former MCA

Nashville chairman Bruce Hinton.

Until March, Borchetta was senior VP of promotion and artist
development at UMGN, overseeing those departments for MCA
Nashville, Mercury and DreamWorks. Immediately following his
unexpected departure, he began talking about creating his own
label. Keith has also been speaking publicly about starting a fabel
since March, when he announced at Country Radio Seminar that
his davs at DreamWorks were likely numbered.

Keith savs he and Borchetta started talking about joming
forces and “found out we had a lot more in common than we had
differences.”

After weighing his options, Keith decided that in starting
their own labels, “we could do some groundbreaking stuft in the
music industry. We're looking forward to getring it on.”

Interestingly, Keith still owed DreamWorks one more album
under his contract. Asked how he got out of making #, Keith
quips, “I made them an offer they couldn’ understand.”

Even more surprisingly, the first single the promotion team is
working to radio is “Big Blue Note,” a track from Keith’s cur-
rent DreamWorks album, “Honkyvtonk University.” It goes for
airplay Sept. 12.

Keith says it will likely be a year-and-a-half until he has satis-
fied all of his contractual obligations to Universal.

Borchetta, who will hold the title of president at Big Machine
and oversee radio and marketing strategies tor Keith’s label, says
he and Keith are “*on the same page as far as what we want to do
musically, and the buck stops with Toby and myself.”

For Borchetta, who was instrumental in taking Keith from
star to superstar at DreamWorks, the new venture is a bit like
getting the band back together. Much of the former Dream
Works team-—including VP of sales Johnny Rose, West Coast
regional promoter Lisa Owen and Northeast regional promoter
Suzanne Durham—have joined Show Dog/Big Machine in sim-
ilar capacities. Rose was ousted in the UMGN merger.

At DreamWorks, Borchetta says, “We helped change the
game . . . 'This [new venture] will be an extension of a lot of the
ideals we had there.”

George Nunes has been hired as GM for Keith’s imprint only.
Nunes formerly was president of Santa Monica, Calif.-based
label Sovereign Artists. While new to Nashville, he 1s an indus-
try vet whose bachground includes stints at Capitol Records,
I Distribution and House of Blues. Keith savs he hired
Nunes “on the spot” the first time they met.

While he’ll be very involved, Keith savs he won’t have an
office or even a desk at Show Dog headquarters.

The VP of promotion and marketing for both labels is veter-
an Denise Roberts, who was most recently at Universal South
Records, and before that MCA. The rest of the promotion and
marketing team comprises John Zarling (national promotion and
new media), Tony Morreale (Southeast), Greg Sax (Southwest)
and Darcy Miller Lashinsky (promotion coordinator).

All are experienced Nashville promotion execs. Zarhng was
chart manager at UNMGN unril July. Morreale recently left
BNA Records, where he had been Southeast regional pro-
moter for eight vears. Sax accepted an carly-retirement pack
age from RCA Jast November. He had been the [label’s
Southwest regional. Miller Lashinsky previously worked at
RCA and, more recently, Outback Concerts.

“Our promotion department is lethal,” Borchetta boasts.
“We've got veterans in every corner.”

Borchetta’s wife, Sandi Spika-Borchetta, will handle creative
services for Big Machine, including photo and video shoots.
Office manager Andrew Kautz joins from limerald Studios,
where he has worked for more than 15 years.

With the staft he and Keith have assembled, Borchetta pre

dicts the fabel will “have monster game from day one.” @
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hen KTRS-AM St
month to obtain the broadcast rights for its city’s

Louis inked a deal last

beloved basceball franchise, the National League
Central-leading Cardinals, it completed the
unlikeliest of coups.

In a town where sports is king and bascball is the crown jewel,
the mighty Infinity news/talk/sports station KMOX-AM had
been synonymous with the Cardinals for 52 vears. Yet, in not
quite a decade, a stand-alone station dreamed up by a former
KMOX executive with the desire to rejuvenate “live and local”
programming in St. Louis had traveled from a Belleville, T11.,
cornfield to the heart of the city’s radio consciousness, grabbing
its ultimate prize in the process.

Amidst a flurry of headlines in the local press and protests
from bascball fans skeptical of K'TRS’ nighttime signal, the
station has become the second broadcaster in the country to
carry three of a city’s major professional sports teams, and the
Cardinals suddenly own half of their new flagship.

But the story of KTRS and its older, established rival isn’t
exactly a David vs. Goliath tale—not unless one is willing to

wealthy, marquee-name investors; and a handful of Goliath’s
best-known personalities.

KTRS’ driving force has been GM Tim Dorsey. A KMOX
alum, he spent a large part of his career as the right-hand man
and presumed successor to Robert Hyland, who for many per-
sonified the St. Louts airwaves.

As KMOX GM in the 1960s, Hyvland pioncered the first all-
information radio format: News, sports and talk, it was all live
and all St. Louis, with an interactive “At Your Service” format
that for the first time brought listencers into the told. After being
promoted to regional VP of CBS Radio in 1973, he helped steer
the station toward an overwhelming 25 share of the market,
largely on the strength of a stellar sports team that included such
future stars as “Monday Night Football” host Dan Dierdorf and
NBC sports anchor Bob Costas. With his outstandingly popular
station and broad collection of charitable works, Hyland was
entrenched in the St. Louis community.

Ivland hired Dorsey as a salesman in 1975, but Dorsey
quickly became a protégé of sorts, ascending to KMOX-AM/
I'M VP/station manager. (The FM station is now known as
KLOU) But despite being heir apparent, he left the station in
1990 for a lucrative ofter to run the Cable Advertising Network
of Greater St. Louis, a Charter Communications company.

‘I'wo vears later, the elderly THyland died of cancer, leaving the
direction of KMOX in question. Not long after, under the stew-
ardship of new GM Rod Zimmerman, the station began broad-

casting Rush Limbaugh’s syndicated talk show. It was the first

grant David a couple decades of radio experience; a group of

time KMOX had aired a program that hadn’t been produced in
its St. Louis studios, and to Dorsey, it signaled an unfortunate
sea change—the end of Hyland’s “live and local” legacy.

For KMOX veterans, Hyland’s death had resounding
repercussions.

“Mr. Hyland, he was completely autonomous, even though he
answered to New York. He was so successful with KMOX that
really thev left him alone,” savs Wendy Wiese, who hosted
KMOX's morning show. Under Hyland’s watch, she explains,
the station could program unfettered by any corporate influ-
ences. “When he died, all of that changed,” she says.

“T'he Rush Limbaugh Show,” however, was only a first step.
When Westinghouse bought CBS in 1996, Zimmerman was
ordered to begin improving KMOX’s margins, which had fall-
en since its hevday in the 1970s. Around Valentine’s Day of that
vear, Zimmerman fired 15 emplovees. They were “folks who'd
sweated blood for KMOX, people whose efforts had made it
special,” former KMOX newscaster Kevin Horrigan says.

“Morale at the station sucked,” Horrigan says. “We were all
worried that we’d become part of a profits-above-quality opera-
tion.” A station full of “chauvinistic *St. Louis I\irsters,” ” the
staft’ bitterly resented the new, bottom-line politics of their
ownership.

TO THE CORNFIELD

Dorscy had begun making noise in the market. Word surtaced
that the old Hyland-era manager might be interested in buying
KMOX. “We were all very encouraged,” Wiese savs.

But in reality Dorsey’s ambitions weren't quite so grand. With
backing from Charter, he set out to purchase and staff WIBV
Belleville, 11, a tiny station situated across from a cornfield, just
on the other side of the Mississippi River from St. Louis.

Dorsey sold Charter on the idea that he could bring in the old
KM OX talent and re-create the magic of days gone by, with or
without a powerful signal. In no time he brought over Horrigan,
Wiese and her co-host, Bill Wilkerson, to jump-start the new
endeavor. More stafters followed, and with a dose of his old sales-
man’s persuasiveness, promising higher salaries and the chance at
a new beginning, Dorsey drew more than 20 former KMOX
stafters to his new outpost to try launching a St. Louis-owned sta-
tion that could take on his former emplover.

As Horrigan recalls, the appeal was not just Dorsey’s pitch, but
also the reassurance offered by his partners at Charter, “geniuses”
who had turned their company into a “money-making glant.”

I‘'or some, the switch was just a matter of following their col-
leagues. Jim Holder, a former sports commentator from KMOX,
was at the tail end of the exodus. “If T was the only one going, |
probably wouldn’t have made the move,” he says. But with the
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“backbone” of KMOX leaving, and K'TRS offering a higher
salary and the prestigious position of sports director, he says it
made sense for him to join the flight. “I think that everybody had
maybe a little different agenda.”

And so they crossed the river to the cornfield. “Our closest
neighbors were a aouple of horses, a couple of chickens and some
dogs,” Dorsey recalls. “With a barbeque pit out back, it was kind
of like ‘Little House on the Prairie.” It was actually rather homey
if vou like green shag carpet on the walls for soundproofing.”

The pastoral detour lasted for a little more than a vear, and the
expericence, by all accounts, had the makings of a sitcom. The
staff used third-rate broadcast equipment and baby monitors to
communicate bet\f'ecn the studios; stray horses wandered near
the satellite receivers; one of the producers was a former strip-
per; and Belleville's residents were hosttle after losing their local
radio station to a crew of big-city know-it-alls. But from spring
1996 through spring 1997, they soldicred on until Dorsey
announced the next step of his plan.

During the vear, he had corralled a group of local investors
that included such St. Louis celebrities as actor John Goodman,
former Cardinals star Ozzie Smith and even KMOX’s Dierdorf,
as well as sevenal local entreprencurs. The 30-member

Tim Dorsey
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‘Sports are such an integral part of St. Louis,
and we knew that if we were going to grow
the radio station we needed some

involvement in sports.’

-TIM DORSEY




investment group, named CH Holdings, provided the $10 mil-
lion needed to purchase KSD-AM from EZ Communications.
The station would provide a massive, 63,000-square-mile day-
time AM signal more befitting the talented lincup.

Charter, meanwhile, had decided it wanted to focus exclu-
sively on cable, letting CH Holdings buy out its share of the con-
tract for WIBV and its talent. After adjusting the new station’s
call letters to stand for Talk Radio St. Louis, KTRS was born.

“Sports are such an integral part of St. I.ouis,” Dorsey says.
“And we knew that if we were going to grow the radio station we
needed some involvement in sports.”

In 2000, the station was ready to make its first play for a pro-
fessional team: the St. Louis Blues, who had traditionally broad-
cast on KMOX. To lure the hockey franchise, Dorsey offered his
station’s complete devotion—he offered not only broadcasts, but
a complete marketing mechanism, one that could splice together
a 30-second ad within a few minutes’ notice or devise creative on-
air promotions. And according to former Blues marketing direc-
tor Jim Woodcock, KTRS delivered.

“Quite literally around the clock and each day of the calendar
vear, we were first and foremost on the minds of KTRS. Fvery-
thing that KTRS did on a marketing front, whether it be the
sales force, etc., the Blues were their calling card,” he says. “We

had a great booming voice for those 70-some-odd games that we
were on KMOX cach vear, but we didn’t get a lot beyond that.”
With the Blues in tow, KTRS made its next move to try and
sccure broadcasting rights for the National ootball League’s St.
Louis Rams from the Cicar Channel-owned KLOU-FM.
“We went to them with an unusual proposal in that we would

give them X-amount of dollars to become the AM voice of the
Rams,” Dorsey savs, adding that KLOU would continue to

broadcast the games as well. “And whatever percentage of the
rights that we paid, they’d give us that amount back percentage-
wise in inventory.” Clear Channel was hesitant at first, Dorsey
says, adding it might have been the first offer of its type, but they
cventually agreed to the arrangement.
Unlike the Blues and the Rams deals
Dorsey’s business acumen—getting to broadcast the Cardinals

largely products of
was an unanticipated boon.

ENTER BOBBY LAWRENCE

“T sort of teed this deal up and in a funny sort of way brokered
it,” savs Bobby Lawrence, the new chairman of the joint
Cardinals/CH Holdings-owned KTRS. Working in private
investment after a stint as the COO of Jacor Communications,

»

Lawrence was a friend of Cardinals owner William DeWitt. He
says he thought of the idea for the Cardinals to purchase KTRS
almost six vears ago, when the team’s contract with KMOX was
first running out.

He knew that DeWitt “loved buying the spokes around the
hub of whatever business he might be in,” and if KMOX
decided not to renew its contract, purchasing its smaller rival
scemed like a viable alternative.

“I actually didn’t think it would happen, to be perfectly hon-
est,” Lawrence savs of the deal. In 2000, the Cardinals and
KMOX renewed their partnership, but five vears later, the two
found negotiations to be far more difficult. Lawrence bided time,
plaving “the what-if game” with CH Holdings, keeping the

INDIES |
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possibility of a buyout open. “I'm sure that if [the Cardinals]
could have negotiated a deal with KMOX, they would have
staved with KMOX,” he says. “There wasn’t anything in the
relationship, 1 think, that made the Cardinal ownership group
think, ‘Let’s go look for something else.” ”

As it became increasingly obvious that the Cardinals would not
rejoin KMOX for a 53rd season, the St. Louis press and baseball
community worked itself into a frenzy. Between June and July, the
St. Louis Post-Dispatch alone published 14 articles, including
several columns both in favor of and against the move. At the cen-
ter of the controversy was K'TRS’ broadceast signal, which at
night becomes directional, heading east. Listeners in parts of
Illinois and rural Missouri would have difficulty hearing the
gamues, critics claimed.

In response, the Cardinals and K'TRS brokered an agreement
with a local I'M station to simulcast the games at night, rounding
out its range. According to all parties, the controversy never was
in a position to derail the deal, and in the end, the Cardinals
bought a 50% share of KTRS, making it their flagship station
and moving it to their brand-new baseball park across from the
old Busch Stadium.

What remains to be seen is whether the blockbuster business
deal will translate into huge ratings for K'TRS. For all the vicissi-
tudes of the past decade, KMOX still reigns in St. Louis with a
10.9 share, while KTRS commands only a midrange 3.3. To truly
challenge the veteran station would take a tectonic upheaval.

Frank Absherf, a local radio historian and journalism profes-
sor at St. Louis University, is skeptical that such a reversal could
take place. After analyvzing KMOXs vear-long daytime ratings,
he found that more listeners tuned in for morning programming
in the fall and winter than during bascball scason, implying
sports fans weren’t staying with the station overnight. “Which
tells me that if KTRS feels that the rest of their dayparts are
going to skyrocket because of Cardinal baseball, that’s not being
borne out in the KMOX numbers,” he savs.

And there are qualitative reasons to suspect KTRS’ new
arrangement, Absherf says. How objective can sports-talk pro-
gramming be on a station owned by a baseball team? “If the
Cardinals own 50 of this radio station and I’'m employed by the
radio station and I'm doing sports talk, am I going to speak
poorly of the Cardinals?”

Dorsey, unsurprisingly, sces things differently. “The
Cardinals are really going to bring KTRS an entirely new audi-
ence,” he says. “Probably a million people a night tune into a
baseball game. Those same radios will be set to KTRS the next
morning when they wake up, which gives us an opportunity to
showcase what we can do.” Dorsey says he expects a “dramatic”
increase in K'TRS ratings and cautiously suggests that it might
be able to overtake the No. 1 spot.

Holland Cooke, news/talk specialist with consultants McVay
Media, doesn’t necessarily disagree. It is a complicated situation,
he says, and whether the deal is beneficial to the Cardinals and
the station hinges on lots of arcane elements that boil down to
accounting practices and contract negotiations. But because CH
Holdings and the Cardinals are partners, K'TRS won’t suffer the
usual pitfalls of a flagship station, where competing interests of
the franchise and broadcaster can undermine operations.

And the pavoff in terms of listeners could be massive. Cooke
draws an analogy with his native Boston, where he savs WBZ-
AM functions as the market-dominating, news/talk equivalent of
KMOX. Ratings period after ratings period, WBZ, has ruled the
market. But recently, competitor WEEI home of the Boston Red
Sox, suddenly shot to the top.

“During the spring and summer, WEEI beat WBZ not just at
night, but total week,” Cooke savs. “And the station that beat
them, beat them with baseball.”

Dorsey is betting he can do the same. s®e

- www.BillboardRadioMonitor.com 11




\' (O

JKEN

Y KEN TUCKER PHOTOGRAPH BY M

ABOLU

CHAEL SCOTT EVANS /RETNA LTD

IS BOW

\

WITH TWO SINGLES IN THE TOP 20 on the
Billhoard Radio Monitor country airplay chart, Nashville-based
Broken Bow Records is the hottest independent label in town.
That feat has never been accomplished in the 135 vears of the
Niclsen Broadceast Data Systems era of electronically monitored
airplay. Craig Morgan’s “Redneck Yacht Club” recently became
his third top 10 at the label, and newcomer Jason Aldean’s
“IHicktown” is No. 16 on the chart.

While airplay is great, sales are what keep a label’s doors open.
Morgan’s current album, “My Kind of Livin’,” has sold 190,000
copies, according to Niclsen SoundScan, and Aldean’s self-titled
debut has tallied 100,000 units in the first five weeks of its
release. Those numbers might not be jaw-dropping in the major-
label world, but they mean profitabitity for Broken Bow, because
of its structure.

GM Brad Howell and VP of promotion Jon Loba agree that
focusing on a few acts has been key to the label’s success sinee it
opened in 1999, “We're not reading a laundry list of records
when we call radio,” Loba says. “We're focusing on two or three
core acts at any one time. Radio knows that if it we say its a pri-

we’re a small label. The song has to be great, the artist has to be
great and the label has to work their butts off to get it plaved.”

BACKING DREAMS

To understand what Broken Bow has accomplished, vou have to
£0 back to the beginning. Although the label was founded in 1999,
its concept dates back to 1988, That was when California car
dealer Benny Brown, now president/CEO of Broken Bow, first
became financially involved in the country music industry. He
began by using his financtal resources to back fledgling artists
“who had country dreams,” he savs. “The goal was to get them
deals with major labels.”

Working with several artists, he got a few snifts but not much
action. “We had some artists that we believed in, but it was just
so hard to get the major labels to even listen,” he says. When
artists did get a deal, Brown wasn’t satisfied with the labels® com-
mitment and financial decisions. In one instance, Brown says, the
major saddled the artist “with so much production costs that
he’d have to sell a lot of records to ever see any money.”

It was then that Brown made the move to fund his own label.

A BUILDING PROCESS
Although the label’s biggest successes have come this vear, includ-
ing a four-week I‘l(). 1 on the Monitor country airplay chart for
Morgan, Loba says they’re the result of vears of work. “I honest-
Iy think it’s the culmination of the building process,” he says.
“We're seeing the results of two or three vears of serious commit-
ment to radio and serious commitment to music. Obviously, with
Brad coming on board and [VP of A&R | Larry Shell, it helps com-
plete the package marketing-wise and direction-wise.”

Loba says that in some respects, Howell’s arrival on the scene
has contributed to the label’s success. “Brad brought creativity, a
strong sense of artist imaging and accountability to Broken
Bow,” Loba says.[“I talked with Benny Brown before we hired
Brad and let him Know if things continued to grow at the pace we
were growing, I was either going to burn out or end up letting
things fall through the cracks. The addition of Brad took a
tremendous load off my shoulders and let me coneentrate on my
passion: radio and video promotion.

“It’s a clich¢,” Loba continues, “but Brad’s into thinking
outside the box, and he challenges us to do the same. He’s very

‘We're not reading a laundry list of records when we call radio. We're
focusing on two or three core acts at any one time.

-JON LOBA

ority, that we’re going to be sticking with it for the next 20 to 235
weeks. They know that commitment is there on our part.”

Broken Bow released only two albums this year; even with the
solid numbers Morgan and Aldean have put up, that doesn’t scem
like it would sustain a label. “It depends upon how much money
you spend,” Howell says.

Quality over quantity is the label’s mantra. “Every turn at bat is
critical,” he says. “We have to make sure it’s right, we're ready and
that everyone knows when we walk out the door, it’s a priority.”

Eventually, Howell says, he'd like to see the number of album
releases cach year grow to four or five.

Although Loba has worked at Broken Bow for four vears and
Howell spent almost a year at fellow indiec Equity Music Group
before joining Broken Bow a vear ago, both are major-label vet-
erans. After a lengthy career in radio, including a stint as PD at
legendary Clear Channel country station KNIX Phocnix,
Howell joined Warner Bros. Nashville in 1994 as Southeast
regional. He rose to VP of promotion before exiting in 2002.

Loba started at Warner Bros. Nashville in 1996 as promotion
coordinator and segued to sister label Atlantic Records Nashville
as Southeast regional three vears later. e joined Broken Bow in
a similar capacity in 2001 and was named VP in 2003.

Despite Broken Bow’s independent status and smaller budget,
Loba says it encounters the same hurdles a major does. “The
only thing we don’t have is the leverage of a superstar act,” he
says. “Outside of that, we face the same challenges we did at
Warner Bros. and Atlantic.

“We're careful with our monev for sure, but we have the
resources we need,” Loba adds. “Hf it’s important we’ll do it.
Do we watch [our bottom line| more? Absolutely. Iovery deci-
sion is analvzed.”

Howell agrees, saving radio doesn’t look at the label any dif-

wr

ferently.

I'hey respect us. They don't throw us a bone because
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“I decided T could create a fabel that would be a little more fair
to the artists and at the same time have some success,” he says.

It’s a model that remains today at Broken Bow: It’s also the rea-
son the label and its artists don’t need to sell as many records as a
major might to turn a profit. “We tried to structure a label where
we keep the costs down and hopefully the artists would get a pay-
oft from their work from an album-sales standpoint,” he savs.

“Nepotism” is not a bad word in Brown’s world. Label
CI'O/legal counsel Paul Brown is his nephew. “We sent him to
night school, and he earned a degree in entertaiinment law. He
graduated in July of "99, and July of *99 is when we started the
label . . . T needed someone that T had confidence in.”

Nevertheless, the label got oft to a slow start. *“The first two or
three years we went through a lot of learning curves,” the elder
Brown says. “We went on what we thought was good advice.”

The advice was that airplay in secondary markets would lead
to airplay in progressively larger markets. He eventually learned
that it wasn’t the right approach. “We had a couple of artists that
I think we failed,” he says, “not because they weren’t good and
not because we didn’t have good product on them.

“We charted on some of the secondary charts,” he continues,
“but we found out the hard way that if you're going to put music
out there, you have 1o have people that will promote it at [moni-
tored stations|. 1f'it’s successful there, it will fall into the secondary
markets. It was quite the opposite of what we were told.”

Still, he wasn’t deterred. “One thing that’s always driven
me is a passion for country music,” Brown savs. “I've never
beena failure at anything Pve ever attempted to do in business,
especially if i’s something I have a passion for. Conscquently,
we didn’t give up. 1 kept the pipeline going as far as money,
and put the right team together.”

Brown says that after supporting the label from his “back
pocket” for the last six vears, it now stands on its own financially.

passionate about not doing things the same way.”

Howell says Broken Bow’s philosophy difters from that of
other startups. “Tthe most difficult challenge is getting records
plaved on the radio, period,” Howell says. “Once Jon and his
staff established that they could do that, it was time to do other
things. Then you chd publicity, vou need an A&R guy in-house,
you need a focused marketing plan. It was a matter of building
upon what they’vd established.”

Now, he says, “We’re a full-service record label. We do every-
thing in this office.”

Because of the label’s size, Howell says, every staff member is
important to its success.

“It doesn’t matter what vour job title is,” he continues. “We
try to find out whp has the best relationship and then ask them
to go and represent the label.”

RADIO REACTS

Infinity country WQYK Tampa, Fla., MI) Jay Roberts says the
label’s legitimacy dan be attributed to Morgan’s “Almost Home,”
which spent 37 wéeks on the Alonitor country airplay chart and
peaked at No. 0 1n 2003, “That gave them instant credibility,”
Roberts says. “Thart just broke down all the barriers.”

“It was Craig Morgan’s relationship with radio and those that
the promotion staff had that got that record started,” Loba says.
“We were basically asking our friends to give us a shot.” Without
those people, he adds, the label wouldn’t be where it is.

Clear Channel VP of country programming/regional VI of
programming Clay Hurnicutt calls Broken Bow the “Jerry
Maguire of labels,” a reference to their hands-on, focused
approach. “Now all they need is a goldfish,” he jokes.

“I think one of ihcir biggest strengths is the focused and per-
sonal attention thev're able to devote to their artists and their
singles,” he savs. “They’re not owr working nine different
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artists and multiple singles at the same time.”

Roberts agrees. “They’re a small staff, and they’re focused on
two or three projects,” he savs. “They’re not spreading them-
selves too thin.”

Hunnicutt savs the label’s size is an advantage when it
comes to quick turnaround. “They have the ability to mobilize
quickly and really take advantage of a new opportunity,” he
savs. “The funnel is smaller, and a project has to pass through
fewer hands.”

Smaller can also be a challenge, Hunnicutt says. “With
smaller budgets, smaller staffs and fewer feet on the ground,
the people that are there have to work that much harder to
make sure their story is out there and people are listening.”

“I think their biggest weakness is that they have no platinum
act, but that mayv come with time,” Roberts savs. “They have
no back catalog of hits cither, so the current music has to work
for them.”

Clear Channel country WGAR/oldies WM]I Cleveland PD
Meg Stevens calls the Broken Bow staft “great people who
believe in the music they are putting out.”

“I look at them as cqual to anvone,” she says. “It’s not about
the label; it’s about the music. Bottom line, they’ve found artists
that work.”

Despite the success the label had with Morgan, there were still
those who didn’t believe in Broken Bow or simply didn’t know
much about it. A series of radio visits and presentations Howell
and Loba made last fall may have plaved a part in establishing the
brand. “We sat down and told people, ‘This is what we’ve done,
this is what we're going to do. We need vou as a partner,””
Howell recalls. “The response was overwhelming. Radio said,

‘We get it, and we want to be a part of it.

Benny Brown believes that part of Broken Bow’s success is

related to his hiring people with a similar outlook. “I tried to
bring in people that shared that same passion,” he says. “It was
more than just about money, it was more about accomplishment.”

Of equal importance to Brown is a person’s character. “I try
real hard to have people that vou don’t have to worry about from
a morality standpoint and don’t worry about their name tarnish-
ing your name,” he says.

Brown’s philosophy carries over from his experience in the car
business. “I've got good people, and most of them have been here
15 to 18 vears,” he savs of the dealership. “We built our business
on the long term—Iong-term customers and repeat cus-
tomers—where for most of the dealers it’s a one-shot thing.
They try to go for the throat on that one sale, and a lot of times
they never see that same customer again.”

Meanwhile, despite his label’s recent success, Brown prefers
to stay in the background, letting the people he has hired do their
jobs. That’s not to say he’s not involved—he just doesn’t adver-
tise his presence. He’s aware that his approach has led to a repu-
tation as a recluse, but he seems to embrace it. Brown laughs
when he recalls that his appearance at a No. 1 party for Morgan
caused one attendee to say, “You do exist. I thought vou were like

LT

Charlie on ‘Charlic’s Angels.

THE FUTURE
While the label has had varving degrees of success with former
major-label artists including Joe Diftie, Sherrié Austin and
Morgan, it had vet to break a brand-new one. “I think for peo-
ple to take us seriously we had to break an act with no previous
history,” Howell savs.

Enter Aldean, who had been at the label a few vears but

SPECIAL

hadn’t been introduced to radio.
It was Aldean’s maturity as an artist that sealed the deal.
“We wanted to make sure the music was ready, the artist was

[

ready, the package was ready,” Howell says. “Jason was. He
had a stvle, he had a sense of who he was and he could
describe it to people. He had a praducer with vision, Michael
Knox, and he had great songs. Once we saw that, halfway
through the recording process, we said, ‘This is probably
going to be the next act.” ”

Meanwhile, Lila McCann’s next single, “I'm Amazed,” 1s a
duet with Jim Brickman that will go to radio this month.

The song is part of Brickman’s forthcoming album, “The
Disnev Songbook,” due Oct. 4 from Walt Disney Records.
Hovwell calls it “a great opportunity that dropped in our lap.”
In addition to what the label hopes is a big airplay opportuni-
ty, Brickman and Disney’s involvement means a TV special,
tour dates and a marketing plan that otherwise wouldn’t have
been possible.

“This is onc of those things—TI don’t want to say that it was
an accident—but everything came together at the right time,”
Howell savs.

“We were presented with a great marketing plan,” T.oba says,
“but the question we came back to was, What does the music
sound like? If the song’s not there, then the other stuff is ancillary.”

“I know that evervone savs ‘the song, the song, the song,” but
I’ve been at labels where that hasn’t been practiced,” Loba says.
“It’s been, | We've got] a great marketing plan; let’s run with it
and sce where we're at””

That wasn’t the case when it came to the McCann-Brickman
duet, Howell savs. “When we heard the final recording, we knew
that it was something we couldn’t turn down.” o ®

Jon Loba, left, and Brad Howell
choose their moves carefully.




tis not casy to be an independent news/talk station that pro-

duces live, local content for large parts of the week. It costs a

lot to staft a newsroom, pay local personalities and produce

cnough local programming to maintain a direct relationship
with the community.

At the same time, however, it’s still possible to make a decent
living operating a news/ talker. The gencral profile for a news/talk
andience 15 somewhat better for advertisers, and spotloads can
accommodate a higher level of commercials per hour.

But if the plan is to have a news/talk station’s market share

grow significantly, it helps to have another source of funding to
draw from—in the form of other, profitable radio stations or, in
some cases, an cntirely difterent line of business.

“News/talk stations are high-touch and can be more expensive
to run properly than music 1°Ms,” McVay Media news/talk con-
sultant Holland Cooke says. While there’s plenty of added
expense, Cooke points out that the return on investment is also
higher. Almost as a rule, news/talk stations have a higher “power
ratio” that converts cach Arbitron share point into more than one
share point of revenue. And in anyone’s book, that spells profits.

- www.BillboardRadioMonitor.com

“News/talk stations convert ratings to revenuc almost twice as
high as music stati])n: do,” Cooke says, “since a news/ talk station
generally attracts thSl with a more attractive qualitative pro-
file, and the quantity of commercial inventory a news/ talk station
can bear is lots higher than a music FM would dare to air.”

News/talk statipns that matter to listeners are the stations that
matter to owners,” Cooke adds. “Otherwise, it’s garbage in,
garbage out.”

According to Cooke, some of the best news/talk operations
are those run by owners who “fuss over” their stations and insist

Pete Booker
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that the stations fuss over their listeners. *These are often local
mom-and-pop owners whose portfolio might include a single
market, or several markets within a region. Thev're zealots, hell-
bent on, in their view, keeping something special alive.™

The story of independent operators i news/talk is very
much the story of independent-minded regional operators, 100,
One example of that in the mid-\tlantic area is Delmarva
Broadcasting, with stations in two markets: Wilmington, Del.,
and Salisbury-Ocean City, Md.

On \Marviand's Fastern Shore, the competition is fairly suff in
this market of 293,100 (ranked No. 146 12-plus for the metro
area). Clear Channel is in the marker with eight stations. So 1s
Great Scott Broadceasting, with six.

Independent A news/talker WGNID (92.7
Delmarva) has ranked in the top 10 or higher in the Arbitrons
there. That stand-alone N s licensed to Rehoboth Beach, Del.
and is owned by Resort Broadeasting.

Delmarva Broadeasting is in the market, 100, and owns a clus-
ter of eight stations there. In the news/talk race, Resort’s WGMD
handily beats Delmarva’s AN news/ talker, WICO.

WGMD is also setting some content-delivery trends by ofter-
ing selected podeasts. T'he 19V Ps Web site currently offers about

a week’s worth of NP3 content.

RADIO WITH PICTURES
Delmarva Broadeasting has also been a very mnovative operator.
In Wilmingron, Delmarva owns three stations: news/talk WDEL,
mainstream  top 40 WSTW and country WANCY.

competes against Clear Channel’s five station cluster, plus a

Delmarva

stand-alone gospel AN and two music-based N s,

1Us in Wilmington that Delmarva proves the value of owning
a profit-generating PNL to help fund the statt-heavy require-
ments of AM sister news/talker WDIEL,

That’s even more important because Delmarva is in a close
fought news/talk war with Clear Channel's WILAL In the
spring 2003 survey, WDEL recovered ground lost earlier in the
vear, moving up from a 2.7 in the fall to the current 3.2. The
A\ s two-book average is now a 3.0

NMeanwhile, WM has also gained considerable ground,
jumping from a 2.6 in the fall 10 its current 4.0. That makes
WILAs two-book average now a 3.3

Delmarva Broadeasting president Pete Booker tells Monior,
“WDEL generates cash flow and could survive on its own, but it’s
with [sister IPNEWSTW | that we can really achieve our cash-flow

»r

goals.” T'he added revenue also helps his group maintain the hind
of work environment and talent pool he says is necessary 1o thrive.
Booker savs the two stations together account for “60% of the
revenue for Delmarva, Of that, WL contributes 12%, but we
wouldn’t be able to reach our goals without WS TW.?
Those goals don’t just involve a 40% cash-flow margin. “We
need to move from being a radio company to being a content

N

company,™ he savs. And that means positioming  Delmarva
Broadceasting as a content provider that can offer evervihing
from podcasting to cell casting ro videocasting.

“WWeve been saving this sort of thing for five or six vears now,
that it will all end up on vour cell phone,”™ Booker savs. Armed
with that vision, WDEL achieves its Tevel of localism—and its
launching pad into the future—by delivering as much local news
content as possible in as many ways as possible.

WDEL offers podeasts—and videocasts—of ™ its local news
reports. When newsroom reporters head out into the field, they
bring along a video camera to post video later on the WDEL
Web site. The audio is stripped out and cut to create the over
the-air news content.

*To be an effective company over the next tive to 10 vears,”
Booker savs, *we have to establish, and be known as, a company

that presents content on different platforms.™ .

1°N1, the Talk of

REGIONAL ROOTS

THE STORY OF DELMARVA BROADCASTING is really the story of a newspaper
publishing family, the Steinmans of Lancaster, Penn. Radio entered the picture in 1923,
when brothers John F and J. Hale Steinman bought their first station, WGAL Lancaster.

Through the decades, the Steinman Stations radio group expanded throughout
Pennsylvania and Delaware, eventually owning nine AM stations. The family also
acquired FMs and TVs, but by the mid-1980s almost all of the broadcast properties had
been sold off.

All, that is, except one AM in Wilmington, Del., that the Steinmans had bought in 1931:
WDEL. In 1950, the family built and put sister FM WSTW on the air.

Today, WDEL and WSTW are the core of Delmarva Broadcasting’s station cluster in
Wilmington.

Delmarva president Pete Booker is a Delaware native. His first radio job during college
was as a board operator at WDEL in 1972. He continued working at the station until his
graduation. He returned to WDEL in 1980 as the AM's PD.

By 1982, Booker had moved up to OM for WDEL and WSTW. He held that position
until he left in 1988 to manage stations for another owner in Fredericksburg, Va.

In 1993 Booker returned as VP/GM for the Wilmington combo. He says the agreement
with the Steinman family was that "when | came back it was with the idea of enlarging
the company”

That happened to some extent with the expansion into Salisbury-Ocean City, Md., in
the late 1990s. Booker tells Monitor he plans on acquiring more stations in the not-too-
distant future. He won't say when or where, but offers this: “We'll always be a mid-
Atlantic-based company.” —TONY SANDERS

‘We need to move
from being a
radio company to
being a content
company.
—PETE BOOKER

ALTIMORE'S
NDEPENDENT
EWS/TALKER: WCBM

IN MARYLAND, MANGIONE FAMILY ENTERPRISES owns the fast-developing
Turf Valley Golf Course and residential community, located in the Baltimore radio mar-
ket's Howard County. The family also owns radio in the market.

Nick Mangione Sr. and his family own two Baltimore AM radio stations: news/talk
WCBM, the home for talk personalities Tom Marr and Les Kinsolving, and adult stan-
dards WWLG. Hearst-Argyle's news/talk WBAL rules the roost in Charm City, but
WCBM manages to pull some ratings, too, and occasionally break into or bump up
against top 10 rankings.

The Mangiones have owned WCBM since the late 1980s and bought WWLG in the late
1990s. A rough estimate on radio revenue for WCBM might be around $3 million per
year. By comparison, WBAL is probably billing closer to $20 million. —TONY SANDERS
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FOR THE WEEK OF SEPT. 12
Artist

Title {Label}
y:»;\INSTREAM TOP 40

Don‘t Tread On Me {Zomba)
Kanye West Feat. Jamie Foxx

Gold Di (IDIMG)
Jesse I\I?%artne

Because You lee (Hollywood)
Rev Run

Mind OnThe Road (IDIMG)
Ricky Martin Feat. Fat Joe & Amerie
| Don't Care {Columbia)
Santana Feat. Michelle Branch &
The Wreckers
I'm Feelin' You (AMG)

RHYTHMIC TOP 40
Dem Franchize Boyz
iThink They Like
Don Omar
Reygaeton Latino
EbonXAEyez Feat. 112
Take Me Back {Capitol}
Missy Elliot
Teary Eyed (Atlantic)
Rihanna

If t's Loving That You Want (IDJMG)
Voltio Feat. Lil Rob & Pitbull

Bumper

{Virgin)
{Virgin)

ADULT TOP 40
Aqualul
Bnghter?han Sunshine {(Cotumbia)

Ra

Every Little Thing She Does is
Magic {UMRG)
San(nna Feat. Michelie Branch &
The Wreckers
I'm Feelin' You {RMG)

ADULT CONTEMPORARY

Barbra Streisand

Stranger in A Strange Land
{Columbia)

R&B/HIP-HOP
EbonXAEyez Feat. 112
Take Me Back
Ginuwine

When We Make Love
Kirk Franklin
Look(ng For You {Zomba)
Missy Elliott

Teary Eyed {Atlantic)
Rihanna

If It's Loving That You Want (IDJMG}

ADULT R&B
Kirk Franklin
Looking ForYou

GOSPEL
3 The God Way
KlapYa Hands  {Kaught Upp/Truet.ife)
Anthony Faulkner
Faith {Chapter 7)
Camman

(Alliant)

House Of Praise
Mary Mary

Yesxerday ({Integrity/Columbia/SUM)
CHRISTIAN

Casting Pearls

Whole World In His Hands (Inpop}
Chris Rice

{Capitol)
{SUM)

{Zomba}

Sleepyhead Sun (INO)
Disciple
Into Black (INOY
Jamie Slocum

| Picture God That Way {Curb}
Natalie Grant

What Are You Waiting For {Curb})
Sara Groves

You Are The Sun {INO}
Scott Krippayne

Alive Again {Spring Hill)
Third Da

Cry OutTo Jesus (PLG)
Watermark

KneesTo The Earth (Rocketown)
Wynonna

Rescue Me {Curb)

COUNTRY

Clint Black

Code Of The West (Equity)
Doug Stone

Everything {Lofton Creek)
George Jones Feat. Dolly Parton
The Blues Man (Bandit}
George Strait

She Let Herself Go (MCA Nashville)
Lila McCann Feat. Jim Brickman
I'm Amazed {Broken Bow}
Toby Keith
Big Biue Note {Show Dog
Nashville)

MODERN ROCK
Death Cab For Cutie
Sou! Meets Body
HIM

Wings Of A Butterfty (Warner Bros.)

Living Things
Bom, Bom, Bom (Zomba)

altl:v'll'IVE ROCK

Wings Of A Butterfly (Warner Bros.)
HERITAGE ROCK

HIM

Wings Of A Butterfly (Warner Bros.)

TRIPLE-A

Blue Merle

Every Ship Must Sail Away (IDJMG})
Carbon Leaf

LetYour Troubles Roli By
{Vanguard}

Death Cab For Cutie
Soul Meets Body (Atlantic)
Fiona Apple

0" Sailor {Epic)
PJ. Otsson

Three Light Years And A Day (Brash)
Sarah Lee Guthrie & Johnny irion
Holdin' Back {New West)
Simple Minds

Home (Sanctuary)
Susan Tedeschi

Tired Of MyTears (Verve Forecast)

LATIN

Akwid

Sentir La Vida

intocable

Es Mejor Dec:r Adios

Pepe Aguilar

gohermo De Aficion (Sony Discos}
urt

Te Llevo En Mi

Thali

(Atlantic)

{Univision)
(EM1 Latin)

{Sony Discos})
(EMI Latin)
Submit titles to silvio@bitlboard.com.
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BY ANTHONY COLOMBO, RAPHAEL GEORGE, WADE JESSEN AND PATRICK McGOWAN

TOP SUMMER
SONGS OF 2005

As the summer winds down, Billboard Radio Monitor looks back at the
songs that defined various formats during the past few months.
Listed below are the top summer songs from 2001 to 2005 based on
detections from NMemorial Day week to Labor Day week cach vear.
Mariah Carey’s “We Belong Together” dominated the airwaves this
summer. It finishes as the most-played song at Mainstream Top 40,
Rhythmic Top 40 and R&B/Hip-Hop, marking the first time in this
span that a song has topped more than two summer format recaps.

MAINSTREAM TOP 40
MARIAH CAREY
WE BELONG TOGETHER Island/IDIMG

HOOBASTANK
THE REASON Island/IDJMG

{ KELLY CLARKSON
| MISS INDEPENDENT RCA/RMG

AVRIL LAVIGNE
COMPLICATED Arista

LIFEHOUSE
HANGING BY A MOMENT DreamWorks

RHYTHMIC TOP 40
| MARIAH CAREY
WE BELONG TOGETHER Island/IDJMG

JUVENILE FEATURING SOULJA SL|
SLOW MOTION Cash Money/UMRG

CHINGY
RIGHT THURR DTP/Capitol

NELLY
HOT IN HERRE Fo' Reel/Universal/lUMRG

EVE FEATURING GWEN STEFANI
LET ME BLOW YOUR MIND Ruff Ryders/Interscope

ADULT TOP 40
LIFEHOUSE

YOU AND ME Interscope

HOOBASTANK
THE REASON Island/IDIMG

MATCHBOX TWENTY
UNWELL Atlantic

SHERYL CROW
SOAK UPTHE SUN A&M/Interscope

TRAIN
DROPS OF JUPITER (TELL ME Columbia

ADULT CONTEMPORARY
KELLY CLARK<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>