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FOREWORD

Our little radio industry sure got discovered, didn’t it?

Wall Street has rolled up, merged and consolidated
radio to the point where it’s unrecognizable to somebody
from just five years ago. Managers are responsible for local
clusters of 6, 7 and 8 stations and 100+ people. Group
heads preside over station groups of 100, 300 or even 900
properties. Program directors sit in their offices and watch
the minute-by-minute fluctuations of the stock price and
try to figure out their options strategy. And Wall Streeters,
who couldn’t have named a single radio stock five years
ago, are now experts in cash flow margins and cluster
programming strategies — or they sound like experts,
anyway.

That’s the fundamental change in radio: The ownership
consolidation made possible by the 1996
Telecommunications Act. That unleashed billion-dollar
deals, made radio a darling of Wall Street, made virtually
all major- and medium-market stations the property of
publicly-held companies (which had seemingly unlimited
access to capital), and drove up station prices. And so far
it’s all working. So far.

What happened to the operators? Well, they’re still out
there, trying to make budget every month, trying to keep
the ratings high enough to keep the home office happy.
And trying to keep the staffs of six stations now living
under one roof one big, happy family. (“Hey, who parked
in my parking place?” And, “Why did THEY get a new
editing facility/new staff tee-shirts when we didn’t?”)

Butit’sthe same wave that’s sweeping through American
businesses like banking, drugstores and bookselling.

Bookselling: Wait a minute — aren’t a lot of people
now shopping for and purchasing their books online? Is
that going to happen to radio, too? The Internet may turn
out to be a bigger threat to radio’s traditional way of doing
business than even national satetlite radio (via Sirius Satellite
Radic and XM Satellite Radio). Not to mention the murky
transition to terrestrial Digital Audio Broadcasting. Long-
term, broadband Internet access may just sweep away most
things that went before it.

This 9th Edition of the M Street Directory has as much
useful information about U.S. and Canadian radio as we
could possibly pack into its pages. Stations are listed both
by city of license and (where applicable) market. M Street
goes deeper into markets than Arbitron, since we recognize
many more “markets” than Arbitron.

Everything you see here in the Directory comes out of
the authoritative M Street Database, which we update
every day. If you have specific database needs — like, you
need to fax all the oldies stations in the top 100 markets —
contact us at (800) 248-4242 and ask about M Street’s
custom database work.

And speaking of “work”, M Street Corp. thanks its
hard-working staffin Nashville and elsewhere. Theirnames
are printed in the front of this 9th Edition Directory, and we
can tell you they all put in long hours on the phone, online
and in the car. Their friends and spouses know that
M Streeters will spend their travel time punching “Scan”
on the car radio, looking for format changes. (It’s not
always easy on a relationship.)

We gratefully acknowledge the invaluable contributions
of M Street friends in every U.S. state and Canadian
province — people who call us or e-mail us whenever they
hear a format change, or spot something in the Directory
that needs to be updated. Feel free to join that cast of
M Street friends.

If you’d like to buy extra copies of the Directory for
yourself or a friend, just call us at (800) 248-4242.

And a quick plug for some other M Street products: the
weekly M Street Journal that launched our company back
in 1984, and the M Street Daily fax. Call us at
(800) 248-4242 to see a sample of either or both. The
Journal contains exhaustive coverage of FCC changes,
format changes and the news. The M Street Daily covers
whatever is news that day in radio.

A word about the abbreviations and codes you’ll be
seeing and using in the Journal: If you forget what
“DA-2” means, just look it up in the front section of the
Directory.

When it comes to format definitions, a reminder that the
definitions in this Directory are those of M Street, and not
the stations themselves. Stations might disagree, and we’re
happy to discuss our “call” of the format. We base our
format definitions on our 17 years of experience classifying
every station in the U.S. and Canada.

* And if you only have time to read two sentences on this
page, here they are:

M Street worked very hard to make this 9th Edition
Directory our best one ever. Hope it’s useful!

The M Street Radio Directory 7
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GUIDE TO USE

| Richland |

KOL|  Adult Contemporary [AC]

1300 5000/5000 DA-N 153s7c 2t 8p
cp 10000/5000 DA-N  app 100007500 ND
+Smith Broadcasting Corp. -
Sister to: KOL-FM LMA with: KTW-FM
509-555-9494 fax 509-555-9495
815 N Columbia Blvd, Keonewick 99336
GM Bob Smith PD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Walla Walla Wilthight 4.7%

! Richland

5000/5000 DA-N 1s 3s 7¢ 2t 8p

cp 10000/5000 DA-N  app 100007500 ND

+Smith Broadcasting Corp.

Sister to: KOL-FM LMA with: KTW-FM
509-555-9494 fax 509-555-9495

815 N Columbia Blvd, Kennewick 99336

GM Bob Smith PD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Walla Walla Wilthight 4.7

KOL|  Adult Contemporary [AC]
1300

Richland

KOL  |Adult Contempurary JACT |

1300 5000/5000 DA-N 1s3s 7c 2t 8p

cp 10000/5000 DA-N app 10000/7500 ND
+Smith Broadcasting Corp.

Sister to: KOL-FM LMA with: KTW-FM
509-555-9494 fax 509-555-9495

815 N Columbia Blvd, Kenpewick 99336
GM Bob Smith FD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Walla Walla Willhight 4,7%

Richland %

Adult Contemporary [AC]
s3sTc2t 8 .
icp 10000/5000 DA-N _app 10000/7500 ND__ |~
+Smith Broadcasting Corp. %

Sister to: KOL-FM LMA with: KTW-FM
509-555-9494  fax 509-555-9495

815 N Columbia Blvd, Kennewick 99336

GM Bob Smith PD Aaror Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Walla Walla Willhight 4.7%

| Richland

—

il

lcOL-FMEssy Listenin @g}

94.1 (T0000Dw 258 ft Bn 4t

[app 100000,1200 _app add directional ]
+Smith Broadcasting Corp. .

Sister to: KOL LMA with: KTW-FM

509-555-9494 fax 509-555-9495 *

815 N Columbia Blvd, Kennewick 99336

GM Bob Smith PD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitrorf 3.1% 800p
Walla Walla Willhight 6.5% ~

Stations are listed under their legal city of license, in frequency
order. AM stations first, then FM.

The AM Band extends from 530 KHz to 1700 KHz. The FM
Band extends from 88.1 MHz to 107.9 MHz. The frequencies
from 88.1 MHz to 91.9 MHz are reserved for non-commercial
use. However, non-commercial stations may also occupy
commercial allocations.

Call letters as issued by the FCC, and are listed above the
frequency in the left margin.

If a station has changed call letters within the past seven years,
see the FORMER CALL LETTERS section for a cross-
reference to the current call letters.

Programming information is followed by M Street’s format
codes in square brackets. Please see the section

FORMAT CLASSIFICATIONS for a complete explanation
of our format classifications and their codes.

Current power and facilities as well as any changes applied
for, or construction permits granted, are shown.
For AM stations, the day power is listed first, then the night power if
any, followed by the antenna configuration:

ND  non-directional, full time

ND-D non-directional, daytime only

DA-D directional, daytime only

DA-N directional, nighttime only

DA-1 same directional pattem day and night

DA-2 different directional pattems day and night

DA-3 different directional pattems day, critical hours, and night

FM stations list their effective radiated power (ERP) followed by the
antenna height above average terrain (HAAT). FM stations whose
ERP or HAAT is different for horizontal and vertical polarizations list
the figures as (h) and (v). “DA” indicates a directional antenna is
used.

Both AM and FM stations show a “=" to indicate a station that shares
time with another station on the same frequency.

(Continued next page)

The M Street Radio Directory 9
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Richland ¢ # %% ~# % ¢ ™ &+ %

P et ey T T L R T T T TS e ———
koL Adult Contemporary [AC] fh&"’ﬁ'vi W ¥ oy b ow A

This is an example of a granted construction permit (cp) for
10,000 watts day, 5,000 watts night, directional antenna night.
See the power and facilities section on page 9 for a complete

LA
1300 5000/5000 DA-N 183s7c2t8p ~w 4. £ & >» H L4 > & ¥ 4
5 1000075000 DAN | 2pp 100007500 A : g MR list of codes used for power and antennas.
+Smith Broadcasting Corp. aoa - P
Sister to: KOL-FM LMA with: KTW-FM Krdv s ok
509-555-9494 fax 509-555-9495 © ¥ - “
815 N Columbia Bivd, Kennewick 99336 ¥ % ¥+ S »w 4 m ¥
GM Bob Smith PD Aaron Smith SM Delores Smith # ¢ * ™ ™ of =
Richland/Kennewick/Pasco Arbitron 2.2% 800p # % « % ~ » a ~ ¥
Walla Walla Willhight 47% © « ¢ & 5 & » 5 « L & o o ¢ o 4
. = — . . .
Richiande 2 v 5 & w2 0 % 4 @4 grﬁﬁlt::cdat:)cr)r;s' s(apEg f;led with the FCC which have not yet been
ismissed.
OL  Adult Contemporary [AC] . . )
1300 S000/S000DA-N isdsTeagp =~ © T T EFT A EME
¢p 10000/5000 DA-N  dpp 10000/7500 ND T
+Smith Broadcasting Corp. ek ke s
Sister to: KOL-FM LMA with: KTW-FM * % % » ¢ >« 2 5 &
500-555-9494 fax 509-555.9495 € > & v M » 4T ap t
815 N Columbia Blvd, Kennewick 99336 & & < 4&p -8 & x o 3 #
GM Bob Smith PD Aaron Smith SMDelores Smith , » » @ 2 o
Richland/Kennewick/Pasco Arbitron 22% 800p, 4w 2 o » 3 6 =~ »
Walla Walla Willhight 4.7% S A v et kR & A
Richland ' °~* ~ (% ¥ 7 # % % M Street keeps track of station changes for the last nine years.
L2 : A code follows the last digit of the year of the change:
KOL  Adult Contempora I ¢ call letter change f frequency change
1300 5000/5000 DA-N {s J57cot8p | ~ s rPL e ¥ AL 1 eity of i b i
cp 10000/5000 DA-N app 1000077500 ND & ¢ o % ¢ % % ¢ x ¢ city of license change n new station
+Smith Broadeasting Corp. LI e O R e s station sold t format change
Sister to: KOL-FM LMAWith KTW-FM o0 & g ¢ w0 £ 4 ¢ s
509-555-9494 fax S09-555-9495, ;5 . . fanris p facilities change
815 N Columbia Blvd, Kennewick 99336 ; For example: “7c” means that the station changed its call
GM Bob Smith PD Aaron Smith SM Delores Smith * * “ = ¥ * ™ 1 : 5997 wqp? an hat th . hg dl P
Richland/Kennewick/Pasco Arbitron 2.2% 800p L letters in . “‘4t” means that the station changed its format
Walla Walla Willhight 47% = ~ ¥ <4 ¢ & #4 > x ¥ &= & v in 1994,
1 g o 3 1
Richland & ¢ . 2. c 5 0 + » ! Th‘e‘: ?wner ofthc station. o
— — = A “+” preceding the owner indicates the company has an
:‘3‘3;‘ L o gp ~¥7 tv>i¥ 3w iweas| ownership intercst in stations in other markets. For most
cp 1000015000 DA-N _app 100007500 ND ¢ * * w4y nwe major pending station sales, the organization buying the station
Smith Broadcasting Corp. A T L ST will be listed as “Pcnding to:”
ending to; Jones Broadcasting Co. £ LR [ 1
Sister to: KOL-FM LMA with: KTW-FM =~ + &2 ~+ % I
509-555-0494 fax 509-555-9495 , - ~ ~ B d s o~ EGR
815 N Columbia Bivd, Kemmewick 99336 5 . s o w m ; » % ¢ ¥
GM Bob Smith PD Aaron Smith SM Delores Smith P PR
Richland/Kennewick/Pasco Arb1§ron22% 800p - .
Walla Walla Willhight 4.7% N oo ®
[ —1
If the station is being managed by a company or person other
@ i A IR SR B 2N 5 . & .
Richland & than the owner, the organization or person will be listed here.
ETW_FM Country [CW] P The orgapizanqn that manages the station may or may not own
H02.5  12560w, 2478t If LA R other radio stations. If they own other stations in the same
lmﬂds‘" e g‘r’gdcmmg Cop. |55, Taras market area, those stations will be listed in the sister station
£ L - & g B a B
'LMA with: KOLKOL-FM P B P N ) information on the next line.
509-555-9494 fax 509-555-9495 P, 5
815 N Columbia Blvd, Kennewick 99336 ’ kA
GM Bob Smith PD Aaron Smith SM Delorfis Smith & * = % = > =
Richland/Kennewick/Pasco Arbitron 13.8%" 8100p ¥ = & & & = 4
Walla Walla Willhight 11.9% > * =~ 5 ~ ¢ & ; w~ 3 ¥
- T I A B A ¥ orowe
10 The M Street Radio Directory
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¥ oy e

| s » Richland , ©

e g e L

TRw VY ¥ o~ D
o e

KOL  Adult Contemporary [AC] .

1300 S000/5000 DA-N 1s 3s 7c 31 8p

© cp 1000U/S000 DA-N app JOQOOITS0OND ¢ > ¥ «
+Smith Broadcasting Corp. POR Ry oy

[Sister to: KOL-FM_LMA with: KTW-FM J& © % % a4

<
Y
509-555-9494 fax 509-555-9495= ¥ T AL .
¥
'
3

815 N Columbia Bivd, Kennewick 99336 ~ » <
GM Bob Smith PD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Wwalla Walla Willhight 4.7% %

[

x

bl B R

Richland , 3

KOL
1300

Adult Contemporary [AC] i )
5000/5000 DA-N 1s 35 7c 2t 8p o
¢p 10000/5000 DA-N  app 10000/7500 ND

+Smith Broadeasting Corp,

Sister 10 KOL-FM LMA with: KTW-FM

[5#3-555-04%4  fq 509-555-0:405 |

815 N Columbia Blvd, Kennewick 99336 «

GM Bob Smith PD Aaron Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p

Walla Walla Willhight 4.7% :

[ Richland

KoL
1300

Adult Contemporary [AC] N
5000/5000 DA-N 1s3s 7¢ 2t 8p
cp 10000/5000 DA-N  app 10000/7500 ND
+Smith Broadcasting Corp. n
Sister t0: KOL-FM LMA with: KTW-FM

-555-9494 f; -555-
815 N Columbia Blvd, Kennewick 99336
GM Bob Smith PD Aarcn Smith SM Delores Smith
Richland/Kennewick/Pasco Arbitron 2.2% 800p
Walla Walla Willhight 4.7%

Richland

koL
1300

Adult Contemporary {AC]

5000/5000 DA-N 1s3s7c 2t 8p i +
cp 10000/5000 DA-N  app 10000/7500 ND

+Smith Broadcasting Corp.

Sister to: KOL-FM LMA with: KTW-FM

509-555-9494 fax 509-555-9495

815 N Columbia Blvd, Kennewick 99336

GM Bob Smith PD Aaron Smith SM Delores Smith |
Richland/Kennewick/Pasco Arbitron 2.2% 800p

Walla Walla Willhight 4.7%

Richland v

o —— e o
EOL Adult Contemporary [AC] }
1300 5000/5000 DA-N 1533 7c 2t 8p
cp 10000/5000 DA-N  app 10000/7500 ND
+Smith Broadcasting Corp.
Sister to: KOL-FM LMA with: KTW-FM *
509-555-9494  fax 509-555-9495
815 N Columbiza Blvd, Kennewick 99336
GM Bob Smith PD Aaron Smith SM Delores Smith
|RTC1113ndchnn:wick/Pasco Arbitron 2.2% SOOpT
Walla Walla Willhight 4.7%

An AM or FM affiliated sister station(s) in the same market
area is shown following the ownership information. If the
station is in a Local Marketing Agreement (LMA), formal or
informal, the listing will read “LMA with:” If two or more
stations have a Sales Marketing Agreement (SMA), the listing
will read “SMA with:”

The phone number given is for the station’s business office.
This is followed by the fax number. If we do not have a phone
number, the area code is given.

Up to two addresses are shown. The mailing address is listed
first, followed by the shipping address. The city and state are
the city and state of license unless otherwise listed.

The names of key management personnel are listed for the
following positions: General Manager (GM),
Program Director (PD) and Sales Manager (SM).

The market area or areas served by the station are listed here.
The station’s primary market area appears on the first line. Its
secondary market, if any, appears on the next line. If ratings
are available in the market listed, they are shown here. See
ABOUT RATINGS for a detailed explanation of the ratings
information provided.
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FORMAT CLASSIFICATIONS

The M Street Database
Format Codes

As the broadcast industry itself evolves, so do radio station formats. Classifications and definitions are amended from time to
time to reflect current trends. Here is the current set of format classifications in use:

AC Adult Contemporary
An adult-oriented pop/rock station, often with a greater emphasis
on non-current music. AC-OL would be a gold-based AC.

AH Hot AC or “Adult CHR”
A more up-tempo contemporary hits format, with little or no rock
or younger targeted R&B.

AP Adult Alternative
Eclectic rock, often with wide variations in musical style. Some
times called “AAA.”

AR Album - Rock
Mainstream rock & roll. Can include more guitar-oriented
“heavy metal”, classic rock and modern rock.

AS Adult Standards
Standards and older, non-rock popular music (1940-1980). Often
includes softer current popular music.

BG Black Gospel

CH Contemporary Hit Radio (Top-40)

Current popular music, often encompassing a variety of rock
styles. CH-RB would be Dance-CHR, CH-AR would be Rock
based CHR, CH-NR would be New Rock or Modern Rock based
CHR.

CR Classic Rock
Rock oriented oldies of the 60’s, 70’s and 80’s. May play some
current music by “classic” artists.

CW Country
Country music, including contemporary and traditional styles.
CW-OL would be country oldies.

CZ Classic Hits
Popular rock and pop hits of the 60s, 70s, and 80s with an
emphasis on the 70s.

DR Drama
Radio dramas, often pre-1950.

ET Ethnic
Programs primarily in languages other than English. Often
brokered and/or block-programmed.

EZ FEasy Listening

Primarily instrumental cover versions of popular songs. More
uptempo varieties of this format include soft rock originals. May
also be mixed with “Smooth Jazz” or Adult Standards.

FA Fine Arts - Classical
Fine arts (“classical®) music, often including opera, theater,
and/or culture-oriented news and talk.

¥F French
French-language programming.

FX Farm News and Talk

JZ Jazz

Mostly instrumental, often mixed with Soft AC. This format
classification includes both traditional jazz and what is called
“Smooth Jazz” or “New AC.”

MA Modern AC
The softer end of modern rock mixed with female-targeted
popular music.

NR New Rock - Modern Rock
Young-end mainstream current rock often mixed with 80s modermn
rock.

NX News
All-news, either local or network in origin. Also in format
description if a significant block of time is devoted to news.

OL Oldies

Popular music, usually rock, with 80% or greater non-current
music. CW-OL indicates country oldies; RB-OL,
R & B oldies.

(Continued next page)
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FORMAT CLASSIFICATIONS

PT Pre-teen
Music, drama or readings intended primarily for a pre-teen
audience.

RB R & B - Urban
Can cover a wide range of musical styles (R&B, blues, dance,
rap), often called “Urban Contemporary.”

RC Religious - Contemporary
Christian adult contemporary music.

RG Religious - Gospel
Traditional religious music; can be mixed with black-oriented
(BG) or country-oriented “southern gospel” (SG).

REL Religion
Local or syndicated religious talk programming, sometimes
mixed with music.

SA Soft Adult Contemporary
Lite Adult Contemporary music, soft rock originals; can also be
mixed with Adult Standards or classic hits.

SB Seoft Urban Contemporary
Soft R & B sometimes mixed with “Smooth Jazz,” ofien heavy
in oldies.

SG Southern Gospel
Country flavored gospel music, also includes the “Christian
Country” or “Positive Country” format.

SS Spanish

Spanish-language programming. Spanish-language equivalents
of English formats include SS-CH (hits), SS-RA (ranchero
music), SS-AC (“modern” music), SS-TP (salsa, tropical}, SS-TJ
(tejano), SS-MX (regional Mexican), SS-SA (romatica) or SS-
VA (variety), as well as formats such as SS-EZ or SS-NX-TK,
which match English language formats.

SX Sports

Listed only if all or a substantial block of a broadcast day is
devoted to play-by-play, sports news, interviews or telephone
talk.

TK Talk
Talk, either local or network in origin; can be telephone-talk,
interviews, information, or a mix.

MT Financial Talk
All financial or “Money-Talk.”

VA Variety
Incorporating four or more distinct formats, either
block-programmed or simukaneously.

»]
=]
=
o]

DESCRIPTION

Station is currently off the air
Relays another station's programming

Simulcasts another station
Non-commercial format

Satellite programmed

Formats combined

Formats alternate (dayparted)

Morning

Night

Late night

Format is about to change or is unavailable
cp-new Construction permit for a new station

R '.'!N‘

- TEEEF

EXAMPLE

AC r: WIII-92.3 (The station is relaying the AC format from radio

ACs (The station is simulcasting it's sister station's format.)

RL* (Public or not-for-profit stations.)

TKé& (Programming provided primarily from satellite networks.)
CW-AC (Country and AC are intermixed.)

OL/CW/AR (Example: OL-mornings, CW-middays, AR-evenings)
When an “m” i$ added, the programming is in the morning.

When an “n” is added, the programming is in the night.

When an “1” is added, the programming is late night.

Look for future information weekly in the M Street Journal and
daily in the M Street Daily.

station WIll which is on 92.3 FM.)

The M Street Radio Directory 15

www.americanradiohistorv.com


www.americanradiohistory.com

%/ey poﬁS )

You coanna

fnoewo ewhiat
radio station
A éoag/lz‘
/S a)ee,é =

Kead abocd ...

The
M Street Journal

RADIO’'S JOURNAL OF RECORD

SCSIISE 819 4o chel 8bc" 008 334y yro buy/mp Z;; PINISPI7S

ﬂ)eeé/ v/ anseoers to radios /itd/e ”7}/5 Zeties.

f k dio!
-
ogether, let’s make qreat radio!
- Compressed or non-compressed audio
+ Real-time status of up to 128 local network workstations
* Redundancy using multiple file servers
+ Individual user preference records

P W - cofExtractor-high speed digital audio extraction

* Voice-track recording concurrent with programming

B roa d cas t « Instant and seamless mode and shift changes iPIﬁC:P:I%TéS;!}SEEﬂMﬁ

Prophet Systems Innovations
www.prophetsys.com
877/774-1010

www.americanradiohistorv.com



www.americanradiohistory.com

FORMAT STATISTICS

M Street format data produces the following format information:
November 1999

Primary Format Total | Commercial | Non-Comm. |% AM % FM | Simulcast | Network
1 |Country 2,320 2,306 14 33% 67% | 276  12% | 546 24%
2 |News, Talk 1,695 1,159 536 66% 34% | 278 16% | 604 36%
3 |Adult Contemporary 784 775 9 19% 81% | 51 7% | 181 23%
4 |Oldies 771 766 5 38% 62% | 59 8% | 281 36%
5 |Religion (Teaching, Variety) 703 363 340 49% 51% | 88 13% | 134 19%
6 |Adult Standards 602 595 7 85% 15% | 44 7% | 379 63%
7 |Spanish 600 536 64 59% 41% | 85 14%| 70 12%
8 |Contemporary Christian 529 167 362 13% 87% 0 64 2% | 169 32%
9 |Top-40 (CHR}) 439 401 38 3% 97% | 33 8% 1 0%
10 |Variety 436 39 397 11% 89% 1 24 6% -
11 | Soft Adult Contemporary 386 382 4 20% 80% | 29 8% | 115 30%
12 | Alternative Rock 361 95 266 3% 97% | 11 3% -
13 |Adult Hits, Hot AC 329 325 4 4%  96% 14 4% 80 24%
| 14 | Classic Rock _ 315 314 1 4% 9% | 20 6% | 56 18%
15 [Southern Gospel 313 269 44 69% 31% | 16 5% | 74 24%
16 |Rock 289 280 9 2% 98% | 16 6% -
17 |Black Gospel 271 257 14 84% 16% | 22 8% | 36 13%
18 |Sports 256 256 94% 6% 25 10% | 172 67%
19 |Classic Hits 223 222 1 7% 93% | 19 9% | 34 15%
20 |Urban, R&B 186 166 20 16% 84% 8 4% -
21 |Classical, Fine Arts 146 38 108 3% 97% | 25 17%} 13 9%
22 |Jazz 139 72 67 7% 93% 5 4% 21 15%
23 |New Rock, Modern Rock 136 136 4%  96% 17 13% 9 7%
24 |R8B Oldies 127 127 1 27% 73%| 6 5% | 27 21%
25 |Urban AC 112 112 29% 71% 9 8% | 34 30%
26 |Ethnic 92 82 10 75% 25% 6 7% -
27 |Gospel 79 42 37 51% 49% | 13 16%| 4 5%
28 |Modern AC 74 74 0% 100%4{ 7 9% -
29 |Pre-Teen 51 51 96% 4% 5 10%1 46 90%
30 |Easy Listening 42 34 8 21%  79% 2 5% -
not available or changing 4 3 1 25% 75% - -
Total operating stations 12,810 10,444 2,366 37%_ _63% | 1277 10% | 3086 24%
il alt i e | T i 1
Stations off the air 103 |(73 AM and 30 FM) 1% 20% |- b
Construction permits 385 |(53 AM and 332 FM) 14% 86% [ ' g '.: -
e e ¥
Total stations and CP's 13,298 |{4884 AM and 8414 FM) 37% 63% ! r';_,_ i y

Copyright 1999 M Street Corp.
Stations are counted in their primary format only.
Simulcast and Network totals are for stations with a primary Simulcast or Network programming source.
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FORMAT STATISTICS

M Street format counts for AM & FM stations

Counts as of November 1999

Primary Format AM % i? Primary Format Fi %
1 |News, Talk 1,118 23.5% sf 1 TCountry 1,563 19.4%
2 [Country 757  15.9% | | 2 |Adult Contemporary 633 7.9%
3 |Adult Standards ) 512 10.8% 'f 3 ?News, Talk 577 7.2%
4 |Spanish 352 7.4% ). 1 4 Oldies 7 481 6.0%
5 |Religion {Teaching, Variety) 345 7.3% J45 ]Conten'lporary Christian 461 5.7%
6 |Oldies 290 6.1% | | 6 Top-40 (CHR) 425 5.3%
7 |Sports 241 5.1% | | 7 \Variety 380  4.8%
8 |Black Gospel 227 4.8% * 8 |Religion (Teaching, Variety} 358 4.4%
9 |Southern Gospel 216 4.5% | 1 9 |Alternative Rock 349 4.3%
10 |Adult Contemporary 151 3.2% i% 10 |Aduilt Hits, Hot AC 317 3.9%
11 [Soft Adult Contemporary 79 1.7% ;L 11 |Soft Adult Contemporary 307 3.8%
12 |Ethnic 69 1.5% 71 12 |Classic Rock 303 3.8%
13 |Contemporary Christian 68 1.4% ;|£3 Rock 283 3.5%
14 |Pre-Teen 49 1.0% [ |14 !Spanish 248 3.1%
15 |Variety 47 1.0% " 15 IClassic Hits 208 2.6%
16 (Gospe! 40 0.8% }i{ 16 |Urban, R&B 156 1.9%
17 |R&B Oldies 34 0.7% 5,’?;‘ 17 ?Classical, Fine Arts 141 1.8%
18 |Urban AC 32 0.7% | 118 New Rock, Modern Rock 131 1.6%
19 |Urban, R&B 30 0.6% | |19 Jazz 129 1.6%
20 |Classic Hits 15 0.3% | |20 Southern Gospel 97 1.2%
21|Top-40 (CHR) 14 0.3% LI 21 R&B Oldies 93 1.2%
22 |Classic Rock 12 0.3% | | 22 |Adult Standards 90 1.1%
Alternative Rock 12 0.3% || 23 (urban AC 80 1.0%
Adult Hits, Hot AC 12 0.3% | | 24 |Modern AC 74 0.9% |
25 |Jazz 10 0.2% | | 25 Black Gospel 44 0.5%
26 |Easy Listening 9 0.2% | | 26 Gospel 39 0.5%
27 |Rock 6 0.1% a 27 Easy Listening 33 0.4%
28 [New Rock, Modern Rock 5 0.1% | | 28 [Ethnic 23 0.3%
Classical, Fine Arts 5 0.1% | |29 Sports 15 0.2%
30 |Modern AC 0 - |:]30 Pre-Teen 2 0.0%
not available or changing 1 0.0% | | not available or changing 3 0.0%
Total operating stations 4758 100% |- Total operating stations 8,052  100%
Silent 73 |Silent 30
Construction Permits 53 ca iConstruction Permits 332

Copyright 1999 M Street Corp.
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FORMAT STATISTICS

M Street format data produces the following format information
For commercial stations:

Counts as of November 1999

Primary Format 1992 1993 1994 1995 1996 1997 1998 1999

1 [Country 2,552 | 2612 | 2,642 | 2,613 | 2,525 | 2,491 | 2,368 | 2,306
2 |News, Talk 648 841 1,197 | 1,036 | 1,116 | 1,111 | 1,131 | 1,159
3 [Adult Contemporary 1,648 | 1,563 923 1,052 952 902 844 775
4 |Oldies 730 734 714 710 738 755 799 766
5 |Adult Standards 412 421 435 470 499 551 561 595
6 |Spanish 331 361 401 427 463 474 493 536
7 |Top-40 (CHR) 578 441 358 318 333 358 379 401
8 |Soft Adult Contemporary 315 332 345 347 337 346 368 382
9 [Religion (Teaching, Variety) 459 429 426 418 424 404 356 363
10 |Adult Hits, Hot AC see AC | see AC| 242 256 283 260 281 325
11 {Classic Rock 201 218 264 306 349 240 282 314
12|Rock 316 317 309 301 273 262 266 280
13 |Southern Gospel 108 191 204 239 248 255 273 269
14 |Black Gospel 96 111 122 147 166 208 238 257
15|Sports see talk | see talk| 106 148 156 220 251 256
16 | Classic Hits 172 192 222
17 |Contemporary Christian 124 139 125 132 142 159 164 167
18 |Urban, R&B 212 243 203 184 183 169 171 166
19 {New Rock, Modern Rock see alt. | see alt. 54 141 147 137 145 136
20 [R&B Oldies see R&B|see REB 39 47 44 46 56 127
21 |Urban AC 101 108 86 116 121 134 127 112
22 |Alternative Rock 75 108 94 80 110 94 96 95
23 |Ethnic 54 60 69 67 64 75 77 82
24 |Modern AC 70 79 74
25 |Jazz 52 45 43 80 89 92 88 72
26 |Pre-Teen 3 13 19 28 33 40 37 51
27 [Gospel 50 45 49 45 40 37 45 42
28 |Variety 72 68 63 62 54 50 43 39
29 |Classical, Fine Arts 48 45 44 39 41 44 40 38
30 |Easy Listening 171 116 106 61 57 49 39 34

not available or changing 15 14 6 10 4 2 3 3

Total operating stations 9,371 | 9,545 | 9,688 | 9,880 | 9,991 | 10,207 | 10,292 | 10,444

Stations off the air 352 345 369 308 270 143 102 96

Stations are counted in their primary format only.

Copyright 1999 M Street Corp.
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FORMAT STATISTICS

M Street format data produces the following format information

For non-commercial stations:
Counts as of November 1999

Primary Format 1992 1993 1994 1995 1996 1997 1998 1999
1 |News, Talk 151 190 245 272 410 456 490 536
2 |Variety 386 384 381 380 377 376 393 397
3 |Contemporary Christian 56 75 91 122 161 230 299 362
4 |Religion (Teaching, Variety) 318 337 358 366 363 335 326 340
5 |Alternative Rock 267 274 276 281 276 272 270 266
6 [Classical, Fine Arts 275 267 239 230 130 117 112 108
7 |Jazz 72 75 76 79 78 69 67 67
8 |Spanish 29 30 32 36 39 42 58 64
9 |Southern Gospel 8 9 12 12 19 30 490 44
10 [Top-40 (CHR) 66 65 57 53 4 43 39 38
11 [Gospel 7 7 10 10 9 23 32 37
12 [Urban, R&B 34 35 31 33 29 27 22 20
13 [Country 8 6 6 9 12 14 14 14
14 |Black Gospel 3 3 2 4 4 10 12 14
15 [Ethnic 9 9 10 8 7 8 10
16 |Rock 10 9 10 10 9 10 10 9
17 |Adult Contemperary 19 20 18 20 16 15 9 9
18 |[Easy Listening 1 10 9 9 8 8 8 8
19 |Adult Standards 1] 1 2 3 4 7 8 7
20 |Oldies 1 1 2 1 4 5 4 5
21 |Adult Hits, Hot AC see AC | see AC 1 2 2 2 4 4
22 |Soft Aduit Contemporary 2 1 1 2 2 3 3 4
23 |Classic Hits 1 1 1
24 |Classic Rock 1 2 3 3 2 2 1 1
25 [Modern AC 0 0 0
26 |New Rock, Modern Rock 0 0 0 0 0 0 0 0
27 |Pre-Teen 0 0 0 0 0 0 0 0
28 |R&B Oldies 0 0 0 0 0 0 0 0
29 |Sports 0 0 0 0 0 0 0 0
30 |Urban AC 1 1 1 1 1 0 0 0
not available or changing 12 15 4 7 1 2 6 1
Total operating stations 1,746 | 1,826 | 1,877 |} 1,954 | 2,005 | 2,106 | 2,236 | 2,366
Stations off the air 23 23 40 M 29 26 11 7
Stations are counted in their primary format only. Copyright 1999 M Street Corp.
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FORMAT STATISTICS
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FORMAT STATISTICS

M Street Format Trends from 1289 to 1999

Counts as of November 1999

Stations by primary format Commercial 89/99
FORMAT 1989| 90 91 92 93 94 95 96 97 98 99 +-

Country 2448 | 2452 | 2457 | 2552 ] 2612 | 2642 | 2613 | 2525 2491 | 2368 | 2306 | -142
Aduit Contemporary 2058 | 2135| 2088 1963 | 1895 1784 | 1655 | 1572 | 1508 1 1493 | 1482 { -576

News, Talk, Business, Sports | 308 | 405 | 527 | 648 | 841 | 1028 ] 1184 | 1272 § 1331 ] 1382 | 1415 | 1107
Religion (Teaching & Music) 696 | 745 | 799 | 837 | 915 ] 926 | 981 | 1020 | 1063 | 1076 | 1098 402

Oldies & Classic Hits 5451 659 | 704 ) 731 | 734§ 714 | 710 | 738 | 927 | 9N 988 443
Rock {Album, Modem, Classic)] 365 | 419 | 529 | 592 | 643 ) 721 | 828 | 879 | 803 | 863 | 899 534
Spanish & Ethnic 313 | 342 | 370 | 385 | 421 { 470 | 494 | 527 | 549 | 570 618 305
Aduit Standards 332 | 383 | 408 | 412 | 421 { 435 | 470 | 499 | 551 | 561 595 263
Urban, Black, Urban AC 284 | 204 | 311 | 313 ] 321 328 | 347 | 348 | 349 | 354 405 121
Top-40 {CHR) 951 | 824 | 675 | 578 | 441 | 358 | 318 | 333 | 358 | 379 | 401 -550
Jazz 64 68 53 52 45 43 80 89 92 88 72 8
Pre-Teen 0 3 4 3 13 19 28 33 40 37 51 51
variety 134 | 97 81 72 68 63 62 54 50 43 39 -85
Classical, Fine Arts 49 52 51 48 45 44 39 41 44 40 38 -1
Easy Listening 328 | 240 | 210 } 171} 116 | 106 | 61 57 49 39 34 -294
Comedy 1 1 0 0 0 1 0 0 0 0 0 -1
Off Air 112 ] 210 | 308 | 352 ) 345 ] 369 | 308 | 270 | 143 | 102 96 -16
Changing formats /not available | 266 | 115 19 19 14 6 10 4 2 3 3 -263
Total stations 0254 | 9444 | 9504 | 9724 | 9890 | 10057| 10188] 10261| 10350] 10394] 10540 | 1286
A P S e A U R A R W SRS T F T K i e e Rt e S e
Non-Commercial 89/99
FORMAT 1989] 90 91 92 93 94 95 96 97 98 99 +-

Religion (Teaching & Music}) 302 | 332 | 352 | 391 | 431 | 473 | 514 | 556 | 628 | 709 | 797 495
News, Talk, Business, Sports 11 3 104 | 151 ] 1890 | 245 ) 272 § 410 | 456 | 490 536 525

Variety 3871 379 ] 391 | 386 | 384 | 381 | 380 | 377 | 376 | 393 397 10
Rock {Album, Modern, Classic)] 226 | 242 | 201 §{ 278 | 285 | 289 | 294 | 287 | 284 | 281 276 50
Classical, Fine Arts 306 | 320 | 297 | 275 | 267 | 239 ] 230 | 130 | 117 | 112 108 -198
Jazz 37 75 72 72 75 76 79 78 69 67 67 30
Spanish & Ethnic 34 34 37 38 39 42 45 47 49 66 74 40
Top-40 (CHR} 71 71 73 67 65 57 53 41 43 39 38 -33
Urban, Black, Urban AC 32 37 34 35 36 32 34 30 27 22 20 -12
Adult Contemporary 16 17 21 21 21 20 24 20 20 16 17 1
Country 8 7 7 8 B 6 9 12 14 14 14 6
Easy Listening 7 8 11 11 10 9 9 8 8 8 8 1
Adult Standards 0 1 0 0 1 2 3 4 7 8 7 7
Oldies & Classic Hits 0 0 0 1 il 2 1 4 6 5 6 6
Pre-Teen 0 0 0 0 0 0 0 0 0 0 0 0
Comedy 0 0 0 0 0 0 0 -0 0 0 0 0
Off Air 4 2 23 23 23 40 34 29 26 11 7 3
Changing formats /not available | 125 | 80 13 12 15 4 7 11 2 6 1 -124
Total stations 1566 | 16361 1726 | 1769 | 1849] 1917 | 1988 | 2034 | 2132 | 2247 | 2373 807

Copyright 1999 M Street Corp.
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Integrating M Street into Your Sales Plan.

THE M STREET RADIO DIRECTORY

Addresses, phone numbers, fax numbers, personnel,
formats, facilities, ownership (current and pending), markets
and ratings for more than 15,000 stations and nearly 400 radio
markets across the U.S. and Canada.

THE M STREET JOURNAL

Industry news summarized in an easy-to-read weekly
newsletter format. This publication catalogs every change in
format and network, call letters, LMA, ownership and station
facilities, new frequency allocations, translators, construction
permit activity, station applica-
tions, grants, FCC, regulatory
and industry news.

M Street DAILY

Introduced in Janu-
ary, 1998, this publication gives
you the latest news, puts it in
context and explains it with
up-to-the-minute expert analy-
sis by M Street’s News Editor,
Tom Taylor, delivered to you
each morning via fax. You
get actionable information on
programming offerings, people
moves. ownership changes, and
statistics that help you market
effectively to our changing
industry.

M STREET GROUP
DIRECTORY

A comprehensive
listing by owner of all station
groups, where they operate,
what they own, their formats and markets and how to contact
them. This bound report includes a “Pending Sales™ field for
those stations in the process of sale. Other fields include over
700 group names, phone and fax numbers, market reference
information, call letters, and frequency.

g,

Lon, X, o,
FaBem e, Cfg

M STREET MAPPING SERVICE

Clear, attractive, understandable color maps using
the most current data from the FCC. Underlays may be cre-
ated such as: field strength, terrain, soil conductivity or popu-
lation density.

DATA ON DISK, CUSTOM MAILING
LISTS & LABELS, and FAX LISTS.

We make changes to our data daily. We customize
our services to meet the needs of our clients. You can license
the database, giving you access to more than 100 pieces of
up-to-the-minute information on every station in the U.S. and
Canada, and receive it as often as you need it with built-in flex-
ibility that allows you to easily tailor reports to fit your needs or
link to your own station information. If you need a station list
one-time only, we can sort or pull data in list form or printed
on mailing labels by: format, market, and more. And, if you
need to deliver your message
by fax, we can do it for you.

BROADCAST
FAXING

And, if you need to
deliver your message via fax,
we provide high-quality broad-
cast fax services.

CREATING
POWERFUL
RADIO

Offers a unique look
at how news/talk, information
and personality radio can work
to achieve top ratings and great
shows. It’s about risk, listening
originality and creativity with
ideas from some of the most
imaginative and successful pro-
fessionals in the radio today.
Valerie Geller is an interna-
tionally known broadcast con-

sultant.

THE POWERFUL RADIO WORKBOOK

The new release from Valerie Geller, author of Cre-
aring Powerful Radio which sold thousands worldwide. The
Powerful Radio Workbook is a result-oriented guide to getting
results in areas relating to developing strong on-air personali-
ties, building exciting programming, creating powerful news,
identifing winning talent, increasing your audience and more.

Visit us on the web: www.gellermedia.com.

{)
M street

PUBLICATIONS

P. 0. Box 23150 Nashvilie, Tennesse 37203-3150
Phone: (615) 251-1525 + (800) 248-4242 » Fax: (615) 251-8798
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ABOUT RATINGS

Estimates of audience share labeled Arbitron are Copyright 1999, The Arbitron Company. Estimates may not be quoted or
reproduced without prior written permission of The Arbitron Company.

Estimates of audience share labeled Willhight are Copyright 1999 by Willhight Radio Research. Any person or entity may be
subject to a licensing fee by Willhight Radio Research for the unauthorized use of any ratings information.

Estimates of audience share labeled Eastlan are Copyright 1999 by Eastlan Resources. Any reuse of their ratings are subject

to approval by Eastlan Resources.

The M Street Radio Directory contains estimates of average-
quarter-hour-audience size and market audience share from surveys
taken by the above ratings companies. The figures we show are
taken from the latest survey published before our deadlines. The
particular survey used in each market is shown in The M Street
RADIO MARKETS section, but not in the individual station
listings. Ratings are not shown for stations that did not meet
minimum reporting requirements or for stations that show up with
ratings in markets outside of their primary market area.

The majority of these estimates were cotpiled through surveys
conducted by The Arbitron Company which reports its estimates
on a quarterly basis. A number of radio markets are surveyed by
Willhight Radio Research. Willhight and Eastlan’s surveys do not
always coincide with the Arbitron survey periods. The dates of the
Willhight and Eastlan surveys are given in the MARKETS section.

The term “ratings” is used to describe the audience figures
published in the M Street Radio Directory. However, “audience
share” and “audience estimate” are more accurate terms. The
published numbers express the size of a station’s audience in a

theoretical “average-quarter-hour” (AQH) between 6:00 a.m. and
12:00 midnight in two ways: 1) As a percentage of all radio
listeners twelive years old or older (12+) and 2) as a number of
persons 12+ listening.

These figures highlight some relative strengths and weaknesses
of the stations competing in a market but tell only a small portion
of the story of competition in a market.

These 12+ Monday-Sunday 6:00 a.m. to 12:00 midnight AQH
estimates are not the only audience data that ratings firms provide.
Far more specific estimates that report the size of a station’s AQH
audience at different times of the day and detail how radio listening
differs by age and gender are available directly from the ratings
firms. Also available are cumulative audience estimates which
report how many people listen to a radio station over time periods
longer than a quarter-hour. These more specific figures are not
included because of their volume and because the ratings firms
would have little to sell ifthey were published. Formore information
contact the ratings company directly.
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RADIO RATINGS - A NOT ALWAYS ACCURATE BENCHMARK

by Steve Apel

How Healthy Is A Radio Station?

There are many reasons for wanting to know how healthy
a business is radio and, in particular, a specific radio station.

For the broadcast investor, the question is whether a radio
station is delivering a respectable share of the market and
whether there's potential for growth or a growing threat from
competitors. Advertisers want to know who specific radio
stations reach in order to plan their campaigns. They also want
a gauge of how many people are reached as one factor in
establishing what is the "right" price for access to that audience.
Radio programmers rely on ratings to better understand the
competitive structure of their markets and gain knowledge of
listening patterns as a base in planning programming and
marketing strategy. For others, with even a casual interest in
radio, the ratings represent a kind of "score card,” a top-level
measure of who's winning and who's losing.

Radio's audience ratings provide this information. But, as
with almost every other type of statistical information, radio
ratings have limitations and drawbacks. Consider these when
evaluating the numbers.

The Nuts and Bolts of the Ratings

The basic methods of producing radio audience estimates
haven't changed significantly in the last 35 years. The concept
is simple. Draw a random sample of the population in an area.
Contact these people by telephone and (in many cases) follow-
up with a mailed diary questionnaire. Then, through the phone
or the diary, ask them what stations they're listening to. Apply
simple math to project these answers over the entire population.
Seems straightforward. But as with many seemingly simple
things, the devil is in the details.

Problem 1: Sample Size and Margin of Error

The size of the sample can, of itself, affect the projected
audience estimates. All estimates projected from a sample are
subject to a margin of error. As a result, any ratings estimate is
really the mid-point of a range of numbers above and below the
published figure. Since this margin of error can differ for every
estimate it is rarely published. Reports issued by the audience
ratings firms detail complex formulas to use in determining
margin of error. While these formulas can account for some of
the error caused by variance in sample size, they can't correct for
other problems that are common in neatly every market research
study.

Problem 2: Gaining A Random Sample That Represents
Everyone

It's practically impossible to gain a truly random sample
that represents the entire population. Some people refuse to
cooperate with research surveys. If the people who refuse to
cooperate share certain characteristics that relate to listening
to a specific radio format their listening habits will never be
reflected in the ratings. As a result, audience estimates for
stations in that format will be understated. This is the end
result of what is known in research circles as "non-response
bias."

Problem 3: Gathering Accurate Reports About A Low
Commitment Behvior

Even if "non-response bias" is overcome by gaining full
cooperation (something that even laws compelling people to
answer the U.S. Census can't achieve), radio’s existence as an
activity that's often secondary to most people's lives makes it
difficult to learn exactly what stations they're listening to.
Some people switch stations so often or are so unconcerned
with radio they can't name the stations they tune-in. As a
result their reports of listening may be inaccurate.

Where These Problems Appear

The U.S.'s dominant radio audience measurement firm is
Arbitron. In Canada it's The BBM Bureau of Measurement.
Both firms gather information about radio listening through
diaries. Diaries are pamphlet-sized books designed to allow
respondents to make notes of details of their radio listening
over a seven day period.

Willhight Radio Research measures radio audiences
mainly in the Pacific Northwest through telephone interviews
that ask about the radio stations people listened to in a period
preceding the phone call.

Both means of gaining information have flaws that lead
to the "non-response bias" and reporting inaccuracies
mentioned earlier.

Many people are reluctant to answer the questions posed
by a stranger through the “cold call” that Willhight uses. The
call may be from a company that they've not heard of before.
Or it may have reached them at an inconvenient time.
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The Arbitron and BBM diaries, which people are asked to
keep after an awarenecss of the research company is achieved
(and often after getting a small monetary incentive) would seem
to be better means of combating "non-response.” But diaries
have their problems. Keeping a diary record of radio listening
for a week can be a demanding task. Many listeners decline to
participate in a diary survey for this reason. Others make
detailed entries in their diaries when they first receive them but
then lose interest. These people either report less radio use as the
seven days progress or fail to return their diary to the ratings
company.

Ratings Surveys May Measure Awareness Instead Of
Listening

In both the telephone recall method and the diary survey,
people are asked for information they can't always supply. It's
possible to listen to a radio station (even the station one likes the
most) without knowing what station it is. But in answer to a
simple question about a routine activity such as radio listening,
people are reluctant to answer "don't know." As a result, they
often report the first stations that come to mind whether they
listen to them or not. Because of this, the stations reported in a
ratings survey may be the ones with the greatestname recognition
rather than the ones actually listened to.

Some ratings estimates may have more to do with listener
awareness of a particular radio station than with actual listening
to the station.

Although the people who agree to keep a radio listening
diary are supposed to make entries in the diary as they listen to
radio, there is no guarantee that they will. There is evidence that
suggests many people make entries in their radio listening diary
some time after the actual radio listening has occurred.

These diaries are attempts to "reconstruct” listening. They
contain reports of what people think they listened to rather than
an accurate record of radio listening. People's memories are not
perfect. This is especially true regarding an "low-commitment"”
behavior such as radio listening that can often be secondary to
some other activity taking place simultaneously such as driving
or working in an office.

Since people pay no money for listening to radio and can
switch stations easily they may not recall all details of their
listening. As a result, people may report listening to the radio
stations they are most aware of and neglect to mention stations
that have a lower profile, although they actually listen to these
stations. In this scenario, a station's promotion and advertising
activity more than its programming strategy can drive itsaudience
ratings.

The telephone recall method appears to be most vulnerable
to this kind of inaccurate reporting. Since people are being
asked about radio listening they had no idea they would need to
report the pressure to have an answer where none is available
exists. It's like in school when the teacher would throw a
surprise quiz your way.

Inaccurate Reports From Listeners Are Another Source of
Error

Even when ratings survey participants make entries to
their diaries while listening to radio and even when those who
supply diary or telephone answers after listening have good
recall skills, inaccuracies can still exist. This is because ratings
surveys depend upon un-aided response. People must volunteer
information on the stations they listen to.

Lack of knowledge, confusion or carelessness may cause
listeners to supply inaccurate information. In ratings diary
reports people have transposed call letters (calling WXYZ
WYXZ for example), invented call sign and frequency
combinations that don't exist (a person who listens to both
KAAA-FM 99 and KBBB-FM 88 may enter KAAA-FM 88 in
a diary), and confused AM and FM stations with the same call
sign (saying they heard WXXX-FM when they in fact listen to
WXXX-AM).

An Electronic Fix for Some of These Problems is Promised

Arbitron has tested a system that will electronically record
the radio stations a respondent listens to. Such a system, ifit can
be proven to work over a wide range of markets and listening
environments, holds the promise of yielding a measure of actual
radio listening.

An electronic system would overcome any tendency for
ratings to be driven solely by advertising and promotion as well
as eliminate the errors caused by inaccurate or incomplete
respondent reports of radio listening. In addition, if respondents
view the system as less demanding than keeping a diary or
answering telephone interview questions it could improve
response rates and lead to more representative samples.
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What Were the Stations that Helped Change Radio Programming in the ‘90°s?

by Sean Ross

Sean Ross is the editor of the four Billboard Airplay Monitor music publications, and can be reached at (212) 536-5264
or by mail at 1515 Broadway. 14th Floor, New York, NY 10036.

No format escaped the *90s untouched. Country boomed,
then busted. Top 40 disappeared almost off the face of the earth,
then rebounded. AC began the decade playing Michael Bolton
and ended it playing AC/DC (in a few cases, anyway). R&B,
which had only begun to fragment in 1990, sported at least three
discernable types of urban AC. And modern rock went from
being the smallest piece of the rock pie in 1990 to, in certain
markets, the largest.

So what were the stations that helped change radio
programming during the *90s? Some were powerhouses that
managed to reinvent themselves. Some were known and beloved
only by aircheckers and were a year (or 10) ahead of their time.
While it’s hard to come up with a definitive list (this is, after all,
only a 1,000-page directory), these are the author’s nominations
(restricted to music stations, since that’s his area of expertise}. [
hope readers have a good time debating the sins of omission
(none of them intentional), and I’'m interested in hearing your
nominations, at sross@airplaymonitor.com.

AC

The hot ACs usually get all the ink, but Don Kelley’s early
'90s WMJX Boston deserves some attention, too. Ata time when
soft AC was getting even softer (the result of hundreds of former
easy listening stations pouring into the format), WMJX kept its
texture soft but switched its musical focus to the *80s and *90s,
not unlike what’s happening with WLTW New York today.
(Nearby WPLM, one of the first super-soft ACs, also deserves
some recognition, as does KJUL Las Vegas, for showing what
adult standards could do on FM).

As for the hot ACs, they happened in several waves. One was
the early-"90s hot AC group that helped show that Pat Benatar
was more important to the current AC listener than Neil and
Barbra (KHMX Houston, WPLJ New York, WMTX Tampa,
Fla.). Another was the first wave of modern AC stations of the
mid-’90s (KALC Denver, KFMB-FM San Diego, and KYSR
Los Angeles). The most recent were the rock ACs that updated
the WPLJ formula, sometimes with AC titles as unlikely as “You
Shook Me All Night Long” {most notably WMVX Cleveland,

but now a slew of stations in both Clear Channel and Chancellor).

Even at the beginning of the *90s, there were stations trying
some form of the rhythmic AC format that would eventually
develop both into “Jammin’ Oldies” and WKTU New York’s
gold-based rhythmic top 40 format. WBMX Boston and WYXR
Philadelphia were the most successful at the time. And as proof
that they were on target, both changed format and saw their hole
successfully filled (in Boston’s case, with the similar WQSX; in
Philly’s, with “Jammin’ Gold” WEIM).

COUNTRY

When the decade started, WSIX Nashville was already
established in its more current-intensive approachto a traditionally
gold-driven format. By 1992-93, it had become the template.
And WSIX had a morning show in most dayparts, something that
would become a lot less unusual in all formats as the "90s went
on.

Also worth mentioning is WTDR (Thunder Country) Charlotte,
N.C., for its initial country/classic rock hybrid, although WTDR
didn’t really become successful until it became somewhat more
conventional (along the lines of a second-generation country
outlet like KMLE Phoenix).

Once “hot new country™ became the rule in country radio, it
was harder to find stations that stood out. Heritage country
stations were modified in hopes of pre-empting some of the new
country stations. Even when country stations spun off their own
“young country” duopoly partners, the difference between the
two outlets was usually more presentational than musical (and
once WBOB Minneapolis and Alliance’s Young Country outlets
came along, it wasn’t that unusual to hear even heritage country
stations using attitude liners). But WXRB Rittsburgh, WDSY’s
short-lived duopoly partner, was one of the few stations with
edgier music and presentation than the rest. And one of the few
that actually reached out to teens.

In the late *90s, with so many country stations having become
the alternate-universe soft ACs that defined the format a decade
ago, a lot of the best country stations are those that managed to

- continued on next page -
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hold on to parts of the higher-profile, higher-energy template of
the early "90s. Today’s KMLE or KEEY (K102) Minneapolis
aren’t groundbreaking. They’re just proof that there’s still a
demand for some sort of hit-driven, higher-energy country
format. KPLX (the Wolf) Dallas does the same, but it’s also
managed to bring some alternative country/“Americana” titles to
the mainstream by positioning them as “Texas Country,” not as
esoterica.

OLDIES

The most-copied oldies station of the *90s would have to be
Mike Phillips” KRTH (K-Earth 101) Los Angeles. Throughout
the ’80s, whenever you interviewed an oldies PD, you could
pretty much count on the phrase “Just because we play old songs
doesn’t mean we live in the past” working its way into the
conversation somewhere. KRTH’s loving re-creation of Bill
Drake’s Boss-era KHJ sounded a lot more contemporary than
most of what those other PDs had managed to come up with. And,
for better or worse, it ended up being cloned in some markets
where nobody had used the Drake jingles, even in 1967.

But the oldies station that shook things up was KCBQ San
Diego under Rich Brother Robbin, which, in 1993, tapped into its
own legacy and did *70s/°80s oldies—heretofore reviled by most
major operators—for a new generation. KCBQ lasted just long
enough for scores of those same owners to swarm into the *70s
oldies format and destroy it. But some of the broader-based
Jammin® Oldies stations of the late '90s sound suspiciously like
what Robbin must have had in mind, particularly WMGE (Mega
103.5) Miami and WEIM (Jammin’ Gold 95.7) Philadelphia.

As for Jammin’ Oldies, there were R&B oldies stations at least
as far back as the early *70s and a new generation of AMs that
began trying it in the late '80s/early '90s, once the rise of urban
AChad eliminated that option for most heritage R&B AMs. R&B
oldies still isn’t a format that I've heard done to my complete
satisfaction anywhere on FM yet—the Chancellor stations are
usually too pop for me, the more R&B-flavored ones are too
mellow—but you at least have to give credit to some of the folks
who were first, including the short-lived CKMR (194) Detroit,
which got there a decade ago, as well as KMEZ New Orleans, the
longest-running R&B oldies FM.

Also worth mentioning: WRBO (Soul Classics 103.5)
Memphis, for showing that you could still get boxcar numbers
with R&B oldies without having to ignore the African-American
Pls, and Jerry Clifton’s little-heard KMEN Riverside, Calif., for
adding in more funk and disco and hitting on what became the
Jammin’ Oldies formula several years before KISQ San Francisco
and KCMG Los Angeles did.

R&B

WQHT (Hot 97) New York deserves all the credit it gets for
shaking up the format in 1993, when it repositioned itself as
“where hip-hop lives,” resulting both in numerous clones and
some greatly modified heritage R&B stations. But so does
KDAY Los Angeles, which, by the late *80s/early *90s, had
become a similar hip-hop showplace and community center. And
WOWI Norfolk, Va., the first major R&B FM to find out that you
could play hip-hop before 3 p.m. without scaring off all the
adults.

When the first “churban” stations came along in the mid- to
late *80s, a lot of their success was based on sounding slicker than
their urban competition. By the late *90s, the churban stations
were trying to sound more “street” than their rivals, which, by
now, were better researched, tighter musically, and often more
liner-driven. KKDA-FM (K104) Dallas was the heritage outlet
that best updated itself for the “blazing hip-hop and R&B” era
without ever sounding like a college station.

Urban AC’s watershed station, WVAZ (V103) Chicago,
came along in 1988 and remained the template until WRXS New
York switched to a more gold-based version of the format in
1994, spurring numerous hip-hop/urban AC duopolies modeled
on WRKS/WQHT. Some others that deserve mention are
WEKXI-FM Jackson, Miss. (first to bring the soft AC presentation
of a WLTW to the format); WHUR Washington, D.C. (which
updated just enough to maintain its *70s progressive heritage into
the next century); WSOL-FM Jacksonville, Fla. (whose “hot
urban AC” is quickly becoming the format template now); and
KMIJQ (Majic 102) Houston, for showing that urban AC didn’t
have to mean urban oldies.

ROCK

After several years of album rock that didn’t really rock, there
were already signs of what would become “active rock” as the
decade began. KIOZ San Diego; WXTB Tampa, Fla.; and KUFO
Portland, Ore., were all stations that refined what had begun with
Z-Rock and KNAC Los Angeles: less extreme and more gold-
based than the original hard-rock blueprint and ultimately more
durable for it. In certain ways, they were also the forerunners for
today’s “classic rock thatreally rocks” formats at WNRQ Nashville
and so many others.

Active rock tended to get put on hold during modern rock’s
phenomenal mid-'90s growth period, but KQLZ L.A.’s post-
Pirate Radio hard rock format and WAXQ New York’s modern/
active hybrid would both prove themselves forerunners oftoday’'s
“Extreme Radio” outlets like KXTE Las Vegas. (A lot of hard-
rock fans also regard suburban New York’s WRGX as similarly
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ahead of its time.)

Some of the key modern rock stations tended to make stealth
entrances to the format in the early *90s, segueing in from top 40
and not declaring themselves modern stations until several years
later {or ever, in the case of WHTZ [Z100] New York). Having
polied the industry recently, it’s both WNNX (99X} Atlanta, which
managed to walk the line between cutting-edge and mass-appeal
for years, and KROQ Los Angeles, which successfully reinvented
itself in the mid-"90s by rocking harder, that are top of mind for
most programmers. To that, I'd add two less-cited faves: KNRJ
Houston during its short-lived alternative/top 40 hybrid in 1990
and KWOD Sacramento, Calif., which made the same top 40-to
modern transition and, to my mind, managed to successfully
incorporate both modern and top 40 elements better than anybody.

XHRM San Diego and KXPK (the Peak) Denver both saw the
generational split between modern’s pre- and post-Pearl Jam
listeners coming in the early '90s. If modern AC stations would
later wrest the franchise away from “rock alternative” stations like
KXPK and XHRM, they still deserve credit for finding a hole. So
does WMMO Orlando, Fla., which launched during the short-
lived rock AC boom of the late *80s/early '90s and showed that
triple-A could actually be a mass-appeal format, even if it wasn’t
in a grandfathered market like Denver or Portland, Or.

SPANISH

Spanish radio made the same great leap forward during the mid-
’90s that R&B radio had made a decade carlier, gaining access to
research, for the first time, as well as better FM signals. KXTN San
Antonio, Texas’ Tejano format showed what Spanish radio could
do on FM and was later seconded by the phenomenal rise¢ of the
banda format at KLAX Los Angeles, which surprised everybody,
except for those of us who’d already seen the regional Mexican
format earn a 4 share on AM at KWKW.

KLAX s sister station, WSKQ-FM (Mega 97.9) New York, had
similar success by putting salsa on FM for the first time. And while
the simultaneous success of KLAX and WSKQ tended to suggest
that there was much more demand for youth formats than for the
broad-based AC that had previously defined Spanish radio, KLVE
Los Angeles showed there was a demand for that, too, when it was
researched properly.

TOP 40

It was a standard-bearer for top 40 in the mid-"80s, and WHTZ
(Z100) New York became one on several subsequent occasions
during the ’90s. Certainly, Z100’s late-’90s resurgence under PD
Tom Poleman had a lot to do with luring other stations back to top
40, but I'm also fond of its 1992-93 period, when PD Steve

Kingston had started filtering in the modern rock records but was
still playing all the R&B and dance hits (which would start to
disappear in 1994-96). At that point, Z100 came closer to pulling
off a true 12-24 MTV-like top 40 format than any other station of
the decade.

Bill Thorman’s KHOM {Mix 104) New Orleans also rates a
mention here. In 1995, when top 40 was exiled to class-A’s and
suburban frequencies in many markets, KHOM was one of the few
rimshotters that became a serious player. More important, it was
also one of the first places where you could hear country and R&B
crossovers on the same radio station, during an era when many
people weren’t convinced that listeners would ever demand variety
again.

Also deserving mention: KHKS Dallas, one of the first major-
market stations to switch into top 40 when everybody else was
getting out and which provided the fast-on-rhythm, slow-on-rock
template for many other mainstream top 40s during the decade;
WFLZ Tampa, Fla., which added modern rock crossovers in the
mid-"90s but didn’t drop the rhythmic product, proving that rock
and rhythm could work in the same format; WFBC-FM Greenville,
S.C., and WMGI Terre Haute, Ind., for showing that there was still
a demand in the heartland; KXXM San Antonio, Texas, for
showing that there was still a demand for a pop-based top 40 in a
Hispanic market; and WKTU New York, for showing that there
was still a need for dance music in New York, which should have
gone without saying in 1996 but did not.

THE INTERNET

Finally, a lot of the *90s stations that may prove to be key in the
next decade may not be visible as such now. They’re the Internet-
only stations that are starting to break through with listeners in the
way that cable radio never did (and in the way that most PDs hope
satellite radio doesn't). We're still nowhere near knowing the full
impact of Internet and satellite radio, but even anecdotally, Internet
radio has garnered enough listening to prove that some listeners
want something other than what their local outlets are offering.

Right now, it’s just guesswork as to who’ll emerge as the key
stations in the Webcasting revolution. Some conventional outlets
like WOXY Cincinnati—which was too eclectic to garner many
listeners on a local level but made sense as a national brand—will
probably be in there. So will KFMB-FM’s *80s channel (the first
Internet extension station); the return of KNAC via Webcast,
which, significantly, was reported in some trades as if it was just
another radio station; and VH1 at Work (one of the first national
brands to take aim at radio listening).
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Do you agree with my predictions?

by Tom Taylor

Tom Taylor is the News Editor of the M Street Daily and M Street Journal publications, and can be reached at (609) 883-3321 or
by email: MStreetTom@aol.com

We at M Street not only monitor the day-to-day stuff in radio
(changes in format, management, facilities, station sales and
the rest). We also engage ina little whisker-pulling and trend-
spotting regarding what George Bush (the elder) called “the
vision thing.” See what you think of these predictions (and
they’re strictly mine, not those of M Street) —

Better jobs. more stable jobs. General Managers have the
wider horizon of becoming a market manager or regional
executive. Sales execs can aspire to becoming Director
of Sales (a headache-producing, line-of-fire job that
should pay well). Talented program Directors are
assuming more responsibilities as multi-station operations
directors. These aren’t easy jobs. But they offer growth
opportunities that even the most progressive radio group
of five years ago couldn’t hope to match. And thanks to
stock options in today’s public companies, managers
have additional carrots to offer employees.

Continued erosion in Time Spent Listening — but nobody
will care (for a while). After all — network TV audiences

are shrinking, and yet advertising rates go up, right?
Same for newspapers, right? Clients and agencies will
continue to line up to to tap into radio’s ability to home in
on hard-to-find target demographics, right? Well — not
if their spot is going to be the ninth commercial inan 11-
unit spot set. And not if radio stations and ad agencies
continue cranking out sometimes-mediocre spots that
don’t motivate shoppers to buy.

A crisis in engineering. A group head pulled me aside at
the NAB Radio Show and said he’s seriously worried
about where tomorrow’s engineers are going to come
from. Young people who would’ve chosen broadcasting
ten years ago are being seduced by the Intermnet. Afterall:

radio looks pretty low-tech. (So does TV, by the way.)
But who’s been apprenticing long enough to learrn to fix
those transmitter problems at 7:45am in meming drive?

Difficulty finding and retaining salespeople and sales
managers. The rap on radio account execs has always

been that there’s high tumover back in the sales bullpen,
and that radio AEs get less training than sellers in other
mediums. Entry-level sellers are hungry for training —
but too often they’re given a book to read and one week
on the road shadowing one of the heavy-hitters, and then
it’s sink or swim. That won’t cut it any more.

Indecisiveness about radio’s role vis-a-vis the Internet.
And that’s really scary, because radio could become less
and less relevant to today’s culture, and fast. A 7-year-
old friend of mine already knows more about her computer
than her radio.

Great opportunity to “brand” radio stations and make
them invaluable. Butthe window of opportunity isclosing
fast.

Huge growth in the Internet side of the radio operation.
Enoughto generate competition for resources, and enough

to even generate some friction and jealousy.

Great rewards to those who really do community service,
and make themselves invaluable to the community. If
you’re just a jukebox, your listeners will drift: There are
plenty of Internet entrepreneurs building a better jukebox.

Times are good for radio — very good. Let’s hope we don’t
strangle the golden goose.
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THE NEW BOOK FROM VALERIE GELLER, AUTHOR OF CREATING POWERFUL RADIC:
A COMMUNICATOR'S HANDBOOK FOR NEWS, TALK. INFORMATION & PERSONALITY.

Celler's first book "Creating Powerful Radio”
sold thousands worldwide and is regarded as the "bible” for radio personalities everywhere.

Order your copy of THE POWERFUL RADIO WORKBOOK now! $39.95 plus shipping.
Within the USA call M Street at 800-248-4242 (outside USA 1-615-251-1525) or fax at 1-615-251-8798.

"Reod. it If we don't start developing strong tolent now,

we are likely to face boring n
-Randy Michaels Clear Channel, President / Radio

"Q must read for todoy's air talent € programmers, o. road map for tomorrow's stars.”

-Frank Raphael. Director Programming & News WCBS-NY

"Now I've got the help I need to develop 'hit talent™
-David Gleason VP programming Hispanic Broadcasting Corporation

VALERIE GELLER'S NEW BOOK

The Powerful Radio
WOI' 6.0 k PREP

PERFORMANCE
POST PRODUCTION PLANNING

VALERIE GELLER'S NEW BOOK
The Powerful Radio Workbook shows you how to:

@ Cet results with airchecking

@ Develop strong on-air personalities

@ Build exciting programming, even on "slow days’
@ Create powerful news

\ @ Teach powerful storytelling techniques

\@ [mprove an average voice

Identify winning talent

Increase your audience

For Managers, Programmers and Air Talent

About the author: Internationally acclaimed broadcast consultant VALERIE GELLER works with stations and broadcast groups
throughout the world coaching individual talent and managers. and conducting "Creating Powerful Radio Work shops.”

Geller Media International, www.gellermedia.com. 666 West End Ave. Suite 1-M, New York, NY 10025, 212-5680-3385. fax 212-787-6279
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Program Director Training Manual!

by Valerie Geller

Internationally acclaimed Broadcast Consultant and “Creating Powerful Radio” author Valerie Geller is president of Geller Media
International, a programming and management consulting firm for news, talk, information and personalityradio. Following is an excerpt from
her new book, published by M Street Publications, titled “The Powerful Radio Workbook: The Prep, Performance & Post Production
Planning” . GELLER MEDIA INTERNATIONAL can be reached at 212-580-3385 or faxed at 212-787-6279. E-mail vgeller@aol.com or
visit the World Wide Web location through the Internet at htip:/fwww.gellermedia.com.

The POWERFUL RADIO AIRCHECK SESSION

“No one can make you feel inferior without your consent.”
—Eleanor Roosevelt

“Did you hear the show?” That is a common question heard
at radio stations. Most managers don’t have the time to actually
hear the on-air product. However, the talent is hungry for
feedback. Starving, actually. Surprisingly, hosts often hire me
at their own expense to conduct aircheck sessions with them,
craving direction that their program directors cannot or do not
have time to give.

Airchecking is more than just a “tape critique.” One-on-one
coaching, or airchecking, is a specific, focused way of working.
It is not the only tool that can be used to develop, improve, and
advance talent, but it is the best way. Airchecking isthe process
of listening to tape of a show and, using specific criteria,
determining what worked and what did not work. With a guide,
airchecker, coach, or PD as your witness, one then decides what
can be improved.

Even if you listen to tape of your shows religiously, you are
likely to miss many nuances of the total performance. One air
talent I work with says, “When I listen alone, I focus on how I
did. T get critical of just me, not how the whole show went.
When I listen with other peopie in the room, I focus on
everything that is happening on the air: the guest being
interviewed, sound effects, callers, spot breaks, etc. I hear it
all.”

It can’t be helped. Think of your school or family group
photos. When you see one, the first thing you do is look at
yourself. It is the same in radio. It is a natural thing to pay
attention to how you made a certain point or handled a particular
caller. You are less likely to be aware of the subtleties of that
caller’s comments or the newsperson’s clever contribution.
There is something about listening to your show with a witness
in the room that forces you to hear your work differently.

In this workbook, we explore a variety of specific techniques
and methods for effective airchecking. Managers will leamn to
create an environment that makes staff receptive to constructive
criticism. The goal is to aircheck in such a way that each talent
sets achievable goals to fulfill his or her creative potential.

Talent, if you do not know what you sound like on the air, you
are already in the danger zone. You are working with a handicap.

Watch a child play by making faces in a mirror. What do [
look like if I'm mad? What do I look like with my tongue out?
Can [ see myself from the back?

Airchecking is like 2 mirror. How do I sound when I am sad
orangry? How doIbehave with a difficult guest? What happens
when I try to sound smarter than my partner? Am I smarter than
my pariner? What happens when I pretend to know something
about a topic I know nothing about? What happens when I’'m
bored on the air? How do I sound if I didn’t get enough sleep?
Whatkind of a show will I have if Thave not been out of my house
in a month except to go to work?

Your audience knows, but without your aircheck tape as a
mirror, you do not.Sitting alone with a tape of your show is like
a single mirror. Working with a talented aircheck coach can give
you multiple reflections of your work. There are other angles you
cannot see with only one frame of reference. Viewing those
other angles is the power of a goed aircheck session.

WHAT IS AN AIRCHECK?

Think of the show as a garden and airchecking the show as a
weeding process. In order to maintain its health, growth, and
beauty, you should regularly walk through your garden taking
note of which plants are thriving and which need attention. Some
parts of the garden flourish, some struggle to survive. Always
you appreciate its beauty. Ifthere is a special new plant in your
garden, you want to leam its potential and create the right
environment for it to grow. You make sure it has the right sun,
soil, etc. Your aircheck is like that walk to see how well your
garden is coming along,.

-continued next page -
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HOW DOES ONE LEARN TO AIRCHECK?

Unfortunately, there is no airchecking school for programmers.
One learns by working with people, seeing what is effective and
what is not. Some aspects of airchecking will vary greatly,
depending upon the individuals invoived. Itis in the best interest
of programmers and managers to learn to aircheck effectively,
simply because ifthe talent wins the station wins. Thereare a few
things one must never do, but the only right way to aircheck is the
way that works.

In the United States where it is becoming easier and less
expensive to take a syndicated network show than to have local
live talent on the air, it is critical that we develop new talent now.
Most syndicated programs were once local success stories.
Someone worked with each of those hosts when they were
starting out.

Even the strongest syndicated shows can be beaten by hot
local talent. T frequently meet novice broadcasters with much to
offer. What will stations do once today’s syndicated shows run
dry or move to television? We need to look to the future.
Airchecking and developing these talented people is one way to
ensure that creative and powerful radio will continue into the
next gencration. Of course, after a few years of experience, some
of these very people will go on to become major syndicated
talent.

TALENT DOES NOT COME WITH “CARE AND
FEEDING” INSTRUCTIONS

Without an understanding of what is required for an individual
air talent to succeed, even the most gifted new hire may notreach
his or her potential. In a case like that, it takes a year or two for
the talent to leave or be asked to move on. What went wrong?

Let’s use the garden analogy. You came home from the
garden center with some big, fancy bulbs. The picture on the box
showed a huge, exotic flower, but, unfortunately, the box was
without instructions. How much water is needed? How much
sun?

There may be nothing wrong with the talent you have chosen,
but when you have to play a guessing game with insufficient
information there is a good chance of damaging the talent, or at
least failing to create an environment where talent, like that fancy
flower, can blossom.

If you found something you did not recognize in your garden,
you would not cut it back without knowing what it was—it could
be something wonderful. The same goes for air talent. Veteran

airchecker Dan Vallie, with Vallie-Richards consulting puts it
well when he advises programmers fo “let talent go out on a
limb as far as they can. Do not restrict them until you find their
range of potentials and limitations. It’s better to reel them in
after a while than to have to keep pushing them out there,”

A great aircheck session with a trained program director
can move talent along faster than any other tool. Progress may
be painstakingly slow. Talent improves step by step, day by
day. Frustratingly, the process may sometimes seem to be
working in reverse. There is a period of intense growth,
followed by what sound like patches of mediocrity, where all
coaching seems to have been in vain. What you may really be
hearing is the talent searching for ways to implement suggestions
and ideas you have discussed. Have faith and continue the
process. If you are on the right path, positive
change will come.

When done correctly, airchecking can be a solution to the
dilemma facing managers and programmers around the world
who complain: “I can’t find any good talent. I've listened to
dozens of tapes and they are all bad or mediocre,” or “This is a
good station in a reasonably sized market, and the job pays a
decentsalary. Why can’t we find the right people?” The answer
is DEVELOP THEM. Here is the Aircheck Method we use:

GELLER MEDIA
AIRCHECK RULES

INTERNATIONAL’S BASIC

1) Always have a tape of the show you are discussing on hand.
You may wish to transcribe it word for word to emphasize
specifics. Keep in mind that a transcript can destroy context,
i.e., sarcasm, irony, humor all get left behind with the loss of
vocal inflection. This often happens when a manager receives
a nasty call or complaint letter with specific quotes included.
Inevitably the context is missing. A discussion can degenerate
quickly if the actual facts of the case are in dispute. Having the
tape allows you not only to look at the content, but also the
context of an event on the show.

2) Focus on one thing at a time. Sometimes an aircheck session
turns into a “dump” session, in which talent unburdens him- or
herself of a lot of thoughts having nothing to do with the show.
A double standard applies here. It’s acceptable, to a point, for
the host to digress. Afterall, a PDisuniquely able to understand
pressures talent may be under, and even, in some

cases, t0 do something to alleviate them. As a manager,
however, you are there to aircheck, not to vent. Listen to the
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talent. Should you hear the makings of a great show taking place
in your office, encourage the talent to put that on the air, Caution:
don’t let these diversions distract you from the aircheck session;
just move the subject back to the tape and the show at

the most appropriate morment.

3) Tell the truth. Trained communicators sense when you are
fibbing.

4)Reinforce the positive by starting with the good stuff. Remember
to acknowledge goals achieved.

5) Be fair. Criticism goes in very deep. No matter how angry you
are, avoid verbalizing your negative reactions to a piece until you
can express yourself calmly and rationally.

6) Let the talent discover along with you what needs to be
improved.

7) Outline strengths. Ask a lot of questions. What worked? Why
did you want to do this on the radio? What were you trying to say
here? Did this connect? Did this make you laugh?

8) Have faith. Believe in your talent’s ability to improve.

9) Always end an aircheck session with one or two mutually
agreed upon “Achievable Goals.” Pick at least one thing that can
easily be accomplished by the next scheduled session. Try to let
the talent initiate goal-setting.

10) Is there anything on the tape that you could use as a promo?

EXCERPTED FROM THE POWERFUL RADIO WORKBOOK
BY VALERIE GELLER
published by M Street Publications
Powerful Radio Workbook COPYRIGHT APRIL 2000
ALL RIGHTS RESERVED
NOT TO BE REPRINTED WITHOUT PERMISSION
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