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HOW TO GRAB ADVERTISERS
WHO USE PRINT, TV, OR CABLE

Sales trainer Irwin Pollack has 38 ways to
overcome objections when prospects say
they prefer other media over radio.

Page 17

REMEMBER THE TALENT

With all the commotion over consolidation,
consultant George Burns invokes the
tegendary Rebert W. Meargan to remind
broadcasters that talent still drives much
of this business.

Page 16

FAREWELL TO THE ’50s?

Now that Oldies radio is solidly a 35-44
format, is it time to abandon those
fabulous '50s hits in favor of material from
the '70s? Four consultants offer their
opinions.

Page 118

NO KEEPING LID ON LIDDY

Twenty-five years after the Watergate
break-in, its central character is now
a star on the radio. R&R ‘s Jeffrey Yorke
explores the newfound airwaves
success of G. Gordon Liddy.

Page 28

James Stroud appointed DreamWorks/
Nashville “principal exec”

Ted Jordan takes on VP/GM
duties for WBZ-AM/Boston

Ken Beck moves to Motor
City as WWJ/Detroit PD

Ritch Blaem to head Revolution
promotion department

Farid Suleman now Sr. VP/CFO
for CBS Station Group

Page 3

THIS #] WEEK

CHR/PQP

o HANSON Mmm Bop (Mercury)

EEE,\ | U

* PUFF DADDY... 'll Be Missing You (Bad Boy/Arista)
URBAN

* GOD'S PROPERTY Stomp (B-Rite/Interscope)
URBAN AC

* DIONNE FARRIS Hopeless (Columbia)
COUNTRY

o TIM MCGRAW W/FAITH HILL It's Your Love (Curb)
NAC/SMOOTH JAZZ

« GATD BARBIERI Straight into The Sunrise (Columbia)
HOT AC

* SHAWN COLVIN Sunny Came Home (Columbia)
AC

* BOB CARLISLE Butterfly Kisses (OMG/Jive)
ACTIVE ROCK

« TONIC If You Could Only See (Polydor/A&M)
ROCK

*TONIC If You Could Only See (Polydor/A&M)
ALTERNATIVE

*THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG)
ADULT ALTERNATIVE

*TOAD THE WET SPROCKET Come Down (Columbia)

NEWSSTAND PRICE $6.50

A Method To His Madness

M Randy Michaels reveals his deepest secrets!

By Tony Novia |
R&R CHR EDITOR {

If you've ever seen Ja- | §
cor CEO Randy Mi- |:
chaels speak. you've prob- |
ably wondered whether
he’s just outspoken or just
outrageous. But if he’s
crazy. he’s crazy like a
fox: Under his leadership.
Jacor has become one of
the country’s biggest and
most successful radio
companies.

Michaels has never done any-
thing but radio. He took his expe-
riences at Taft Broadcasting
(1972-83) as a jock, PD. and
Group PD and applied them to
group ownership. In "83. he
teamed with Bob Lawrence to
form Seven Hills Broadcasting,
which bought stations in Cincin-
nati. Knoxville. and Nashville.
“You wouldn't believe Y107's for-

Page 44

Michaels

Page 49

—7 mat.” he recalls. referring
1 to the former WYHY/
4 Nashville. In typical Ran-
I4 dy Michaels fashion. he
7 | explains, “They had hired
the Research Group and
determined the most pop-
ular music in Nashville
was country and AC, so
they did a 50/50 mix.
They'd play a country
record and then an AC
record. It was only getting
a one share, and they didn’t know
why." In 1989, Seven Hills merged
into Jacor: he was named Presi-
dent in 93 and CEO last year.
R&R: Jucor has been one of
the most active growth companies
since the passage of the Telecom-
munications Act. Did you think the
industry would he completely
transformed like this?

MICHAELS/See Page 41
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Arbitron Sues KYEA-FM/Monroe

M Staffer accused of spring-book diary tampering

By AbaM JacoBsoN
R&R STAFE WRITER

Arbitron Co. has filed a civil suit against Phoenix Broadcasting

Corp., owners of Urban KYEA-FM/Monroe, LA, that claims a sta-
tion executive obtained and falsitied five diaries from the just-con-
cluded Spring 97 survey.

The suit. filed in a Federal Disirict Court in New York (where Ar-
bitron corporate offices are based), seeks “injunctive relief. at least
$100.000 in actual damages. and punitive damages in the amount of
S5 million on the grounds of interference with business. violation of
tederal and state unfair competition laws. and conspiracy to commit
fraud.” As a result. the 50kw station — which received an 11 share in

ARBITRON/See Page 21

CHR had its challenging moments during the early part
of this decade, but listeness know radio's widest variety
of musts and some of its best entertainers reside on sta-
tions in this format. This week, R&R's Tony Novia ta<es
a glance back and a iong 2ok forward at the people, the
statizns, the music, and the music-makars of Contem-
porary Hit Badio. Pictured befow are a faw of the for-
mat's toundations (and the pages you'll find them on)
Othernise, sit back, retax and savor the industry's first
salute -0 CHA in 20 years. The 75 fascinating pages of
"Generation Maxt” begin on Page 33

Page 81

Page 85 Page 91 Page 100

Women Address Post-Telecom
Changes At AWRT Gonvention

By HeatHER VAN SLOOTEN
R&R WASHINGTON BUREAU

There appears to be no time
like the present for women in ra-
dio. At the Amer-
ican Women In

Kuriansky and tormer CBS VP/
Radio Nancy Widmann told
AWRT convention-goers to be
ready to move. ““You can’t count
on what anybody
says in this busi-

Radio & Televi- | “| ook around and talk | s because they
sion annual con- . . don’t have any se-
vention in Dallas | 0 everybody; don’t - curity either.” Ku-
last week, indus- stay on the road for  riansky said.

try reps outlined 0 : Widmann, now
strategies for suc- 3 ve_a’s Hike | did. Sr. VP/Market
cess in the dereg- | Commit yourself to a Development for
ulated world and boss, not a company.” | CBS’s Eyemark
agreed there are | —Nancy Widmann Entertainment.

more opportuni-
ties than ever for
women. Panelists also ad-
dressed what they see as con-
tinuing hurdles.
Jacor-syndicated Dr. Judy

offered her in-
sight into the
workings of CBS and said after
she ~opened the paper one day

AWRT/See Page 21

£ )

Instant Death’ = Instant Bucks!
After serving as emcee of the Radio-Mercury Awards last week,
WCBS-FM/New York’s Cousir Brucie (l) took time to pose with the
$100,000 grand-prize winners Accepting the check are Radio Sa-
vant Productions Copywriter AprilWinchell and Creative Director
Mick Kuisel. whose “Instant Death” spot for ORTHO Antstop Fire
Ant Killer took top honors. For acomplete list of Radio-Mercury Award
winners, see Page 21.

The Industry’s Latest News By Fax Every Morning: R&R TODAY

www americanradiohistorv com
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ncredible Sales

“ #12 Soundscan albums
- Over 250,000 albums scanned
iR 3 weeks!

Added This Week!!
KFMB
WNCI
WRVW
WMTX
WFBX
+ More

Over 2,000 total BDS Spins with an
audience of over 10 million at:
WPLJ KKRZ WKRQO WOBZ B97
WLUP WKTI KFMB WTMX WNC!

and many more!

Here’s what your
peers are saying!!

“Paul McCartney has made a eontemporary
sounding song that fits Z100. The album

is selling huge numbers in Portland. Why
wouldn't we play it?!?!” - Ken Benson/ KKRZ

“He's a household name. He’s delivered a.greai
record and the album is blowing out!! Why
wouldn't we play it?!?!”" - Jimmy Steal/WKRQ

“Great album sales in town. Great up-tempo
summer song that fits our station. Why
wouldn't we play.it?!21* = Joey G:/B97

: . Artist of the month “
Why Wouldn’t You play it?!?! Large Rotation

MUSIC FIRST

bk

www.flamingpie.com T e
(Gt

JhPL ©1997 MPL Communications Ltd. and MPL Communications Inc. under exclusive licence to Capitol Records, Inc. Sl o
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DreamWorks Sets Up
Country Label With
Stroud At The Helm

A pair of rumors that have been
circulating around Nashville for
months finally
| came to fruition
& last week (6/12)
¥ when Dream-
"' Works/SKG
/ | made it official:
1t’s opening a
Nashville-based
country music
label. with veter-
an producer and
former Giant/
Nashville Presi-
dent James Stroud serving as its
“principal executive.” (The compa-
ny does not use staff titles. but notes
that Stroud’s role is equivalent to the
position of President.)

“James is a complete music man
in every sense of the word.” Dream-
Works chief executive Mo Ostin
said. “He has an amazing track
record and fills both the creative and
business roles perfectly. Although it
was always a part of our long-range
plan to be a completely diversified
music company, we had not intend-

STROUD/See Page 15

Beck Becomes PD At
GBS’s WWJ/Detroit

Ken Beck has been named to the
newly created PD post at CBS Ra-
= dio’s WWJ-AM/

{ Detroit. He pre-
H viously served in
a similar capacity
at KPIX-FM/San
Francisco.

“I’'m pleased to
& have someone of
Ken’s caliber join
WWIJ’s team,”
commented WWJ
President/GM
Rich Homberg,
to whom Beck reports. ““He’s respect-
ed throughout the industry for his in-
novative programming ideas and
news sense. He’ll play an integral
role with the station’s news and
marketing team.”

Beck told R&R, “I'm happy to be

BECK/See Page 15

R&R Observes
July 4 Holiday

In observance of the indepen-
dence Day holiday, R&R’s Los
Angeles, Nashville, and Wash-
ington, DC offices will be closed
Friday, July 4.

Stroud

Beck

HOW TO BEACH US raADIO & RECORDS INC./ 10100 SANTA MOMNICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

Cookin’ In Mel’s Diner

S e i i

Hey, Pearl Jam aren't the only preserves on the radio now! Here, West-
wood One President/CEO Mel Karmazin shares his secret family rec-
ipe with homemaker extraordinaire Martha Stewart, at the signing of
the deal that will bring Martha to national radio for the first time in a
daily feature.

Jordan Reclaims WBZ/Boston VP/GM Gig

f& job,” stated CBS Radio Sta-
i tion Group President Dan
Mason. “Both radio stations
have talented staffs and.
with Ted’s leadership, I ex-
pect even greater results.”

Jordan has been with CBS
| (formerly Group W) for
more than 20 years. work-
ing at such stations as
KDKA-AM/Pittsburgh.

“Ted’s background in KOAX-FM (now KYNG)/
News/Talk radio, coupled Dallas, WOWO-AM/Fut.
with his progress in establishing  Wayne, and KODA-FM/Houston. In
WODS as a top-tier Boston station,  fact, Jordan started his radio career
make him the best person for the at WBZ-AM as an AE.

e S e e -

Ted Jordan has returned |
to WBZ-AM/Boston as
VP/GM. He'll continue as
VP/GM of CBS sister
WODS-FM, a post he as- [ .z
sumed last March after serv-
ing as WBZ’s VP/GM for
one year. He succeeds Ed
Goldman, who was named
VP/GM of WBZ-TV last
week.

Jordan

New GlassNote Label Inks With Mercury

It’s official: Daniel Glass’s new rock & urban imprint GlassNote Records
has signed a marketing, promotion, and distribution agreement with Mer-
cury Records. Based in New York, the company’s first release will be from
Nastyboy Klick.

Commenting on the partnership, Mercury President/CEO Danny Gold-
berg observed, “GlassNote will provide an important area of growth for
Mercury. While nurturing new talent remains an art — dependent as much
on experience as instinct — Daniel is one of the few executives who has
mastered it. I am pleased to welcome him to the Mercury family.”

Glass said, “This is an exciting time for GlassNote creatively. I am grate-
ful to Danny and the entire Mercury family who share our vision for an
artist-driven label, and who are willing to make such an extraordinary com-
mitment to supporting it.”’

310-788-1625  310-203-8727 moreinto @ rronline.com
310-553-4330

310-788-1675

310-203-9763 newsroom @rronline.com

310-553-4056 pli@rronline.com

310-553-4330  310-203-8450 hmowry @rronline.com

www americanradiohistorv com

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:
NASHVILLE BUREAU:

_PAGE THREE

JUNE 20, 1997

NEWS & FEATURES

Radio Business 4 Street Talk 22
Business Briefs 4 Saound Decisions 31
Transactions 3 Nashville 129
Management 16
Salss x5 Product Showcase 14
Marketing & Promotion 18
Show Prep 19 Opportunities 170
"Zine Scene 19 Marketplace 172
National Video Charts 20
FORMATS & CHARTS
News/Talk 28 AC Chart 141
Pop/Alternative 30 Hat AC Chart 144
| CHR 33 NAC/Smooth Jazz 146
| CHR Caltout America 108 NAC/Smooth Jazz Tracks Chart 148
CHR/Pop Chart 109 NAC/Smooth Jazz Albums Chart 149
CHR/Rhythmic Chart - 115 Rock 152
Hip-Hop Chart 116 Active Rock Chart 153
Oldies 118 Recek Chart 156
Urban 120 Alternative 158
Urban Chart 122 Alternative Chart 160
Urban AC Chart 127 Alternative Action 165
Country 130 Alternative Specialty Show 166
Country Chart 132 Adult Alternative 167
Country Action 133 Adcult Alternative Albums 168
Adult Contemporary 140 Acult Alternative Tracks 167
The Back Pages 174

Bloom Starts As Revolution Promo Head

after seven and a half years
at Capitol, first as Directors
Album Rock Promotion.
then VP/Rock Promotion,
M and finally VP/Promotion
He started in the business at
fl CBS Records in 1997.

!l “Ritch is a radio expert
and strategist who loves to
fit the puzzle pieces of ra-
dio, retail, marketing. and
A&R together.” Worth
commented. “He’s a "90s
radio guy with the knowledge of
years gone by. Plus, he’s a really,
really big guy and can effectively

BLOOM/See Page 15

Revolution has appointed
Ritch Bloom to head its
promotion department.
Based in Los Angeles, he re-
ports to label Sr. Creative
Executive Missy Worth.

Revolution owner I-ving
Azoff said, “Ritch Bloomis
one of the industry’s most
respected and professional
promotion executives. We
are thrilled to have him
aboard.”

Bloom joins Revolution from his
second stint at Capitol Records.
where he was in charge of Top 40
promotion. He spent three years at
Qwest Records as VP/Promotion

Bloom

]

Suleman Now SVP/CF0, CBS Station Grp.

g nolds said. “He has the
! drive and intensity to
achieve performance gains
# quickly.”

CBS Station Group
i Chairman/CEO Mel Kar-
"2 mazin added that he looks
2 forward to working with
Suleman in his new capac-
ity at the radio and televi-
sion station group.

Prior to joining Infinity,
Suleman was a principal
with international accounting firm
Ernst & Young.

Farid Suleman has been
elevated to Sr. VP/CFO for
the CBS Station Group.
He had been CFO of the
CBS Radio Group since
January and CFO of Infin-
ity Broadcasting prior to
its merger with CBS. Fre-
dric Reynolds remains
CFO of Westinghouse/
CBS.

“Farid is an extremely
gifted financial executive
who brings strong results orienta-
tion to our CBS stations,” Rey-

Suleman

WEB SITE: http://www.rronline.com

310-2C3-8727
310-2C3-9763
202-463-0432

garrett@rronline.com

310-553-4330 mailroom @ rrornline.com

202-463-0500 mailroom@ rronline.com

615-244-8822  615-248-6655 Ihelton @ rronline.com
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Orion Asks Court To Force
FGC Document Disclosure

BY HEATHER VAN SLOOTEN
R&R WASHINGTON BUREAU

Tiny Orion Communications is putting up a big stink. Since
Orion’s WZLS-FM/Asheville, NC was forced off the air two
weeks ago, it has locked horns with the FCC. Orion is now
trying to force the agency to reveal internal documents that
Orion says prove it, not competitor Biltmore Forest Radio Inc.,

has the right to the license.

Orion and Biltmore have been com-
peting for the license of WZLS (now
WZRQ) for years. The station had been
operated by Orion since 1994; after a
series of court and FCC battles, Orion
was ordered off the air, and Biltmore
signed on. That dispute is still being
fought in the U.S. Court of Appeals.

Handwritten Documents
Discovered

Last month, while reviewing docu-
ments related to the case in the FCC’s
General Counsel’s office, Orion’s at-
torneys came across handwritten doc-
uments by senior FCC attorneys that
warned an unnamed FCC staffer
against making certain comparisons
between Orion and Biltmore. That’s
because in a similar, unrelated case the
court found, in doing so, that the in-
cumbent broadcaster would not be
barred from running the station dur-
ing the hearing process.

Problems arose however, when Ori-
on’s attorneys went back to photocopy
the documents. The FCC would not
allow them to be copied, claiming they
had been shown to Orion by mistake
and were “internal.” Orion’s attorneys

see it another way. Orion attorney
Steve Leckar argued that once the
company had been freely given access
to the documents, they became a mat-
ter of record. “Bureaucratic error or
otherwise, any conceivable privilege
has been waived with respect to the ...
documents produced and reviewed by
counsel for Orion,” Orion counsel told
the court in a “Motion to Compel”
filed late last week.

An FCC source told R&R the agen-
cy would file its response Tuesday (6/
17) opposing the disclosure, but said
the documents were *‘not incriminat-
ing at all.” When asked why the FCC
didn’t then simply turn them over, the
source responded, “You simply don’t
make something like that a part of the
court record.”

Biltmore attorney Stephen Yelver-
ton argued that “Counsel for Orion has
obtained confidential and private in-
formation from the Commission that
was not available to Biltmore Forest.
They have no legal right to use the
information.”

Yelverton also said FCC attorneys
often argue all sides of a case. even in
memo form, but that does not neces-

sarily mean it has any bearing on the
outcome of the case. “Orion is going
on the premise that the Commission
should have compared their qualifi-
cations with Biltmore’s. But Orion
never filed an application for interim
authority, so there’s nothing to com-
pare, no balancing of equities to be
made.

Meanwhile, FCC Chairman Reed
Hundt has become personally in-
volved in the case. Last week Hundt
wrote a four-page letter to Sen. Lauch
Faircloth (R-NC) defending the Com-
mission’s decision to take Orion off
the air. In May, Faircloth attempted
to amend an appropriations bill to give
relief to Orion. However, that propo-
sition was rejected in Congress.

In 1993, a court rejected the way
the FCC decides between competing
applicants for new licenses. Since that
decision the license for WZLS/WZRQ
and hundreds like it have been frozen.
If the FCC can craft new comparative
criteria that will satisfy the courts,
Orion and Biltmore would have a
chance to start over with a new hear-
ing.

Those criteria. FCC sources said.
have already been created and will be
submitted to the court in early August.
The Commission has not presented
the new criteria because it agreed to
allow Sen. John McCain (R-AZ) to
first attempt to pass legislation that
would auction off all frozen licenses.
That legislation is still pending.

The satellite digital audio radio licenses may have already
been issued, but that is not even slowing the NAB’s efforts to
delay the new technology. The subject now is land-based re-
peaters that satellite digital radio operators need to prevent gaps

in their signals.

The NAB argued in comments this
week before the FCC that more tech-
nical information is needed before the
FCC should approve the repeaters.

Crook\T Chase

And, the NAB continued, the FCC
should place a limit on the number of
repeaters allowed and should require
that they be licensed.

NAB Asks FCC To Wait On New DARS Proposal

“NAB does not see how the Com-
mission can proceed with rulemaking
on this matter at this time and urges
the Commission either to deny the
applicants permission to operate ter-
restrial repeaters or to continue this
proceeding until such time as the ap-
plicants provide sufficient information
upon which to base ... terrestrial re-

Continued on Page 8

RADIO BUSINESS

- BUSINESS BRIEFS

Clear Channel Takes On Towers

an Antonio-based Clear Channel Communications Inc. has invest
ed $32.5 million in American Tower Corp., which translates into a
30% interest into the wireless communications tower operator. This is Clear
Channel's first foray into the tower biz. American Tower, headed by Chair-
man Fred Lummis, owns and operates 600 towers on 550 sites in 30 states.
Clear ChannelVP/Radio StanWebb explained his company’s rationale
for the new investment: “If you want to deal with government bureaucracy,
try to build a tower. It's almost impossible. So these vertical pieces of real
estate are becoming more and more important”
Lowry Mays, Clear Channel's Chairman, added, “This investment gives
us a great opportunity to earn an outstanding return on our capital.”

Cincinnati Stations Reprimanded

quartet of Jacor Communications properties: WCKY-AM, WLW-

AM, WEBN-FM & WOFX-FM, were slapped on the wrist for insuffi-
cient EEO recruiting and record-keeping. However the stations didn't geta
fine. Instead, they were officially “admonished” for not recruiting for nine
vacancies andare forced to submit regular EEQ reports to the FCC through
2000. The decision came after the National Rainbow Coalition asked the
FCC to deny Jacor’s license renewals, claiming employment discrimina-
tion. The FCC rejected Rainbow's petition and renewed the licenses.

Psychic Radio Network On Hold

P artners Burns Media Strategies and Douglas Broadcasting have
put their Psychic Radio Network on hiatus after a two-month market.
“We are evaluating the show,” Douglas VP/COO Steve Schoppa told
R&R. The show debuted with a psychic and sidekick on April 7 and was
heard on seven Douglas stations including KYPA/L.A., WYVX-AM/Chica-
go, and WBPS-AM/Boston. Callers were not charged for on-air advice but
the program advertised a separate psychic advice line that charged $3.99
per minute for the chat. “Suitors want to help us launch it in a bigger and
better way ... on a larger scale,” Schoppa said. “We hope to be back on air
within the next two, three, or four weeks”

Jacor Seals Premiere Deal, Issues Notes

acor Communications’ radio group Thursday closed its deal with
Premiere Radio Networks. It agreed last April to acquire all out-
standing shares of Premiere for $190 million in cash and stock. In the
merger, each share of Premiere stock was converted into $13.50 cash
and 0.138 of a share of Jacor common stock (for a total value of $18.75
per share).
The same day Jacor announced its intent to raise $150 million by issu-
ing 10-year senior subordinated notes at 8.75%. The proceeds will be
used to repay debt from the company’s revolving bank facility.

Monitor Radio Signing Off

he Christian Science Church, unable to sell news network Monitor
Radio, said Monday it will cease broadcasting on June 27. The clo-

The ONLY Country Radio Team, with the added

SRR,

TS aeamygem  exposure and fans from a nationally syndicated TV show!

Already on 375+ radio stations,
110+ major market TV stations and TNN.,

Crook & Chase - Hotter Than Ever!
Put their power to work for you today! joNEs RaDIO NETWORK:

®

Call Jones Radio Network. Gene Ferry, NSM 303 e 784 « 8700
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43 #1 STATIONS

USsE THIS STUFF

You may think that all music research is

created equal. But that is no more true than the idea
that one morning show is as good as any other. Or that
all TV spots are equally effectlve Or that all stations get
the same ratings.

The truth is, in music research, as with morning
shows and TV spots, there are very few companies who
are real innovators. There are lots of great pretenders.
There are even more passengers on the “no clue bus.”

TrueVariety music research
with TrueCore Targeting.

We all agree on the importance of “VARIETY" to create
the right music mix for your station. But does any music
test really tell you how to achieve real music VARIETY?

Commonly used, primitive music testing only provides
popularity, burn and unfamiliarity. A bunch of numbers
that won’t help you do what you really want to do:

Create the best possible personal jukebox
for every individual listener.

You know, in today’s “winner-take-all” multi-opoly world,
that you must have a clear-cut competitive advantage.
Old fashioned thinking and research factory knock-offs
won’t make you a winner.

You expect, and should demand, a cutting-edge
arsenal that will help you create a core position
musically for your station. That will help you decide
and control how far from the center of that dart-board
you’ll go. That will let you customize your stations
sound to match what each of your listeners believes
is real music VARIETY.

CRITICAL MASS MEDIA.

#1 Top 5 Market Station Case Study:

A Whitney Houston song was a power testing hit with a #1
Top 5 major market Hot AC audience. There the song was
on the TrueVariety MusicVUE™ screen with big, BIG
popularity numbers. Clearly it was a candidate for lots of airplay.
Hey, the test numbers said so. That was until the actual “quality”
of the song’s real audience appeal was examined using the
revolutionary music program Variety Control™.

Seems a small group of listeners were fanatics about Whitney.
So they stuffed the ballot box in her favor. But the listeners
who really preferred the station’s core sound were not the
ones excited about Whitney. And the Whitney fans weren't
excited about the station’s core sound.

Whitney’s song had minimal compatibility with this leading
Hot AC’s core sound. While the song tested well, playing it
‘often’ would have worked against the station’s efforts to
build its real music variety image. Clearly, Whitney was not
the right song to power play for this #1 station.

TrueVariety music research - callout and catalog
music testing - shows you what you need to do to
have true audience appeal. And create real music
VARIETY. It unlocks the answers hidden deep in
your music test to actually help you create a personal
jukebox for each of your listeners.

Now, combine the powerful advantages of TrueVariety
music research with the secrets of our forward thinking
TrueCore Targeting. This is the powerful stuff #1 stations
use to win!

Upgrade today to the revolutionary
innovations you've e to expect from
TrueVariety™ music research,

Nest Marketing™ listener cultivation,

Mental Weaponry™ perceptual research, and
TrueCore™ Targeting.

Revolutlonary Radlo R%earch . Nest Marketing ® Mental Weaponry

To upgrade to Critical Mass Media’s revolutionary services, contact:

John Martin, Abbe Harris, Elizabeth Hamilton, Jennifer Hodlick, Donna Leonard.
(847) 441-9CMM + (847) 441-4FAX * cmm@cmmnet.com

© 1997 Critical Mass Media, Inc.

internet site: www.cmmnet.com

www americanradiohistorv com
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DEAL OF THE WEEK 1997 DEALS TO DATE

Dollars to Date: $5,101,933,738

. KLUP_AM KISS.FM & l (Last Year: $4,679,842,769)

KSMG-FM/San Antonio L L

$30 million ‘ Stations Traded This Year: 987
(Last Year: 1078)

‘ Stations Traded This Week: 34

TRANSACTIONS

(Last Year: 38 )

Cox Rocks San Antonio With Latest Deal

[0 Gompany doubles its market holdings by picking up
KLUP, KSMG, and heritage Rocker KISS

‘”&3"{"2‘.} &X .y

T R

Bla T ;iq
b o b, R
:;.L‘M‘;‘;._m.c.; d\.a\.}..{ st

KLUP-AM, KISS-FM &
KSMG-FM/San Antonio

PRICE: $30 million

TERMS: Not available

BUYER: Cox Radio Inc. It owns
KKYX-AM, KCJZ-FM & KCYY-FM/
San Antonio. Phone: (404) 843-
5000

SELLER: KISS Radio of San An-
tonio Ltd., a subsidiary of Rusk
Corp.

FREQUENCY: 930 kHz;99.5 MHz;
105.3 MHz

POWER: 5kw day/1kw night;
100kw at 1112 feet; 100kw at 1249
feet

FORMAT: Nostalgia; Rock; Hot AC
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. :-a- e A
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Rodgers/Keister swap
EXCHANGE VALUE: Not available
TERMS: David Rodgers is swap-
ping WMCB-AM & WCBK-FM/
Martinsville (Indianapolis) and an
undisclosed amount of money for
David Keister’'s WKBV-AM &
WFMG-FM/Richmond, IN

e
s

WKBV-AM & WFMG-F\W/
Richmond, IN
TRADED TO: David Rodgers

| FREQUENCY: 1490 kHz; 101.3MHz
| POWER: 1kw; 50kw at 280 feet
} FORMAT: Sports/Talk; AC

WMCB-AM & WCBK-FM/
Martinsville
(Indianapolis)

TRADED TO: David Keister
FREQUENCY: 1540 kHz; 102.3 MHz

POWER: 500 watts; 3kw at 308 feet
FORMAT: Country; Country
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WAVH-FM/Mobile

PRICE: $4 million

TERMS: Asset sale for $2 million
cash and a promissory note
BUYER: AGM Nevada L.L.C.
headed by President Anthony
Brandon. Phone: (805) 328-0118
SELLER: Baldwin Broadcasting
Co., headed by President Barry
Wood. Phone: (202) 293-5333
FREQUENCY: 106.5 MHz
POWER: 50kw at 450 feet
FORMAT: Oldies

s
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KBID-AMIBakersteId &
- KLYD-FM/Shafter

(Bakersfield)
| PRICE: $1.5 million

TERMS: Not available \

' BUYER: American General Me-

dia, Texas Inc., headed by Presi-
dent Anthony Brandon. [t owns 25
other stations, including KGEO-AM,
KERN-AM & FM & KGFM-FM/
Bakersfield.

SELLER: Southpaw Communi- |
cations, headed by principals Cur- [
tis and Peggy Darling
FREQUENCY: 1350 kHz; 104.3 |
MHz

POWER: 1kw day/33 watts night; |
6kw at 305 feet

FORMAT: Nostalgia; Nostalgia
BROKER: Kalil & Company
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KFEL-AM & KNKN-FM/

Pueblo

PRICE: $725,000

TERMS: Asset sale for cash
BUYER: Metropolitan Broadcast- |
ing, headed by President Gary ‘
Acker. Phone: (817) 430-3548
SELLER: Guardian Communica-
tions, headed by Mark McNeil.
Phone: (513) 931-8080
FREQUENCY: 970 kHz; 107.1
MHz

POWER: 3.2kw day/185 watts |
night; 3kw at 312 feet

FORMAT: Religion; Tejano
BROKER: John Pierce and Hal
Gore of Force Communications
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RADIO BUSINESS

TRANSACTIONS AT A GLANCE

® Rodgers/Keister swap Not disclosed
® WKBV-AM & WFMG-FM/Richmond, IN
°* WMCB-AM & WCBK-FM/Martinsville (indianapolis), IN

® WAVH-FM/Mobile $4 million

® KBID-AM/Bakersfield & KLYD-FM/Shafter (Bakersfield)

$1.5 million

® KFEL-AM & KNKN-FM/Pueblo, CO $725,000

® WGIG-AM/Brunswick & WYNR-FM/Darien, GA $2,125,000
® WERK-AM & FM/Muncie, IN $525,000

® WREN-AM/Topeka, KS $500,000

® WOAP-AM, WWCK-AM & FM & WAHV-FM/Flint, Ml $18 million
® KTCH-AM & FM/Wayne, NE $400,000

* WKBR-AM/Manchester, NH $145,000

® WMNM-FM/Port Henry, NY $608,000

® WCHL-AM/Chapel Hill (Raleigh-Durham), NC $400,000

® WBUZ-FM/Delta (Toledo), OH No cash consideration

® WCIT-AM & WLJM-FM/Lima, OH $620,000

® KRSR-AM/Coos Bay, OR No cash consideration

® WFGO-FM/Erie, PA $1,565,000

® WKMC-AM/Roaring Spring (Altoona), PA $25,000
® WDGE-FM & WDGF-FM/Providence $8.5 million
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WGIG- AM/Brunswmk &

WYNR-FM/Darien

PRICE: $2,125,000

TERMS: Asset sale for cash
BUYER: Root Communications
Ltd., headed by President Jim De-
vis. It owns WMOG-AM/Brunswick,
GA; WBGA-FM &WFGA-FM/Way-
cross, GA; and WHFX-FM/St. Si-
mons Island, GA. Phone: (904)
258-4700

SELLER:Stewart Broadcasting
Inc., headed by President J.
Wayne Stewart. Phone: (912)
634-0674 }

&-:
S

FREQUENCY: 1440 kHz; 107.7
MHz

POWER: 5kw day/1kw night; 50kw |
at 403 feet

FORMAT: News/Talk; Country | 2
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WERK-AM & FM/Muncie |
PRICE: $525,000 l
TERMS: Asset sale for cash
BUYER: Dream Weaver Broad-
casting Inc., headed by Presi- |

Bring Wink Martindale, Gary Owens &
Chuck Southcott into your market today!

Houston, Phoenix, Cincinnati, Kansas City, Tampa,
Minneapolis, Hartford, Rochester and Nashville.
Plus 50 other markets and growing fast!

dent WadeWeaver. Phone: (317)
552-4275

SELLER: American Home Town
Radio Corp., headed by President
Christian Caggiano. Phone: (219)
486-3224
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WREN-AM/Topeka

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Mortenson Broadcast-
ing Co., headed by PresidentJack
Mortenson. Phone: (606) 245-
1000

SELLER: Michael Glinter. Phone:
(904) 433-9489

FREQUENCY: 1250 kHz
POWER: 5kw

FORMAT: Gospel

WOAP-AM, WWCK-AM &
FM & WAHV-FM/Flint

PRICE: $18 million
TERMS: Asset sale for cash
BUYER: Connoisseur Communi-

Continued on Page 8

Call Jones Radio Network. Gene Ferry, NSM 303 ¢ 784 « 8700

JONES RADIO NETWORK:®
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Scarborough
puts radio
promotion
in motion

“Our convenience store client believed that their
primary target was older males, because they
were heavy gasoline users. But, when we looked
at other Scarborough categories, such as heavy
convenience store shoppers and buvers of 20-0z.
hottles of soda, we came up with a different
target — younger males. So we changed the buy
to include Alternative Music radio s:ations. Our
strategy became heavily focused on traffic build-
ing through radio promotions.

“The promotions generated more traffic for

less money than ever before. Amazing!
Scarborough’s data sold the client on something
they'd never considered. Now they'e talking to
us about picking up all the dealers in our area.”

Terri Reilly, Vice President/Media Director,
MZD, Indianapolis, IN

3/TRCN
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closed.

“We are very excited about acquir-
ing the Park Lane Group, which has
excellent stations in fine markets and
will provide a great platform for Re-
gent’s development,” said Regent

ing KVNA-AM & FM/Flagstaff.

'RADIO BUSINESS

Regent Buys 16-Outlet Park Lane Group
C

station Park Lane Group, the
Park Lane owns 11 stations in California, including KOWL-
AM & KRLT-FM/Sacramento; KALF-FM, KFMF-FM & KPPL-
FM/Chico, CA; and five stations in northern Arizona, includ-

ovington, KY-based Regent Communications Inc. will
stretch out to the Golden State by purchasing the 16-

group said on Tuesday (6/18).

Financial details were not dis-

Chairman/CEQTerry Jacobs.“These
stations are weli-positioned in their
markets, and there are some out-
standing growth opportunities avail-
able to us through the addition of oth-

er-stations within these markets”

Jacobs said that Park Lane Chair-
man/CEO James Levy will continue
to work with Regent in a consulting
capacity “to help in our efforts to in-
crease our presence in Park Lane’s
and other West Coast markets.”

Regent, which was founded iast
year, also owns 16 stations in medi-
um-to-small markets, including
KFMS-FM, KSNE-FM & KWNR-
FM/Las Vegas, KUDL-FM & KMXV-
FM/Kansas City, and properties in
Louisville and Charlston, SC.

TRANSACTIONS

Continued from Page 6

cations Corp., headed by Presi-
dent Jeffrey Warshaw. It owns
WFDF-AM & WDZZ-FM/Flint.
Phone: (203) 227-1978

SELLER: Majac of Michigan Inc.,
headed by President Marc Steen-
barger. Phone: (810) 744-1570
FREQUENCY: 1080 kHz; 1570
kHz; 105.5 MHz; 103.9 MHz [

POWER: 1kw; 1kw day/230 watts
night; 25kw at 328 feet; 2.9kw at
482 feet

FORMAT: News/Talk; CHR; CHR;
AC

BROKER: Randall Jeffrey of Me-
dia Venture Partners
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KTCH-AM & FMNVayne

PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Central Radio Inc. It
owns KNEN-FM/Norfolk, NE.
SELLER: KTCH Inc.

BROKER: Dick Chapin of Chap-
in Enterprises

e
&g}w; e i ‘ ! _. fﬁgbi
S _&wmgmfﬁ “"r_m:hm.c.m R

WKBR-AM/Manchester

PRICE: $145,000

TERMS: Asset sale for cash
BUYER:Northeast Broadcasting
Co.Inc., headed by President Jane
Cole. Phone: (603) 668-6400
SELLER: George Ketrelakes.
Phone: (603) 625-9527
FREQUENCY: 1250 kHz
POWER: 5kw

FORMAT: B/EZ
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WMNM-FM/Port Henry

PRICE: $608,000
TERMS: Asset sale for cash
BUYER: Excalibur Media, head- |

ed by President Joel Hartstone. It
owns two other stations inVermont.
SELLER: Pro-Radio Inc., headed
by princpals Mark and Mary Brady
BROKER: Dick Kozacko of Koza-
cko Media Services

COMMENT: The sale of this sta-
tion to Pathfinder Communications
was announced in May 1996, but
that deal has since fallen through.
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WCHL-AM/Chapel Hill
(Raleigh-Durham)

PRICE: $400,000

TERMS: Asset sale for cash
BUYER: Curtis Media Group Inc.,
headed by President Donald Cur-
tis. It owns WQDR-AM & WKIX-

FM/Chapel Hill, NC. Phone: (919) |

876-6464

SELLER: Village Broadcasting
Co. Inc., headed by President
James Heavner. Phone: (919)
942-8765

FREQUENCY: 1360 kHz
POWER: 5kw day/1kw night
FORMAT: News/Talk
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WBUZ-FM/Delta (Toledo)

PRICE: No cash consideration
TERMS: Stock transfer

BUYER: Dan Dudley is acquiring
Toledo Radio Inc. Phone: (419)
868-1065

SELLER: The Estate of Miiton
Dudley

FREQUENCY: 106.5 MHz
POWER: 3.2kw at 308 feet
FORMAT: Rock

WCIT-AM & WLJM-FM/
Lima

PRICE: $620,000

TERMS: Asset sale for cash
BUYER: Forever of Ohio L.L.C.,
headed by President Carol
O’Leary. It owns WYRX-FM &

WZ0OQ-FM/Lima.
i SELLER: Allen Broadcasting Co.
Inc.
| FREQUENCY: 940 kHz; 104.9
' MHz
POWER: 250 watts; 3kw at 220 feet
| FORMAT: News/Talk; Urban

e e *§"- e .-\._...” '|
Ci0omgon.
KRSR-AM/Coos Bay

PRICE: No cash consideration
TERMS: Donation

RECEIVER: Coos Bay School
District No. 9, headed by school
board Chairman Donna Stolle.
Phone: (541) 267-3104

DONOR: Lighthouse Radio
Group, headed by partners Joel
Lemon and Harry Abel. Phone:
(541) 269-2022
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' WFGO-FM/Erie

PRICE: $1,565,000
| TERMS: Asset sale for cash
BUYER: William Fleckenstein.
| Phone: (216) 534-2873
SELLER: Peninsula Broadcast-
ing Corp., headed by President
Roger Richards. Phone: (814)
455-0370
FREQUENCY: 94.7 MHz
POWER: 1.1kw at 538 feet
FORMAT: Oldies

WKMC-AM/Roaring
Spring (Altoona)

PRICE: $25,000

TERMS: Asset sale for cash
BUYER: Langer Broadcasting
Corp., headed by President Alex-
ander Langer. Phone: (941) 255-
0061

SELLER: Forever of PA L.L.C.,
headed by member Donald Alt
FREQUENCY: 1370 kHz
POWER: 5kw day/38 watts night

| FORMAT: Nostalgia

|

1

|

Continued from Page 4

 BUSINESS BRIEFS

sure will put almost 70 employees out of work at Monitor's Boston office

and others in many bureaus. The Christian Science Church began trying
to sell the network in April and had attempted to sell the operation to
World Times Inc. It also owns the Christian Science Monitornewspaper.

Steve Forbes Launches Air Attack On Bill Clinton

ormer Republican presidential hopeful Steve Forbes has bought na-
tional radio and TV ad time to blast President Clinton’s budget deal

for being a “big government spending spree with pitifully poor tax cuts.”
The radio ads started last week in selected markets around the country.

Forbes currently is honorary chairman of Americans For Hope, Growth

& Opportunity, a national issues advocacy organization.

E

Evergreen Transfers Preferred Stock Shares

vergreen Media said last Wednesday (6/11) it had increased the
amount of its preferred stock from 4 million shares — the size of a

private placement of preferred stock — due to demand for the issue. The  +
move is expected to generate up to $275 million in proceeds, which will

be used in part to finance the company’s purchase of 10 radio stations
from Viacom International, Evergreen said.

American Radio, Triathlon Declare Dividends

n July 15 American Radio Systems will pay $2.84 per share of its
11 3/8% cumulative exchangeable preferred stock. The dividend
will be paid in-kind by issuing more shares of the stock. On June 30,
Triathion Broadcasting will pay a regular quarterly dividend of $2.36
per preferred share or $0.236 per depository share to preferred share-

holders of record as of June 20.

NAB Asks FGC To Wait On New DARS Proposal

Continued from Page 4
peater rules,” NAB wrote to the FCC.

Proponents Unconcerned

Neither CD Radio Inc. nor Ameri-
can Mobile Radio Corp., the two
companies who received the DARS li-
censes, are worried about the NAB fil-
ing. “The appropriate response to the
NAB'’s comments is that the issue isn’t
the technical details and there was no
requirement to provide them,” AMRC
President Lon Levin said. “The only
issue is as a matter of public policy, can
we repeat our signal from our satellites

| to give the best service to the Ameri-

can public?” That, Levin said, was re-
solved when the FCC gave the go-

WDGE-FM & WDGF-FMI
Providence

PRICE: $8.5 million
TERMS: Asset sale for cash
BUYER: Citadel Communica-

| tions Corp., headed by Chairman

LawrenceWilson. It has agreed to
acquire WPRO-AM & FM, WLKW-

ahead on DARS earlier this year.

NAB is also determined that the
DARS companies not use their re-
peaters to broadcast local program
ming. Both AMRC and CD Radio
have said, however, that they will
only use the repeaters to rebroadcast
their satellite signals.

CD Radio President David Margo-
lese said he “doesn’t think [the NAB’s
comments] make any sense at all.” He
added, “NAB’s position is as it always
is to DARS: blatantly self-serving”
Margolese echoed a sentiment of
many traditional radio broadcasters
that a national service like DARS is
not meant to compete with local ra-
dio and does not pose a threat.

FM & WWLI-FM/Providence.
Phone: (406) 837-5360

SELLER: Urso Major Broadcast-
ing Co., headed by President Phil-
lip Urso

FREQUENCY: 99.7 MHz; 100.3
MHz

POWER: 2.3kw at 535 feet; 3kw at
500 feet

FORMAT: Alternative; Oldies

usic
aster

THE MUSIC SCHEDULING SYSTEM

Call 800-326-2609 or fax 414-521-2892
e-mail: sales@a-ware.com web: www.a-ware.com
A-Ware Software, Inc. % 22600 Arcadian Ave. * Waukesha, WI 53186

Tune Up Your Music Library!
% Impact Your Ratings
% Increase Your Profits
% Decrease Your Workload

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

WWW.americanradiohistorv.com


www.americanradiohistory.com



www.americanradiohistory.com

10 ¢ R&R June 20, 1997

Ingold Erupts As

Volcano’s New VP/
National Promotion |

Volcano Recordings has elevat- |
ed Doug Ingold to VP/National Pro-
———=——"7 motion. Based in
Los Angeles, he
j reports to GM
Jeff Dodes.

“Doug has been
an invaluable asset
to the launch of
Volcano, as well as
Tool and Matthew
Sweet’s most re-
il cent records,” said
Dodes. “His in-
telligence, ener-
£y, and passion for music make him
the perfect leader for our promo-
tion team.” |

Ingold noted, “My sincere grati-
tude extends to CEO Kevin Czinger,
President Lou Maglia, and Jeff

VOLCANO/See Page 12

Ingold

ORI

Mataragas Now EMI
St. Dir./Crossover

EMI Records has tapped Philip
Mataragas as Sr. Director/Cross-
over Promotion.
Based in New
York, he reports
to Sr. VP/Promo-
tion Peter Napo- l
liello.

Mataragas J
comes to EMI
from Relativity '

I

Records, where
he has worked

since 1992. He |
joined that label
first as Director/Club & Retail Pro- .
motion, then was elevated to Direc-
tor/Northeast Regional Promotion in
1994 and Director/Crossover Pro-
motion in 1995.

“Phil’s history and expertise
brings tremendous credibility to
EMI’s promotion department,” said
Napoliello. “Phil’s appointment en-
riches EMI’s commitment to Urban/
Crossover music.”

Mataragas

Hundt Stalls Aicohol Inquiry;
Reno Pushes For Investigation

By JerFrrReY YORKE

R&R WASHINGTON BUREAU CHIEF

R achetle Chong has managed to hit the brakes on a slow- moving
freight train — at least temporarlly. The soon-to-depart FCC Com-

missioner last week asked Chairman Reed Hundt to drop the FCC's

planned issuance of a Notice of Inquiry into alcohol advertising. He did ...

and he didn’t.

Reed rescheduledthe alcohol discussion until the July 10 Commission
meeting. Chong, like fellow veteran Commissioner James Quello, is slat-
ed to leave her FCC post at the end of June; neither Commissioner has
supported Reed's proposal for the FCC to delve into the liquor advertising
issue. In her statement released to the media June 12, Chong noted, “The
FCC's general mandate to ensure that spectrum is used to serve the
public interest is not a plenary authorization to conduct broad-ranging
inquiries uitimately aimed at dictating program content™

Quello was thinking along the same lines when, on the presious day, he
said, “This issue is undeniably important” He added he does rat support
the issuance of the NOI and believes the FCC doesn't have the jurisdic-
tion to inquire into the issue; the proper governmental agency - the Fed-
eral Trade Commission — is already investigating the matter. “In my view,
the issue is not whether something must be done, but rather who can
most capably do it

Hundt's decision to delay the discussion comes on the heels of receiv-
ing a letter from Attorney General Janet Reno, urging the Commission to
inquire “into the many issues surrounding such advertising” on radio and
TV."Such advertising may aggravate an already serious risk to the youth
of our nation,” Reno wrote in her June 13 correspondence, “Recent re-
search shows a clear link between alcohol consumption and increased
domestic violence, youth violence, and delinquency. These are among
the many questions which shouid be fully explored before hard fiquor ad-
vertising on television and radio becomes widespread”

With Reno’s letler in his pocket, Hundt clearly feels he's got a green
light to proceed. Noting that the President, “dozens of members of Con-

ALCOHOL/See Page 12

LETTER TO THE EDITOR

WW1 Responds To
JRN Classic Rock Entry

R&R received the following letter from Westwood One VP/Programming For-
mats Charlie Cook:

1 read with interest the announcement on my friend Mike Henderson's appoint-
ment at Jones Radio Network (R&R 6/13). The end of the press release men-
tioned JRN entering the Classic Rock field, with Phil Barry mentioning, “Nobody
in the network industry is offering this type of Classic Rock presentation.”

I thought your readers would like to know that Westwood One has been deliv-
ering a highly successful Classic Rock format for many years. We're providing
programming to nearly 100 stations in this format, but we welcome the company.

| Street Marketing

NEWSBREAKERS.

MJI Makes Redo VP/Programming & Production
N ew York-based MJIl Broadcasting has tapped Phit Redo as VP/Pro-

gramming & Production, effective July 7. Redo most recently was
VP/GM at Soft AC WLIT/Chicago. Before joining WLIT
eight years ago, Redo programmed WMJX/Boston
and WLTW/New York.

‘It's a privilege to be working with somebody with
such a remarkable programming and management
track record,” MJI President Josh Feigenbaum told
R&R. “He'll be an impact player for us” -

Redo told R&R, “MJi is a content provider, and con- §
tent s king. If you present good product, sales will fol-
low. The company’s growth is such that they wanted
to bring somebody in who has programming sensibil-
ity and a management background. These guys are
doing great, and I'll be going to school to figure out
how they do what they do. Hopefully along the way, I'li
make a contribution.

“This job will give me a chance to branch out and work in other formats
and learn about what stations need. It's a challenge because there are a
lot of big guns out there. Jacor bought Premiere, Westwood One is with
CBS, and there’s ABC. I'm just swapping one competitive environment for
another.

“I'll make myself available to my successor [at WLIT] and do whatever
I can offer to make a smooth transition. It's been a wonderful run atWLIT:

I can’t even begin to describe how difficult it was to pull away from it.
There’s an amazing group of folks there who made me look good”

Williams, Martin Rise In Mercury Promo
Mercury "‘

Records has ele-
vated Jodi Will-
iams to Sr. Direc-
tor/R&B Promo- #
tions and Marlo K
Martin to Na
tional Director/

member of the
national staff.
She consistently
provides creative
strategies to in-
crease visibility
of the Mercury
Records R&B
roster.”
Williams, who
began her career
in the music in-
dustry as a Re-
gional Promotion Rep at Colum-
bia Records, has also worked at
Warner Bros. as National Direc-
tor/Promotion and at EastWest/
Atlantic as Sr. Director/Market-
ing. Martin most recently was
Mercury’s National Manager/
Mixshow & College Promotions.

& Promotion.
VP/R&B Pro-
motions Ronnie
Johnson com-
mented on the appointments:
“Jodi has demonstrated the abil-
ity to manage the promotion
team and radio priorities. Her
professionalism, energy, and cre-
ativity have been key to the de-
velopment of our field staff. And
Marlo has been an invaluable

Williams Martin
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The Radio
Hall of Fame
-

1997

If you haven’t returned your
1997 RADIO HALL OF FAME BALLOT,

remember: The ballot deadline is AUGUST 1.
Your vote counts!

Then, mark your calendar for radio’s biggest night.
The 1997 Radio Hall of Fame Induction Gala
Sunday, October 19, at the Chicago Cultural Center.
Hosted by CBS Radio Network’s Charles Osgood.

RADIO

HALL OF FAME

For ticket information, call

(800) 860-9559
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NEWSBREAKERS.

Paulini Picked As
Windham Hill Group
Dir./National Promo

The Windham Hill Group has
appointed former A&M Records vet
Andrea Paulini
National Promo-
tion Director.
Paulini reports to
VP/Marketing
Ron McCarrell.

McCarrell said,
“Andrea brings to
the Windham Hill
Group years of
experience, par-
ticularly in the
area of adult con-
temporary music, where we will be
concentrating our efforts over the
next few years.”

Paulini spent the past 16 years
with A&M, most recently as Sr. Di-
rector/AC Promotion. There, she
worked with such artists as Sting,
Sheryl Crow, Bryan Adams, Jann
Arden, and Aaron Neville.

WROW/Albany Ups
Warren To OM &
Vandenburg To PD

WPTR-FM/Albany Operations
Director/PD Steve Warren has add-
ed OM duties at Albany Broadcast-
ing News/Talk sister WROW-AM.
Additionally, WROW morning host

Paulini

Paul Vandenburg has been promot- ]

ed to that station's PD; he'll keep his
on-air duties in addition to supervis-
ing program selection and locally
originated content. Both assume
duties previously held by Buzz Brin-
dle, who now serves as PD at cross-
town WGNA-FM & WTRY-FM.
“I've been in Talk radio for over
10 years, all in the Albany market.”
Vandenburg told R&R. “This is a
fabulous opportunity for me. The
station has a terrific signal, I have
terrific people around me, and we're
going to turn this into the No. |
News/Talk station in Albany. Steve
has one of the most fabulous re-
sumes in this business. He knows

|

Williams Wins KJUL/Vegas VP/GM Slot
eritage Media/Portland President Harry S. Williams has been

H named VP/GM of Nostalgia KJUL-FM/Las Vegas. He'll add
KQOL-FM/LasVegas to his responsibilities when Centennial Broad-
casting closes its acquisition of the Oldies station later this month.
“There were some excellent candidates interested in this new po-
sition,” Centennial Broadcasting President/CEQ Allen Shaw noted.
“Setting aside the fact that Harry and | had worked together at the
Beasley Broadcast Group between 1985-89, Harry still came up with
the best overall experience and qualifications among the candidates.
For the past seven years, Williams has been responsible for Heri-
tage’s three Portland stations: KKSN-AM & FM and KKRH-FM. He
began his career in 1981 as GSM at WBLX-AM & FM/Mobile, where
he was later promoted to GM. In 1989, he was named GM of KQLD-

FM/New Orleans.

tennial won't be so bad either”

Williams commented, | treasure the seven great years | enjoyed
with the great team at Heritage Media, but my family and | are ready
for the sunshine and glitter of the exciting market and stations that
are Las Vegas and KJUL & KQOL. Working with Allen Shaw at Cen-

; Bloch New WDHA & WRAT Dir./Rock Prog.

WDHA/Morristown,
| NJ PD Lenny Bloch has
been promoted to Director/ |
Rock Programming over
| the Rock station and Active
Rock sister WRAT/Mon-
mouth-Ocean. He has been
PD of WDHA since 1993.
“Lenny has demonstrat-
ed all the qualities needed
1o increase ratings and rev-
enue for our group,” re-
marked New Jersey Broad-
casting Inc. President Beth Colon.
“I'm thrilled to make this announce-
ment at a time when the New Jersey
radio landscape has become more
competitive than ever.”
Bloch added, “I’'m looking for-

e e S e

where the land mines are, and he’s
going to be a fabulous help to me.
I'm lucky to be with him.”

This marks Vandenburg’s first
programming gig. Before joining
WROW in January, he served as
morning host at crosstown compet-
itor WQBK-AM. He’s also held
shifts at WGY-AM and the now-de-
funct WWCN-AM.

e ———————, .

Volcano

Continued from Page 10

Dodes for this appointment. Under
their roof, my watch will be the most
exciting of my career. I've been blessed
with an awesome field staff and roster
full of dazzling new artists”” Before
joining Volcano, Ingold was National
Director/Altemative Promotion at Rel-
ativity Records.

At the same time, Volcano has
tapped David Ross and Jack Ful-
mer as National Managers of Rock
and Alternative Promotion, respec-
tively. Ross formerly was Regional
Promotion & Marketing Manager
for Volcano in New York; Fulmer
joins the label after a stint as Na-
tional Account Manager at Bill-
board Monitor magazine.

h

Alcohol

Continued from Page 10

gress, many Attomeys General, and
over 240 public interest groups” have
also supported an inquiry, Reno’s let-
ter “should put to rest any suggestion
that the Commission lacks jurisdiction
to examine the issues relating to hard
liquor’s push to get its advertisements
on the airwaves. Plainly the Attomey
General believes that we have such ju-
risdiction, and that we should not re-
main inactive while the FTC examines
distinguishable issues relating to alco-

hol advertising.”

It’s all much ado about nothing as
far at the NAB sees it. NAB spokes-
man Dennis Wharton on Tuesday re-
peated to R&R what NAB President/
CEO Eddie Fritts told reporters in
April: that the FCC "has a solution to
a problem that doesn’t exist.” And the
NAB seems to be on to something —
an R&R survey taken months ago
found that none of the major broad-
cast groups had any intention of chang-
ing the 48-year-old self-imposed ban
on liquor spots.

Bloch

ward to continuing (0 make
WDHA one of the best per-
forming suburban stations
fin the country. And at
| WRAT. we've assembled a
superb group of radio pros
who are taking “The Rat’ to
new heights.”
1 Bloch also has worked at
1 WEFX/Norwalk, CT as
| Asst. PD/afternoon driver,
WRCN/Long Island as
PD/morning driver, and
KFMG/Albuquerque as Asst. PD/
morning driver. As producer for
Wolfman Jack’s syndicated program
in the *70s, one of Bloch's side du-
ties included stuffing copies of R&R
inenvelopes for mailing every week.

UPDATE

Schultheis Steps Up To Metro GM/Kansas City

etro Networks has promoted Ellen Schultheis to GM/Kansas City.
She began working for the KC bureau in 1992 as Director/Market-
ing and later became Marketing Manager,

According to Metro Networks President Chuck Bortnick, “Ellen has made
major contributions to Metro’s Kansas City operations, championing Metro's
corporate focus to remain on the cutting edge of our industry. | am confi-
dent in her ability to fulfill the demands of this new position "

Schultheis’s other experience includes stints as Creative Director and
Promotions Manager at crosstown KBEQ.

WMAQ/Chicago Welcomes Davis As Sports Dir.

B rian Davis has been tapped as WMAQ/Chicago’s Sports Director.
He joins the News/Sports station after two decades covering sports
in the Windy City, working as a sports anchor and reporter at WGN-AM,
WBBM-AM. and WMVP-AM.

Davis will host WMAQ's pre- and post-game Bears broadcasts in addi-
tion to co-hosting the “Sports Huddle” with Dave Pasch, who joins 'MAQ
from WDFN/Detroit. Pasch also assumes anchor duties for Blackhawks
pre- and post-game programs.

“We're very happy to have someone with Brian’s extensive sports re-
porting experience and first-hand knowledge of Chicago Bears radio broad-
casts,” WMAQ OM Lorna Giadstone said. “Dave is a new voice to Chica-
go listeners, but we believe it will give our Blackhawk broadcasts a distinc-
tive sound”

NetStar Nets Stanger As Dir./Broadcast Ops

etStar Entertainment Group has hired Eric Stanger as Director/

Broadcast Operations. The appointment precedes the launch of ra-
dio syndicator NetStar Entertainment Group's first talk program, “The
Susan Powter Show,’ next month

Most recently producer of “The Tom Leykis Show” for Westwood One,
Stanger began his radio career at WGST/Atlanta. In 1993. he became
producer for “The Sean Hannity Show” currently heard on WABC-AM/
New York. He moved to Los Angeles and WW1 last November.

“Eric’s firsthand experience in producing both a top-rated, midday local
talk show and the nationally syndicated Tom Leykis show is a true testi-
mony to his broadcast ability,” commented NetStar Chairman/CEO Alan
Fuller. “In addition, he has an outstanding reputation among radio affili-

ates.”
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The RIAA has issued the following awards for the month of May:

MULTIPLATINUM ALBUMS-

“The Wall,” Pink Floyd, Colum-
bia (11 million); “Greatest Hits Vol-
ume | & 11" Billy Joel, Columbia

Live, Radioactive (7 million); “Dr.
Feelgood,” Motley Crue, Elektra/
EEG; “Chicago 17, Chicago, Re-
prise; “Frontiers,” Journey, Colum-
bia; “Wish You Were Here” Pink
Floyd (6 million); “Greatest Hits
1982-1989,” Chicago (5 million);
“Pieces Of You,” Jewel, Atlantic;
“Shout At The Devil,” Motley Crue
(4 million); “The Ultimate Experi-
ence;” Jimi Hendrix, MCA; “Put
Yourself In My Shoes,” Clint Black,
RCA,; “A Very Special Christmas,”
Various Artists, A&M (3 million);
“Boys On The Side” ST, Various
Artists, Arista (2 mllllon)

T
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“Nine Lives,” Aerosmith, Colum-
bia; “The Untouchable” Scarface,
Rap-A-Lot/Noo Trybe; “Pop.” U2,
Island; “Howard Stern - Private
Parts” ST, Various Artists, Warner
Bros.; “Secret Samhadi,” Live;
“Vivir, Enrique Iglesias, Fonovisa;
“Best Of, Volume 1" Van Halen,

R e SR TR
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(9 million); “Throwing Copper,” |

|

Warner Bros.; “Mr. Happy Go
Lucky," John Mellencamp, Mercu-
ry; “Whatcha Lookin 4" Kirk Fran-
klin, Gospo Centric/EMI Christian;
“Wow 1996," Various Artists, Spar-
row; “Short Bus,” Filter, Reprise;
“Pork Soda,” Primus, Interscope;
“Academy Of Country Music - 101
Greatest Country Hits;Various Art-
ists, K-Tel; “Simple Man, Charlie
Daniels Band, Epic.

GOLD ALBUMS

“Take A Look OverYour Shoulder
(Reality),” Warren G, Def Jam/RAL/
Mercury; “Nine Lives, Aerosmith;
“The Untouchable,” Scarface; “The
Coastls Clear; Tracy Lawrence, At-
lantic; “Pop,” U2; “Love Jones” ST,
Various Artists, Columbia; “Howard
Stern - Private Parts” ST, Various
Artists; “Lost Highway” ST, Various
Artists, Interscope; “Secret Samha-
di’ Live; “Picture This;” Jim Brick-
man, Windham Hill; “Lie To Me; Jon-
ny Lang, *Vivir' and“Tango;” Enrique
Iglesias; “Best Of, Volume [ Van
Halen; “This Fire,” Paula Cole,
Warner Bros.; “A Few Small Re-
pairs,” Shawn Colvin, Columbia;

“More,” Montell Jordan, Def Jam/
RAL/Mercury; “Trainspotting” ST,
Various Artists, Capitol; “You Want
It - The Best,” Kiss, Mercury; “Hot,
Squirrel Nut Zippers, Mammoth;
“Here’s Your Sign,” Bill Engvall,
Warner Bros.; “Butterfly Kisses"
Bob Carlisle, DMG/Jive; “My First
Sing-Along (Activity Songs),Various
Artists, Walt Disney; “All-Time Great-
est,” Barry White, Mercury; “Aaron
Neville’s Soulful Christmas,” Aaron
Neville, A&M; “Aoxomoxoa” Grate-
ful Dead, Warner Bros.

 GOLD SINGLES

“Mybabydaddy,” B-Rock & The
Biz, LaFace/Arista; “Let Me Clear
My Throat,” DJ Kool, American; “l
Don't Want To,” Toni Braxton,
LaFace/Arista; “G.H.E.T.T.O.U.T.”
Changing Faces, Big Beat/Atlan-
tic; “All By Myself," Celine Dion, 550
Music; “| Shot The Sheriff” Warren
G; “ Belong To You (Every ...)"
Rome, RCA; “Cupid” 112, Bad
Boy/Arista; “Big Daddy/Keep It
Coming,” Heavy D, Uptown/MCA;
“I'll Be,” Foxy Brown, Violator/Def
Jam/RAU/Mercury; “What's On To-
night;” Montell Jordan.
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LEARNING CONFERENTGCE

SKOOL DAZE THURSDAY JULY 17TH, BEGINNING AT 1PM

INAUGURAL CONCLAVE COLLEGE

Format Breakouts

® Top 40 ¥ Country

Dan Vallie of Vallie/Richards Consulting-Dean of students
Liz Janik of Liz Janik avo Associates—Research for the data impaired

Dave Shakes of Alan Burns ano Associates—Critiquing air talent
% Adult Contemporary

® NAC/Smooth Jazz

Jaye Albright of Albright, Hill axo O'Malley—Qualitative nature of formats

Bill Richards of Richards Radio Consulting—Personal career development

Group heads
Super Session

* Steve Dinetz of Chancellor

...and don’t miss Conclave College Grad School's
evening classes:

% Guy Zapoleon of Zapoleon Media Strategies—Music programming for the gos
% Norm Feuer of Triathalon

% The FCC
% The Justice Department

% page Neinaber of New World Communications—Testing your promotional 1.Q.
(Insanity Quotient)

The mother of all graduation parties!

| [ .
coNCLAVE 1997:| CATCH 22
AT

 JULY 17-20,1997 .s7.PauL,

YESTERDAY’S IDEAS! TODAY’S QUESTIONS! TOMORRDOW'S ANSWERS!
Conclave Headquarters Radisson/St. Paul SOLD OUT! Nearby hotels:

Embassy Suites 612-224-5300. St. Paul Hotel 612-929-9292. Kelly Inn 612-227-8711.
SATURDAY, JULY 19

Format Breakouts

% Modern rock % Adult Alternative/AAA

% Rock * Oldies % Full Service/News #® Country

#* WCCO legends Boone and Erickson

#* WRCX Morning Maniac

Mancow ¥ Inventivity with
Charlie Girsch # ARBITRON
PD Seminar # S.P.LN.
CONTROL with Kipper
McGee # More topics

#* Keynote speaker Mike Veeck

#* Capricorn Records’ Renegade
Phil Walden # Arbitron Guru

Rhody Bosley ¥ Morning show
producer Rusty Humphries plus

more sessions...and

nightly entertainment!

“...how much is that road rash... the conclave College

Mancow in the window?” Road Show travels to Detroit on September
Bring extra rubles and shop the Conclave 12th and 13th for a Fall book tune-up. Full

Silent Auction. This fundraiser helps subsidize  details and registration information will be

the Conclave Scholarship Program. Donate announced at the Conclave.

® . of

articles from your station or your label’s
artists. Call the Conclave with

your donations.

Lautrpencer

and Special Guests plus

got qUEStioNS? contact the

Conciave offices at Main Street Marketing,

nightly entertainment!
“...ground control to

major tom..."

% Advent Travel 1-800-426-858s5
Sherri Hill (up to 10% off lowest applicable fare)

Inc.. 4517 Minnetonka Blvd., Suite 104,
Minneapolis, MN 55416. Call us directly at

¢¢continuing education

is no longer a luxury...it's now a (612)927-4487, FAX (612)927-6427. E-mail us at

Conclave @Bitstream.net. Check out our web- . .
ne ceSSj.ty in this ever narrowing % Premiere Limo 1-800-899-RIDE
radio world. ” -3uy Zapoleon, WONITOR site at www.Bitstream.net/hits/conclave. html (contact Bernie Fautch)
I—______________________________________________________-1
: REGISTRATION FORM :
| B $229 REGISTRATION FEE |
I $204 after 6/30/9 $294 at the door I
7
| i B $99 REGISTRATION FEE |
| e ne conrerence ) | ;
I Educator/Student/Panelist/Unemploved I
NAME
I (Use iame, company. city as they will read on your badge) AMOUNT ENCLOSE D_ I
b company |
[ I
| ADDRESS vy STATE |
| |
I‘ P PHONE ( ) E-MAIL ADDRESS: I
:- PAYMENT BY [] CHECK (Sorry, direct billing not available) CREDIT CARD: (complete section below) [ visa ] MASTERCARD 0 DISCOVER :
| |
1 Account number Expiration date Cardholder Authorized signature |
1 |
I Mail this form (with remmittance) to: Conclave, 4517 Minnetonka Blvd, Ste 104, Minneapolis, MN 55416 Registration fees are non-transferable. Refunds will be issued |
I after the Conclave, less a $50 administrative fee. I
e e e e e e e e e e e = ——— ——— ————————— ———— o — — = = ]
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TEMPORARY
TATTO0 SPECIAL %

The last frontier in call-letter placement
X  EbGE
L
 ©)¢ = R
@ BV
10.000 pc. min

Includes all charges, no hidden costs

5
;
:

The Nexus ISDN
codec is an ideal
solution for
remote talk
hosts, daily
features or
sports feeds. :
The Nexus delivers 15 kHz
two-way, low delay audio and contains
everything needed for direct ISDN
line connection. This is definitely the
easiest-to-use ISDN box available!

+ S
Y.

INY.

one color imprint
minimum of 1000 @ 21¢ each
set up charge $40

- N\ RESULTS MARKETING
Creative Promotions...Lasting Impressions
800-786-8011 « www.resultsmarketing.com

P Over 1,000,000 A
i s0ld to radio
last year alone l

LEE ARNOLD PROMOTIONS
(111) 351-9088 « Fax (114) 351-6997

CG.‘-’\‘.RI:A Comrex Corp, USA

Tel:508-263-1800 Fax:508-635-0401
Fax-on-Demand:508-264-9973 (Doc #1 14)

NN NG N

phone system do tis? || PUBLICITY PRINTS \

Lithographed On Heavy Gloss Stock

# REQUEST FREE
CATALOG AND SAMPLES!

B/W - 8x10’s

R - 500 — $80.00

A

1000 — $108.00 i NO SET UP
PUSH IT
[0 Conference 4 callers on-air 4x6 - JOCK CARDS NI ELERE A
s . . FITS
0 Permit simultaneous on-air and off-air use 1000 — $91.00 i THROUGH
O Provide talent, producer, and screener locations 2000 - $125.00 FITS EASILY ANV
. . {NTO VAN
O Expand to multiple studios * ’;SLFEESSE;’_‘TCI;E%EFREGHT e
[J Provide clear, understandable audio * FAST PROCESSING
* OTHER SIZES & COLOR *
Gentner's TS612 can do all this, and more! PRINTS AVAILABLE 0
| L3
w
Call today for more information. “
=i S PICTURES N | e
= = © )
= mner ’ 1867 E. Fiorida St. * Dept. R il The Most Portable Money Machine Ever!
iy : e : : : Springfield, MO 65803 x Call Toll-Free 1-800-747-1144 (U.S. onl
Toll-fre_g; ‘1‘f§°0'945!7730 S (417) 869-3456 FAX (417) 869-9185 E Local (309) 755-5021 or Fax (309) 755-1684 for more infzr)mmon
Outside the U.S. 1-801-975.7200 http:/Awww.abcpictures.com FUN INDUSTRIES E-mail: fun@netexpress.net

SROADCAS] FAXFIERCRUA ST sy o s
Send upto 20,000 faxes in a day! P RODUCT
SHOWCASE

¢ Simple fo instoll

¢ Simple to operate

¢ Installs in o stand-alone P(

¢ Does not require a network .

¢ Works with any fax list — £
Joi e U CTRE v

¢ Print various activity reports B S =

FoshFAX™ Software: $395*

Call Dawn Garrett

FREE STUFF! Y7 |

FlashFAX™ System (Computer & Software]: $Call Call o foryour fee_ — The Ioustar's NEwsparen |
SakS: m 3'7'“58 Tel: 972'23]'364] | Ways To Use Banners on a Roll” V%\J LH:EN ‘
1-800-786-7411 2068837400 Fa. 881449

| * Retodl Price: S895. Special offer. Must mention R&R od to qualify. 31 0'788'1 622

ECONOMIC AN CONNVENTENT L S O A O I AN |
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_NEWSBREAKERS.

Junel 20, 1997 R&R * 15

* ANNE NASHIF has been promoted
to GM of Forever Broadcasting’s four
radio stations in Lima, OH: WLJM-AM,
WAJC-FM, WYRX-FM & WZOQ-FM.
Nashif was previously station manag-
er for WLJM (formerly WCIT).

* MARK BINGAMAN (aka Geronimo)
has been named to the newly created
Director/New Technology post for Cit-
adel's six Salt Lake City properties:
KCNR-AM, KFNZ-AM, KBEE-FM,
KBER-FM, KENZ-FM & KUBL-FM.
Bingaman was formerly the midday
personality for KUBL.

» BONNIE BORDINShas been appoint-
ed Director/Rock Programming Servic-
es for SJS Entertainment. Prior to join-
ing SJS, she was Account Supervisor/
Music Editorial for Columbia House and
Director/Production at MJ| Broadcasting.

- Records

* TOM SARIG and CARMEN CACCI-
ATORE have been appointed VP/A&R
and Sr. Director/A&R, East Coast, re-

Cacciatore

spectively, for MCA
Records. Sarig
most  recently
served asVP/A&R
at TVT Records.
Cacciatore joins
; MCA following a
stint as Director/
Dance Crossover
Promotion for RCA
Records.

Also at MCA,
AZIM RASHID
has been named Manager/Black Mu-
sic Promotion, Northeast Region.
Rashid formerly held the Manager/Pro-
motion, Southwest Region post at Mo-
town Records.

Rashid

e WILLIE SMITH and PHILMORE
ANDERSON have joined Atlantic
Records’ Urban department asVP and

e

e

Smith Anderson

Sr. Director/Marketing, respectively.
Smith formerly served as Director/Mar-
keting for EMI Records, and Anderson
previously held the Manager/Market-
ing, Eastern Division post at the Dan-
non Company.

» GERALD SELIGMAN has been ap-
pointed Director/International A&R for
Blue Note/Metro Blue Records. He was

previously Direc-
| tor/Strategic Mar-
keting for EMI In-
ternational.

* LOUIS HEIDEL-
MEIER and BOB
BENDER have
been named Di-
rector/Southwest
Regional Promo-
tion and Promotions Coordinator, re-
spectively, for MCG/Curb Records.
Heidelmeier most recently was Direc-
tor/Southwest Regional Promotion for
River North/Nashville; Bender former-
ly served as road manager for country
act the Smokin’ Armadillos.

National Radio

« TM CENTURY has sold its Ultimate
Digital Studio division to On AirWorld-
wide Media Inc. For further information,
call (972) 406-6800.

Seligman

« “The Radio Tours,” a live radio inter-
view service produced by SJS ENTER-
TAINMENT, is expanding its formats to
include CHR, Aduit Contemporary, and
NAC/Smooth Jazz artist bookings. The
first CHR Radio Tours will feature Dun-
can Sheik and Robyn; (941) 275-1141.

* WESTWOOD ONE is set to launch
“Today’s Traveler; a daily feature focus-
ing on travel tips and news, on June
30. For more information, call (212)
641-2052.

Products & Services

¢ “SuperTrends,” a software program
that automatically extrapolates month-
ly data from the Arbitrends three-month
rolling average, is now available for a
limited-time free trial. The program can
be downloaded from the Internet at
http://www.supertrends.com, or or-
dered on diskettes by calling (609) 730-
0070.

* Custom Business Systems Inc.
(CBSI) has announced the availability
of a pubiic radio-tailored package that
offers stations the tools they need to
improve efficiency of scheduling and
billing and to analyze and project cor-
porate contribution patterns. The pack-
age allows the user to specify breaks
of any length, and schedule credits
within that break on as much as a sec-
ond-by-second basis. Virtually unlimit-
ed rotation plans, rapid log and con-
tract generation, and electronic log
transfer and reconciliation are other
efficient features. The software runs on
a Windows/Windows NT platform;
(541)271-3681.

¢ GMI Media Group has released
“STARPOWER,” an image and ID jin-
gle package for Pop/Alternative, Alter-

native, and CHR radio formats; (253) |

839-9414.

Changes

' Alternative: KZON/Phoenix Asst.

MD Kevin Mannion is upped to
MD ... WEND/Charlotte Promotion
Dir. Bill Clark resigns ... WRXQ/
Memphis Dave Spain moves from
middays to afternoons, and MD
John Michael shifts from nights to
middays ... Shaun Vincent moves
from nights to mornings at WXEG/
Dayton, replacing the exiting Sandy
Collins.

CHR: KPWR/Los Angeles night-
timers The Krazy Kids exit, along
with Dir./Marketing & Promotion
John Boyle ... Steve Knight takes
afternoons and Production Dir. du-
ties at KHTT/Tulsa ... WHOT/
Youngstown names Mike Thomas
MD, replacing Jonny Hartwell ...
KCHX/Odessa-Midland, TX week-
ender Troy Austin ascends to after-
noons ... WNKI/Elmira, NY ap-
points Eric Moon MD/nights.
Country: All three stations compris-
ing the New York triumvirate known
as “Y107” have changed calls:
WRGX-FM/Hawthorne, NY is now
WWXY-FM; WZVU-FM/Mon-
mouth-Ocean flips to WWZY-FM;
and WWHB-FM/Long Island be-
comes WWVY-FM ... Glenn Boy-
chuk is new to mornings at KWNR/
Las Vegas ... Weekender Bill Cody
is promoted to ND at WMTZ/
Johnstown, PA ... Lance Houston
is upped from evenings to the MD
slot at WTXT/Tuscaloosa, AL.
Hot AC: Michael Kline joins
WMXB/Richmond for evenings.
Rock: WFY V/Jacksonville names
Woody Carlson interim MD/nights,
while Scott Wagahoff joins as local
producer of the satellite-fed “Lex &
Terry” morning show ... Joey
Michaels is named Asst. MD at
WVRK/Columbus, GA, replacing
the exiting Steve Slaughter; Tod
Stone takes Slaughter’s night shift ...
KBAT/Odessa-Midland, TX after-
noon host Peter Jaren segues to
mornings as middayer Jim Brewer
flips to afternoons ... KSEZ/Sioux
City. 1A afternoon host Tom Stevens
is upped to APD/MD, while OM/PD
Rich Zaber-Randall goes off the air.
National Radio: Michael McCol-
lum is appointed VP/Human Re-
sources for Metro Networks ... Char-
layne Hunter-Gault becomes chief
correspondent/Africa for National
Public Radio ... Mary Hawkins be-
comes Mgr./On-Air Promotion &
Fundraising at Public Radio Interna-
tional. Also, Marcia Alvar is named
producer of PRY’s new travel pro-
gram, “The Savvy Traveler”
Records: Pierre-Y ves Bimont-Ca-
pocciis named Regional VP of BMG
Entertainment International ... Bar-
ry Feldmanis promoted toVP/A&R
General Mgr. at Koch Records.

Beck

Continued from Page 3

staying with the company. WW] is
a big station, CBS is a big compa-
ny, and I’'m really glad they’ve cho-
sen me for the job. I've done some
start-ups in the last couple of years,
and now I'm on an aircraft carri-
er!”

This assignment marks Beck’s

first outside of California. “T’'ll be |

broadening my horizons, and I un-
derstand it’s a great place to raise a
family,” he added. “T've got a 2-
year-old coming along, and I'm re-
ally looking forward to the move.”

Before joining KPIX, Beck led
KOTK-AM/Portland’s transition to
the News/Talk format as an inde-
pendent consultant. Prior to that, he
served as Operations/News Direc-
tor at KGO/San Francisco. He’s
also been PD of KFWB/Los Ange-
les.

WWW.americanradiohistorv.com

MARRIAGES

EMI Records Nat'l Dir/AC
Promotion Etoile Shapiro to
Marc Zisselman, June 7.

WXRL-AM/Lancaster, NY
OM Dave Saunders to Cameo
Rhodes, May 31

BirtHs
Independent promoter Rob
Lynn, wife Charlotte, son Tyler
Edward, June 3.

WYYY-FM/Syracuse over-
nighter Steve Barrett, wife
WHEN-AM & WWHT-FM/Syra-
cuse ftraffic reporter Tammy
Barrett, daughter Lauren Chris-
tine, June 1

Market Development Com-
pany President Richard Har-
bin, wife Hannah, son Alex-
ander Theodore, May 30.

Warner Bros. Records Sr.
VP/Jazz Matt Pierson, wife
Beth, daughters Lola Brown and
Romy Antonia, May 28.

MJM Research VP Clark
Roberts, wife Lisa, daughter
Emily Marie, May 27.

Warner Bros. Records Sr.
Dir./Business & Legal Affairs
Ray Gonzalez, wife Laurie, son
Zachary Noah, May 21.

WKAI-FM/Macomb. IL mid-
dayer Chris Smith, wife Rach-
el, son Brady Daniel, May 17

Bloom
Continued from Page 3

work the door at all of our parties.”

The 6’7" Bloom added, “I am
thrilled to be able to work with
the amazingly talented Irving
Azoff and Missy Worth. They are
two people with whom I see eye
to eye.”

Stroud

Continued from Page 3

ed to go into the country business
at this time because we’re so new.
But the right person came along,
someone in whom we have total
confidence.”

Stroud commented, “My job is
to bring the high standards Dream-
Works Records has established in
LosAngeles and New York to Nash-
ville. We’ll do that by taking the
company’s guiding principle of put-
ting the music first to the country
music market ... With the caliber of
the staff we have and the types of
artists we’re looking at, we’re not
only going to compete in Nashville,
we're going to thrive.

“Mo has been a mentor to me for
years — I worked for him when he
was at Warner Bros. and I was at
Giant. He has been my model in
terms of my career as a label exec-
utive. And [DreamWorks co-chief
exec] Lenny Waronker has been my
model in terms of my career as a
producer and A&R man. I am
blessed to be in business with him.
Working with those two, I'm get-
ting the best of both worlds.”

Stroud expects to open the new
label’s offices later this year — per-

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall  (214) 991-9200

Starstation - Peter Stewart
JAMES TAYLOR Littie More Time With You
Classic Rock — Chris Miller
NEIL YOUNG The Year Of The Horse

2

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818

CHR/Rock

QUEENSRYCHE You

SAVAGE GAROEN To The Moon And Back
U2 Last Night On Earth

Mainstream AC

INDIGO GIRLS Shame On You

BILLY MANN Killed By A Flower

Lite AC

NATALIE COLE A Smile Like Yours
MICHAEL ENGLISH Why Didn't |

uc

DEBORAH COX Things Just Ain't The Same
ORU HILL Never Make A Promise

JAY Z Who You Wit

BROADCAST PROGRAMMING
Walter Powers ¢ (800) 426-9082

CHR - J.J. Cook

GINA G. Gimme Some Love

R. KELLY Gotham City

Hot AC - J.J. Cook

R. KELLY Gotham City

Digital Soft AC - Mike Bettelli
NATALIE COLE A Smile Like Yours
Digital AC Mix — Mike Bettelli
MICHAEL ENGLISH Why Didn't |
Alternative - Leslie Cohan
VERVE PIPE Villains

JONES RADIO NETWORK
Phil Barry ® (303) 784-8700

Adult Hit Radio - JJ McKay

AZ YET w/PETER CETERA Hard To Say I'm Sorry
PETER CETERA Do You Love Me That Much
Rock Alternative — Doug Clifton
ECHO & THE BUNNYMEN To Be There

LIVE Turn My Head

K'S CHOICE Not An Addict

SQUIRREL NUT ZIPPERS Hell

U2 Last Night On Earth

Soft Hits - Rick Brady

MONICA For You | Will

WESTWOOD ONE RADIO NETWORKS
Charlie Cook * (805) 294-3000
Bright AC - Bill Michaels

PAUL McCARTNEY The World Tomght

Soft AC — Andy Fuller
JAMES TAYLOR Little More Time With You

haps as early asAugust 1. The com-
pany’s timeline, he says, will be dic-
tated by the music. No artists have
been signed as yet; he expects there
might be three releases next year.

Stroud served as Giant/Nashville
President from the label’s Fall *91
inception until last April. He began
his career in the mid-"70s with the
production of Dorothy Moore’s
“Misty Blue.” which earned three
Grammy nominations. The coun-
try artists Stroud has produced in-
clude John Anderson, Clint Black,
Charlie Daniels, Toby Keith, Tracy
Lawrence, Little Texas, and Hank
Williams Jr. He previously served
as MCA/Nashville Director/A&R
and Capitol Nashville VP/A&R.

The DreamWorks announcement
marks the second time in as many
weeks that a major company has
committed to starting a Nashville-
based label. Last week, Disney an-
nounced it was entering the mar-
ketplace with Randy Goodman as
President.
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MANAGEMENT

Good Morgan Makes Good Radio

L1 Despite lung cancer, veteran KRTH/L.A. moming hest is the DJ's perfect role model

was dismayed when I heard the troubling news that Robert
W. Morgan is suffering from lung cancer. When it comes
to the DJ craft, there has never been anyone better than

Morgan.

Around the time Robert’s illness
was announced, I received an unusu-
al amount of e-mail and phone calls
concerning my May 23 manage-
ment column. In it, I suggested that
radio seems to have abandoned its
traditional focus on talent and peo-
ple in favor of “Bottom Line Dis-
ease.” Most of the response was in
complete agreement.

You may not be surprised to learn
that much of it was tinged with sad-
ness and regret. But even those who
felt I had provided “a blueprint for
the next 10 years” had some con-
cermn. One manager wrote that he
wished radio would reclaim some
of the “theatricality” it had in
former times.

That brings me back to Robert W.
Among his many other talents is an
incredible ability to put a personal
stamp on anything he does. The
straightest copy. the dullest commer-
cial, the blandest song becomes
magically original with Morgan on
either side. He is renowned as a su-
per entertainer. But Robert W. Mor-
gan also does “the basics” better
than anyone I've ever heard. He is a
great, great disc jockey and an out-
standing radio personality. Taken
together, that makes for radio theat-
ricality at its best.

Listeners Want
Recognizable Voices

Most people want to recognize
familiar DJs. I know this is so be-
cause I make my living these days
interviewing radio listeners, usual-
ly one-to-one. Time after time I find
they are fond of specific radio voic-
es because they recognize them.
Contrary to what is often thought,
most of the audience does not want
blah jocks that are faceless and for-
gettable. They like people they
know. This is so even when they
can’t remember the name of the DJ
or, for that matter, the station itself.

The quality of being recognizable
takes precedence, even over what the
announcer says. Morgan, of course,
has had plenty to say. Many of his
remarks over the years have, frank-
ly, struck terror in the hearts of man-
agement at all levels. But that’s all
right because, at the end of the day,
this is a matter between the talent
and the audience. With the great
ones — and Morgan is right up there
— the best way to manage is to pray
that you were right to hire them in
the first place. Other than that, you
might as well stay the hell out of the
way. These folks answer to a higher
power as they understand it.

An interesting question arises:
Where are the future Morgans? Are
there any Howard Sterns or Don
Imuses out there in rural Ohio or in
small New England towns? Is any
budding Greaseman or incipient
Rush Limbaugh serving time with-
in earshot of the Pennsylvania Turn-
pike? Is our industry producing them

No less a consolidator
than Mel Karmazin
himself has amply
demonstrated his

commitment to talent
on the radio. Who

else would have had
the guts to go to the
wall for Stern and
everyone else who
loves creativity
on the Radio?

)

anymore? Or is the never-ending
trend toward asset management cut-
ting off the supply before it gets a
chance to grow? Many people wor-
ry about this.

Several of my recent correspon-
dences have pointed out that radio
is a cyclical business. If grinding
every last penny out of the market
is the focus today, that doesn’t mean
it will be the same tomorrow. What
was once will be again. But when it
is, where will we find the talent?
There was a time when PDs in ma-
jor markets would take a couple of
days off and drive around the boon-
ies looking for fresh voices. You'd
go way out where a guy could pick
up signals from all over. Punching
back and forth as the miles faded,
you could “audition’ scores of jocks
broadcasting from places no one but
the natives ever thought about.
That’s how we found new talent.

I doubt if this happens a lot these
days. There’s too much else to do:
Promotion, music selection, paper-
work, computer reports; all the mod-
emn trappings of a model major pro-
gram director. Instead we rely on
these kids to send airchecks to us.
And how much attention do we re-
ally pay to some unknown’s tape
when we’re not actively looking?
Today the Top 10 markets look for
talent in the second tier cities. But
where do those stations search? Do
they put their butts on the road in
places like Lubbock and Bingham-
ton? Not enough, I suspect.

Some years ago I was invited to
participate in a “fly-in.” The group
broadcaster that conducted this gath-
ering was trying to brainstorm a
number of problems. It was suggest-
ed that the company seriously con-
sider setting up a formal program to
find and develop young talent. L have
no idea if the scheme went forward,
but we rarely had an institutional
approach before. It was very infor-
mal and often quite spontaneous.
People who loved the idea of great
DJs simply got behind the wheel and
went out looking for young people

By George Burns

who had the same passion. That
worked fine then; it was a pretty off-
the-wall system, but it produced the
likes of Robert W. Morgan.

I hope no one, least of all Robert
W. himself, looks upon this piece as
a pre-mortem tribute. Far from it!
This is an heartfelt expression of
hope for the speedy recovery of his
health and our strength as a creative
industry. Amidst all the response I
received, there were a number of
phone calls from jocks in their ear-
ly-to-mid-20s. They wanted me to
know that they “were still out there.”
The calls ranged from the deep
South to the plains of midwestern
Canada. They too feel that radio has
become so profit-oriented that cre-
ativity itself is threatened. But they
also wanted me and others to be
aware that they love this crazy busi-
ness and its promise for a creative
life just as much as my generation
did. They don’t want radio to be just
like copper tubing either.

Setting The
Personality Standard

A while back, Don Imus was in-
terviewed by John F. Kennedy Jr. in
George Magazine. He specifically
acknowledged Morgan, “The Real”
Don Steele, and KHI/Los Angeles
as setting the standard for the gen-
eration that produced him and oth-
ers like him. No less a consolidator
than Mel Karmazin himself has
amply demonstrated his commit-
ment to talent on the radio. Who else
would have had the guts to go to the
wall for Stermn and everyone else who
loves creativity on the radio? If vi-
sionaries such as Karmazin can be-
lieve in great talent, who are we to
disagree? After all ... we've been
“Morganized.”

Here are some thinking points for
those who manaRe (among other
things) air talent:

* Not all stations need “great air-
talent.” But the stations that do fea-
ture highprofile DJs are responsible
for keeping our whole industry in the
spotlight.

* Even “segue serenade” outlets
need voices that are recalled from
day to day. Recall is the foundation
of Top-of-Mindness. No format
needs distinctive sounding announc-
ers more than the so-called back-
ground stations.

* No one is against a good bottom
line. But a failure to re-invest in the
voices and skills that make one sta-
tion sound different from another will
result in a situation where all stations
sound the same. We have enough
problems in this area as it is.

The emphasis has switched from
Programming to Marketing. That is
true. But no marketing organization
can survive very long with nothing
to market.

George Burns is President of
Burns Media Consultants.
Reach him at (714) 758-7057 or
burnsmedia@earthlink.net

*June 16-22 — International
Country Music Fan Fair. Tennessee
State Fairgrounds, Nashville; (615)
244-2840.

* June 26 (through September
7) — Summer Arbitron,

* July 8 — Major League Base-
ball All-Star Game. Jacobs Field,
Cleveland.

*July 11-16 — NAB Manage-
ment Development Seminar for
Radio Broadcasters. University Of
Notre Dame, South Bend, IL; (202)
775-3510.

¢ July 16-18 — McVay Media's
'97 Radio School. Renaissance
Hotel, Cleveland; (216) 892-1910.

* July 16-20 — Upper Midwest
Conclave. St. Paut Radisson, Min-
nesota; (612) 927-4487

* August 1-2 — Orkin & O’Day’s
International Radio Creative &
Voiceover Summit. Summit Hotel
Bel-Air, Los Angeles; (310) 476-
8111

¢ August 14-16 — Talentmasters
Morning Show Boot Camp. Westin
Canal Place Hotel, New Orleans
(770) 926-7573.

* August 23-26 — Jack The
Rapper Convention. Site TBA.

» September 3-6 — CMJ. Lin-
coln Center For The Performing
Arts, New York; (516) 466-6000

* September 17-20 — NAB Ra-
dio Show. New Orleans Convention
Center; (202) 429-5420

* September 17-20 — 52nd
RTNDA International Conference &
Exhibition. New Orleans Conven-
tion Center; (202) 659-6510.

* September 18 (through De-
cember 10) — Fall Arbitron,

* September 20 — NAB Marco-
ni Radio Awards Dinner & Show.
New Orleans (202) 775-3510.

*September 24 — CMA
Awards. Grand Ole Opry, Nashville;
(615) 244-2840

* October 16-18 — North By
Northwest. Portland Hilton Hotel;
(512) 467-7979.

* October 19 — Radio Hall Of
Fame Awards Ceremony. Chicago
Cultural Center; (312) 629-6005.

* October 23-26 — NBMC &
Columbia University's School of In-
ternational & Public Affairs 24th
annual conference “Public Policy
Analysis & Strategies: Setting A
21st Century Agenda.” Kellog Con-
ference Center, Columbia Univer-
sity; (301) 593-3600

* October 27- November 7 —
Museum of Television & Radio’s
Third Annual Radio Festival. New
York; (212) 621-6735.

* November 16-18 — Annual
NAB European Radio Operations
Seminars. Hotel Loews Monte-Car-
lo, Monaco; (202) 429-5426

1998

¢ January 9 (through April 1)
— Winter '98 Arbitron.

* January 25 — Super Bowi
XXXIl. Qualcomm Jack Murphy
Stadium, San Diego; (212) 450-
2000,

* February 2 — American Mu-
sic Awards. Shrine Auditorium, Los
Angeles; (213) 931-8200.

+ February 3 — Deadline for
NAB Crystal Radio Award Entries;
(202) 775-3510

= February 5-8 — RAB '98 Mktg.
Leadership Conference & Exec
Symposium. Wyndham Anatole
Hotel, Dallas; (800) 722-7355.

¢ February 25-28 — 29th Coun-
try Radio Seminar. Renaissance
Hotel Convention Center, Nashville;
(615) 327-4487

* March 14-17 — 40th Annual
NARM Convention. San Francisco
Marriott; (609) 596-2221

* March 18-22 — South By
Southwest Conference. Austin
Convention Center; (512) 467-
7979,

* April 2 (through June 24) —
Spring Arbitron

* April 3-6 — Broadcast Educa-
tion Assn.43rd Annual Convention
Las Vegas Convention Center;
(202) 429-5354.

¢ April 6-9 — NAB '98. Las Ve-
gas Convention Center; (202) 775-
4970,

* April 6-9 — NAB Multimedia
World. Las Vegas Convention Cen-
ter (202) 775-4970.

*May 17-20 — 38th Annual
Broadcast Cable Financial Mgmt.
Conference. Hyatt Regency, New
Orleans; (847) 296-0200

¢ June 17-20 — PROMAX Con
vention. Toronto Convention Cen-
ter; (310) 788-7600

¢ July 2 (through September
23) — Summer Arbitron

* July 7 — Major League Base-
ball All-Star Game. Site TBA.

WWwW.americanradiohistorv.com
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How To Tackle Advertisers

Who Use Print, TV, Or Gable

on’t take no for an answer! When advertisers say they
won’t use radio because they already use print, TV, or
cable, come armed with the following responses to their objec-

tions:

Overcoming ‘1 Only
Use Newspaper

1. “I understand. And as ['m sure
you know, newspaper readership is
declining among adults over age 8.
Here’s how we can offset that de-
cline ..”

2. "Although the population con-
tinues to rise. newspaper circulation
has remained flat for several years.
Doesn’t it make sense to begin al-
locating some dollars to radio.
which continues to grow?”

3. “The average adult spends 30
minutes a day with the paper., com-
pared to three and a half hours with
radio. Let me ask you: Do you stand
a better chance of selling a custom-
er something if they spend a lot of
time in your store, or just a little?”

4. “Newspaper does a great job
of reaching your old. established
customers. But how about new cus-
tomers? If your business is like
most, you'll lose about 20% of your
customers this year due to attrition.
Isn’t it wise reach new customers
with radio?”

5. “Good! Let's refer people to
your newspaper ad through our ra-
dio ads, which can say. ‘See our ad
in today’s paper.” That way, you'll
reinforce your print ad and reach the
many people who won’t see your
ad.”

6. 1 know you won’t want to put
all your eggs in one basket. will
you? Radio reaches many more peo-
ple than the paper today.”

7. “Every radio ad is a full-page
ad. You don’t have to worry about
being dwarfed by bigger or more
colorful ads.”

8. “Radio uses ‘theater of the
mind’ to create vivid mental imag-
es of your business and products.
That image is stronger and brighter
than any print ad. Doesn’t it make
sense to create those strong, posi-
tive mental images of your busi-
ness””

£¢|

‘Although the
population continues
to rise, newspaper
circulation has
remained flat for
several years. Doesn’t
it make sense to begin
allocating some
dollars to radio, which
continues to grow?’

El

9. **But what about the X number
of people who don’t subscribe to the
paper? How do you intend to tell
them about your business?”

10. *In today’'s society, not every-
one has time to read the newspaper.
Remember. time has become a pre-
cious commodity. The paper has
seen shrinkage because of this.”

Overcoming ‘I'm
Buying TV’

1. “What are you buying on TV?
Where do your ads run: inside the
program, or at the top or bottom of
the hour? How many late nights,
fringe times? On our station, you
can get all prime rimes!”

2."Good! Let’s reference your ad
on our radio schedule by saying, "As
seen on TV. That way all your ad-
vertising works together.”

3.1 know you don’t want to put
all your eggs in one basket. do you?
Radio reaches the many people who
will miss your ad on TV."

4. “Many TV watchers are now
watching cable or playing video
games. Let’s make sure we reinforce
your TV message with radio ads to
reach customers while they are driv-
Ing to your store (or to your com-
petitors).”

By Irwin Pollack

S. “Fine, and by the same token,
radio can reach your target custom-
ers on the job where there’s no TV
set on. Let’s schedule plenty of those
ads to encourage people to shop on
their way home from work.”

6. “That’s great, but do you real-
ize with radio you can get the “last
word’ with the customers — the last
message before they buy?”

7. “Viewers usually head for the
refrigerator or bathroom during
commercials. Radio enables you to
sell to them all the time.”

8. “Will your ad stand out from
all the clutter of commercials? Our
station runs only X number of com-
mercials hourly to ensure your mes-
sage stands out.”

9. “Research shows TV viewer-
ship decreases as household income
increases. Our radio station’s audi-
ence reaches these upscale custom-
ers. Isn't an upscale, ready-to-spend
customer important to you?”

10. “How much are they charg-
ing you to produce your ad”? We con-
tinue to provide the writing and re-
cording of your commercial with
your schedule. Isn’t that important
added value for you?”

Overcoming ‘I'm
Buying Cable’

1. “I can respect that. But let me
make one thing clear. Television has
Nielsen and other rating services to
contend with. Radio has Arbitron as
aratings service. Newspaper has the
Starch Reports. What does cable

‘Cable is to TV what
weekly throw-away
newspapers are to
the dailies. Aren’t you
concerned about
an image you are
creating? You're
admitting you
can’t play with
the big boys.’

)
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AM, KKLQ-FM & KIOZ-FM.

at Miami Motorsports.

Network.

Salespeople On The Move

« Jim Votaw and Bob lafrate are now Dirs./Sales for Jacor/San Di-
ego’s AM and FM properties, respectively. Votaw previously served as
GSM for XTRA-AM & KHTS-FM; lafrate had most recently served in a
similar postfor Par Broadcasting of San Diego, the former owners of KOGO-

« Barry Kates is appointed Executive Dir. of Paxson Broadcasting/Mi-
ami's Paxson Marketing Group. He previously served as Asst. to the CEO

* Becki West is now NSM at Radio One’s WPHI-FM/Philadeiphia. In
related news, Kim Ryghjoins Radio One Networks as Affiliate Sales Rep
for the Northeast, Texas, Oklahoma, Arkansas, and Louisiana,

« Carolyn Issenberg-Goldstein is elevated to NSM for WWBB-FM &
WWRX-FM/Providence. She had been WWBB’s LSM since 1995.

« Stacy Goldfaden is named National Account Mgr. for Multiverse
Networks. Shie had formerly served as an AE at United Stations Radio

« Steve Cleary is now LSM at WXYT/Detroit. He previcusly served as
Director/Sales Development Programs for WXYT and sister WYCD-FM.
In related news, Deb Bastianelli ascends from Specialty Program Sales
Mgr. to Retail Sales Mgr. at WXYT.

« Eric Williams joins The Box as a Sr. AE. He previously handled na-
tional sales for CBS Radio Natworks, New York.

have? Nothing. I'd be concerned if

I were you. They re not accountable
to anyone or anything.”

2. Research shows one of the top
two reasons people get cable 1s for
the movie channels. Which movie
channel are you advertising on?
None of them — because the HBOs
and Showtimes of the world don’t
have any advertising.”

3. “Over the past six months, sev-
eral businesses have found out the
same thing — combining cable and
our station gets great results. Here's
how we can do the same thing for

-

you ...

4. “Do you know exacily when
your ads will run? On what chan-
nels? Here's how we can give you
even more specific times — and a
larger audience for your messages.”

5. T know you won’t want to put
all of your eggs in one basket. Here's
why we can give your campaign a
strong one-two punch ...”

6. “As you know, cable reaches
only X number of households in our
market. And we can’t be sure who,
if anyone. is watching at a given
time. Our station reaches cunic peo-
ple every week, and we get heard.
as evidenced by these success sto-
ries ...

7. “That's great for evenings —
but how will you reach your custom-
ers during the day? At work? In their
cars? Our station can reach those
people for you while theyre out of

Delilah is the blush on Jacor’s Peach. ec:s,

42 markets already. 25 in the top 100. Is this show a hit, or what?

I'

k¢

‘How much is TV
charging you to
produce your ad? We
continue to provide
the writing and
recording of your
commercial with your
schedule. Isn’t that
important added
value for you?

El

their houses, mobile, able to stop in
at your store. Here's our plan for you

8. “You and I both know cable is
to TV what weekly throw-away
newspapers are to the dailies. Aren’t
you concerned about an image you
are creating? You're admitting you
can't play with the big boys. Our sta-
tion, quite frankly, is at the top of
the pack. You're making a statement
when your competitors hear you on
our radio station!”

Radio sales and management
consultant Irwin Pollack con-
sults radio stations and broad-
cast groups and conducts 44
radio-specific seminars. He can
be reached via the Internet at
www.irwinpollack.com or by
phone at (603) 598-9300.

AC's Seven to Mldmgh1 Soluhun

800.426.9082
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MARKETING & PROMOTION
Are Station Concerts Really Worth It? =

[0 Multiple act events have become a summertime CHR staple.

It’s summer again and right along with America’s favorite
pastime — baseball — comes a CHR tradition: concerts,

festivals, and jams.

One of the granddaddys of 'em
all. WXKS/Boston’s “Kiss Con-
cert 18." has become an industry
event garnering national coverage
on CNN. Just about every record
promoter has had a request from a
radto station for an artist perfor-
mance at a show or event. In the
past couple of years. both parties
have reviewed the “need” to do the
events. which can be time-con-
suming. costly. and at many times.
a “tit-for-tat” relationship (“Pro-
vide us with the act. and we'll sup-
port the record™). Yet overall. con-
certs can be a “win-win” for all
parties involved — especially the
listeners.

From Weenies
To Yule Logs

KROQ/Los Angeles VP/GM
Trip Reeb considers the station’s
“Weenie Roast™ and “Acoustic
| Christmas™ con-
l certs as enor-
mous assets 1o
Hthe station.
=1 “"They are a great

| promotional ve-
hicle and a great
way to generate
money for the
eight charities
involved.” Reeb
says. "We can
create an inter-
esting promotion for the radio sta-
tion and touch a large group of lis-
teners that we aren’t able to do on
a regular basis outside of a con-
cert atmosphere.” The summer-
time “Weenie Roast™ is more than
a concert to KROQ. it is an event.

KROQ is also very rigid on
sponsorship opportunities. “We
are somewhat different than many
stations in that we have no main
sponsor for these events,” says
Reeb. “These are KROQ events
first and foremost. We can place
vendors that are consistent with
station lifestyle if it makes sense,
as long as the costs of our events
become self-liquidating in terms
of the revenue.”

KROQ obviously gets support
from the labels because of what
the station has become nationally.
Reeb also acknowledges that they
go out of their way to put on the
best possible show they can. “Par-
ticipants know that the artists are

Trip Reeb

Rapper Ice Cube was the headline act
at KYLD/San Francisco'’s signature
show: “The Bomb."

going 1o get treated well and pre-
sented in a way that showcases
them. We spend a ton of money on
production to make sure that these
events come off well. If it becomes
time to move onto a new concepl,
then we will. But these shows are
very effective for us right now.”

Good Exposure
For New Acts

Warner Brothers Nat'l Dir./
Singles Promotion Greg Lee
thinks that these types of events
are a good thing
for developing
artists. “It's a
good way to get
a new artist in
front of a lot of
people in a cost-
effective way.
Sometimes. it
helps us sell
records. In oth-
er ways, it is a
good artist de-
velopment
thing; it’s the intangibility of the
*90s. Kids know a lot of music with-
out really knowing the artist by put-
ting the face with the sound. In the
past, people would know who these
artists were, but today particular art-
ists can be difficult to identify.”

Politics between the label
and the station can be a bit
overwhelming. However, Lee
says, “We do the best we can
at Warner Brothers to play fair,
and if people are supporting
our acts, we will support them.”

Greg Lee

Lee also believes that there are
more station shows now than ever.
“If we’re able to do them. we will
— but they are not cheap. We have
to weigh the pluses and minuses
of each: we can’t play every sin-
gle market. Some artists can’t do
the show because their music pro-
hibits it. while others will have
huge bands that become a finan-
cial burden.

Lee also believes programmers
are planning ahead more than ever
and working in a sense of overall
cooperation that makes doing con-
certs “‘cost-effective.” “It’s not all
fun and games. its a business.” Lee
says. “If you pmm
don’t know how
to put on a con-
cert. hire pro-
fessionals. I've
been to enough
shows where
they have the
engineer from
the station do-
ing the show
with a make-
shift PA. When
making the re-
quest. be organized about when the
date is and where the show will be
held. the specific charity involved.
and a charge (if there is one). If
you look at some of the best-exe-
cuted shows, whether it is WXKS
or KMEL/San Francisco, they
are very organized and go off
without a hitch. Those stations ap-
proach me sometimes a year in
advance. and that makes my abil-
ity to come through for them that
much easier.”

A City-Wide Event

MCA VP/Pop & Crossover Pro-
mo Bruce Reiner relates his per-
sonal view over the last nine years
of working directly with radio.
“From working with many labels
and many shows, the show should
become a ‘city event’ with all me-
dia. With proper exposure. it can
help all parties: the label, the art-
ist, and the station.

“You can have the magnitude of
the Kiss 108 show in any market
if it’s done right. The station can
work with retail and ‘meet and
greets’ when planning ahead.” Ad-
ditionally, Reiner sees the days of
the “tit-for-tat” relationship be-
tween labels and radio over.

“It shouldn’t be where the artist
comes in, does the show, and then
leaves. If that is what the artist

Bruce Reiner

[Station shows] are a great vehicle and

a great way to generate money for charity.
We can create an interesting promotion for
the radio station and touch a large group of
listeners that we aren’t able to do on a regular
basis outside of a concert atmosphere.
—Trip Reeb

chooses to do. that is their choice.
But. as a label, I like to see the
whole thing made into an event so
that the audience can get to know
the artist. This can be a great thing
for that city and a great way for
the station to be entrenched in their
communities.”

Reiner also believes that these
shows can work the same way in
smaller markets with planning and
execution. “Cooperation is very
helpful when you are doing 18
shows in a 30-day span. Always re-
member the artist is passing up a
potential money-making opportu-
nity to do the show and a little con-
sideration goes a long way.”

Relationships And
Cooperation

“[Wild 107's] "The Bomb™ at-
tracts all different ages from vari-
ous backgrounds.”
sy KYLD/San
Francisco Director/
Marketing & Promo-
tion Krista Coutts.
“"We've done three of
them and they all sold
out. We are really
lucky because we got
great talent to per-
form. Our PD. Micha-
el Martin. has great
relationships with the
record labels.”™

Even with competi-
tion running so strong |
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so we can then go on the air for the
next four weeks and give the tick-
ets away. which really boosts our
TSL. It creates something special
for our audience: The only place
you can get the tickets is on the air.”

*Now that we have a little more
of a heritage. it also creates an
opportunity to bring in some non-
traditional revenue. says Coutts.
“It is also important to focus on
the goals of the event. A station
must realize that just because ev-
erybody seems to be doing them,
a show may not fit the overall goal
of the station.”

Community Service

KIIS-FM/L.A. Promotions
Manager Sandy Ito says that the
station’s KIIS Concert V. benefit-
ing the Pediatric AIDS Foundation,
provides the station with a commu-

_ nity vehicle that ev-
eryone can identify
with. The concert,
previously known as
KIIS & Unite. has be-
come the radio sta-
tion’s staple in all as-
pects.

“The labels and the
artists are very sup-
portive because of the
familiarity of the
event and the fact that
| AIDS has touched so
| many in the commu-
| nity.” says Ito. “At

against sister Ever-

green station KMEL and the suc-
cess with their own “Summer Jam,”
Coutts relates. “We try to schedule
our events outside of August when
they do their Summer Jam. They
have the heritage in the market with
the show, so why jeopardize things
for the company as a whole when
we can use other dates to do shows
and create something special and
unique for ourselves.”

Charities are usually attached to
most of the events and Wild 107
is not alone. The station works
with S.A.V.E., a shelter against a
violent environment. Coutts and
the station are excited they can
now make a more substantial do-
nation by adding two more shows
a year. “Our concerts sell out fast,

Christmas. we put on
the Rick Dees KIIS-
MAS Party. We are not looking to
make money on them. But we ob-
viously benefit with the overall im-
aging on the station.”

Pro:Motions

*» Maggie McAleer joins
KLYY, KSYY & KVYY/L.A. as
Dir./ Mktg. and Promotions. She
previously held a similar post at
WPLY/Philadelphia.

* Anne-Marie Strzelecki
rises from Promotion Manag-
er to Director/Marketing for
ARS’'s WBMX-FM & WEGQ-
FM/Boston.

¢ 51 weeks of R&R' (5330.00 value)
~ ® 2 semi-annual Ratings Report & Directories ($ 100.00vaue) © Marketing & Promotion Guide ($10.00 value)

THE RaR ANNUAL SUBSCRIPTION PACKAGE
DELIVERS THE MOST FOR YOUR MONEY!

SUBSCRIBE AND SAVE OVER $100.00!

$299.00

{U.5. Only)

¢ Program Supplier Guide ($30.00 value)

For Faster Service:
FAX Credit Card Payments To

310-203-8727

=

Or Call R&R at:

310-788-1625
D

S
Or e-mail R&R at:

moreinfo@rronline.com
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CON AIR

CURRENT

SPEED 2: CRUISE CONTROL (Virgin)
Single: Make Tonight Beautiful/Tamia
Other Featured Artists: Mark Morrison, Leah Andreone

Single: How Do | Live/Trisha Yearwood (MCA/Nashville)
AUSTIN POWERS: INTERNATIONAL MAN OF MYSTERY (Hollywood)

Single: You Showed Me/Lightning Seeds
Other Featured Artists: Susannah Hoffs, Cardigans

* SPRUNG (Qwest/WB)
Singles: | Still Love You/Monifah
Who You Wit/Jay-Z

Other Featured Artists: E-40, Aaliyah #/Ginuwine

* BOOTY CALL (Jive)

Singles: Don’'t Wanna Be A Player/Joe
Calt Me/Too Short & Lil’ Kim
Other Featured Artists: KRS-One, R. Kelly, Johnny Gill

« THE SAINT (Virgin)

Single: 6 Underground/Sneaker Pimps

* LOVE JONES (Columbia)

Singles: Hopeless/Dionne Farris

Other Featured Artists: Duncan Sheik, Luscious Jackson, Daft Punk

| Got A Love Jones For You/Refugee Camp All-stars
Other Featured Artists: Maxwell, Xscape, Groove Theory

* B.A.P.S. (Milan)

Singles: No One But You/Veronica f/Craig Mack (H.O.L.A /Island)
Get Your Groove On/Gyrl (Silas/MCA)
Other Featured Artists. Alex Brown, Kool & The Gang

COMING

* BATMAN & ROBIN (Warner Sunset/WB)
Singles: The End Is... The End/Smashing Pumpkins
Look Into My Eyes/Bone Thugs-N-Harmony (Ruthless/Relativity)

Gotham City/R. Kelly

Other Featured Artists: Goo Goo Dolls, R.E.M., Soul Coughing

» HERCULES

Single: Go The Distance/Michael Bolton (Columbia)

* MY BEST FRIEND’S WEDDING

Single: | Say A Little Prayer/Diana King (Work)

.« MENINBLACK

Singfe: Men In Black/Will Smith (Columbia)

* A SMILE LIKE YOURS

S:ng/e A Smile Like Yours/Natalie Cole (EIektra/EEG)

Lo

Nwwioo}ﬁt-nznoxohx.{‘%bﬁ R

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

U2 (live real-time audio inter-
view), Friday (6/20) at 9pm ET/
6pm PT, Microsoft Network (“U2
PopMart Online,” Onstage Chan-

nel 2) and on the web at http:/

U2popmart.msn.com.

Duncan Sheik, Monday (6/23)
at 9pm ET/6pm PT, Microsoft Net-
work (“Hard Rock Live,” Onstage
Channel 2).

Billy Ray Cyrus, Tuesday (6/24)
at 10pm ET/7pm PT, America On-
line (keyword: LIVE).

Hanson, Wednesday (6/25) at
8pm ET/5pm PT, America Online
(keyword: LIVE).

Toby Keith, Wednesday at 9pm
ET/6pm PT, America Online (key-
word: LIVE).

On The Web

The Blockbuster RockFest takes
place on Saturday (6/21), and the
entire concert — featuring Bush,
Counting Crows, No Doubt,
Jewel, the Wallflowers, Collec-

tive Soul, Paula Cole, Third Eye -

Blind, Matchbox 20, and more —
will be cybercast over the 'net.
There’s also a Friday “New Artist
Showcase” with Duncan Sheik,
10,000 Maniacs, and others.

Check hitp://iwww.audionet.com -

for details.

Hear Leann Rimes live from
Walt Disney World Monday night
(http://www.audionet.com).

GYBERSPACE

&

MONDAY, JUNE 30

1975/The Eagles’ “One Of These Nights”
goes gold.

1977/Gene Simmons authorizes Kiss
comic books. Published by Mar-
vel, the first issue sells 500,000.

1981/Jerry Lee Lewis is admitted to a
Memphis hospital in critical con-

dition. Two hours of surgery re-

veal a two-centimeter hole in his
stomach.

1995/Jazz/R&B great Phyllis Hyman, 45,
commits suicide by ingesting pills.

Born: Stanley Clarke 1951

Releases: Ray Steven’s “Ahab The Arab”
(1962), the Sex Pistols’ “My Way”

) (1978)

TUESDAY, JULY 1

1963/The Beatles record “She Loves
You.”

1981/Steppenwolf bassist John Morey,
the man who penned “Magic Car-
pet Ride,” dies in car crash at age
32.

1987/Fleetwood Mac's “Tango” LP goes
gold and platinum, Whitesnake’s
self-titled LP goes platinum, and
Van Halen’s “1984" and ZZ Top’s
“Eliminator” hit the six miflion
mark in sales.

1995/Pioneering air personality Wolt-
man Jack. 57. dies of a heart at-
tack.

Born: Deborah Harry 1945, Fred
Schneider (B-52’s) 1954
Releases. Foreigner's “Hot Blooded”
(1978). Grateful Dead's “In The

Dark” LP (1987)

WEDNESDAY, JULY 2

1956/Elvis Presley records “Hound |

Dog.”

1969/8assist Noel Redding and drum-
mer Mitch Mitchell quit the Jimi
Hendrix Experience.

MUSIB ;-BATEBBOK

Madonna — “When in Rome...”

1990/Representatives of the Italian Cath-
olic Church announce they’ll at-
tempt to haltMadonna’s concerts
in Rome because of her alleged
inappropriate use of crucifixes and
sacred symbols. The tactic works.

1995/Between 3000-4000 Grateful
Dead fans riot outside a Nobles-
ville, IN venue, tearing down gates
and throwing rocks. Seventeen are
arrested.

THURSOAY, JULY 3

1969/Guitarist Brian Jones. who recently
left the Rolling Stones. is found
dead after drowning in his pool.

1971/Doors frontman Jim Morrison dies
of drug-induced heart failure.

7995/Courtney Love's request to spread
the ashes of late husband Kurt
Cobain is rejected by Seattle’s
Lake View Cemetery. who say |
they've already got their hands full
with people wanting to see Bruce |

and Brandon Lee’s gravesites.
Born: Aaron Tippin 1958, Vince Clarke l
(Erasure) 1960 |
Releases: the Doors’ “Riders On The ‘
Storm™ (1971}

FRIDAY, JULY 4

1970/“ American Top 40,” hosted by Ca-
sey Kasem, debuts.

1982/Dzzy Dsbourne marries manager
Sharon Arden.

1987/In a Bill Graham-produced show,
the Doobie Brothers play Moscow
with Santana, James Taylor, and
Bonnie Raitt.

Born: the late Louis Armstrong 1900,
John Waite (Babys, Bad English)
1952, Kirk Pengilly (INXS) 1958

Releases: the Rolling Stones’ “Tell Me”
(1964), Elton John & Kiki Dee’s
“Don’t Go Breaking My Heart (1976)

SATURDAY, JULY 5

1968/ Legendary promoter Bill Graham
opens the Fillmore West in San
Francisco.

1995/The U.S. Justice Dept. opts not to
take antitrust action against Tick-
etmaster, ending a 13-month fight
with Pearl Jam. ironically, PJ’s
use of a rival mail-order ticket ser-
vice proved that Ticketmaster
didn't have a monopoly.

Robbie Robertson 1944, Huey

Lewis 1950

Releases: Bad Company's “Feel Like
Making Love" (1975)

SUNDAY, JULY 6

1965/Jefferson Airplane is formed in
San Francisco.

1971/Louis Armstrong dies

1980/Thirty-six Ted Nugent fans are ar-
rested at a Hollywood. FL show
for bottle-throwing. pot-smoking.
and other offenses.

1995/Def Leppard’s Rick Allen is arrest-
ed for alleged spousal abuse.

Born. Bill Haley 1925

Releases:Queen’s “Keep Yourself Alive”
{1973)

Born:

— Frank Correia

wWwWw . americanradiohistorv.com

‘Who You Galling Techno?’

hus challenges the three-page

spread in Time. Says Prodi-
gy band “mastermind” Liam
Howlett, “Being called techno ba-
sically limits my music. We're def-
initely not techno. We're a hard-
dance act that incorporate certain
elements of music we like. This
whole electronica scene to me is
just fucking crap.”

Of course, there are detrac-
tors: “I'm not a big fan of racist-
conspiracy theories, but it's hard
not to notice that for the last 15
years every R&B, hip-hop, and
dance record has been an elec-
tronic record. Then two white Brit-
ish guys [the Chemical Broth-
ers] come along sampling hip-
hop without the lyrics, and they're
hailed as avant-garde” — U.S.
techno pioneer Moby.

Having My Baby

Both People and the Globe an-
nounce Mick Jagger's wife Jer-
ry Hall is pregnant with the cou-
ple’s fourth child. Of course the
latter goes one step further to say,
“New baby saves Mick's mar-
riage.” “Their relationship was all
but dead, but the new baby will
keep it alive,” reveals a “friend”

Speaking of Jagger, according
to the National Enquirerthe Roll-
ing Stone made a disabled wom-
an wait while he boarded a plane
first. Outraged passengers threw
wads of paper at him as he
boarded.

Also having a baby to “save
their marriage” are Eddie Van
Halen and wife Valerie Bertinel-
li (Globe).

The Globe prints a photo of
Madonna’s littie cherub, while the
National Enquirer sniffs, “Now
that motherhood is old hat, Ma-
donna has another ‘junior’ in her
life,” referring to Madonna’s new
beau, Chris Paciello,

Great Expectations

‘No, | never saw the light. All |
saw was black holes and fire. No
angels for me. There was a fuck-
Ing laughing priest at the fucking
front gate for me with a big finger,
going, ‘This way, son. Here's your
shovel" — Ozzy Osbourne’s al-
ternative vision of life on the “other
side” when he OD’d (Rolling
Stone)

‘People expect me to be a
freak sleeping upside down on
wooden rafters in the attic. igor
doesn't open the door for you.
People are amazed that the in-
side of our house looks so nice”
— Ozzy crushes any precon-
ceived ideas about his personal
life

Speaking of freaks, Marilyn
Manson sets the record straight on
the numerous allegations about his
satanism, ritual rapes, and distri-
bution of free drugs, of which he
says, “That is ridiculous. If | had a
giant bag of drugs, | would not be
passing them out, especially for
free. | would be backstage doing
them, as | have in the past” (Roll-
ing Stone).

Personality Plus!

“I just find her very cold. | think
if we ever had a conversation.
she’d spend the whole time wav-
ing and signaling at people over
my shoulder” — man-on-the-street
Paul, 31, describes his thoughts
on Spice Girl Victoria, part of
Spy's “Spice Girls: The Street Poll”
feature.

Family Life

Life captures the homebody side
of Bruce Springsteen in an eight-
page spread.

“| said, ‘Give me the gun, or I'm
gonna take it away from you and
beat your damn brains out with it
would never had done that, but 1
told her in hopes it would scare her”
Trace Adkins tells his version of
the domestic dispute with former
wife Julie Curtis, which ended up
with Adkins getting a bullet through
both lungs and both ventricles of
his heart (People).

‘| am not a workaholic. | like to
get out and walk for an hour or
two every day. And I've got a
young family [four children —
Marie Claire (9), Eliza (8), Cal
(4), and Lilly (21 months)]* —
Steve Winwood tells the secret
of his youthful appearance (Peo-
ple)

Swinging Singles

Mariah Carey is hanging out a
lot with Donald Trump, who she
tells friends gives her great busi-
ness advice. Insiders suspect
something more since Mariah's al-
ways had a thing for powerful older
men (Stan)

Lookin’ Good

Asked her opinion on plastic sur-
gery, Reba McEntire boasts “I've
had my eyes done.” Would she do
more? “In a heartbeat! | don't see
any reason to sag into the cement”
As for competition: “Of course |
consider Celine Dion competition
'm into competition with anything
that distracts my fans frem me,
whether it's Garth Brooks or
Blockbuster Video" (Ladies Home
Journal)

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu
| lous in music news. R&R has not verified any of these reports
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MUSIC TEL EVISION®
59.4 million households
Patti Galluzzi,
VP/Music Programming

MUSIC PRST
50.8 million households
Lee Chesnut, VP/Music Programming
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS ]

SUGAR RAY Fly (Lava/Atfantic)

MARILYN MANSON Man That... (Nothing/Interscope)
U2 Last Night On Earth (/sfand)

FIONA APPLE Crimmnal (Work)

FAITH NO MORE Last Cup Of Sorrow (Slash/Reprise)
FLUKE Atom Bomb (Astraiwerks/Caroline)

LIL' KM Not Tomight (Tommy Boy/Atlantic/Big Beat)
SISTER HAZEL Ali For You (Universal)

WYCLEF JEAN... We Stay Alive (Ruffhouse/Columbia)

|ADDS |

LISA STANSFIELD Never, Never Gonna Give... (Ansta)
U2 Last Night On Earth (/sland)

BROWNSTONE 5 Miles To Empty (MJJ/Work)

DEL AMITRI Not Where It's At (ASM)

XL |

MEREDITH BROOKS Bitch (Capitoi)

PAULA COLE Where Have All The Cowboys.. (Imaga/WB)
SHAWN COLVIN Sunny Came Home (Columbia)
VERVE PIPE The Freshmen (RCA}

WALLFLOWERS One Headlght (/nterscope)

|EXCLUSIVE |

AEROSMITH Hole In My Soul (Columbia)
LIVE Turn My Head (Radroactive)

| HEAVY |

BABYFACE How Come. How Long (Epic}

JON BON JOVI Midnight In Chelsea (Mercury)
MEREQITH BROOKS Bitch (Capitol)

COUNTING CROWS Daylight Fading (DGC/Geffen)

EN VOGUE Whatever (EastWest/EEG)

JONNY LANG Lie To Me (A&M)

R. KELLY Gotham City (Jive)

MIGHTY MIGHTY... The Impression That | Get (Mercury)
PRODIGY Breathe (Maverick/Mute W8}

PUFF DADDY & FAITH EVANS I Be  (Bad Boy/Anista)
RADIOHEAD Paranoid Android (Capitol!

SCARFACE Smile (Rap-A-Lot/Noo Trybe)

SMASHING PUMPKINS The End (s (Warner Sunset WB)
WILL SMITH Men In Black (Coiumbial

SUBLIME Wiong Way (Gasoimne AlieyMCA)

SUGAR RAY Fly (LavasAtlantic,

WALLFLOWERS The Ditference (/nterscope!

\JAM OF THE WEEK

GOO0'S PRDPERTY Stomp (B-Rite interscope)

|STRESS |

ERYKAH BAQU Next Lifetime (Kedar/Universal)

BLUES TRAVELER Caroiina Blues (A&M}

CHANGING FACESG HETTO U T (Big Beat/Atiantic)
CHEMICAL BROTHERS Block Rockin'.. (Astratwerks Caroling)
COLLECTIVE SOUL Listen (Atiantic)

COOLIO f/40 THEVZ C U When U Get... (Tommy Boy)
SHERYL CROW A Change Would Do You Good (A&M)
MARILYN MANSON Man That You... (Nothing/interscope)
MATCHBOX 20 Push (Lava/Atiantic)

NO DOUBT Sunday Morning (7rauma/interscope)

REEF Place Your Hands (£pic)

ROBYN Do You Know (What It Takes) (RCA)

SPICE GIRLS 2 Become 1 (Virgin)

THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG)

U2 Last Night On Earth (fsland)

| ACTIVE ]

FIONA APPLE Criminal (Work)

MARY J. BLIGE | Can Love You (MCA}

BONE THUGS-N-HARMONY Look Into... (Ruthiess/Relativity)
SHAWN COLVIN Sunny Came Home (Columbia)
COMRADS Homeboyz (Street Life/All American)

DAVE MATTHEWS BAND Tripping Billies (RCA)

MISSY ELLIDTT The Rain (Supa Dupa Fly) (EastWest/EEG)
FAITH NO MORE Last Cup Of Sorrow (Slash/Reprise)
FLUKE Atom Bomb (Asralwerks/Caroline)

FOO FIGHTERS Monkey Wrench (Roswell/Capitol)
SAMMY HAGAR Little White Lie (Track Factory/MCA)
K'S CHOICE Not An Addict (550 Music)

LIL' KiM Not Tonight (Tommy Boy/Atlantic/Big Beat)
MASTER P w/STEADY MOBB'N If | Could... (No Limit/Prionity)
MAXWELL Whenever, Wherever, Whatever (Columbia)
MOTLEY CRUE Afraid (Efektra/EEG)

OMC How Bizarre (Mercury)

112 Cupid {Bad Boy/Arista)

ORBITAL The Saint (ffre/London)

REEL BIG FISH Sell Out (Mojo/Universal)

REFUGEE CAMP The Sweetest Thing (Columbia)

ROME | Belong To You (RCA)

SISTER HAZEL All For You (Universal)

SNEAKER PIMPS 6 Underground (Virgin}

THAT DOG Never Say Never (DGC/Getten)

TOAD THE WET SPROCKET Come Down (Columbia)
TONIC !f You Could Only See (Polydor/A&M)

WYCLEF JEAN ... We Trying To Stay... (Ruffhouse/Cokumbia)

il

Video airplay from June 16-22.

| LARGE

JON BON JOVI Midnight In Chelsea (Mercury)
COUNTING CROWS Daykight Fading (DGC/Geffen}
SHERYL CROW A Change Would Do You Good (A&M)
EN VOGUE Whatever (EastiWest/EEG)

OAVE MATTHEWS BAND Crash Into Me (RCA)
HANSON Mmm Bop (Mercury)

PAUL McCARTNEY The Worid Tonight (Capriolj
SAVAGE GARDEN | Want You (Columbia)
WALLFLOWERS The Difference (Interscope)

| MEDIUM

JOHN FOGERTY Walking (n A Hurricane (Warner Bros )
INDIGO GIRLS Shame On You (Epic)

JEWEL Foolish Games (Atlantic)

ABRA MOORE Four Leat Clover (Arsta Austin/Aristal
LISA STANSFIELD Never, Never Gonna Gwve. (Ansta)
U2 Last Night On Earth (/sland)

STEVE WINWODD Spy In The House Of Love (Virgin)

| CUSTOM

112 Cupid {Bad Boy/Ansta)

FIONA APPLE Crimnal {Work,

BABYFACE How Come How Long (£pi

ERYKAH BADU Next Lifetime (Kedar/Unnersa

ERIC BENET Fermininity (Warner Bros )
BLACKSTREET Don t Leave Me (/1

BLESSID UNION OF SOULS | Wanna Re There (£M/
BLUES TRAVELER Caronna Biues {A&A!

MICHAEL BOLTON The Distance ; Columbia

BRAND NEWHE V'cS bcmenmes 1[)9 ficious Vinyl Red Ant
BROWNSTONE 5 Wiles To £ 14 Work

BOB CARLISLE Butterfly Kisses (DMG/J/VF
CHANGING FACESGHETTO U T (Big Beat Atiantic
COLLECTIVE SOUL Listen (Atiantic}

DEL AMITRI ot Where It's At (A&M)

DIONNE FARRIS Hopeless (Columbia)

GOO'S PROPERTY Stomp /8-Rite/interscope)
R.KELLY Gotham Gity (Jve!

DIANA KING Say A Littie Prayer (Work)
JAMIRDQUAI Virtual Insanity (Work)

KENNY LATTIMORE For You { Columbia)
MATCHBOX 20 Push (Lava/Atlantic)

MONICA For You | Will (Wamer Sunset/Atiantic]
MARK MORRISON Return Of The Mack (At/antic)
OMC How Bizarre (Mercury)

LEANN RIMES How Do | Live (Curb)

ROBYN Do You Know (What It Takes) (RCA)

ROME | Belong To You (Every...) (RCA}

SISTER HAZEL All For You (Universal)

SQUIRREL NUT ZIPPERS Hell (Mammoth)

THIRD EYE BLIND Semi-Charmed Lite (Elektra/EEG)
TDAD THE WET SPROCKET Come Down (Columbia)
TDNY TONI TONE Thinking Of You (Mercury)
WORLD PARTY It Is Time (Enclave}

V”*&x.{

TOPTEN SHOWS
JUNE 9-15

Total Audience
(97 million households)

1 NBA Finals, Game Five
(Jazz vs. Bulls)
NBA Finals, Game Six
Seinfeld
NBA Finals Tip-Off
(Wednesday)

5 Dateline NBC (Monday)
(tie) ER

7 NBA Finals Tip-Off

(Friday)

8 Suddenly Susan

9 Friends
(tie) Primetime Live

W N

LY

Teens 12-17

NBA Finals, Game Five
NBA Finals, Game Six
Sabrina The Teenage Witch
Clueless

Home Improvement
NBA Finals Tip-Off
(Wednesday)

The Simpsons

Boy Meets World

King Of The Hill
Seinfeld

D0 AW -

[ =Y - BN

Source: Nielsen Media Research
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| Coming NexT Week

All show times are ET/PT
unless otherwise noted; sub-
tract one hour for CT. Check list-
ings for showings in the Moun-
tain time zone. All listings sub-
ject to change.

Tube Tops

A&E presents “James Tay-
lor Live By Request,” wherein
viewers can request songs via
fax, an 800 phone number, or
the Internet. Sony’s SW Net-
works is providing the live ra-
dio simulcast of the event

Sl z
i »v S

it °--'°+-;\.H\.a. o
E -\-v."*@'v'\gxx-\.?”.@ﬁ.m,
&vo'ﬁooov-b-st--o }.M'\;.’v
S

Friday, 6/20

* Toad The Wet Sprocket,
“The Tonight Show With Jay
Leno”

* Charlie Hunter, “Late Night
Conan O’Brien”

* Mariah Carey, Gloria Es-
tefan, and Alanis Morissette,
“ABC In Concert” (check local
listings).

Sunday, 6/22

* The Disney Channel pre-
sents the hourlong “LeAnn
Rimes In Concert”from Disney
World in Orlando (9:40pm).

Monday, 6/23

¢ Tammy Graham and Riv-
er Road, “PrimeTime Country”
(TNN, 9pm ET/6pm PT).

* Paul Brandt, Kevin Sharp,
and Thrasher Shiver perform

n “Monday Night Concerts

With Ricky Skaggs” (TNN,
10pm ET/7pm PT).

* Patti LaBelle, “Jay Leno.”

* Jonny Lang, “Late Show
With David Letterman.”

Tuesday, 6/24

* Jewel performs on “MTV
Unplugged” (10pm)

* Run-D.M.C. perform on
“Viva Variety" (Comedy Cen-
tral. 10pm)

» Motley Crue. “David Letter-

B

man.

Wednesday, 6/25
* Toby Keith, “Prime Time
Country”

* EnVogue, “Jay Leno”
* Rickie Lee Jones, “David
Letterman’”

Thursday, 6/26

* Joy Lynn White, “Prime
Time Country”
* Tom Jones, “Jay Leno.”

sttt e

ZHANE Crush (/litown/Motown) (Wednesday, 6/25' gpm ET/ eDel Amitri, “Conan
Video airpiay from June 9-15. 6pm PT). O'Brien.”
- 36 million households s HE o
‘ ) 21 million households
) Lydia Cole, Liz Ky,
. . £l L ]
(A IR V" Music Programming VP/Programming SNCErTEUICE
| VideoPlaylist || |z s, art gy Ao
EN VOGUE Whatever (FastivestEEG) .
ERYKAH BADU Next Lifetime (Kedar/Universal) [ National TOp 20 , ! P:lLACOIE:IiNS :sse.s
FF & FAITH M| ing.. X METALLI 531.1
PUFF DADOY & FATTH EVAKS... 1 BeMssing.. Bad By || e hany g FATTH EVANS... 1 Be...(8ad Boy/Arist) 3 REBA McENTIRE/BROOKS & DUNN $499.6

TONI BRAXTON | Don't Want To (LaFace/Arista)

JOE Don't Wanna Be A Player (Jive)

CHANGING FACES G.H.E.TT.0.U.T (Big Beat/Atiantic)
BROWNSTDNE 5 Miles To Empty (MJd/Work)

MISSY ELLIOTT The Rain (FastWest/EEG)

MICHAEL JACKSON Blood On The Dance Floor (Epic)
SWV Can We (Jive)

Information for week ending June 20

|  RapCityTop10 |

SCARFACE Smile (Rap-A-Lot/Noo Trybe}
MASTER P If | Could Change (No Limit/Priority}
BIG MIKE Dream (Rap-A-Lot)

MAKAVELI Hail Mary (Death Row/Interscope)
CAMP L0 Black Nostaljack (Profile)

JAY-Z Who You Wit (Gwest/WB)

NOTORIOUS 8.1.G. Hypnotize (Bad Boy/Arista)
LADY OF RAGE Sho Shot (Death Row)
REOMAN Pick It Up (Def Jam)

SUGA FREE If U Say Ready (/siand)

Note: This week's playlist is frozen.

MISSY ELLIOTT The Rain (Supa Dupa Fly) (Elektra/EEG)
WILL SMITH Men in Black (Columbia)

BACKSTREET BOYS Quit Playing Games. . (Jive)
MASTER P STEADY MOBB'N (f | Could... (No Limit/Priority)
DAVE HOLLISTER It's Alright (Def Squad/EMi)

SPICE GIRLS 2 Become 1 (Virgin)

DJ TAZ That's Right (EM)

HANSON Mmm Bop (Mercury)

CHANGING FACES G.H.E.TTO.U.T. (Big Beat/Atiantic)
BONE THUGS-N-HARMONY Look... (Ruthless/Relativity)
MARY J. BLIGE | Can Love You (MCA}

FREAK NASTY Da Dip (Power)

TONY TONI TDNE Thinking Of You (Mercury)

AALIYAH Four Page Letter (BlackGround/Atlantic)

DRU HILL In My Bed (/sland)

ERYKAH BADU Next Lifetime { Kedar/Universal)

BIG MIKE Al A Dream (Noo Trybe)

GOD’S PROPERTY Stomp (8-Rite/Interscope)

K-Cl & JO JO You Bring Me Up (MCA)

Most requested for week ending June 13.

4 TINA TURNER $490.4
5 CELINE DION $450.5
6 KISS $339.9
7 KENNY G/TONI BRAXTON $338.9
8 ZZTOP $266.9
9 BUSH $260.5
10 BARRY MANILOW $253.6
11 NO DOUBT $239.6
12 ALAN JACKSON $233.2
13 VINCE GILL $214.2
14 STONE TEMPLE PILOTS $137.2
15 RINGO STARR & HIS ALL STARR... $109.4

Among this week's new tours:

JOHN FOGERTY
JETHROTULL
B.B. KING
MEGADETH
SINEAD O’ CONNOR
omMC
uB40
JOE WALSH
WORLD PARTY

The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings. (800)
344-7383; California (209) 271-7900.
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WEEKEND BOX OFFICE
JUNE 13-15
1 Speed 2: Cruise  $16.15
Control (Fox)*
2 Con Air $15.67

(Buena Vista)
3 The Lost World: $12.47
Jurassic Park (Universal)

4 Addicted To Love $2.29
(WB)
5 Austin Powers $2.09
(New Line)
6 Gone Fishin’ $2.04
(Buena Vista)
7 Buddy (Columbia) $1.91
8 The Fifth Element  $1.48
(Columbia)
9 Trial And Error $1.34
(New Line)
10 Breakdown $1.01
(Paramount)

All figures in millions
* First week in release
Source: Entertainment Data Inc.

COMING ATTRACTIONS: This
week's openers include “Batman
& Robin.” starring George Cloon-
ey and Chris O'Donnell as the ti-
tle characters. The film's Warner
Sunset/WB soundtrack features
the Smashing Pumpkins’ “The
End IsThe Beginning IsThe End.’
Jewel's “Foolish Games." Bone
Thugs-N-Harmony's “Look Into
My Eyes.'R. Kelly’s “Gotham City,”
R.E.M.’s “Revolution,” Eric Benet's
“True To Myself" Goo Goo Dolls'
"Lazy Eye.” Soul Coughing's
“The Bug," Me’Shell Ndegeocel-
lo’s "Poison Ivy and cuts by Lau-
ren Christy, Arkarna, Moloko,
and Underworld.

Julia Roberts and Dermot Mul-
roney star in “My Best Friend’s
Wedding.” which also opens this
week. The film’s forthcoming Work
soundtrack sports Diana King's
rendition of “Say A Little Prayer,
Mary Chapin Carpenter’s version
of “Pll Never Fall In Love Again,’
Amanda Marshall’s “I'll Be Okay,’
Jann Arden’s “You Don't Know
Me,” Ani DiFranco’s “Wishin’ And
Hopin’," Tony Bennett's “The Way
You Look Tonight;” and songs by

- the Exciters, Nicky Holland,
. Jackie DeShannon, Sophie Zel-
mani, and Jimmy Soul.

“The Last Time | Committed
Suicide,” starring Keanu Reeves,
opens in limited release this
week. The film's forthcoming Blue
Note soundtrack contains Diane
Reeves’s “Sugar Blues” and “He
May Be Your Man,” Ella Fitzger-
ald's “A Tisket, A Tasket, Thelo-
nious Monk's “Sixteen,” Miles
Davis’s “Move," tracks by Charles

Mingus, Art Blakey & The Jazz
Messengers, Charlie Parker &
Dizzy Gillespie, and more.

NEWTHIS WEEK

* RUSTED ROOT LIVE
(PolyGram)

Filmed at Philadelphia’s Tow-
er Theater, this hourlong coliec-
tion showcases backstage foot-
age and live performances of
such songs as “Send Me On My
Way, “Ecstasy; “CatTurned Blue,
“Cruel Sun,;” and “Beautiful Peo-
ple” The video is packaged with
a bonus CD, which includes six
never-before-released live tracks.
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Arbitron

Continued from Page 1

the fall — will be delisted from the
spring book. The rare action last oc-
curred in Winter '93, when KWAC-
AM/Bakersfield was delisted from that
survey.

Arbitron said it first received infor-
mation in January that a KYEA staff
member had illegally acquired five Ar-
bitron diaries during the Fall "96 rat-
ings period. A diary review by Arbitron
revealed the existence of five diaries
sent from a single household, each
containing extensive listening for
KYEA. Subsequently, the five diaries
were not included in the fall survey be-
cause the listening entries exceeded the
company’s “heavy listening” thresh-
old.

Arbitron then hired an investigator,
who during the course of the Spring
’97 survey anonymously advised
KYEA he had received some diaries.
The KYEA representative obtained
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four blank diaries from the investiga-
tor for $100. Those four diaries, con-
taining extensive listening entries for
KYEA, were later received by mail at
Arbitron’s Columbia, MD production
facility. Due to Arbitron’s disclosure
policy, the identity of the individual
who reported the allegations could not
be revealed.

When reached by R&R, KYEA
GM Barbara Dawson-Monk said, *‘1
am fully aware of what has taken place,
but cannot comment on anything else.”
KYEA's Jackson, MS-based attorney,
Zach Taylor, confirmed KYEA's Pro-
gram Manager, Rockey Love, has
been implicated in the complaint
against the station. Love departed
Monday afternoon for a weeklong va-
cation and could not be reached at
presstime.

An official Phoenix Broadcasting re-
lease acknowledged a copy of the com-
plaint was delivered to KYEA's offic-
es on June 13. It further states, “Prior
to receipt of the complaint, no execu-
tive officer of Phoenix/KYEA had any
information concerning alleged (or
actual) improprieties relating to Ar-
bitron’s market surveys ... No repre-
sentative of Phoenix/KYEA had re-
ceived any notice expressing concerns
about Arbitron’s market surveys.”

Valid Ratings Distortion?

Arbitron is required under its con-
tract with Phoenix/KYEA, as with
any other subscriber, to take action
when concerns about possible rat-
ings distortion activities are raised.
In its defense, Phoenix/KYEA
claims Arbitron failed to notify the
station about the allegations or
present any substantiating evidence,
which it is contractually obligated
to do in its Ratings Distortion Ac-
tivity guidelines. Rather than give
Phoenix/KYEA any warning and a
reasonable amount of time to inves-
tigate and respond to any allega-
tions, the station asserts, Arbitron
went ahead and filed legal proceed-
ings and subsequently notified the
media with press releases “attack-
ing” KYEA. It calls Arbitron’s ac-
tions “improper and without justi-
fication.”

Arbitron VP/Communications
Thomas Mocarsky and legal coun-
sel Delores Cody were both unavail-
able for comment at presstime.

In addition to the last two ratings
surveys for Monroe. R&R has
learned the Spring 96 survey may
be flawed as well. According to
KWIM-FM/Farmerville, LA GM
Chuck Redden, the first reports of
alleged diary tampering were pre-
sented to Arbitron almost a year ago
— by Redden himself.

“I filed an informal complaint [to
Arbitron] in regards to Rockey Love,
who in Spring 96 was working at [Ur-
ban] KRVV-FM,” Redden told R&R.
“We had heard some rumors about
some tampering by the station, but
couldn’t get some hard evidence.
There were reports by my clients in
regards to some on the KRVV sales
staff — rumors they had gotten a hold
of some books. The clients said the
sales staff had heard that some of
Rocky’s friends got the books and
were braggin’ about it.”

No hard evidence ever surfaced re-
garding these ramors, and the Spring
*96 book was released without ques-
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(Title, Client, Agency/Production Co./Station)

$100,000 Grand Prize Winner:“instant Death,” ORTHO
Antstop Fire Ant Killer, Radio Savant Productions (Los

$20,000 Gold Award, Humor: “Family Dinner,” Little
Caesar's, Cliff Freeman & Partners (New York)

$20,000 Gold Award, Non-Humor: “Don’t Drink Our

IPA” Full Sail Brewing, Radioland (Portland, OR) [
|  $20,000 Gold Award, Hispanic: “Perrita;” San Juan
$5000 Silver Award, Non-Humor: “Bud;” Community Star, Badillo Nazca S&S (San Juan, PR)

Hospitals/ Indianapolis, TraverRohrback (Kalamazoo,

e
e
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ners (New York)

$5000 Silver Award, Humor: “Bookstore,” Anheuser
Busch/Bud Light, DDB Needham (New York)

ton

$5000 Silver Award, Hispanic: “Tango,” Procter & Gam-
ble, Bromiey, Aguilar & Associates (San Antonio)

$20,000 Gold Award, Music And Sound Design (tie):
“Hit The Target; Target Stores, Martin/Wiiliams (Minne-
apolis); “Hidden Message/Moving, Twentieth Television/
Gordon Elliott Show, World Wide Radio (Holtywood, CA)
Dick Clark Student Creativity Fellowship Award:
“Drunk Driving” WBCZ/Burlington County College, NJ's

Sara Napoli

SR S
BESSERE

(Title, Client, Agency/Production Co./Station)

$5000 Silver Award, Music And Sound Design:
“Beautiful Okinawa," Cherry Coke, Cliff Freeman & Part-

$20,000 Gold Award, Radio Station-Produced:
“You're Life Is Not ..., Hudson Valley Shakespeare Fes-
tival, WHUD-FM/Peekskill, NY

$5000 Silver Award, Radio Station-Produced; "3
Bears” Gardner Mattress Makers of Salem, WEZE/Bos-

PSA Award: “Wadia Jamal; Stop The Violence/Increase
The Peace, WUSL/Philadelphia
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tion by Arbitron. KRVV PD Chris
Collins, who served as MD under
Love before Love joined KYEA in
April "96, commented, “There was
never anything like that going on here.
I've never heard of anything like that
in my life, and quite frankly I was
shocked to hear that this happened.”

Redden added, “I didn’t even know
about the Fall "96 or Spring 97 prob-
lems until Monday [when contacted
by a reporter]. I don’t have any idea
who notified Arbitron about those sur-
veys.” In fact, a planned follow-up in-
quiry concerning the Spring 97 book
involved another error. “A .6 was
shown 12+ for KSBH-FM/Natchi-
toches, LA in the Monroe book,” Red-
den claimed. “It is incorrect. It should
not have been reported at all. Their
94.9 MHz frequency belongs to a
500-watt Monroe repeater for the non-
profit American Family Radio Net-
work.”

For KMY Y/Monroe owner/GM
Bradley Wilkinson, who served as
KYEA's GM between 1993-95, this
incident also solidifies his skepticism
over survey accuracy and why he has
chosen not to subscribe. “Why would
they now release this information and
pursue this when the Spring "97 lis-
tening period [ended on Wednesday],”
Wilkinson said. “I called up Arbitron
bitching about the survey. I asked
them, ‘Why wasn’t this done soon-
er?”

Wilkinson noted that the five dia-
ries pulled from the Fall *96 survey
represent a large percentage of the to-
tal pie. There are just 375 in-tab dia-
ries serving the Monroe metropolitan
area, and according to Arbitron Eth-
nic Population Estimates, 30% of the
Monroe market is African-American.
Most are teens 12 to 17 years of age.

Although Arbitron’s suit has put a
damper on the forthcoming survey,
Redden still believes the company’s
research is the best available. “They’re
probably the best gauge we’ve got in
terms of who’s listening by race, age,
and gender. But remember, these are
listening estimates, and unfortunate-
ly, they’re not flawless.”

www americanradiohistorv com
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AWRT

Continuved from Page 1

and found 1 was out of a job,” she
decided to move to programming.
“[Eyemark] didn’t have the baggage
CBS had. ] knew those guys [in CBS
upper-management] weren’t going to
let me sit at the table with them.”

Widmann said she “had blinders
on” after working with CBS for near-
ly 25 years and added that, while she
loved working with CBS, the career
shift has taught her a lot. “Look
around and talk to everybody; don’t
stay on the road for 23 years like I
did,” Widmann advised. “I had a
wonderful opportunity, [and] there
are opportunities for all of you out
there. But commit yourself to a boss,
not a company.” And in this day of
multimedia, she added, women
should not restrict themselves to tele-
vision and radio.

Both agreed prospects for women
are better than ever, though Widmann
said women still make two fatal mis-
takes: “We are grateful and we are
loyal. and that costs us money. Move
if you want to make money.”

Radio’s Role

In a session dedicated to radio,
broadcasters complained bitterly
about Arbitron’s methodology and
only half-jokingly urged major radio
groups to set an example by not us-
ing the ratings company. Paxson
Communications/Orlando GM Jen-
ny Sue Rhoades said she *“would
love Arbitron to go away. I pay them
$176.000 a year; if I could spend
$100,000 training my staff and give
the other $76,000 to Bud [Paxson],
I'd do it in a New York minute.” Oth-
ers in the room agreed that Arbitron
is a “necessary evil,” as Interep’s
Kevin Cassidy put it, and said they
looked forward to seeing what Ar-
bitron might do to better its relation-
ship with stations.

Throughout the radio session, one
mantra was consistent: “We are not
a spot business anymore, we are an

advertising business,” Clear Channel
VP/Radio Stan Webb said. Rhoad-
es added stations must *‘seek out non-
traditional revenues” and submitted
that station clusters will “maximize
revenues better by selling each sta-
tion separately.”

While AWRT members seemed
confident the number of jobs for
women in media is higher than ever,
some seemed skeptical that the use
of women’s voices for advertise-
ments will ever increase substantial-
ly. The Richards Group Creative Ser-
vices Director Mike Malone be-
lieves it already has: “Ten years ago
there was the belief [among adver-
tisers] that using a female voice
would ensure the results from the ad
would be less, even though that was
amyth. It has gotten easier in the past
few years.”

Via video, U.S. Secretary of La-
bor Alexis Herman wished a “suc-
cessful and productive convention,”
but otherwise made no direct refer-
ence to radio and television, focus-
ing instead on women in the general
workforce. Other headliners includ-
ed Catherine Crier of Fox News’
“The Crier Report,” ABC Special
News Correspondent Cokie Roberts,
and ABC “PrimeTime Live” co-an-
chor Sam Donaldson.

Conspicuously missing from the
mix were representatives from the
NAB and any high-level FCC offi-
cials. FCC Chairman Reed Hundt,
however, wrote in the convention
program that “AWRT has played a
critical role in developing commu-
nications policy over the many years
of its existence.”

And The Winner Is ...

Finally, at AWRT’s annual awards
ceremony, Freedom Forum’s Nan-
¢y Woodhull posthumously received
AWRT’s highest honor, the Silver
Satellite Award. Kuriansky won the
Individual Star Award for Radio,
while the Interep Radio Store re-
ceived the Company Star Award for
Radio.
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Kenny Rogers
Tammy Wynette

Waylon Jennings

Don Willi
g Dolly Parton

Merle Haggard
Charlie Pride

Where Have
They Gone?

Country's biggest hits and
the artists everyone knows!

Now on
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JONES RADIO NETWORK:®

Call Jones Radio Network.
Gene Ferry NSM, 303 « 784 « 8700
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[ STREET TALK.

Details’ KROQ Tales Told!

een the July issue of Details magazine?

Check out the eight-page feature on

“America’s most influential radio
station,” KROQ/L.A. Here are some of the
highlights:

* DJ Tami Heide responds to criticism of
KROQ's tightly formatted playlist: “The
rotation’s a little tight for you? Who said it
wasn’'t? | mean, it is a commercial station and
broadcasts to the second-largest radio
audience.”

* R&R Alternative Editor Sky Daniels’s
comment that KROQ is “the flagship station of
the format. Its playlist is more closely
scrutinized than any other station in America. If
KROQ adds a record to their playlist
unexpectedly, it can cause 15 stations the next
week to add it to theirs”

* VP/Programming Kevin Weatherty on
those who think the station is too powerful:
“They’re envious. We've worked hard and
earned the position that we're in. When anyone
comes into this market and challenges our
position, it's warfare. I'm in it for the win and |
will do what | have to.” And how does he pick

Rumors

« SThas learned that Evergreen Mediahas a deal
to acquire Bonneville’'s KDGE-FM & KZPS-FM/Dal-
las. Couid another plece of the Evergreen puzzle in-
volve bringing a major syndicated morning show to
one of its new acquisitions?

Meanwhile, as the Evergreen/Chancelior merger
approaches, what does the new Chancellor Media
have up its sleeve for Los Angeles? ST’s hearing it'll
be H-U-G-E.

» By the time you read this, will former KDWB/Min-
neapolis PD Dan Kleley aiready be sitting inthe PD's
office at KIIS-FM/L.A.?7 And who will he choose to fil
the shoes of departed afternooner“Magic” Matt Alan?
Will it be KIIS overnighter Jo Jo Wright?

« is WKTU/NY Research Director Anthony lannini
about to segue to soon-to-be sisterWHTZ as Asst. PD?

*Is the Milwaukee-based Journal Broadcast
Group getting ready to buy some more stations? Is
that why its been lobbying the FCC to ease the cross-
ownership rules?

« Will Entercom spin off Gold KLOU-FM/St. Lou-
is, which it recently acquired from CBS?

* Has a broadcast group with stations in Detroit
been quietly checking out the availability of the old
WLTI (Lite) call letters?

= [n new owner Liggett Broadcasting’s hands, will
WFBE-FM/Flint, MI flip to Country and take on
WKCQ {which broadcasts in the market from Sagi-
naw)?

new songs? “Part of my decision-making is
bringing in different people and then sort of
absorbing their opinions, but it's not democratic
at all, ‘cause it's my ass”

After its five-year layoff, BirchResearch is
back in the surveying business. It just launched
its first new radio qualitative diary study in Des
Moines, measuring 1500 persons over a nine-

week period using two distinct types of full-week
Marconi Nominations

diaries.
Announced ‘

What do KABC/L.A., KVIL-FM/Dallas,
WDIA-AM/Memphis, and NY’s WINS-AM
and WOR-AM have in common? They've
earned Legendary Station of the Year
nominations for the NAB’s 1997 Marconi
Awards. In the Major Market Personality
category, nominees are WBZ/Boston’s David
Brudnoy, WFAN/NY’s Don Imus, KROQ/
L.A’s Kevin & Bean, KRTH/L.A's Robert W.
Morgan, and WDVE/Pittsburgh’s Scott
Paulsen & Jim Krenn. Art Bell, the
Fabulous Sports Babe, Tom Joyner, Dr.
Laura Schlessinger, and Howard Stern will
battle it out in the Network/Syndicated
Personality category. The results will be
announced at the NAB Radio Show in New
Orleans, September 17-20.

ST’s wandering eyes couldn’t help but
notice the nice plug for SFX chief Robert
Sillerman in the June 16 issue of Forbes. At
age 49, Sillerman’s 12% stake in SFX is

Continued on Page 24

CHR FUN IN THE SUMMERTIME — KIIS/L.A. pre-
sents “KIIS Concert V"

(adver

P cHRisBack: 4

McVay Media and B/D&A, the combined
force of the Advisor’s Alliance, continue to
win with CHR. CHR isn’t a kid format the way
these guys do it. Just ask Mike McVay and
Jerry King from McVay Media or Jan
Jeffries from B/D&A.

Congratulations to McVay client stations
KMXV/Kansas City, KIKI/Honolulu,

www americanradiohistorv com
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WZST/Chattanooga, WDJX/Louisville, and
WVYB/Daytona Beach. B/D&A congratulates
WNOK/Columbia, WXLK/Roanoke,
WZNY/Augusta, WYOY/Jackson,
WPRW)/Naples, and ZFZZ/Grand Cayman.

- Join The Winners
Join the winners’ list. Contact multi-format
experts McVay Media at 216-892-1910,
Burkhart/Douglas at 770-795-1022, or on
the web @ www.mcvaymedia.com.
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Continued from Page 22

worth more than $39 million, the magazine
speculates.

illegal activity. No substances were found,
but Esparza reportedly was suspended for a
night by PD Tim Dukes. The on-air antics
were replayed for a national audience on
the Howard Stern show last Monday (6/16).
In related news, the NAB on Tuesday
joined the Department of Health and Human

Speaking of high finance, the stock of
CBS parent Westinghouse Electric Corp.
hit a 52-week high of $21.87 on Tuesday (6/
17). That’s a a gain of 28% in the three

MOST ADDED AT POP RADIO!
R&R ROCK €

AOR MONITOR: 4*

R&R ALTERNATIVE @

ALTERNATIVE MONITOR: 8*- 5

R&R ADULT ALTERNATIVE @
AAA MONITOR: 12*-11*

COMBINED ROCK MONITOR: 6-2*
Over 35,000 sold this week!
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WDBZ KMXV  WKQl KHOM and many more...
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WHYT 44x  WLUM 30x KEGE 40x Y107 26x
WLUP 30x WMMS35x WPLY 29x WAQZ 23x
WRXQ51x KEGE 40x KEGL 32x WZTA 33x
KWOD 48x KNDD 24x KROQ
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weeks since CBS Radio chief Mel
Karmazin took control of the CBS TV
station group.

‘Bunch Of Bull’?

WBBM-FM (B96)/Chicago morning
drivers Eddie & JoBo received major
media exposure for their NBA Finals stunt:
Before the decisive game six in Chicago,
Eddie & JoBo sent psychic Irene Hughes to
the hotel where the Utah Jazz were staying.
Dressed as a witch and toting a smoking
black cauldron and broom, Hughes
{successfully) placed a curse on the team,
which lost to the five-time champion
Chicago Bulls that night.

Who Sez Psychics Are A <

In Cincinnati, Jacor’s Full Service
WCKY-AM reclaims its legendary WKRC-
AM (“55KRC”) calls.

Oldies KRTH/L.A. helped raise over
$201,000 last weekend during the fourth
annual “Care For Kids” radiothon, raising
money for iocal children’s charities.

Hard to believe it's been 20 years, but it
was on June 22, 1977 that a DJ named
Fred Figenshu signed on Sonderling
Broadcasting’s Country WMZQ-FM/
Washington. On Sunday, the station will
celebrate its birthday with its annual Bull
Run Country Jamboree, featuring Paul
Brandt, Neal McCoy, LeAnn Rimes and
Wynonna Judd. By the way, whatever
happened to that Figenshu guy? Well, we
now know him by his given name of Bill —
and also as President of current ‘MZQ
owner Viacom Broadcasting.

‘High’ Adventures

Last month, KIOZ/San Diego night jock
Mickie Esparza provided a suprisingly
realistic on-air simulation of a “bong” being
smoked during his show. After a listener
called police, officers were sent to
investigate KIOZ’s studios for the alleged

Continued on Page 27

Rumbles, Pt. 1

* WPXY/Rochester, NY PD Clarke Ingram was set
to flip Oldies WBZN/Bangor, ME to CHR*Z107.3"as
PD at 6am Wednesday (6/18); OM Mike Elliot retains
his post.

* WEXL/Detroit flips to Gospel, displacing 35-year
Motor City legend Bob Allison.

* Meanwhile, WJR/Detroit is celebrating its 75th
anniversary by giving away one-carat diamonds in
honor of its “diamond anniversary”

* KUBE/Seattle interim MD Bobby O officially be-
comes MD — and a daddy. Son Taro was born to
Bobby and new mom Ketlly on Tuesday (6/17).

* Former WEJM-FM/Chicago nighttimer Marc
Young segues to nights at WERQ/Baltimore.

* WRVQ/Richmond morning show producer Jas-
on Paige moves to middays; parttimer Travis Dylan
takes Paige’s former gig.

* KKFR/Phoenix is now using the slogan “Where
Hip-Hop Lives.

* KLYV/Dubuque, 1A nighttimer Johnny J picks up
MD duties.

» WCIL/Carbondale, IL nighttimer Kato adds APD
stripes.

* WKWS, WVAF & WKAZ/Charleston, WV Corpo-
rate Services Dir. T.R. Fox takes a similar position
with WKRQ/Cincinnati.

* WWHT/Syracuse paritimer Rick Jordan picks up
Production Dir. duties.

* WJBT/Jacksonville afternoon driver Hitman
Hayes is the new nighttimer at Jacor's KHTS/San
Diego.

* Former WKOC, WNIS, WROX & WTAR/Norfolk
Promotion/Marketing Dir. Ted Maturo joins new CHR
WQNJ (B98.5)/Monmouth-Ocean as Promotion Dir.

* KFFM/Yakima, WA morning co-host Misty Dawn
adds Promotion Dir. duties.

* KMCK/Fayetteville, AR hires Jason Hudson (aka
Jay Savage) for nights as Bazooka Joe segues to
middays.

* WNKV/EImira, NY nighttimer Eric Moon adds MD
stripes.

* KZZU/Spokane Production Dir./morning show
producer Dan Roberts exits to become Production
Dir. at KIR-FM/Seattle.

* Kudos toWSSX/Charleston, SC PD/morning driv-
er Calvin Hicks and co-host Holly Anderson, who
stayed on the air for 95 straight hours to raise nearly
$25,000 for the University of South Carolina's Chil-
dren’s Miracie Network.

* Love is in the air atWFLZ/Tampa! MD/late-night-
er Domino and middayer Jennifer Jordan are now
engaged ... to respective fiancées Jennifer Greenlee
and Kenny Rosenthal, that is.

» Condolences to the family and friends of WJSC/
Lansing, Ml weekender Tom Knight, who was at-
tacked and killed in his garage. Knight’s wife and broth-
er-in-law have been taken into police custody.

« Condolences to the staffs of WSLC, WSLQ &
WXLK/Roanoke, VA on the passing of WLYK owner
Mel Wheeler last Tuesday {6/10).
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Rumbles, Pt. 2

* WTNT-FM/Tallahassee, FL PD Tim Mercer exits;
MD Bill Kelly becomes interim PD.

* Rock WKHY/Lafayette, IN MD Derek Davenport
leaves the station to pursue opportunities in other for-
mats.

« Condolences to the family and friends of Rock
WCKW/New Orleans founder/President Sidney Jo-
seph Levet lll, 61, who died on June 4 of a bone
marrow disease. Levet and wife Loren founded

WCKW-FM in 1966 and WCKW-AM in 1970.

» Active Rock KAZR/Des Moines MD/afternoon

driver Michael Cross will exit at the end of the month,
and PD Troy Hanson will take over afternoons.

Continued from Page 24

Services in launching a cooperative effort to
“stem the rising tide of marijuana use among
teenagers.” In cooperation with HHS
Secretary Donna Shalala, the NAB is
producing and distributing an anti-pot
booklet to all NAB stations. The booklet,

aimed at 12-17-year-olds, provides examples

of how stations can get involved in heiping
their communities combat marijuana and
other illegal drug use.

NAC/SJ WJZW/DC afternoon talent

Greg Fitzgerald, who pleaded guilty to
felonious wounding in the November death
of William Deal, was sentenced to five years
in prison. However, ali but 12 months have
been suspended, and Fitzgerald also faces
three years probation. He will begin serving
his sentence immediately in a Alexandria, VA

jail.

Ever wonder what happened to

legendary “boss jock” Dave Diamond? After
writing a series of western novels, he turned
his attention to mentoring and is now GM/
student advisor at Black Hills State
University’'s WBHU/Spearfish, SD. He must
be doing something right — a regional media
group recently named ‘BHU College Radio

« Jim Meltzer recruited as WFLN/Philadelphia GM.
» Tex Meyer appointed WJAS & WSHH/Pittsburgh GM.
» Tom O’Brien elevated to WWJ & WYST/

Detroit Station Manager.
= Matt Bruno boosted to KYCW/Seattle PD.
» Carl Anderson tapped as WNRQ/Pittsburgh PD.

\ 54

» Jonathan Coffino upped to MCA Records
Sr.VP/Sales & Field Marketing.

» Doug Brown recruited as KTCJ & KTCZ/
Minneapolis VP/GM.

» New PDs For San Diego: Tracy Johnson at
KKLQ and Tom Marshall at KIOZ.

« Larry Berger becomes KQPT/Sacramento PD.

v

» Steve Perun promoted to Capitol Broadcasting
National Programming Coordinator.
« EZ Communications ups Jim Richards,
Don Langford, and Shadow Stevens to Regional PDs.
« Stan Mak elevated to King Broadcasting VP/Radio.

A4

» Gary Berkowitz returns to WROR/Boston as
Manager/Programming & Operations.

« KULF/Houston to go CHR as KKBQ with
John Lander as PD.

» Don Thomson lassoes KIXK/Dallas PD post.

* WWWM/Cleveland goes AC with Mike McVay as PD.

« Leap o' the week: PD Larry Moffitt goes from
KGGO/Des Moines to KPKE/Denver.

» Andre Gardner upped to WIFI/Philadeiphia
Production Director.

v

« John Conlee chosen WLAC/Nashville MD.

» Jhan Hiber joins Arbitron as Manager/Radio
Syndication Services.

« KRNW/Boulder sold to Centennial Wireless,
applies for KBCO calls.
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Station of the Year, beating out entries from

14 other states.

} My Father’s Keeper

For Father's Day, Hot AC KVSR/Fresno
teamed with the local zoo to find the best of

the not-so-rare breed “Homo Reclinus”

(commonly known as the “laziest, coolest,
best overall dad in the valley”). The winning

dad was put on display at the zoo in his
natural habitat — sitting on a La-Z-Boy

recliner, watching a color TV (with remote, of
course), and a microwave nearby. Tne zoo

FOR THE RECORD

Happy hirthday to the LP! It was
49 years ago this weekend that
CBS Records debuted the new
long-playing 33 1/3 record at the
Waldorf-Astoria hotel in NYC.

A

also suspended its “Please Don't Feed The
Animals” policy: For a dollar donation, patrons
were invited to feed the lucky father.

00LS-YLS-0LL Z4DNG BUIY

Records

« Former Revolution VP/Promotion Ray Cariton
seques crosstown to RCA as VP/Top 40 Promotion.

« Former Sony exec Michael Schulhof has resur-
faced with a new P&D deal with EML.

« Virgin Entertainment mogul Richard Branson has
sold a third of his new V2 record label to McCarthy
Corp. for $9¢ miflion. The funds will enable the label
to expand via new artist signings and acquisitions of
minority stakes in other indie record companies.

« There's plenty of speculation about staffing sce-
narios at DreamWorks’ newly formed Nashville label.
Names tripping off tongues include former MCA/Nash-
ville Sr.VP/Promo Scott Borchetta, who's still in seri-
ous discussions with Disney; Imprint CFO & VP/Busi-
ness Development Wayne Halper, who may join in an
operational role; and indie promoter Bruce Shindler,
who-would take on a senior promotion role if Borchet-
ta comes aboard.

« Look for River North/Nashvilie parent Platinum
Entertainment to acquire K-tel Records’ U.S. music
catalog and retail distribution network for a reported
$35 million.

fatEwrenbartainment.ccm
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NEWS/TALK

No Keeping The Lid On Liddy

[ Talker opens the gate on conservative political issues

One day last month, WJFK-FM/Washington GM Ken
Stevens stood outside his office, staring at the doorknob with
frustration. He’d locked himself out. As luck would have it —
or almost have it —midday talk host G. Gordon Liddy was
walking by. “So I asked him to break in,” Stevens said.

“Last time 1 did that, [ went to
Jail for five years.” cracked Lid-
dy. refusing to force open the door.

“But I knew he could have done
1" Stevens said with a chuckle
about the convicted Watergate
burglar.

Stevens wasn’t always so sure
of Liddy’s abilities. Five years ago,
Liddy was just months into his
new role as a talk host. At age 61,
he was giving radio a try and there
was plenty to be skeptical about.
“Skeptical” is a word that Stevens
used a lot in those days. And that,
actually, was a euphemistic atti-
tude — The Washington Post Mag-
azine, profiling Liddy, asked,
“Can an aging, failed burglar find
stardom on the airwaves?”

The answer proved crisp and
clear: Yes. Furthermore, it came a
lot sooner than anyone would have
imagined. Arbitron’s trend num-
bers for that February showed an
immediate and significant audi-
ence increase. And the numbers
continued to build, with the bulk
of the audience being 18-24-year-
olds — the kind of listeners that
advertisers get in line for.

The Mel Man Delivered

Liddy is quick to credit then-
Infinity Broadcasting CEO (now
CBS radio guru) Mel Karmazin
for finding him, and, of course,
Ken Stevens for giving him a
chance. Karmazin was “driving

#§ about the
streets of New
York, heard me
[filling in for [2

days on WABC
: for Bob
§  Grant],” recalls
Liddy. Kar-

mazin, know-
ing that there
was a midday
opening at
WIJFK, phoned
Stevens. Stevens, who’d been in-
structed to turn around the newly
acquired operation, was looking
for a show to round out Howard
Stern in the morning and “Don
& Mike” in the afternoon.
Liddy had been the spokesman
of WJFK in its previous incarna-
tion, WBMW, and snagged the
outlet plenty of attention. Stevens
had funch with Liddy a number
of times and recalled that he had
“amillion great stories,” but wor-
ried that Liddy would need to ex-
pand his repertoire of guns, mili-
tary operations, the FBI, and Wa-
tergate. Industry observers re-
garded Liddy as a one-trick pony.
However, Liddy proved deep-
er than that. With the help of pro-
ducer John Popp and assistant
producer Cameron Gray, “people
you wouldn’t expect to hear on
the G. Gordon Liddy Show have
appeared,” Popp claims proudly.
Such as? “Tanya Tucker — they

G. Gordon Liddy

By Jeffrey Yorke

had a chemistry and really hit it
oft.”

And that’s far from all. After a
joint appearance on ABC-TV's
“Politically Incorrect.” Liddy and
DC Mayor Marion Barry struck
up an unusual relationship that
led Liddy to do a remote broad-
cast from the crime-ridden Ana-
costia section of the nation’s cap-
ital, with Barry giving listeners
insight on some of the city’s most
heartbreaking problems. Barry
continues to make regular appear-
ances on Liddy’s show.

Lannie Davis, a high-profile
Washington-
area Democrat, m
was a frequent
participant on
the show until
recently, when
he became one
of  President
Clinton’s White
House lawyers
(coincidentally,
a position simi-
lar to the one
Liddy held in the
Nixon adminis-
tration). Travis
Tritt’s appear-
ance was truly
delightful — the
country star’s
publicist nearly
landed in the state nervous hos-

pital with pre-show jitters over

the match-up, says Popp.
Former Republican presiden-
tial hopeful Bob Dole has made
several appearances since No-
vember’s election, tickling lis-
teners with his quick wit. Other

It is not just politics.
He talks about
himself, about

entertainment, and
about lifestyles. Liddy
is very hip for an old
Watergate guy. His
beliefs, his stories,
and his opinions are in
line with what people
are thinking.
—Jack Landreth

6

He is a student and master of debate. He tries to
convince people of his position ... he is a
fascinating and bright human being. And nobody
has had more life experience than G. Gordon Liddy.

— Steve Downes

guests include politically con-
servative actor Charlton Heston,
Paula Jones and her attorney:
Gil Davis. and other people
“who relate to Gordon and peo-
ple who Gordon can relate to,”
Popp says.

Talk radio consultants such as
Bill McMahon and Walter Sabo
stress that successful hosts have
to be informative and entertain-
ing. Liddy opens his show by
reading selected articles from The
Washington Times, The Washing-
ton “Com-Post” (which he calls

’ “Washington’s
alternative
newspaper”), the
New York Times,
and others. The
readings are
spiced with
pithy commen-
tary. Liddy sees
it as an educa-
tional service,
provided to peo-
ple too busy to
read an entire
paper but hun-
gry for news and
information —
not to mention
entertainment. It
works. And like
a news depart-
ment in any other News/Talk op-
eration, it sparks hours of listen-
er/host chatter.

Bringing Liddy
'To The People

Early on in Liddy’s gig at

WIJFK, it became clear that his

E

show could work in syndication.
Now about 240 stations carry the
show. according to Westwood
One Mgr./Affiliate Relations
Steve Downes. He confesses that
he. too, had a different impression
of Liddy’s show before really giv-
ing it a listen.

“My image of Liddy before lis-
tening [to the show] was that it
was too much Washington, DC —
that he talked too much about
politics, pounded his fist, and too
much about guns and Watergate.
But what I quickly discovered is
that he is a student and master of
debate. He tries to convince peo-
ple of his position ... he is a fasci-
nating and bright human being.
And nobody has had more life ex-
perience than G. Gordon Liddy.
He allows himself to be open and
to be heard. Stations tell me that
you have got to be local to be
good — no, you gotta be good to
be good.*

Stevens agrees, adding that
“Gordon does well with stations
that ‘get it." Stations that under-
stand what Talk radio is all about.”
He stresses that making snap de-
cisions about talk hosts is danger-
ous. Rush Limbaugh understood
that early on in his gab career, en-
couraging his audience to hang in
there and listen for a week or two
before deciding whether to flip the
dial or not. And like scotch, Lid-
dy, Dr. Laura Schlessinger, and
Limbaugh — even Paul Harvey,
for that matter — are acquired
tastes and can have an intoxicat-
ing effect on their audiences. And
that’s a good thing.

talk. Starting July, Mon-Fri, 12N-3PM ET.
call NetStar Entertainment: Los Angeles (714) 650-3800 or NewYork (201) 890-9192.

for commercials and news only.

We promise! The Susan Powter Show... outrageous, without limits and unpredictable!
This is talk radio unmuzzled. This is not a fitness show. Susan is provocative, honest, daring,
sensitive and charismatic. Your station can now attract Generation X listeners with off-the-wall tough

Talk Radio’s next superstar is here now. For information,
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“Liddy really appeals to a
younger, more sophisticated au-
dience. Our station focuses on
young attitudes, and he is ex-
tremely successful here,” says
WWTN-FM/Nashville PD Jack
Landreth.

Appearing as a guest of the af-
filiate last month, Liddy packed
more than 4000 seats in the
Grand OI’ Opry. Landreth thinks
that listeners and clients like the
host for the same reasons:
‘“’Cause it is not just politics. He
talks about himself, about enter-
tainment, and about lifestyles.
Liddy is very hip for an old Wa-
tergate guy. His beliefs, his sto-
ries, and his opinions are in line
with what people are thinking —
‘If you want to own a gun, then
own a gun but learn how to use
it. Be responsible.’” Landreth
quotes, adding that Liddy’s rat-
ings are tops in the adult catego-
ry at WWTN-FM.

WOOD-AM/Grand Rapids
has had a similar experience with
Liddy. In April, former President
Gerald Ford rejected the show’s
request to broadcast from the site
of the re-dedication ceremonies
for the Gerald Ford Library, so
the station arranged for a remote
from a local 800-seat movie the-
ater. Tickets were given out as
listener prizes, and the supply
was tapped almost overnight.
Former station OM Stan Atkin-
son and current OM Rob San-
ford each described the crowd as
being “five-to-75" with the core
group in the 25-44- year-old
range.

“He’s not politically correct. He’s
not worried about whether you like
it or not. He says things the way he
thinks they are,” Sanford told R&R,
adding, “almost half of the 800
[guests at the movie remote] were
women. He’s macho, and women
find that attractive.”

Atkinson, who is now OM for
Clear Channel’s other stations in
Grand Rapids, WOOD-FM and
WVTI-FM, credits Liddy with

e

“bringing in some of 18-34 audi-
ence that the station never had.”
As for the April remote, “our
most recent trends went through
the roof,” netting the station more
than a nine share among adults.

Liddy: A Known Entity

But long before Liddy got be-
hind a microphone, many Amer-
icans already knew his name. In
some households, “G. Gordon
Liddy” was synonymous with
“evil,” not just because he was
one of the planners of the break-
in of the Democratic National
Committee headquarters at the
Watergate office building com-
plex in Washington, but because
he was a Nixon White House
spook —
former
agent who had
gone bad. Liddy
was one of the
ringleaders in a
scary cast of
dirty tricksters
who ultimately
brought shame
to the land. In the
end, their deeds

FB:; m

Liddy really
appeals to a
younger, more
sophisticated
audience. Our
station focuses on
young attitudes,

Returning To The Scene
Of The Crime

Last Tuesday (6/17) marked
the 25th anniversary of the B&E
heard ‘round the world and Lid-
dy celebrated by returning to the
scene of the crime and broad-
casting his four-hour program
from the Premier Hotel (former-
ly Howard Johnson’s) adjacent
to the Watergate. The hotel
served as his headquarters for the
break in 1972. In that way, Lid-
dy admits to being sentimental:
“I'm a sucker for ‘Auld Lang
Syne.”

During his show, he vividly re-
counted how he and co-conspira-
tors Howard Hunt and James Mc-

... Cord mapped

out the break-in
at the DNC
headquarters and
detailed the
events of the
evening. The sto-
ry began with
“The Plumbers,”
a small collec-
tion of specially
trained Cuban

led to the resig- and he is nationals Liddy
nation of the extremely had recruited
President. twas  gyccegsful here, ~ from Miami, en-
a grim time, giv- joying a lobster
ing birth to an — Jack Landreth dinner at the Wa-

era of political
unrest and per-
petuated distrust
of government officials.
But Liddy survived. Today, in
matter-of-fact tones, he takes the
blame for the bungled break-in
that landed him and several fel-
low White House staffers in the
slammer. Liddy made the most of
his approximately four-and-a-
half-year sentence. He met new
people, made a number of
friends, and learned quite a bit.
He’s not at all ashamed of doing
time, and his prison stories are
among his best. In fact, Liddy’s
Maryland automobile license
plates read “H2Ogate.”

tergate. They
m waited for the

Democrats to
leave the office and the cleaning
crew to finish their work. Liddy
has admitted that his night’s work
was not the only break-in the
group conducted. “There were
others who were successful, but
this one went south,” he told lis-
teners last week. He did not elab-
orate. (By the way, the only re-
maining of three doorlocks in
Suite 600 that Liddy’s men taped
open that infamous night was sold
at auction for $13,000 three weeks
ago in Hampton, VA by a former
superintendent of the Watergate
complex.)
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He’s not politically correct. He’s not worried
about whether you like it or not. He says things
the way he thinks they are.

— Rob Sanford

He’s A Macho,
Macho Man

Long before radio, Liddy had
earned a reputation as a man’s
man, a gentleman’s gentleman —
Mr. Macho. Or, as one caller put
it, “a John Wayne of the "90s ’cept
real.”” Tales of Liddy’s testoster-
one-filled escapades are legendary.

For example, in the wee hours
of Christmas Eve 1987, George
Gordon Liddy looked out the
window of his Ft. Washington,
MD home and saw two people in
a pick-up parked on his property
— located in an exclusive river-
front neighborhood well-known
to police as a “lover’s lane.” Lid-
dy told the occupants that his
nicely wooded property was no
place for what they apparently
had intentions to do. An argument
began, and the truck’s 20-some-
thing driver wheeled around and
hit Liddy with his Chevrolet be-
fore speeding away. Liddy, who
managed to employ an *“old FBI
trick” of knocking out the truck’s
rear right tail light with a police
baton before the driver left the
scene, stepped back into the path
of the truck and crouched down
like a baseball batter ready to
strike the oncoming truck with his
billy club.

“The truck won,” Liddy told a
reporter at the time. The vehicle
knocked him nearly 20 feet in the
air. Liddy suffered a broken left
arm, broken rib, ruptured kidney,
and a torn ligament- in his left
knee.

“A normal person would be

dead, but as you probably know, I
don’t fall into that category,” he
quipped from his hospital bed.
“I’m in tremendous physical
shape. I do 250 push-ups and run
four miles a day.”

Historian William H. White
once called Liddy “the most dan-
gerous man in America” but cer-
tainly White wasn’t thinking of
this episode when he drew that
conclusion.

$etting $ome Goal$

It’s virtually impossible to de-
termine how much Liddy earns
from radio — he reportedly start-
ed off in excess of $100,000 an-
nually before ratings, national
syndication, and popularity
kicked in. Three years ago, Lid-
dy told his favorite Washington
newspaper, The Washington
Times, that his Walter Mitty fan-
tasy was “‘to go along on a mis-
sion with my son, Jim, a Navy
SEAL.” But the talk host appears
to have grown since then. He now
tells R&R his ultimate goal is “to
out-earn Mel Karmazin.”

But, he is also realistic. After
the wisecracks, Liddy, who was
educated by Benedictines and Je-
suits and who graduated as a
member of the Law Review at
Fordham Law School, says “I ex-
pected to do well but I really nev-
er thought I'd be this successful.
God and the American people
have been very good to me, and 1
am very grateful.”

Jeffrey Yorke is R&R Washington
Bureau Chief.

"TRACKER beats cassettes hands down.
It's a PD’s secret weapon!"

-- Jack Swanson, OM, KGO/KSFO San Francisco

Free Fast Fax: Busy? Simply jot your name and call letters
below and fax to 914-723-2258 for a Free Demo and info on Tracker. ‘1\"*

WHO SAID WHAT WHEN?

TRA CKER hears

every word they say ...

"I can aircheck ANY daypart, ANY show, ANY time from ANY phone!
Let's say a listener calls me about something my host said at 2:20 AM. 1
put'em on hold, punch up the TRACKER, hear what they REALLY said,
and go back armed with the facts!”

-- Phil Boyce, PD, WABC/New York

N
§
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POP/ALTERNATIVE

e

R&R'’s exclusive sub-chart combining airplay from Hot AC, Alternative, Adulf Alternative, and CHR/Pop

RANK  ARTIST TITLE LABEL(S)

TOTAL
PLAYS

1 THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) 1173
2 SHAWN COLVIN Sunny Came Home (Columbia) 1081
3 VERVE PIPE The Freshmen (RCA) 1045
4  WALLFLOWERS One Headlight (/nterscope) 968
5 SHERYL CROW A Change Would Do You Good (A&M) 919
6  DAVE MATTHEWS BAND Crash Into Me (RCA) 857
7 SISTER HAZEL All For You (Universal) 846
8 INDIGO GIRLS Shame On You (Epic) 753
9 DUNCAN SHEIK Barely Breathing (Atlantic) 728
10 MEREDITH BROOKS Bitch (Capitol) 693
11 COUNTING CROWS Daylight Fading (DGC/Geffen) 610
12 OMC How Bizarre (Mercury) 501
13 TONIC If You Could Only See (Polydor/A&M) 473
14 SAVAGE GARDEN | Want You (Columbia) 459
15 TOAD THE WET SPROCKET Come Down (Columbia) 439
16 TORI AMOS Silent All These Years (Atlantic) 434
17 MATCHBOX 20 Push (Lava/Atlantic) 412
18 WALLFLOWERS The Difference (/nterscope) 282
19 JEWEL You Were Meant For Me (Atlantic) 381

20 PAULA COLE Where Have All The Cowboys Gone? (/mago/WB) 380

This sub-chart is ranked by total plays and combined from the custom chart function on

R&R ONLINE. © 1997, R&R Inc.

e VWV €

SUBLIME Santeria(Gasoline Alley/MCA)
Total Plays: 344, Total Stations- 13, Adds: 1

10,000 MANIACS More Than This(Geffen)
Total Plays: 326, Total Stations: 17, Adds: 4

MIGHTY MIGHTY BOSSTONES The Impression..(Mercury)

Total Plays: 317, Total Stations: 13, Adds: 1

COLLECTIVE SOUL Listen (Atlantic)
Total Plays: 306, Total Stations: 18, Adds: 1

ABRA MOORE Four Leaf Clover (Arista Austin/Anista)
Total Plays: 285, Total Stations: 14, Adds: 3

A -

JAMIROQUAI Virtual Insanity (Work)
Total Plays: 280, Tota Stations: 11, Adds: 1

Total Plays: 222, Total Stations: 14, Adds: 4
Total Plays: 216, Total Stations: 12. Adds: 0

ALISHA'S ATTIC | Am, | Feel (Mercury)
Total Plays: 187, Total Stations: 7, Adds: 1

Total Plays: 186, Total Stations: 13, Adds: 11

SNEAKER PIMPS 6 Underground(Virgin)

U5y TOP  OVERVIEW

TOTAL
STATIONS/ADDS

30/0
261
28/0
251
29/0
2512
22/0
26/0
21A
19/0
211
190
281
12/0
191
120
345
398
130
16/1

DAVE MATTHEWS BAND Tripping Billies(RCA)

SARAH MCLACHLAN Building A Mystery (Arista)

Songs ranked by total plays
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teward grundge, but older adult males aren’t re C
YWhile they want ta hear some Alternative music, [they're finding
that] Pop/Alternative is a little friendier.

v irls, Sarah
MelLachlan, Dow o anc ozel, Sublime, and
Wallflowers. It's : g . It's our job to find artists
mat.

Michael Mewman is PD of KBET (The Beat) Partland,

Forward-thinking executives lend their perspectives about
Pop/Alternative music and formatics each week. I&R
%

KAMX/Austin, TX (HAC) | KMXB/Las Vegas, NV (HAC) |  KBBT/Portiand, OR (HAC)
WBMX/Boston, MA (HAC) WLIR/Long Island, NY (Alt) 1 WDCG/Raleigh, NC (CHR/P)
WLNK/Charlotte, NC (HAC) KYSR/Los Angeles, CA (HAC) KZ20/Sacramento, CA (AA)
WLUP/Chicago, IL (HAC) WPLL/Miami, FL (HAC) KENZ/Salt Lake City, UT (AA)
WTMX/Chicago, IL (HAC) WDBZ/New York, NY (HAC) KFMB/San Diego, CA (HAC)
KDGE/Dalias, TX (Alt) WPTE/Norfolk, VA (HAC) KLLC/San Francisco, CA (HAC)
KALC/Denver, CO (HAC) KTNP/Omaha, NE (HAC) WVRV/St. Louis, MO (AA)
KXPK/Denver, CO (AA) WSHE/Orlando, FL (HAC) WHPT/Tampa, FL (AA)
WHYT/Detroit, MI (Alt) WPLY/Philadelphia, PA (Alt)

KVSR/Fresno, CA (HAC) KZON/Phoenix, AZ (Alt)

WJBX/Ft. Myers, FL (AA) KZZP/Phoenix, AZ (HAC) 30Total Stations

HAC -- Hot AC  Alt-Alternative AA-Adult Aitemative CHR/P-CHR/Pop

Cost effective plastic banners for your station. We print any picture, logo or design
in up to four colors. Perfect for concerts, public appearances, expos and giveaways.
Packaged on a roll and easy to use. Put up brand new signs at every event.

¢ Durable banners for a throw-away price

* UV stabilized plastic won't fade indoors
or outdoors

e Simply fax your logo and color separation Canada 1-800-847-5615
information for a free price quote Fax (713) 507-4295

BANNERS

1-800-231-2417
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Increasing Exposure
For New ‘Alternative’ Music

3 Urban, country try grassroots approach to gain more exposure for left-of-center music

How do you take music that’s left of center and successtul-
ly move it into the mainstream? That question is definitely top-
of-mind in the worlds of Urban and Country, as the radio and
record industries wrestle with breaking a growing body of mu-
sic that — for better or worse — gets tagged as alternative.

The ongoing discussions regarding
this challenge comie at an interesting
time for both formats. On the Urban
side. programmers stress the need for
diversity, yet still view altemative R&B
as agamble —de-
spite the fact that
listeners have
readily shelled out
hard-earned mon-
ey for gold and
platinum cutting-
edge artists such as
D’Angelo, Max-
well, the Fugees

and Erykah
Badu.

In the Country
arena. alternative-
leaning artists such as Son Volt. Wilco,
and BR5-49 haven't come close to the
success of their Urban counterparts in
terms of sales and airplay during the last
few years. And with Alternative and
Adult Altemative for the most part shy-
ing away from country-flavored music,
the artists don’t have as much of a jump-
ing-off point for exposure as do their
Urban contemporaries. (See accompa-
nying story on Nashville’s tactics for
tackling altemative country.)

The Chicken And The Egg

Both the record and the radio sides
understand the chicken-and-egg sit-
uation: Radio wants to see a bigger,
better story and sales base before pro-
gramming more of the often-polar-
izing music. The labels, however.
can’t build that story until a critical
mass of airplay at mainstream radio
is attained or until new formats are
created, which is highly doubtful in
the current climate.

The dilemma is probably best
summed up by Rick Scott. owner of
the Los Angeles-based publicity/man-
agement firm Great Scott Produc-
tions and the force behind “The Alter-
native Groove,” a specialty show de-
voted to alternative that he is attempt-
ing to syndicate. “‘Look at what’s hap-
pened in the past year.” Scott points out.
“Maxwell and Erykah Badu are two
prime examples of artists who have
broken through and who are close to
breaking into the mainstream. But there
are plenty of artists who aren't, so a
lot of PDs are still afraid of putting on
a show like ours because they don't
think it will get ratings — even though
we're giving it to them basically for
free. It’s really frustrating.”

Urban KKBT/Los Angeles PD
Harold Austin agrees the buzz is
growing, butit’s still a limited universe.
“If you mention the names of some of
these artists to your friends or people

Rick Scott

in the business. nine times out of 10
those people are going to talk about
how great the project is. Personally, I'm
in love with the music of many of the
artists. but from a mass-appeal stand-

B e

Jody Denberg

Harold Austin

point. it hasn't been fully successful.
And for what particular reason. [
couldn’t tell you. Maybe it’s too sophis-
ticated or avant-garde.”

Without mass-appeal acceptance.
exposure remains limited. Austin
notes. “In all the major markets,
you're either in a fierce competitive
battle or you already are going in a
certain direction. You haven’t seen
anybody playing all of these records
and packaging them up with oldies
and creating a successful station. That
story hasn’t been told yet. Let’s face
it, the mwsic is still experimental.

“We've given most of the artists a
shot; some of them have developed and
some haven’t The ones that do work
have some kind of common thread that
marries them with the hip-hop world.”

While the music itself has been
around for ages, it’s only been in the
past year that the Urban world has
begun to call for changes. *More art-
ists are coming to light and more
people are talking about them,” says
Austin. “It’s the new sound of Urban
for the next millennium. and 1 hope
our station can lead the way. It’s go-
ing to be interesting to see what hap-
pens in the next six to 12 months.”

Coalition Call

Onthe alt./country side. Adult Alter-
native KGSR/Austin PD Jody Den-
berg — who has had considerable suc-
cess with alternative-leaning Country
over the years — believes there’s
enough music to get a station up-and-
running. Attracting enough loyal listen-
ers. however. is another matter.

“There is so much good music un-
der [the ‘alternative’] heading that
you could do it.” Denberg opines.
“We try to keep our station balanced.
Alternative country is just one ele-
ment, just as blues, alternative rock,
and folk are. But when it's all said
and done, we still are a Rock station.

SOUND DECISIONS

The music that leans to pure country
is pretty hard for us to play. IU’s very
polarizing, like rap or heavy metal.

“Can it break out and become its
own separate format? I don’t know.
* she admits. “'1 would be disheart-
ened if a station like that started in
this market. because I think the peo-
ple who listen to us for that {alterna-
tive] element would go there so they
could get it around-the-clock. But
whether a station like that could get
a big enough coalition of listeners to
be successful is another question. [
don’t think so.

“We couldn’t get away with play-
ing niche music without supplement-
ing it with music from mainstream art-
ists like Sheryl Crow or the Count-
ing Crows — artists who are selling
one or two million copies. That's 10
times what some of the biggest alter-
native country artists have sold. We
need to see success by more stations
playing the music and more sales be-
fore we will make more of a commit-
ment.”

Artist Development

Record labels have their own fac-
tors to consider when dealing with
alternative-leaning acts. Columbia
acting VP/Urban Promotion Roland
Lewis says one of the more impor-
tant points in breaking Maxwell was
ensuring that support happened or-
ganically and from the street. ~“We
worked hard to make sure people
didn’t think we — the label — were
forcing change. This change was
brought on by people who were
spending their hard-earned dollars
and buying the album.

“Once the fans and some key pro-
grammers got into it and the ground-
swell was building. then it was easier.
People initially are afraid of change,
but once they like something they’ll
2o head-on. What also helped was the
overwhelmingly positive message,
which made it easier to grab hold.”

It also helped that the music wasn't
too far afield. Roland says, “When
you make gradual changes as op-
posed to leaps and bounds. it helps
you tremendously. With Maxwell.
once people got into the album they
found that it was easier to accept be-
cause it wasn’t that far to the left. If
you compare the music with what's
been done in the past. it’s very simi-
lar — it's been done betore. But it
proves that Urban radio is ready for
something more left-of-center.”

Also important to Maxwell's career
was touring — ensuring he would be
seen as an artist. not simply the iden-
tity behind a hit song. “That’s been
the missing element in Urban for a
long time.” is Roland's take on artist
development. “The fans really want
more of what the artist is all about,
and we wanted to make sure we did
that with an artist like Maxwell.”

wWww.americanradiohistorv.com
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year gamble to see if it will work.

stance, and then cross it.

helping us as a music community”

DuBois Leads AristalNashviIle
Into New Territory

O ne label chief whose experience with alternative coun-
try is growing is Arista/Nashville President Tim
DuBois, whose company is home to BR5-49, the Tractors
and (on sister imprint Arista/Austin) Robert Earl Keen.

Like Mercury/Nashville, which is working to break Kim Richey and
other up-and-coming artists, DuBois acknowledges the need for Music
Row to continue pushing the country envelope — the
core business of country music has been slipping for
the past two years. Nevertheless, he understands that
this is going to be a long row to hoe. “in order for alter-
native country to become a viable format, somebody
has to get out there and have some luck with it com-
mercially. Yet, so far that hasn’'t happened”

And it probably won't, in DuBois’s opinion, because
the radio business is"such a high-stakes game. it has
become much more difficult to launch those kinds of
stations, because [group owners] can't afford a two-

“There have been some attempts to take a more
aggressive approach to programming country music,
but nobody in a major market has been able to make it playing BR5-49 or
bands like that. it's unfortunate that we don't have that outlet, because we
reafly could use it since we don't have anywhere else to go with our mu-
sic. There are different places you can go to start a rock record, for in-

“So we're stuck in the current market, with Country radio not wanting to
go too much to the left — and we don’t have another format, except for
select Adult Alternatives and other stations”

Keep On Moving Forward

Still, DuBois is determined to keep things moving forward. “BR5-49 is
one example of what we've been about. From the beginning we realized it
might be a struggle at mainstream Country radio. I've jokingly said that
this might be the group that's ‘too country for Country! Yet they definitely
have an appeal— we’ve sold over 300,000 copies of the live and the most
recent album, but it's mainly been [due to] touring and great press.

“But, as | told the group in the beginning, that's not such a fatal blow. We
can continue to build this group almost like an alternative rock act, by
concentrating on expanding their base through touring, international ex-
posure, and the press. This is a very different strategy. We're not trying to
explode something out of the box like a hit mainstream country record.
You just have to work it at a different angle” .

Said different angte for BR5-49 includes tours with the Black Crowes,
a scheduled one with Bob Dylan (providing he recuperates in time} and
performances in traditional and non-traditional Country markets and ven-
ues. it also means spending wisely and not going overboard on record-
ing, marketing, and promotion outlays.

“We continue to take things to radio, but so far we haven't been able to
give them anything they can get behind. We're not turning our backs on
Country radio, but it's much more important that BR5-49 be themselves
as opposed to forcing them to something that doesn’t come naturally. As
long as they can be patient, and as long as we can continue the success,
we're making enough to keep us in the ball game”

Given the state of radio, DuBois says he believes Nashville is do-
ing all it can to further the cause. “People are continuing to try things that
are out there on the edge. When you have a company like MCA working
to break Big House, or what Mercury's doing with Kim Richey — even
going outside the format to do whatever it takes — all those things are

Tim DuBois

Over at Elektra, Sr. VP/Promo-
tion Greg Thompson thinks one of
the biggest hurdles to overcome is
the labeling that goes on within the
business. “Unfortunately, the in-
dustry needs to be able to qualify
an artist by genre. But [ don’t be-
lieve artists sit down and say. ‘You
know what? I'm going to make
some rhythm crossover or modern
AC music.

Thompson realizes he can’t force-
feed mainstream radio. In fact, he’s
starting one of the label’s newest acts,
the Old 97’s, at College radio. “"Our
strategy is to let the fans speak. That,
in turn, will open the eyes of Adult
Alternative and Alternative and any
other format that's programmed by
people who are music-intensive.
Sometimes you go out very aggres-
sive and let radio tell the story, like

what happened with Third Eye
Blind. Sometimes it's better when
the public tells the story — you go
out with a strategic marketing plan
to tour an act, build the fan base and
public awareness; and radio eventu-
ally comes to you. If it takes us two
years to break the Old 97's, that’s
cool. We don't have a problem with
that.”

Thompson discounts a theoretical
need for a format to emerge in or-
der for the music to reach a bigger
audience. “'It’s not about formats.
Third Eye Blind was considered ex-
tremely cutting-edge when we
signed them three years ago. Now
they are a great. straight-ahead al-
ternative rock band. Everything is
alternative until it becomes popular
enough that it moves into the main-
stream.”
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When it comes to a potential
hit song, sometimes the video is
what makes radio “get it.” At
least that’s the vibe coming from
Urban and CHR/Rhythmic in re-
gards to EEG/EastWest singer/
songwriter Missy Elliott, whose
debut single, “The Rain,” is get-
ting a lot of attention from key
programmers.

A list of major-market Urban
outlets reporting the track reads
like a veritable ‘who’s who’ of
the format: KKBT/Los Angeles,
WEJM/Chicago, WUSL/Phila-
delphia, KKDA/Dallas, WHTA/
Atlanta, and KMJM/St. Louis —
just to name a few. Crossover sta-
tions on the single include
KMEL/San Francisco, WIMH/
Greensboro, WIBT/Jacksonville,
and WBHIJ/Birmingham.

Recalling why he added the
song, WUSL MD Glenn Cooper
says, “It’s slammin’ and it’s to-
tally different. That’ s what we
like to do — break music that’s
different and sounds good. And
we were right. As soon as we put
it on, people started calling. The
video definitely is helping — [di-
rector] Hype Williams put his
mark on that one.”

KMEL APD/MD Joey Ar-
bagey agrees. “So many videos
are all the same. This one is hu-
morous, creative, colorful, and
bizarre in a good way. After we
saw it, [the decision whether or
not to add] was all over.”

Commenting on the strength of
the song, Arbagey observes, “We
heard it a couple of times on our
mix show and thought it had an
amazing sound. It really stood
out. Eventually, we became so
passionate about her music that
we wanted to ‘own’ the artist. We
like to nurture new artists, and
believe this one is going to ex-
plode. It’s not formula. It’s dif-
ferent, yet very hip.”

Hailing from Portsmouth, VA,
Elliott has made a big impression
in a short period of time. She’s
worked with Jodeci (on “Want
Some More” and “Sweaty”),
wrote seven tracks on Aaliyah’s
current album and two on Ginu-
wine’s debut disc. That output
eventually landed her a label and
production deal with EastWest/
EEG. Renowned video director
Williams even came out of retire-
ment to lens her vid.

Despite Elliott’s street credibil-
ity, Elektra Sr. VP/Urban Promo-
tion Richard Nash says the label
kept things pretty basic early on —
working the mix shows, core rap
stations, and college radio about
six weeks in advance of the add
date in order to lay a firm base.

Comments VP/Urban Promo-
tion Michelle Madison, “[Pro-
grammers] were well-versed on
her accomplishments and were
interested in what she was going

to do, but they didn’t quite know
what to expect. Now things are
really starting to come together.”

Once that base was laid, the la-
bel started working Urban and
crossover. But the ace in the hole,
Nash admits, has been the video.
“We wanted this video to really
impact radio and suck people in
to getting into this great record
and her as an artist.”

Looking forward, Elektra al-
ready has Elliott on a media
meet-and-greet circuit for two
weeks beginning on June 9. Nash
says, “Because of her involve-
ment with so many hit records,
she’s very well known in the
community. We want to start her
out on a major promotional tour
to the major markets, doing
morning and afternoon drive in-
terviews, mix show interviews,
and meet key retail clients just to
let people see how really talent-
ed she is.”

Elliott’s debut album, “Supa
Dupa Fly,” hits retail on July 29.

Alternative To Buck-O-

Nine: My Kinda ‘Town’

Add TVT’s Buck-O-Nine to
the list of ska bands getting some
love and affection at Alternative
this year. The San Diego group’s
pop-inflected “My Town™ got a
ringing endorsement a couple of
weeks ago when KROQ/Los An-
geles and WHFS/Washington
added the track. That’s on top of
reported airplay at such stations
as WEDG/Buffalo, KTCL/Den-
ver, WOXY/Cincinnati, and
WENZ/Cleveland. Not to men-
tion beaucoup airplay at home-
town stations XTRA-FM and
XHRM. Buck-O-Nine has been
bouncing around SoCal venues for
several years, developing a loyal
following in the area. The ska-
sters’ indie label debut on Bos-
ton-based Taang Records scanned
about 25,000 copies, with anoth-
er 25K sold at mom-and-pop re-

Elliott’s ‘Rain’ Flooding Urban Airwaves; Crossover Next

tail stores. This caught the attention
of TVT, which signed the group in
the fourth quarter of *96.

In setting up the band at radio,
TVT Director/Alternative Promotion
John Perrone says the label kept
things fairly street-level. “We gave
away a lot of three-song samplers at
the band’s shows. They did 270 gigs
last year, so they have quite a follow-
ing and have been to a lot our key
markets.”

It wasn’t until about one month
ago, however, that TVT serviced the
format, even though the album
“Twenty-Eight Teeth” was released
on March 25. “We wanted to have a
strong retail base in select markets
before we went to radio, and draw off
those successes and spread the buzz.”

TVT’s timing couldn’t have been
better for Buck-O-Nine, given the re-
newed attention placed on ska cour-
tesy of the Mighty Mighty Bosstones
and that band’'s huge hit, “The Im-
pression That I Get.”

Comments WEDG MD Rich Wall,
“['My Town’] is a great pop record
with a nice ska base to it. We’ve had
amazing research with the Bosstones
record. It’s proving that maybe ska
is the next territory for Alternative,
or at least we’re getting back to a
form of music that once was very
popular.” )

The key, claims Wall, is the pop
flavor of the song. “Pop songs come
in all shapes and sizes. We all get
caught up in defining the genre and
sometimes forget that the most suc-
cessful songs are, in the end, great
pop songs. Whether rhythmic- or
guitar-based, a pop song still cuts
through.”

And while ska has always had a
strong, loyal following across the
Southland, Wall says its popularity
crosses state lines. “There’s quite a
big ska following in Buffalo. A lo-
cal band, the Great Train Robbery,
had a big following. We also get our
fair share of bands coming through
the town, so it's not like this is new
music to our listeners.”

Buck-O-Nine
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Now out. Anstas “Grateful Dead: Fall Out From The
Phil Zone,” a two-CD
compilation that spans
the band’s entire 30-year
career. The album offers
an eclectic mix of live
material from the Dead’s
archive, including elec-
tric and acoustic tracks |}
selected by band mem- [
ber Phil Lesh. Included
in the collection are clas-
sics such as“Box of Rain,”“Jack-A-Roe“Viola Lee Blues”
“New Speedway Boogie,” “The Music Never Stopped,”
“Dancin’ InThe Streets,”“In The Midnight Hour” and “Hard
To Handle.”
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Here’s some notable studio activity that’s taken place
in the past couple of
weeks: Billy Joel has
completed recording the
Bob Dylan song, “To
Make You Feel My Love,”
for an upcoming “Great-
est Hits” album on Co-
lumbia his third volume
to be released later this
year. This marks the
second time Joel has
recorded a Dylan song
for one of his own
records ... The Rolling
Stones are said to have
completed principal re-
cording on their new al-
bum, which is due later
this year ... Pearl Jam is
on the last leg of princi-
pal recording for its lat-
est release, which also is
slated to hit retail later
this year ... Bjork is put-
ting the finishing touch-
es to her newest record, “Homogenic,” which is due some-
time around September or October. She produced the set
while Wu-Tang Clan’s RZA and Howie B. mixed some of
the tracks ... Celine Dion has begun initial work on her
new album, slated for a November release.

Album update: Epic will release a 13-track live set from
Stevie Ray Vaughan & DoubleTrouble called“Live At Car-
negie Hall” on July 29 ... The original Night Ranger rides
again with a new album, “Neverland,” due from Sony’s Leg-
acy imprint July 22 ... Longtime country rockers the Flying
Burrito Brothers return with “California Jukebox” due in
stores July 8. The disc features performances from Way-
lon Jennings, Buck Owens, Sonny Landreth, Jo-El Son-
nier and Al Perkins... Sarah McLachlan’s latest release,
“Surfacing,” is due at retail July 15,

Asides: According to published reports in Europe, Luciano
Pavarotti and Michael Jackson are said to be planning to
collaborate on a record ... Here's a hot tour to look out for —
Verve Pipe, Tonic and K's Choice begin a 40-market jaunt
beginning July 1 in Indianapolis ... Dance Across America, a
tour featuring headliners La Bouche and opening acts Robin
S. and Quad City DJs, begins June 30 in Lansing, Ml ... Boz
Scaggs hits the road July 9, starting off in Saratoga, CA in
support of his new record, “Come On Home?”

Celluloid snippet: Principal photography has begun on
“Blues Brothers 2000", the sequel to the 1980 hit. Dan
Aykroyd reprises his original role as Elwood Blues and is
joined by John Goodman, Joe Morton and Evan Boni-
fant. John Landis returns as director. The story picks up
18 years later when Elwood is released from prison ...
Sheryl Crow has agreed to perform the title song for the
forthcoming James Bond movie “Tomorrow Never Dies”

Billy Joel

Bjork
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ou want the hits and we’ve got them! From
Jacor CEO Randy Michaels to the brilliance of
songwriter Diane Warren and the consultancy
savvy of Jerry Clifton, Mike McVay, Bill Richards,
Guy Zapoleon, and Dan Vallie. We go right to the
’ top with Evergreen promotion genius Bev Tilden,
talent trainer Randy Lane, and master marketer Al
Ries. We stay hot with Emmis VP/Programming
’ Rick Cummings and programming guru Steve
Rivers, new Jacor CHR kingpin B.J. Harris, and a
power list of label VPs/Sr. VPs and independent
g consultants.

R&R'’s debut CHR special was created to
aresent you with a wide range of up-to-the-minute,
‘ key topics with some of the best and brightest that

our business has to offer. We hope that you will
take the time to read this special and use it to learn,
teach, and hopefully pass it along to others to do the
\ same.
Today and looking ahead, the format is healthy
and growing at a steady pace from both a ratings
% and revenue standpoint. By far our format is still the
most challenging and the most exciting format up
5 and down the radic dial. The pop music cycle has
if‘, reared its head again, and the future looks
I promising.
CHR is still the cume king and, with an estimated
L 350 CHRs in the country, the format still rules when
' it comes to retail, with current top sellers like the
Spice Girls, Hanson, Notorious B.1.G., Mary J.
Blige, Jewel, Celine Dion, and No Doubt topping
the charts. So what challenges does the format
face in Generation Next?

For the answer | turned to maste- p-ogrammesr
Steve Rivers, who offered this thought: "We'll still
be writing about the format we | intc the next
century. | can certainly imagine that listeners’ testes
and entertainment demands will continue to
change, and as always, those of us who can best
‘read the room’ will reap the ratings benefits.

"However, when you break &t down, the basics of
CHR haven't really changed a | that much over the
last 40 years. People expect CHR stations to
provide them with the latest hits and exciting
contesting, along with a dynamic, entertaining
presentation. That was as true with the early Storz
Broadcasting stations as it is with WKTU or
WHTZ/(Z100) New York today."

Since Rivers mentioned Storz, I'c like to begin
this special with an acknowledgement to everyone
who makes this format possible every day,
particularly some of the innovators of the format,
including Gordon McLendon. Todd Storz. Rick
Skliar, Bill Drake, Paul Drew, Kent Burkhart, and
Mike Joseph, to name a few. Without them, it's
more than likely many of us
would not be here. Back in
1977, R&R produced a speciel
called “The Top-40 Story.”

To demonstrate the cyclical
nature of CHR, we have
decided to reprint Burkhart's
assessment of CHR in 1977,
along with a 1997 State Of
CHR by Emmis’s Rick
Cummings.

WWW.americanradiohistorv.com
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The More Things Change,
The More They Stay The Same

A consultant's look at the format 20 years ago reveals

CHR has come full-circle

In 1977. R&R produced a special titled “The Top 40 Story.” Inside that special — featur-
ing such CHR programming legends as Gordon McLendon, Bill Drake, Rick Sklar, and Paul
Drew, to name a few — was a piece by programmer/consultant extraordinaire Kent Burkhart
called “The State Of Top 40."

Understanding that many of today’s broadcasters were reading Dr. Seuss books rather
than R&R back in 1977, I've decided to reprint Burkhart's visionarv column in its entirety.
For those of vou too young to be familiar with

i

S i our format’s roots and its founding fathers, it will

. iv 000000 e o000 s cocson amaten

g § provide a quick history lesson — especiallv in AM
| i Top 40 radio.
| i But what I found so amazing about Burkhart's ed-
§ Y itorial is how it proves the old maxim: The more things
I i g change, the more they stay the same. If vou ignore the
j old call letters and different ratings companies and take
H into consideration how far the technologv has advanced,
b you'll see that 20 vears later, CHR faces many of the
] very same issues it faced in 1977. There's also a lesson
| in here for Alternative stations that are being eaten alive
by Pop/Alternative stations — look for “One Day Ev-
ervone Began Playing Top 40°s Music.”

KEenT BURKHART

Tuke a few minutes to read Burkhart's genius, then jump ahead to 1997 (and the new
millennitm) with Emmis VP/Programming Rick Cummings, who takes his shot at the future
with his thoughts on “The State Of CHR” circa 1997 and bevond. 1'd like to thank Kent
Burkhart for his continued vision, then and now.

The State Of Top 40 (1977)

hen Top 40 radio first emerged in the "50s, it was a mass radio pro-

gramming pitch. There was very little popular rock & roll; there

fore, radio stations who were aggressively playing soft “Hit parade”
music had strong listening habits from wormen, males, and teens ... possibly of all ages.
Storz Broadcasting, then known as Mid Continent Broadcasting, was one of the
early pioneers in Top 40. That company had a major decision to make when Elvis
Presley and Jerry Lee Lewis “Rock™ came along. There was strong resistance to
playing Rock songs, simply because it was Todd Storz’s personal view that this would
alienate listeners about 30 years of age and up. Unfortunately, there were no demo-
graphics in those days to grade the audience makeup of a radio station. It was a fact that
the two recognized rating services (Pulse and Hooper) showed that the young Top 40
was a fierce competitor to the older, established stations; it was concluded that the
music mix was really the reason. For example, in Minneapolis WDGY tied with WCCO
in some periods for first place ... both with about 25% of the audience. In Adanta,
WAKE was ahead of WSB. Since WCCO and WSB were at this time, in the truest
sense, old-line stations carrying a lot of network broadcasts, it was assumed that the
more music flow from a WDGY or WAKE was the number one attraction, with disc
jockeys secondary and news third. As music got harder in the late ’SOs, there was
evidence of audience deterioration at the new Top 40 stations. The
erosion was slight, perhaps 10% or 15%. but definitely there.

Broadcasters all over the country were eyeing the rating suc-
cess of Top 40, and many jumped on the bandwagon, some in
cites where there was already a Top 40 competitor. Thus, Top 40
wars developed.

As has been the case pretty much throughout the years, the
Top 40 stations began ignoring other possible competitors with
other formats. Instead, they accelerated their own energies into
promotion and presentation. The main competitive edge came in
music selection, and Top 40 broadcasters noted that when a harder
Rock record was played, there was more telephone response from
the youth. They incorrectly took this phone response as a barom-
eter to prograum more toward a mass audience. Therefore, Top 40,

Continued on Page 37

I'was looking for somebody who could give me a frank, opimionated view of CHR radio today
— good, bad, or indifferent. Andy Roonev from “60 Minutes” wasn’t available (besides, he left the
demo sometime during the Civil War), so I looked within the industry.
Emmis VP/Programming Rick Cummings has the qualities I was looking for: He's honest,
verv bright, gets rudio, is a proven winner, and isn't shy abour giving his opinion.
Foramoment, he didn’t think he was the man for the job — but with very profitable stations in all
of his markets (New York, Los Angeles, Chicago, and India-

43

napolis, to name a few), Cummings proves day-in and day-out
he’s one of the best that radio has to offer:

So with a little couxing, Cummings picked up his pen to
provide his perspective on the format. It wasn't easv — as he
wrote, he was socked with a double-whammy: a PD’s resig-
nation in Chicago and a supvmons for jury duty. But as vou
will see, he was able to overcome such obstacles to provide
deep, thoughtful, and somewhat controversial observations
on the state of CHR.

You may not agree with his views, hut they come from
years of experience in the trenches. Cummings is not afraid

o0 semises peeceo comon J00LaTn AN OGO 200000 3N SIS SUR UMY LR KON

to acknowledge his faults, mistakes he's made, and lessons

Rick CuMMINGS

he's learned from having his head handed to him more than
he’d like to remember.

Read what Cummings has to say. Think about it, talk about it, read it again. Whether you
agree or disagree with what he sees, he addresses some of the major issues Jacing CHR today in a

provocative manner. As usual, your comments are always welcome. — Tony Novia

The State Of CHR (1997)

aul McCartney is back with the best record he’s had in years. And there's

a line in it that really hits home: “I go back so far, I'm in front of

me.” That’s probably why I was asked to speculate about the future of
CHR. You know ... let’s talk with the guy who had a hand in a fot of the mistakes
this format made the past dozen years.

The line in McCartney’s song really says, “The more things change, the more
they stay the same.” It’s true for CHR. The fragmentation that hit the format in the
mid-’80s is more pervasive than ever.

If CHR, by traditional definition, is playing the broad spectrum of hits
for the largest group of contemporary music listeners, then sound the death
knell for this format. It won’t be here in five years. Period. Chalk it up to the
laws of nature.

Long Division
In 1986 and 1987, Emmis debuted new contemporary formats in Los Angeles
and New York. Then, neither Power 106 [KPWR/Los Angeles] nor Hot 97 [WQHT/
New York] was allowed to report as CHR. Who knew what to do with these things?
They didn’t fit the Urban category. They didn’t fit the CHR cate-
gory. They didn’t fit with anyone’s idea of CHR ... except the
audience's.

In less than six months, Power 106 ripped a hole through
KIIS-FM that they’ve never really recovered from. Gannett
played the game the way any good, aggressive company would:
They brought in a succession of programming messiahs to make
1t better.

Eventually, everyone realized that one of Ries's and
Trout’s “22 Immutable Laws of Marketing” was at work in
Los Angeles: the Law Of Division. Over time, a category
will divide and become two or more categories. In spite of
the messiahs.

While Power was livin’ large in L.A., Emmis had one of the

Continued on Page 37
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“NoBoDY Doks It
BETTER!”

“Casey saunds better than ever!”
Dave Allan, Program Di-ector, Star 104.5 WYXR-FM/Philadelptua, PA
Casey's Hot 20

“At WASH-FM we're proud to have Waslhington's y
official countdown with Casey Kasem every

Sunday morning.”
Steve Streit, VP/AC Programming, Evergrzen Media, WASH FHA/viashington DC
Casey’s Countrlown

“Casey’s Hot 20 is an absolute benclimark
program for us...#1 women 18-34 to 25-54 and ~

everything in between...Nobody Does |t Better!” g
Danny Clayton, Program Director, WKTI-FM/iilwaukee, Vi1 % A3
Casey’s Yot 20 N

.j

“He helps bring our station to the next levél

ur sales department loves it,”
Charlie Connolly, Frogram Director, WKIY-FM/LGag Istand, i/
Casey's Countdown

“The perfect complement for mainstream
Hot AC radio.”

Smokey Rivers, OM, KYKY-FM/St. Lows, MG
Casey’s Hot 20

“Casey is number 1 for us, and we are munber

1 on the weekends.”
Burke Allen, Program Director, KISN-FM/Salt Lake City. UT
Casey's Biggest Hits

Three unique programs designed to fit your statiui’s needs.
@D Casey’s Biggest Hits, a daily feature customized for
each Casey Countdown.

To reserve Casey in your market catl 1(800) 225-3270.
To advertise, call (212) 641-2102. '

&geﬂi ‘?:.gm !

M(H(A\HM

ONLY ONE {);’ b WESTWOOD ONE

WITH CRSEY KASEM



www.americanradiohistory.com

Py

1ozl L. -. =
o : ; ()
! 3 :

H 9 IVIONITOR;(;P 46 IIV-IAINSTREAI\;Il 31* R&R PdP
J o n B o n J ov l 7 MoniToR Top 40 AbuLT 33* 27)

“Midnight In Chelsea” | B WL [

o : b f e B e S
TODAY SHow 6/27
| “DESTINATION ANYWHERE" - THE ALBUM = In STORES Now
“DESTINATION ANYWHERE” - THE FILM - AIRING Now On ﬂ On 1
1 A : | ’L 2 T . g ""l"f:l::;:é‘
| eg — = » /] 3 i :\ 3 3 ., gyﬁg
: / \ ! 0T 100 Sp
: DWE !
P DE | D
: 894/H BUR
A ) 41U i 0 )
x » R » AGO

“Jon is a superstar, and this is a great record.”
- LR Ammons/Star 94 (374)
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Produced By Dave Stewart & Jon Bon Jovi
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Continued from Page 34

at this time, moved out of the mass radio approach. It certainly could not
be considered general radio anymore. Instead, it specialized for those phone
callers who liked harder music ... the younger group.

This left mass oriented stations such as WCCO and WSB as the only
good competitive stations looking for a more mature, older audience.

The excitement of Top 40 on the air grew to a frenzy by the mid-"60s. For
example, there were stations playing as many as eight to 10 jingles between
records. Then, in the mid-’ 60s, demographics were born. To quiet their crit-
ics, Top 40 scored very well in teens, but extremely strong 18-24 and 25-34.
There were many Top 40 stations that were without competition (in their
market) that showed Top 40 shares to be very heavy 35+ These demo-
graphics were reflected by Pulse before the beginning of Arbitron.

Demographics ComeToTop 40

Good radio businessmen began realizing that the “new demographic™
rating guides meant a fresh approach to make money ... perhaps on a smaller
scale than Top 40, but nevertheless, a fact. These broadcasters searched for a new “product”
(format) that would build substantial audience for certain demographics. This aggressive move
was first feit in San Francisco by an “album” station playing album Rock music (acid) de-
signed for the Flower Children and their followers. The results were immediate with males
18-24 as they found a new listening home ... deserting Top 40.

By 1968, wall-to-wall Beautiful Music formats were beginning to rate high 35+, taking
what audience Top 40 had from that demographic.

In 1971, amore mass-appeal “‘Progressive” format of album music which was an outgrowth
of the Acid Rock days of San Francisco became popular. This new format not only took males
18-24, but many females as well. The strength in upper teens was strong.

At this time, females under age 35, for the most part, were still loyal to Top 40. The 12-15-
year-old set was also still loyal to Top 40.

: Top 40 stations were basically sounding the same as in the

Pocords mid-'60s, with some modifications and advancements. For the
most part, frenzied and hyper.

Amazingly. while all this was occurring, national, regional,
and retail revenues continued to increase for Top 40 stations ...
probably because there was more radio money budgeted.

Heightened by demographic and revenue successes. more

& an revenue niche. So, during 1971 through 1976, many new
formats were created, and many old formats were improved.
1 creating more havoc with AM Top 40, so far as listener loy-
alty was concerned.

Top 40 operators responded to this new competition by
becoming even more rigid with their formats, believing
t that formatic discipline was the answer to combat “frag-
mentation” (a new radio term then describing competitive
thrusts that created demographic erosion to Top 40 stations).

Top 40 also attempted promotion “tricks”™ to increase average quarter hour shares. Average
quarter-hour extension became a very “in” expression, referring to ways in which lisieners
could be extended due to Arbitron methodology.

Generally. it can be said that most AM Top 40 programmers became very defensive be-
cause of pure frustration ... being shot at from all sides.

But it was just beginning.

One Day Everyone Began Playing Top 40 Music

Country stations suddenly awakened to become “commercial sounding.” They borrowed
Top 40 gimmicks and tricks, such as the “Country Top 40" and Top 40-type promotions. This
fragmented many Top 40 stations in the 25-34 male and female areas. (These Country listen-
ers had been happy with Top 40 stations because Country songs were played occasionally as
reflected in Top 40 record sales.)

The old Middle Of The Road stations suddenly awakened with a more aggressive and con-
temporary approach to programming and promotion. This was yet another blow to Top 40
because 25-34 males and females began moving to these “contemporary MORs.” After all, the
music was basically the same, but without all of the “hard teen Rock records.” In fact, contem-
porary MORsS, as we know them now, are amazingly close in music approach to the original
Top 40 stations of the mid-’50s. News concepts are also similar, along with disc jockey pace.

Yet ... due to heavy “tune in” or “cumes” during the week, Top 40 not only continued to
survive, but because of new management sales techniques, actually increased in revenues as
their percentage of audience sagged from fragmentation.

As ration battles continued, “research” became a word often used by Top 40 broadcasters.
- Most of it was ignored. (For example, research projects from 1968 through last year stated
that AM Top 40 played *too many commercials,” was too boisterous, and there was generally
too much conversation on it.)

But some broadcasters read the research well. As early as 1968, but for the most part since 1973,

FM operators decided to take advantage of the research facts. They began what tuned out to be a

Continued on Page 38
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best traditional CHRs in America: “Fun All Morning. Music All
" Day. One-Oh-Five, WAVA/Washington.” Don Geronimo and
Mike O’Meara in the moming. Talent in all dayparts. Bigger-than-life
:% imaging and contesting. Then WPGC came back on and split the catego-
4 ry, programming hits for the African-American audience. WAVA plum-
meted. I remember going to DC. hearing Enya and Run D.M.C. in the
same quarter-hour on WAVA, and thinking, “It’s all over.” It was.
Trial & Error

By 1988, there were clones of Power’s format all over America, right
down to the signature production sound and the type-font and colors of
the logo. Emmis, like many companies, got caught up in its own theory.
We had to learn — by mistakes like KNRJ (Energy)/Houston and KXXX
(X100)/San Francisco — that dividing a category isn't enough. The di-
vision has to be meaningful to enough listeners or you fail miserably.

Emmis's history is full of situations where we successfully split the CHR category. Over
the past 10 years, we've looked real smart at WKQX (Q101)/Chicago. first as an Aduit
CHR (or Hot AC) with Robert Murphy in the morning. Then as Chicago got softer choices
for AC and Dave Shakes made WBBM-FM (B96) a great Rhythmic CHR, we didn’t look
$O smart.

Eventually, Q101 evolved into a great Alternative station. We were smart again. Now,
with players on all side of the altemative rock spectrum, we don’t look so smart again.

In 1990, Brian Phillips exposed our WLOL/Minneapolis as a fat-dumb-and-happy CHR
with too little hit music. Only when Greg Strassell split the category and made WLOL a
Rhythmic CHR in Prince’s backyard did we get back on top.

The Obstacles

Today, CHR faces the same hurdles it did 10 years ago ... only more of "em:

1) Arbitron is “usage’ measurement. While CHR does a great job of bringing in bodies,
it fares poorly in at-work listening when a market can sustain an at-work specialist. CHR
also fares poorly in major urban areas with enough' ethnic base to lend tremendous time
spent listening advantages to the ethnic specialist.

Mike Joseph still believes you can play the same broad spectrum of 30 hit records over
and over in the biggest markets and, if you do it right, you'll have so much cume it won’t
matter. At Emmis, we made our living off those stations in the late *80s and early "90s.

2) CHR faces ownership clustering. When a megagroup pays $200 million dollars
for a station in a top market, what highly saleable demos do you think you’ll insist on?
Of the remaining big CHRs out there, how many have survived because the format is
truly viable in large markets? How many have survived because they’ve dodged the
specialist bullet?

There's a reason why American Radio Systems is championing Pop/Alternative,
which is nothing more than CHR for 25-40-year-old females. There’s a reason why
Evergreen put WKTU back on in New York. There’s a reason why Clear Channel put
a Regional Mexican format on KSCA/L.A. These companies know that in fragmented
large markets, CHR is doomed. You can’t find encugh talent. do enough marketing, or

11
These companies know that in fragmented large markets, CHR

is doomed. You can’t find enough falent, do enough marketing, or

spend enough money to overcome all the specialists who are also

owned now by aggressive operalors. yy

spend enough money to overcome all the specialists who are also owned now by ag-
gressive operators.

3) CHR faces the music industry. Alanis Morrissette has sold 25 million copies of
“Jagged Little Pill” worldwide. The last place they worked her records? CHR. You
know the thinking: “If we break her there, Alternative won’t touch her.” You can make
a case — and I will — that working Alanis at CHR first might have meant an album
that sold 5 million, not 25 million.

4) CHR faces a discriminating audience. They're increasingly more sophisticated —
even at a very young age — about the increasing number of choices they have. if a 20-
year-old wants a dose of Biggie Smalls or the Mighty Mighty Bosstones, she can now
choose options that are more on-point for her culturally.

: By Any Other Name...

Sorry, but if you were hoping I'd predict a comeback for CHR, it’s going the way of
the railroad. I've seen it-over and over the last dozen years (“I go back so far, I'm in
front of me”). On the other hand, if you believe that Adult Alternative and Hot AC and
Rhythmic CHR and CHR/Pop and Altemative and Active Rock (all R&R charts these
days) are simply the latest “divisions” of once-broad Top 40, then you could argue the
format is alive and well. :

It’s just wearing a lot of “special” disguises.
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powerful blow to over-commercialized AM Top 40. In short, it was 18 spots an hour on Top 40 vs.
none for the new Top 40 FM. Teens flocked to the new Top 40 FMs. As the FM Top 40s became more
popular, they became more commercial, but the FM broadcasters remembered the research ... and for
the most part. stopped the money machine at eight spots an hour, with many “music sweeps” (three or
four selections played back to back with no disc jockey conversation in between).

[t should be noted that many AM Top 40s had a serious signal problem. Most had peculiar
nighttime directional antenna problems with a limited coverage area. The FM Top 40 competi-
tors had perfect 100% signals. Therefore, heavy nighttime teen listening moved from AM to FM
Top 40s to a clean signal. Over a period of years, a lot of women 18-34 joined the teens in
daytime listenership to FM Top 40s. This was another crippling 18-34 blow to AM Top 40.

A few years ago, a “mellow Rock™ album station in Los Angeles startled all by competing just for
25-34-year-old demographics. The theory was that 25-34s would allow good 18-34 and 25-49-year-
old demographics. This *‘mellow” sound also known as “soft” or *'easy” Rock has scored strongly in
several metropolitan areas, and is growing through syndication. This format is a demographic out-
growth of what was commercial progressive, album-oriented Rock stations. These stations succeeded
incarving a place in the market for those who didn’t want the screams of Top 40, or the hard guitars of
progressive AOR, yet before entering Beautiful Music listening patterns. In a sense, “mellow™ was a direct competitor to
contemporary MOR, but it became more than that. It is the latest to strip 25-34s from AM Top 40.

In heavily populated metropolitan markets, all-News and all-Talk stations created even more tune-in havoc for
AM Top 40s that had a new image.

Past Counterprogramming

During this competitive programming avalanche against AM Top 40, there were programming experinments and
research statements regarding the past and present. Expertise coupled with the research was needed to view the future.

Counterprogramming the “fragmentation” problem followed several popular forms. There were a limited few
who had the courage of their convictions, who actually stepped forward to preserve AM Top 40.

For example, the counter attack of dwindling nighttime teen numbers to FM teen competitors created a reversal
in promotional activity ... to another time of the day ... specifically moming drive. Follow the research! Hire a
warm, sincere, humorous, but lively and sometimes controversial morning man ... and promote him with a class
news image. The objective was to win the moming, and the rest of the station would have a good “image” and
therefore be tuned in more often. This approach has worked successfully with the now gorilla-priced personalities.

Year-round station promotion and advertising was used instead of just during a rating time.

It was discovered through research that the visibility of television spots and the reborn rear-window stickers (a
rip-off of the *50s) worked effectively in raising cumes, image, and thus quarter-hours.

Also. the air presentation of Top 40 DJs was reduced in intensity by some 30% ... the presentation “moved.” but
without screams, whistles, or yells. One exception to the rule was 6-10 at night, where it was quickly discovered
that the 1960 style of personality best counter-attacked FM Top 40 stations. In other words, the right personality at
night seemed to attract a 12-15-year-old audience, whether AM or FM. This is still pretty much the case.

Giant money war counter-attacks quickly died (such as**Cash Call”) for the AM Top 40 listener, while “exotics”
such as “The Last Contest” or the “Devil's Triangle” seemed most effective in promoting a station.

Many other past counterprogramming approaches worked, and many failed. One of the failures, for example,
appeared to have been “dayparting” music. Even though there was a positive move in that direction, it was not
aggressive enough to retain mass listenership.

Further AMTop 40 Counter Programming And Normai Programming

It's up to you to decide the future. For every nine programming copy-cats, there is one tiger ... an innovator in
finding new ways to please the listening audience.

Our research shows that AM Top 40 is changing for the better. Some changes will be dramatic, some minor.

Two years from now, we’ll all know more.

Kent Burkhart can be reached at (404) 255-1055 or fax (404) 255-7443.

First Top 20

1974
CHER

Half Breed (MCA}

ROLLING STONES

Angie (Rolling Stones)

ALLMAN BROTHERS

Ramblin' Man

(Capricorn}

GRAND FUNK

We're An American

Band (Grand Funk/Capitol)
MARVIN GAYE

Let's Get It On (Tamla/Motown)
PAUL SIMON

Loves Me Like A Rock (Columbia)
ISLEY BROTHERS

That Lady (T-Neck)

STEVIE WONDER

Higher Ground (Tamla/Motown)
DEFRANCO FAMILY

Heartbeat - It's A Lovebeat
(20th Century)

B.W. STEVENSON

My Maria (RCA)

HELEN REDDY

Delta Dawn (Capitol}

EDGAR WINTER GROUP

Free Ride (Epic})

ART GARFUNKEL

All | Know (Columbia)

MARIE OSMOND

Paper Roses (MGM/Kolob}
EDDIE KENDRICKS

Keep On Truckin' (Part 1)
(Tamia/Motown)

DOOBIE BROTHERS

China Grove (Warner Bros.)
GLADYS KNIGHT & THE PIPS
Midnight Train To Georgia (Buddah}
BOB DYLAN

Knockin' On Heaven's Door (Columbia)
LOOKING GLASS

Jimmy Loves Mary-Anne (Epic)
POINTER SISTERS

Yes We Can Can (Blue Thumb)
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Music America
Promotions

“l have worked with MAP for over |5 years. MAP works as a
partner.The right information-Great promotions-Honest people.
Integrity in the record industry—Sums it Up..”

—Jack Oliver Operations Manager
KKRD/Wichita

“For a long time FLY92 has been one of Albany’s most successful radio
stations. Without a doubt MAP has been a major part of that success.”

—Mike Morgan Operations Manager
WEFLY,WY]|B/Albany

“Music America is always

“Seven years working successfully with Music America covering
multi formats in Arkansas says it all.”

“The key word is integrity. That is the manner in which MAP works
with our consultant and programming Department.”

“Why work with one hand tied behind your back. Use both hands
by working with Music America Promotions.”

Steve Evanoff
5225 Sheridan Drive
Williamsville « NY 14221
Tele: 7166319933
Fax:716+6319366

reliable and always dependable.”
—Mike Payne General Manager
KMXYV, KUDL/Kansas City

—George Hochman Group Owner
KMCK/Music Channel One Fayetteville

—John Kelly President
Albany Broadcasting

—Tom Gjerdrum Program Director
WZPUlIndianapolis

Dave MacKay
4925 Widmer
Shawnee * KS 66216
Tele: 9136311393
Fax: 9136310879
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A Method To

His Madnes

Cantinued from Page 1

RM: The way it's unfolded — with who bought what at what prices in what markets? No. Nobody could have
predicted it.

Frankly, once they deregulated us, this was inevitable. But you ain’t seen nothing yet ... I really believe that. Remem-
ber, we’ve gone from an industry where, through most of radio history, one owner could have seven markets to tremen-
dous deregulation. But along with that came duopolies. With the limits that were in effect until February 12, 1996, you
could only be in 10 consolidated markets. That gave American broadcasters a real particular mindset: Picking markets
carefully was real important. Now we have no national limit.

I've kept a low profile, because I can’t believe no one else is out exploring regional opportunities. You know, Mel
Karmazin and many other bright people ran around saying, “You have to be in the top 10 markets or it doesn’t count.”
To a large extent, they were absolutely right then. With only 10 slots, how much critical mass could you get being in
Lexington, KY or Lima, OH? But with no national limit, were free to behave like anybody else. I've been to Lexington,
and they have McDonald's. I think you’ll see — by the end of next year — people owning hundreds of stations. And it’s
not inconceivable that you can see really big money — Microsoft is the common joke, but I don’t think it’s so funny —
hitting this business.

R&R: How did you prepare yourself for running a huge group like Jacor?

RM: I believe in training, bringing a lot of people along, and sharing a
vision. Training is important. Preparation is important. But if you look at
the really successful people in any business, they prepared by loving it: by
being passionate, by being focused, by wanting. It’s not a matter of going to
work and getting an MBA. It’s not a matter of going to Harvard and taking
a bunch of classes. It’s a matter of loving what you do. I have, for whatever
reason, loved radio since I was big enough to turn one on. I thought if I got
to visit a radio station, that would be the ultimate. The trick is doing what
you like ... doing what you love. And I feel so badly for people who don’t

know what that is.

R&R: And how do you learn what it takes to be the best?

RM: You always learn what you needed to know yesterday. Quite frank-
ly, I was a PD. If I could read a balance sheet then like I can now, I probably
would have never partnered with Terry Jacobs. Now would that be good,
or would that be bad? How do you find a guy like Sam Zell? Be good, and

he finds you.

10

This Week In ...

G2 Vo) S M vl s oo
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. BODONALDSONS THE

 Billy Don't Ba A Herg
“{ABC)

HUES CORPORATION
Rock The Baat
(RCA)

WILLIAM DE VAUGHN
Be Thankful For What You Got
(Roxbury)

PAUL MCCARTNEY & WINGS
Band On The Run
(Appie)

OLIVIA NEWTON-JOHN
If You Love Me (Let Me Know)
(MCA)

JOHN DENVER
Annie’s Song
(RCA)

HOLLIES
The Air That | Breathe

(Epic)

GEORGE MCCRAE
Rock Your Baby (TK)

Don't be fooled by the pose, Randy Michaels is contemplating his next strategy.

Life isn’t fair, and you don’t
always get rewarded for every great thing you do, but I'm a big believer that
if you’re consistently above average, this business allows an awful amount
of mistakes. It encourages them. The bright people are trying things and
failing because they’re trying so much. But if you are great, bright people
find each other.

There are so many people in this business who are not driven by the love of
it, but by the financials. They view it strictly as real estate. Every company
under consolidation is doing a terrible job of focusing on its people. But the
fact that Jacor realizes what makes one transmitter different from another is
the people — the people who run it, the people who sell it — is driving great
people to us.

R&R: What drives Jacor's financier, Sam Zell?

RM: For Zell, it’s all about the business. But he understands that if you
don’t have people who are passionate and care about the listener, you're not
going to have a great business. That’s true in every business, but especially in
entertainment, because what you're selling creates an emotional bond with the
consumer. We’re not selling insurance or shoes. We're selling entertainment,
especially CHR.

How many times have the trades printed CHR’s obituary: *‘Oh, the world is
too fragmented. Hit radio will never be again because everything’s special-
ized.” That’s not true. Every time, CHR comes back to its roots, playing pop-
ular music with tons of entertainment value.

CD Radio? Please! No disc jockeys, no commercials, and you pay for it? 1
don’t think so. What makes CHR radio great? People who are passionate and
understand how to focus on the audience, how to connect with them, and how
to keep them interested. And I don’t think you're ever going to make the kind
of money you should make unless you have that.

R&R: You're a strong supporter of CHR. Have you always loved it?

RM: Well, I was a CHR programmer back in the dark ages, and I certainly
grew up listening to it. When Frank Stanton, then President of CBS, told the
NAB back in 1954 that radio was dead, he was right in the sense that Jack
Benny wasn’t working anymore. But the real guys who saved radio were the
Gordon McClendons, the Todd Storzs, and everyone who worked for them.
They reinvented it — they made it entertaining, fun, three-dimensional, and
surreal. They sure made me passionate about it, and maybe you, too. They
were CHR people. Playing the hits is never going to be a bad idea. Putting on
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“you always leam what you needed to know
yesterday. Quite frankly, | was a PD. If | could read a
balance sheet then like I can now, | probably would
have never partnered with Terry Jacobs. 4y

a highly entertaining radio station that’s produced, three-dimensional, and funny
but still has its arms around the community will never go out of style.

Do I have a special place in my heart for CHR? Yeah. I used to spend one
week a month at Y107, and nobody you have ever met has conceivably had a
better time.

R&R: Many companies that gave up on CHR are coming back to it now.
Why do you think that’s happening ?

RM: There have been times when the music industry has pushed us one
way or the other. There have been times when CHR stations played too much
rap for the suburban white female to feel completely comfortable. But every-
thing cycles. Again, playing the hits will never be a bad idea, and the CHR
money is absolutely green. Why companies dropped out of CHR, I don’t un-
derstand. There were clearly some shifts in national advertising: For example,
the movie, soft drink, and record
businesses don’t mean to radio
what they used to. Some people
think that if it isn’t 25-54, it isn’t
anywhere. But that’s not necessar-
ily true.

R&R: Jacor has been buying
all types of radio stations all over
America. What’s the Randy
Michaels master plan?

RM: It’s incredibly simple. I just
haven’t been anxious to point it out
to competitors. People look at us
buying L.A. and Casper, WY in the
same week and say, “What are you
doing?”’

We're buying interesting, high-
growth regional markets of signifi-
cant size and small markets in their
spheres of influence where we can use our regional management, program-
ming, and sales to leverage success. In other words, I'm only interested in
Casper because it’s near Denver. It’s masaged out of Denver, it can take some
programming out of Denver.

A friend of mine called and asked, “Why in the world would you buy a
50,000-watt station in Cheyenne, WY 7" I said, “Let me think about this for a
minute. Cheyenne’s a hundred miles frem Denver; it can run out of Denver.
We bought four radio stations, which makes us No. | in the market for a great
multiple. And we now own rights to the University of Wyoming football and
basketball, the Wyoming News Network, the Denver Broncos, the Colorado
Rockies, Rush Limbaugh — none of which are on the stations we bought. I
think we can make a big difference here.”

We're buying regions. Look how radio evolves in other countries: Look at
France, for instance, where Critical Mass Media is doing a lot of work for
groups. A radio station tends to have satellites throughout its region that carry
the main programming, but separate commercials. I don’t see why regional
clustering and regional power isn’t right. As radio gets into event marketing
and non-spot revenue, owning powerful clusters of stations in your city and
your region makes all the sense in the world.

We're branching out from hub cities where we’re already concentrated. If
you're going to be in Tampa, why not ako be in Sarasota and Venice ... all the
way down the west coast of Florida. For instance, our News/Talk station in
Tampa, WFLA, will be simulcast in Sarasota. There are no incremental costs,
and we’ll sell the spots again.

R&R: Is there a limit at which Jacor will decide it’s grown enough?

RM: There will always be money in deals where the rate of return is good.
You've got to buy things where you can make a positive difference. As long as
we can buy stuff and make a positive difference, improve the operations, and
provide an above-average rate of retun, we’ll have unlimited money to do
deals. The problem is there aren’t enough deals out there where great rates of
return are possible.

I would have loved to have purchased several things that came down lately.
Look at the last deal that went down in Los Angeles ... $350 million for $14
million of cash flow. I can go out to the secondary markets around our core

Continued on Page 42
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markets, buy $14 million of flow for about $120 million, and turn it into $20 million using programming we already
own. I don’t know how to dothat in Los Angeles. Nobody knows how to do that. But as long as we can do deals where the
rates of return are above average, the money will be there.

R&R: So at least as far as markets go, bigger isn’t always better?

RM: Oh, itis ... absolutely, bigger is better. But it all depends on rate of return. It depends on what you've got to pay. If
I've got to pay $250 million to get $10 million in L.A. — which is probably the way the numbers work — vs. $90 million
to get $100 million of flow in smaller markets, then the disadvantage of being in a smaller market is overcome pretty quickly
because of the low entry cost.

In addition, there’s something to be said for medium markets that you can’t say for L.A.: Look at Cincinnati, where it's
Jacor, ARS, Chancellor, and a couple of small players. The market’s pretty stable, and as a result, the market’s healthy.
Unlike advertisers feared, rates aren’t up. But because the formats are more efficient, we’re all selling our inventory better
and more creatively. Radio’s up 20%, newspapers are down — that’s a pretty healthy environment. You’ll never get that kind
of stability in Los Angeles. There are just too many stations for two or three owners to create stability.

You can take a small market like Louisville, where we’re not even No. 1. Clear Channel is. But we've got good stations
there; we’ve got the CHR, among others. Clear Channel is a good broadcaster and isn’t doing crazy deals, Jacor’s a tight No. 2,
and then Cox is the only other person in there. That’s real stable, and it's a wonderful radio market. It's a great place to be.

R&R: Were you disappointed about not landing the Viacom stations?

RM: Absolutely, though maybe not at the price. I'd love the properties, but Bill Figenshu’s very good. Those were well-
run stations, and I don’t know if we knew how to improve them enough to justify the price. Certainly the configuration that
came down, with Chancellor and Evergreen contributing their assets at par, creates a group that probably works, but it’s
going to take a while for them to justify the price that was paid for Viacom.

R&R: Al Ries says that radio isn't promoting itself What do you think? -

RM: Al's absolutely right. But with consolidation, we’re creating a structure l aco r
where radio will promote itself. It has to, and it gets easier. Ever since I can
remember, we’ve been going to conventions and hearing, “Radio only gets 7%
... isn’t that awful? We’ve got to do something about that.” The next year, we
come back and moan about the fact that radio only got 7% and say we ought to do something about it.

But there were so many different owners in each market that we all found it more efficient to gain share by stepping on
each other. Now that the same number of stations is in the hands of fewer owners, we're going to have a stronger ability to
stop stepping on each other so much. We can focus more on making newspapers relevant primarily to those training a pet.

The major groups are talking about what we can do to pull together and present ourselves to the 100 top advertis-
ers. We now have the ability to show them how €asy our stations are to use. The old problem we had was that as soon
as someone bought radio, 50 other guys were all over them giving them the switch pitch, telling them they were
wrong. Nobody likes to be wrong, and I think it was just easiest not to use radio. As an industry, we’re now in a more
powerful position to tell people what’s right. If CBS, Jacor, Evergreen, Clear Channel, and ARS get their acts together
and pull together, we will make this effort come home.

R&R: What about record companies? Do you think we can get them to spend
money at radio again?

RM: That’s a dangerous thing to think about, isn’t it? The whole idea of
record promotion’s a little bit dangerous. If the idea is to focus on the audience
and get ratings, then the things the record companies want to pay you to do are
generally things you wouldn’t otherwise do. So you wonder if you’re really fo-
cused on the ultimate objective.

As a programmer, I've always said I'd rather have good ratings than a gold
record. The good ratings translate to revenue, which translate to cash flow, and
I might get a bonus for that. More importantly, I might enhance my career,
which might be more important than having all the record guys like me and
take me to lunch.

[ hear talk in the industry about how we should all get together and start

The noise you can't ignore.

- Wildtire charging the record companies for airplay. Will that work? I don’t know. It's
{Epic) kind of a nice thought. But they really are different businesses ... in spite of the
p
4 AMERICA fact your publication says “Radio & Records” and in spite of the fact you’ll
© Blster Golden Hair hear the record people say, “Hey, we're all in the same business.” They make
(Warmer Bros.) music; we’re out to get ratings. We sure have a big intersection, but we’re in
5 PAUL MCCARTNEY & WINGS different businesses ... and I'm a little nervous about trying to merge the two.
'(—g‘e;‘tglj’ What The Man Said I remember way back in the ’70s, when some of us on the AOR stations
d were playing album sides at midnight. I was at a convention, and a record
6 VAN mMcCoY guy gave a very passionate speech about how we’re in the same business and
IE:C';;'S“G how playing album sides is no good because it encouraged home taping — it
would hurt their sales, and we needed to look out for them. And I said, “Gee,
7 DOOBIE BROTHERS I never thought about that. You got a deal. Since we’re now looking out for
Take Me In Your Arms (Rock Me) h oth R . lavi . 1 5 .
(Warner Bros.) each other, we're going to stop playing album sides because I don’t want it
to take away from your... Hey! Why don’t you guys stop selling cassettes?
8 LINDA RONSTADT Because. you know, people listen to them in the car, and it takes away from
When Will { Be Loved L. . . . DT R .
(Capitol) radio listening. That sounds like a fair trade!” I didn’t get very far with that.
We're in different businesses.
S LMO?/‘::%O}:]{:RLZ:SM e Wait R&R: I'm going 1o put you on the spot — where's the radio industry headed?
(Atlantic) RM: At the Radio Only convention, we were forced to make predictions. I
10 JESSI COLTER predicted that Mel would finally teach CBS and Westinghouse that you have to
I'm Not Lisa spend less than you billed, that radio would soar, but that it would not make up
(Capitol) for television or the railroad division so that Westinghouse would go into bank-

ruptcy, fix its balance sheet by selling television to Bud Paxson, who would
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The bright people are trying things and failing

because they're trying so much. But if you are great,
bright peaple find each other. T

improve CBS-TV’s ratings by taking it all-home shopping and find Dan Rather’s
true talents selling cubic zirconias. Mel would panic and fire everybody on the
programming side and just hire more salespeople. Because, you know, Mel says
you can fix any problem with more salespeople.

Seriously? Jacor is going to continue to focus on opportunities to expand in its
core markets, to expand in its regions, to buy every great signal we can get at a
decent price. And we’re going to continue to expand in the programming busi-
ness — in syndication and in networking, regionally and nationally. I'd like to
lock up the great talent that’s out there, because I don’t know if we're going to
get digital in my lifetime. I don’t know if CD Radio is really going to figure it
out. But if I've got the right product, they’re going to need me as much as I need
them. We’re going to focus on great stations and great programs and, most im-
portantly, great people. This is a very traumatic time in the radio business.

R&R: As someone who makes the hard decisions about personnel in this
age of consolidation, what can you say to the industry's employees?

RM: For some of us, this consolidation game is temific. If you're the manager
who’s about to be eliminated or an air tal-
ent who is about to be replaced by a syn-
dicated program, it’s hard to find much
enthusiasm. We'’re really in touch with
that, but there are timing issues and real-
world things going on; it’s wrong to say
everything is wonderful. We acquired three stations from Gannett and increased
the profitability overnight. We eliminated 33 positions. We did it in December,
right before Christmas. Some people don’t think that’s very good.

All T can say is that it’s real decision time for people in the radio business
because there are, in some cases, fewer jobs. In some cases, the Jjobs are chang-
ing. And in an awful lot of cases — as with everything else in life — what's
happening isn’t fair. People consolidating come in and tend to eliminate posi-
tions. They fend to eliminate — foolishly, I think — the people from the ac-
quired stations and keep their own. And what we're learning now, as we get up
the curve, is that sometimes you need to do that more objectively.

There are some great people who are being dislocated for the Wrong reasons.
Managers who are out — not because they did a bad Jjob, but because they did a
great job and their owners have locked in a profit. Fantastic programmers who
aren’t programming because they got bought by a competitor who couldn’t get
by the fact that they were a monster yesterday.

The good news: The jobs that are left are better jobs. This is a better business.
There are better operators coming into it. They’re better financed. They’ve got
better business plans. It's about bigger money, bigger top line, bigger bottom
line, and bigger rewards. There’s no question that for the positions that are left, in
general, the pay is better. And if you get on the bus with a consolidator, the
stability’s actually increased. If you get to work for a Jacor or an ARS, you’re
probably in a pretty stable position.

The turnover at Jacor is much lower than for most companies, atypical for
radio. Take a look at our managers: It’s been an awful long time since we've
had a manager leave. So if you really love this business and you've got what it
takes, hang in there. If you're marginal about it, if you get up and say, “Gee, [
could’ve done something else,” go do it. Because if you’re not passionate, fo-
cused, and above-average bright, you’re about to get squeezed out.

Who: Scott Shannon
What: Sr. VP
Where: Ariola Records
When: Circa 1978
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Proud To Hang
‘Songwriter’ On Her Door

Diane Warren'’s love of her craft shines through
with every number one song she writes

_he first time | met
\Diane Warren, |
was amazed she
knéw who | was. At

the time | was OM at
WSTR/Atlanta, and
Warren, one of the most
gifted songwriters of our
time, knew me. | hope
this doesn’t embarrass
her, but the next time |
saw Warren was at a
dinner in Los Angeles
with Phil Ramone and
Emilio Estefan. Warren
was with her famous pet
parakeet, which sat on
her shoulder all evening
and at times (in jest)
was being prepared as
an appetizer.

RS e e ey T

That was the evening I experienced firsthand her wit and genius, this from
someone who has stated, “I've written lyrics on the palm of my hand. If I don't
have a tape recorder, I'll call home and sing into my answering machine.”

If you're a PD and don’t think Diane Warren knows who you are. think
again. When she isn’t writing or listening to her hits on the radio, she's very
much in tune with what’s going on in CHR radio, and chances are she's
done her homework on your radio station.

If you think you don’t know who Diane Warren is, you'd better pay at-
tention. If you are one of the hundreds of stations playing ““Un-break My
Heart” by Toni Braxton, “How Do I Live” by Trisha Yearwood, or “For
You I Will” by Menica, you and your audience have been touched by her
writing skills.

Warren is the most awarded and commercial-
ly successful songwriter of the decade. She was
most recently nominated for a 1996 Oscar for
her number one hit, “Because You Loved Me."
performed by Celine Dion. Also in 1996 she cap-
tured a Grammy (her first) for “Because You
Loved Me,” which was also Grammy-nominat-
ed as Song Of The Year.

Warren is successtul at what she does because
of her passion. drive, and focus. She is proud to
hang “songwriter” on her office door. and that is
the only thing she does. Elton John, Whitney
Houston, Toni Braxton. Monica, and Tina Turn-
er are just a few of the artists who have tapped
into the special Warren touch. Not bad for a song-
writer who's been honing her skills since age 11
after her father brought home a guitar. Not even
a guitar teacher, who told her she was tone deaf.
could dissuade her.

Her big break came in 1982 when lLaura
Branigan recorded Warren's “Solitaire™ and it
went on to become a hit. Since then, Warren has
charted with over 75 Top 10 songs in the United
States and has also made worldwide impact with
her writing. Add to that Warren's *“Hollywood™ touch with songs in more
than 50 major motion pictures and you begin to get the picture.

Today Warren owns her own publishing company. Realsongs,
and has access to just about anything she could ever want in life.

R&R: From the moment we first met. 1 knew you had a unique under-
standing of the radio business. What do you do to stay on top of it?

DW: | read the trades when [ have records out because | always like to
know how they're doing. I listen to the radio because I like to hear what's
out there. and [ love to hear my songs on the radio!

R&R: Do you still consider radio the lifeblood of establishing a hit song?

DW: Yes | do. No matter how many outlets there are for new music,
there’s nothing like the exposure you get when you have a hit song getting
major airplay.

R&R: What are some of the L.A. stations vou listen to?

DW: [ ike to listen 10 evervthing from KIIS to The Beat [KKBT]. 10
KROQ, to KOST, to Classical stations

Diane WARREN

e ———

“ understand the need for research, but nothing
will ever replace that feeling you get in your gut or the
chills yaqjet from hearing a great song...That's the
best reseatoh there is! gy

R&R: Can you ever just listen like a listener, or is it alwavs work and
competition to you?

DW: I try to listen like a listener, but sometimes it's hard not to get ana-
Iytical and listen like a songwriter.

R&R: What's something about radio stations that you haven't quite fig-
ured out?

DW: Why some of them take so long to play a hit. I understand the need
for research, but nothing will ever replace that feeling you get in your gut or
the chills you get from hearing a great song. People should follow that more
often. That's the best research there is!

R&R: As a songwriter and listener, what is your overall impression of

radio today?

DW: Pop music is back. I really think people
want to hear great songs instead of the latest
trend, and radio will start to reflect that.

R&R: What's the first thing vou'd do if vou
were lo sil in on a station's music meeting?

DW: I'd immediately add all my songs'

R&R: Much like a program director who
doesn’t go on the air;, vou write the songs but in
only rare instances perform. Why?

DW: Because I love to be in the background
writing songs for great singers to perform. |
never had any desire to be a performer and |
have a really bad stage fright anyway. so | have
the perfect gig!

R&R: Radio is a business of communication.
Few stations have been able 1o connect, touch.
and communicate with the audience like vou so

S S— m— ——— e

often do through vour work. Is this “connec-
tion" something vou can describe in words?

DW: | just write honest songs with real emo-
tions, and if a song is well-written and has these
qualities, it’s going to touch a chord emotion-
ally in people.

R&R: How do you define a hit record?

DW: You can't define it, but you can feel it.

R&R: How do you rate record companies’ overall performance when
promoting a song today?

DW: It’s the toughest job in the world to get a record through. A ot of com-
panies are great at promoting records. The ones 1 respect are those that don't
give up and stay in for the long haul when they really believe in a record.

R&R: How and when did yvou discover vou had this incredible
ability 1o write music that has such a profound effect on people?

DW: When I was a kid. I just always wanted to be a songwriter. [ started
playing guitar at around 10 or 11 and used to make up little songs. When |
was about 14 years old. I got intensely serious about it and have been ever
since. It was just something I knew | needed to do

R&R: You are well-known for working long hours. How do vou get start-
ed? When do you feel vou do your best writing?

Continued on Page 46
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WJJS KLUC

KTFM KMEL

KYLD WMYK

7;,“.'*' .‘ o .5‘4 p ‘ d 3 ! e . ' ’ . ' ,‘ l ‘- I ‘ ‘
KBOS |4 X = .t Y O MECH i

LAURNEA MICHAEL PENN

epic records group

http:/lwww.sony.com “Epic” and 3£ Reg. U.S. Pat & Tm. Off. Marca Registrada/ © 1997 Sony Music Entertainment Inc.
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intemational Success Story
Here is a sample of Diane Warren’s currently charting singles,
plus forthcoming domestic and international releases:

Continued from Page 44

DW: I work all the time. Ideas come from anywhere at any time and the trick is to be open to receiving them. My “FOVIS'I“I': l':"“”
oridwiae
Performed by Monica
Warner Bros. Motion Picture “Space Jam”

belief is that the more you work and the deeper you dig, the more you’re going to get.
R&R: Where do you write the most?
DW: Mostly at my office. It has a great vibe and I'm happier there than anywhere in the world. Tapes are all over

the place, it’s not very clean, but I love it there and do my best work. I live in a great house, but I'd much rather be at “Un-break My Heart”

my office. I also sometimes write at home, in the car, anywhere. Single/Worldvyide
R&R: After writing a song, do you instantly have a thought about which artist you'd like to have perform it? Performed by Toni Braxton
DW: Yes, I usually know who the song would be right for. It’s like casting a part in a movie. The one thing that “When | Die”

always has worked in pop music and always will work, is that perfect combination of the right artist and the right Single/Europe

song. If I feel I have the right song for someone, I'll either call them or a lot of times they’ll get in touch with me. Performed by No Mercy
R&R: Do you remember the first time you heard one of your songs on the radio? “Quand J'Ai Peur De Tout”
DW: The one I remember was “Rhythm Of The Night,” driving down Sunset Blvd. and almost crashing my car Single/France

because I was so excited. And then turning to two other stations that were playing it, too. It was the coolest feeling (Too Lost In You) (Top 20)

and still is. Performed by Patricia Kaas

R&R: Now, with so many hits under your belt, does every hit still feel as good as the last?

DW: Yes it does and yes it is. [ still get as excited as I did when I heard my first song on the radio. And I think I L L2 oIS A
always will. What I love is when I'm in my car and someone next to me is in their car singing along to one of my All-4-One Single b 597
songs. That’s the best. Anita Baker LP ot 6/97
R&R: After you hit it big, what was the first “extravagance” vou treated vourself 10? Brandy LP i 6/97
DW: A car that was not a used car. Brian McKnight LP ke 6/97
R&R: Was there a song that almost didn't make the album cut, then at the last minute was added and turned out Clitf Richard LP UK & EUROPE 4/97
i . En Vogue Lp WORLDWIDE  6/97
DW: “Because You Loved Me” got on Celine’s album after the album was done and the first single had already =
been picked. It was questionable for a moment that it would get on, but it did and look what it did for Celine and her e e S PR —
album (and for me!). Faith Evans LP USA 4/97
R&R: With all of your success and Gary Barlow LP WORLDWIDE 6/97
the financial rewards that have come Jane LP FRANCE 4/97
That Warren Touch with it, how do you maintain your JonB. L WORLDWIDE  6/97
Here are a few of the Top 10 songs Diane Warren has written: mg&mﬁ"? . Kathy Troccali LP El 597
: ' love to write songs. Money
“Any Other Fool” Sadao Watanabe w/Patti Austin never motivated me and it doesn’t Leton Pt L —!
. 3 : Lisa Stansfield LP WORLDWIDE 6/97
“Because You Loved Me” Celine Dion motivate me now. I just love going -
“Blame 1t On The Rain” Milli Vanill in my room with nothing and walk- Maflanna LP MEXICO & SPAIN 4/97
“By The Time This Night Is Over” Kenny G/Peabo Bryson ing out of it with a. great song. That’s Native Single FRANCE 4/97
what gets me going and keeps me | Pure Soul LP 6/97
Completely Hichae Behen going. Samantha Cole LP WORLDWIDE 597
“Don't Take Away My Heaven” Aaron Neville R&R: The retail record business is Tami —
“Don’t Turn Around” Ace Of Base struggling. Do you have any thoughts dude i LA
“Everything Changes” Kathy Troccoli on why the majority of consumers e LF 1 i
“For You | Will” Monica today are not motivated to stop by a Tony Rich LP s = 5/97
“How Can We Be Lovers” N Michae! Bolton record store and purchase some mu- Whitney Houston Single WORLDWIDE 5197
“I Don't Wanna Live Without Your Love” Chicago = - Wynonna Judd LP EUROPE i
“| Get Weak” " Belinda Cariisle n Dy oL Sepegele
“I Will Be There For You" Michael W, Smith Epotnkits (beealicRofVIdeS . . . .
= = games or computers or the latest excuse. Put good music out there, get it heard, and people will buy it. If you build
“I'd Lie For You (And That's The Truth)” Meat Loaf it they will come.
“I'l Be Your Shelter” Taylor Dayne R&R: Pop music is constantly changing. For example, there have been trends (or fads) like disco, punk, alterna-
“I'll Never Get Over You Getting Over Me” Expose ! tive, etc. What do you do, if anything, to stay on top of new music trends?
“If | Could Turn Back Time” S " Cher DW: L listen to everything. But the one “trend” that will always come through at the end of the day is great songs.
“If You Asked Me To” B Patti LaBelle R&R: Are your best songs always the hits?
Celine Dion DW: Some of my best songs are songs that I've had hits with. But really, some of my very best songs — no one has
“Live For Loving You" Gloria Estefan heard yet. I never give up, and if a song isn’t a hit by one artist, it can always become a hit by another.
T‘WAWE"—* S i Chicago R&R: What do you look for before you get involved with a movie soundtrack?
“Love Will Lead You Back” Taylor Dayne DW: Before I get involved, I like to know if the project is something worthwhile for me to do and if it inspires me.
“Love Can Move Mountains” Celine Dion 1 R&R: Is there a song you believed in — but no one else did — and you were right?
= — - = | DW: It’s more like I believed in it and the artist or the record company didn’t believe it was right for them. It’s
Mi P[I {is &mor - pi cl‘.‘,’,",""_"_ .| happened with some of my biggest hits, you just never know.
“N,(,)Ehingﬁr,()ken B.ut MY,Hean" e ; ce_“n' Dion 3 R&R: By the same token, was there a song that everyone except you believed in and you were wrong?
“Ehing's Gonna StO_D Us Now” ] L Starship DW: I remember when I wrote “When I See You Smile,” I thought it was an OK song. Then the group Bad English
“Reach” ' Gloria Estefan recorded it and it went No. 1. I learned to love that song! And again, you never know.
“Rhythm Of The Night” DeBarge R&R: What were your first thoughts and feelings when they called your name when you won your first Grammy Award?
“Sef The Night To Music” Roberta Flack DW: My first thought was “thank God I got out of the car and ran,” because [ was so late that as soon as [ ran in out of
Starship breath, they called my name. It was great and I'm glad I didn’t miss it.
“Solitaire” Laura Branigan R&R: What's your favorite Diane Warren song of all time?
“Through The Storm” Aretha Franklin & Eiton John DW: There are a lot. The cliche is that they're like your kids, but it’s true. I guess “Because You Loved Me” right now is
prees 5 : one of my favorites for a lot of reasons.
_lTlme' L Tendimess S| Baey R&R: {Vhich of your songs gave you the biggest goose bumps?
Ul A B DW: [ still can’t listen to Michael Bolton’s record of “When I'm Back On My Feet Again” without getting chills and
“We're Not Making Love Anymore” Barbra Streisand crying. LeAnn Rimes just did a couple of my songs and hearing her definitely gave me goose bumps.
“When | See You Smile” Bad English R&R: You never laughed so hard as when ...
“When I'm Back On My Feet Again” Michael Boiton DW: I had to keep a straight face when a certain TV star who was big in Europe did one of my songs, and I had to
“When The Night Comes” Joe Cocker listen to it in front of him. As soon as it was over, I ran out of the room and almost died of laughter.
“Who Will You Run To” Heart R&R: What does the future hold for Diane Warren?

DW: Just keep doing what I'm doing now, only better.
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IT’S NEVER BEEN HOTTER
IN THE DOG HOUSE

Robyn
“Do You Know (What It Takes)”

Tap 10 at Mainstream + Top 10 af Rhythm + Headed for #1
‘Robyn Is Here” LP hits 6/24

-t .'
The Verve Pipe
¢“The Freshmen?”

Headed for ToR 10 at Mainstream + Already Top 10 at Top 40 Adult, Toﬁ 5 Modern Adult
#] RER Callont America 4 weeks in a row + Villains” LP now PLATINUN

g

The Dave "Mttws Band
“Crash Into Me”
Debut 37 Top 40 Monitor -+ A proven HIT at 4 other formas

V-1 POWER, Rotation +Crash LP now TRIPLE PLATINUM

Rome
‘] Belong To You”

To%l 5 at Rhyth/Crossover + [macting NOW at Mainsiream
National Top b selling single -+ ¢9 Best Selling R&B Album in the Country

COMING SOON: New Hits from LaBouche, Wild Orchid, Leah Andreone and more!
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TONIC

“If You Could Only See”’

New at CHR/Pop
WZPL WPLL KZ7ZO KSMG

WSTR KZHT WFLZ KZ7ZP WQZQ
WBHT WNNK WWXM WAOA WSPK

[ On tour with | R&R CHR/Pop Debut @
‘ the Verve Pipe l R&R Alternative €)
hits GOLD this week, BB Modern Rock Monitor 3*
= over 500,000 shipped! BB Modern Adult 26 - 20* AIRPOWER!! | 4%

lémcmtlve © PolyGram company

RYAN DQWNE

“Where Am | Gonma BunTo

}fdi/)/ 74&% /ﬁn,/ See Ryan LIVE on
o MTV’s 120
KHOM KZMG KHTQ KISR Minutes
g WKZW WWKZ WQSL WWCK L=
i; KQIZ WJSE WXIS

y

1

on tour with THE WHO His J‘u//,/ / #

“Yhest do you w:mti’romme” "
...featuring Peter Hook from NEW ORDER

CHR = R&R Alternative debut @
dd date 7/1
New at:

WBCN KWOD KCXX WJSE KGDE
KNRQ WRAX KiCT WBZF

Early Believers:

KROQ LIVE105 99X KDGE X-96
KNRK KENZ WLUM KEDG WDST

Q101 WZAZ KCHZ 91X KTCL
in stores July'1

© 1997 Polydor Records, In. Manufactured & Marketed by A&M Associated Labels, a division of A&M Records, Inc., a Polygram Company All rights reserved.
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polvdor
© PolyGram company
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RATION;

Renowned consultant focuses on the power of radio

ere’s some free
advice to the CEOs
of America’s largest
radio companies: If
you want to increase radio
revenues, after reading
this interview, call
(516) 829-9191 and hire
Al Ries to promote the
medium to the CEOs of
America’s top 100
advertisers. | promise it
will be money well spent.

Ries’s Greatest Hits

As Chairman of Ries & Ries, a Great Neck, NY marketing
firm, Al Ries and former partner Jack Trout have penned
some of the best marketing boaks ever written. Here's a hib-

liography:

» “Posifioning: The Baitle Far Your Mind,"”

Because of the everyday banter that radio is not receiving its fair share
of the advertising pie, Ries candidly tells us in this exclusive interview
why we continue to lose, what to do about it, and what lies ahead for radio.

As we are all too painfully aware, the future of radio and CHR is
dependent on our people and their ability to successfully program and
effectively sell this powerful medium known as radio. Unfortunately. it
should come as no surprise to anyone that radio in 1997 is still the
stepchild of the advertising world. In order to survive in the future
in whatever position you hold at a radio station — Ries reveals we
must shoulder the responsibility to learn how to promote the medium
of radio. especially where it counts: to America’s top 100 advertisers.

Ries brings to the table over 30 years of adver-
tising, marketing, and strategy experience with
such heavyweight companies as Intel, Proctor &
Gamble, 1BM, Southwest Airlines, AT&T, and
Burger King, to name a few. Ries and his former
partner Jack Trout penned five books together be-
fore they split up their estimated $30 million con-
sultancy to form their own companies. Ries has
joined forces with his daughter, Laura. and formed
Ries & Ries, Focusing Consultants. Speaking
of focus, “Focus: The Future Of Your Company
Depends On It is Ries’s latest best-selling book.

Never one to mince words, Ries tells it like it
is about the future of radio in one of R&R'’s
most revealing interviews yet. (Thanks to con-
sultant/former WHTZ/New York Research Di-
rector Dave Elliot for his assistance on this in-
terview).

R&R: What are your feelings on the recent
and rapid consolidation of the radio business?

AR: As long as the government allows it,
there’s going to be consolidation. About 30-40 years ago, every small town
in America had a hamburger place. Today, those places are calied Mc-
Donald’s, Burger King, and Wendy’s. In a sense, every city and town has a
radio station. In the future, those radio stations might be CBS, Jacor, and
Evergreen.

Let me give you an example that could happen in the banking business:
Why do you think we have 10,000 banks? We have, roughly speaking,
about as many banks as there are radio stations. In the future, you’ll see the
same thing happen in banking that’s happened in radio — assuming the
government allows it to happen. Currently, it’s against the law to have a
nationwide bank; you must have state-by-state banks.

R&R: Will we see a different sales operating strategy for the mega-
groups?

AR: You’ll see more national sales similar to television. It’s not go-
ing to go one way or another. You are still going to have local shows
and national shows, but I see better situations for increasing national
sales revenues.

R&R: How can radio stations best focus their product and create top-

MeGraw-Hill.
* “Marketing Warfare,”

witz.
= “Bottom-Up Marketing,”
ary concept:

published by tam up, not the top down.”

= "Horse Sense,” a book that applies marketing principlas

AL Ries |

crossing marketing thinking with some
principles of famous Prussian military strategist Garl von Clause-

which revealed their revolution-
“Stratagy should be developed from the bot-
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“About 30-40 years ago, every small town in
America had a hamburger place. Today, those
places are called McDonald's, Burger King, and
Wendy’s. In a sense, every city and town has a radio
station. In the future, those radio stations might
be CBS, Jacor, and Evergreen. T

of-mind awareness with the ever-increasing competitive environment from
entities like satellite digital audio radio service, the Internet, and other

forms of media?

AR: It’s a natural thing over time to have division. Take television: When
television first started, television was television. Now we have cable and
different kinds of television. The same thing happened with telephones.
You used to just have a telephone. Now you have a telephone and a cellular
phone, two different systems. So it’s not unlikely in radio that we'll have
two different systems over time.

Look at what happened to radio — we have AM. and we have FM. So
now that we have digital radio, it is only natural and logical as the day is

long. Over time, everything divides into two or

more categories. Digital radio will be a long-term
competitor, but the radio industry is an industry,

" at least to the big players. I don’t think that’s what
they should focus on.

R&R: What should radio’s owners be focus-

fing on?

AR: Radio’s owners should focus on creat-
ing a much greater demand on the part of the ad-
vertisers to use the radio medium. I mean, it’s
pathetic. Look at the numbers. The average per-
son in America today spends 39% of their time,
their immediate time, listening to the radio. Now
you take the average national advertiser — the
100 largest advertisers, for example, spend 3%
of their budget on radio. Thirty-nine percent of
their prospective buyers’ time is spent listening
to radio, yet only 3% of their advertisers’ budget
is spent there. By the way, 66% is spent on tele-
vision.

R&R: With advertisers, why does radio con-
tinue to be treated as a stepchild?

AR: It starts with the fact that the 100 largest national advertisers all
use big national advertising agencies. Every big national advertising agen-
cy I know believes advertising is a visual medium and, to be effective,
advertisers need a powerful visual. If you analyze what goes on behind
every advertising campaign, it’s always the vision. For example, the Nis-
san television campaign — where a Barbie knock-off and a G.I. Joe knock-
off drive a miniature car — was selected by many publications and orga-
nizations as the best advertising campaign of the year. When Cadiliac
decided to spend $65 million dollars introducing their new model, the
Catera, what do they use? They used a duck! The focus of the big nation-
al advertisers is the visual, the picture. Why? Because they think the pic-
ture is more powerful than the verbal. And with that mindset, they’re
going to use TV as their primary medium.

It gets even worse for radio. When national advertisers pick another me-
dium or two to back up their TV buy, they choose other visual mediums.
They choose magazines and newspapers. When the radio rep arrives, they

say, “We can’t use radio; radio has no pictures.”
Continued on Page 50

to the marketing cf people,

* “The 22 Immulable Laws 01 Marketing,” which outlines
the basic reasons why marketing programs succeed or fail
in the competitive "90s.

Al Ries's latest book, “Focus: The Fufure OF Your Company
Depends On It,” shows managers specifically how to focus to
achieve a more powerful position in the marketplace. Bigger is
not necessarily better, and a focused company will always out-
perform an unfocused company. (Published by HarperGollins. )
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Continued from Page 49

R&R: How do you see radio’s role in the future?

AR: My point of view is totally opposite. When it comes to advertising or marketing, you don’t build a brand in
the mind with pictures, you do it with words. If I say Volvo, people say “safety.” Once you have a word like safety,
I .can drive a car into a brick wall and call it safe. The power is “safety,” not the accident. But what’s the word that
Cadillac Catera uses? The duck. And then they pick some words that don’t have any meaning. “The Caddy that
zigs.” What the hell does that mean?

R&R: You mentioned ducks for Cadillac — Budweiser uses frogs. Do these “visual” cutesy, catchy things
have any lasting value? Isn’t that a strong selling point for radio?

AR: It doesn’t make any difference if it works or not, as long as people [national advertisers, clients] believe
it works. You always face that incredible problem — that if people believe in something, if you believe you need
a visual, you don’t use radio. Up until the past couple of years, if you were a small company — let’s say the
largest radio operator represented 5%-6% of the total radio business — it didn’t make any sense for that radio
operator to do anything about [promoting] radio as a medium. Why? Because for the same amount of money,
they were much better off spending their promotion and marketing dollars trying to take business away from
other radio stations.

R&R: In this age of huge group owners, do you see that “take the money from another radio station instead
of the newspaper or TV station” mentality changing?

AR: We'll see enormous change with the big radio operators. If a big operator gets 20%-30% of the business,
they have much more to gain by doubling or tripling the revenue the radio industry gets, as opposed to taking
business away from other radio stations. That’s always true of the leader. If I'm IBM and have 70% of the
mainframe business, it doesn’t make any sense for me to make that 72%. What does make sense, and where they
spend all their money, is trying to get more people to use mainframes.

So the biggest, single change I see coming is the big radio companies are going to say, “Look, radio only gets
3% of the national advertising business. Now we have national networks; we can sell to them. What are we
going to do — try and switch their local business or their national business?”

I'd much rather get 6% instead of 3% of their business. You’re going to do that by convincing the
national advertisers they need a word instead of a picture. This is the perfect time for the radio industry to
shift direction, from beating up on each other to beating up on the other
media.

R&R: There is always so much talk about how little of the total advertising @
revenue that radio gets, but no one seems able to agree on how to get it together R te s
and make a change. Any thoughts?

AR: The bigger players are big enough, and they have an incentive to do it
themselves rather than wait for the industry to do it — that’s the difference
here. As companies grow and represent 20% and 30% of the total radio business, it becomes much more attrac-
tive for them to get more people to use radio as opposed to taking it away
from advertisers who are already committed to radio.

That’s always a hard sell: when you knock on an advertiser's door and
say, “You're using the wrong station. You should be using my station.”
And the advertiser says, “That’s what they all say.” On the other hand,
when you talk to the industry and talk to them about the virtues of radio
and the reason you can build a brand on radio, I think it’s less of a self-
serving message and much more likely to be accepted.

R&R: Did television business ever have in-fighting like radio?

AR: If you go back in history, one of the reasons for the rapid rise in
television is that all three players — ABC, CBS, and NBC — went out
and sold the virtues of television. When I was buying advertising time in
those days, ABC never came in and said, “We're better than CBS.” What
ABC said is, “You should be using television. We're going to make your
client rich and famous.” If you said “I want to use the other network,”
they said, “Fine, terrific, any network is going to make you successful.”

The way it is now, if you beat up on each other, you badmouth the
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& medium itself. You're telling people, “That other station is no damn good.”
%‘;}gﬁg‘}gg{ﬂ:‘gzna” ; Do you want to do that? No. You want to say radio’s terrific. If you don’t
use my station, use another station. I mean, it’s all good!

6  ERIC CARMEN R&R: Audio vs. visual: Can you paint a picture to understand why
Never Gonna Fall In L.ove Again .. .
(Arista) audio is better?

AR: Every successful advertising campaign has been verbally ori-

! E;C:ﬁ:n%(s;e, ented, not visually oriented. McDonald’s “You deserve a break today™

(Motown) — it’s the best thing they ever did. Miller Lite: “Tastes Great, Less

8 STARBUCK Filling.” As you go through these advertising campaigns ... Budweiser,

Mooniight Feels Right “The King of Beers” ... these are all verbal ideas. Volkswagen, “Think

{Private Stock) Smail”; BMW, “The Ultimate Driving Machine”; Coca-Cola, “The Real

Thing”: Pepsi, “The Pepsi Generation™; Avis, “We Try Harder”; 7-UP,
“The Un-Cola.”

9 ANDREA TRUE CONNECTION
More, More, More (Part 1)

Buddah B
— I can give you enormous numbers of successful advertising programs and
10 GARY WRIGHT they are all verbally oriented. On the other hand, I can give you a Iot of dumb
?%ILZ,A gxgs ) 1deas that don’t work that are visuals: Budweiser uses ants, dogs, and frogs,

and their sales go down. Budweiser hasn’t had an up year in the past five

www americanradiohistorv com

Focusing Consultants

11

The average person spends 39%
listening to the radie. The 100 Iargest adver_ttsers
spend 3% of their budget on radio. Radio

owners

should focus on matmga much greater demand on
the part of the advertisers fo use the radio medium "y

years, and they’ve jumped on every animal you can possibly imagine.

R&R: We've established the power of audio and radio. Now, how do
we get the message to the national advertisers that control the advertis-
ing dollars?

AR: You don’t. One of the most fundamental principals of life is you
don’t try to change minds. If I were a Westinghouse/CBS, I wouldn’t
spend five cents appealing to an advertising agency. I'd talk directly to
the client. If you’ve got a big deal, let’s not screw around. If Westing-
house/CBS is a big deal, a shift in strategy is necessary. You can’t just go
running to your old people and your old contacts who you’ve been sell-
ing radio to for years because they’re not going to change their minds.
You don’t want to go to the ad agencies because their mind is already
made up on television.

I would start with the 100 largest national advertisers — that’s only
100 companies. I would start there and 1 would start with the chief
executives. Why? Proctor & Gamble spends over a billion dollars a
year on advertising. The chief executive of that company is concerned
about that money. If you think they’re in love with their advertising
agencies, you're wrong. They hate the agencies. They think they're ter-

rible. They don’t know what to do, and

I believe they’re very vulnerable to a

&% 4 pitch by a big radio organization say-

Rles ing, “You’re going about this all wrong.
You’re spending all your money ...”

Let me reverse it for a minute. It’s not
that they’re wasting their money on tele-
vision. That’s not the message. The message is theyre using the wrong
approach. Marketing is a verbal thing. You need to get the chief execu-
tives of these big national advertisers and give them the pitch that all the
successful advertising campaigns are verbal and all the unsuccessful ones
are visual. You need to explain this to them and ask why, after all this,
does their advertising agency and every other agency in town insist the
secret of success is these visuals?

Remember: Many of the CEOs of these top 100 companies are old,
and they remember some of the powerful, classic radio commercials
such as “Pepsi Cola hits the spot,” and they’ll remember “You deserve
a break today.” They won’t, however, remember the ducks and the pi-
geons and whatever else was in the “visual” TV spots. Believe me, this
is an easy sell.

The hard thing is to get to them. It’s a total change of strategy. Where
do you think radio is selling today? Radio is really focused on the small-
er regional and local advertisers. They’ve almost given up on the national
advertising. Radio gets 7% of the total business, but only 3% of the big

Continued on Page 52

Who: Wolfman Jack

What: DJ Icon In Action
Where: WWSW/Pittsburgh
When: 1891
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Already Playing On:

WXKS /Boston KRBE/Houston
B97 /New Orleans WAPE/Jacksonville

and 64 others!
LeAnn’s New Single “How Do I Live” In Stores Now
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Continued from Page 50

RATION,

national advertisers’ dollars. Why do that? Why focus on the small fry when you really should be knocking off
the big boys. Let’s go elephant hunting here!
R&R: Where has radio gone wrong promoting itself as a medium? [sn't that what the RAB and NAB are all

about?

AR: I was at the RAB meeting in Atlanta in February. There must have been 2000 people there, right? Would
you believe I didn’t see one sentence or story about that meeting in any of the national ad publications like
Advertising Age and Ad Week? Not one mention. Two thousand gathered in Atlanta to talk about a medium

called radio, but it was not important enough for those magazines to mention.

Here’s the irony: The chairman for Crane Communications and the editor in chief of Advertising Age per-
sonally own two radio stations in Florida. Tactically, if you were Michael Jordan, head of Westinghouse, or
Mel Karmazin, wouldn’t you think to call Crane and say, “Hey, are you going to attend this meeting? I'm
throwing a little dinner party tonight for some of the key people in the radio business, and I want you to join us.”

Ad Week has an office in Atlanta, and they didn’t show up! You’re never going to increase your share of the

national advertising volume unless you at least get mentioned in Advertising Age and Ad Week.

R&R: What about broadcast vs. newspapers and magazines?
AR: Again, if you take those numbers, the average person spends 90% of his or her time with radio and
television and 10% with newspapers and magazines. But the advertisers spend roughly 55% on broadcast and

45% on print. So the print medium is very vulnerable in terms of advertising. Further-

more, television can be a very effective medium if used right.

My message here is not that advertisers shouldn’t use television, but if advertisers
are focused on a word in the mind as a way to market a product, then they’ll use both
radio and television effectively.

R&R: Let’s switch gears and go inside the stations themselves: What should they be
thinking about in the next few years as far as marketing and promoting their radio

stations?

AR: They should have a narrow focus. Virtually every station is narrowly focused
— not just music, but the type of music, news, and talk. You can’t run a successful
radio station today without a narrow focus. It’s funny: This generates a lot of loyalty
and a lot of consistent radio listeners: they like their particular station. Not every-
body likes every station, but listeners of a particular station tend to tune into that
station all the time. Radio has done a great job of that. The missing ingredient, of
course, is increasing radio’s share of the total business, which a local marketing
person can't do much about, either.

R&R: What is the difference between promotion and marketing ?

AR: Marketing is the process of building a brand in the mind of the customer.

This Week In ...

1977

a3

10

FLEETWOOD MAC
[reams
(Warmner Broz. )

ALAN O'DAY
Lingarcimar Angel
(Pacific)

STEVE MILLER BAND
Jat dirliner
(Capitol)

ANDREW GOLD
Lonely Boy
(Asylum)

BARRY MANILOW
Looks Like We Made It
(Arista)

SHAUN CASSIDY
Da Doo Ron Ron
(Warner Bros.)

EAGLES
Life In The Fast Lane
(Asylum)

BILL CONTI

Gonna Fly Now
(Theme From “Rocky”)
(United Artists)

STEVIE WONDER
Sir Duke
(Tamia/Motown)

KC & THE SUNSHINE BAND
I'm Your Boogie Man
(TK)

Promotion and advertising are the tools of do-
ing that job. Just like in a military situation:
You have the strategy, but then you need the
tanks and planes and infantry to accomplish
the objectives you set out to accomplish. So the strategy is one thing,
but the promotion and advertising and merchandising are the way you
build the brand in the mind. .

R&R: What about life cycles in the future with music and technology?

AR: That depends on how things are handled. I fault a lot of these
rock groups and record companies with oversaturating their market with
product. One example of a guy who was handled perfectly was Elvis
Presley. [His manager] Col. Tom Parker never let him perform more
than three or four times a year or something like that. He kept the reins
on what Presley did, and as a result, he was a superstar practically from
the day he cut his first record to the day he binged out. If you handle
yourself right and don’t do too much, you can stretch your career out
forever. Look at the Rolling Stones: They 're fantastic today, and they’ll
do well tomorrow.

What you want to do here is keep your act from being a fad. You want
to make it a trend. You don’t want it to be too popular too fast. Things
that usually go up like a rocket, usually come down like a rocket.

feeel,
F e

R&R: Leave them wanting more?

AR: Oh, yeah! Absolutely! You give them too much, and they get turned
off.

R&R: Recently we’ve seen a trend of stations called “Alice” and “K-
Rock,” which is now in L.A., Chicago, Detroit, and New York. Do you see
this trend as a good idea for the companies?

AR: Yes. They are doing the right thing by burning the brand in the
mind.

R&R: From a marketing and promotion standpoint, are radio compa-
nies going to have to look, act, and think more globally?

AR: With any radio station or network, there are two issues in market-
ing: One is marketing the station to the listener, and the other is market-
ing the advertising to the advertisers. One of the advantages of having a

www americanradiohistorv. com

THE FUTURE OF
YOUR COMPANY
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When it comes to advertising or marketing, you

don’t build a brand in the mind with pictures, you do it
with words. If | say Volvo, people say ‘safety.’ Once
you have a word like safety, | can drive a car into a
brick wall and call it safe.

national Howard Stern show is that we can market a national Howard
Stern show, and that’s something we haven’t seen very much of. I don’t
know how much money, if any, [Stern’s syndicators] spent on marketing
nationally to listeners, but I don’t believe it’s very much.

I think as shows like these build up a head of steam, they could afford
to spend a lot of money [asking listeners] to tune in to the Howard Stern
show like the TV networks do. You’ll be amazed how much money is
spent on TV network and cable “tune-in” advertising. Radio stations typ-
ically spend very little.

R&R: How do you define “tune-in” advertising?

AR: “Listen to this show at 9 o’clock in the
morning or 10 o’clock at night.” For example, look
at the ads in TV Guide and pick up any newspaper
or channel guide. They all carry a lot of ads for
“tune-in” advertising.

R&R: Your thoughts on the Internet?

AR: You have to think of the Internet as differ-
ent. Every medium is different. Every medium has
its uses. While I'm critical of newspaper for a gen-
eral marketing person, newspapers are powerful
for classified ads. If it weren't for the classified
advertising, newspapers would really be up the
creek these days. Can you do classified advertis-
ing on radio or television?

Magazines are very good for selectivity. If |
want to reach the nation’s brain surgeons, believe
me, “Brain Surgeon Monthly™ is going to be a very
powerful medium as opposed to anything else. So
tils each medium has its strengths and weaknesses. |

see the Internet good for two things: One is e-mail,

for personal messages back and forth: the second
is for information — it’s like an electronic yellow pages. The Internet is
much more likely to put the telephone yellow pages out of business than
radio, television, newspapers, or magazines.

R&R: Retail is hurting bad these days. Any thoughis?

AR: That blows hot and cold. The drivers of the music/CD business
are stars. You give me six more Beatles groups or a couple of Elvis Pres-
leys, and CDs are going to fly off the shelves.

R&R: What about size of stores? Is bigger better?

AR: Bigger is generally better. But what I don’t like are the stores that get
into a lot of other stuff. I think you’re better off with a pure music store.

Who: Randy Michaels

What: Owner/Midday
Talk Show Host

Where: WLW/Cincinnati
When: 1985
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The Safest CHR/Pop & Rhythmic S Rt Yo o

34 DEEP BLUE SOMETHING

S o n g s | n A m e ri c a . irfi'f?f(t)ﬁ‘tgiﬁany‘s (RainMakerlInterscope)

. _- . I Can Love You Like That (Blitzz/Atlantic)
Through exclusive and unprecedented research accessed exclusively for the CHR Special, 36  DISHWALLA

R&R has assembled a CHR/Pop Top 50 Safelist and CHR/Rhythmic Top 50 Safelist of Counting Blue Cars (A&M)
America’s top-testing songs. You will notice the lists include a sample of currents, 37 COLLECTIVE SOUL

December (Atlantic)
recurrents, and some gold. T
Each list was tabulated using responses from over 1000 I u2 Red Red Wine (A&M)
listeners located in major East and West Coast cities. The With Or Without You (Island) 39 PRINCE
CHR/Pop Safelist included a sample of 18-34 females. The 12 ALANIS MORISSETTE 1999 (Warner Bros.)
CHR/Rhythmic Safelist sample included 18-34 year-old adults, Head Over Feet (Maverick/Reprise) 40 MODERN ENGLISH
equally balanced with 50% women and 50% men. Each of the 13 SHERYL CROW I Melt With You (Sire/WB)
lists ure‘lessA than 120 days old. and Fhe songs are ranked in . If It Makes You Happy (A&M) 4] SPIN DOCTORS
orfiel' of their test scores. One other important thing to keep in 14 4 NON BLONDES Two Princes (Epic)
mind about both lists is that every song was rated by the entire 5
sample. so these are truly the biggest 1;asq-appeal hits WA T ) . —
’ = a a I5 TRACY CHAPMAN One (Island)
Fast Car (Elektra/EEG) 43 2 UNLIMITED
CHR/ Pop 16  PRINCE Get Ready For This (Radikal/Critique)
RANK ARTIST Tide When Doves Cry (Warner Bros.),
17 BRUCE SPRINGSTEEN
| ALANIS MORISSETTE Secret Garden (Columbia)
Ironic (Maverick/Reprise) 18 NODOUBT
2 ALANIS MORISSETTE Don'’t Speak (Traumalinterscope)
You Learn (Maverick/Reprise) 19 NATALIE MERCHANT
3 ALANIS MORISSETTE Carnival (Elektra/EEG)
You Oughta Know (Maverick/Reprise) 20 BRYAN ADAMS
4 ALANIS MORISSETTE Have You Ever Really Loved A Woman? (A&M)
Hand in My Pocket (Maverick/Reprise) 21 BRYAN ADAMS
5 "ERIC CLAPTON (Everything | Do) | Do It For You
Tears In Heaven (Reprise) (Morgan Creek/A&M)
6 JEWEL 22 BRYAN ADAMS
You Were Meant For Me (Atlantic) Summer Of ‘69 (A&M)
7 TRACY CHAPMAN 23 RED HOT CHILI PEPPERS
Give Me One Reason (Elektra/EEG) Under The Bridge (Warner Bros.)
8 PETER GABRIEL 24 STONE TEMPLE PILOTS
In Your Eyes (Geffen) Plush (Acoustic Version) (Atlantic)
9 CARDIGANS 5 V2
Lovefool (Mercury) I Still Haven’t Found What I'm Looking For
{0 CRANBERRIES (Island) 44  GREEN DAY
Dreams (Island) 26 10,000 MANIACS "When | Come Around (Reprise)
These Are Days (Elektra/EEG) 45 PEARL JAM
27 NATALIE MERCHANT Daughter (Epic)
Wonder (Elektra/EEG) 46 SOFT CELL
28 JEWEL Tainted Love (Sire/WB)
Who Will Save Your Soul (Atlantic) 47 PRINCE
29 SHERYL CROW Kiss (Warner Bros.)
Strong Enough (A&M) 48 MELISSA ETHERIDGE
30 MADONNA I'm The Only One (Island)
Like A Prayer (Sire/WB) 49 MELISSA ETHERIDGE
31 'TIL TUESDAY I Want To Come Over (Island)
Voices Carry (Epic) 50 PRINCE
32 SPIN DOCTORS Little Red Corvette (Warner Bros.)
: Littde Miss Can't Be Wrong (Epic)

MAIN STREET

Main Street Marketing & Promotion, |

The Multi-Formatic Independent Intersection | LEARNING CONFERENCE |

of the Radio and Music Industries, Faculty - Mike Veeck, Dan Vallie, Dave Shakes, Jaye Albright,
proudly coordinates - Liz Janik, Norm Freuer, Bill Richards, Guy Zapoleon,
Paige Neinaber, Randy Lane, Tom Calderone, Steve Dinetz,
Tony Novia, Fred Jacobs, Carol Archer, Mancow, Phil Walden,

CONCL AVE 1 99 T3 Dave Beasing, Rhody Bosley, Boone & Erickson, Bob Michaels,
e RO Sky Daniels, David Martin, Kipper McGee & more
JULY 17-20, sT. PAUL, ulN Tuition: Only $229!

o : $269 afterJune 30th, $299 at the door
Conclave Headquarters: The Radisson St. Paul (sold out) Special $99 Educator/Student/Unempioyed Tuition
Nearby hotels - The St. Paul Hotel 612-292-9292 _
! Embuassy Suites 612-224-5400  Kelly Inn 612-227-8711 CALL 61 2 927 4487
Y e FOR DETAILS, OR TO REGISTER!

WwWWW. americanradiohistorv.com
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CHR/Rhythmic

RANK ARTIST Title

NOTORIOUS B.1.G.
Hypnotize (Bad Boy/Arista)
BLACKSTREET

No Diggity (Interscope)

L.L. COOL )

Loungin® (Def Jam/Mercury)

KEITH SWEAT

Twisted (Elektra/EEG)

MCLYTE

Cold Rock A Party (EastWest/EEG)
PUFF DADDY

Can’t Nobody Hold Me Down (Bad Boy/Arista)
TONY TONI TONE

Let’s Get Down (Mercury)
NOTORIOUS B.I.G.

Big Poppa (Bad Boy/Arista)
BLACKOUT ALL-STARS

| Like It (Columbia)

KEITH SWEAT

Nobody (Elektra/EEG)

FUGEES

Kitling Me Softly (Ruffhouse/Columbia)
EN VOGUE

Don't Let Go (Love) (EastWest/EEG)
MARY ). BLIGE

Not Gon' Cry (Arista)

AALIYAH

If Your Girl Only Knew (BlackGround/Atlantic)
EVERYTHING BUT THE GIRL
Missing (Atlantic)

20

21

22

23

24

25

26

27

28

29

30

31

32

33

34

35

AMBER

This Is Your Night {Tommy Boy)
REAL MCCOY

Another Night (Arista)

CECE PENISTON

Finally (A&M)

BOYZ II MEN

Uhh Ahh (Motown)

LE CLICK

Tonight Is The Night (Logic)

LA BOUCHE

Be My Lover (RCA)

LIVIN' JOY

Dreamer (MCA)

MARVIN GAYE

Sexual Healing (Columbia)

NO MERCY

Where Do You Go (Arista)

2 UNLIMITED

Get Ready For This (Radikal/Critique)
L.L.COOL}

Hey Lover (Def Jam/RALIMercury)
2PAC

California Love (Death Row/interscope)
FUGEES

No Woman No Cry (Ruffhouse/Columbia)
TONI BRAXTON

Un-break My Heart (LaFace/Arista)
PRINCE

Kiss (Warner Bros.)

BABYFACE

This Is For The Lover in You (Epic)
HADDAWAY

What Is Love (Arista)

COVER GIRLS

Show Me (SutralFever)

NAUGHTY BY NATURE
Everything’s Gonna Be Alright (Tommy Boy)
NAS

If | Ruled The World (Columbia)

Mary J. Blige

36

37

38

39

40

41

42

43

44

45

46

47

48

49

50
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Prince

HEAVY D & THE BOYZ

Now That Wz've Found Love (Uptown/MCA)
GINUWINE

Pony (550 Music)

MARK MORRISON

Return Of The Mack (Atlantic)

DR. DRE

Nuthin® But A ‘G’ Thang (Death Row/Interscope)
LIVIN’ JOY

Don’t Stop Movin’ (MCA)

FUN FACTORY

Closz To You (Curb)

MONTELL JORDAN

This Is How ‘We Do It (PMP/RAL/Island)
PRINCE

When Doves Cry (Warner Bros.)
MARY ]. BLIGE

Real Love (Untown/MCA)

ROBIN S

Show Me Love (Big Beat/Atlantic)
FATHER MC

Everything’s Gonna Be Alright (MCA)
L.L.COOL)

Doin’ It (Def Jam/RALIMercury)

AZ YET

Last Night (LaFace/Arista)
GINUWINE

Tell Me Do U Wanna (550 Music)
BLACKSTREET

Don't Leave Me (Interscope)

VP E~nTERTAINMENT, INC.

National Promotion and Marketing

Alan Rommeltanger

Santa Barbara, Ca 93108 ¢ Phone: 8055659552 ¢ Fax: 8055653382

Sam Kaiser

www americanradiohistorv com
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Introducing
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TV Guide called their television debut on the ABC drama Relativity, “sublimely soulful” and “spine-tingling

It gets better...

SweeT sSeXY THING

is the first track from the debut album

NUFLaVOR

L

NO MATTER WHERE YOU HEAR IT —
EAST, SOUTH, NORTH OR WEST, SWEET SEXY THING IS A HIT.
HEAR IT ON THE FOLLOWING STATIONS:

KSFM/Sacramento KS107/Denver KUBE/Seattle
WNVZ/Norfolk Z90/San Diego KPTY/Phoenix
WFLZ/Tampa WKSE/Buffalo WJJS/Roanoke
KIIS/Los Angeles WzZJM/Cleveland WFHN/New Bedford
KZHT/Salt Lake City KHFV/Austin WSNX/Grand Rapids
WDRQ/Detroit KHTS/San Diego KRQ/Tucson
WHHH/Indianapolis WPOW/Miami ..and many more!
KKFR/Phoenix WILD 107/San Francisco
2 o

S— . - b '
e =&y o L ¥ R
! ; 5 pdp ..b'y Gary St. Clair and Jose Quintana for Hif Boy lnternano:ﬁl_;;lr
o ; gement: Vincent Corry  International New Soupd Managem}at E
4 d % g 454 www. RepriseRec.com/NuFlavor ¢ leﬁ@epnse Records«‘ =
8 3 8 pas

24 ¢ g
8 . W2 oo gy
. ('o@ 7 ] . - , 3 y .v
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Two top consultants each pick a city, then lay out
their strategy for building the perfect station

ou, your co-workers,

and friends do it. The

trades constantly

allude to it. But to the
best of my knowledge, this
is the first time someone
has agreed to come out of
the closet and do it. “Do
what?” you ask. Find the
CHR hole and create a
station to fill it.

For the real deal,
| went to two of our
industry’s most
respected consulting
firms: Mike McVay and
Jerry King from McVay
Media and Dan Vallie
from Vallie-Richards.
Their mission was to
identify a market with a
CHR/Pop or Rhythmic
hole and design a radio
station — from the ground
up — to fill the hole.

The mighty McVay
Media duo chose
Milwaukee, while the
valiant Dan Vallie
tackled Atlanta. Check
out the blueprint each
set up for how they
assessed the current
market situation and the
hole they found.

Something’s Brewing In Milwaukee

The demographic and gender makeup of a market is important in de-
termining the opportunities for a CHR radio station. A determination must
be made as to the 18-34 audience available and the actual demographic
and population makeup of the total market. The younger a market is, the
better the CHR station will do. However, successful CHRs are comprised
of more than just teens. We look at the number of 18-24-year-old females
available, 25-34 population, and the teen cell when determining the avail-
able audience.

Market Features

College towns, military towns, towns with a massive population base
(top 15 markets), and the population that resides inside a station’s signal
coverage are all factors in determining the growth opportunities for a CHR
station.

Market Competitors

Since we're assuming the market has no CHR, the strength of the Hot
AC and Rock stations must be taken into consideration. Southwestern and
Southeastern region markets also require the programmer to evaluate the
strength of any Country stations in the market.

Sizing Up The Competition

For Milwaukee, Hot AC WKTI arguably leans Mainstream AC, and Ur-
ban WKKY leans in a CHR/Rhythmic direction (Editor’s note: There’s also
Hot AC WMYX and new Pop/Alternative entry WXPT).

Arbitron Winter ’97 summary:

* Classic Rock outlet WKLH topped the market 25-54.

* Active Rock WLZR and WKTI followed at second and third, respec-

tively.

* WMYX was fourth 25-54 and was flat at a 5.4 12+, which placed it

immediately behind WKTI in those demos.

* AC WLTQ trended 3.1-3.9 12+. WMYX and WLTQ will put pressure
on WKTI to keep it from moving too far in blocking a CHR attack. If WKTI
moves too far, WMYX and WLTQ stand to profit.

The profile of Milwaukee looked strong for a CHR station. The fact
that University of Wisconsin’s Milwaukee campus boasted 25,300 stu-
dents and Marquette University has an enrollment of 11,775 certainly were
advantages.

Key fact:

* Market population: 1,470,000

* Median age: 34.3 years

* 21.8% of the market is between the ages of 12-24. This is a large part of

the population that is served by no singularly focused radio station.

» The market is 84.7% white, 12% black, and 3.3% Hispanic.

Programming

We continually focus on the following four building blocks for our pro-

gramming modular: Music, information, personality, and promotion. The

June 20,1997 R&R ® 57

EX e T

strategy for the sta-
tion in this particular
situation would be to
drive under WKTI,
taking its 18-to-34-
year-old women and
target the non-Urban

.
!
|
|8
|8
|
|
!
|
|
I
!

P2s and P3s of e T T e s wom t
WKKV.

The station would Mixke McVay
be heavily dayparted,

with a mass-appeal morning program. Through middays it would take an
Adult CHR stance; increased energy level and entertainment value in after-
noon drive; a nighttime personality who is as high profile as the morning
talent; and an overnight show that is capable of becoming the “party sta-
tion” for the non-HDBA listener.

The library music would be researched prior to start-up. It would be our
recommendation that the station conduct weekly callout research, utilize
R&R’s Callout America for national music research, and evaluate the charts
to understand the priorities of the record labels. The philosophy would be
one of instant gratification: Play people’s favorite songs, and play them fre-
quently. The music library should be from the TM Century Gold Disc ser-
vice or loaded by digital studio.

The positioning statement, if available in the market, would be either “To-
day’s Best Music” or “Today’s Hit Music.” The handle “The New” would
be in front of the station’s name. We would look for a memorable name that
targets the market similar to what WOKY {pronounced WAUKEE) had go-
ing for it in the "60s and *70s.

New Milwaukee CHR Sample Hour

SAVAGE GARDEN | Want ¥ou

MELISSA ETHERIDGE | Want To- Come Over
NO DOUBT Con't Speak

REAL MCCOY Another Nighf ™

SHERYL CROW A Change WoulZ Do You Good
BILLY IDOL Mony Mony

HANSON Mmm Bop

MARIAH CAREY Someday

OMC How Bizarra ¥

MARK MORRISON Return Of The Mack
SMASHING PUMPKINS 1979

MADONNA Express Yourself

SPICE GIRLS Say You'll Ba Thems:

GIN BLOSSOMS Follow Yeu Down

DIANA KING Shy Guy

LOU GRAMM Midnight Biua

Continued on Page 59
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New at Crossover

New at Pop

Q102/Cincinnati WJMN/Boston
KKRZ/Portland Z90/San Diego
KESR/Little Rock Most
WWCK/Flint Increased

Everywhere!

WYKS/Gainesville

New at Adult Alternative New at Alternative
WXRV/Boston WMRQ/Hartford
WXKR/Toledo KQRX/0Odessa
KTHX/Reno XHRM/San Diego

Ziggy Marley! 4 Formats' On Fire!

-‘_|3bwn\' STORES Yt

UCED BY STEVE FHOMPSON AND MICHAEL BAR
RODUGER BT THE MELODY WAKERS

GEMENT. ADDIS GESSESSE
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‘Continued from Page 57

Programming Pointers
The production value would be high. We would utilize a pro-
duction service like Audio Clip Art for sound effects and to
add spice to our on-air showbiz. Music beds would be utilized
under jock talk. A new energetic shotgun jingle package would

g

- be purchased from either Jams or TM Century, depending on

I

v‘favailability. The voice talent would likely be an energetic and

=% uptempo female, i.e., Randy Thomas, in conjunction with a

B Ad 4

e,

e YRS

high-profile showbiz superstar like Mark Driscoll. We would
carry no speciality programming as the station launches, but
may add a countdown show after the first six months. The main
reason to run mean and lean from a music standpoint

would be to clearly define who we are. -

The stopset structure would be to air two commercial
clusters per hour. It would be our recommendation that
the station come up with a clever name similar to “Total
Hit Music Hour” and tout, *“We only stop the music once
inside a Total Hit Music Hour.” The concept is that the
hour kicks off at the conclusion of the :50 stopset, pauses
briefly at the :20 stopset, resumes at the stopset exit at
:25, and the hour concludes at :50 prior to entering that
particular stopset. Yes, I understand that you are really
stopping the music twice, but if you think the TV show
“60 Minutes” is really 60 minutes ...

We like the “Listener Suggestion Line” as a way to
build a station. Listeners would call the radio station and
offer their comments and suggestions on what they would
like to hear on this new station. It would be wrong for us
to take shots at our competition, but listeners could note
how very tired they are of hearing wimpy music on the
other stations. The Listener Suggestion Line should fea-
ture an 800 number so that people in the Greater Mil-
waukee area can phone without paying a toll.

The station should kick off with a number of days commer-
cial free. The number of days should match the station’s fre-
quency; i.e., “103 days commercial free,” and it should be touted
as a “Free Sample.”

The information offered will be lifestyle in nature, but will

contain a maximum of one minute of real news at the front of

each cast. Two newcasts an hour, a 90-second total package,
should air in mornings only. The exact placement of the news
should be immediately prior to that of WKTI. Get into the news
before them and beat them back into music. Air the news at the
conclusion of a stopset.
Personality Is Key
The personality should be focused into two dayparts. Morn-

Mike McVay
® KTNQ/L.A.
® WAKY/Louisville

o WMJI/Cleveland
® \WCHS/Charleston

NATIONAL MUSIC
MARKETING INC.

e e e e e e e e

e \WABB-AM & FM/Maobile
® WhJi/Cleveland

® Rohinson Broadcasting
Corporate Programmer for
WMJI & KWK/St. Louis

ERATION, N

ing drive will actually be the second personality focus of the
station, with 7pm-midnight being the primary focus. The rea-
son for focusing on nights is because that will be the daypart
where you will create the most talk and have the greatest op-
portunity to change the habits of the competition’s listeners.
Changing someone’s mormning drive habits is very difficult and
takes time. Having someone change in a fringe daypart is much
easier. A high-profile, nighttime personality with a unique and
memorable name increases the opportunity for quick success.

The moming drive program should be contemporary and
youthful-sounding, have the ability to entertain in an efficient
and brief fashion, and feature a lot of music. The No. | show

Jerry King with Harry Connick Jh.

you will be challenging will be that of WKTIL. The morning
show on that station is one with great market heritage and is an
excellent program. The challenge will be strong, and the team
you are competing against will take time to overcome. The good
news is that the primary anchors of the competition’s morning
team are old enough to be the fathers of the talent we would
hire for mornings.

The personalities in middays. afternoons, and overnights
should be energetic and youthful-sounding individuals who can
play a lot of music. Please note that there is a big difference
between being “youthful” sounding and “juvenile” sounding.
The talent we employ should be talking to an immediately post-
college female. The teens will come along for the ride and will
be driven to the station by the night talent.

GM
GM

Jerry King
® WABB/Mobile

o WWWM/Taledo
® KEYN/Wichita
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“We continually focus on the following four
building blocks for our programming
modular: Music, information, personality,
and promotion. The strategy for the station
in this particular situation would be to drive
under WKTI. 4,

Marketing To Win
Marketing should focus on television and outdoors. Tele-
vision is the best opportunity to present a sample of what the
station sourds like. Outdoor will herald a “new” radio sta-
tion. Outdoor is point-of-purchase for radio, since lis-
teners have a push-buttcn tuner in their car that can bring
immediate trial.

The concept to create :mmediate trial in outdoors should
be what we call the “Quick Campaign.” The station would
post “Quick. What's at 100.1 FM?” solo for the first two
weeks of the schedule. Following that time would be the
station’s logo and music positioning statement slotted un-
der the question.

On-air contesting should be designed to build cume.
For example, one winner picking up $10,000 or an
around-the-world trip for a family of four. Something
unique that attracts attention and builds word of mouth
would be important during the rollout of the station.
Phase 1I of contesting would be to build time spent lis-
tening and that would warrant a “the longer you listen
the more you win” comest.

Community Involvement

The station should immediately become involved in

all of the important community activities. The station
should have three vans and a fleet of people who will cover
the streets daily handing out stickers and balloons. The more
places you can be seen, the more curiosity you will create,
and that will generate trial. Tying into the record labels and
working with an independent record promoter will give the
station concert appearance opportunities and enable it to af-
ford trips from Milwaukee to other cities for the big shows.

The timetable for success should be balanced over a 12-
month period. The broadcast management and programming
team for the station must make a religious-like commitment to
the strategy, and then be relentless in pursuing the 12-24-year-
old target demographic. It is extremely important that the man-
agement team and sales department remain focused on a 22-
year-old female as the singular model listener.

&WRNMX/Nashville

® WMJC/Indianapolis

* WINXJ/Miami

* KEYM/Wichita

* \icVay Media VP/Contemporary

WE’RE NOT THE BIGGEST

(and we don’t want to be)

JUST THE BEST!

www americanradiohistorv com
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CHR Rhythmic @) 521 Plays
Monitor Rhythm/Crossover 30*

New Adds: WKTU KMEL KGGI
WZIM  WXLK  WWXM

Already On: KBXX KHTS XHTZ KKFR
KSFM WWKX WHHH WNVZ
KLUC  KIKI KDON WFHN
KWIN KDGS KWIN WOCQ
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Mission CHR: Find The «..........u e st
Hole & Fill It

Two top consultants each pick a city, then lay out
their strategy for building the perfect station

uch to my

surprise, the

Vallie contingent

— Dan Vallie,

Jim Richards,
and Mike Donovan —
opted for Atlanta, where
| last programmed and
where they consulted.
Consequently, Vallie and
company have a lot of
experience in the market
and understand it as
well as — or better than
— anyone else.

Creating Hot Pop In Adanta

Vallie-Richards Consulting has a longstanding
success story in aimost all formats, especially CHR.
Among its CHR success stories: WBZZ/Pitts-
burgh, WIOQ/Philadelphia, WKSE/Buffalo,
WNNK/Harrisburg, WZYP/Huntsville, and
most recently Bonneville's WWZZ/Washington,
which took the market by storm almost immedi-
ately. Those of us in the CHR world are hopeful
that Bonneville will once again open up the door
to CHR in some of its other markets. Regardless,
Vallie-Richards’ success has opened up more than
a few eyes in the upper ranks of many group own-
ers.

Here's the Vallie-Richards game plan for their
fictional CHR signal in Atlanta.

The Facts
Format Hole: CHR
Target Demo: 18-34

Competitive Analysis
WSTR: More of a Hot AC than CHR: currently
pulls good 18-34 numbers. respectable 25-54.
WVEE: Heritage Urban. frequently leads in
females 18-34 and 25-54 and adult numbers.
WPCH: Soft AC: targeted and imaged soft and
older. with big upper-end demos.
WNNX: Alternative: appeal is primarily male.
WKHX: Leading Country station: pulls good
18-34s.
WYAY:
WALR:
WHTA:
18-34.
WKLS:
composition.

The second-place Country station.
Urban AC: targeting 25-54s.
Second-ranked Urban station: targets

Rock; heavily male in audience

Dan VaLLie

for a CHR properly largeted for loday is the music is
preferred by the target and yet is still palatable to the
upper demos because of ils pop nature. 44

WSB-FM: Mainstream AC; targets 25-54
women.
New Station Name: “Kiss”
Positioning Statement: Today's Hit Music
Vision & Concept

The reason most stations fail is not lack of strat-
egy. ad campaigns. or competition. It’s a lack of
vision and understanding and the need for concep-
tualization. Once the vision is clear. the other ele-
ments, like strategy, naturally fall into place. There
must be a clear understanding of the position in
the market the station is to fill.

The vision in attitude for “*Kiss™ is:

* A fun radio station: quality, but with a sense
of humor.

* Hip. but not too hip for the room.

« Reflective in music and presentation of
Atlanta’s Southern heritage.

* Confident. not arrogant.

* Natural. never sounding like we're trying too
hard.

While the summary words to describe the sta-
tion are fun and contemporary — like a person with
an interesting personality — this station will be
multidimensional.

Audience Composition & Strategy

The target is 18-34 adults with a primary demo
of 18-29 women. The station will be the No. | non-
ethnic station in this demo target. While not tar-
geting teens specifically. they can be used as a stra-
tegic advantage. This will become the favorite sta-

tion for most non-ethnic teens.

This younger generation will bring their adult
parents into the cume of the station — much like
they take their parents to McDonald’s or Chuck

E. Cheese, creating respectable upper-end demos
and a very large cume. This also contributes to the
qualitative profile of the station. making it a more
attractive buy.

Positioning And Music

“Today s Hit Music.” Whether you're 17 or 47,
you like to feel contemporary and “today.” The
positioner. along with the essence of the station,
make you feel plugged-in and aware.

CHR/Pop with a Rhythmic lean for the non-eth-
nic audience ... more pop than WNNX. and more
hip and current than WSTR. Music that is not be-
ing exposed to a large degree in Atlanta includes
Real McCoy, La Bouche, Mark Morrison, De-
nine, Le Click, Gina G, Livin’ Joy, and others.
While some of these songs are played. it is not the
essence of any station currently in the market. This
rhythmic/dance product. along with pop product
from Toni Braxson, No Doubt. Cardigans, Jew-
el, etc., creates a umque and compelling music es-
sence.

The era will be all '90s product. A great advan-
tage for a CHR properly targeted for today is the
music is preferred by the target and yet is still pal-
atable to the upper demos because of its pop na-
ture. What that means is once again kids and their
parents can listen to the station as well as the tar-
geted 18-34-yeas-olds.

Stationality

Designed to te: tun and contemporary in all ele-
ments of the station.
Personalities

* Real communicators, not just jocks.

« Fun, natural. and not too hip for the room.

* Great self-editors.

Continued on Page 62

Mixe Donovan
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* Intelligent: capable of delivering pop culture content in an
interesting and entertaining way.

The morning show would have compelling personalities who
can accomplish everything expected from the rest of the air tai-
ent — but also capable of delivering the balance of stream-of-
consciousness and music-intensive show. The show. of course.
would be local and relatable to the target demo and built with
personalities and the infrastructure to make it unique in compar-
ison to other stations in the market. It will include the usual ele-
ments of news. traffic. and weather. with each individual who
assists in delivering the elements bringing personality and cred-
ibility to the show.

Jingles

* Used to add to the fun and energy of the station. There will
be a combination of short jingles (not as quick as “shotguns™).
and a more deliberate jingle with bed for voiceover talent.

Signature Voices

* Both male and female. They will be voices reflective of this
generation’s attitude and approach to life, much like you would
see in any well-designed ad campaign from Madison Avenue.

Promos

* Need to be written with the attitude and delivery of the sig-
nature voices in mind — as well as the target audience and the
vision of the station’s bigger-than-life image that needs 1o be
created.

ProductionTechnique

* A valuable contributor to the essence of the station. Typical
production styles have no place on this CHR. Technique. along
with the voices and writing. will be fresh and unique.

Research

* The opportunity for CHR in Atlanta exists. There is no need
for a perception study until after the station is rolled out. A li-
brary music test. preferably, will be done before the launch.

Due to reliance on current product, the station requires week-
ly call-out research. Becuuse it's a new station. the research sam-
ple should be screened by a music montage and not station pref-
erence — as is done frequently with established stations. The
music montage helps to bring together a formerly unrecognized.

disenfranchised cume.
Kick-Off Campaign

On-air would simply. but not dramatically. be an an-
nouncement of the new station. introducing the product. the
name of the station. and the reason for its creation. The
promo(s) will run consistently for days as the new cume
comes (o the frequency. There will be no format change gim-
micks that could risk blowing off all current cume. The goal
is to convert as much cume as possible to assist in kick-
starting the station.

Outside marketing is primarily TV, since it’s the quickest
way (o generate cume ... and cume is the priority. The TV spot
must reflect the essence of the station in image and attitude.
Most likely, music videos can be used as part of the spot since
the station’s music essence is unique to the market.

Dan Vallie

s 27-year broadcast vet

* Early "80s pioneer of Hot AC on KYKY/St. Louis
* Wid '80s pioneer of Dance on WHOT/Miami

* Coined the word “stationality”

* \/P/Programming EZ Communications

* President & Founder Vallie-Richards Consulting

SR CHIRIGENERATIONIN EXTEE
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No. 2 women 18-34
B No.? ) women 18-49 .
No. 3 adults 18-34 -
 No.4 ul

adults 18-49

The new CHR will be a flanker and pull P2s and P3s from sever-
al stations. Most importantly. it will bring together a floating and
disenfranchised cume to one station.

And Predictions

When the dust clears ...

Women 18-34 Women 25-54
1.WVEE 1.WVEE
2. “Kiss” 2. WALR
3. WHTA 3.WPCH
4. WKHX 4. WKHX
Adults 18-34 5. "Kiss™
1. WVEE KISS Music Clock
2. WHTA Power
3. “Kiss” Recurrent
4. WNNX Sub-Power
5. WKHX ’90s Gold
Women 18-49 ——
1. WVEE Sub-Power
2.WALR PRl
3. “Kiss” Recurrent
4. WKHX Sub-Power
— Power
Aduits 18-49 '90s Gold
1. WVEE Power Recurrent
2. WALR New
3. WKHX
4. “Kiss” *+ Stopset ***
5. WKLS
Musiec Retations
Cutegory Per Hour (Days)  Per Hour (Nights)  Per Category
Power 3 3 7
Sub-Power 3 3 10 )
New 1 1 517
_Power Recurrent 1 1 7
Recurrent 2 2 30
’80s Gold 2 1 100

Jim Richards

= PD XTRA-FM/San Diego
= PO WEZZ/Pittsburgh
s Regional Programmer EZ Communications
® Partner and vice president
Vallie-Richards Consulting

e

Sample Hours

THE NEW “KISS”

CARDIGANS Lovefool

AMBER This s Your Night

OMC How Bizarre

CAPTAIN HOLLYWOOD More And More
NO DOUBT Don't Speak

KEITH SWEAT Nobody
BLACKSTREET No Diggity
HANSON Mmm Bop

JEWEL You Were Meant For Me
GABRIELLE Dreams

GINA G Ooh Aah ... Just A Little Bit
MONICA ForYou | Will

WSTR (10AM) 5/7/97

DUNCAN SHEIK Barely Breathing

DINO Ooh Child

WALLFLOWERS One Headlight
BLESSID UNION OF SOULS | Believe
EURYTHMICS Sweet Dreams (Are Made Of This)
JOHN MELLENCAMP Just Another Day
SEAL Kiss From A Rose

JEWEL You Were Meant For Me ]
TOAD THE WET SPROCKET All | Want
BEE GEES Alone

WHEN IN ROME The Promise

SHAWN COLVIN Sunny Came Home
DOG’S EYE VIEW Everything Falls Apart

WNNX (1PM) 5/7/97

TOADIES Possum Kingdom

MIGHTY MIGHTY BOSSTONES The Impression That | Get
SHAWN COLVIN Sunny Came Home
BETTERTHAN EZRA King Of New Orleans
NIRVANA All Apologies

DEPECHE MODE It's No Good

PEARL JAM Black

STONE TEMPLE PILOTS Big Bang Baby
PAUL McCARTNEY The World Tonight
COLLECTIVE SOUL Precious Declaration
SEAL Crazy

Reference Points

Most broadcasters like to hear other stations that will give
them an idea of how this new CHR will sound. but at the
same time, want a station uniquely designed for their mar-
ket. This station will sound like no other in the country.
because it will be conceptualized specifically for the At-
lanta marketplace — as it should be. Even so, there are com-
mon threads that run through all success stories.

CHR is once again a winning format. Designed for the
"90s. it can be a market leader, and demo leader, winning
in revenue as well as ratings.

Mike Donovan

= P Magazine Host

# Billy Packer Basketball Show Host
* National voice-over talent

* \WBT-FM/Charlotte PD

= WNKS/Charlotte PD

= fallie-Richards Associate
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Have You Heard? Kyle \/IﬂC@ﬂJ[

the first single from his self titled new album

Wake Me Up

These CHR Stations have:

Q102 40x WJMX 15x
KQKQ 29x WWCK 13x
WKZW 16x WNDU 15x

24 stations on!

New this week at:
WRQK WLSS WHz2z
WKFR WXXX

" m“o

Linda Silver/APD, WDBZ/New York City
“Kyle Vincent has provided us with a great pop record! We believe in it and our research is proving us
correct.” (#7 researching song out of 30 with core listeners, huge female phones!)
Jimmy Jam/MD, KQKQ/Omaha

“#1 researching record with core audience. Huge phones. A hit with us.”

All Songs Produced By Kyle Vincent & Parthanon Huxley & Gabriel Veltri
Executive Producer: Bill Hons

hitp://www.hcllywoodrec.com/kylevincent

www-americanradiohistorv com
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he rapid
. consolidation of the

radio industry is
nothing new to
many executives in the
recorded music
business. Many labels
operated by the six major
conglomerates
consolidated at the start
of the decade. Adapting
to rapid changes is key in

any business.
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4 BONNETYLER

. W'e K Heartache

CARLY SIMON

“ Yoy-Belong To Me -
{Elektra)

6 BOB SEGER

Still The Same
(Capitel)

7 ABBA
Take A Chance On Me
(Atiantic)

8 MEAT LOAF
Two Cut Of Three Ain’t Bad
(Cleveland International/Epic)

9 WINGS
With A Little Luck
(Capitol)

10 MATHIS & WILLIAMS
Too Much, Too Little, Too Late
(Columbia)

One thing is for certain: The radio and record industries will
remain businesses of relationships. In this in-depth overview of
top promotion executives, we examine what lies ahead for the fu-
ture of record promotion, their thoughts on the consolidation of
radio, and even their frustrations along the way.

Greg Thompson

Elektra Sr. VP/Promotion

The future of promotion is getting people to
embrace artists and to get radio to involve the
audience more so they think of artists as more
than just songs.

It’s more important than ever for promotion

executives to really know the mechanisms of the
radio stations and what groups they belong to.
We need to know how these particular proper-
ties they own reflect their philosophies. We must
understand how these corporations line up their
stations to achieve their various goals and how our artists can fit in to
their specific plan. It’s a tough time for quite a few of our radio people
out there.

GREG THOMPSON

Trying to satisfy radio’s sometimes-wanton desires in regard to con-
certs is frustrating. A lot of stations have gone from developing artists
who could do things on a shoe-string budget, to wanting major artists
who command very large revenues on a touring basis. It’s hard to force
all of our artists to be available to do radio shows all the time. They have
a hard time understanding that a station might feel like they’re being
alienated. We are now also up against these bigger groups where if some-
thing does not get done, the consequences of us not being able to come
through are that much greater.

John Fagot

Hollywood Sr. VP/Promotion

Promotion executives of the future will be responsible for exposing the
music to radio, the internet, television, and much more. We'll also witness
more people working multiformats rather than just
working a particular format, and we’ll need to
work more with the artist directly. The methods
of distribution have changed so drastically that
having an artist manufacturing and distributing
their own music is becoming more and more pos-
sible. When that happens, artists will become
their own labels and you will have promotion
people working in all kinds of ways of promot-
ing music.

With consolidation, less people will have more
power and obviously that makes you tend to go
to those people and work them harder. In the past,
you could break a record by getting one station in a marketplace to play it,
get a reaction, then and work the marketplace as a whole through sales,
retail, streets, and touring. Subsequently, that forces some of the other sta-
tions in the marketplace to play it. Now, post-telecom, it's leaning more to a
situation where you get one station playing the record and instead of en-
couraging the other stations, it discourages them because they feel like that
station has this particular slice of the demo.

JoHN Facor

www americanradiohistorv com

Jerry Blair

Columbia Sr. VP/Promotion

Today and in the future at Columbia we will con-
tinue to search for, and hire, promoticn people who
are musically astute, passionate, focused, deter-
mined. and have the wherewithal to know how to do
far more than get a song on the radio. We will con-
tinue to look for the very best people who can de-
velop artists.

These promotion professionals will also have to
remain acutely aware of the ever-changing face of
radio and other areas that expose music. With larger
groups owning more stations and placing more em-
phasis on consultants, regional and national program-
mers, our relationships and knowledge of the product will be more important
than ever. We must continue to evolve and stay ahead of the technology curve

JErRY Brar

and constantly reinvent ourselves.

In the future, 1 hope we do not continue with information overload. At the
end of the day for radio and ultimately for us, it’s the hit song that matters,
it’s all about the emotion and the passion that you feel from hearing a hit
song. I hope we can continue to get key programmers to remain passionate
about the artists and their music. It is the lifeblood of what we both do for a
living. When radio has strong ratings and is breaking the hits, and the music
is selling, together, we are an unstoppable team!

e e
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Burt Baumgartner
Work GM

Record promotion has not changed; it’s still all
about trust and relationships. At the beginning of a
record, when no one knows whether it’s a hit or
not, friends will play records for friends and help
get records started — that’s called *“old school”
technology.

What has changed is the scoreboard and the way
a record is being rotated. Up to that point it’s old-
fashioned promotion that is selling someone on a
record by an unknown artist.

Obviously, since consolidation there are a lot more PDs who are much
busier than they used to be. You have to be very appreciative of the time they
have to spare for you: They could be running four or 10 stations instead of
one. On the other hand, it has made a few programmers very powerful be-
cause there are fewer stations that are looked at by more people. These pro-
grammers set the trends and the tempo on some of these records. If you are
lucky enough to have a relationship with these certain programmers, you’re
in great shape.

What'’s frustrating? Free concerts and trying to accommodate all the de-
mands and dealing with the politics that goes into making them.

BURT BAUMGARTNER
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Rick Stone
A&M Sr. VP/Promotion

There is one thing that will not change: This is a
relationship business with a human touch — an emo-
tional response and a passionate call for reacting to
music. I don’t think technology will ever take the
place of that. Having said that, all the developing tech-
nology is a speedball and will no doubt accelerate
even more. We are all captives of that.

Duopoly has made it harder to find people because

Continued on Page 66

Ricx STONE
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they’re now doing multiple jobs. That is where relationships are even more important — it's no longer satisfying to get
a couple of minutes with someone and their mind is on another radio station. We have to work harder with them and
understand what they are going through.

Radio still has not figured out how to play 40 or 50 great records at once — instead of 30 — to get big ratings. Clearly,
there is so much terrific music out there. I speak to programmers all the time, and one of the questions I always ask is,
“How do you feel about the music?”” Not necessarily mine, but the music in general. In the last year the feedback has been
nothing but spectacular. People really feel the format has come back because the music has come back to the format.

There are two words I use in this business: patience and trust.

ot
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Steve Ellis

Mercury VP/Promotion

As there’s more and more consolidation in the business, we’re finding there’s more
internal networking amongst PDs that we didn’t see in the last couple of years. And
we’re making sure we take advantage of that networking.

Right now we’ve had a pretty good run at radio; we don’t have much to complain
about. Radio has been great to us. You can never accommodate radio as much as they’d
like when it comes to shows because you’re going to have to say no.

Probably the biggest frustration radio has with labels currently is getting answers for
their shows as soon as possible. What radio has to be aware of is we’re always very
‘ cautious about giving out shows because at any time, especially in Hansons’ case, the

band can be pulled out at any time to do something on a much larger scale international-
ly. But we try to help radio where radio has helped us.

Steve ELLis

.........

Joe Riccitelli
Istand Sr. VP/Promotion

As time goes on, the lines between the formats are becoming more blurred. This cross-pollinat-
ing between formats means promotional staffs will need to be more knowledgeable about the
artists, music, and work closer together to help cross songs from one format to another.

With more powerful owners and programmers, relationships, information, time manage-
ment, and access are going to be key areas for us to concentrate on. The bottom line is radio
stations still need the hits, and it is our job now and in the future to deliver them. The real
question is, by what technological means will they be delivered? Whatever the answer, the
human touch will always play a key role. We have to remember that each town and city is
different and we must continue to educate our peo-
ple about the geographical differences, and most
importantly, what each individual radio station is
all about.

If | had something I could request of programmers. it would be more pa-
tience. With increased competition for listeners’ time from TV to the internet,

JOE RicciTeLLi

songs are naturally going to take longer to become proven hits.

Bob Catania

Geffen Head/Promotion

The future right now looks like a return to the
past in a lot of ways. One thing that is always stressed
here in our department is the fundamentals. 1 feel
like F'am the coach of an athletic team. Baseball play-
ers take batting practice every day and there are con-
stant workouts in football.

We have to get back to really understanding the
basic fundamentals of promoting, which is building
relationships with people to better understand the chal-
lenges that their stations, in their entirety, face in their
marketplaces. Only then can you have an effective promotion staff. I don't think
the answer is going to be all this newfangled technology. A good promotion staff
will incorporate all of this new information into their daily mix anyway.

' ;She Betipves In Me
(Unitedt Artists)

5  DONNA SUMMER
Hat Stuff
(Casablanca)

6 DOOBIE BROTHERS
Minute By Minute
(Warner Bros.)

Bos Catania

7 ELECTRIC LIGHT ORCHESTRA
Shine A Little Love
ey A key challenge as a result of consolidation has been the educating process
of this company as to what all of these changes mean in terms of our business
plan. For example, why don’t records sell the way they use to in the time frames
that they used to? The reasons are the fragmentation of the marketplaces. The
lack of multiple radio exposure in marketplaces changes the dynamics of how
and when a record will sell. The days of having a record played at six different
stations in one market are going to be rare.
The cliché answer is we all hate [callout] research. It’s frustrating how peo-
ple react to research way too early. The biggest problem is 70 spins and they’re
prejudging the record. Another thing is when you work really hard to build a

8 EARTH, WIND & FIRE
Boogie Wonderland
(ARC/Columbia)

9 RANDY VANWARMER
Just When | Needed You Most
(Bearsville)

10 VAN HALEN
Dance The Night Away
(Warner Bros.)

‘.

www americanradiohistorv com

story with an act and you are successful time and time again, but you still have
to go back with that same act and prove it over and over again. I don’t have a
big problem with that because that is what we get paid for ... but at least give us
the benefit of the doubt!
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Monte Lipman
Universal VP/Promotion

When it comes to the future of record promo-
tion, I think lean and mean is the name of the game.
More people are leaning toward the specialists in
their field.

There was a point when companies had the lux-
ury of having 20-25 reps in the field, and it’s un-
fortunate for the people who have lost jobs. How-
ever, companies are finding it is more cost-ef-

fective to go with a smaller staff.

In dealing with consolidation, you need that Monte Lipman

one-on-one connection. You could still go

through the corporate office, and I know some of these companies are
starting to establish corporate MDs. But every region is different, and if
you superserve a marketplace, it is still best to get in there and get to a
person in that market.

F know some corporations are going to encourage us to go through these
proper channels, but I want my people to be hands-on: If it’s not with the PD
or the MD, try to get to some of the other people at the station. You never
know where influence can come from.

My greatest frustration with CHR radio is that people are getting more
conservative. We are finding less of those mavericks who established the
format. There are still a few left who pride themselves on breaking a record
... programmers who are really leading the way without any kind of na-
tional story. Their support is based solely on the merit of the song. We are
looking more and more for people who will do that.

Ron Geslin
RCA Sr. VP/Promotion

Everyone is going to be delivering singles via their
computers, which can and is being done now. The
role of relationships, regardless of data transmission
and communication, is going to be as important, if
not more important than ever. The two things in
which I believe are access and communication: hav- |
ing a relationship to get to the decision-maker and
the connection part is the actual listening and con-
necting with the music.

If anything, data is making that harder to do and
making the relationship part more important. In this Ron Gestin
age of e-mail, it’s harder to get more people on the phone or get them out. It’s
still a process involving a sensory perception, which is music.

Consolidation puts more power in the hands of fewer people, kind of like the

Continued on Page 69
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Continued from Page 66
old RKO days. It will be more incumbent upon us as national promotion people to be able to talk to the decision-maker.
Where you used to have three or four camps in town now you have just one.

Stations that consistently add records late while other stations are taking all the chances are frustrating. There are some
stations that don’t contribute to breaking the new music that is basically what keeps them in business.

John Boulos
Epic Sr. VP/Promotion

The future of promotion is probably not going to be that much different than what we deal
with now. What we will see is when certain stations don’t want to share certain artists with
other formats within one marketplace, we will have to somehow become more creative to
maximize our artists’ exposure. It will be much more beneficial to us when we want to do
shows with an artist because there won’t be so much dirty politics since the stations will, for
the most part, be owned by the same group. You still will need to be creative as far as how you
market it on the radio.

Where you have a big group PD putting a record on everywhere then it may go back to
how it was years ago when there were group PDs putting music on lots of stations. So far it
has not happened. When it comes down to playing music it’s still isolated to what makes

sense to that specific station as opposed to a “chain add.” On one side of the coin I would
say it would be great to get a chain add, on the other side, you want to be able to prove the

JoHn BouLos

viability of your music in each market.

The education 1 give to the staff is to be very knowledgeable about stations in one specific market that have the same
ownership. They should know the politics that are played when they try to do something like world-premiering a great
band like Oasis. I am not as negative on the future as a lot of other people might be. Radio will still have great music:
it will still have to be exciting with great promotions. Our job is to keep them excited and show them why our music is
viable for their particular station.

We always want more spins but there are only 24 hours in a day. The real frustration is when people want more
shows. They don’t understand the full cost it entails to do these. You run in to a lot of situations where you get a station
an artist and when the show is over they lose interest in the artist and don’t support them anymore. The investment in

artists is not as long term as it really should be.

Hilary Shaev

550 Music Sr. VP/Promotion

are in positions of power because of all the consolidation. We will have to become cagey field

Rans<

I’s going to become more important to have relationships with a handful of programmers who

1980

BILLY JOEL
[t's E1i | Rock & Roll Ta Me
(o)

strategists to enter into that elite group of program-
mers/consultants.

We are already starting to structure things differ-
ently. Itis crucial to pair our various people with pro-
grammers who have a level of faith and trust in them
and to nurture these relationships with honesty and
trust.

Consolidation isn’t that much different from work-

o : HiLary SHAEV
ing with consultants who have a lot of stations that

2 Eﬁ“”ﬁ-‘ﬂ""" look to them for musical guidance. There will always be a few stations that will
ittla Jeanmiz .
Fi not play a certain record the consultant wants them to play, as well as the ones
fMCA) play play

PAUL MCCARTHEY

who love a song and play it even when the consultant says no.
My greatest frustration about working with radio is premature ejaculation.

‘:If_::;l_:“!'lll.;l':_!'_: They play something 50 times and yank it.
4 BOB SEGER
Agarnst Tha Wind
Cedirife)
Jim Elliott
5 PURE PRAIRIE LEAGUE
Let Mg Love You Tonight Arista VP/Top 40 Promotion
(Gasatianca) Radio will always be important. But now as tech-
6 ROBBIE DUPREE nology improves there are many more avenues of
?g:}( ;i\;’jay communication that need to be tuken care of as well.
Just about every label has a VP/Crossover: that didn’t
7 BETTE MIDLER exist just five years ago. Because of the influence in
IQ;;?;‘; video. your head of video promotion is hugely -
portant to the success of any project. Very shortly
8 ROCKY BURNETTE you may have someone who will be running promo-
}gﬁ /?rfnz(;?clg) The Line ti(.m f"f‘, the Internet. It has become specialized/ fax- Jmr ELLiorr
alized.
9 SPINNERS ' It’s still about promoting records. and that function in itself will still rely on
((;;3;?‘7/:[;’)5 Loved You For A Long Time relationships and the overall success of the record. I think more and more it
will have to be based on word of mouth, networking, and stories from different
10 LIPPS, INC. stations involving certain projects as opposed to number of adds. We are faced
‘;g;:g;(;;ma) with the lack of belief from a large number of mainstream programmers —
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and I emphasize that — who feel black artists will not work for their audience.

A prime example of this is Toni Braxton. Her first two albums sold 13 mil-
lion. On this current album, she is coming off of two No. 1 records with the
most recent one being a career record at No. 1 in America for 12 weeks. It’s
been a fight to get the third single on radio, whereas any white artist with that
kind of track record would have had their third single be an automatic.

Another frustrating thing is when 1 look back on my radio career; we did
one show a year. We did whatever we could to make that one show a huge
success. Stations today, from the smallest to the largest, are trying to do three
and four shows a year. I don’t think radio realizes the huge expense it is to put
these artists on the road to do these shows. As the sales start to level off and
budgets are watched even more carefully, it will become a situation that is scru-
tinized even harder within the record company as to its necessity.

Lisa Wolfe

Crave VP/Promotion

This was a huge consideration for us while putting
our new team together at Crave. Our emphasis was on
finding promotion people who are passionate about
music, smart, and intuitive. Our goal is to be able to
develop artists by being strategic, patient, and creative.

With the climate and structure of radio and retail
evolving, we must be sensitive to that fact and capi-
talize on it. Now more than ever programmers are
networking, trading inforrnation, and sharing ideas.

Programmers are often the best promotion people. Lisa WoLFE
When something is working for them — arecord. an
on-air promotion, etc. — they do a grzat job of spreading the news! To effective-
ly master the big picture you definitely have to be aware of what stations are part
of the same radio corporation (and if it matters!), who is consulted by whom,
who shares research, tc.

We've been in business for five months, and so far things have been really

positive so no frustrations here!

Peter Napoliello
EMI Sr. VP/Promotion

It’s true that relarionships and, equally impor-
tant, credibility with programmers exists. There are
instances where a record is perceived to be over
when you move backward on the chart and lose
your bullet. When the reality is that your song is in
a B category at a specific station and it fluctuates
from week to week. from the high B to low B cat-
egory. That’s where credibility comes in. You must
communicate consistently with the PDs. MDs, and
jocks if possible and keep them up to date and in
tune with your company's plan to break the act.

Perer NAPOLIELLO

Hard work and comrmitment are a must.
Due to constant technological updating. computers and radio
information accessibility. the work-mode will increase to 24-hours-a-day
Continued on Page 71
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Their gold debut album, Home, delivered four Top 20 hits, including the #1 smash, "I Believe'...
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Continued from Page 69
if necessary. It’s not unusual for our staff to be at our computers on weekends taking note of spins and dayparts
to set up our next week. As promotion execs, we constantly have to feel the pulse of change, analyze the
changes, and turn these changes into opportunities.

What's lacking in the industry is the need for good music, and the understanding of the artist, songs, and
careers, and how to market them properly. Longevity is crucial to a real artist’s career.

As for consolidation, which isn’t so much the handicap that one might think, one must think hard of how to
position the artist and song and when it comes to the complete campaign, take note of scheduling, format plan,
and be in constant synch with each station’s marketplace’s needs and desires. Promotion should consistently
interface with all departments in-house and work in conjunction to complete the plan.

My concern with some programmers is the final work and decision based on research. It’s a fact that a song
can test horribly one week and through the roof the next. Music is pure emotion and infinite in its scope. I miss
the days of gut feeling. It goes well with a complete understanding of demographics, geographics, and an artist
history or a vision for a new act’s potential.

e R s R e

Nancy Levin
Red Ant Sr. VP

Velveeta cheese programming going on.

Nancy Levin

In an inverse kind of way, “corporalization” of radio is going to make the cult and street-
level things pop up more. When you equate something like republicanism being very strong,
you will bring a force that goes against that. For the record business, we are going to have
to get it straight from the public and straight from the listeners to get stuff going and get it
real. It’s very basic. It’s going to get harder to do it from the top down so the way it will
happen is from the bottom up.

My thinking has to be on the big picture. Out on the frontlines, I teach [my staff] to be on
every station in their own format. I honestly teach them not to worry about the format
separations on the charts and all that ... just individualize every station.

We have lost the real animal renegade PD. There’s a handful of them left in the country,
but there are more guys who are very corporate. The great PD of years ago looked like the
Unibomber: a guy who you would not want dating your sister, who was probably a total

substance abuser but who happened to be a genius programmer. Now there’s this sort of

B e R e

Dave Darus

Polydor/A&M Associated VP/Promotion & Marketing

The future of promotion will remain much the same as it is today. Our primary focus will always
be on artists and hit records. We have to concentrate on artists to sell albums. Working alongside

— 1981 —

Aank

1

10

This Week In ...

GEORGE HARRISON
Al Those Years Ago
(Dark Horsa/W8)

KIM CARKES
Bette Davis Eyes
{EMY America)

AIR SUPPLY
The One That You Love
(Arista)

DARYL HALL & JOHN OATES
You Make My Dreams
(RCA)

STARS ON 45
Medley
(Radic/Atlantic)

NEIL DIAMOND
America
(Capitol)

GARY U.S. BONDS
This Little Girl
(EMI America)

RICK SPRINGFIELD
Jessie’s Girl
(RCA)

JOEY SCARBURY

Theme From “The Greatest
American Hero”

(Elektra)

MARTY BALIN
Hearts
(EMI America)

[President] Johnny Barbis and our smaller staff is a lux-
ury because much of the time we can focus on quality
vs. quantity. We have a smatler team with fewer releas-
es. We are not in the singles business.

You want to have a read of impressions on a record
in the marketplace before you start pushing buttons
of priority — be familiar not only with your target
audience but know the radio properties better as well.
We have to be sure when we smell arecord, it’s there.
We will work it as passionately as humanly possible and bang it until it’s there.

What’s frustrating is how stations have to deal with so many records be-
ing shoved at them ... the market glut.

Dave Darus

Terry Anzaldo

Maverick Head/Promotion

I've always felt strongly about radio and have
always been a huge fan of artist development,
while at the same time I realize radio has to play
the hits. We in radio and records have to keep
working harder than ever to develop artists to keep
all of our formats healthy and strong, especially
in CHR. I feel the loyalty moving away more and
more every day, and that’s a big concern.

We are an artist-driven label. Initially Freddy
[De Mann] had this idea of being a boutique la-
bel, and pow it’s just starting to expand at the
seams. We started at the Alternative and Rock for-
mats then we found Alanis Morissette and she
crossed over. That has not necessarily affected us, but at the same time it was
very lucky to have an explosive artist such as Alanis. About consolidation ...
we’re losing bodies.

As for frustration about radio, here’s the scenario: *“Yeah, I'll add the record
if you can give me a show, and if you don’t give me a show you’ve fucked
me.” My biggest concern is that for all the effort involved in putting on these

Terry ANzALDO

June 20,1997 R&R ® 71

big shows, it does not always translate into big [Arbitron] books. We all do it;
we all wheel and deal and get other records out of it. You know, it should
really be only about the music.

Barbara Seltzer

Motown Sr. VP/Promotion

It’s not just getting radio stations to play records.
Today, promotion is like being more of a global
marketing manager. It’s not only radio but you have
your video outlets, retail stores, clubs, etc. It’s not
just making sure your record is being heard on the
radio but that your artists are being seen, their im-
age known. Are they being seen as much as possi-
ble? Are their singles and albums placed promi-
nently in the record stores? It’s important that there
are so many other different mediums to choose
from. If you stay in the mindset of, if you just get
repetitive play on radio stations then you will sell a ton of records, you're
lost in the shuffle. Look for all the places where the potential buyers are.

Clear Channel just put together this wonderful, six-week concert tour called
“The Cavalcade Of Stars.” If you sign up, you’re asked to travel to all Clear
Channel stations, or similarly formatted stations. These stations put this whole
thing together themselves. So instead of shooting off and doing individual
track dates here and there — which break your ass — you can hook up with
one chain and go from market to market. This is the future with the major
chains in regard to promotion.

The most frustrating thing I have experienced so far is the time a radio
station gives a record to react. Even the biggest records of all time take six to
eight weeks to just become familiar and another six to eight weeks to re-
search well. Because there is so much new music and so many other medi-
ums, radio feels if it does not react immediately, they can’t stay with it. Let's
start giving songs the needed time to develop and become hits.

BARBARA SELTZER

L AL s ) e
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Ric Lippincott
Curb VP/Promotion

It’s interesting to note the similarities between
advertising and record promotion. Both industries
are struggling to produce a concise message
through a cluttered sea of endless attempts. What
we're seeing in advertising are messages which
are better defined, targeted with precision, and
delivered on less intrusive platforms. Recerd pro-
motion needs to follow suit.

Financially speaking, eventually we’ll need to
evolve into a much more efficient industry; one in
which expenditures will be-based on anticipated
returns.

We are living in very exciting times. The future of radio and records will be
very different than it is right now. As radio moves into consolidation it opens up
so many new areas of opportunity. I wouldn’t be surprised to see radio enter
into the franchise business. These changes will affect our promotion business
in a very positive way. Already we're seeing doors open in the area of Country
and CHR promotion. There was a time when these two formats could never
mix. Today people like Buddy Scott are sitting at the head of both formats.
These programmers are not only adept at discussing multiple formats, but they
encourage and enjoy it. I think it’s wonderful.

I"d like to see more respect given to the artists. Without the talents of these
people we would not have an industry at all. None of us would have these fun
jobs. So when I see artists who are held ransom in the middle of petty battles
regarding formats or shows, it pains me to know that we aren’t reaching more
amicable solutions to these predicaments.

Second, we need to shore up a few oddities in the retail area. Example: Our
economy is driven by a system that works on supply and demand. If the de-
mand is high and the supply low, prices increase. In the record business we
do exactly the opposite. When a record is at its feverish peak, we discount it.
I’'m optimistic that new technology, along with the new generation of open-
minded business people will clear things like this up.

Finally, I'd like to see more business training in both records and radio. I
was fortunate to have worked for companies like ABC and NBC where man-
agement-training seminars were common.

Ric LippincotT
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Jacor Dir/CHR Programming B.J. Harris believes communication,
sharing ideas, and relying on gut instinct are enough for success

hen B.J. Harris
answered the
phone one night
in 1989, it was
his friend Marc Chase

offering him a job at a
soon-to-be CHR in
Tampa. Harris accepted
and joined WFLZ. What
he didn’t anticipate was
a little more than seven
years down the road he
would be Director/CHR
Programming for not just
the Jacor-owned outlet,
but for the company’s
other properties,
including KIIS/L.A.,
KKRZ/Portland, WDJX/
Louisville, KHTS & KKLQ
/San Diego, KZHT/Salt
Lake City, KMXV/Kansas
City, WVKS/Toledo, and
(upon closing and
approval) WLKT/
Lexington, KY. By the
way, Harris’s friend and
mentor Chase has also
been promoted to Jacor
Regional VP.

e Y

Just a few minutes into an interview with Harris, you can sense his sincerity

and love for the format. He keeps the discussion on those around him and their
accomplishments, rarely turning the conversation to focus on himself. In the
truest sense of the word, Harris is a team player. He has proven that he knows
how to hire very talented people and allows them to do their jobs.

His gut feeling kept him at Jacor, for which B
he has a deep loyalty. “Jacor is a company that L I
believes in all formats. They believe in radio, 93F m F Z
point blank. It is up to the program directors )
in individual market situations to determine what format they are actually do-
ing. Then we use that to benefit our shareholders. But CHR has a place in
[Jacor CEO] Randy [Michaels’s] and [VP/ Programming] Tom Owens’s
hearts”

R&R: Let's start off by discussing one of the hottest topics of radio in the
late '90s, time management. You are the OM and now the Director/Program-
ming, and you still do a morning show. How do
you do it?

BJH: Well, I don’t know if | am doing it yet.
['ve only been doing it for few weeks, so don’t
put that big red “S” on my chest just yet. What [
have to do is make sure I put the right people in
the right situations because I count on those peo-
ple to make me look good. In this business there
are a lot of programmers, operations managers,
general managers, or people in whatever super-
visory role who are scared of talent.

They have a tendency to hire people who don’t
have the talent that is necessary to get them to
the next level because they feel they are not go-
ing to be the power within that station. To make
your radio station the best it can be, you need to
load your airstaff with people who are probably
going to be more talented than yourself. That’s
what is going to propel you to the top.

R&R: So how do you define your new job
as Director/Programming?

BJH: When I step back and look at my new role, there are a lot of talented
people programming our radio stations. I mean very talented. Sometimes I feel
like, “Jeez, do 1 deserve to be doing this? This other guy here knows more about
this than [ do.” With thatin mind, the very
talented PDs and staffs are the people
who are guiding these stations.

I'll help in the direction, the focus,
and the sharing of ideas on promotions
and topical bits for the morning shows.
I’ll help pull all the mechanisms togeth-
er to make it a massive communication link between all of our CHR stations.

Then I'll let the programmers do their job.
R&R: You are very much in the infancv stage here. In a perfect B.J. Harris

world, what do you hope to accomplish with this new post-telecom position?
BJH: In the perfect world there is a central command unit. A headquar-
ters where you gather all the information from each individual station and
disperse it accordingly to other stations in order to help them. [’m attempt-
ing to set up an information highway of talent-sharing so Jacor can take
bits from San Diego and be able to run them the same morning at KIIS in

B.J.’s Bio

» WCTU/Tennessee Tech College On Air
* WWKX(Kix 104)/Nashville overnights
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“KIIS is a radio station that just needs to be
refocused and packaged a litile bit differently.
However, it is the CHR for Los Angeles; that position
is still there in that city. 4

Los Angeles. Take a bit from WDJX in Louisville and put it on Z100 in
Portland that same moming because some talented people came up with
enough to share.

Who knows where the next idea comes from. Communication is key! We are
not looking for a similar sound on each station, we need to pull the best of what
is out there and throw it around and use it at the drop of a hat. My ideal situation
is to be the liaison between these radio stations and let my office be the central
command post where all this information goes through so we can route it where
it really needs to go.

R&R: Let’s go through some of the stations you are now overseeing. There's
been a lot of talk about KIIS-FM... can you give us the real deal?
BJH: When I think of KIIS-FM, the first thing [ think about is Auge poten-
tial. If you look at the books, they are consis-
tently one of the top billers in the city and in the Klls = I\V/¥
nation! KIIS is a radio station that just needs to I
be refocused and packaged a
little bit differently. 102 7
However, it is the CHR for
Los Angeles; that position is still there in that city. The po-
tential is tremendous, and I feel we have a golden opportuni-
ty to seize the moment — we are doing that. We have al-
ready made some transitions with the music, and I think that
there are moxe to come. I see nothing but a wonderful upside
for KIIS.
R&R: What about the legendary Rick Dees?
BJH: I like Rick a lot. I've gotten to know Rick well in the
last three months. Dees is one of the more talented people 1
have ever met in my life. [ think he’s also had some frustra-
tion simply because he’s a winner ... a 100% winner. He wants
to win badly and has not in the past few years — the past
several years, in fact. He takes that personally; it pisses him
off. It pisses me off when I don’t win. I like that about him.
He still has the fire he had 15-20 years ago. You're going
to see a brand new Rick Dees very soon. He’s still very good
on the air. The whole mentality of KIIS is on an upswing
and he’s a part of that because he’s very motivated right now.
That's very healthy for that situation.

R&R: KHTS (Channel 933} & KKLQ in San Diego: that's sort of a trick bag
down there with those two stations. How are you going to keep them separated
and doing what they need to be doing?

BJH: 1 think you see that happen-
ing in other markets. Look at WJMN 99 7 WDJX
(Jammin) & WXKS (Kiss 108)/Bos-
ton, they do a great job in that mar- Today’s BEST Musicl!
ket. I don’t think San Diego is any different. What we have to do is be able to
use both radio stations to fight their own individual formatic wars and protect
each other.

Channel 933 is doing it to XHTZ (£90), and KKLQ is applying the pressure
to KFMB (Star). There is very little ground between our stations; that’s a per-
fect defense, yet we are on the attack at the same time. That is how we have to
use the radio stations in that particular market and also the other markets where
we have this sort of situation.

R&R: What happened with the top-rated Jeff & Jer situation at KKLQ?

Continued on Page 74

= KOY(YB5)/Phoenix nghts

» WBJW(BJ105)/0rlardo personaiity
» WFLZ/Tampa Mornings, OM

= Jacor DirectorCHR Frogramming
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Why did you let them cross the street to KFMB?

BJH: There are several reasons why it happened. When I look back on it, Jeff & Jer separated themselves from
Q106. They did their show; it was “Jeff & Jer In The Morning” and then Q106 the rest of the day. As much as I like the
MJ & BJ Morning Show, I can’t stop just playing music and stop saying our call letters. That's not going to do it. If you
want to do that then go to News/Talk or to entertainment Talk radio.

1 don’t know if there is a place for separating and doing that. The identity of their morning show is of a big talk fest
and then the rest of the station is music-intensive. I don’t know if you can pull that off. It's a very tough combination. I
think that had a little bit to do with it. The future of that radio station is to get back to being more music-intensive while
still being entertaining. I'm not so sure we gave up the total entertainment package of the station by not keeping that

morning show. Am I saying they’re not talented? No, not at all. They’re very talented. But Q106 will survive.
R&R: Let’s go to some of the other CHRs. What about KKRZ?

BJH: Powerhouse. Ken Benson does a wonderful job. He’s a very talent-
ed program director who has that station on course. He seems to have his
morning show really focused and very topical. He's also duplicating much
of the cume and TSL of that morning show and other dayparis as well,
which is a very successful ingredient. He is just doing everything right.
Ask Bruce Springsteen, Ken put him back on the map.

R&R: KMXV/Kansas City and PD Jon Zellner?
BJH: Jon’s very talented. He has just come off of a great winter book, and he seems to be very focused on his radio

station and just doing a wonderful job. I'm looking forward to getting to know Jon even better. It’s still early, and | am
just now learning some of the attributes of each PD.

R&R: KZHT/Salt Lake City has always been an underperformer? Any thoughts on why?

BJH: They’ve had some problems in the past and part of those problems have been due to resources and not being as

tocused on being the CHR station in that market. They've also inherited a
lot of baggage over the years and it’s tough to change. Now I think you are
seeing changes. Look at the playlists of the station and you will see a
significant change in the past six months. The total package — i.e. all of
the elements between the records — is being refocused and redesigned to
fit the station and will bring it all together and make it much more suc-

cessful. I know the station has been somewhat of a disappointment to prior ownerships. For Jacor, however, I think

there’s a bright future for KZHT.
R&R: WDJX/Louisville?
BJH: C.C. Matthews and his staff have that station on fire. We just went up a full point in the winter book with the

changes that were made since January. I flew into Louisville on January 4, and we immediately made changes. We put

in a whole new Selector rotation system and BAM! Within the first two weeks we saw results, and it’s been nothing but

up ever since. In-house is showing wonderful growth. I think we have solidified and come back and maintained our
position as the CHR station in Louisville.

1982 —

R&R: WVKS/Toledo?

BJH: How can you argue with those numbers? This station is also a pow-
erhouse in its market. Mike Wheeler has proven everything he does, he does
well. Wheeler is a great leader with a great support staff. Whenever you get
that together, you have a winning combination. The same goes for Bill

Fartk Michaels, who has just been promoted to Assistant PD.

1 ;g::nna R&R: What do you see as the most important element to making a
{Columiia) great CHR?

5 PAUL MCCARTNEY & BJH:. ObVI(?usly the music. We are very susceptible to what the record
STEVIE WONDER companies deliver to us. There is no doubt about that. We have to be smart
Ehgay And Ivary and know when to ride the tide high and we know when to back off. We know
(Calumbia) .

when to go back to recurrents or even to some gold to sustain us through
3 JUICE NEWTON some drought periods. It is real important that you understand trends and that

Liva's Been A Little Bit Hard On Me
(Capitol)

you are able to mirror pop culture.

R&R: What are some of the pieces to the musical pie to keep the format on

4 a:zla?Of The Moment track in the future?
(Geffen) BJH: There are a lot of combina-
5 HUMAN LEAGUE : ;;’/.'_ )_/ f-’"o'"hll lio‘ns. We ha\fe to go on reaction
Don't You Want Me Ui @ 4 & ) records. We have to know where to
(Virgin/A&M) ‘ d it put them and how to use them as our
6 JOHN COUGAR = weapons. There’s callout. Am I a be-
Hurts So Good liever in research? Yes. Do I rely on
A it 100%? No. You have to look at every aspect. You look at regions and
7 38 SPECIAL other stations that are very successful. I track a lot of things, but I always
Caught Up In You go back to one basic ingredient with certain situations: gut feeling. You
(A&M) seize the moment when you know it’s there and you can drive it up the
8  WILLIE NELSON competitor’s ass. Is one piece more important than the other? It takes all
/(\Icﬁ?:;l?ig)w A of it to make up that pie.
R&R: With deregulation, do vou see the days of cutting deals with record
9 SU,FT CELL companies where one song is plaved on every single Jacor CHR?
I;;?;;ﬁ/g_)ove BJH: I have never really thought of that, to be honest with you. Again, I
don’t think it’s fair for me to sit in Tampa and dictate what records are going on
10 g‘:TETIr']se Lonel each radio station throughout our company. That’s what the PDs are there for.
(Cai,)ito/) ! R&R: You mentioned pop culture earlier. Does that include promotions

and contesting for CHRs?

~
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“In this business there are a lot of
programmers, operations managers, general
managers, or other people in supervisory roles
who are scared of talent. ,,

BJH: Yes! Programmers and radio stations doing these super-promotions
that are scheduled eight to 12 months in advance would sometimes be better
served to run it on the fly. By the time these “'planned” promotions get around
to presenting themselves on the air, there are three or four topical culture events

“\3 :

that are happening. They could be on top of them and
it would be much stronger for their radio station. How-
ever, they are locked into this other promotion.

That’s something that we don’t do. It’s on the fly
here. That’s the way I like to run it. CHR is what’s
current. That's what we do. We get all those elements
on the air in between the records. Again, the records
are very important, but the things in between the records have to be very
topical and very current, like water-cooler talk. The station has to be a mir-
ror of pop culture, because that’s what is going to make the station success-
ful.

R&R: What other components do you think make for a great radio station?

BJH: The overall imaging of the radio station. Without a doubt all the
voiceover talent. The creative directors who put the stuff together for you and
just the overall packaging and marketing are very important.

R&R: The title of this special is CHR Generation Next. Where do you see
the format in three, four, or 10 vears?

BJH: If I remember correctly this format was kind of written off a few
years ago. The backside of the curve hit for CHR radio. Did it die and go
away? No, CHR is as strong as it ever has been. The music is there as well as
the companies who are committed to our for-
mat and the talent level is out there. Sure, we'll 92 5 & B
have down times and we’ll have up times; all 5
the formats do. Country has gone through that \
in the past three or four years.

Do we get worried about it? A lot of people
do because we are so closely tied to it. It’s a passion for us; it’s a loved one in
my life and it would kill me if it went away. But it’s not going away. It’s strong
today and it will be strong tomorrow. It will be strong when you wake up five
years from now.

R&R: As we focus on the future, do you have some words of advice that
you'd like to pass along?

BJH: There are a couple of things: 1) Be true to your gut feeling; learn to
trust your instincts. 2) Put key people in the positions that make use of their
strengths and talents. Hire talented people and then back off and let them do
their job. Don’t stand over them with a whip. Don’t critique every move
they make. That’s how you are going to get where you really want to go.

These basic rules have been a key ingredient for the success of Top 40
programmers for many years. It still applies today and it is how I operate. I
want this format to survive. For me to be able to be a part of it [ am just
completely blessed, and I thank God every day for it.

YEARBOOK

Wha: Dan Ingram
What: Afternoon Drive
WABC/New York

When: Circa 1981



www.americanradiohistory.com

28955 Pacific Coast Highway * Suite 210-5 « Malibu = California 90265
Phone: 310 » 457 « 6616 Fax: 310 457 » 8058

JOEL DENVER, President
RIA DENVER, VP/Operations
SHAWN ALEXANDER, Alternative Promotion
MARK STRICKLAND, Top 40 Promotion
NANCY CONOVER, Web Site Editor

Web Site -http://www.allaccess.com

E-mail: jdenver@allaccess.com ® riadenver@allaccess.com
salexanderi@allaccess.com ® mstrickland@aliaccess.com
nancycon@aol.com

o Gredible Top 40 & Alternative Promotion e
o Free Full-Service Internet Weh Site e |
» On-Target Marketing » Solid Advice » §

WwWWwW.americanradiohistorv.com


www.americanradiohistory.com

100 WILSHIRE BOULEVARD, SUITE 1830 « SANTA MONICA, CA 90401
PHONE 3104514518 FAX 31004513588



www.americanradiohistory.com

ERATION,

New Ghallenges For

Today's Marketing Director

Evergreen promo domo discusses future, focus, and winning

“m pretty confident
you’ve heard of the

infamous annual

WXKS (Kiss 108)/
Boston “Kiss Concert”
(now into its 18th year)

and

WKTU/NY with the one-
time grand reopening of

the re-launch of

Studio 54.

This Week In ...

Rank

1983

IRENE CARA
Flashdance...What A Feeling
(Casablanca/PolyGram)

CULTURE CLUB
Time (Clock Of The Heart)
(Virgin/Epic)

STYX
Don't Let ft End
(A&M)

EDDY GRANT
Electric Avenue
(Portrait/CBS)

POLICE
Every Breath You Take
(A&M)

KAJAGOOGOO
Too Shy
(EMI America)

JOURNEY
Faithfully
(Columbia)

ELTON JOHN
I'm Still Standing
(Geffen)

DARYL HALL & JOHN DATES
Family Man
(RCA)

RICK SPRINGFIELD
Affair Of The Heat
(RCA)

Even though the KISS and ’KTU promotions took place in two different
cities, both of these amazing promotions had one thing in common, the
promotional genius of Evergreen Media and Kiss 108/Boston VP/Mar-
keting Beverly Tilden. There are many people — or, as I like to call them,
secret weapons — behind the scenes that make successtul station promo-
tions and marketing campaigns work. As Evergreen chiefs Scott Gins-
burg and Jimmy de Castro and programming guru Steve Rivers point
out, one of their most important secret weapons is Tilden.

She is the promotional brain trust behind Evergreen’s marketing ef-
forts at their 43 stations. One of her primary corporate duties is to work
hand-in-hand with the focal promotion and marketing directors to maxi-
mize communications and make sure the stations are sharing each other’s
successes. As visionary, brainstormer, coordinator, and much, much more,
Tilden is on the cutting edge of what promotion and marketing directors
are facing in the future and what they need to do to keep their stations in
winning ways.

What the future holds for Tilden at this point is still unknown. With Ev-
ergreen merging with Chancellor and then Viacom and the remaining
Gannett stations, Tilden may find herself working with over 100 stations.
If that is possible, she is one person who can do it. As an exclusive for
R&R’s CHR special, Tilden has penned this column focusing on challeng-
es for today’s marketing director. This may be one you want to copy, pass
out to your staff, and file away for future reference.

Delivering ‘Powerful’ Marketing Strategies

With large companies operating four or more stations in a given mar-
ket, owners and general managers realize the
importance of developing a unique, highly fo-
cused station image that captures a large share
of the target audience. This major responsibil-
ity falls to the marketing director, who needs
to creatively meet this challenge. A knowledge
of marketing techniques, resources, and an un-
ending supply of proven creative solutions are
essential to providing the marketing savvy sta-
tion management demands. Given an increas-
ingly competitive marketplace and stronger
boundaries between stations in a market
duopoly, marketing directors must deliver pow-
erful promotional, public relations, and mar-
keting strategies that connect the station’s im-
age to its audience and sponsors.

Today's radio marketing director must not only
be creative and resourceful, but must also possess
leadership abilities. The job also demands having
astrong track record and the self-confidence tosell  *
ideas to station management. To effectively present =
the benefits of the station’s marketing plan to oth-
ers means the marketing director must be passionate about the plan and be
able to translate that excitement to inspire others to buy into the plan.

When challenged with the many problems one can face in producing a
major promotional plan or event. this passion drives the marketing director
to knock down the barriers to success, convince partners to participate, find
new options to make the program work. and produce the most effective

__-_"_“-‘

plan/event for the station.
Accentuating
Strengths

The best way to promote a

station’s image is by taking
advantage of what differenti-

* WBZ/Baoston
= WHDH/Boston

ates one station from others in
the marketplace. In (Matt
Siegel (aka“Matty in the
Morning”). Kiss 108 has one

« WIIB/Boston

BeverLy TiLDEN

e WZ0U/Boston Marketing Director

Account Executive

June 20,1997 R&R ® 77

W

ety

Tilden backstage with ;
Real McCoy at WXKS/Boston's Kiss Concert 18.

IR,

WXKS/Boston state-of-the-art station van with built-in
listening posts. :

fesspmenpagsnn oo e

of Boston’s top-rated moeming shows. To capitalize on this asset. we recent-
ly introduced the “Matty World Tour,” wkich broadcasts every other Friday
at a new location with wild and unpredictable opportunities for audience
participation. This fornzat builds interest in key geographic locations, in-
creases the show’s audience, provides press opportunities, and most impor-
tantly, solidifies Kiss 108’s position in the market as the only local morning
show able to create a livz, on-site show with incredible morning fun.
For the past 18 years, Kiss has branded its unique CHR status by present-
ing the annual Kiss Concert, a daylong music ex-
travaganza that features the biggest artists and
showcases hot up-and-coming performers (Celine
. Dion. Whitney Houston, Seal). The show is na-
tionally hailed as one of the most amazing con-
cert events of the year and is covered by hundreds
¢ of both nationai and international media. Present-
ing this one-of-.-kind event has earned Kiss a rep-
© utation as Boston’s only popular music station to

present major star power.
One-To-One Marketing
With every CHR station able to play the same
music, it is becoming more and more crucial to
build and maintain listener loyalty through actions,
* not words. One-to-one marketing achieves such
loyalty. Through the Kiss Club, listeners have a
mechanism by which they feel connected to the
station. With free registration, members can earn a
chance to win prizes four times each day and re-
ceive other perks such as opponunil.ies to buy Kiss
Concert tickets in advance of the general public.
As an added bonus, Kiss uses the database for fu-
ture marketing efforts. Knowing who and where your listeners are is the most
efficient avenue for achieving increased TSL and attracting new cume.
“V-lite Cassettes,” super-light mailable videos, are another good exam-
ple of a one-to-one marketing tool that will continue to gain popularity.

B

Continued on Page 78

Tilden’s Promotional Climb

Promo Manager, Account Executiva
Creative Sarvice Director

= WXKS/Bosion
= WEEI/Boston
= Evargreen

Marketing Director
Station Manager
VP/Marketing
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Continued from Page 77

"KTU in New York has created a particularly effective V-Lite featuring morning show personality RuPaul invit-
ing viewers into the station, concluding with a chance for viewers to enter a contest. When mailed to a highly
targeted cluster of potential listeners, these “station infomercials” can be a most powerful and efficient form of
advertising.

Become the talk of the town. Big, splashy, ambitious events that excite an entire city definitely help a station
stand out from the competition. When the new 'KTU was born in New York, the station launched an intensive
citywide promotional campaign that emphasized 'KTU’s feel-good roots. A PR campaign with a consistent mes-
sage grew into a “Move To It” series of TV spots. They established the station as the fun and positive alternative
to heavy metal, grunge, and Howard Stern.

At a live momning show broadcast with RuPaul, ‘KTU listeners were given the chance to audition for the
commercials. Finally, as a gift to our New York listeners, the station reopened the famous Studio 54 for “The Last
Dance,” a one-night-only party that featured current and retro headliners including Cher, Crystal Waters, Real
McCoy, Vickie Sue Robinson, and France Joli. Demand for tickets was overwhelming, and the event was
covered by media from all over the globe. From this dynamic campaign, the station solidified an image and an
audience that remains solid to this day.

Creating ‘Buzz’

Not all marketing programs will dominate the local headlines. Still, marketing directors need to constantly
seek opportunities that create “buzz” and attract interest of both listeners and non-listeners. Kiss recently offered
the chance to “be” morning man Matt Siegel. The “Make
Me Matty” contest winner spent one week on the morming
show, complete with limo, a $10,000 salary, power lunches
in the best restaurants, and, of course, a vacation to Aruba to
unwind following the winner’s hectic schedule.

Capitalizing again with Matty, our unique morning asset,
Kiss produced his “Sweet 16” anniversary party as a retro prom
reflecting on Matty’s first year at Kiss. Gloria Gaynor and
the Trammps entertained a thousand of Matty’s loyal listen-
ers, who won tickets and donned their funkiest prom gowns,
What really brought down the house, though, was Matty and
his morning team performing “YMCA” dressed as the Village
People. When station personalities are the stars of the promotion, you can be sure the station is relating to their

Kiss Card

audience.

At 'KTU we created a buzz and accentuated our strength as the station with the star power by producing “3
Divas,” ’KTU’s answer to *3 Tenors.” Chaka Khan, Gloria Estefan, and Donna Summer performed in an
intimate Broadway theater for a small but fortunate audience of 3500. This creative idea reinforced the 'KTU
music position and was covered by hundreds of media outlets.

This Week In ...

L O

Public Relations
Public relations isn’t just press releases about an upcoming event or
contest. To gain a competitive edge, marketing directors need to work
closely with the media to support station positioning, programming, on-
air personalities, and develop cross-promotions with other media outlets

Rank that gain substantial exposure for the station. Developing personal rela-

] f_m";nm tionships with the press is essential in keeping a consistent station mes-
(PortratCaS) sage in the media.

: In addition, marketing directors need to have a “nose for news.” Kiss

2 $m|$]m created news by securing an exclusive interview with John Wayne Bob-

(Capitol) bitt immediately following his wife’s highly publicized trial. Because ev-

ery newspaper in the city wanted to interview Bobbitt, we seized the op-

3 HUEY LEWIS & THE NEWS : . . : . : . L
The Heart Of Rock & Rol portunity by allowing print and TV interviews only if conducted on-air

(Chrysalis)

4 LAURA BRANIGAN

RATION

W

1% - ; :
Given an increasingly competitive markelplace

and stronger boundaries between stations in a market
duopoly, marketing directors must defiver powerful
prumbliqnal, public relations and marksting
Strategies that connect _ﬂm stations image to its
audience and sponsors. IT)

during the “Matty in the Morning” show. Because it was pre-promoted and
covered by local newspapers and TV stations, the Bobbitt interview enticed
many listeners and non-listeners alike to tune into Matty.

Community Relations

Aligning with a charity or a local organization is always an important way
to support causes and make listeners feel good about the station. In the future,
it will be increasingly important to tie community support to station image.
For example, knowing that a large portion of the Kiss audience is comprised
of women aged 25 to 34, the station is a significant supporter of organizations
that battle against birth defects and breast cancer.

National Networking

With companies owning several radio stations throughout the country,
there are tremendous opportunities for marketing directors to work, share,
and learn from other markets. Through group meetings and conference
calls, marketing directors can brainstorm ideas, share promotions, and solve
problems prevalent in all markets.

Marketing With Sponsors

Establishing relationships with station sponsors is key to identifying
innovative marketing opportunities that can benefit both the sponsor and
the station. To highlight our music position, record labels and retailers
sponsor our unique new station vehicle as an interactive listening and vid-
eo station. The new Kiss Entertainment Van has six listening stations to
hear hot new label product and two video screens for music video or film
releases. At concerts and events, people can hear and see the latest music
and videos available in the sponsors stores and on our station.

Maintaining Focus

One thing is certain: The responsibilities and expectations of the mar-
keting director are evolving as part of the effective management team.
Leadership is key. Today’s marketing directors, and those in the future,
need passion for the product, resources to develop exciting programs,
self confidence to sell the plan to management and partners, and the
drive to get it done. By remaining highly focused on the station’s image
and constantly searching for new ways to promote that image to the tar-
get audience and sponsors, marketing directors will not only survive the
changing landscape, they’ll thrive and become an integral part of the
station's success.

Beverly Tilden can be reached at (617) 396-1430.

Self Control
(Atlantic)

5 POINTER SISTERS
Jump (For My Love)
(Planet/RCA)

6 JERMAINE JACKSON
Tel! Me I'm Not Dreaming
(Arista)

7 BRUCE SPRINGSTEEN
Dancing In The Dark
(Columbia)

8 MIKE RENO & ANN WILSON
Almost Paradise
(Columbia)

9 CULTURE CLUB
It's A Miracle
(Virgin/Epic)

10 BILLY I00L
Eyes Without A Face
(Chrysalis)

WKTU/NY flashes its new look.
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at the top.

SARAH
McLACHLAN |

LISA
STANSFIELD

With the “Possession” phenomenon still
coing, Sarch his radio with the ong-awaited
sngle "Building A Mystery,” fronm~ her new
album SURFACING.

One of the 90’s most innovative singers is back : :

with her seff-titled new album, featuring the lead WATCH FOR HER ON THE LILITH FAIR FESTIVAL TOUI THIS SUMMER.

single and eye-popping video “Never, Never
Gonna Give You Up.” Official airplay date: 6/30

F; -
NO MERCY

No Mercy cnﬁnues’ro build with '
their new single "When | Die,”
following in the footsteps of '

their Top 5 Gold smcsh | o

“*Where Do You Go.’ -k
It's the most anticipated dbum of the year,

featuring the #1 historysmaking single

*I'll Be Missing You” anc the #1 smash
,  “Can’- Nobody Hold Me Down.”

y  From Bad Boy Entettainment.

-

REAL McCOY

THE N | 1.G. g

HE NOTCR OUS; .G ABRA ‘
MOORE

After the success ot his #1 monster hit With her #1 AAA hit “Four Le Clover”

“Hypnotize,” comes the new smash . - ‘ :
“Mo Money Mo Prcbiems” (featuring oinds A giom i 4 ROC!(' A With their often imitated, never dupli-
Puff Daddy & Mase). From Bad Bo Moore finally brings her unique sound = ye oo {
isesaing : ey to Top 40. It's all just the first taste from DRSSt e copmsaa e

- @ her Arista/Austin debut album, new hit | Wanna Come (With You).
m © 1997 Arista Records. Inc., a unit of BMG Entertainment visit arista at http://www.aristarec.com visit bad boy at http://www.bacboy~ent.com
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“...Huge reaction after only one spin
on our Cage Match,we’re adding this into
full-time rotation.”

Sean & Leslie /MD - 99X/Atlanta

“...Sounds Great on the air!
Generating strong phones!”
Tracy Johnson / PD - KFMB/San Diego

“...A great great summer song!
After only 30 spins the record
is already approaching Top 5 requests!”
Shark / APD/MD - WSHE/Orlando

WWW. ameri

“...An inferno of phone action...Already #8
in requests after one week of airplay
...This is a hit!”

Wayne.Coy / PD - WABB/Mobile

“...Top 5 Phones with Women 18-34
...Just play it!”
BIll Michaels / MD - WVKS/Toledo

“...We've only been on this for one week
and already we’re seeing huge
phones with adult females.”
Michael Hayes / PD - WKSI/Greensboro

A UNIVERSAL MUSIC (OMPANY

© 1997 Universal Records Inc.
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Veteran CHR programmer, consultant reflects on radio down under

uy Zapoleon’s name
is synonymous with
winning. Having
trained under some
,of the very best in the
business, Zapoleon
has made it his job as a
former programmer and
now President
of Zapoleon Media
Strategies to train and
work alongside many of
tomorrow’s up-and-
coming programmers.

Zapoleon’s Resume’
« KRLA/L.A. MD
= KRTH/L.A.

* KROO/Tucson

= WBZZ/Pittshurgh

While Zapoleon has proven to be a very good
and very focused trainer, he’s also a very experi-
enced listener. When approached about this spe-
cial, Zapoleon and I discussed what he had learned
while consulting some of the biggest and best
broadcasters in Australia. Zapoleon agreed to give
R&R a quick history of radio in the land down
under and highlight some of the key Australian ra-
dio principles. There are some unique things go-
ing on in Australia that everyone in the States can
learn from. And as you’ll read, they’re not afraid
to learn from us.

Pass The Vegemite

Zapoleon reflects: Over the past four years,
I've made several trips to Australia to work
with [radio group] Village Roadshow Group
Programmer Brad March, as well as Greg
Smith and Dave Charles of ESP Consulting.
These incredible programming minds form the
basis of aradio culture I consider to be among
the best in the world. On this trip Greg, Dave,
and I formalized an association between Za-
poleon Media Strategies and ESP Consulting
to share resources and create a new type of
brain trust. The Z-Files is a joint venture re-
sulting from this collaboration with contribu-
tors from ESP as well as ZMS associates
Mark St. John, Steve Davis, Steve Wyro-
stock, and John Clay. Our objective is to ad-
dress the issues facing the rapidly changing
environment of radio today from a totally new
and unique world perspective.

The Australians are truly inspirational in their
pursuit of radio knowledge and their zeal to mas-
ter every aspect of the medium. Charles stated at
the recent Village Roadshow meetings, “Austra-
lians should be very proud. Per capita there is
better talent and better radio in Australia than any-
where else in the world.” They believe this be-
cause their company is driven primarily by pro-
gramming. Australian radio legends Paul
Thompson and Greg Smith, who helped make
the Austereo Radio Group the most successful
company in Australia, created the founding prin-
ciples that still drive the successes of Austereo
stations today.

The complexity and challenge of running win-
ning radio stations in any country, especially the
United States, makes it worthwhile to examine the
philosophy that drives the Australians.

» KZZP{Phaenix

« KHMX/Houston

= Nationwide Communications
» Zapoleon Media Strategies

RATION

PD/MNat PD
PD/Nat'| PD
PD/Nat'l PD
President

maximizatien.

Core Values

Austereo’s success is not predicated on a for-
mula, a format, or a system. They hire superior peo-
ple who are now or have the potential to be the
best in their field. Then, they provide an environ-
ment that will foster talent maximization. This in-
volves providing the tools they need to succeed
and creating a climate of learning and growth.
There is an ethos based on the Japanese-inspired
culture of continuous improvement, guided by the
maxim, “This is perfect, now let’s make it better.”
No matter how far in front of the competitors you

Guy ZaPOLEON

get, it is never enough — they always seek to do
better. The group is bound together by trust. The
integrity which underpins this is a critical element
in the relationship with listeners, clients, the com-
munity, and shareholders. Without trusting rela-
tionships, all other values are worthless. They con-
stantly view the business to ensure they satisfy all
external interactions beyond expectations.
The Australian Markets

For years in Sydney, Melbourne, Brisbane,
and Adelaide, Austereo was primarily a Hot AC/
Adult CHR format. The Austereo-owned stations
waged war with Village’s Triple M Rock radio
stations. Finally in 1995, Austereo merged with
Village — its main competitor — and in turn
acquired its movie houses and concert halls
throughout the continent.
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The resulting company is the new Village Road-
show, which is currently in the process of acquir-
ing the remaining 49% of Austereo and operates
six stations in Kuala Lumpur, Malaysia as well.
Additionally, Austereo and Village each own 30%
of MTV/Australia.

March, a great programmer in his own right, is
now the Group Programmier over both the Auste-
reo and Triple M stations. Brad continues to main-
tain and build apon this incredible radio culture
through tireless work and constant road trips all over
Australia, Europe, and America. One key method
Brad uses to advance his programmers’ overall
knowledge is a yearly PD conference. They im-
port the best minds in the world to teach and work
with them.

Village Roadshow’s employees are tremendous
students of American radio, but always attempt to
take each idea cne step further and one step better.
Each person in the company has an insatiable thirst
for knowledge as it relates to radio and beyond.
They subscribe o all the American trade magazines
and are constantly networking to find new ideas.
They have never forgotten that great radio stations
are based on a great plan derived by talking to the
listeners and fulfilling their primary needs.

Learning Abroad

Every year Greg, Dave, Brad, Village National
Marketing Director Sean Pickwell, and some of
Village’s major programmers make two to three pil-
grimages to the U.S. to visit different cities. These
semi-annual trips are centered around major con-
ferences where the Australians attend as many sem-
inars and talk to as many of America’s brightest
radio minds as possible, including programmers and
managers. They want to understand each station’s
strategy and to learn from American radio compa-
ny cultures.

Continued on Page 82

Zapoleon Media Strategies CHR Lineup

= WKTU/New York

» KGGI/Riverside
 KJYO/Oklahoma City
= WAPE/Jacksonville
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« KROQ/Tucson
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During each trip all key radio stations
are taped. In Australia, I marveled as I saw
a list of the PD, marketing director, pro-
duction director, and GM from each Vil-
lage Roadshow radio station who all had
to review as many as 50 cassettes to listen,
learn. and write comments on the best ra-
dio programming, personalities, promo-
tions, and production values U.S. radio had
to offer. Austereo encourages all the cre-
ative minds in each station to give feed-
back and be part of the learning, growing
culture that is Austereo.

I particularly admire a practice that con-
tinuously creates more and more fayers of
listener benefits on very solid foundations.
They truly believe in the positive feeling lis-
teners develop for a radio brand and the fre-
quency itself. Over time a radio station
builds an equity into its call letters. U.S.
broadcasters reacting to “the hot new idea”™
have a strong tendency to tear down our ra-
dio foundations and replace them rather than
building on existing equity. The Australians
are the architects of strong, lasting radio sta-
tions.

More Broadcasters,
More Knowledge

The world of multiopoly is just beginning
to hit Australia. As the world shrinks the ad-
vantages of unique radio knowledge will
lessen as more licenses are granted and new
narrower formats emerge. The shares for all
properties in Australia will shrink as it has
done in the U.S. For the past decade Aus-
tralian cities have had an average of three to
four FMs per market. Several years ago, the
Australian government began to allow *“con-
versions” of AMs to FM frequencies as well
as allowing new frequencies on the band.

Ten years ago, outside of a few Ameri-
can programmers, few really knew how to

create areally excellent
radio product on all lev-
els. Since 1987, the ad-
vantages a select group
of programmers had
over the competition
have virtually gone due
to the increasing use of
consultants and re-
search companies. This
has dramatically im-
proved the average
knowledge of most PDs
and GMs, creating
much more competitive
marketplaces. This is
now happening in Australia; more and more
companies are employing consultants and

researchers from abroad. It may be as tough
a time for Australians as it is for our broad-
casters to have an understanding of what
shares are realistic to expect in the new en-
vironment.
WhatWe Can Learn

The Australians are incredible at taking
American ideas and moving them to new
heights. Their understanding of the roles of
gut versus research helps create and main-
tain great radio stations that are always fo-
cused in all aspects but never become pre-
dictable. They are perpetually entertaining

Dave CHARLES Brap MarcH

and on top of what is happening in each city,
Australia, and the world. American broad-
casters can benefit greatly by studying and
applying their principles and methodology:
back to the basics and building on solid foun-
dations for the future.”

Who: Bruce Stevens

What: Music Director
Where: WZNY/Augusta, SC
When: 1986

Austereo’s Core Values And Winning Principles

Consultant Guy Zapoleon and his counterparts at Zapoleon Media
Strategies have been spending some time working in Australia with some
of what Zapoleon identifies as “incredible programming minds.”

As a consultant, Zapoleon has tapped into the Austereo Radio Group,
the most successful broadcast company in Australia. In 1995, Austereo
merged with its main competitor, Village Roadshow; it kept the latter
company’s name. Village Roadshow is still in the process of acquiring the
remaining 49% of Austereo, which provided us with a road map to its
success by stressing its core values and winning principles, of which we

can all learn from.

Core Values

Austereo’s success is not predicated on a

formula, a format or a system. We have
superior people and an ethos.

¢ We only employ people who are now or
who have the potential to be the best in
their field in the radio industry.

* The best people must have an environ-

ment that allows them to maximize their
talent. This involves giving them the tools

they need to succeed and creating a
climate of learning and growth.

¢ Commit to the Japanese-inspired culture

of continuous improvement. “This is

perfect, now let’s make it better”” No mat-
ter how far in front of our competitors we
draw it is never enough. We can do better.

We are bound together by trust. The
integrity which underpins this is a critical
element in our relationship with listeners
and clients and our external interactions.
Without trusting relationships with each
other, all other values are worthiess.

Service is any situation where our people
interact with listeners, clients, the business
community, and our shareholders. We
constantly view our business through their
eyes and satisfy them beyond their
expectations.

The values above mark the company

phitosophy. Austereo has many principles
that they use as the founding principles of
creating and operating great radio stations.

Austereo Principles

1) Create and maintain a listener-driven
program product. A listener’s needs are

the purpose of programming. Research all

aspects of programming to give the
listener what he wants.

2) Get the ratings first and the revenue will
follow.

3) Create bottom up management (not ivory

tower dictatorship) to empower each
station to run itself.

4) Leadership in ratings and profit is an

unexpected consequence of our commit-
ment to the creation of great broadcasting

and the provision of superior client
service.

5) It is not always possible to immediately
hire every outstanding competitor.

However, take all possible steps to never
lose an outstanding existing staff member.

6) Our radio stations make a demonstra-
ble positive difference to the culture
of our community and the quality of
the lives of our listeners. Our pro-
gramming is an emotional force, our
stations a compelling medium which
shape the lives of our audience. We
have an opportunity to change our
world.

7) The theory of radio station operation
(vision, philosophy, systems, etc.) is only
part of what makes it work for us.
Exceptional implementation is what
brings it home. Without exceptional
implementation we haven’t achieved
anything.

8) Our research resources are the most
comprehensive in Australia. We use them
to understand our community and to
refine our product, never to limit our
imagination or creativity.

9) Great radio is interactive with its listeners/
community. Almost anyone can provide a
music service, and in the future there will
be hundreds if not thousands. Interactivity
is one dimension of uniqueness.

10) The principles of Marketing Warfare are
essential to winning ratings and revenue.
Knowing what type of warfare to fight is
the first and most important decision in
a conflict.

* Defense (Refer rules)
« Offense (Refer rules)

* Flank (Refer rules)

« Guerrilla (Refer rules)

11) We seek to dominate in any competitive
forum to which we commit. If that isn’t
possible, consider withdrawal and the
redeployment of resources to an area in
which we can dominate.

12) We study, become expert in, and reflect
the contemporary culture of our
audience.

13) We don’t hesitate to be “different” or
spectacular in pursuing the great idea.
We don’t need to be safe.

14) Challenge every belief and structure
principle constantly.

15) Our product is never finished. Success is
never completed. Never stop remaking.

www americanradiohistorv.com
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Legendary consultant, programmer offers unique insight

he name Jerry

Clifton has made

many PDs shudder.

Throughout his

programming and

consulting career, he
has also sent many a PD
packing. While Clifton is
best known for his CHR/
Rhythmic expertise, his
abilities and triumphs
reach far beyond that
format.

This Week In .

Atk
2 PANNCE
--Bazpberry Bare
{Wamer Bros.)

3 DURAN DURAN
AVaw To A KR
(Canitol]

4 BRYAN ADAMS
Heaven
(A&M)

5 SURVIVOR
The Search Is Over
(Scotti Bros./CBS)

6 MADONNA
Angel
(Sire/WB)

7 EURYTHMICS
Would ! Lie To You?
(RCA)

8 MADONNA
inte The Groove
(Sire/W8)

3 PAUL YOUNG
Everytime You Go Away
(Columbia)

10  HOWARD JONES
Things Can Only Get Better
(Elektra)

These are two things that Clifton has truly earned: respect and success.
After a few decades of paying his dues, Clifton managed to become a wildly
successful consultant — and now, a station owner as well.

Clifton’s powerhouse consultant roster currently includes CHRs WPGC/
Washington, WPOW/Miami, KUBE/Seattle, KTFM/San Antonio,
WBHJ/Birmingham, and KSFM/Sacramento. Add to those Clifton’s ex-
pertise at Urban winners WVEE/Atlanta, WXY V/Baltimore, and WUSL/
Philadelphia, and one can begin to surmise some of the power he wields.
Clifton and his partners also own four stations: KPTY/Phoenix, KRTR/
Honolulu, KGMZ/Honolulu, and soon-to-be-on the air KBLZ/Honolulu.
In addition, the partners have an option to buy two
more stations in Phoenix and Honolulu.

Regarding his first shot at ownership, Clifton '
says his goal is not to buy. fix, and sell stations — ’
instead, he aspires to buy, fix, and operate them. '
However, truth be told, the real reason Clifton I
sought ownership came more from a desire to do
radio the way he wanted to do it. rather than from '
any financial goal. '

“The real motivating factor was that it would I #

take a level or two of the frustration out of getting '
a radio station that sounds and operates the way
that I wantitto.” Clifton says. "When I was a mu- '
sic director | thought. "Hey. I can play the records I
that 1 know are hits. and then the station will be |
good.” Then I found out the program director made '
all those calls — so I became a progrant director.
Then I found out the group PD made a lot of those I
calls — so 1 did that. Then I found out the con- '
sultant did it — so [ did that. Now, I've decided
that if you’re in the ownership position. maybe you
might have a chance!”

R&R: You have earned a reputation as “‘the dance guy” — was it always
that way?

JC: No. Actually, it was at KSEA/San Diego that I found an angle to
program FM stations. KSEA was a station that, instead of playing all the
records the record companies wanted us to play. played the actual hits —
which, ironically. at that time turned out to be mostly album cuts. So we
were playing “Stairway To Heaven” and (crosstown) KCBQ was playing
the Osmonds. Because of this we did very well during a time when no one
had FM radio. So my first reputation was more or less the guy who kept
going into markets creating the first FM explosion. Every time I went into a
market, the FM penetration went from almost zero to anywhere from 20%-
80%, because there was finally something on FM that people could listen to.

R&R: Was it your PD job at WMJX/Miami that solidified your dance image?

JC: Yes, it was where I developed the Hispanic, Latin-leaning, more-or-
less what you would call the Dance format. I leaned in that direction a little
bit at WXLO(99X)/New York, but it wasn't really a Dance station — it was
a Top 40 that played a lot of dance music. Ireally played with the idea that a
station can niche successtully when I was at WDRQ/Detroit, because it
was a station with a bad signal. The only area of town that we covered was
the black area of town. So, for a lack of a better term, I made it a totally black
Top 40 station. And even without a signal. we won.

R&R: Did you ever figure vou'd end up inventing something like the Dunce

format?

JC: [ was just looking for an angle to compete. I took an angle and it worked.
Then everybody wanted to clone it. like they always do in radio. It's good from
the consulting standpoint. because a lot of new clients want to jump on the
bandwagon. On the other hand. it kind of stymies creativity — when you end
up doing a slightly adjusted version of the same thing 29 times.

WWW.americanradiohistorv.com
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Contemporary radio is a real tightrope. It

originally started out to be a high cume, semi-low
time spent listening forma!; today you have to
attempt to turn it into a high cume, high time spent
listening format. 44

“Inventing” dance-type music, for‘me, was filling a obvious hole. When |
started consulting, one of my first big stations was KMJQ (Magic 102)/
Houston. It was a Jazz station, and at the time, Urban Contemporary didn’t
exist. So when a black-leaning CHR came on and killed them, [ went in
there and invented Urban Contemporary in an attempt to help them become
successful. They got as high as a 13.1, in fact, and were really the premier
Urban station.

R&R: Can you give me your general thoughts on the CHR/Rhythmic for-
mat today?
l JC: I'm concerned for CHR in general be-
l cause of the number of stations being down — for
i some reason, there aren’t enough programmers
' who really get it to help make the format succeed.
The format 1s not the problem — for example,
' KTFM/San Antonio is No. 1 25-54, and it is a
' true Rhythmic/CHR station in a very competitive
: I market.
; l Contemporary radio is areal tightrope. It orig-
inally started out to be a high cume. semi-low time
l spent listenirg format: today you have to attempt
l to tumn it inta 1 high cume. high time spent listen-
' ing tormat. If there are a dozen guys in the indus-
' try or the format that get it. that would be a lot.
i

R&R: What do vou see as ivpically lacking

' when you waik into a client station for the first time?
JC: Since the industry is more or less operated

by salesmen, there’s been a lack of ability for pro-
grammers to get the kind of knowledge and sup-

port they neec to learn. It's like driving an India-
napolis race car: if you end up turning the wheel a touch too much, you end up
hitting the wall. Most of them are up against the wall the majority of the time.

R&R: What role do you try to play”

JC: I've always considered my relatonship with the PD as [being] basi-
cally his mentor — that’s what I'm being paid to be. I can either be a syndi-
cator of live programming and give them a playlist. or I can teach them how
to do it. I've always chosen to teach them how to do it.

R&R: What’s the most important thing to consider when programming u
station?
JC: The listener. Program to the listener instead of the industry.

R&R: Do you still feel programming to the industry is a big problem?
JC: More so than ever before. Right now, we're very much a follow-the-
leader, follow-your-tail kind of industry. There’s a fear of stepping out and

Continued on Page 86

Jerry Clifton Career Cliff Notes

e KSEA/San Diego FD
» \WWDRQ/Detroil PD

o WXLO/New York PD

= Bartel Nat'| PD
« WEFM/Chicago PD
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doing something radical. With sta-
tions being so highly leveraged. the
pressure from the top seeps down and
more or less takes over the attitude
of most radio stations. That in tumn
cuts down the opportunity tor some-
body to step out and take chances.
There aren’t many people who have
the balls to do that. They would rath-
er make sure that they re employed.

R&R: What are the Jerry Clift-
on “A-B-Cs" of radio?

JC: Obviously the music has to be
right. That requires that the research
be right. That requires the people
driving that part of the tormula be re-
ally strong and understand what they
are doing. That begins a domino the-

ory that goes on and on and on.

R&R: Soifone domino jalls. do
they all full?

JC: That is exactly the way it
works. This 1s not the kind of for-
mat where vou can be “sort-of
OK.” You ure either operating at a
very high level. or you are doing
horrible. That's what has happened
to stations that have fallen through
the cracks. They never did it right,
so they were just always doing it
horrible — and they could not un
derstand why they were not mak-
ing a living at it.

R&R: What are vour thoughts
on research”

JC: 1 feel the industry, through
its concentration on business and
research, has forgotten what we're
really trying to do — create a form
of entertainment that people will
find positive and use as often as
possible. It’s funny, when you go
out and buy a new CD, if you're just
aregular consumer, you maybe lis-
ten to it a few times and then throw
it in a stack with a lot of other CDs.
People don’t listen to their CDs
over and over again — they listen
to other things because there’s
something missing. The point is,
there’s more to it than just the mu-
sic, even though research would say
otherwise. The problem with re-
search is, it can ask the right ques-
tions, but the people who answer
don’t have any clue of what an-
swers they’re giving, because they
don’t think about 1t.

R&R: Can vou give me an exum-
ple?

JC: It’s kind of like light bulbs.
Do you know what light bulbs are
in your light fixtures — and do you
care. as long as you switch the light
switeh and the light comes on?
That's the way people think about
radio. They don’t really care what
radio station they are listening to.
Their expectation is to tlip on the
switch on and get what they eapect.
So we can’task. “Do you like these

www americanradiohistorv com
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that the research be right. That requires the people

driving that part of the formula be really strong and

understand what they are doing. 4,

filaments better than those™ when
we're researching light bulbs. be-
cause it doesn’t matter. People who
do research get frustrated with the
same answer over and over again:
“1 punch around the radio until |
hear u song that 1 like.” Tsn’t that

bizarre

R&R: Can you explain that
careful balance between taking
rishs and using research’

JC: Before you jump out of an
airplane with a parachute on, you
nuke sure the parachute has been
packed correctly and you have done
everything in your power to get ev
ervthing in correct working order.
so that the odds ot the parachute nor
opening are very shm. That's how
you become a leader and stay on
the cutting edge with radio stations.
You need to understand where the
center is at all times so that you’ll
know how tur away trom the cen-
ter you have gotten. Then when you
have a lot of information, you can
take well-calculated risks. That’s
the ditference. Research is a tool
not i perfect science; you can’t do
enough of it to make it a perfect sci-
ence. It’s just an indicator.

R&R: How do vou balance re-
search with some of the reaction-
ary-type records you put on your
stations at times?

JC: First of all, it’s like going
into a restaurant and seeing the dai-
ly specials — if it’s the same old
menu every day, their P1 custom-
ers will get bored. They put the spe-
cials out to keep things interesting.
It’s the same thing with new music
— there has to be that “special of

YEAR

the day” in order to keep the listen-
ers from getting bored with a sta-
tion. The balance 1s important:
knowing what your regular hits are
as well as those up-and-coming
hits. The problem is. so many sta-

tions don’t have a clue.

R&R: Wihar is « “hit”

JC: Something that people are
passionate about at a given mo-
ment. A hit doesn’t just lay there
and be OK. It is something that peo-
ple are motivated about listening to.

R&R: Can vou paint for me in
words the “Jerry Clifton nusic phi-
losophy?”

JC: Play the hits. Period.

R&R: A7 any given time, how
many hits would vou sav are out
there?

JC: Stretching it. T would say 10.

R&R: Is finding and playing hits
a simple concept?

JC: No. every format has its hits.
What you are searching for are the
songs that are anthems for particu-
lar formats.

R&R: What are some of the
ways that you go about — and rec-
ommend others go about — finding
the hot records?

JC: The clubs and the record
stores. Get in touch with the peo-
ple who are active and become a
part of the group. There is no short-
cut to doing this. It has to be a life-
style; you have to love it.

Continued on Page 89
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The New Single On Your Desk Now

From the From “Batman & Robin:

Bone thugs-n-harmony cHR RHYTHM lc m Music from & inspired by the

double album “The Art Of War” - ‘Batman & Robin motion picture”
In stores in July 4 URBAN @ 7 @ in stores now

L

Video On MY 732 [l
Billhoard Hot 100 Debut 4*

RRUHLESS

Produced By: D.J. U-Neek for U-Neek Entertainment fnc/KingPin Inc.
e WS ILESY Executive Producer: Tomica Wright gy Gk Sty
"RECORDS

www.ruthlessrecords.com Bone o Ime 1-900-62BONEG 1997 R sthiess Records. Distributed by Red Qistribution. Baunan fogo <1997 Warner Bros. BATMAN, ROBIN and all related characters, names and indicia are trademarks or D€ Comics 1996, S Y oo s i
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We let Rick Dees use one
and now he won't give it back!

“Nope. No way. Forget it.
This Instant Replay is mine.”

Hey, we understand. After all, Instant Replay
puts 1,000 of his favorite noises right in front of him
— ready for instant playback. No other audio player
L makes it so easy to be spontaneous and creative.
It's fast, it's easy and it's fun.
Check it out. One Instant Replay can store
up to 16 hours of stereo sound. That's 16 hours
of sound effects, spots, promos, even entire
songs — anything — and you can play any
of them back instantly just by pressing one of
& 50 Hot-Keys! There's no need for a computer
and no need for training. It's self-contained
and it works right out of the box — just
push the buttons and go!

N ' To prove
Tey Instant Replay Freel

Call §18-991-0360

how Instant
Replay can make
your station better, you can Test Drive
one with no obligation! Call us now for
free overnight delivery of your Test Drive
unit. And like Rick Dees, once you get
your hands on Instant Replay you
won't want to give it back either.

Transfer one cut or one Print hard coy lists of all Store up to 16 hours

k. el - — - - - . thousaztd betweenhmahchinesd stored cuts so youhalways 0‘;; CD-quality digiial
g P T N & using the D-NET high-spee know what's where! audio on Instant Replay's
Fg ™ IR ;" — r digital audio network. internal hard disk.

PROFESSIORAL DIGITAL AUDIO

5321 Sterling Center Drive ¢ Westlake Village, CA 91361

(818) 991-0360 o fax (818) 991-1360 e http:/www.360systems.com

If you're a call-letter station, you can try Instant Replay for 10 days with no obligation. If you decide to buy instant Replay, we'll make
....... arrangements through one of our authorized dealers. Offer good in the continental US only. Offer expires December 31, 1996.

“Suggested retail prices: $2995 for 4 hours of storage; $3495 for 8 hours of storage and $3995 for 16 hours of storage.

360 Systems Instant Replay is a registered trademark of 360 Systems. ©1996 360 Systems.
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R&R: If you had to choose one thing that has
made vou a successful programmer over time, what
would it be?

JC: Applying actual understanding of what lis-
teners would like to hear. I really feel that each
station that I work with is an absolutely one-of-a-
kind, custom-made radio station for that particu-
lar situation.

R&R: What is the difference between stations
targeting African-American vs. Hispanic audienc-
es?

JC: The stations that target African-American
audiences are a lot more aggressive with their mu-
sic. Depending what demographics they’re going
after, they are a lot more liberal with lyrics and
jock content. In some respects. they are blazing a
new trail. There are things we allow to be on the
radio now — language and so on — that five years
ago we wouldn’t have even thought of. Those sta-
tions are generally in that zone.

Stations that target Latinos and Hispanics tend
not to play any hardcore rap, but instead play hip
hop. Overall, they tend to be slower in their music
adds and play more melodic and standard love
songs.

R&R: Do vou have any thoughts on the so-
called “repetition fuctor” of the format?

JC: It’s a part of it, and it’s not a bad part of it.
You need to ask your audience this question:
“Would you like to hear a song that used to be or
is one of your favorites now, two or three times a
week when you're listening to the radio? Or, would
you like to hear something you’ve never heard be-
fore that sucks?” When they say. “Oh. I don’t want
to hear anything that sucks.” OK, then we’ll play
R. Kelly again.

R&R: So it comes back to “play the hits and
play them frequently”?

JC: Originally. the idea was the same as all-
News stations in major markets. If you give them
20 minutes, they’ll give you the world. That was
the concept behind the original Top 40 — play all
the hits, basically every hour or so, so you don’t
have to sit around and wait for them. You can give
us a low amount of time you listen to the station

and have a good chance of hearing your favorite
song.

R&R: Is there a life lesson you've learned that
you can pass along?

JC: In my opinion you really have to identify
who you are, what you stand for, and then be that.
Don’t give in to the chance to kiss somebody’s
ass so you can move ahead in your field for a mo-
ment. If you lose yourself. what else do you have
to offer? That's probably the hardest thing for peo-
ple to do, because with these big companies now
dominating the ownership of radio stations, if you
dance with somebody well enough, they will
probably have you hang around. I really don’t"
want to hang around. and I don’t want to get any ;
free money. | want to program, and I want to go
in and make a station be a special station.

R&R: What qualities do you look for when hir-
ing PDs for a station?

JC: Someone who is brutally honest. Some-
body who is passionate about doing it. Not just
jumping up and down the way you're supposed
to in a job interview, but somebody who has it.
That’s one of the things that helped my success
— 1 just had to have it, and I still do. The hard
part of going from being a PD to a consultant is
finding the place where you can feel like you're
making that creative contribution.

R&R: What's the good, bad, and the ugly for
CHR in the new millennium?

JC: 1 don't know if it has a name ... it is like
“fashionable radio.” It’s a fashion statement. like
the clothes you wear and all of the things that are
the “hip” things to do. There are all kinds of ac-
ceptable “hip” things. and one of them is the ra-
dio station you listen to. Contemporary Hit Ra-
dio really is a fashion statement.

This BDS thing has really become the worst
possible scenario for radio. It has created even
more people to follow each other around. It’s not
good to be able to find out what stations in your
format are doing without even having to listen to
them. One of the things I learned in early ratings
battles was once 1 figured out what my competi-
tor was doing, I didn’t listen to them anymore be-
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In my opinion yau really have to identify who you are,

what you stand for and then be that. Don’t give in to the
chance to kiss somebody’s ass so you can move ahead in
your field for a moment. If you lose yourself, what else do
you have to offer? T

cause I felt like I would second-guess my own opinions based on what they
were doing. 1 feel I'm gocd enough to just have my own opinions — any pro-

~=v gram director should be gaod enough to have their own opinions. If you've
we g s d » d
. #progressed to a point where you’ve determined what angle you're going to take,

then you ought to not be paying attention to anyone else opinion.

R&R: Where do you see the format moving? Is it healthy?

JC: 1 think it’s beginning to have a bit of a resurgence, and in the next year or so
will have a gigantic resurgence — because it's time. Typically when someone puts
on a good station, usually in a major market that gets a lot of attention, and then
there’s a hundred of them. CHR hasn’t had its day in that arena for a while.

R&R: What advice would vou leave up-and-coming programmers with?

JC: Learn everything you can about everything. and don’t be afraid to take a
stand on things that aren’t :immediately popular. It was my belief when I started
in radio that if 1 could do every job in the radio station. then I could end up
somewhere really good. People that truly belong in management roles under-
stand what’s going on with the people under them so they can help them.

Who: Paul Drew
& Bette Midler

What: VP Of
Programming

Where: RKO Radio
When: Circa 1977
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Bill Richards: ‘Learn From The
Past As You Look To The Future’

Consultant paves a winning path for CHR

t’s hard to believe Bill
Richards has been
consulting for over
five years. After
programming such CHR
greats as WNCI/
Columbus, KKBQ/
Houston, and KIIS-FM/
Los Angeles (see
“Career Highlights”),
in this short period of
time Richards has
become a major player
in the consulting arena.

This Week In ...

ke
1 HOWARD JONES

Na One Is To Blame

. (Elgkira)

2 PATTI LABELLE & MICHAEL
On My Own
(MCA)

3 BILLY DCEAN
There'd Be Sad Songs
(Ta Make You Cry)
{iivesArista)

4 SIMPLY RED
Holding Back The Years
(Elektra)

5 JETS
Crush On You
(MCA)

6 GENESIS
Invisible Touch
(Atlantic)

7 EL OEBARGE
Who's Johnny
(Gordy/Motown)

8 PETER GABRIEL
Sledgehammer
(Geffen)

9 KENNY LOGGINS
Danger Zone

10  JANET JACKSON
Nasly

(A&M)

Richards and associate Mark Bolke currently work with KIIS-FM.
KDWB/Minneapolis, WNKS (Kiss)/Charlotte, WXXL/Orlando,
WGTZ/Dayton, KKMG/Colorado Springs, WMTX (Mix-96)/Tampa.
and PRIMEDIA/San Juan. | asked Richards to dig through his experienc-
es to map out some of the key points of winning with a CHR and what lies
ahead in the future,

Using his expertise. Richards has assembled the following guide of what
he sees as the winning elements of CHR. including — but not limited to
music. marketing, and morning shows. Call it. if you will. the “best of Bill
Richards’s highlights of the necessary consistencies as CHR makes its way
toward the new millennium’™:

The Crucial Elements

Let’s start with music. This is the most challenging aspect of CHR. since
there are so many different ways to accomplish the same goal. Using Me-
diabase. we tracked some of the most successful CHR stations and their
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The average current/recur-
rent percentage for these sta-
tions is 73%. If you exclude
the more adult lot — WSTR,
KALC. and WKTU — the
percentage rises to 76.5%.
The bottom line is most of
the CHRs in this study are
running well over 75% current/recurrent.

BiLL RicHarDs

Hot Rotations

Outside of how current/recurrent/geld your library may be. another key
to winning in CHR is how often you are playing the hits. The following is a
Mediabase look at how many weekly plays each of the top 5 songs received
on the stations in the study:

currentrecurrent-to-gold percentages. the era of their gold. along with their ~ Calls/Market U 2 = ) J
12+ Arbitron rank rating at the time of the study. WSTR/Atlanta i 63 60 60 60 60
WﬂN[BOStOL ] 67 B _67 B 67 B 66 26_
Calls/Market cr Gold Gold a2 WXKS-FM/Boston ) 63 60 60 59 58
WSTR/Atlanta a2% 58% 90 #5  WBBM-FM/Chicago 66 65 56 52 52
WERQ/Baltimore ~ 88%  12% 95 #2  WKRQ/Cincinnati 6 61 59 53 52
;NJMNIBosto_n _ 66°/; 34% _ '97 Z_ WNCIICquanps _ 59 58 57 56 55
WXKS-FMIBost:n_ 75% 25%_ '94- ___13__ KHKS/DaII_as B i 75 - ?1 B 6_9{ ] 687 7-19__
WBBM-FM/Chicago B 87% 13% '95 #4 KRBE/Houston B 61 L iO 55 753 51
WKRQ/Cincinnati 78% 2% 94 #4  KMXV/Kansas City 56 56 54 52 50
W_NCIIColumbus - 82% ;8% 7 7'94 ' ) ;-2 i KilS/Los Angeles _82 82 81 3 _80 72
KHKS/Dallas 73% 27% ‘94 #1 KPWR/Los Angeles 73 7 - 69 69 66
KALC/Denver 1% 59% '90 #4 WHYUMiami 63 62 59 56 42
lKR_BEIHoust;n- N 6j4°/z - 36% E_- #3—_ ﬁWB/MInneapolls 67 66 65 64 63
;V—HHH/Tn(_IiEp;; 89% 1% '9_5 L #4_ WHTZ/New York 63 - 63 63 59 58
KMXV/Kansas City 70% 30% ~ _’92 #4 WKTU/New York ) 44 42 42 35 32
KlIS/Los Angeles 88% 12% '95 #9 WXXL/Orlando 57 56 55 55 50
KPWR/Los Angeles 68% 32% '92 #3 WBZZ/Pittsburgh 63 59 56 53 53
WHYVMiami 79% 21% '94 #6 KKRZ/Portland 70 69 57 56 52
KDWBMinneapolis 80% 20% '94 #4 KKLQ/San Diego 65 65 65 65 64
WKTU/New York o _;57% ) 43% ‘91 #3 KMEL/San Francisco 54 s 42 0 _3_'.-?_
WHTZ/NewYOrk— o 7% 23% '94 #13 KLLDISan Francisco 59 59 57 _ 57 46
WXXL/Orlando 79°/_o o 21% '9? o #5 - WFLZ/Tampa 74 74 70 52 50
WBZZ/Pittsburgh _81% o 19% '94 #2 W_PGC-FMIW&__shi_n_glon o 63 60 57 48 48
KKRZ/Portland, O_R— -72%_ 25% N .'94 #1 WWZZ/Washington 61 59 58 58
KKLQ/San Diego 68%  32% '93 # - '
!(MEL/San Francisco 78% 22% '95 _# During this time period only WKTU had its most-played titles average
KYLD/San Francisco 77% 23% '93 # under 50 plays for the week. On the other hand, KHS averaged over 80
WFLZ/Tampa 7% 239% 94 #  plays for four titles. The majority of the other stations averaged approxi-
mwwgs;\irgton 70% 30% 93 B #1’ - malely.63-64 plays per week or about nine plays a day. Translation? Don’t
— ——— — be afraid to bang the hits!
WWwZz/Washington 69% 31% '95 #8

Career Highlights
Bill Richards's resumé is chock-full of
programming experience
® KKRC/Sioux Falls, 8D FD
® KOWB/Fargo, ND PD
® KREOD/Santa Rosa, CA FD

* KDWB/Minneapolis PD
® KLUC/Las Vegas PD
* WNCI/Columbus, OH PD

® Nationwide National PD
(while at WNCI for nearly four years)

Continued on Page 93

® KKBO/Houston PD

® Caleman Research VP

® KKXX (X100)/San Francisco PD
® KKBQO PD (return visit)

® K|IS-FM/Los Angeles PD /Consultant
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RASURE

IN'TSAYYOURLOVEISKILLINGME

EARLY BELIEVERS: the new single from the album
B96 “The perfect upbeat pop
KH KS record that fits the current
KRBE musical vibe. Powerful lyrics

with a huge hook! ”’

-Jay Michaels/KRBE

\MUTE
MAVERICK., @

€ 1897 Maverick Recording Company. under hcense from Mute Corparation
www.wbr.convradio .
Management: Bill Diggins. Diggit Entertainment
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Continued from Page 91
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PD’s Morning Map

Another critically important element of a successtul CHR is the morning show. Following are some of the
elements [ found handy for PDs when working with a morning show.

1) Develop a relationship with the talent. Create the bond with talent so they know you’re not just giving lip
service. You've got to move beyond saying “don’t do more than two minutes” on your breaks. Provide your
morning show with specific opinions and examples on how to do something better.

2) Aircheck them on a daily basis — or a minimum of once a week. Give them constant, positive reinforce-
ment, Just like a spouse or child, a morning show can never hear enough good things.

3) Make the morning show part of the game plan. Get their feedback. Make them feel a part of the process.
Provide them with tapes of other successful morning shows from around the country. Play them examples of
other hot morning show talent and fresh ideas. They want to feel confident that you’re up on what’s happening
with moming shows around the country. Giving them the latest, hottest features/bits, etc. only further en-

trenches their trust in you.

4 Listen to the show. The talent must know you care about the show, are into it, and listen to it all the time.

5) Some other things to add to your morning show checklist:

# Sef clear goals
® Agsess risks

6) Actions to avoid:

® Mixed-up priorities — don’t send conflicting signals
= Too much negative feedback

* Ton many meetings, memos, and procedures

® Telling/directing with no explanations

* Undermanaging

* Assigning responsibilities
without monitoring progress

This Week In ...

. 1887

Rank
1

10

WHITNEY HOUSTON

! Wanna Dance With Somebody...

(Arista)

LISA LISA
Hz2ad To Toe
(Columbia)

HEART
Aone
(Capitol)

GENESIS
Ir Too Deep
(Atlantic)

BOB SEGER
Shakedown
(MCA)

KENNY G
Songbird
(Arista)

ATLANTIC STARR
Always
(Warner Bros.)

SYSTEM
Don't Disturb This Groove
(Atlantic)

SMOKEY ROBINSON
Just To See Her
(Motown)

EXPOSE
Point Of No Return
(Arista)

® Set priorities
* Communicate clearly

® Give actionable feedback
® Reward success

® Vague positive feedback

® Misuse or lack of important resources

® Making promises you can’t keep

® Overmanaging

® Spending little time with them

® Letting them challenge the rules without penalty
* Getting upset with them in front of others

Effective Marketing

While it may not be the easiest thing to explain to owners and man-
agement, [ believe you have to effectively spend money to make mon-
ey. A successful CHR radio station remains consistent with all of the
important elements and never stops promoting. The key is to research,
execute the findings, and promote the station in a fashion consistent
with the market and the audience you are attempting to reach. Whether
it’'s TV, telemarketing, billboards, direct mail, or outside marketing,
here are some of the things [ keep in mind while searching for the me-
dium with the most impact:

® Your competitive environment

e How effectively you communicate your message to the masses
® The “want” of your product

® The amount of money — and effectiveness — of the buy

Contesting also remains a function of great CHR radio. The ability
to marry great contests and promotions, backed with solid production,
can enhance your product. Keep in mind the old axiom “keep it sim-
ple.” Great CHRs create contests that allow listeners to play along. They
also use their creative juices in coming up with great prizes. Every con-
test miust have a simple strategic message that reinforces something
about the radio station.

Looking InThe Crystal Bali

Consolidation is good. It has given the format the ability to be what
it is. It can now flourish within this new consolidated world. Compa-
nies that own a number of stations in a market can now effectively
map out and strategize their positions. This allows them to give CHR
room — both formatically and tinancially — to get back to its roots
and perform. which in the long run is exactly what the format needs
to flourish.

Having lived and programmed CHR for many years. ['ve witnessed
its successes and its failures. As a fan of the format. I have faith that it
can continue to rebound. However, it will take smarter, more strategi-
cally minded programmers to see it through.

www.americanradiohistorv.com
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“Make the morning show part of the game plan.
Get their feedback. Play thec1 examples of other
hot morning show talent anc fresh ideas.

Giving them the latest, hottest features/bits, etc.
only further entrenches iheir trust in you. yy

Programmers are smarter than ever. But then, so is your competition.
This is still a fun and exciting format and, because of that, will continue
to attract top-notch programmers. W2 should be excited and optimistic
because the music continues to0 be more mainstream and mass-appeal
than it has been in years. This has kelped us dramatically improve the
balance of music, and that trend looks to continue. In simplistic terms,
much of this pop musical movement will continue to help the format
once again become the station mom and the kids can listen to together.
Consolidation will allow us to be all we can be — finally!

Stop Giving It Away

To win, we must continue to do a better job of not handing over listen-
ers to Hot AC or Pop/Alternative. These formats have succeeded by us-
ing our positive traits. Old axiom: *“You own nothing until you give it
away.” New axiom: “Stop giving it away.” [ am hopeful that we’ve learned
our lessons and — with the new generation of owners out there — that
we will finally be allowed to avoid the dreaded “25-54 disease” and re-
turn its focus to a pure sound.

To stop giving it all away, CHRs that play oldies must have proper
formatic filtering to achieve their goals. Playing the right oldies, bal-
anced with a tight current/recurrent playlist, will continue to serve us
well.

We will also win by continuing to focus and deliver on listener expec-
tations. Everyone will have to realize Contemporary Hit Radio is differ-
ent in every market. We need to quit trying to force the format into a
definitive description. Like it or not, in some markets, Rhythmic is the
contemporary station in that market. Let’s accept it for what it is.

Tight Is Right

Finally, for success in the future, we need a return to tight radio.
With so many demands for people’s time, playing too many songs be-
comes increasingly dangerous (as we so often have learned). While
CHR remains an exciting format to program, we can never forget the
basics. Our images have been frayed over the past few years, while
other formats like Country, Hot AC, and most recently Pop/Alterna-
tive stepped in and wisely ripped aff our basic winning formula and
used it rather effectively against us.

The bottom line remains: Don’t be afraid to be what you are and
never forget what got you here. Learn from the past as you look to the
future.

'}éihBOOKW

Who:
Waat:
Whare:

Mark Driscoll
Teen DJ Whiz

Muskogee
Central High School

When: 1966
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BILL SCULL, President

PETE SPASOFF, V.P. Promotion
LENNY LYONS, V.P. Promotion
DENNY BLEH, Promotion Mgr.
JIM STACY, Promotion Mgr.
KARL WITTLESBACH, Office Mgr.

27 Tm-State
PROMOTIONS

& MARKETING, INC.

513-474-4904 » 513-474-4905 fax ® 513-474-4906 hds fax
7801 Beechmont Ave., Suite 12 e Cincinnati, OH 45255
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Hints on improving your wake-up program from one top consultant

or many years now

| have worked,

alongside, and from

a distance, with
consultant/programmer
Randy Lane. We worked
together when he was a
consultant with Vallie-
Richards, then as a
student at his Morning
Masters teaching
program.

— 1988 =

Rank
1 DEBBIE GIBSON
Feolish Beat
{Atiartich

7 MICHAEL JACKSON
[Dirty Drana
{Epic)

3 RICK ASTLEY
Together Forever
(RCA)

4  CHEAP TRICK
The Flame

(Epic)

5 JETS
Make It Reat
(MCA)

6 BRUCE HORNSBY & THE RANGE
The Valley Road

(RCA)
7 PEBBLES
Mercedes Boy (MCA)
8 INXS

New Sensation (Atlantic)

9 DEF LEPPARD
Pour Some Sugar On Me
(Mercury/PolyGram)

10 PRINCE
Alphabet Street
(Paisley Park/W8)

Following his consulting gig, Lane stepped into the PD chair at then Via-
com-owned KYSR/L.A. and launched a brand new format we now call Pop/
Alternative, only to later depart the station. Today, it remains one of Ameri-
ca’s hottest and most copied new formats.

Since moving on, Lane has taken his programming and talent skills and
joined forces with consultant Jeff Pollack and Pollack Media Group to form
The Randy Lane Company, a full service consultantcy.

Ever since I've been in this format, over and over my mentors have always
taught me the three M’s of winning with CHR. I can never repeat them enough:
Great music, marketing, and morning shows typically lead to ratings, reve-
nue, and success. For this special, I asked Lane to take out his old game plans
and provide us with a comprehensive report on what it takes to be the very
best in momning drive. Lane responds, “The emotional connection between
your morning show and listeners evolves in much the same way as relation-
ships between friends and lovers. a dC

“The intention of this article is to give you an
overview and provide insights into the major qual-
ities that go into creating a morning show that will
break through the noise and get noticed.”

Role Definition &
Character Development

Strong characters are key to the success of ev-
ery great radio show, TV show, and film. “Sein-
feld,” “Friends,” and “Home Improvement,” for ex-
ample, all have clearly defined characters. The role
and expectations of each player on the moming
show must be very clear for the show to function
at a maximum level of performance.

The role defines character from a broader per-
spective. Design roles with some contrast between
players to create electricity, friendly friction, sex-
ual tension, etc. On “Friends,” for example, the
roles are balanced with three males and three fe-
males. Ross is the sensitive male, Phoebe is the
ditzy blond, etc.

Character is defined by your attitudes, values,
opinions, lifestyle, etc. It's a good idea to draw a character profile on each
member of your moming show to help each of you and the listeners under-
stand the identity of each player. The goal is to be able to sum up each char-
acter in a sentence or by a couple of key characteristics that make each player
instantly recognizable and memorable. For example, with Bill Clinton, it’s
womanizing and fast food.

Chenmistry is an important component of character and role definition. All
characters on your show must really click as with any great relationship. Some
of it is inherent, and much of it is developed by morning show players spend-
ing lots of time together planning the show as well as socializing outside the
station.

Know the difference between developing character and being self-absorbed
and “inside” (excluding listeners) on the air. Putting your life on the air is one
of the keys to creating a distinct character, but it must always be done in a
way that relates to listeners. The more distinct your character, the more mem-
orable you become with listeners.

Listener Involvement

People love to eavesdrop on conversations and live their lives vicariously
through others. Interacting with lots of listeners on the air helps give your
show momentum, and it can add greatly to the overall entertainment value.

Here are some key ways to help you increase and improve listener partici-
pation in your show:

1. Establish a phone-friendly environment. The more listeners you put on the
air the easier it will become to get them involved in the show.

2. Focus on being a great facilitator. The art of drawing people out is the key
to effective listener interaction. Being a good listener is the secret to conver-
sation dynamics and spontaneity.

3. Part of the producer’s role (or the person who answers the phone) is to
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Ranpy Lane
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‘ftlll characters on your show must really click as
with any great relationship. Some of it is inherent, and
much of it is developed by moming show players
spending lots of time together planning the show as
well as socializing outside the station. g,

warm up listeners who call the show before they go on.

4. Develop a keen sense for recognizing which callers are potentially inter-
esting and/or entertaining. Make quick judgments and move on with a con-
versation or move on to another segment.

5. Stage some calls to prime the pump. This technique can sound less con-
trived than always soliciting listeners for every topic.

6. Calling out is also an effective way to get other voices on the air and
create talk.

Know What To Talk About
Knowing what to talk about begins with knowing your target audience very
well. It means reading magazines, watching TV shows, and seeing movies
that interest your target but may not interest you. It means living the lifestyle
of your target or at least knowing it well enough to fake it. Talk to people
constantly about topical items and their interests when you're in restaurants,
stores, at work, at promotions, etc.

Being topical is knowing what your target lis-
teners are talking and thinking about. That includes -
national and entertainment topics that people in
your market care about.

USA Today does an excellent job of understand-
ing this on a national level. They prioritize stories
strictly by interest rather than segmenting them by
hard news, national, international, entertainment,
etc. The top story could be about the NBA playoffs
or an international summit.

Entertainment information and celebrity gos-
sip is huge. Make it a big part of your show. Celeb-
rity interviews are also a tremendous tool for gen-
erating entertainment that gets people talking about
your show.

Be A Great Storyteller

Telling stories is a powerful communication
tool. If you have kids, it’s amazing to watch how
a group of them can suddenly get quiet when
someone reads or tells them a story. It works with
adults, too. I’m not suggesting you read fables
or tell long-winded stories all morning. A story can be 20 seconds about
taking a shower this morning and you couldn’t remember whether you
washed your hair or not.

Listeners remember stories you’ve told more than most comedy bits. Ev-
erything that happens to us in life is a story in one form or another. Most of us
tell stories to our mates about the events of our day when we get home at
night. Do the same thing with your listeners on your morning show.

Don’t be a presenter of information and data. Make it mean something to
people by sharing your human experience and your feelings in story form.
There is too much information available to people. You must wade through it
and focus on the info that’s interesting to your target and give it some imagi-
nation and emotion to make it really work for the show.

Storytelling is an art. It began thousands of years ago with cave men telling
stories around fires at night. It continues today electronically on radio mom-
ing shows. Perfect the art of telling stories and you’ll be cutting through like
never before.

The Peer Approach

At WKQX (Q101)/Chicago back in early *80s, all the women would stop
listening at 3 o’clock in the afternoon and tune into Steve Dahl on WLS-FM.
I started listening to the “Steve & Garry [Meier]” show to find out what the
buzz was all about. I realized that the attraction was that these two guys were
just being themselves in a very real and honest way. They were not DJs and
they were just talking to me (to one listener and not announcing to a group)
one-to-one.

Take a “peer” approach on the air. Communicate to listeners as one of
them and tell it like it is. Besides being entertaining and interesting, being real

Continued on Page 97
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New adds at:
Z90/San Diego
FM102/Sacramento
KKFR/ Phoenix
KWNZ/Reno
KPSl/Palm Springs
WNVZ/Norfolk
WJJS/Roanoke
WQSL/Greenvlile
KQIZ/Amarillo
WCIR/Beckley

REMIX PRODUCED BY BIG YAM

OD'S
[T
FROMKIRK

e FRANKLIN'S
y NU NATION

WITH SPECIAL LUI.ﬂ CHERYL "SALT" JAMES

A RECORD THAT DESERVES TO BE PLAYED ...

R&R CHR/Rhythmic €
R&R Urban @
R&R Urban AC @
Top 4C Rhythm Crossover Monitor Debut 32*
R&B Mainstream Monitor 3*

i pk -\ B

Jam of the Week!

Custom Heavy

B96

MAJOR AIRPLAY AT:
WPGC 46x, #1

92Q 53x, #2

KUBE 61x, #4

KDGS 45x, #5

WHHH 22x

WWKX 28x

KDON 23x

KQMQ 20x

ALSO SPINNING:
KIKI KSFM KPAR

WKXJ WBTT WFLY WKSZ

“Do not let the spiritual lyrics cloud your opinion on this record.
Keep an osen mind and you will ‘Get It’. This could be the feel good song of the

summer, that everyone can dance to!!”
Don London, WNVZ ©1997 B-Rite Music, Inc. All rights reserved.
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on the air is the most important quality that helps you create distinction and
notoriety with listeners.

In the Howard Stern movie, he realized that to be different and really
connect with listeners, he had to be real and put his life on the air. Howard
has chosen to take it over the top by putting just about everything about his
life on the air down to his wife’s miscarriage.

Sandy Rivers ot KAMX/Austin’s J.B. & Sandy Show comments. “In
order for a morning show to break through today you need to do two pretty
simple things: Live an interesting life, and share your experiences on the
radio. Do this and you will never run out of material.”

Most people choose friends because they are real, honest, and ftun to be
around. They choose radio personalities for the same reasons. Here are some
techniques to help you become more real and one-to-one:

* Put your life on the air.

» Make listener interaction and interviews a bigger part of your show.

» Work without headphones; use one side only or run them at a very low
volume to avoid listening to your voice. You'll be a much better communi-
cator by only concentrating on a conversation or whatever is going on rath-
er than the sound of your voice.

* Project your voice outward like you would on a stage for more energy
and avoid forcing or squeezing your voice.

* Feel the moment and display more genuine emotion.

* Save tape when you are conversational and listen to it often. You’ll ex-
perience more growth by hearing yourself doing something well rather than
dwelling on bad breaks or shows.

* Use role models such as (KHKS/Dallas morning driver) Kidd Krad-
dick and WHTZ(Z100)/NY's Elvis Duran. Avoid trying to directly emu-
late a role model and incorporate their techniques and approaches into your
own style.

* Bring in a picture of someone you know to help you talk to one person
rather than announcing to a group.

Local, Local, Local

Most morning shows are oblivious to what’s going on in the market. Be
an unconventional morning show by knowing the market like a talk show
host. Note the important hot button issues and concerns of the market.

Look for interesting and colortul real local characters on the phones and
in everyday life. Real characters are almost always more entertaining than
character voices.

Get to know who the power people are in the market. Get them on the
show and stay up to date on what is going on in the area. Check out people
in the entertainment, business, sports, academic, and political communities
who happen to be interesting or colorful personalities.

Here are some ways to make the show more local and more interesting:

* Meticulously strip the paper daily for locally interesting/entertaining
topics.

* Use song intros to drop in local leisure time activities (i.e., concerts,
first- run movies and videos, sporting events, exhibitions, shows, festivals,
live music, arts and crafts fairs). Check the daily paper. the lIaJ'cnte;uffn«
ment weekly, and the city magazine for most of this information

* Take a cassette tape recorder to all promotions and events. Get listeners
on tape in fun situations.

e Develop a presence in the community.

* Talk up the area.

* Do a "Weekend Picks” feature on Fridays.

» Consider doing a local trivia interactive (i.e., St. Louis Trivia).

Creating Structure

Listeners typically listen in [5-to 30-minute segments several different
times in the morning. They may listen a few minutes getting dressed. hav-
ing breakfast, in the car, etc. Structure your show in halt-hour blocks, which
is more in line with the way listeners use radio in the morning. Every hal(-
hour is a new show. Get across the essence of the show (a phoner, a feature,
a benchmark) in each half-hour.

Benchmarks (listener “memory hooks”) can be very effective tools to
help listeners remember your show. Since Arbitron is still a top-ot-mind
game. benchmarks can be very important entertainment tools.

WBMX/Boston’s John Lander says. “People cling to certain things they
need in the morning as part of their routine, their structure. Within our struc-
ture are benchmarks such as the Nutcracker and the Dirt of the Day Report,
which happen at 7:45 and 8:15. They provide a security blanket. The mom-
ing show players and characters such as Mr. Leonard are the mortar be-
tween the bricks.”

Continued on Page 98

www americanradiohistorv com

June 20, 1997 R&R » 97

Where To Go For Show Content

The Internet

Search engines take you anywhere you want to go. Here’s a look
at some of the mcre popular searct engines and specific sites for
morning prep:

¢ Lycos (the oldest). .. www. fycos.com

* HotBot (the smaltest but easy to use). .. www. hothot.com

e AltaVista (the most powerful)... www.altavista.com

¢ Yahoo (great at finding fots of “E” sites). .. www.yahoo.com

® Pointcast ("E” info & news)... www.pointcast.com

Popular Marning Prep Weh Pages:

¢ Bit Board (approx. 300 participants) contains a message board
where you can read and post messages. www. bithoard.com (817-
274-2076).

* Radio Online (apprax. 50 oarticipants) — a comprehensive
-gnline service (306-352-7500).

* RadioStar is a computer bufletinboard service for morninig
shows (408-626-1571}.

Additional interesting web sites inzlude:
e www.radionett.com

o www.weird@flashnews.com

o www.inlerprel.com

* www.80s.com

o www.creativity.com

* www.Sidewalk.com

Comedy Services:

* Fax Attack (818) 991-4410

¢ Premier Comedy & Cutler Comedy (818) 377-5300
¢ American Comedy Network (203) 384-9443

* MJI (212) 245-5010

¢ SJS Entertainment (212) 679-3310

* Power Sheet (212) 679-3200

¢ Satellite Comedy Neitwork (212) 581-3962

e United Stafians Radio Network (212) 869-1111
e All Star Radio (818) 766-6447

e Westwood One Entertainment (310) 204-5000
« Chicago Radio Syndicate Inc. (800) 621-6949
e Burbank’s Creations {513) 528-3375

¢ TM Century (214) 406-6800

For a complete listing of comedy show prep, check out R&R's
annual “Program Supplier Guide.” To obtain an additional copy,
call (310) 788-1625.

Periodicals (outside of R&R):
¢ Morning Mouth Magazine
® Entertainmernit Weekly

* The Hollywood Repcrier

® Spin

 USA Today

* People

¢ Working Woman’

Bookstores have tons of material fram odd books like Are You
Normal, Imponderables, and Why Do Clocks Run Clockwise?

Celebrity Interview Contacts:
e Screen Actor’s Guild (213) 54946737 (agents for celebrities)
* AFTRA, Los Angeles {213] 461-8111
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Knowing what to falk about begins with knowing

your target audience very well. It means reading

Continued from Page 97

. You still can create benchmarks i i . .
In d u stry p roda ims magazines, walching TV shows and seeing movies

without them being time specific. For

and only listen to the show from 7:30

“TOp 40 is dead” e Ll .W"° afel“’"‘"‘"“"g that interest your target but may not interest you. It
10 8:00 get the impression that the  magng fiving the lifestyle of your target or at least

i n the New york ﬁmes show is only about Battle of the Sex-

es because that’s all they ever hear.

knowing it well enough to fake it. 5y

Time specific benchmarks must be

really big and important to listeners.
Floating features keep the show less predictable.
Other important structural points to consider:
* Preview two or three events coming up in the next half-hour out of each newscast.
» Make billboards time specific and enticing. Generally billboard up to 30 minutes, unless something really spe-
cial or big is happening later in the show. Specific time frames (“coming up in 10 minutes,”) create more forward

momentum and are more meaningful to people with rigid schedules in the morning. A billboard must motivate
longer listening or arouse enough curiosity to cause another tune-in.

» Continually re-introduce themes, guests, etc. Never assume people have been listening. Think like a listener.

Our C//ents know * Go long-in and short-out of most stopsets. Out of music is a heightened listening time (plus people are less open

to hearing a lot of talk after a commercial set).

’ * Avoid stopping the music to air callers, etc. It’s cleaner and more focused to cluster them around stopsets. This
CHR/Top 40 works.

also kills momentum and makes the show sound choppy and sluggish.

* As in airplane flights, the take off and landing are the two most critical points of bits/conversations. Clearly and
enthusiastically set up a feature, bit, or conversation to get listeners’ attention and pique their interest. Get out at an
WKTU/New York

. impact point. So many shows drone on and weaken the climax.
WAPE/Jacksonville

Production
WNTQijracuse The way a show is produced can give it that extra edge and liveliness that will help the show cut through the
WHTS d Ct clutter. Observe the way the Leno and Letterman shows move aggressively forward with lots of stagers, beds, sound
/Quad Cities, ce .
efforts, songs, etc. Production is the edge that moves the show one more step into the foreground.
KRQQ/TUCSO” Among basic production guidelines:
KJYO / Okl ahom a Clty » Use humorous songs, beds, and themes to re-establish and brand your show out of conversations, features, and

information segments.

WKQI/DetrOIt * Use sound bites in the news and in features. Entertainment sound bites from awards shows, hot TV shows like
KGGI/R|VerS|de “Melrose Place” and “Friends” can definitely enhance the show’s production value.

* All production elements have an attitude, mood, and emotion about

them that must match your show and station.

Morning Prep

B Radio now has lots of online services, daily faxes, daily satellite feeds,
» 1939 E and such to assist morning shows in their planning process. Kraddick is a
Rank major Internet user but cautions morning shows on two points: One, “The
1 RICHARD MARX "Net is very 25-34 male-driven, which may not be your target audience.”
Satisfied « . . s .
We n ever sto ed (EMI) Two, “By using humor from the Internet (lists, etc.) you’re doing yourself
p p more harm than good. It’s like repeating Jay Leno’s monologue because a
2 NEW KIDS ON THE BLOCK lot of people have already seen it on the *Net.”

— - I'll Be Lovi . .
bel IeVI n g. (CO/Z/;?)\IQFQ You (Foreven) However, Kidd does believe surfing the *Net can be very beneficial to

your show. “The value of it is you can find out about things you’d never find
3 FINE YOUNG CANNIBALS elsewhere. You gotta dig for it. When I interview a celebrity my goal is hav-

2%%%2'/’;? ing them say, ‘Oh my God, where did you get that.” You can find a specialist

on any subject. For example, on Madonna you can find stuff about her fam-

4 MILLI VANILLI ily, things she did growing up, etc. You can find out who’s Oprah’s best
?:2:12)0"’1 Forget My Number friend or that she just gave Stedman [Graham] a dog named Boo. When’s

her birthday? What's her real name? etc.”

5 NENEH CHERRY
Buffalo Stance
(Virgin)

6 SIMPLY RED
If You Don’t Know Me By Now 3 YEA RBOOK
(Elektra) i T

7 MADONNA

Z A POLEON Express Yourself

(Sire/WB)
MEDIA STRATEGIES

Who: Don Benson

, e e i §A  wnateo
. 4800 Sugar Grove Boulevard, Suite 170 (Atlantic) Bl Where: WQXI (94Q)/
- Stafford, TX 77477 — Vg L Altanta

‘ Voice: 281.980-3665 Fax: 281.980.3708 Toy Soldiers When: 1977

www.Zapoleon.com (Columbia)
10 CYNDI LAUPER

Contemporary Specialists o
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15th Annual

Recke nr Chanity (debration

Benefiting the T.J. Martell Foundation eil Bogart Memorial Fund for
Cancer, Leukemia IDS Research

Thursday, Friday & Saturday

June 26, 27 & 28, 1997 &

Los Angeles

Collebity Gelff g

CalabasasCountry Club
4515 Park Entrada, Calabasas. CA
Tee Times at 7:30 am & 1:00 pm

This fabulous tournament is always a sell-out. Top industry insiders and celebrities from music.
fitlm. TV and sports make up the 250 players each year. Major gift bags and tee prizes. a beautiful
course and a guaranteed good time have made this a spectacular event for over a dozen years.

dfm Darkes o e}{a@wa@a( Purf.

Hollywood Park Race Track and Casino
1050 South Prairie Avenue, Inglewood, CA

An encore event... the second annual party at Hollywood Park will include nine thrilling thoroughbred races,
live music, the "Pick A Winner Prizes Extravaganza” plus food and drink. The incredible silent auction will
wow everyone with packages for all budgets. ‘

The T.J. Martell Foundation “From the Heart” Award will be presented t¢c National Radio Chair
Curtiss Johnson, Station Manager at KRXQ in Sacramento. Don’t miss this special presentation.

fFtidey Boaslisy posl

The Sports Center (next to Jerry’'s Deli)
12655 Ventura Boulevard, Studio City, CA

BACK BY POPULAR DEMAND!

To celebrate the 15th Anniversary of the Rock ‘n’ Charity events. This fabulous favarite started it all!
The vintage bowling alley at the Sports Center in Studio City (right next to Jerry's Deli} will be our
home for bowling. In-n-0ut burgers and big birthday surprises!

Sponsorships for Golf, Hollywood Park and Bowling are available. .
Ploase call the Martell/Bogart office for more information, invitations,
or tickets at 310.247.2980.

www americanradiohistorv com
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Broadcast Architecture’s Frank Cody and Steve Rivers map out a
strategy to ‘stay aligned with tastes of station’s target audience’

here is no question
that great teams
are all about
teamwork, and one
of radio’s finest
research teams was
assembled while
programming legend
Steve Rivers was PD at
then-Pyramid’s
WXKS(Kiss 108)/Boston.

Thfs Week In ...

1990
s

i ‘J.:HGIEITE i
k| MuﬂHmﬂﬁaa&{mﬁ
oy

2 HEW KIDS DN THE BLOCK
Sl By Stap
: (t;a'umtua}

u.c. MEB
g UCan‘tTouehThts
- (Capitel) -

4 WILSON PHILLIPS
Hoid On
(SBK}

5 BELL BIV DEVOE
Poison
(MCA)

6 PHIL COLLINS
Do You Remember
(Atlantic)

7 GLENN MEDEIROS f/BOBBY BROWN
She Ain't Worth It
(Amherst/MCA)

8 TAYLOR DAYNE
I'll Be Your Shelter
(Arista)

9 RICHARD MARX
Children Of The Night
(Capitol)

10 AFTER7
Ready Or Not
(Virgin)

It was at Kiss that Rivers was first introduced to research firm Broadcast
Architecture (BA)'s CEO Frank Cody. The pair enjoyed a dynamic work-
ing relationship. and soon after Rivers became a partner at BA. Almost im-
mediately Rivers became a huge fan of the company’s exclusive “MixMas-
ter” — a patented device that allows collection of information digitally with
an interactive system which Rivers says “provides the tlexibility for sorting
and analysis.” It certainly must beat the paper-and-pencil method!

Since callout and auditorium music tests are so crucial to radio, I called
upon the expertise of Rivers and Cody to offer some tips on how to con-
duct a successful music auditorium test. Together they have worked on
hundreds of music tests, for all formats and in all size markets — includ-
ing winning stations in New York, Los Angeles. San Francisco, Philadel-
phia, and Boston.

R&R: Wity are music tests necessary?

SR: Large-scale auditorium music testing is
necessary for a radio station to maintain a mu-
sic database that is properly aligned with the
tastes of the station’s target audience. Since at
least 80% of what we do as CHR stations is
play music, it only makes sense that we strive
to make certain that our music mix is causing
the most TSL with minimum tune-out.

FC: Music testing is a fundamental tool for
any station in a competitive market. Consis-
tent music testing provides critical telemetry.
You wouldn’t fly a jet without instruments.
Why would you operate a multi-million dollar
radio station without consistent music testing?

R&R: How many tests do vou recommend
per year?

SR: The more contemporary the station. the
more often testing is mandated. For a large-
market CHR. 1 would recommend four tests

per year — three, minimum. Music cycles
have accelerated to the point of causing more
“throwaway’’ music than we’ve seen in the last
10 years. What was a hit six months ago probably is no longer worthy of
airplay today. It’s important that you know the strength of every song played
on your station. Twenty years ago. callout and auditorium music testing were
considered a luxury. Today, with most stations conducting research, it is an
essential part of station weaponry.

R&R: Can a station do too many auditorium tests?

SR: I don’t think a station can do too many tests. If a station is conducting
a fair amount of research and the station’s ratings haven’t improved, | would
suspect the screening process first.

FC: Unless the competitive landscape is dramatically altered, four per
year should be sufficient.

Steve Rivers’s PD Stops

« WAPE/Jacksonville

* KOPA/Phoenix

* WRBQ/Tampa

= KMEL/San Francisco
* KIIS/Los Angeles

Frank Copy

‘Music testing is a fundamental tool for any
station in a competitive market. Consistent music
testing provides critical telemetry. You wouldn't
fly a jet without instruments.
—Frank Cody

R&R: Is a test necessary immediately after a new compelitor signs on,
even If your last test was not that long ago?

SR: No. I would rather let the new station “show their hand™ and, after
a few months. conduct a fresh test incorporating the songs they have in
hot rotation.

FC: That way, you can not only test their music vs. your music. but you
can also gauge a competitor's momentum. However, with MixMaster., you
could immediately test the appeal of your competitor’'s mix with your Pls
and P2s.

R&R: Should a station conduct a test after a bad book?

SR: | don’t feel it necessary to immediately conduct a music test based
upon a bad book without first exploring other avenues first. There are so
many variables at work when it comes to an
Arbitron book, some of which are out of your
control. I would question the current rotations.
the music flow. the marketing, etc. before over-
hauling the gold library.

FC: We’re opposed to the knee-jerk response
of testing simply because a station has a bad
book. Ideally. the station is on a consistent, reg-
ular plan that keeps the station healthy rather
than trying to gear up at the last minute to com-
pensate for a bad book or spike the upcoming
Arbitron. Great stations attract a loyal follow-
ing over time. not overnight.

R&R: How much does testing cost?

FC: Small-market tests in one location cost
between $31.000-$33.000: large-market tests
range between $34.000-$36,000. There are
many variables: sample size. the number of test
locations, etc.

R&R: How fur back chronologically should
a current-based CHR test go?

SR: It depends on market conditions, but at
least three to four years.

R&R: Should a station test power recurrents
or currents?

SR: Everything you're playing should be tested. I recommend that you
consider grouping the currents together and the recurrents together when test-
ing, so respondents are comparing “‘apples to apples.”

R&R: What is the maximum number of titles you recommend in a test?

SR: It varies with what you're trying to accomplish. If a “mini-perceptu-
al” — which usually consists of having the respondent answer written or
verbal questions — is part of your plan. the number of songs will be less. At
the very minimum, test every song on your air plus the songs your competi-
tor has in hot rotation.

Broadcast Architecture’s
Starting Lineup

The following are stations that Frank Cody and
Stave Rivers have worked or are warking with:
= WKTU/Mew York

» KKBT/Los Angeles

» KMEL/San Francisco

» KYLD/San Francisco

« WUSL/Philadelphia
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FC: The maximum number for a CHR test is 700.
R&R: What’s the maximum number of songs that should be in a CHR library?

SR: It depends on the market, but usually the magic number is way less then 250.

R&R: Who should choose the songs for a test?

SR: The PD should work with the music department and, if it applies, seek input from the consultant.

R&R: What criteria should be used in choosing the songs?

FC: The criteria is simple: “Is the song something that you are currently playing or are considering including on

your playlist?”

R&R: What ubout songs that may not be on vour station, but are on a competitor you share a lot of cume with?

FC: Any song that management identifies as potentially attracting cume from your competition and that you are

seriously considering as an addition to the playlist should be tested.

R&R: Is it important that the people choosing the songs to be tested keep their personal feelings out of the process?

SR: That’s why we conduct music tests — to let the audience have a voice in determining the music we play.
Otherwise, what's the point? Of course, the PD must be the artist in control of the total sound of the station. I would
hope that this is where “science meets art” in the continuing effort to get maximum ratings.

R&R: How do vou put together a great hook tape?

FC: Each hook on a hook tape should capture the essence of the song. You know — the part you hum in your head.
It needs to be long enough to be identifiable — usually between five and seven seconds.

SR: Finding the hook that the audience most identifies with is critical. The person in your station with the most
passion for the music should be involved if you produce your tape locally. Otherwise, ask your peers to recommend a

hook company that they’ve used on a consistent basis.

R&R: Is any day better than another for doing music testing?

SR: Stay away from holidays — especially religious ones — and avoid testing on Fri-
days. Also, watch out for huge television events. They can kill your “‘show” rate at the test.

R&R: What amount of money best motivates people to participate in tests?

FC: The incentive varies dramatically from market to market and station to station,
depending upon the station’s cume and popularity. However, fees usually range between

$35-%60.

R&R: What about the screening process?

SR: That is the most important part of your testing. If the screener is not constructed
correctly, with the overall goal of your station’s programming in mind, then the results
may be skewed from what you would expect. Usually the results match what you’ve
screened for, so spend a lot of time understanding the people you want to represent your

audience.
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COLOR ME BADD
| Warnina Sex You Up
(Giant/Reprise)

EMF
Unbelievable
(EMI)

EXTREME
More Than Words
(A&M)

LUTHER VANDROSS
Power Of Love/Love Power

(Epic)

R.E.M.
Losing My Religion
(Warner Bros.)

JESUS JONES
Right Here, Right Now
(SBK)

MICHAEL W. SMITH
Place In This World
(Reunion/Geffen)

UB40

Here | Am (Come And Take Me)

(Virgin)

LONDONBEAT
A Better Love
(Radioactive)

FC: Here’s one tip: build in enough filters to
ensure a first-rate recruit.

R&R: Who would be best qualified to do the
screening?

FC: Qualified recruiters, especially those who
have an established relationship with the demo
and the market.

R&R: How does one make sure that no competitors get into the test?

FC: Our check-in process for respondents is confidential, but we have
three separate screening “‘events’ to guarantee the quality of the sample.

R&R: What should be the ratio of partisans to non-partisans?

SR: At least 50% should be what the station would call P1s.

R&R: /s it OK to test your station's TV spots, slogans, and other ele-
ments?

SR: It is with MixMaster testing. That's the beauty of digital testing —
were able to test almost anything that comes to mind. But remember: it does
take up time, so consider your priorities.

FC: If time permits, we recommend that the station test TV spots, slo-
gans, positioning statements, production, jock voices ... every element time
will allow.

R&R: What's the absolute longest that a test should run?

SR: About two to three hours.

R&R: With how many breaks?

FC: We break once and provide refreshments and beverages.

R&R: What are some of the different ways of conducting a test? Why do
you believe the BA method is so effective?

SR: Digital testing reduces the stress of taking “SAT-style” music tests.
Over the years, I’ve found that respondents can easily get lost while taking
the test. Another point I would make for MixMaster is the speed with which
we can get the results on the air. Usually, our rotations are adjusted within 24
hours after the completion of the test.

FC: There’s no comparison between collecting information digitally with
an interactive system vs. paper and pencil. No other system provides the
flexibility for sorting and analysis. MixMaster was developed by research
professionals collaborating with radio programmers and consultants, so the

WWW.americanradiohistorv.com
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¥ hats why we conduct masic tests —
to let the audience have a voice in
determining the music we play. gy
—Steve Rivers

software and hardware minimize the barriers between the listener’s emotions
and responses.

R&R: What are the primary bencefits io BA's music testing system?

FC: Other music tests require several days to several weeks to crunch the
numbers and deliver the data. MixMaster results are delivered the next day.
In fact, we can deliver printed reports and video analysis within a couple of
hours of the final auditorium session.

SR: One of the most important aspects of using MixMaster is as a teach-
ing tool for the MD and PD. When you can actually watch your music
flow being rated on the computer monitor, you learn tremendous amounts
about not only your audience, but also about
your competitor’s listeners.

R&R: Should a station identify itself af-
ter a test to generate feedback or questions?

FC: It can be appropriate for a station to
identify itself at the conclusion of the test
— if the client is comfortable and has no
reservations. But there are circumstances
where new concepts, format searches, and
sensitive information require confidential-
ity.

R&R: Who should participate in the sort
process?

SR: The person most responsible for pro-
gramming the station.

R&R: What's the best way to sort?

FC: Without getting into the privileged in-
formation, we can tell you that it’s much more
important to sort by appeal than by era or style.

R&R: Does a great score mean a record
should definitely be on the air?

SR: Not always. But, if you’ve screened properly, you should at least con-
sider what your listeners are telling you. Is there a pattern to the results? The
old rule of thumb applies: if you don’t want to play it, don’t test it. Otherwise
you might end up with “Stairway To Heaven™ in power gold.

FC: Thank goodness radio is still a balance of art and science.

SR: 1 suggest you really study what's driving the numbers. Wiy did
that song receive that score? That will usually tell you where it belongs
on your air.

R&R: What about records that test right on the borderline?

SR: | recommend that those borderline songs are left on hold. You
know the old axiom — when in doubt, leave it out.

FC: Borderline records must be evaluated on several levels. We have a
program called Quick Sort that allows the PD and consultant to analyze each
song through several filters. It’s easy to identify the best-testing music. It’s
also simple to remove the worst-testing songs. The middle ground is the min-
efield that requires the most attention.

R&R: What’s the best way to deal with novelty records that test well?

SR: I would use current callout as a better method of tracking those songs.
But usually ... high rotation, burn it out, then deep-six it.

R&R: How does MixMuaster measure burn?

FC: Burn is demonstrated in one of our software programs called the Dis-
tribution Analysis Report. Keep in mind that the goal of an auditorium test is
to identify appeal and rejection. Burn is only one of the many reasons that a
listener may dislike a particular song.

R&R: Should certain records be platooned?

SR: We use platooning of certain oldies at different stations. It depends
upon the competitive situation.
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1 WHITNEY HOUSTON
| Wanna Dance
(With Somebody...) (Arista)
2 BONJOWI
Livin’ On A Prayer
(Mercury/PolyGram)
3 HEART
Alone (Capitol)
4 U2
With Or Without You
(Island)
5 STARSHIP
Nothing’s Gonna Stop Us...
(Grunt/RCA)
6 BOB SEGER
Shakedown (MCA)
7 WHITESNAKE
Here 1 Go Again (Geffen)
8 HUEY LEWIS & THE NEWS
Jacob's Ladder (Chrysalis)
9 CUTTING CREW
(1 Just) Died In Your Arms
(Virgin)
10 MADONNA
Open Your Heart (Sire/WB)
11 U2
| Still Haven't Found...(Island)
12 LOS LOBOS
L.a Bamba (Slash/WB)
13 ATLANTIC STARR
Always (Warmer Bros.)
14 ARETHA FRANKLIN
& GEORGE MICHAEL
| Knew You Were... (Arista)
15 CROWDED HOUSE
Don't Dream It’s...(Capitol)
16 TIFFANY
1 Think We're Alone Now
(MCA)
17 EUROPE
Carrie (Epic)
18 BILLY IDOL
Mony Mony (Chrysalls)
19 T'PAU
Heart And Soul (Virgin}
20 WHITNEY HOUSTON
Didn’t We Almost... {Arista)

GENERATIO

NEXT)

BILLY OCEAN

Get Outta My Dreams,
Get into My Car (Jive/Arista)

2 STEVE WINWOOD
Roll With it (Virgin)

3 GEORGE MICHAEL
One More Try (Columbia)

4 MICHAEL JACKSON
Man In The Mirror (Epic)

5 CHEAP TRICK
The Flame (Epic)

6 GEORGE MICHAEL
Father Figure (Columbia)

7 GLORIA ESTEFAN
& MIAMI SOUND
MACHINE
Anything For You (Epic) [tie]

7 TIFFANY
Could’'ve Been (MCA) [tie]

9 RICK ASTLEY
Never Gonna Give You Up
(RCA)tie]

9 DEBBIE GIBSON
Foolish Beat (Atlantic) [tie]

11 EXPOSE
Seasons Change (Arista)

12 BREATHE
Hands To Heaven (A&M)

13 TERENCE
TRENT D’ARBY
Wishing Well (Columbia)

14 GUNS N’ ROSES
Sweet Child O'Mine
(Geffen)

15 GEORGE MICHAEL
Monkey (Columbia)

16 WHITNEY HOUSTON
Where Do Broken Hearts Go
(Arista)

17 ESCAPE CLUB
Wild, Wild West (Atlantic)

18 DEF LEPPARD
Love Bites (Mercury)

19 DEF LEPPARD
Pour Some Sugar On Me
(Mercury)

20 INXS
Need You Tonight (Atlantic)

TORP 2 OF

From Pop to Dance, Rock to Alternative and back again, the wheels of
CHR never stop turning. To best illustrate the continuing evoultion of
CHR and just how fast and frequent our music changes, we've compiled
the biggest hits of the past 10 years.

1 JANET JACKSON

Miss You Much (A&M)

2 PAULA ABDUL
Cold Hearted (Virgin)

3 PAULA ABDUL
Forever Your Girl (Virgin)

4 NEW KIDS ON THE
BLOCK
I'll Be Loving You Forever
(Columbia)

5 SIMPLY RED
If You Don't Know Me By
Now (Elektra)

6 DEBBIE GIBSON
Lost In Your Eyes (Atlantic)
7 GLORIA ESTEFAN
Don’t Wanna Lose... (Epic)
8 PAULA ABDUL
Straight Up (Virgin)
9 ROXETTE
Listen To Your Heart (EMI)
10 MADONNA

Like A Prayer (Sire/WB}
11 MIiLLI VANILLI

Girl 'm Gonna Miss You

(Arista)
12 RICHARD MARX

Right Here Waiting (EMI)
13 MARTIKA

Toy Soldiers (Columbia)
14 BON JOVI

I'll Be There For il

(Mercury)
5 FINE YOUNG CANNIBALS
She Drives Me Crazy
(IRS/MCA}
16 ROXETTE

The Look (EMI)
17 WARRANT

Heaven (Columbia)
18 MICHAEL DAMIAN

Rock On (Cypress/A&M)
19 BANGLES

Eternal Flame (Columtxa)
20 BOBBY BROWN

On Cur Qwn (MCA)

4

1 MARIAH CAREY
Vision Of Love (Columbia)

2 JANET JACKSON
Escapade (A&M)

3 WILSON PHILLIPS
Hold On (SBK)

4 M.C. HAMMER
U Can't Touch This (Capitol)

5 ROXETTE
it Must Have Been...(EMI)

6 MADONNA
Vogue (Sire/WB}

7 GLENN MEDEIROS
f/BOBBY BROWN
She Ain’t Worth it
(Amherst/MCA)

8 WILSON PHILLIPS
Release Me (SBK)

9 SINEAD O’CONNOR
Nothing Compares 2 U
(Chrysalis)

10 TAYLOR DAYNE
Love Will Lead You Back
(Arista)

11 PAULA ABDUL
Opposites Attract (Virgin)

12 SWEET SENSATION
If Wishes Came True (Atco)

13 JAMES INGRAM
| Don’t Have The Heart
(Warner Bros.)

14 JANE CHILD
Don't Wanna Falil In Love
(Warner Bros.)

15 PHIL COLLINS
Something Happened...
(Atlantic)

16 MAX! PRIEST
Close To You (Charisma)

17 BELL BIV DEVOE
Poison (MCA)

18 JANET JACKSON
Alright (A&M)

19 MARIAH CAREY

Love Takes Time (Columbia)

20 CALLOWAY
| Wanna Be Rich
(Solar/Epic)

(Everything 1 Do) | Do It...

(A&M/Morgan Creek)

PAULA ABDUL

Rush Rush (Captive/Virgin)

3 AMY GRANT
Baby, Baby (A&M)

4 MARIAH CAREY
Someday (Columbia)

5 KARYN WHITE
Romantic (Warner Bros.)

6 COLOR ME BADD
| Adore Mi Amor
(Giant/Reprise)

7 MARIAH CAREY
| Don’t Wanna Cry
(Columbia}

8 EXTREME
More Than Words (A&M)

9 CATHY DENNIS
Touch Me (Al Night Long)
(Polydor/PLG}

10 AMY GRANT
Every Heartbeat (A&M)

11 COLOR ME BADD
| Wanna Sex You Up
(Giant/Reprise)

12 MARIAH CAREY
Emotions (Columbia)

13 TARA KEMP
Hold You Tight {Giant/WB)

14 EMF
Unbelievable (EMI)

15 LONDONBEAT
fve Been Thinking About...
{Radioactive)

16 GLORIA ESTEFAN
Coming Out Of The Dark
(Epic)

17 WILSON PHILLIPS
You're In Love (SBK)

18 WHITNEY HOUSTON
All The Man That | Need
{Arisia)

19 PAULA ABDUL
The Promise Of A New Day
(Captive/Virgin)

70 SURFACE
The First Time [Columbia)

N
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Here's a look at CHR’s Top 20 From 1987-1996 compiled from
R&R’s year-end charts. From Madonna to Bobby Brown, Duran
Juran to George Michael, R&R’s got the hits!

End-Of The Road

2 VANESSA WILLIAMS
Save The Best For Last
(Wing/Mercury)

3 PATTY SMYTH
w/DON HENLEY
Sometimes Love... (MCA)

. 4 MARIAH CAREY

13
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17

I'li'Be There (Columbia)
5 TLC
Baby, Baby, Baby
(LaFace/Arista)
6 EN VOGUE
My Lovin’ (You're Never...)
(EastWest/AG)
7 RED HOT CHILI PEPPERS
Under The Bridge
(Warner Bros.)
8 JON SECADA
dJust Another Day
- (SBK/ERG)
9 CELINE DION
If You Asked Me To (Epic)
MICHAEL JACKSON
Remember The Time (Epic)
11 SHANICE
l:Love Your Smile (Motown) -
ELTON JOHN
- The One (MCA)
MARIAH CAREY
Make It Happen (Columbia)
PM DAWN
1'd Die Without You
(Gee Street/LaFace/Arista)
TOM COCHRANE
Life is A Highway (Capitol)
ERIC CLAPTON
Fears In Heaven (Reprise)
BOBBY BROWN
Humpin’ Around (MCA)
ATLANTIC STARR
Masterpiece (Reprise)
PRINCE & N.P.G
Diamonds And Pearls
(Paisley Park/VVB}
MADONNA
This Used To:Be My
Playground (Sire/WB)

10

12

14

15

16

18

1 MARIAH CAREY

Dreamiover (Columbia)

2 JANET JACKSON
That's The Way Love Goes
(Virgin)

3 1BA0
Can’t Help Falling In Love
(Virgin)

Weak (RCA)

5 PMDAWN
Looking Through Patient...
(Gee Street/Island/PLG)

- 6 VANESSA WILLIAMS

& BRIAN McKNIGHT

Love Is (Giant/Reprise)
7 WHITNEY HOUSTON

| Have Nothing (Arista)
8 SPIN DOCTCRS

Two Princes (Epic)

" 9 TONY TONITONE

If | Had No Loot
(Wing/Mercury)
10 JANET JACKSON
If (Virgin)
11. SHAI
Baby I'm Yours
(Gasoline Alley/MCA)
12 SILK
Freak Me (Elektra)
13- TON! BRAXTON
Another Sad Love Song
(LaFace/Arista)
DURAN DURAN
Come Undone (Capitol}
BURAN-DURAN
Ordinary World (Capitol)
WHITNEY HOUSTON
1 Will Always Love You
(Arista)
JADE
Don’t Walk Away
(Giant/Reprise)
swv
Right Here/Human Nature
(RCA)
ROD STEWART
Have I Told You Lately
(Warner Bros.)
BiLLY JOEL
The River Of Dreams
(Columbia)

19

20

[ 1 BOYZ Il MEN

I'll Make Love To You
(Motown)
2 ACE OF BASE
The Sign (Arsta)
3 ALL-4-ONE
| Swear (Blitzz/AG)
4 ACE OF BASE
Don’t Turn Around (Arista)

5 PRINCE

The Most Beautiful Girl In...
{N.P.G./Bellmark)

6 LISALOEB
Stay (I Missed You) (RCA)

7 COUNTING CROWS

Mr. Jones (DGC/Geffen)
8 TONI BRAXTON
You Mean The World To Me
(LaFace/Arista)
9 BIG MOUNTAIN
Baby, | Love Your Way
(RCA)
10 BABYFACE
When Can | See You (Epic)
11 MADONNA
I'll Remember
(Maverick/Sire/WB)
12 COLLECTIVE SOUL
Shine (Atlantic)
13 JANET JACKSON
Any Time, Any Place (Virgin)
14 JOHN MELLENCAMP
Wild Night (Mercury)
15 CELINE DION
The Power Of Love
(550 Music/Epic)
16 JON SECADA
If You Go (SBK/EMI)
17 MARIAH CAREY
Without You (Columbia)
18 AALIYAH
Back & Forth
(BlackGround/Jive)
19 SALT-N-PEPA f/EN VOGUE
Whatta Man
(Next Plateau/London/PLG)
20 TEVIN CAMPBELL
I’'m Ready (Qwest/WB)
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1 DIONNE FARRIS

Know (Columbia)

2 BLUES TRAVELER
Run-Around (A&M)

3 SEAL
Kiss From A Rose
(ZTT/Sire/WB)

4 BLESSID UNIONOF SCUL®
| Believe (EMI)

& BOYZ Il MEN
Water Runs Dry (Motown)

£ "HOOTIE & THE BLOWEISHE
Let Her Cry (Atlantic)

7 GREW@WI .
When | Come Around
(Reprise)

8 REMBRANBTS

I'll Be There For You

(EastWestVEEG)

Waterfalls (LaFace/Arista)
D MADONNA
Take A Bow
(Maverick/Sire/WB)
f ALL-4-ONE
| Can Love You Like That
(Blitzz/Atlantic)
HOOTIE & THE BLOWFISH
Hold My Hand (Atlantic)
SHERYL CROW
Strong Enough (A&M)
HOOTIE & THE BLOWFISH
Only Wanna Be With You
(Atlantic)
JAMIE WALTERS
Hold On (Atlantic)
BEAL McCOY
Another Night (Arista)
NICK! FRENCH
Total Eclipse Of The Heart
(Critique)
LIVE Lightning Crashes:
(Radioactive)
BRYAN ADAMS
Have You Ever Really...
(A&M)
COLLECTIVE SOUL
December (Atiantic)

—

18

20

1 EVERYTHING BUT THE...

Missing (Atlantic)

2 TONY RICH PROJECT
Nobody Knows
(LaFace/Arista)

3 DONNA LEWIS
| Love You Always Forever
(Atlantic)

4 ALANIS MORISSETTE

- lronic (Maverick/Reprise)

5 TRACY CHAPMAN

. Give Me One Reason
 (Elektra/EEG)

6 CELINE DION

- Because You Loved Me
(550 Music)
.7 ALANIS MORISSETTE
- You Leam
(Maverick/Reprise)
8 MARIAH CAREY
. Always Be My Baby
° (Columbia)
9 GOO GOODOLLS
- Name (Metal Blade/WB)
10 FUGEES
" Killing Me Softly
. (Ruffhouse/Columbia). -
11 JEWEL
- Who Will Save Your Soul
- (Atlantic)

12 LA BOUCHE
Be My Lover (RCA)

13 JANN ARDEN
Insenitive (A&M)

14 ERIC CLAPTON
Change The World (Reprise)

15 COLLECTIVE SOUL
The World | Know (Atlantic)

16 NATALIE MERCHANT
Wonder (Elektra/EEG)

17 GIN BLOSSOMS
.. Foliow You Down (A&M)
18 LA BOUCHE 7
-~ Sweet.Dreams (ACA)
16 MARIAH CAREY
One Sweet Day (Columbia)
20 DISHWALLA
Cduntih_gf:Blue Cars (A&M)
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K’S CHOICE “NOT AN ADDICT” IS A HUGE REACTION RECORD!

Over 50 Top 10 phone stories including: Breaking at Top-40 & Modern AC NOW!!

yfvfgvﬁ“e\:\’m‘;*#_‘;ggnes EARLY BELIEVERS (28 stations in first 2 weeks)
) S g o KJYO/Oklahoma City

99X/Atlanta~Top 10 Phones

Q-101/Chicago—+#1 Phones K’QKQ/Omaha‘
KKDM/Des Moines
KTBZ/Houston—#1 Phones
WHOT/Youngstown
KDGE/Dallas—#1 Phones )
v WNOK/Columbia—Top 5 Phones
WENZ/Cleveland—#1 Phones ,
, WZNY/Augusta
KWOD/Sacramento—#1 Phones KSMB/Lafavette MUSIC TELEVISION®
WEND/Charlotte—Top 5 Phones y
IN ROTATION:
Strong FEMALE callout at: :
9 » KALC/Denver
99”Aﬂ8ﬂ?8—#1 callout females 18-23 Q-102/Cincinnati
Q-101/Chicago—#1 callout females 18-24
KWOD/Sacramento—#1 callout all demos On tour
WENZ/Cleveland—#2 callout all demos with The Verve ¢ Top 5
KEDJ/Phoenix—Top 5 callout total females Pipe and Tonic Top 5 Modern Rock
WEND/Chariotte—Top 10 callout females 18-34 Siaring June 3o Requests Record
WPLA/Jacksonville—Top 10 callout all demos at Ag: g} gthe
[
‘,l Will Sharpe for Canr/Sharpe Management s
—— Produced by Gean Blaute P
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The New World
Independent

An inside look at CHR’s powerbrokers

s the face of CHR

keeps changing,

the role of
independent consultants
also evolves. Current-
based and active, CHR
still has the most
impact\on retail cash
registers. As | type this,
the Spice Girls, Paul
McCartney, Hanson,
Bob Carlisle, Notorious
B.1.G., Mary J. Blige,
Walliflowers, Jewel,
Celine Dion, and No
Doubt — artists who
have achieved major
CHR success —
dominate the charts of
top-selling albums.

Exposure on typically high-cuming CHRs is what labels seek, and in or-
der to gain that, many call on their lobbyists — independent consultants.
Credibility, relationships, access, and information are some of the key bene-
fits indies bring to the table. In the end, an indie’s job is to help a label’s
promotion staff get the right records matched with the right radio stations.
For the participating stations, the labels and indies provide promotional as-
sistance and much more. When everything clicks between an indie, a label,
and a radio station, a powerful force is created.

Jeff McClusky

Jeff McClusky & Associates

It’s the depth of promotion experience and the relationships that make us a
valuable resource for the record companies. The essence of a successful Inde-
pendent is credible relationships with programmers. It is our job to walk the
fine line with the PDs and give them the attention
and service they need. We are on the same team
with the same agenda and that is to help them win.
That’s what makes an independent attractive to
broadcasters. But first and foremost, an indepen-
dent is working for the record companies, so pro-
moting the music is the most important function.
You can’t lose sight of who’s paying the bills.

In terms of consolidation, fewer people have
larger responsibilities. In this changing climate we
communicate to the decision-makers with accu-
rate and credible information. We know what in-
formation to provide them that only comes from
long-term relationships which we have built over the past 17 years.

Key decision-makers don’t have the time to take 40-50 calls from record com-

JEFF McCLusky

panies. They may not talk to people from every label. They may only talk to a -

handful of people they believe provide good information; people they trust.

I don’t think anyone would call us arrogant in our business approach. We
work in a very professional way. We’re grateful for the business we have, and
I believe we act accordingly.

For the independent business to remain vital, you’ll always have to have
access to the decision-makers who are exposing music to the public. It’s all
about the music and the relationships.

Bill Scull & Lenny Lyons

Tri-State Promotions

The independent promot-
er serves two masters: the
record company who
hires him and the radio
stations he is affiliated
with. Our hope is that
both parties can come out
of this association with
positive feelings about it.
Obviously, we are hired

——— by record companies to
Bt ScuLL Lenny Lyons try and get their music on
the radio, and the stations are in the business of playing hit music. Our aim is
to make this happen occcasionally.

The combination of our experience, relationships, and our local viewpoint
— working in tandem with the label staffs and their resources — is the best of
all possible scenarios to try to get music on the radio.

Our goal is to help stations find the most exciting and topical promotions
and the best music, and help them maximize the marketing of their stations in

www.americanradiohistorv.com
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their respective markets. Collectively. we can call on over 50 years of experi-
ence in the business to meet any challenges the marketplace provides. In the
course of doing business, we come across the future stars of the radio business.
Whenever possible, we put these people together with our clients.

This is a fast-moving and continuously evolving business. We constantly
have to reinvent ourselves to provide services to help our stations stay at their
maximum competitive level. Whatever the future brings, hard work and cus-
tomer service will always be a priority at Tri-State.

Jerry Brenner
Jerry Brenner & Assoc.

In order to survive in the '90s, you need a compa-
ny that deals with more than going tc a radio station
and getting a record played. Our job & to know sales
and research and provide information on callout re-
search and much, much more. One individual cannot
be responsible for getting that add. It's really a team
effort. The label hires the independent because a lot
of the label people are busy running in different di-
rections. We work extremely closely with all the lo-
cal, regional, and national people. If they can’t be there,
we’ll go there for them.

Also, our primary asset is the credibility we have
established with the people we work with. They trust
the information we give them, so when I am working a project or I'm passion-
ate about a project, it helps the team. At the end of the day it still all comes
down to credibility. You can’t go to stations and ask them to play records that
aren’t in their format or don’t make sense. As a company we understand what
the station is trying to accomplish ta stay on top of the situation, especially
with all the mergers. We also understand what kind of an audience the station is
looking for and present them with music that is good for the station.

Just a few years back there used to be a domino effect — if one guy added a
record, then the next guy would, and in two weeks the record exploded. Today
that’s all changed — everybody is focused on their market. Every market is
individual, and that’s why you have to understand the marketplace and the
goals of the radio station. ,

1try to keep to the old concepts: It’s relationships. I pride myself on working
with a lot of programmers who have never worked with independents before,
and I consider them amongst my best friends.

JERRY BRENNER

Larry Frazin
Platinum Music

I define independent promotion a= the station’s
right arm. It’s an amazing ability for a radio station
to get things done at incredible speed and facilitate
whatever promotions they have. The ir«Jependent has
become a part of the station’s team.

But it’s still a delicate situation. Record labels are
hiring you to influence what they belicve are the hits
and it’s the radio station’s job to figure out what the
hits are. That’s where we come in and help them with
their homework. Since we have strong relationships
and access our job is to take each station and put a little extra effort into the
records that make sense for the format in that city.

As part of our ongoing relationship with the station, we are involved with
every battle — whether it’s bringing in acts or assisting with promotional ef-
forts, we are there for the station. In return the radio station is going to trust our

Continued on Page 106

LArry FrRazin
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Continued from Page 105

judgment.
The independent consulting business has come a long way. Just the fact that you now have chains working with
independents says a lot. It's become a bottom line in the budget of almost every radio station. The stations have added
their seal of approval on the independent business by stepping out and saying, “These guys work really hard for us.”
In the future I see more chains opening up the idea of using an independent for all their stations, realizing they can
legitimately increase their revenue; they don’t have to feel pressured any more.

Sam Kaiser

MVP Marketing & Promotions

Sam Kaisen

Our general business strategy and direction provides effective national promotion/mar-
keting activities for labels, artists, music publishers, and managers in the Pop and Alterna-
tive arenas.

We maintain solid relationships at radio and “quarterback” national projects, working closely
with the other independent promotion companies. Every day of my 20+ years in the business
has presented the challenge of serving the interests of both the label/artist and radio program-
mer. Maintaining credibility and a desire to help both parties win is essential. That is a fine line
to walk between developing a new artist and dealing with programmers competing for ratings
shares. Fortunately, I have the benefit of considerable experience in both *“hot seats” — that of
programmer and head of promotion. So I continually work to apply a sensitivity and balance
in order to successfully deal with the needs and assets of both parties.

Independent promotion has evolved from a mysterious and shadowy process to an open,
professional group of companies that work hand in hand with radio, labels, and artists. There is

no secret to independent promotion other than hard work, accountability and, above all, cred-
ible relationships. It is an essential ingredient to every successful record. I take great offense at those in the consumer
press who continue to characterize independent promotion in a less-than-positive light.

Most of the great indie promoters today have significant label and radio backgrounds ... great training for a market-
place that demands much more than just “getting the add.” The evolution of the music marketplace and independent
promotion must continue toward the complete picture of artist development, broadcast programming, and utilization of
new technologies, resulting in sales, ratings, and success for everyone.

Joe Grossman

National Music Marketing

I feel like Jerry Maguire. I don’t believe in quantity — I believe in quality and close personal
service. Not being the biggest means stronger relationships, and I make that my pitch.

998

Rak’

1

10

MARIAH CAREY -
Fll Be Thare
{Ceriambia)

GELIME DION
IT You Asked To Me

fEpie)

RED HOT CHiLI PEPPERS
Uinder The Bridgs
{Warmer Bros.)

GEMESIS
Haold On My Heart
(Attantic}

VANDROSS & JACKSON
The Best Things In Life Are Free
(Perspective/A&M)

SOPHIE B. HAWKINS
Damn | Wish | Was Your Lover
(Columbia)

COLOR ME BADD
Slow Motion
(Giant/Reprise)

JON SECADA
Just Another Day
(SBK/ERG)

COVER GIRLS
Wishing On A Star
(Fever/Epic)

LIONEL RICHIE
Do it ToMe
fm

iy

L]
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There are a lot of people who do independent pro-
motion in a very professional manner. We believe in
dealing with people on a very personal basis. The.
radio station deserves the best possible attention you
can give them. Likewise, so do the record labels. The
key to success in our business is developing person-
al relationships on both the label and radio side and
delivering for both.

Most independents and radio stations understand
they need to work together, and the road is not paved
with gold. We provide extra support, especially in smaller and medium mar-
kets where, because of the revenue picture, they might not have the kind of
promotional resources of major-market stations or even crosstown competi-
tors. As long as we can assist the labels in breaking new artists and helping
them sell records, it will remain a win-win for all parties involved.

We don’t just promote records. We have a diversified background that in-
cludes artist relationships and management. We also represent a lot of different
formats, including a station in Europe. So maybe there will be a need for us in
another area other than the U.S.

JOE GROSSMAN

Steve Evanoff
Music America Promotions

We represent radio stations, and our goal is to help
them achieve success. In many cases, we almost act
in a consulting manner. We assist the labels in trying
to help the radio stations put on the best records. We
also help them with promotions because if they’re
not successful, we’re not successful. That has to be
our No. 1 priority.

No one has a crystal ball — no one knows if a
record is a hit the day it comes out. So we try to help
the record companies get into that position where they
can tell if the record’s a hit. Radio stations are also looking for hit music, and
good stations want to be early. When we find a hit. we provide a networking

S1eve EVANOFF
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service to all of our stations. You need to start with exposure, and that means
one-on-one information flow.

When a station puts a record on the radio. they are making a commitment ...
they take it very seriously. At one time it was just the add, and that’s where it
ended. But now you have to get more involved in the stations’ marketing strat-
egies, and you have to understand the stations’ and record companies’ needs.
That’s the balance, and we try and achieve that.

It comes down to being able to pick up the phone and talk to somebody
about music, instead of doing it by voice-mails and computers and everything
else. That’s one of our strengths. We have built up a lot of integrity with our
radio clients and respect with the record companies.
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Mike Krum
Rotations

I would call myself a marketing and promotion
expert. Basically, I take care of promotions for radio
stations and very carefully balance that with fulfill-
ing the labels’ needs.

Every good programmer knows how many
records, in the end, are hits. I provide my radio coun-
terparts with any and all information they need to
make the right music decisions. There isn’t a cur-
rent-based station in America that can claim every
song it plays is a hit. We all know there are hits that
go through the roof and songs that end up in medi-
um, light, or getting no play. I just try to get the sta-
tion to play the best of them. If I see they’re missing
a legitimate hit, those are the ones I'll stay on top of.

For my stations, I do my best to enhance their budgets. I'm like their person-
al valet. Whatever they need in the area of promotional support, I'm there with
answers. If someone else drops the ball, I'm there to pick it up. They don’t have
to play gamés to get their promotions done right.

I’'m most proud of the relationships I've developed with the stations and
labels. I believe in honesty and being straight about everything. I don’t run
from the Sr. VP. I return everybody’s calls, and I won’t lie to them. They know
I'll tell it exacty how it is.

I see the relationships between the labels, radio, and independents expand-
ing. To succeed, we must continue to build strong communication skills and
relationships. I truly care about the people I work with. Yeah, it is a business,
but it’s easier to work with somebody when they’re your friend. That’s the way
1 do everything — with honor and respect.

Mixe Krum

Joel Denver
All Access Music Group

We’re in the game of getting information, impart-
ing information, presenting records, and trying to
explain to programmers why each record we talk
about could be a positive programming element. It’s
not necessarily saying, ‘“You have to play this.” We
want to show them why they should play it.

We have a lot of access to a lot of programmers.
They know I've programmed, they know I've been
an MD, they know me from being at R&R for 14
years. Now we’re into our third year, and they un-
derstand that we're credible. We don’t bullshit peo-
ple. We come across a tremendous amount of information — not only about
the music we promote but music in general, business in general, and we help
people hook up with jobs. We connect people every day.

Honesty and being straight with our record company clients is of paramount
importance. We don’t pump sunshine; we let them know exactly where things
are at. At the same time, I'm not going to try and get a station to put a record on
that’s going to hurt them. To what benefit does that serve? Both sides of the
industry have come to trust us and understand that we're in for both sides to win,

As for the future of independent promotion, I think it’s healthy. There are
things programmers feel comfortable talking about to us that they don’t nec-
essarily feel as comfortable talking to some label people about. And they’re
very honest with their feelings about music. We, in turn, help record companies
have a clear road map of what’s happening out there. Independent promotion

Continued on Page 107

JoEL DENVER
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Continued from Page 106
has come a long, long way. It’s an honorable business, it’s an above-board business, and we all work damn hard.

Tom Kay

Main Street Marketing & Promotion

Our specialization is inside the Midwest. We are multiformatic. which makes us unique
— especially as independents get defined today. Most seem to specialize i one format.
maybe two.

Record labels use us because of the long-term relationships we've had with radio in the
Midwest. This has always been an industry cultivaied on relationships. The savvy VPs/Pro-
motion are looking for people who can get phone calls returned, who can get phone calls
picked up. and trust the information that is coming. Our wack record is pretty solid, and
people continue (o tuke our calls.

I guess we accidentally niched. following some of the footsteps Doug Lec had put for-
ward. There was a camaraderie amongst the Midwest programming group. The similarities
between some ot these markets — demographically. psychographically. etc. — a lot of tha

still remains today.
Tom Kay I tend 10 depart with some contemporary thought regarding radio consolidation. I do hear
the crv of “We're getting back to the groups™ and the group add. But I think that isn’t going
to happen. The competitive structures are ditferent enough inside each market that 1t would be hard to construct a group
playlist or make a group add that would reallv make sense.

There will be fewer people making the decisions. The PD will be the MD in the larger markets — we’ve already seen
some shifting to that. So if you haven't connected with the right people. you could have some trouble down the road.
But the smart promotion people — not just independents. also label people — are going to nurture those relationships.
Those people whao continue the communication process will succeed in the pretty turbulent next three to five years.

Billy Smith

Prime Hits Marketing & Promotion

[ry to find and educate both the record companies and the radio stations as to what each
other’s needs are. Communication and relationships are the name of the game.
My job is to ensure that every day I am doing something vitally important to both the L
labels and radio stations. The lifeblood of CHR are the current hits, and I need to make sure E - A K E M R G A N
Every cut here offers moments of inspired
songwriting and passionate performances
from a top-notch band lead by Morgan...
Highlights include ”Lately,” “To Say It’s Your
. Love,” “Firefly” and ballad “Why Don't
giving the type of attention a station needs in a time-sensitive manner. Radio 1s a today. BiLry SmitH You See” featuring Lenny Kravitz. Suitable

my stations are awre of the hits and have all the information they need to make a decision.
My role, many times, 1s also one of mediator if a problem ever develops between the label
and the station. Another key area is ensuring cutting-edge promotions.

We are able to provide each individual with a personal touch. I am personally involved

with each and every record company and each and every radio station. I am dedicated to

now business. They want answers, and they want them quick. They don’t want things put for Pop, AC, AAA & College airplay,

on the back burner. I have always maintained an exclusive. manageable client list, so I can be sure things are done the “angers candy™ is executive produced by

way they should be done. label head and legendary producer Phil Ramone.
I think the independents are going to play a more important role. They'l] be able to provide that crucial information, - Billhoard 6/14

that better promotion. or that unique idea. With tightening budgets. indies have become a powerful secret weapon for FRUM THE DEBUT RELERSE:

radio stations. For the labels, we’re there when they need information or to get a PD or MD on the phone. amJ eflS can dy

NCW AVAI_ABLE IN STORES

Thanks

A spezial of this magnitude could have never besr done without the dedication and
assistance of the incredible Team R&R. 1'd like to thank Erica Farber for her vision
and guidance. My dezpest gratituce goes out to GHR Asst. Editor Jay Levy for his
loyalty, unbslievable patience, and far giving up many of his weekends. Also, I'd like to
thank the following people who do their very bast to make me look good every week
and for going way above and beyond the call of duty for this special; Anthany Acam-
pora, Michael Atkinson, Jeff Axelrod, Paul Coltieri, Dawn Garrett, Julie Gidlow,
Missy Haffley, Carl Harmon, Jennifet “Master Transcriber” Harris, Wendy Her-
manson, Hurricane, Adam Jacobson, Lanetta Kimmons, Tim Kummerow, Kevin
McCabe, Henry Mowry, Gary van der Steur, Margo Ravel, Kristy Reeves, and Ron
Rodrigues.

To the advertisers, peoplé who agreed to be interviewed for this special, all of the
R&R CHR Reporters, and everyone else who had a hand ig this, | sincerely thankyou.

Finally, | dedicate this spetial to my wife, who for months put up with my 15-hour
work days ~— ! can't wait to get thentback down.to 12!
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CALLOUT AMERICA.

EXCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES JUNE 20, 1997

CaLout AMeriCAg SONG Selection is based on the top titles from the R&R CHR/Paop chart for the airplay week of May 26-June 1.

CaLLouT AMERICAG

Hot Scores

CHR/POP

TOTAL AVERAGE RAVORABILITY ESTWATE [1-5) TOTAL% TOTAL%

ARTIST TITLE LABEL(S) ™w w 2w 3W  FAMILIARITY  BURN By ANTHONY ACAMPORA
ince the debut of Callout
G A ica — R&R’ lu-
SHAWN COLVIN Sunny Came Home (Columbia) 395 374 3.86 372 86.6% 15.8% | - " ‘y“; £ 200 Womi{f’fg:d
VERVE PIPE The Freshmen (RCA) 3.92 3.90 3.95 3.83 55.7% 8.9% Y 12-34 — we've stressed the im-
WALLFLOWERS One Headlight (Interscope) 3.83 378 382 373 8A4% 22.5% | Do o o ey
BLACKSTREET Don't Leave Me (/nterscope) 3.82 360 3.66 3.61 62.6% 17.1% | ingsongsan ogg;nggi;y ;0 b};-
BOB CARLISLE Butterfly Kisses (DMG/Jive) 3.82 358 371 368 66.1% 20.5% | o verore derermmining final
HANSON Mmm Bop (Mercury) 381 371 379 376 88.1% 25.7% |judsment Askiheindusiry'stop

OMC How Bizarre (Mercury) 3.75 3.63 353 347 60.4% 14.6% |geree
AZ YET Hard To Say 'm Sorry (LaFace/Arista) 374 385 371 3.68 73.5% 15.6% | Caseinpoint: Afterremaining
in the top five for several weeks,
DAVE MATTHEWS BAND Crash into Me (RCA) 373 373 372 3.64 48.8%  9.4% | “SunnyCame Home” by Shawn
MEREDITH BROOKS Bitch (Capitol) 368 375 373 3.72 82.4% 19.6% [ Colvin (Columbia) climbs to
the top spot. “Sunny” is fourth
THIRD EYE BLIND Semi-Charmed Life (Flektra/fEFG) ~ 3.68 3.52 3.69 3.63 65.3% 10.6% | among teens, first 18-24, and
MONICA For You | Will (Wamer Sunset/Atlantic) 3.65 3.65 3.58 3.63 84.2% 27.5% | econd it ST RS
- = eased in the fourth quarter of
PAULA COLE Where Have All The Cowboys Gone? (ImagoWB) ~ 3.65 3.65 3.72 3.45 71.0% 23.3% | 1996, started in Adult Alterna-
BLESSID UNION OF SOULS | Wanna Be There (EM) 355 3.42 348 3.25 44.8%  9.2% | v movedio PopAlematue,

SAVAGE GARDEN | Want You (Columbia) 355 343 356 3.53 86.9% 25.5% |Pop.

“How Bizarre” by OMC

WHITE TOWN Your Woman (Chrysalis/EMI) 355 372 367 362 785% 225% | (mMereury)started carly, testing
TONI BRAXTON | Don’t Want To (LaFace/Arista) 353 354 354 353 61.6% 19.3% | well among 18-24s and in ”‘f;
BACKSTREET BOYS Quit Playing Games (With My Heart) (ive)  3.52 —  —  —  381%  1.8% | siemificant airolay). With in
SISTER HAZEL All For You (Universal) 308 316 315 3.00 39.6% 10.1% |creased airplay in other regions
X 1-
MARK MORRISON Return Of The Mack (Atlantic) 347 343 340 341 658% 20.0% | ence, the song i - high-
SPICE GIRLS Say You'll Be There (Virgin) 346 354 354 353 87.1% 32.9% | cst score to date — 3.75 (sev-
enth overall) — and 60% famil-
ROBYN Do You Know (What It Takes) (RCA) 34 332 331 325 55.9% 14.1% | iarity. “Bizarre” is now ninth
SHERYL CROW Everyday Is A Winding Road (A&M) 343 333 338 343 87.6% 37.6% &Tﬁ@iisﬁﬁi?ﬁ?ﬁ‘lﬂe'&é?f
EN VOGUE Whatever (EastWestEEG) 3.3 328 — S 42.6% 11.1% | “Don’t Leave Me” by Black-
COUNTING CROWS Daylight Fading (DGC/Geffen) 328 —  —  — R 1% | e e
12-17, sixth 18-24, and first in

the South.
Total sample size is 400 respondents with a +/-5 margin of error. Total average favorability estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much). “A Change Would Do You

Total familiarity represents the percentage of respondents who recognized the song. Tofal burn represents the number of respondents who said they are tired of hearing the | Good” by Sheryl Crow (A &M)
song. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and markets: EAST. Boston, posts a strong finish in the 25-
Buffalo, Long Island, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Charlotte, Dallas, Houston, Miami, New Orleans, Norfolk, Orlando, 34 demo — similar to Crow’s
Tampa. MIDWEST: Cincinnati, Cleveland, Columbus, Indianapolis, Kansas City, Minneapolis. WEST: Los Angeles, Portland, Salt Lake City, San Diego. Songs are removed from . .
Callout America after 20 weeks of testing. © 1997, R&R Inc. previous hits.

Why dont we do 1t
n the roagd?

When you want your station to be loved during drive-time, call us first.
Award-winning designs, decals and images that last.

. :;:~'-'-'-‘-'-'_(:ommllllﬁ=ﬂﬁﬂll
ceenenGraphics Inc

1765 North Juniper, Broken Arrow, OK 74012 = 1-800-331-4438 = 918-258-6502 = Fax 918-251-8223 » e-mail Radio@cgilink.com
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CHR/POP TO 50 _ BREAKERS.
UM S No Songs Qualified For
ToTLPLATS o Breaker Status This Week
3w W W ™ ARTIST TITLE LABEL(S) ™w W 2w ki) STATIONS/ADDS
+ 1 1+ 1 - HANSON Mmm Bop (Mercury) 6790 6853 6623 6373 1260
2 2 2 2 SPICE GIRLS Say You'lt Be There (Virgin) 5513 5691 5642 5523 1220
3 3 3 3 WALLFLOWERS One Headlight (/nterscope) 4795 5161 5314 5365 110A
s 7 s @ MARKMORRISON Return Of The Mack (Atlantic) 4763 4596 4427 4150 11270 MOST ADDED-
w s 7 @ SHAWN COLVIN Sunny Came Home (Columbia) 4643 4326 4197 3007 1170 | ASTTTRELERS ADDS
» s s 5 WHITETOWN Your Woman (Chrysalis/EMI) 4506 476 4563 430 120m | RMELYSOmRIN A o . o
4 4 4 7 SAVAGE GARDEN | Want You (CO/llmbla) 4486 4939 5094 5278 11610 MATCHBOX 20 Push (Lava/Atiantic) 20
% 1w @ MEREDITH BROOKS Bitch (Capitol) 4430 3849 3371 2789  115/3 | 10,000 MANIACS More Than This (Geffen) 18
v 11 s @ ROBYNDo YouKnow (What It Takes) (RCA) 4291 4129 3853 3514 1247 ABRA MOORE Four Leaf Clover (Arista Austin/Arista) 16
w2 12 1 ) AZYETHard ToSay 'm Sorry (LaFace/Arista) 3869 3794 3531 3295 10400 MR. PRESIDENT Coco Jamboo (Wamer Bros.) 15
w 1w @ OMCHow Bizarre (Mercury) 3792 3430 3224 2907 117173 mf ;“,:,?;,",\E,.ws,s%'f" fr(%sr; Img,'\fe (RCA) :g
2 1 1w @ VERVEPIPE The Freshmen (RCA) 3751 3311 2775 2299 11372 ' én 'n black (Lolumbid
s s 9 1 MONICAFor You | Will (Wamer Sunset/Atiantic) 3669 3065 4476 4678 10171 | DY COMPANY Rivthm OfLove (Crave) 10
g 1w 12 1 JEWEL You Were Meant For Me (Atiantic) 3364 3762 4154 4255 1000
s 2 1 @ THIRDEYE BLIND Semi-Charmed Life (Elektra/EEG) 3188 2858 2511 2059 1150
o 1 1w () SISTER HAZEL All For You (Universal) 3184 2961 2119 2319 10783
& 9 1 17 PAULA COLE Where Have All The Cowboys Gone? (/mago/WB) 3125 3753 4167 4427 10000
15 15 15 15 BOBCARLISLE Butterfly Kisses (DMG/Jive) 3102 3349 3208 2798 10470
2 2 2 () BACKSTREET BOYS Quit Playing Games (With...) (Jive) 3042 2654 2087 1412 1188
s 19 19 €@ BLACKSTREETDon't Leave Me (/nterscope) 2818 2769 2669 2517 100A
s = = @ SHERYLCROW A Change Would Do You Good (A&M) 27163 2616 2252 1855 1092 MOST;II.VE#!SE ASEDW
© 2 2 @ BLESSID UNION OF SOULS | Wanna Be There (EM)) 2667 2630 2485 2428 WO | Ly
13 16 20 25 DUNCAN SHEIK Barely Breathing (Atiantic) 2648 2722 3025 3078 85 R. KELLY Gotham City (Jive) +821
n 2 2 @ ENVOGUEWhatever (FastWest/FEG) 2597 2457 2029 1481 1154 MEREDITH BROOKS Bitch (Capitol) +581
% 3 2 @ GINAGGimme Some Love (Eternal/WB) 1799 1550 1258 1015 10378 10,000 MANIACS More Than This (Geffen) +570
1w 2 @  COUNTING CROWS Daylight Fading (DGC/Geffen) 1768 1531 1360 1178 871 VERVE PIPE The Freshmen (RCA) +440
v 2 2z € JONBONJOVIMidnight In Chelsea (Mercury) 1618 1429 1275 1036 851 BACKSTREET BOYS Quit Playing Games (With...) (ive) +388
s 3 2 @  3RDPARTY Can U Feel It (DVS/AEM) 1359 1319 1255 1142 740 ‘é‘# :m;*lz';/:?: '(;‘wg';z‘;y S Columbia) +§gg
s 3 m @ BABYFACEHow Come, How Long (Epic) 1323 1076 866 582 8019 ' "
— — s € SAVAGEGARDEN To The Moon And Back (Columbia) 1299 966 443 24 859 mgfg::&ﬂﬂmﬁmiﬁzg%m o
@ R. KELLY Gotham City (Jive) 1180 358 61 30 86/31 THIRD EYE BLIND Semi-Charmed Life (Elektra/EEG) +330
s 27 2 3  BABYFACE Every Time | Close My Eyes (Epic) 1164 1343 1598 1841 38/0
2 2 a3 SHERYL CROW Everyday Is A Winding Road (A&M) 1091 1179 1586 1886 51A
— @ 3 €D DAVE MATTHEWS BAND Crash Into Me (RCA) 1066 857 583 489 6013
st 3 32 35 SPICEGIRLS Wannabe (Virgin) 888 1108 1210 1447 460
— — s € JAMIROQUAIVirtual Insanity (Work) 845 661 467 350 608
@  WILL SMITH Men In Black (Columbia) 839 451 9%  — 6513 HOTTEST
s 4 3 3 FREAKNASTY Da Dip (Power) 819 831 767 696 36/
28 29 3 3  TONIBRAXTONI Don't Want To (LaFace/Arista) A 787 1207 1506 1620 370 ARTIST TITLE MRBEECURRENTS
@ 10,000 MANIACS More Than This (Geffen) 41 M 82 3 758 | cARDIGANS Lovefoo! (Mercury)
— 50 4 m INDIGO GIRLS Shame On You (Epic) 147 686 557 521 491 NO DOUBT Don't Speak (Trauma/interscops)
@ 4w 3 4  AEROSMITH Hole In My Soul (Columbia) 746 813 854 829 51A GINA G Ooh Aah...Just A Little Bit (Eternal/WB)
— — 4 @ COLLECTIVE SOUL Listen (Atiantic) 742 642 458 278 56/4 EN VOGUE Don't Let Go (Love) (EastiVest’EEG)
@ DJ COMPANY Rhythm Of Love (Crave) 692 536 412 280 5510 DONNA LEWIS | Love You Always Forever (Atlantic)
s © o s JOCELYNENRIQUEZDo You..(Classified/Timber!/TommyBoy) 653 673 733 715 26/ | NOMERCY Where Do You Go (Arista) ,
@  PUFF DADDY & FAITH EVANS F/11211IBe... (Bad Boy/Arista) 637 298 116 59 5424 | TON BRAXTON U”I“geakﬁw J*I.'Ve:)“ (Laface/Arista)
~ — s @ NOMERCYWhen | Die (Arista) 636 587 515 485 55 | s MORISSETE Hoad Over Feet (Vaverick/Reprise)
@ TONICIf You Could Only See (Polydor/A&M) 581 503 462 au1 4556 MERRIL BAINBRIDGE Mouth (Universal)
- — = @ NEWEDITION One More Day (MCA) 575 542 423 310 5155
4 46 45 so  LUSCIOUS JACKSON Naked Eye (Grand Roya//Cap/tol) 551 611 658 831 210 Breakers: Songs mgilstlerin'gl 2000 pllyl:eor more for thek.ﬁas‘(‘:lome. Buliets
avarded to songs gaining plays over the previous wee songs are
This chart refiects airplay from June 9-15. Songs ranked by total plays. Highlighted songs indicate Breaker. ?.:._",‘,22,"::2;",';‘:%‘.;‘,';‘..’.‘:.“’..,‘:’ l’;?,:‘,‘!,?&“..",.";?;&f{' :::K:m
130 CHR/Pop reporters. 127 current playlists. Songs below No. 25 are moved to recurrent after 26 weeks. © 1997, R&R Inc. e e

Q u a I ity For inforx?ation co.ntact

x . Bernie Grice
Auditorium H (573) 443-4155
TeSt H o o k Ta pes Internet: hooks@hooks.com

UNLI MITED http://www.hooks.com
Compuserve: 72223,2705

FAX: 573-443-4016

Digitally Produced Hooks |

Clear Sound ; 200 Old 63 South, Suite 103 * Columbia, Missouri 65201-6081

Consistent Length
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CHR/POP

TOAD THE WET SPROCKET Come Down (Columbia)
Total Plays: 533, Total Stations: 38, Adds: 0

112 Gupid (Bad Boy/Ansta)
Total Plays: 301, Total Stations: 16, Adds: 1

LE CLICK Call Me (Logic)
Total Plays: 519, Total Stations: 23, Adds: 1

NU FLAVOR Sweet Sexy Thing (Reprise)
Total Plays: 299, Total Stations: 19, Adds: 1

JOCK JAM Jock Jam (Tommy Boy)
Total Plays: 423, Total Stations: 17, Adds: 3

KYLE VINCENT Wake Me Up (Carport/Hollywood)
Total Plays: 266, Total Stations: 24, Adds: 4

MATCHBOX 20 Push (Lava/Atiantic)
Total Plays: 378, Total Stations: 44, Adds: 20

ROME | Belong To You (Every Time | See Your Face) (RCA)
Total Plays: 256, Total Stations: 13, Adds: 7

PAUL MCCARTNEY The World Tonight (Capitol)
Total Plays: 363, Total Stations: 34, Adds: 6

ALISHA'S ATTIC | Am, | Feel (Mercury)
Total Plays: 254, Total Stations: 27, Adds: 7

DEL AMITRI Not Where It's At (A&M)
Total Plays: 359, Total Stations: 35, Adds: 4

SPICE GIRLS 2 Become 1 (Virgin)
Total Plays: 190, Total Stations: 8, Adds: 2

REAL MCCOY | Wanna Come (With You) (Arista)
Total Plays: 340, Total Stations: 29, Adds: 0

FOOL'S GARDEN Lemon Tree (Universal)
Total Plays: 182, Total Stations: 18, Adds: 4

MIGHTY MIGHTY BOSSTONES The Impression... (Mercury)
Total Plays: 332, Total Stations: 29, Adds: 3

SWV Can We (Jive)
Total Plays: 167, Total Stations: 4, Adds: 1

LEANN RIMES How Do | Live (MCG/Curb)
Total Plays: 320, Total Stations: 33, Adds: 6

ZIGGY MARLEY People Get Ready (ElektraEEG)
- Total Plays: 159, Total Stations: 24, Adds: 9

JONNY LANG Lie To Me (A&M)
Total Plays: 318, Total Stations: 26, Adds: 0

JOCELYN ENRIQUEZ A Little Bit... (Classified/Timberl/Tomimy Boy)
Total Plays: 159, Total Stations: 6. Adds: 0

Songs ranked by total plays

Z100 SCUDS NEW YORK — Holding its “Z-Day On The Intrepid” concert aboard the actual
aircraft carrier, WHTZ/New York launched a whole new spectrum of performance possibilities.
The bill included Jon Bon Jovi, Paula Cole, OMC, Duncan Sheik, and these guys — Erasure’s
Vince Clark () and Andy Bell (r), seen here with 2100 PD Tom Poleman and his wife, Ginny.

BOXTHEM IN — Members of The Box hung out with the unstoppable Spice Girls recently at a
company function in Miami. Intermingled among the spiced ones are: (I-r) The Box's Liz Brovarski,
Maria Ruiz, Tamara Walters, Eric Martinez, Rochelle Berger, Justin Prager, and Jay Gibbs.

Apbs JuNe 24

98 DEGREES “Invisible Man” (Motown)

ALL-4-ONE “Turn To You” (Blitzz/Atlantic)

CINNAMON “Me As Helen Of Troy” (Soap/Island)

JOOSE "Your Love Is So Nice” (Flavor Unit/EastWest/EEG)
K.D. LANG “The Joker” (Warner Bros.)

LIGHTNING SEEDS
LOS UMBRELLAS
NOTORIOUS B.1.G.
QUAD CITY DJ'S
YOCO ROSS

“You Showed Me"” (Hollywood/Epic)

“No Tengo Dinero” (EMI}

“Mo Money, Mo Problems” (Bad Boy/Arista)
“Summer Jam” (Big Beat/AHantic)

“All That” (Columbia)

AZ IF!—The AzYet crew was a part of the WFLZ/Tampa “No Dough” concert, a free show and
club opening for 3000 ‘FLZ listeners. The bill also featured dance divas Amber and Robin S.
Pictured backstage are Az Yet with Promo Director Devonne Dingley (c) and ‘FLZ PD Jeff
Kapugi (front right).

C% g
7 - A . 8 = 4
SWEATIN’ IT OUT FOR U2 — WKRQ (Q102)/Cincinnati morning dudes Brian (I} & Johnjay
(r) asked listeners, “What would you do for front-row U2 tickets?” Responses ranged from a
shaved “Q" on the back o