p— - t U G iy Wrmremamivass. || Wsn s e A et ... e e

MAY 29, 1998
Black Music Month Special

 R&R’s annual tribute takes numerous angles this
year: We speak with industry leaders, including FCC
Chairman Bill Kennard and Capstar CEQ Steve

NEWSSTAND PRICE $6.50

Sparkling Success

Produced by R. Kelly Sparkle’s “Be Careful” (Rock
i Land/Interscope) holds at No.
1 for a second week on R&R’s
Urban chart, rises to No. 2 at
Urban AC, and is No. 3 with a
bullet at CHR/Rhythmic.
“Careful” was the highest

M debut for a new artist on

t| Urban four weeks ago when
the song entered the chart
atNo.7.

Hicks, about EEOQ; we havea
conversation with Kenneth - \
“Babyface” Edmonds and / 4

his wife/business partner
Tracey Edmonds; and we
take an extensive look at
hip-hop. It all begins on
Page 33.
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INSPIRE, REWARD, COAX!

That's what sales consultant Irwin
Pollack suggests when you want more
revenue at your station. He offers 24
basic and not-so-basic steps toward
achieving better billings.

Page 17

R&R CONVENTION UPDATE

Attendees to R&R
Convention "98 will
be treated to
dozens of sessions
covering
management,
programming,
research, sales,
and many other
topics. In addition, financial experts Ken
and Daria Dolan will offer an early-
morning seminar that will help investors
identify emerging successful companies
and evaluate a stock before they buy it.
They will also tell you the five money
moves to make now, reveal great mutual
funds, and offer a tax update. A complete
conference schedule appears inside.

Pages 14-15
ASSESSING COUNTRY’S WINTER

What were the causes of Country’s dip in
the winter '98 ratings? Lon Helton dips
into Arbitron’s national database, coded to
R&R’s format designations, to get the
answers. One clue: TSL in some demos
has ebbed.

Page 82

= One satellite outage’s effect
on the radio industry

» Tracy Johnson appointed VP/GM
at KFMB/San Diego

» Dave McKay becomes PD
for Jacor's KJQY/San Diego
Page 3

[ THIS #] WEEK|

CHR/POP
« NATALIE IMBRUGLIA Torn (RCA)

CHR/RHYTHMIC

« NEXT Too Close (Arista)

URBAN
« SPARKLE Be Careful (Rock Land/Interscope)

URBAN AC
= JANET | Get Lonely (Virgin)

COUNTRY
« TIM MCGRAW One Of These Days (Curb)

NAC/SMOOTH JAZZ
 JONATHAN BUTLER Dancing On... (N2K Encoded Music)

HOT AC
« NATALIE IMBRUGLIA Torn (RCA)

AC
« SHANIA TWAIN You're Still The One (Mercury)

ACTIVE ROCK
« CREED Torn (Wind-up)}

1 ROCK
< KENNY WAYNE SHEPHERD Blue On Black (Revolution)

ALTERNATIVE
« SEMISONIC Closing Time (MCA)

ADULT ALTERNATIVE
« NATALIE MERCHANT Kind & Generous (Elgktra/EEG)

NEWSSTAND PRICE $6.50
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Seagram’s much rumored
deal to buy PolyGram from
Netherlands-based Royal
Philips Electronics was con-
summated last week, with
the Canadian beverage and
entertainment
giant paying
$10.6 billion
for the multi-
national music
and film com-
pany. Seagram’s
proposal is for
either an 80%-
20% mix of @&
cash and stock
or an all-cash §
offer of about &
$59 US. per {&
share. As partof —
the deal, Philips could end up
owning as much as 12% of
Seagram.

The purchase makes Sea-
gram’s Universal Music
Group the world’s largest
record company. To finance

e

Seagram Go.’s Dutch Treatw: %
PolyGram For $10.6 Billion

M Universal now world’s largest record firm

o o B A5

the deal, Seagram will spin
off its Tropicana Products di-
vision, which the company
values at between $3.5 bil-
lion-$4 billion, in an initial
public stock offering. It
also will more
than likely sell
PolyGram’s
Filmed Enter-
“ 1 tainment unit,
1 which some
analysts have
said could be
*| worth around
| $1 billion.
& “These an-
| nouncements
herald an im-
| portant trans-
- formation of
Seagram,” Seagram Presi-
dent/CEO Edgar Bronfman
Jr. said. “We will manage
two highly focused business-
es of global scope and scale
— entertainment and spirits

POLYGRAM/See Page 12

Rhone Charts Elektra’s Future

By STEVE WONSIEWICZ
R&R MUSIC EDITOR

Sylvia Rhone is on a mission.

A $400-million mission, to be

exact. That’s the sales |
goal the Elektra Enter-
tainment Group Chair-
man/CEO wants to
reach by the end of
1999. It’s an ambitious
mark for EEG — which
Rhone says is currently
grossing about $300
million — but one that’s
within reach. In her first
full-length interview in
years, Rhone outlines
for R&R her vision for EEG,
raises some warning tlags about
the rising cost of doing business,
and addresses just how she
plans to hit her $400-million tar-
get.

Rhone’s quest comes at a
time of monumental change
within the record industry. Over
the past few years. there has
been tremendous consolidation

Rhone

in the radio, retail, and touring
concert markets; this in addition
to Seagram’s $10.6 billion acqui-
sition of PolyGram. Concurrent-
ly, the cost of doing busi-
ness is escalating dra-
matically. “It’s going to
be very interesting to see
how things settle,” says
Rhone. “Our business,
being a part of a bigger
entertainment company,
really can’t make the
same financial contribu-
| tion it once made.
“Music divisions were
always thought of as
cash cows, but things have
changed dramatically over

the last four years in terms of

signing artists, their contracts,
and executive packages.
Marketing costs have doubled
and tripled. They are no
longer as controllable as they
once were. And because prices

See Page 30
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Capstar Begins NYSE Trading

M FCC gives green light to Capstar-SFX merger

BY MATT SPaNGI ER
R&R WASHINGTON BUREAU

It’s been a capital two weeks
for Capstar Broadcasting Part-
ners: First, on May 21, the FCC
blessed its $2.1 billion merger
with SFX Broadcasting; then, on
May 27, the company expected
to begin trading on the New York
Stock Exchange at $19 per share.

Capstar intends to use pro-
ceeds from its initial public of-
fering to fund the August *97
deal with SFX, which created the
largest station group in the coun-
try in terms of station count. That
number, which began in August
at 72 properties and worked its
way up to 84 stations through
various SFX deals on the side,
will be winnowed down to 68
through government-required di-
vestitures. The transaction is ex-
pected to close today (5/29),

according to SFX spokesman
Tim Klahs.

Capstar parent Hicks, Muse,
Tate & Furst said on Tuesday
that if closing goes past June I,
SFX shareholders will be enti-
tled to an additional $1 per share
cash consideration.

CAPSTAR/See Page 10
o

' Chancellor Names
Neuman Senior VP

Chancellor Media has created
a new position, Sr. ¥P/Strategic
Development, and has chosen
Rick Neuman to fill it. For five
years, Neuman has been a Sr.
VP of Chancellor majority share-
holder Hicks, Muse, Tate & Furst,
focusing on the firm’s media in-
vestments.

B NEUMAN/See Page 21

Heftel Executes Triple Play

® Spanish broadcaster launches stations in NY,
Houston; buys SD duo from Jacor for $65 million

By Apam JacoBson
R&R STAFF WRITER

The final week of May 98 will
certainly be remembered as a
milestone in the history of Heftel
Broadcasting. In one fell swoop,
the company launched its new,
long-awaited forrnat on WNWK/
New York; entered the San Diego
market by purchasing two proper-
ties from Jacor Communications
for $65.15 million; and assumed
control of KKPN/Houston from
SFX Broadcasting.

On Wednesday morning (5/
27), WNWK completed two
days of stunting — featuring the
continual sound of a heartbeat —

by officially flipping to Tropical
as “Caliente 105.9 — Tu Pulso
Latino.”” WNWK’s former Ethnic
format relocated to WPAT-AM
over the Memorial Day week-
end. That station was traded with
$115 million by Heftel to Arthur
Liu’s Multicultural Broadcasting
last December.

David Martinez, who previ-
ously served as Sales Manager
of Heftel’'s WIND-AM, WLXX-
AM & WOJO-FM/Chicago, has
become GM of WNWK. Tony
Luna will serve as PD, while
Chad Brown joins from CBS

HEFTEL/See Page 12

M This ‘Yuppie’ pays
tribute to Robert W.

By RoN RobriGues
R&R EDITOR-IN.CHIEF

There are a million

Robert W. Morgan

! stories floating

around the industry. ¢

He grew up in the |

heyday of Top 40 ra-
dio, worked at the §

| finest radio stations,

and became an on-air

| L.A. legend. Com-

bine that with an

| amazing capacity to

party and raise hell

' — along with the excruciating-

ly high professional standards

he set for himself and those

who worked around him —

and it’s no surprise there are

so many tales out there. But

there won’t be any new ones.

{ MORGAN/See Page 21

From ‘Good Morgan’ To Goodbye

Morgan

B ‘tjustwanttotell |
you we were the best’

By Ron Jacos

Editor’s mote: Last
§ | year, when the Real
Don Steele passed

Ron Jacobs to pay
tribute 1o him. Sadly,
we again went to
Ron for anbther trib- 1
ute, this tide to Rob-
ert W. Morgan.
Robert W. Mor-
gan and L first met
staring at each other through
the double glass ‘windows
separating two studios at
KMAK Radio on McKinley
Avenue in Fresno’s industri-
al sector. To him, I'was some
cat — there were ro “dudes”

JACOBS/Sge Page 12
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First with the news. R&R TODAY daily fax service. Call (310) 788-1625 to subscribe.
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bt The Two Of Us”

- 26*/Air Power Rhythmic Top 40
Most Added Top 40 Mainstream & Rhythmic
R&R CHR/Rhy €} - €]) BREAKER

NOW PLAYING ON:

| KIS-FM 25X  WKSE 25X  KQKS 40X |

WQZQ NEW WKCI NEW WJMN 70X

WWZz 350X  WBLI NEW WXYV NEW |

295.7 25X  XL106.7 20X KKRZ 23X i
|

KRQ NEW KRBE NEW WLSS NEW
WPRO NEW WZJM 30X WRVQ 20X
wWi0Q NEW KOKQ NEW

o MAKING NOISE AT:
== KBXX/Houston — #2 Most Played & Top 10

4 . WJJS//Roanoke — Top 10 Phones
S KLUC/Las Vegas — 35X
~  KTFM/San Antonio
WPGC/Washington, DC

KHKS/Houston

COLUMBIA
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KFMB/SD Elevates
Johnson To VP/GM

KFMB-AM & FM/San Diego
Director/Programming & Opera-
tions Tracy Johnson has been pro- }
moted to VP/GM. He succeeds
—' Bob Bolinger,
who recently ex-
ited the Midwest ’
TV Full Service
and Pop/Alter-
native Hot AC
combo.

In addition to
his new responsi-
| bilities. Johnson
will continue to
oversee KFMB-
FM's day-to-day
programming duties.

Johnson told R&R, “This isn’t a
job that I ever thought I would
have, or one that I went out look-
ing for. I appreciate the confidence
expressed in me by Ed Trembell.
who is in charge of KFMB-AM,
FM & TV. I told him how much |
was going to nced to lean on him
and how much leaming I had to do
to get involved with the sales de-
partment. The more I thought about
it. the more I liked the idea.

“If we didn’t have such good de-
partment heads and strong manag-
ers throughout the station, it would
be a lot different. But I have good
refationships with these people, and
I trust them. They’re very respon-
sible, and I have great confidence

JOHNSON/See Page 21

Johnson

Haven’t Changed A Bit!
| A\

0D ONE

In a recent visit to Westwood One to talk about her career, life challenges
and triumphs, and most recent CD, Back With A Heart, Olivia Newton-
John (1 in both) took time to sit with WW1 President/Programming Ed Sala-
mon in the exact same pose as when they interviewed together 23 years

ago (1975 on left, 1998 on right.)

Galaxy IV Outage Serves As
A ‘Wake-Up Call’ For Radio

@ What if the Satcom C5 satellite were to fail?

By MATT SPANGLER & ADAM JACOBSON
K&R STAFF WRITERS

At 6:10pm ET on May 19, sever-
al radio networks and their respec-
tive affiliate radio stations were sent
into crisis mode. At that precise
moment, PanAmSat’s Galaxy [V
satellite failed. For the average
American, the shutdown forced
those reliant on pagers to switch to
cell phones or e-mail. For radio, it

| boughtby Jacor.

stations they own) are:

w
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LOOKING BACK

r S SIS

Number-One Radio Group Owners

Twenty years ago, Noble Broadcasting was founded with two
radio stations. Ten years ago,

owner after it purchased KIX| & KMGl/Seattle, bringing its holdings
to 17 stations in 10 markets. In 1996, most of those stations were

Today, the top three radio group owners (and the number of radio

1. Capstar — 329
2. Jacor — 201
. Clear Channel — 189 ..

Sticking With Radio For 25 Years

Communication

; q«f-.-‘u-,f;‘-c-.ﬁranhlcs Im:

it became the No. 1 radio group

o 1
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310-788-1699
310-788-1675

310-553-4330  310-203-8450

moreinfo@ rronline.com
newsroom@ rronline.com
jill@rronline.com

hmowry @ rronline.com

meant lost programming for more
than 1000 stations nationwide.

Galaxy IV’s demise, however,
was only a minor “wake-up call” to
what could really decimate
satellite-delivered radio program-
ming, says Premiere Radio Net-
warks Director/Engineering Barry
Victor. If the Satcom CS5 satellite
were to fail, it “would be extreme-
ly disastrous for radio.”

But if radio networks that send
their shows via the sky prepare for
the worst now, any programming
loss could be minimal at most. Ac-
cording to Victor. Premiere imme-
diately acted to expedite a contin-
gency plan following Galaxy IV’s
tailure. Such a plan would instruct
atfiliates to receive Premiere pro-
gramming through Audionet’s
ISDN fecd on the Internet, and
would involve solidifying a bank of
feed couplers with the local tele-
phone company.

ABC Radio. which also uses Sat-
com C5, has teamed up with Gen-
eral Electric to provide the network
with full “transponder and satellite
protection,” ABC VP/Engineering
Bob Donnelly told R&R. “If our
transponder were to tail, GE would
restore it almost immediately.” he
said. If the satellite failed, ABC
would then have two options: wait
until its satellite was moved into its
proper orbital position, or reposition
affiliate antennas in order to receive
programming [rom its backup sat-
ellite. Satcom C1.

CBS, which uses Galaxy IV for
some of its programming, switched
to its backup satellite, Galaxy VII,
and was not aftected by the outage,
CBS spokesman Dana McClintock

SATELLITE/See Page 10
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'McKay Moves To KJQY/San Diego As PD

Soft AC WXRM/Ft. Myers Asst.
PD Dave McKay has been tapped
to program Jacor’s similarly for-
matted KJQY-FM (K-Joy)/San
| Diego. He succeeds Todd Shannon,

who remains with Jacor’s San Di-

ego cluster as PD of CHR/Rhyth-
[ mic KHTS-FM and CHR/Pop
KKLQ-FM.

The assets of KIQY were sold
this week to Heftel (see story, Page
1), but Jacor will retain the station’s
call letters and intellectual proper-
|ty — including the format — and

relocate it to one of the two signals
acquired from Nationwide last year.

Regional VP/Programming Jack
Evans commented, “I’m impressed
with what Dave has done in Ft.
Myers and throughout his career.
Todd did a wonderful job with K-
Joy, but i’s now time for us to put
a full-time person in the program-
ming chair who will maximize our
format opportunities.”

McKay, who joins K-Joy on June

McKAY/Sez Page 10
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Brooks To Run Virgin Records Urban

W Stewart set as Sr. VP/A&R of new division

Virgin Records America has re-
structured its urban ope muons
bringing all mar- -
keting, promo-
tion, and A&R §
under the newly
created Virgin |
Records Urban
(VRU) umbrel-
la. Eric Brooks,
founder/Presi-
dent of Virgin's
Noo Trybe Re-
cordings and Sr.
VP of Virgin
Records, will now oversee the unit.
Concurrently, Paul Stewart has
been named VRU’s first Sr. VP/
| A&R. The move also will mean a

Brooks

PPhone.

310-553-4330
DC BUREAU: 202-463-0500

615-244-8822

WEBSITE: www.rronline.com
<>
310-203-8727
310-203-9763
202-463-0432
615-248-6655

beefed up A&R presence in Los
Anoelgs and New York.

Commenting
on the formation
of VRU, VRA
co-Presidents
Ray Cooper and
Ashley Newton
said in a joint
statement, “Eric
and his team
/| have contributed
significantly to
the overall artist-
led philosophy of
the company, and this tangible and
productive development will endorse

Stewart

VIRGIN/See Page 21
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kmumaw @ rronline.com
mailroom@rronlire.com
rrdc @ rronline.aom

thelton@rronlina-com
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Pulitzer Merges With Hearst-Argyle
in $1.85 Billion Deal

L1 Deal gives Hearst seven radio, 24 TV stations in 10 markets

By PaTrICE WITTRIG
R&R WASHINGTON BUREAU

After being on the block for almost three months, St. Louis-
based Pulitzer Publishing Co. — a 120-year-old operation —
said Tuesday it will merge with Hearst-Argyle Television Inc. in
a stock deal valued at $1.85 billion.

Pulitzer’s five radio properties —
WETR-AM/Eden, NC; WLKY-AM/
Louisville: and KMVP-AM, KTAR-
AM & KKLT-FM/Phoenix — are
valued at an estimated $75 million,
Pulitzer’s broadcasling revenues,
which also include its nine TV out-
lets. were $227 million last year, with
approximately $10 1o $12 million
coming from its radio operations.
Pulitzer's five radio stations will be
merged with Hearst’s Baltimore cash-
cow combo. WBAL-AM & WIYY-
FM. The combined companies will
own seven radio and 24 television sta-
tions. Pulitzer’s broadcast operations
will have $700 million in debt when
the deal closes. which is expected 10
happen by the end of the year.

As the first step in the agreement,
Pulitzer will spin oft its newspaper
publishing. internet. and fax service
segments to its shareholders on a
share-for-share basis and name the
new publicly traded company Pulitzer
Inc. The new company will have no
debt and $450 million in cash to put
toward acquiring more newspapers.

Shareholders To Benefit

Under the terms of the broadcast-
ing merger agreement, Pulitzer
shareholders will receive $1.15 bil-
lion worth of Hearst-Argyle Series
A common stock. The sale is expect-
ed to be tax-free for shareholders.
The number of shares to be paid will
be determined by a 15-day weight-
ed average price of Hearst-Argyle
Series A common stock, currently
trading at an average markel price
of $35. Hearst-Argyle is expected to
issue 32.86 million shares of Series
A commnon stock at the closing. Si-
multaneously, Hearst-Argyle autho-
rized a repurchase program for more
than $300 million of its outstanding
common stock.

News of the deal sent Pulitzer share
prices tumbling down $2.75 1o close
Tuesday at $87.25 per share. First
Union Capilal Markets analyst Bish-
op Cheen told R&R that the price for
the group is “higher than originally
figured.” because the value of radio
andTV properties is increasing all the

time and the cash flow multiples are
one of the highest he’s seen. Pulitzer
said it “intends to continue lo pay a
60 cents per share annual dividend.”
The spin-off  and the merger are sub-
ject to approval of Pulitzer and
Hearst-Argyle shareholders, the FCC,
and the IRS.

When Pulitzer announced in Feb-
ruary that its broadcast division was
for sale, industry speculation was
that Capstar Broadcasting Partners,
Jacor Communications, or Chancel-
lor Mcedia would be the buyer. The
Texas investment firm of Hicks,
Muse, Tate & Furst. the financial
machine behind the Capstar and
Chancellor groups, was reportedly
in the final stages of bidding on the
Pulitzer propertics. When reached
by R&R on Tuesday, Hicks, Muse
spokesman Roy Winnick declined
lo discuss Pulitzer’s sale to Hearst-
Argyle.

Pulitzer Publishing Co. Chairman/
CEO Michael Pulitzer and Pulitzer
Broadcasting CEO Ken Elkins will
join the board of directors of Hearst-
Argyle. On Tuesday. Standard &
Poor’s affirmed its *-BBB” corporate
credit, senior unsecured debt, and
bank loan ratings ol Hearst-Argyle
Television.

AFTRA Pushes For Metro Vote In New York

[ Union could represent 100 new members

By MATT SpancGiir
R&R WASHINGTON BUREAU

The American Federation of Television and Radio Artists ad-
vanced its campaign to unionize Metro Networks employees on
May 20. This was after the New York local petitioned the Nation-
al Labor Relations Board to allow the union to represent the traf-
fic and information reporting service’s Gotham workers.

Peter Fuster. assistant executive
director of the AFTRA New York lo-
cal, told R&R that more than 30%

RADIO
 NETWORK™
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Alex 97.3 FM, Cincin.a't.i‘ i "Ilessthan thrée months our Iistenihg audience

[

ol the roughly 100 Metro New York
employees signed the union’s peti-
tion. At press time. AFTRA and the

NLRB were scheduled to meet

Wednesday to iron out the details of

a future election.

“We believe AFTRA isn’t the
right choice for our employees and
our business, nor would the mujori-
ty want its representation,” Steve
Candullo, VP/GM of Meuro’s North-

AFTRA/See Page 8

Bloomberg

BUSINESS
BRIEFS

Katz Hires DC Firm For Diversity Training

atz Radio last week hired “work force inclusiveness consultants”
Alexander & Associates to immediately begin diversity training
for the rep firm’s managers. The contract follows the discovery two
weeks ago of a year-old Amcast memo dissuading advertisers from
buying airtime on black and Hispanic stations. Katz President Stu Olds
said, “Katz recognizes the need for change and concrete action.”
Meanwhile, Katz last week reported that it sold more than $26.4
million in advertising on Urban and Spanish-language stations so far
in 1998, a 40% increase over last year. It said that outpaces the
industry as a whole, which is up 13% in revenues.

‘EE0 Ideas Exchange’ Meeting Slated

he NAB and the Broadcast Executive Directors Assn. (BEDA) will

hold.a joint “EEO Ideas Exchange” meeting June 8 at NAB'’s
DC headquarters to encourage radio and TV stations to continue
aggressively hiring and promoting women and minorities. BEDA,
which represents state associations, and the NAB plan to link a “job
openings” website between NAB's Internet homepage and websites
of state associations.

The program comes “after months of talks” between NAB President/
CEO Eddie Fritts and FCC Chairman Bill Kennard and was not
spawned by the now infamous Katz memo, NAB spokesman Dennis
Wharton told R&R, adding, “This is just the first of what we hope willbe
a number of voluntary initiatives.”

Tristani Tough On Scarcity, Public Interest

CC Commissioner Gloria Tristani believes the spectrum scarcity

principle still has validity in today's world of converging and
competing media and that broadcasters should still adhere to a public
interest standard.

In a speech before communications attorneys in Washington on
May 21, Tristani said broadcasters should receive treatment different
from other media “because the Supreme Court said so.” Her remarks
seemed to target recent speeches by Commissioner Michael Powell.
Powell’s senior legal advisor, Jane Mago, toldR&R, “There’s a debate
between Commissioners Powell and Tristani with regard to ... public
interest. The two of them are coming at it from different angles’

Tristani attacked claims that spectrum isn’t really all that scarce and
emphasized that as long as broadcasters are given spectrum for free,
they have a “fiduciary duty” to fulfill public interest obligations. She also

Continued on Page 8

h&R/BIoomberg Radio Stock Index

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

Change Since

One Year Ago One Week Ago  3/22/98 One Year Ago One Week Ago

Radio Index 119.88 219.82 2144 +7892% -2.47%

Dow Industrials 734591  9096.0 9114.44 +26.33% +0.29%

S&P 500 847.03 110873 111047 +33.24% +0.18%
- “

*
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S

has tripled and our TSL is continuing to grow!"

Scott Carlisle, Program Director

Call Michael Henderson, Director bf Affiliate Sales 303-784-8700
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“The other day Long Term Growth: 25-54 Wemen Arbitron Share
I got a call from Monday-Sunday 6am-Mid: B-101 F/li/at/e/p/lia
someone who - ~-. -

said they wanted

o have ratings o 04
just like B-101"s A

in Philadelphia. | I[l ’ o
I told him how 00 39 i
the success B-101 . '
enjoys today actually started some
years ago, with a phone call to me
from the station’s top executive, Jerry
Lee. What Jerry wanted was not some
temporary fix from the “marketing
gimmick of the day.” He wanted the
best cutting-edge research and a
strategic partner who could help
guide him to consistent, steady
ratings growth in key salable demos.
Our people are masters in the use of
strategic warfare to get not one good
book, but real long-term growth.
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DEAL OF THE WEEK 1998 DEALS TO DATE

Dollars To Date:

*® Pulitzer Broadcasting stations

$75 million (est.)

Dollars This Week:

* WETR-AM/Eden, NC

$2,300,603,430

(Last Year: $4,834,263,766)

$180,955,000

(Last Year: $18,143,028)

o WLKY-AM/Louisville Stations Traded This Year: 711
o KMVP-AM, KTAI_?-AM & (Last Year: 933)
Sallils Stations Traded This Week: 30
(Last Year: 23)
TRANSAGTIONS

Pulitzer Pulls Out Of Broadcasting Biz

1 Jacor spins off San Diego duo to Heftel for $65.2 million

Pulitzer Publishing Co.
Stations

PRICE: $75 million (est.)
TERMS: Merger; Pulitzer share-
holders will receive an undeter-
mined amount of Hearst-Argyle
shares (see story, Page 4).
BUYER: Hearst-Argyle Televi-
sion Ing. Through its Hearst

Broadcast Group subsidiary, it
owns WBAL-AM & WIYY-FM/Bal-
timore. Phone: (212) 887-6823

SELLER: Pulitzer Broadcasting
Co., headed by President/CEO
Ken Elkins. Phone: (314) {Q1-
7335 i

WETR-AM/Eden, NC

FREQUENCY: 830 kHz
POWER: 50kw day/1kw night

FORMAT: Religious

WLKY-AM/Louisville

FREQUENCY: 970 kHz
POWER: 5kw

. FORMAT: News/Sports

KMVP-AM, KTAR-AM &

- KKLT-FM/Phoenix ‘

FREQUENCY: 860 kHz; 620 kHz;
98.7 MHz

Jump-start
_morning
drive-time

THE BLOOMBERG
MORNING SHOW.,

Nobody covers business news like
Bloomberg. Tapping Bloomberg's
vast, worldwide news resources,
the BLOOMEBERG MORNING
SHOW jump-starts the day with
hi-test news—top breaking stories,
market updates, interviews, and
insight and analysis on the people
and events that move the markets.
From Ted Turner to Bill Gates

to the gurus of Wall Street, the
BLOOMBERG MORNING SHOW
delivers the news your audience
wants. Lively, topical, and up-to-the
minute—ready to drive in morning

drive-time listeners.

Airing Monday-Saturday,

5a.m.-6am.
live for all time zones.

Be the exclusive affiliate in your area.
Contact Jill Kurtz at 212-318-2238 or
kurtz1@bloomberg.net.

Bloomberg
RADIO

NEWS

WwhrAA—arRereantadiohisterv-com

TRANSACTIONS AT A GLANCE

e KBLA-AM/Los Angeles $21 million
¢ KJQY-FM & KKLQ-FM/San Diego $65.15 million
o KZWC-FM/Walnut Creek (San Francisco), CA $4.5

million

o WFAV-AM/Fort Walton Beach, FL $225,000
e WVTJ-AM/Pensacola, FL $130,000
* WALG-AM, WEGC-FM, WJAD-FM & WKAK-FM/Albany,

GA $3.3 million

o WHIE-AM/Griffin, GA $240,000

e KAYI-FM/Princeville, HI $10,000

* WTAZ-FM/Morton (Peoria), IL $1.8 million

e WAZY-AM/Lafayette, IN $275,000

o WRNJ-FM/Belvidere, NJ (Allentown, PA) $6.35 million

o WCLW-AM/Eden, NC $150,000

o WAGR-AM/Lumberton, NC $50,000

* WLTT-FM/Shallotte (Wilmington), NC $100,000

e KRIG-FM/Nowata, OK $775,000

e KBKR-AM & KKBC-FM/Baker City & KLBM-AM &
KUBQ-FM/La Grange, OR $1.9 million

o KEAS-AM & FM/Eastland, TX No cash consideration

POWER: 1kw; 5kw; 99kw at 1788
feet
FORMAT: Sports; News/Talk; AC

KBLA-AM/Los Angeles
PRICE: $21 million

TERMS: Asset sale for cash
BUYER: Radio Unica, headed by
President Joaquin Blaya. it owns
five other stations. Phone: (305)
463-5000

SELLER: Sinclair Broadcast
Group Inc., headed by President
David Smith. Phone: (410) 662-
4700

FREQUENCY: 1580 kHz
POWER: 50kw

FORMAT: Korean
BROKER: The Ted Hepburn Co.
& Serafin Bros.

KJQY-FM & KKLQ-FM/
San Diego
PRICE: $65.15 million

| TERMS: Asset sale for cash

BUYER: Heftel Broadcasting
Corp., headed by President Mac
Tichenor

SELLER: Jacor Communica-
tions Inc., headed by President
Randy Michaels. Phone: (606)
655-6523

| FREQUENCY: 102.9 MHz; 106.5

MHz

POWER: 32kw at 617 feet; 50kw
at 440 feet

FORMAT: AC; CHR/Pop
BROKER: Gary Stevens & Co.

KZWC-FM/Walnut Creek
(San Francisco)

PRICE: $4.5 million

TERMS: Asset sale for cash
BUYER: Citicasters Co., a sub-
sidiary of Jacor Communica-
tions Inc., headed by President
Randy Michaels. It owns KMXN-
AM & KSJO-FM/San Francisco.
Phone: (606) 655-2267
SELLER: Z Spanish Radio Net-
work Inc., headed by President
Amador Bustos. Phone: (916)
646-4000

FREQUENCY: 92.1 MHz

~ POWER: 3kw at 89 feet

FORMAT: Regional Mexican

BROKER: Media Venture Part-

| ners

WFAV-AM/Fort Walton
Beach

PRICE: $225,000

TERMS: Asset sale for cash and
a promissory note

BUYER: Gulf Breeze Media Inc.,
headed by President Jenifer
Hale. It owns WMMK-FM/Destin,
FL. Phone: (850) 244-1400
SELLER: Liberty Broadcasting
LC

FREQUENCY: 1400

POWER: 1kw

FORMAT: Nostalgia

WVTJ-AM/Pensacola

PRICE: $130,000

TERMS: Asset sale for cash
BUYER: 610-am, headed by
President Michael Glinter.
Phone: (850) 434-1230
SELLER: Cathedral of Praise
Ministry Inc., headed by Presi-
dent Franklin Walden. Phone:
(850) 438-1605

r‘* e —_— RS

WALG-AM, WEGC-FM,
WJAD-FM & WKAK-FM/
Albany

PRICE: $3.3 million

TERMS: Asset sale for cash
BUYER: Cumulus Broadcasting
Inc., headed by President Bill
Bungeroth. Phone: (414) 283-
4500

SELLER: K-Country Inc., head-
ed by President Robert Brooks
Sr. Phone: (912) 435-9929
FREQUENCY: 1590 kHz; 107.7
MHz; 103.5 MHz; 101.7 MHz
POWER: 5kw day/1kw night;
11.5kw at 312 feet; 12.4kw at 462
feet; 3kw at 300 feet

FORMAT: News/Talk; Oldies;
Classic Rock; Country

WHIE-AM/Griffin
PRICE: $240,000

Continued on Page 8
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Self-Liguidate Vidpak

It's easy. We'll show you how you can make radio’s hottest mar-
keting campaign pay for itself. That means more dollars to the
bottom line or a bigger marketing budget. Or for those stations
with no marketing budget, it means a chance to compete on a
level playing field.

Self-Liquidate Vidpak and you get:
* Vidpak™ virtually free.

* A bigger marketing effort.

* A better bottom line.

* A gold star for ingenuity.

Best of all everything you do as part of the self-liquidation
program enhances your Vidpak™ campaign and will not
over-commercialize it.

Why Vidpak?

Vidpak™ is the most effective marketing machine ever devised
for radio. It's been researched, tested, and proven in the numbers.
It's amazingly more effective than TV or direct mail and (before
self-liquidation) costs the same or less than a good TV schedule.
* Imagine you could send a videotape with an in-depth
message about your station directly to every one of your
targets in the metro. Just your targets with no waste!

* Then imagine that over 60%* of these targets actually sit
down and watch your 5 minute tape with rapt attention.

* Then imagine that 63% of those that watch the tape are
converted to listeners.

* Finally, imagine that all this turns into numbers!

* Critical Mass Media study, WLNK Charlotte

The Proven Formula

Only Vidpak's formula of packaging, design, list development,
creative and contesting has been proven to work. Vidpak™ is
truly the closest thing to a slam-dunk radio marketing has
ever seen.

See everything on the web:

| www.radioig.com

4660 Paran Valley
Atlanta, GA 30327
e-mail: igtv@radioig.com

404 255-3550

FAX: 404 255-8152

______wanann amaricanradiohistorn.com . — -
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TRANSACTIONS

Continued from Page 6

TERMS: Asset sale for $140,000
cash and a five-year, $100,000
promissory note at 8% interest
BUYER: Chappell Communica-
tions LLC, headed by manager
Robert Chappell. Phone: (404)
812-9210

SELLER:Telerad Inc., headed by
President Fred Watkins. Phone:
(770) 227-9451

R &@u T ﬁ
A 0
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KAYI-FM/Princeville

PRICE: $10,000

TERMS: Construction permit sale
for cash

BUYER: The B&GRS Partner-
ship, headed by partners William
Brown and Clifton Moore.
Phone: (706) 782-7222
SELLER: Moore Broadcasting
Co., headed by President John
Moore

WTAZ-FM/Morton
(Peoria)

PRICE: $1.8 million

TERMS: Asset sale for cash
BUYER: Kelly Communications
Inc., headed by President James
McCrudden. Phone: (941) 383-
9293

SELLER: Morton-Washington
Broadcasting Co., headed by
President Linda Demanes.
Phone: (309) 263-0102
FREQUENCY: 102.3 MHz
POWER: 6kw at 300 feet
FORMAT: Talk

WAZY-AM/Lafayette

PRICE: $275,000

TERMS: Asset sale for cash
BUYER: Artistic Media Partners
LP, headed by President Arthur

Agnotti. It owns WAZY-FM &
WGBD-FM/Lafayette; WBWB-
FM/Bloomington, IN; and WGCT-
FM/Ellettsville, IN. Phone: (317)
635-5696

RADIO BUSINESS

SELLER: First Assembly Of
God, headed by President Gre-
gory Hackett. Phone: (765) 772-
2044

B
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RNJ-FMIBelwdere
(Allentown, PA)

PRICE: $6.35 million

TERMS: Stock sale for cash and
notes

BUYER: Big City Radio Inc.,
headed by President Michael Ka-
koyiannis, is acquiring Radio
New Jersey. Phone: (914) 592-
1071

SELLER: Lawrence Tighe Jr.
and NormanWorth. Phone: (908)
850-1000

FREQUENCY: 107.1 MHz
POWER: 1.2kw at 718 feet
FORMAT: Country

BROKER: Frank Boyle & Co.

ggg@“gﬁ%kﬂ mg :--:' o
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WCLW-AM/Eden

PRICE: $150,000

TERMS: Asset sale for cash
BUYER: Reidsville Baptist
Church, headed by President Jer-
ry Carter. Phone: (336) 634-1345
SELLER: Newave Broadcast-
ing, headed by President John
Correa. Phone: (540) 638-2523

WAGR-AM/Lumberton

PRICE: $50,000

TERMS: Asset sale for $10,000
cash and a six-year,” $40,000
promissory note at 8.5% interest
BUYER: WAGR Broadcasting
Inc., headed by President
Charles Cookman. Phone: (910)
486-9438

SELLER: Arthur DeBerry & As-
sociates Inc., headed by Presi-
dent Arthur DeBerry. Phone:
(919) 489-6505

BROKER: American Media Ser-
vices LLC

WLTT-FM/Shallotte
(Wilmington)

PRICE: $100,000

TERMS: Asset sale for cash

BUYER: Roy Rodwell. Phone:
(919) 544-7445

SELLER: Partech Communica-
tions Group inc.

FREQUENCY: 103.7 MHz
POWER: 25kw at 328 feet

FORMAT: AC
NQN* r;, :"?_3‘;{* ""'9"‘"""?"""""""“""‘]
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KRIG-FM/Nowata

PRICE: $775,000

TERMS: Asset sale for cash
BUYER: KCD Enterprises Inc.,
headed by President Kevin Pot-
ter

SELLER: KRIG Inc., headed by
President Bruce Campbell
BROKER: Whitley Media
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KBKR-AM & KKBC-FM/
Baker City & KLBM-AM
& KUBQ-FM/La Grande
PRICE: $1.9 million

TERMS: Asset sale for cash
BUYER: Vista Broadcasting
LLC, headed by President Daniel
Volz

SELLER: Grande Radio inc.,
headed by President Bryan
Christle. Phone: (541) 963-4121
FREQUENCY: 1490 kHz; 95.3
MHz; 1450 kHz; 98.7 MHz
POWER: 1kw; 3kw at -197 feet;
1kw; 2.25kw at 1942 feet
FORMAT: Oldies; Country; Old-
ies; AC

BROKER: Andrew McClure of
The Exline Co.

KEAS-AM & FM/
Eastland

PRICE: No cash consideration
TERMS: Transfer of stock

TO: Dovie Faye Taylor Staggs is
acquiring 51 shares of WDS
Broadcasting. Phone: (817) 629-
2621

FROM: Lynn Staggs, executor of
the estate of Wayne Staggs.
Phone: (806) 794-2536

AFTRA

Continued from Page 4

east Region, told R&R.

Fuster said a number of Metro
employees approached the union
about negotiating a contract with the
network. He said they want pay
scales comparable to those negoti-
ated by AFTRA on behalf of Shad-
ow Broadcast Services’ New York
employees (he noted Shadow’s min-
imum pay exceeds the salaries of
most Metro employees in the New
York market) and the annual wage
increases that the union negotiates.

Candullo countered that Metro
employees are given performance-
based pay raises, and, in general, sal-
aries “‘are very competitive on many
levels.” He pointed out that salaries
for air talent have, on average, more
than doubled over the past two years.

Furthermore, Fuster said, Metro

New York workers are often termi- .

nated without advance notice: the
AFTRA plan guarantees notice be-

fore termination in addition to a sev-
erance plan and continuation of
medical benefits for up to two years.

“I’m not aware of any situation
where someone has been terminat-

We believe AFTRA
isn’t the right choice
for our employees and
‘our business, nor
would the majority
want its

representation.
— Steve Candullo

)

ed without discussion,” said Candul-
lo. “We’ve gone out of our way to
continue to employ people we didn’t
have enough work for.”

AFTRA will also look into accu-

sations by several Metro employees
that a list was being compiled that
indicates how the workers would
vote in an election. While it was
unclear at press time who might be
formulating the list, Fuster said this
would be illegal if it were ordered
by Metro’s management. Candullo
denied that management had called
for the compilation of any such list.
He said some employees had spo-
ken out against unionizing, but it was
within their legal rights to express
their opinions.

Meanwhile, John Kailin, a spokes-
man with the Philadelphia local, told
R&R the NLRB is expected to set a
date soon for a hearing on the April
election among Metro Philadelphia
employees. AFTRA says the elec-
tion was not conducted in a “fair”
manner.

The union also alleges that Metro
Philadelphia reporters Randy Brock
and Mary Colleen were fired in Jan-
uary for attempting to organize.
Metro denies the charges.
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directed a missive at the NAB, saying that the wavering stance of
broadcasters on public interestissues is “enough to give you lobbying
whiplash.”

NY Times Declares 2-for-1 Stock Split

he New York Times Co. announced a 2-for-1 stock split May 21

and a 12% increase on its quarterly dividend. Pre-split, each
stockholder of record June 17 of its Class A and Class B stock will
receive 19 cents, compared to 17 cents, per share July 1. New shares
will be issued to complete the split. The company owns Nostalgia/
Classical combo WQEW-AM & WQXR-FM

CD Radio Stock Peaks, Then Recedes

he satellite radio service may not be up and running yet, but CD
Radio Inc.’s stock is off the ground: It peaked at $44 on May 21
— its 52-week high — before closing at $41.50. It quickly came back
downto earth, however, falling to $36.53 by the end of trading Tuesday.
In other news, the company last week hired two executives from ITT
Corporation for its own management operation. Patrick L. Donnelly,
36, was named Exec. VP/General Counsel. The New York-based
company also appointed John T. McClain, 37, VP/Controller. CD Radio
also named Ira Bahr VP/Marketing and Cynthia A. Sivak Director/
Industry & Talent Affairs.

ElectricVillage Inks Deal With Microsoft

lectricVillage and Radio Data Group (RDG) said May 20 they will

use Microsoft Corp.’'s NetShow and Windows NT server
technology to deliver multimedia content to their web networks, which
include more than 400 radio station sites. Financial terms of the deal
were not disclosed. Website developer ElectricVillage is a partner with
Katz Radio Group in Radio-Village Net, while RDG is owned by
American Radio Systems and Clear Channel Communications.

Radio Unica Buys KBLA-AM/Los Angeles

iami-based Radio Unica will pay Sinclair Broadcast Group $21

million for KBLA-AM/Los Angeles. The acquisition of the 50kw
signal will not affect Radio Unica's affiliation with KVCA/Simi Valley,
CA, which also carries Radio Unica programming in the area. Radio
Unica owns five other properties.

Clear Channel Battles Decaux For More Group

Clear Channel last week raised its offer for More Group PLC to £475
million ($777 million), equaling the bid of French company Decaux SA.
On Tuesday, Decaux trumped Clear Channel, raising its asking price
to £522 million ($854 million). Clear Channel had previously offered
£446 million for More. On May 22, the Texas company acquired 7.14
million shares in the British billboard company. About 22.6% of More’s
shareholders have signed off on Clear Channel's bid. Decaux’s offer
has been referred to the British Mergers and Monopolies Commission
for review.

Microradio Proposal Extended

he FCC has extended the time for filing reply comments on a

proposal that would create a nationwide, low-power FM radio
service to July 24. The National Lawyers Guild, a New York-based
association, said that parties “unfamiliar with commission procedures”
need more time to file.

Emerson To Buy Westinghouse Control Unit

BS said Tuesday that Emerson Electric Co. will pay $265 million

in cash forits Westinghouse Process Control Division, based in
O'Hara Township, PA. Emerson will also assume pension and other
liabilities associated with the business. The unit, which employs about
730 people, makes control and information systems for the power
generation, wastewater treatment, metals, and chemical industries.
CBS said it continues to talk with a number of other parties on the
divestiture of other Westinghouse operations and expects to announce
an agreement in June or July.

NAB Major-Market Board Named

he NAB last week named five major-market executives to its board

of directors for two-year terms. They are: Clear Channel Exec.
VP/CFO Randall Mays, Greater Media Radio President Tom Milewski,
Sandusky Radio President Norman Rau, Bonneville International
President/CEO Bruce Reese, and Emmis Broadcasting President
Doyle Rose. Reese is the only incumbent.

Disney Promotes ABG's Staggs

P eter Murphy, currently CFO of ABC Inc. forthe pastyear, has been
named chief strategic officer of ABC’s parent company, Walt
Disney Co. He replaces Lawrence Murphy, no relation, who resigned
to pursue other opportunities. Murphy's duties include oversight of
business development and global growth of Disney’s businesses,
including ABC and ESPN.
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The more things change...

Deregulation and consolidation have changed almost
everything. Now everyone is “building market clusters”
and competition is more intense than ever. Yesterday’s
also ran station is now in your format and in your face.

...the more it comes down to a great plan.

More than ever a station’s strategy is key. Great stations
succeed because they design great strategic plans and
then excel in execution. That’s where Coleman Research
comes in. Coleman Research is known as one of the top
two radio research companies because we develop
winning strategies for our clients. When it’s your success
that matters, look to Coleman Research, the company
with “The Plan.”

A strategic plan, not useless data

Don’t be tricked into believing that all research is the
same. Even the highest quality data is worthless if it
doesn’t lead to a successful strategic plan. Research
companies should be evaluated on their ability to help
you interpret and act upon the data. Coleman Research’s
strength in this area allows us to develop winning
strategic plans. That’s what sets Coleman Research apart
from “data vendors.”

Coleman Research Plan Developers Chris Ackerman, Jon Coleman and Warren Kurtzman

An integrated approach

Coleman Research begins the research process with our
Plan Developer perceptual studies, which produce the
most actionable strategic research for our clients. We then
integrate Focus Group studies and FACTe music tests,
which results in a comprehensive strategic focus. The
Plan Developer identifies the winning position, the Focus
Groups unearth “hidden” issues that may affect your
station’s performance and FACTe —through advanced
measures such as Fit and Compatibility—allows you to
build the most focused music library possible. All three of
these tools work in concert with one another to keep “The
Plan” for your station on track.

“The Pian” gets results

This integrated approach to strategic planning has
delivered impressive results. Just ask your colleagues at:

¢ Hot 97 /New York o Kiss FM/New York

* KROQ/Los Angeles * WBCN/Boston

* Power 106/Los Angeles ® The Zone/Sacramento
o KSHE/St. Louis ¢ MIX 106.5/Baltimore
¢ WIBC/Indianapolis * WKLH/Milwaukee

* KYGO/Denver ¢ Power 98/Charlotte

¢ KS95/Minneapolis * KS107.5/Denver

Let's build your “Plan” for success today

“The Plan” from Coleman Research can help take your
station to the top and keep it there. Contact us today and
put the power of “The Plan” to work for you.

IIII

m sorry | didn’t start
with Coleman Research
sooner!”

“After two years, we have great
confidence and trust in The
Plan. The tables are easy, but
most importantly, Coleman’s
interpretation is key. Their
experience and overview really
bring the research to life! If you
ask me, [ would say, Call
Coleman.”

John Gehron,
American Radio Systems

(COLEMAN RESFARCH

One of America’s Top Two Radio Research Companies

(919)571-0000 www.colemanresearch.com
Hamburg * Research Triangle Park * Los Angeles
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Astor’s EVP Burke |

Assumes GM Duties

Astor Broadcast Group Exec. |
VP Susan Burke has added GM |
duties for the company, which |
owns KIKF-FM/Los Angeles and
KCEO-AM, KSPA-AM & KFSD-
FM/San Diego.

Burke has spent 23 years with |
Astor. Her experience includes gen-
eral management of KTID-AM & |
FM/Marin County, CA as well as
four years in radio syndication with
Drake-Chenault Enterprises.

Concurrently, Kathy Cappasola |
joins the San Diego trio as GSM. |
Bill Martinez gets the GSM post
at KIKF. ]

PR R 2

Collins Tapped As
PD At KQKS/Denver

WIMN/Boston Asst. PD/MD
Cat Collins has been appointed PD
at Jefferson-Pilot Communications’
CHR/Rhythmic KQKS (KS 107.5)/
Denver. Collins replaces Rick Sta-
cy. who has stepped down from his |
dual programming/on-air duties to |
concentrate on the station’s morning
show.

“Cat brings tremendous experi-
ence and real passion for Rhythmic
Top 40 Radio,” remarked Bob Call,
Sr. VP/GM of Jefferson-Pilot’s
Denver radio stations. “I have no
question that Cat will push KQKS
to even greater success.”

Corporate VP/Operations & Pro-
gramming Don Benson added,
“We're delighted to have Cat join
Jefferson-Pilot Communications. It
was a tough decision, given the
field of candidates we had to
choose from. But what a great
problem to have. We are eager for
Cat to get started.”

Collins — who will assume his
new position in late June — told
R&R, “I’m absolutely thrilled to
take this step and lead the team in
Denver. KS 107.5 has already es-
tablished itself as a formidable
competitor there. And with the
team in place, the sky’s the limit. I
want to thank Bob Call, Don Ben-
son, and Jefferson-Pilot Radio Pres-
ident Clarke Brown for the confi-
dence they’ve bestowed in me. At
the same time, it’s tough to leave
Matt Mills, Cadillac Jack, and the
team at WIMN. It’s been a great for
the last four years.”

Prior to joining WIMN, Collins
served as MD/air personality at
WPXY/Rochester and held air
shifts at KATD/San Jose.

McKay

Continued from Page 3

15. added. “T'm looking forward to
the opportunity and am delighted to
be joining Jacor’s San Diego team.
KJQY has the potential to be one
of the market's highest-rated sta-
tions.” \

Prior to joining WXRM. McKay
worked at RCS (Radio Computing
Services) and held various on-air
and programming positions at
KODA/Houston, KWJZ/Seattle,
and KXTZ/Las Vegas.

Liley, and Mark Barron.

Strong Turnout For NABOB Awards

The National Association of Black-Owned Broadcasters held its 14th an-
nual awards in Washington, DC recently. BMI was the primary sponsor of
the evening, and songwriter Barrett Strong (standing, fourth from right) was
honored for his hits “l Heard It Through The Grapevine,”*| Can't Get Next To
You,”and “Papa Was A Rolling Stone,” among others. Joining Strong for a
night to remember were (I-r, seated) actress/singer Della Reese, Dr. Leon
Sullivan, Soul Food Director George Tillman, and BMI's John Shaker; (I-r,
standing) BMI's Charlie Feldman; actor/MTV veejay Bill Bellamy; NABOB's
Lois Wright and Exec. Dir. Jim Winston; and BMI's Richard Conlon, Eric

=
o
o

Arnold Appointed PD At WCCC/Hartford

| (] PM driver Picozzi succeeds Dresner as PD

Marlin Broadcasting has hired Boyd Arnold as VP/GM of Active Rock
WCCC-AM & FM/Hartford. He returns to Hartford from Dame Me-
dia in Harrisburg, PA, where he was Group GM over six radio stations.

“Boyd was a natural choice to run WCCC,” stated Group VP Alan Tolz.
“He brings 30 years of broadcasting experience, as well as a successful
track record within the market. Every person in the Hartford advertising
community I spoke with was thrilled that we were interested in bringing

Boyd back to Hartford.”

Between 1984-95, Armnold was Exec. VP/GM and partner of crosstown
rival WHCN. When Liberty purchased the station, Armold went to Har-
risburg, where he managed a 125-person staff.

Meanwhile, WCCC PD/Promotion Director Ron Dresner has exited the
outlet and afternoon drive host Michael Picozzi (“Picozzi & Slave Boy™)
has been named PD. Picozzi’s previous programming experience includes
stints at WYSP/Philadelphia and WHCN. He had also hosted a popular
morning show at "HCN — Picozzi & The Horn. Picozzi has been at

WCCC since December.

Capstar

Continued from Page 1

Final FCC approval of the deal
is still subject to a couple of con-
ditions. First, Capstar must divest
10 stations in the Hartford; New
Haven; Houston; Orlando; and
Greenville, SC markets before the
deal is closed. Capstar is placing
these stations in a trust before spin-
ning off WGNE-FM/Orlando and
the four Greenville stations to Clear
Channel Communications and
KKPN-FM/Houston to Heftel
Broadcasting. The commission or-
der allows Hicks, Muse to maintain
the trust for up to six months.

Second, Hicks, Muse must com-
ply with a March 31 settlement
agreement with the Department of
Justice that calls for the divestiture
of the Greenville and Houston
properties, as well as four stations
in Nassau-Suffolk, WTAE/Pitts-
burgh, and WIDX-FM/Jackson,
MS. The DOIJ cleared the deal in
April.

Cross-Ownership Waivers

The commission also granted
one-to-a-market waivers allowing
Hicks. Muse — which recently
bought LIN Television — owner-
ship of radio and TV stations in the
Hartford-New Britain-Middletown,
Indianapolis, Norfolk-Virginia

Beach-Newport News, and Water-
bury, CT DMAs.

Then, on May 26, the FCC grant-
ed Hicks, Muse one-to-a-market
waivers permitting it to buy, via the
SFX merger, KVET-AM & FM &
KASE-FM/Austin — where the
company owns one UHF TV sta-
tion and brokers another — from
Butler Broadcasting Co. Capstar
would not comment on the FCC’s
latest action.

According to BIA Research, the
SFX deal gives Capstar a total of
329 owned and operated stations.
Jacor Communications has the
second-highest count, at 201.

Pricing of Capstar’s IPO was
completed late Tuesday afternoon.
In a Securities & Exchange Com-
mission filing earlier this month,
Capstar had estimated the share
price at $18-$21 per share. The is-
sue trades on the NYSE under the

symbol “CRB.” The $589 million |

Capstar would raise at $19 in the
31-million-share IPO will give the
company a market capitalization of
$2.1 billion.

The offer is being underwritten
by Credit Suisse First Boston,
BT.Alex Brown, Morgan Stanley
Dean Witter, Bear Stearns & Co.,
Goldman Sachs & Co.. Nations-
Banc Montgomery Securities LLC,
and Salomon Smith Barney.
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joined CBS in 1982,

Premiere Gives Connolly SVP, Wiener VP Duties

ichael Connolly has been named Sr. VP/Eastern Sales Manager
and Roby Wiener VP/Marketing Services at Premiere Radio Net-
waorks. Both will report to Premiere COO Kraig Kitchin

Kitchin said of Connolly, “Mike's track record of suc-
cess and winning reputation among advertisers makes
him an ideal addition to our management team. We
see him making a strong contribution to our future.” in
his new position, Connolly will manage a staff of 18,
overseeing 300 advertisers and sponsorship relfation-
ships within the eastern region. Prior to joining Pre-
miere, Connolly was VP/Sales Manager of CBS Ra-
dio Network's southern region, based in Dallas; he

Wiener previously had an 11-year tenure at Warner-
Lambert, a consumer products and pharmaceutical
corporation. She most recently served as that com-
pany’s VP/Marketing. “Roby’s been a champion of our
medium for many years and has proven its sales effectiveness for many
Warner-Lambert brands” Kitchin said. “We’ll now be able to offer her
insight on the network radio medium to other sponsors, new and established.”

Wiener

Satellite

Continued from Page 3

told R&R. That satellite will now
serve as CBS’ permanent feeder,
which was in the works prior to last
week’s mishap. “As a part of the
transition to digital television, CBS
was already reconfiguring its satel-
lite system,” McClintock said. “The
Galaxy IV mishap only served to
expedite that process.”

The Galaxy 1V shutdown was
the second instance this year in
which a communications satellite
failed. In January, AT&T’s Telstar
401 went awry, taking with it many
network television feeds.

Temporary Solutions

For those radio networks reliant
on Galaxy IV to serve their clients,
many worst-case scenarios soon
became reality by the afternoon of
May 20. At Nashville-based,
Gospel-formatted Reach Satellite
Networks, GM Michael Higgins
was “scrambling to find a way to
get programming to our affiliates.”
None of Reach’s 110 stations were
able to receive the network, and all
were forced to rely on local pro-
gramming until a remedy could be
found. Hoping he would soon re-
ceive word from a representative of
PanAmSat, Higgins instead spent
most of the day waiting for any sort
of call from the company.

“Part of the problem was receiv-

| ing very little communication from

them,” Higgins said. “I understand
they’ve been in meetings all day,
but the best case would have been
to provide some sort of information
to the clients.” Higgins expected
that Reach’s basic network feed
would be back within a day, “but
affiliates wouldn’t receive the clo-
sures to send the local commer-
cials.” Nevertheless, Higgins says
there is a positive spin on Galaxy
1V’s failure. “We've been surprised
at a lot of the dependence on our
service by our affiliates. You don’t
just expect a satellite to drop
down.”

Sports Byline USA’s program-
ming was completely wiped out
from 10pm to 9am, though many

affiliates were able to pick up the
feed using either audio couplers or
Satcom C5. WFMT Radio Net-
works was instructing its 500 most-
ly public radio affiliates to receive
its feed via RealAudio streaming
on the Internet, WFMT engineer
Gordon Carter told R&R. The net-
work’s AP wires were down and
news was being received via fax.
UPI was filing stories via fax and
e-mail, in addition to selected au-
dio feeds sent via partners on Sat-
com C5. Meanwhile, Talk Ameri-
ca Radio Networks immediately
transferred its feeds to Galaxy III-
R and backup satellite Satcom C5.
Both WFMT and Sports Byline
were expected to switch over to
Galaxy VI, PanAmSat’s replace-
ment for Galaxy IV, by Wednesday
(5/27).

National Public Radio was hit
big by the Galaxy IV outage. Team-
work in Los Angeles helped NPR
get its programming to its two af-
filiates in the area. At KCRW-FM/
Santa Monica, CA, a tangled web
of in-and-out wires helped the sta-
tion get through an entire day of
programming, Publicity Director
Sarah Spitz told R&R.

“We took a feed of Morning Edi-
tion from KUSC-FM, which was
sent via ISDN from the Canadian
Broadcasting Corporation,” Spitz
said. “Now, we’re receiving an
NPR feed from KABC radio using
a switched 56 digital line. Special
feeds of The World and Market-
place were sent via ISDN from the
producing stations.”

Feeds of All Things Considered
were being sent from KCRW to
KPCC/Pasadena, CA. Meanwhile.
engineers raced to get simulcast
partner KCRY/Palm Springs. CA
back on the air; two outlying trans-
mitters remained dark. On a nation
al level. NPR was streamlining its
programming via RealAudio with
in an hour of Galaxy IV’s shut-
down, Manager/Media Relations
Siriol Evans told R&R

It was expected that things
would return to normal by today (5/
29). with the scheduled realignment
of Galaxy VI to the former coordi
nates of Galaxy IV by PanAmSat.
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YOU VE PLAYED THEIR MUSIC

AND SEEN THEIR FACES,

BUT YOU VE NEVER

BEEN TO THEIR HOME.

[ 74

ﬂvery rock legem}i
at the Rock and Roll H
of Fame and Museum. Al
S

now you can broadcast live
1 .
« from theis dwzlling place. :
e We've al-eady begn"

% gracious hosts'to over

shows such
as ABC's
‘Pure Gold”

What a beautiful facility you have, we sounded like we were right in our
own studios! You’ll be glad to know, we came home to nothing
but “rave reviews”! - Jon Holiday, Operations Manager,

“Good Time Oldies,” Jones Radio Network, Denver, CO
“The Rock and Roll Hall of Fame and Museum provides a great
home for OUR music. 1t’s why all of us got into the business.
This “house rocks!”- Diane Morales, Promotions Director, K-Earth 101,
Los Angeles, CA
“ ABSOLUTELY....no glitches at all - and with live broadcasts, that is
sometimes a rarity. ” - Kimberly Gerlach, Promotions Director, V100,
Topeka, KS

& AND
& D)
P \
% 3
&

N

>
hAME 4-"’

RadioShack

don’t be urptiged if you run into
some@@xktﬁ _Graham Nash or

Blues-Traveler while broadcasting.
1o book a.date at the Rock
and.:}'_tail Hall of Fame and
Muwum or for more informztion,
callDave Hidtigac 216-515-1961
ore mail<dhi§§£:@rockhall.org>.

______uany amaoricanradiabistonscom
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NEWSBREAKERS.

Radio

® BELYNDA HOLLAND has been
tapped VP of OBC Broadcasting. She
segues to this position from her previ-
ous post of GSM at WKDD & WTOU/
Akron.

® BRYAN CRINO is appointed Sr. As-
sociate for Communications Equity As-
sociates’ Entertainment and New Me-
dia Group. He joins the company from
InStep Software, where he was VP &
CFO.

Records

® GEORGE GERRITY is named Dir./
Promotions and CLIFFORD SCHULTZ

R
i

Gerrity Schultz
is appointed NSM for Gold Circle En-
tertainment’s Samson Music. Gerrity
was Eastern Sales & Mktg.Mgr. for JVC
Music, while Schuiltz had been running

CHRONICLE

CONDOLENCES
Dreamworks/Nashville artist
Randy Travis’ mother, Bobbie
Traywick, May 21.
Glen Campbell Enterprises VP
Marty Gamblin’s father, Lamar,
May 12,

his own video production company, Lib-
erty Tree Studios.

¢ DAVID BURRI-
ER is upped from
Mgr./Ops. to Dir./
Artist Develop-
ment for Atlantic
Records.

Burrier

® NICK CUCCI joins RCA Records in
the position of VP/Marketing for the la-
bel. Prior to this post, he served as Dir/
Marketing for Columbia Records.

® RADIO AMERICA, a 24-hour talk-
oriented network, unveils the following
new programs:

PROS ON

THE LOOSE

Ron Dresner— POWCCC-AM
& FM/Hartford (860) 523-5080

Alan Stock —Mornings KSTE-
AM/Sacramento (415) 892-6187

_ Nolan At Night. Hosted by Gary No-
lan, this is an issue-oriented call-in pro-
gram with an upbeat approach. It airs
weeknights, 9pm-mid., ET.

Dr. Computer’s Computer Clinic: A
two-hour call-in show co-hosted by Ken
Berris (Dr. Computer) and Mindspring
executive Bob McNamara that airs Sat-
urdays, noon-2pm, ET.

Dr. Cooper Show. Licensed thera-
pist Dr. Deborah Cooper, Ph.D. takes
calls and gives advice on relationships
and other matters Saturdays from 2-

Lizub(EL — (800) 884-2546

® MARKET LEADER has made its
call-in-and-win game show Radio
Wheel Of Fortune available on a barter
basis to all stations. For more informa-
tion, call: (888) 313-5323, or e-mail:
MarketlLeader.net/Vanna.

® WESTWOOD ONE announces the
following guests for its live Celebrity
Connection satellite program:
June 1: Foghat
June 2: author Anthony DeCurtis
— (212) 641-2052 or 2057

Jacobs
Continued from Page 1

then — from Honolulu who had
done well in San Bemnardino.

To me, he was a hot “kid” work-
ing in Monterey who I’d heard about
from “Sunny Jim” Price, who I hired
to be program director. Morgan,
Price, and I would all be “K-Mak-
ers” when we changed to the same
format as our stations in Honolulu
and San Berdoo. We kicked it off in
May 1962.

Although the “kid” was a few
months older than me — we were
both 24 years old — Morgan and |
circled around in a psychic ring,
wondering what to believe of what
one had heard about the other. We
both knew we were going places.
Could we go there together?

Our dreams went far beyond the
squat cinder-block building that sat
next to a lumberyard within eyeshot
of Radcliffe Stadium, where Corne-
lius Warmerdam had broken the
world’s pole vault record. When 1
heard the first 30 seconds of Mor-
gan’s KMBY air check, I knew we
could soar.

I'd planned to do moming drive
myself; being VP/Programming was
boring. If I wasn’t going to be a Hol-
lywood morning man, then at least |
could say I once was a California
moming man. So I did 3-6am. Frank
Terry was 9am-noon. Bob Morgan
— yes, “Bob,” look it up — was on
from noon-3pm. “Sunny Jim” was
in afternoon drive, 3-6pm. Dave Mc-
Cormick followed Price and also
was MD. Three-hour air shifts ...
quaint, eh?

After 1 heard Morgan, I knew he
would be better than me on the
morning shift. He could be among
the best. So, beéing a VP in the days
when corporations were fun to work
for, I handed the am slot to him. He
had picked up the phone schtick I

did (learned from listening to “J.
Akuhead Pupule” while growing up
in Waikiki). We decided “Robert W.”
was cooler and would give the next
jingle writer more syllables to work
with.

Can anyone ever shake the melo-
dy Johnny Mann came up with:
“Robert W. Morgan, 93 KHJ”? It was
the first “Boss Jock” jingle cut —
and probably the best.

It seemed obvious to me that the
word “morning” should never be
used by Morgan. (“Robert W.” is still
difficult for me to say; he was and
always will be Bob, which eventu-
ally he only allowed his mother and
me to call him.) Three years later, at
KH]J, I gave him the “Zap, you're

Morganized!” thing, which was in-

tended to last a few weeks.

Three years later, Morgan and 1
did well at 5515 Melrose Avenue,
where KHJ was sandwiched in be-
tween Desilu Studios and the infa-
mous Nickodell’s, a grease pit dis-
guised as a restaurant.

Robert W. Morgan took direction
better than any jock I ever worked
with. Every Boss Radio promo 1
wrote for KHJ was done with Mor-
gan’s style and voice in mind. In
my 45 years of radio, I’ve never
seen anyone who could handle a
format while ad-libbing seamless-
ly through it with wit and energy,
then walk out of the booth and do
as good a spot as the best voice-over
talent in America.

To me, KHJ was at its best during
the “championship years,” 1966
through 1968. I was gone by mid-
1969. What was done then at that sta-
tion was done with passion and ball-
breaking hard work.

Morgan and I, being insufferable per-
fectionists, had what verged on a love/
hate relationship at work, as we strived
continuously to please ourselves long
after we’d kicked ass in the ratings and
achieved national recognition.

Y T e p—

It’s pitch black in Kaneohe this
Saturday Morgan; the first one in 36
years that [ can’t call Bob on the hot-
line to rattle his cage or rap on the
phone, dissing people and stations,
or talk about the Big 10 and the NFL,
or crack up about the good ol’ days
when the bean-counting wimps
didn’t rule radio.

I’'m off today. Wish there was a
show to do. I think about Shelley
Gordon, the best secretary 1 ever
had; the best wife Morgan ever had.
1 remember hours standing behind
engineer Bill Mouzis, watching
Morgan bring Pete Johnson’s words
to life for the original KHJ “History
of Rock & Roll.” I remember the fun
we had with Betty Breneman, put-
ting together the “Boss Reunion” in
1990. (Morgan sent a limo with 5x7
cards and felt-tip pens so I could
write liners upon arrival.)

I remember Morgan supervising
every detail of his “retirement,” so
that he could exit with the class he
always displayed. I recall Morgan
and 1, when we got to town, getting
into a tag-team fistfight at Martoni’s
with two jocks from KRLA. I re-
member celebrating ratings victories
— and mourning the death of Bob-
by Tripp. Enough. Here’s a portion
of the last e-mail I sent Morgan when
we both tacitly knew he was slip-
ping away:

The whole trip just whooshes into a
galactic blend of segued sensations
when going to work wasn’t going to
work it was like a free pass better than
any theme park has been or will ever
will be and we were in the epicenter of
the rock freak drug patchouli nehru-
Jjacketed universe and no one will ever
know what that rush was but a few of
us but man how we cooked with our
little mono room and splicing tape and
movie soundtracks and me writing my
ass off and you reading it just the way i
heard it, and the amorphous “them” to
hear it, and when those phones were
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Heftel

Continued from Page 1

Radio Representatives as Sales Man-
ager. Heftel President/CEO Mac
Tichenor Jr. told R&R, “They’ve all
proven their ability in their previous
assignments. We're very excited with
our opportunities in New York, and
there’s clearly room for another player
in the market.”

The new WNWK will compete di-
rectly against Spanish Broadcasting
System’s most successful radio prop-
erty: Tropical WSKQ-FM (Mega
97.9).““Caliente’ will have a Tropical
hits format,” Tichenor said. “It’s high-
energy and somewhat similar to Mega.
But there will be differences.” Moon-
shadow will serve as morning host.

When asked whether WNWK’s lim-
ited signal coverage was addressed by
Heftel, Tichenor said, “*We looked at
what kind of job the signal does in cov-
ering the Hispanic market, and it’s ful-
ly competitive in New York. We’re not
interested in Long Island at all”
WNWK broadcasts as a Class Bl at
105.9 MHz from atop a skyscraper in
Manhattan. Its signal covers all of New
York City, lower Westchester County,
extreme western Nassau County, and
most of eastern New Jersey. It is short-
spaced on Long Island to WBLI, at
106.1 with 50kw.

On The Left Coast ...

A few thousand miles away in San
Diego, Heftel has purchased the as-
sets of Soft AC KJQY-FM and CHR/

Pop KKLQ-FM. According to
Bloomberg News, Heftel will flip the
stations to a Spanish-language format
“in mid-summer, when the transaction
is expected to be completed.” Com-
menting on the purchase of the two
stations, Tichenor said, “Buying En-
glish-formatted stations and convert-
ing them to Spanish is an essential part
of our strategy.”

A Jacor source said the company has
retained the intellectual property and
calls for KJQY and will relocate the sta-
tion to one of the signals acquired from
Nationwide Communications last year.
It is unclear whether KKLQ’s program-
ming will also be moved to another Ja-
cor-owned property in the market.

Finally, Heftel has assumed day-
to-day management of KKPN, which
will drop its Pop/Alternative format
this morning (5/29) to become the
new home of “Estereo Latino,” a
Tropical-influenced Spanish AC pre
viously on KLTN-FM/Port Arthur,
KLTO-FM/Rosenberg, and KLTP-
FM/Galveston, TX. Raul Brindis will
retain his PD duties. The relocation
to KKPN’s 100kw Houston-based
signal will significantly improve its
coverage of the metropolitan area,
Tichenor would not comment on
what will replace Estereo Latino on
KLTN, KLTO & KLTP.

On news of the San Diego deal Tues-
day, Heftel stock slid 3.250 to $35.750.
It had reached a high of $50.875 on
March 6, and is at its lowest level since
mid-November of last year.

flashing and boss-sucking-radio ran
thru L A.'s veins because we opened up
ours and poured our blood right into
the boss mother kickass final modula-
tion tube and no one listening to air
checks or hearing about “how it was”
to listen to or xeroxing some pale ver-
sion of it in markets that were riding
our coat tails will ever know unless they
were there diggin’ it

I just wanted to tell you that we
were the best and working with you
was like throwing passes to damn
Jerry Rice or feeding magic for a
lay-up and i just wanted to tell you
that now because listening to that
last hour really pulled some strings
and made me feel, hey, we don't have
to do nothin’ else or prove nothin'
else (tho that’s alwavs been a mo
tive vou and i have in common and
is the spigot that turns us both on,
which we sensed that first day in fres-
no) so no matter what happens man,
I just want you to know what a joy
that all was and how lucky we were
because it was way up there in the
radiosphere where very few have
been and it had to be pretty friggin’
good when it can blast out of a com-
puter all these decades later and still
make everyone feel like they just won
the Super Bowl, know what I mean?

Ron Jacobs can be reached via e-
mail at whodaguy @lava.net

Editor’s Note:

National Radio
Formats will not
appear this week.
The feature will
return in next
week’s issue.
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PolyGram

Continued from Page 1

and wine. With the acquisition of Poly-
Gram, we become a global entertain-
ment leader, including the world’s larg-
est music company, with a truly im
pressive roster of musical talent. We're
delighted to be buying the world’s pre-
eminent music company and to be able
to integrate it with Universal at an esti-
mated cost savings of $275 million-
$300 million annually.

“While we become predominantly
an entertainment company as a result
of these transactions — with nearly
75% of our attributed EBITDA [earn-
ings before interest, taxes, depreciation,
and amortization] derived from our en-
tertainment assets — we remain as
committed as ever to our spirits and
wine businesses, which have defined
this company and fueled its growth for
more than three generations.”

Before its purchase, PolyGram was
the world’s No. 1 recorded music com-
pany. Total revenue, including filmed
entertainment, was over $5.5 billion.
PolyGram subsidiaries include A&M,
Decca/London, Def Jam, Deutsche
Grammophon, Island, London, Mer-
cury, Motown, Philips Music Group,
Polydor, and Verve. The Filmed En-
tertainment unit includes Gramercy
Pictures, Interscope Communications,
PolyGram Films, PolyGram Televi-
sion, PolyGram Video, Propaganda
Films, and Working Title Films.

Philips President/CEO Cornelis
Boonstra noted, “This transaction al-
lows Philips to focus its resources on
achieving world-class status in its core
businesses. With the divestment of its
stake in PolyGram, Philips will have
accomplished its main objectives in the
restructuring of the company. This
transaction offers PolyGram new and
exciting opportunities to grow within
a focused entertainment culture.”

— Steve Wonsiewicz
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MANAGEMENT

Let’s Stop Bashing the
Auditorium Music Test

Editor’s note: Music research is among the most important
— and most often misunderstood — station tools. R&R contin-
ues its presentation of varying perspectives on the topic.

Lately, it seems the auditorium
music test has become the whipping
boy for a number of research com-
panies that have attempted to sell the
radio industry on the fact that inter-
active telephone music tests are vast-
ly preferable to assembling 100 folks
in an auditorium.

Many of the same researchers
who sang the praises of auditorium
music tests for years have now come
full circle, suggesting that the meth-
odology has always been flawed, but
acceptable because the industry sim-
ply didn’t have anything else. I have
viewed these new technologies and,
in a word, am underwhelmed.

There has always been a disturb-
ing tendency in our industry to
equate technology with research ex-
cellence. If it has a dial or a meter
or a gadget, then somehow it must
be better. Before we all get swept up
in another round of hoopla, let’s ex-
amine exactly what we get in a dig-
ital interactive music library study.

The Sample

The proponents of digital testing
would have you believe that you get a
better, more efficient sample — a sam-
ple that is more widely dispersed and
beside itself with excitement about
taking your music test. Proponents of
digital interactive music tests will tell
you that because listeners have multi-
ple opportunities to listen and rate
songs, there’s no fatigue, and this
heightens respondent interest level.

To me, it’s just window dressing.
Any methodology that attempts to
measure music still boils down to one
key variable: recruiting. Many radio
research firms that farmed out their
recruiting to field services that kept
a list of known respondents also farm
out the recruiting for digital interac-
tive testing. The proponents of digi-
tal tests claim that they only recruit
“real” listeners. Are we to assume that
auditorium tests recruit “unreal” lis-
teners? You think the firm that recruits
respondents for a digital test is any
different from the firm that recruits
folks to take your test in an auditori-
um? They will, like all field servic-
es, cut corners anywhere they can.
The difference is, in digital interac-
tive tests, you can’t eyeball the re-
spondents. The program director can’t
stand there and watch them come out
of the room. Worse than that, you
can’t watch them come up and regis-
ter for a test to see if four or five peo-
ple are strolling in as a group. How
do you know what kind of sample got
recruited in your digital test? Recruit-
ing is not a problem in auditorium
music tests if it’s done correctly.

If a yearlong screen on participa-
tion is put on the respondent. and if
personal referrals are prohibited (as
they should be), a good recruiting
effort can yield a very clean, scien-
tifically balanced sample. The hor-
ror stories of auditorium tests in the
past had nothing to do with the au-
ditorium per se, but rather with the
shoddiness of the recruiting. That’s

not going to go away simply because
you have a new, digital way of con-
ducting the test. Ironically, this is not
the first time the industry has tried
to innovate some clever methodolo-
gy that vastly improved on the audi-
torium test. Tom Kelly’s column on
disasters that can occur with the
“earphone/Walkman, come at your
leisure” technique (R&R 5/15) lends
credence to that.

The truth of the matter is quite
simple: Bad recruiting is going to
foul and sully any kind of test,
whether it be conducted in an audi-
torium, an interactive setting, or at
a mall kiosk. The issue at hand is not
nearly so much the methodology as
it is the diligence and persistence of
the research company. That’s why 1
am opposed to farming out recruit-
ing. Never have and never will.
There is simply too much at stake
and too much control that one loses
when this occurs.

Technology

The interactive test folks will tell
us that the technology is so infinitely
preferable in their test because —
without fuss, muss, or hassle — a lis-
tener can work his way through 700
songs at his leisure, comfort, and dis-
cretion. What they don’t tell you is
that there are lots of other things the
user can do while he’s taking the dig-
ital interactive test. After all, he’s
only using one ear. Last time we
checked, two ears were preferable.
1t’s one thing to conduct a callout test
for 25 or 30 songs, but do you really
want your entire 700- or 800-title li-
brary tested by someone listening out
of one ear? Radio is an acoustical
medium that demands the involve-
ment of both ears. That’s something,
again, that the good, old auditorium
music test provides. Listeners sit with
both ears tuned to a song and enjoy
sound quality that is far better than
what they are going to hear over the
tiny little speaker on the telephone.

Furthermore, why should the re-
spondent have the option to replay
the song? He doesn’t get to do that
when he listens to the radio. He
hears it: If he hates it, he punches it
out; if he likes it, he tumns it up. It’s
very simple and very visceral. 1 jok-
ingly put a list together of 50 things
you can do while taking a digital in-
teractive music test: You can have a
sandwich, a bowl of cereal, an anxi-
ety attack, apply makeup, make out,
make love, make amends, make din-
ner, make do. read the paper, etc. You
get the point. When you go to an au-
ditorium test, you drive to the test,
you sit in your chair, you listen to the
same music at the same time as ev-
eryone else, you fill out your form,
and you go home. End of issue, end
of story. I've always believed that
technology is a great thing for busi-
ness. Unfortunately, however, some-
times business just chases technolo-
gy. In no case is that more clear than
with the digital interactive music
test. There are no panaceas to this

By Rob Balon

test. Why should we deplore the
paper-and-pencil auditorium meth-
od? Last time I checked, the domi-
nant rating service in our industry,
Arbitron, used the exact same thing!
The argument that one can really
target your hot ZIP codes in the digi-
tal test, whereas one can’t in the AMT
because of constraints on how far
people will travel to an auditorium
test, is very weak. If people are inter-
ested in coming to your auditorium
test, they’ll come 20 or 30 miles and
think nothing of it. I've had people
come out in blizzards and typhoons.
One night in Halifax, Nova Scotia,
they came out when it was eight de-
grees below zero! If the recruiting is
appropriate and the compensation is
reasonable, they’ll be there.

Contemporaneous Events

The interactive test proponents will
tell you that because the test taker can
come back and forth to the test when-
ever he or she chooses, it’s less dis-
tracting and more interesting to them.
Let's face it, how interesting can any
music test be to anybody, especially
when it’s broken up over three or four
days? Most of the people are there for
the money whether they’re taking it
on their phone or in an auditorium.
Better to get the thing done and done
quickly in an environment where they
feel appreciated and well-fed.

If the folks who go to an auditori-
um test are driving to the test in the
rain, they’re all driving to the test in
the rain. If the roads are slick that
night, they’re slick for everyone.
However, let’s suppose that test-taker
A is in his car on his cell phone and
takes the first 50 songs in a driving
rainstorm. Later that night, after
watching The Tonight Show and argu-
ing with his girlfriend, he takes the
next 100 songs. The next morning,
while his child is screaming at the top
of his lungs, he takes yet another 100
songs. Meanwhile, test-taker B has
taken the first 50 songs while sitting
in his bathtub. He takes the next 50
songs one day later in his office, when
he’s bored and sneaking away from
business. He takes the next 100 songs
after finding out he just got fired. The
law of contemporaneous events is a
strong one in research. It suggests that
if what happens to one typically hap-
pens to all, the sample is more rep-
resentative and less prone to artifact.
Such is the case when they’re all in
the auditorium.

A final problem researchers need
to address is the error of central ten-
dency. This occurs out of fatigue.
Many proponents of interactive tests
will tell you that the second halves
of auditorium music tests are useless
endeavors because everyone’s tired
and bored by then, and they aimless-
ly chicken-scratch **3”s onto every
response on the page. 1 have item-
analyzed the second halves of many
music tests and found that not to be
the case. If appropriate breaks are
provided. the snack tray is kept full,
drinks are available, and the hooks
are done in an efficient manner, an
hour and 40 minutes can go by very
quickly and be a pleasant and. in
many cases, memorable experience
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The Importance Of Respect

ow secure s your job? As widespread consolidation in the radio in-

dustry continues, you probably know pecple who've already been
terminatad. It's affected, in some way, virtually evaryona, from those in the
fowest ranks tomeambers of senlor managemant, such as Chancellor’s Scott
Ginsburg and Capstars Steve Dinéte, As nobody is indispensable, it could
be just a matier of time before you are “consolidated” out of your jok:

The good news is that if you do get fired, there may still be opportunity
for you in the radio indusiry. It's ironic, but in the middie of so ma-y peo-
ple being terminated, some radio organizations are actively recruifing. For
example, on my desk arg fill- or partial-page want ads from Capztar and
Citadel Communicalions, as well as smalier recruitment solicitations from
individual stations. While it would be painful 1o lose your job, it would be
imperative, for your welfare and that of your family, that you quiekly get
your resume in front of prospective employers and start interviewing.

However, in a letter to R&R Rock Editor Cyndee Maxwell (“‘Respect
Works Both Ways,” 4/17), Robert Barbera said, in part, “Most radio sta-
tions that advertise for open positions solicit tapes and resumes yet nev-
er respond fo applicants. 've personally sent out over 25 tapes and re-
sumes in the past six weeks and have not received even one rejection
letter” in other words, no one among those 25 or more recipients of his
material even gave him the courtesy of a response. How would you feel if
you were treated this way, particularly during a time of personal winera-
bility? How do you think it makes him feel?

The-usual excuse is, “I'm just too busy,” but each of us has the time to
show others that we care, even if it's simply a brief handwritten note of
appreciation and encouragement. This is the same courtesy we would
hope to receive in a similar circumstance.

In his all-time best-selling book, How To Win Friends And Influence Peo-
ple, Dale Carnegie quotes the father of modern psychology, the late Har-
vard professor William James, who said, “The deepest principle in human
nature is the craving to be appreciated” it's crucial to your welfare that you
remember Dr. James’ remarkable observation when someone appraches
you for work. Why? Because life is filled with ironies, and you never know
who may become important to you tomorrow. It could just be that person
you had no time for today; the one you made feel unappreciated.

My advice to Robert Barbera — or to you, if you should find yourself in
his position — is twofold. First, be sure that your resume, tapes, ar any-
thing else you'd like to provide are compelling and concise. Ask people
you respect to critique them and be brutally honest with you.

Second, call your prospective employer at the decision-makir g level
before you send anything. introduce yourself politely and respecfully to
that person’s secretary and explain why you are calling. indicate succinctly
how their organization will benefit by employing you and then ask for his
of her advice and assistance. | can assure you, nobody knows tha com-
pany better than the boss’ secretary, and if he or she chooses <0 help
you, you'll find that everyone else in the organization is likely to be re-
sponsive, Not to be would offend the secretary, which is an insul to the
boss. Few people are foolish enough to do that and, instead, wili gve you
some aftention, which is the opportunity you're seeking.

It is.my hope that you never find yoursalf in Robert Barbera’s position,
but if you do, please make use of this advice. I'd also like to say thank
you to my friend and regular reader of this column, Ruth Presslaff, who
suggested that 1 address this issue. | welcome your comments &s well,
and you can reach me at the e-mail address shown below.

Dick Kazan is 3 successful entrepreneur who founded one of the largest eomput-
er leasing corporations in the United States. He created and hosts The Road To
Success, the first radio tatk show to offer on-air business consuiting to business
owners and employees. E-mail your comments or guestions to him at
rkazan@ix.netcom.com.

« for the respondent. How do we know
that someone who’s just punched
400 responses into his telephone is
not bored to tears? And let’s not for-
get: Every person who goes to a mu-
sic test is a walking test case for ra-
dio. We want them to emerge from
the test with a positive experience,
knowing that we care about their
tastes and opinions, and recognizing
that we're willing to treat them in a
very positive manner. That position
experience might go a long way to-
ward converting some listeners from
TV back to radio.

Auditorium music tests got a bad
name because many research compa-
nies cut comers and their clients put
up with it. It doesn’t have to be that
way. In fact, there’s nothing more
compelling than a properly recruited
auditorium music test. There’s not
necessarily any magic to a test just

because it’s digital. You think the per-
son who won’t attend an AMT is go-
ing to stand in line for the right to
have his or her ear glued to the phone
for two hours simply because it’s
“‘digital”? Give me a break. The con-
centrated (smoke-free) environment
provided in an auditorium music test
makes sense. | would hate to see the
radio industry abandon this method-
ology and discard it amid the notion
of digital hype. Think about it. How
would you prefer to listen to 600-700
songs — on the phone with one ear,
or over great speakers in a relaxed,
yet controlled environment with two?

Rob Balon is President/CEQ of
The Benchmark Company, |
based in Austin. He can be
reached at (512) 707-7015.
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THURSDAY,
JUNE 11, 1998

1:30 - 4:30PM

NAC/SMOOTH JAZZ -
NAC/Smooth Jazz Radio:
Today’s Reality, Tomorrow’s
Challenges

Performance by Dave Koz

This three-hour radio-driven session will discuss the
tough questions, such as changing responsibilities,
working smarter, generating alternate revenue
streams, play for pay, and how NAC/SJ can retain its
unigueness in the face of increased mainstream
success.

Moderator: Carol Archer, R&R NAC/Smooth Jazz
Editor

Tim Pghiman, KTWV/Los Angeles

Chris Brodie, KTWV/Los Angeles

Ralph Sherman, WNUA/Chicago

Paul Goldstein, WNUA/Chicago

Mike Shepard, Jefferson-Pilot

John Gross, WLOQ/Orlando

Steve Huntington, WLOQ/Orlando

Panelists:

3:00 - 4:30PM

CONCURRENT SESSIONS

COUNTRY
Group PDs Chart Country’s Future

Major broadcast company Group PDs discuss the
format's future in a consolidated world. What does
market clustering and consolidation mean for Country
stations, talent, syndicators, vendors — and, of
course, record labels?
Presented by: Lon Helton, R&R Country Editor

Tim Closson, WUBE/Cincinnati

TALENT
How To Critique And Coach
Radio Talent

Presenter: Dan O'Day

Proven, powerful techniques to help your air talent.
You will hear audio examples of jocks illustrating the
key on-air principles. You'll leave this session with a
game plan for helping your staff develop and grow
faster and farther than they ever thought they could.

ALTERNATIVE
Current Challenges Facing
The Alternative Format

Performance by Feeder
The challenges the format faces on the radio and
record sides will be the focus of this session. Expect
lively discussions on demographic targets, artist
development, consolidation, increased competition,
and the increasing use of station events as a profit
center.
Moderator: Jim Kerr, R&R Alternative Editor
Panelists: Jeff Pollack, Pollack Media Group

Kevin Weatherly, KROQ/Los Angeles

Phil Manning, KNDD/Seattle

Brian Philips, WNNX/Atlanta

Stu Bergen, Epic Records

CHR

Segmentation Of The CHR For-
mat: Music Tastes Of CHR And
The Role Of Rock And Rhythm

Performance by Billy Crawford
This session is based on a custom research project of
the 40 biggest radio markets. The goal is to help
managers, program directors, and label executives
understand the different segments of CHR music
tastes, and to understand how different types of CHR
music may or may not work for different kinds of
CHR stations.
Moderator; Warren Kurtzman, Coleman Research
Panelists:  Jon Coleman, Coleman Research

Chris Ackerman, Coleman Research

SALES
Why Advertisers Don’t Want To Fit
Your Format, No Matter What

Hear from those who are responsible for the creative
messages that pay the bills. How the process works,
understanding client dictates, why standing out in the
crowd is everything, and — what a surprise —
they've never heard of your call letters!
Moderator: Don Carper, Sr. VP/GM, KSL Media
Panelists:  Bart Smith, Bart Creative Audio

Services

Mark Vieha, LA/NY Music

Bert Berdis, Bert Berdis inc.

5:00 - 6:30PM

GENERAL SESSION

Speaker: Richard Branson,
Founder/Chairman, The Virgin

Group
Performance by V2 Artist N'dea Davenport

7 9:30PM
OPENING COCKTAIL PARTY
TJ MARTELL SILENT AUCTION

0-1
CLUB R&R

Pertormance by Tami Davis, plus other Red Ant
Artists
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FRIDAY

JUNE 12, 1998

5:30 - 10:30AM
Rick Dees Live Remote
KIIS-FM 102.7

7:30 - 8:15AM
CONTINENTAL BREAKFAST
Building A Customer-Oriented,

Productive Workplace
Speaker: Tony Rutigliano, The Galiup Organization

8:30 - 10:00AM

OPENING AND KEYNOTE
Speaker: Edgar Bronfman, Jr.
President/CEQ, The Seagram
Company

10:15 - 11:30AN
CONCURRENT SESSIONS

CHR
Top 40/CHR’s Perennial
Power Players

Pertormance by Lionel Richie

From Top 40's birth in 1956 through today's latest
sign-ons, these industry titans’ experiences and
timeless wisdom will provide valuable insight into
how CHR has been and will continue to be radio’s
most exciting, vibrant format.

Moderator: Dave Robbins, WCOL & WNCI,
Columbus

Buzz Bennett, Ken Benson, Chuck
Blore, Gary Burbank, Marc Chase, Dick
Clark, Rick Dees, Dale Dorman, Bill
Drake, Paul Drew, Mark Driscoll, BJ
Harris, Humble Harv Bill Hennes, Mike
Joseph, Casey Kasem, Bill Lee, Mark
McKay, Bobby Ocean, Gary Owens,
Mike Phillips, Steve Rivers, Art
Roberts, John Rook, Kal Rudman, Rick
Shaw, Dave Sholin, Bill Tanner, Charlie
Tuna, Terry Young, Guy Zapoleon
(Guest list subject to change)

URBAN
Moderator:
Walt Love, R&R Urban Editor

NEWS/TALK
So You Want To Be A
Talk Show Host?

Could you be the next “Rush”, “Dr. Laura” or local
Talk phenomenon? Consolidation, along with the
explosive growth of Talk Radio over the past few
years, has caused many music personalities to
consider making the switch to non-music radio to
become a Talk host. Is the transition as easy to make
as it seems? Qur panel of experts answers your
questions and offers insights into what's involved in
making it on Talk Radio today.
Moderator: At Peterson, R&R News/Talk Editor
Panelists: John and Ken, KFl/Los Angeles

Michael Reagan, The Michael Reagan

Show

Casey Keating, KVI/Seattle

Dayna Steele, KKLT/Phoenix

Joey Reynolds, WOR Radio Networks

GALLUP
Building A Customer-Griented,

Productive Workplace

Hear in greater detait the results of Gallup research
with one million employees and 70,000 managers
that reveal the best practices to ensure a workplace in
which employees are productive, are retained, and
provide the best customer services.

Panelists:

Speaker:  Tony Rutigliano, The Gallup Organization
12:00 - 1:45PM
LUNGCH

Keynote address by Chris Carter,
Creator/Executive Producer, The
X-Files

Performance by The Murmurs

2:00 - 3:30PM
CONCURRENT SESSIONS

MARKETING

Titanic Marketing - Launch A
Station Without Sinking The
Brand

Some of the industry’s most creative minds will come
together to launch a radio station before your very
eyes and ears. Learn how to turn branding into
profits. Put the sizzle back into your on-air sound and
off-air campaigns. Anyone who's interested in
building a dominant radio station needs to attend.
Moderator: Frank Miniaci, R&R Radio Editor
Panelists:  Nick Miller, Jacor Communications

Bev Tilden, Chancetior Media

Steve Rivers, Chancellor Media

Guy Zapoleon, Zapoleon Media

Strategies

Von Freeman, KXTA-AM & KIIS-FM/Los

Angeles

Tony Quin, Q Television Group

ROCK
Don’t Say Pay For Play!

Performance by Swamp Boogie Queen
A cross-section of panelists look at how radio can
help generate revenue for themselves, labels, and
retail; plus, the press perception and the ethics of
pay-for-play and other programs.
Moderator:  Cyndee Maxwell, R&R Rock Editor
Panelists: ~ Dawn Surnegie, PolyGram
Group Distribution
irv Gastfreund, Kaye, Scholer, Fierman,
Hays & Handler
Steve Hochman, Los Angeles Times
Dick Sheets, WJRR/Orlando

HOT AC
How Talent Differentiates Hot AC
From The Competition

Performance by Brenda Doumani
A round-table discussion of how Hot AC uses
personality to define their stations. How do Hot ACs
compete in markets with big CHR morning shows?
What about the Howard Stern factor and his place at
Hot AC? KYSR/Los Angeles recently added a big
morning show. Wil other Pop Alternative/Hot ACs
take the same approach?
Moderator: Mike Kinosian, R&R AC Editor
Panelists:  Tracy Johnson, KFMB-FM/San Diego
Kent Philiips, KPLZ/Seattle
Jaime White, KYSR/Los Angeles

ALTERNATIVE
A Look At Arbitron Diarykeepers
And The Alternative Format: A

Focus Group
Ever wonder what actual Arbitron diarykeepers say
about alternative music, alternative radio, record
buying, or going to concerts? Here’s your chance to
find out as Jacobs Media presents a video of a live
focus group of Alternative diarykeepers. Our panelists
will discuss the views that were shown about
Alternative and the music it plays, along with how
listeners approach record buying, concert-going, and
other lifestyle issues.
Moderator; Jim Kerr, R&R Alternative E ditor
Panelists: Fred Jacobs, Jacobs Media

Tom Calderone, Jacobs Media
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OLDIES
The Future Of Oldies/Classic Rock

With the aging of the core demographic, what are the
realistic expectations of the long-term future for
Oldies and Classic Rock? The wide-ranging
discussion will also cover other topics affecting
programmers on a daily basis.
Moderator: Calvin Gilbert , R&R Associate Editor/
Nashville Bureau
Panelists:  Bill Cahill, WFOX/Atlanta
Bifi Pasha, WOCT-FM & WQSR-FM/
Baltimore
Chris Elliot, Consultant
Marla Pirner, The interep Radio Store

3:45 - 5:00PM
GENERAL SESSION

Records, State Of The Industry
Moderator: Matt Pinfield, MTV Networks
Panelists:  Ray Cooper, Virgin Records

Ed Rosenblatt, Geffen Records

Polly Anthony, 550 Records

Al Cafaro, A&M Records

Jay Boberg, MCA Records

Danny Goldberg, Mercury Records

5:00 - 7:00PM
CLUB R&R

Performance by Fourplay

7:30 - 8:30PM
PRE-SHOW COCKTAILS

8:30 - 10:30PM
SUPERSTAR SHOW

10:30PM - 1:00AM
COUNTRY CLUB R&R

Featuring performances by Asylum artist Mark Nesler,
Decca artist Shane Stockton, Epic artist Shana
Petrone, And Arista artist Clint Daniels

10:00PM - 2:00AM
HOSPITALITY SUITES/ROOMS

SATURDAY

JUNE 13, 1998

7:30 - 8:30AM

BREAKFAST

Take Control Of Your Own Finan-
cial Future...The 5 Money Moves

To Make Now

Keynoters: Ken and Daria Dolan, WOR Radio
Networks

8:30 - 9:00AM
GENERAL SESSION

Exercise with Kathy Ireland

9:00 - 10:15AM

GENERAL SESSION

Keynote Speaker:

Rick Pitino, President/Head
Coach, Boston Celtics
Performance by Dakota Moon

10:30 - 11:45AM
CONCURRENT SESSIONS

ROCK

Local Morning Shows vs. Syndi-
cated Superstars — Who Are The
Real Winners?

Moderator: Don Anthony, TALENTMASTERS
Panelists: Mancow Muller, WRCX/Chicago

morning host & syndicated personality
Date Dudley, Dudley & Bob with Debra,

KLBJ/Austin

Dave Richards, WRCX/Chicago
RESEARCH
Music Research — What'’s Right,
What’s Wrong

Music. It's the first and most important element in the
three Ms of programming (Music, Marketing,
Morning Show). Research plays a vital role in
determining a station’s musical course, but it can be
tricky if it's not conducted and interpreted correctly.
Widely considered the experts in the field of music
research, the five panelists will present a complete,
“nuts and bolts” discussion.
Moderator: Dan Vallie, Vallie-Richards Consutting
Panelists: John Martin, Critical Mass Media

Bill Moyes, Bill Moyes & Assaciates

Jodie Renk, Core Call Qut

Joe Lenski, Edison Media Research

COUNTRY
Where It Is, Where It's Going

Performance by The Wilkinsons
From the folks who sign it, make it, play it, and listen
to the audience talk about it, comes a discussion on
the state of today’s Country music. Why is everyone
bad-mouthing it? Can it possibly by as “bad” as
everyone says it is? What are the listeners saying
about it? Where will label execs be taking it in the
future? It's all about the music — and that’s all we'll
be talking about.
Moderator: Lon Helton, R&R Country Editor
Panelists: Pat Quigley, Capitol Nashville

Joel Raab, Consultant

John Sebastian, KZLA/Los Angeles

POP/ALTERNATIVE
Pop/Alternative ... From A Niche
To The Mainstream

Performance by Sister 7
Pop/Alternative’s leading program directors and
consultants will discuss critical issues that are key to
the evolution and growth of the format. Paints of
discussion will include:
« Emotionally positioning stations
« How to increase the format’s relatively low TSL
« Life beyond the launch
« How to position the format against AC, CHR, and
Alternative
Moderator: Randy Lane, The Randy Lane Company
Panelists:  Tom Barnes, Sinton Barnes &
Associates
Greg Strassell, WBMX/Boston
Dusty Hayes, KAMX/Austin
Garett Michaels, WPLT/Detrait
Angela Perelli, KYSR/Los Angeles

URBAN

Survival In Today’s Society
Noted industry professionals discuss the techniques
which helped them survive and thrive in today's
world. Panelists will talk about past careers, present
challenges, and future goals.
Moderator: Walt Love, R&R Urban Editor
Panglists: Verna Green, WJLB/Detroit
Tony Gray, Consuitant
Sam Weaver, KPRT-AM & KPRS-FM/
Kansas City
Barry Mayo, Consultant
Tony Fields, Blue Chip Broadcasting
Gary Bernstein, Superadio
Steve Hegwood, Radio One

12:00 - 2:30PM
LUNCH
Radio, State Of The Industry

Performance by George Benson

Moderator: Norm Pattiz, Westwood One

Panelists: Randy Michaels, Jacor Communications
Tom Milewski, Greater Media
John Cullen, GuifStar Communications
John Madison, Chancellor Media
Clarke Brown, Jr., Jefferson-Pilot
Communications
Scott Ginsburg, formerly of Chancellor
Media

2:45 - 4:00PM
CONCURRENT SESSIONS

RESEARCH
A Radio Marketer’s Guide To The
21st Century

Polish up your crystal ball for this session, as the
Interep research division offers a glimpse into our
nation’s future. Key demographic trends that shape
our population, including age, ethnic/racial
composition, education, income, occupation, family
structure, and consumer behavior will be presented,
with an eye toward probable changes in the next
miltennium. Equally important are how these trends
might impact the radio environment in the next
several years.

Presenter: Marla Pirner, Interep Research

AC
Ways To Win The Ratings Game

An interactive presentation from Bosley Associates
President Rhody Bosley is the centerpiece of this
unique session geared exclusively toward AC
programmers. While cons olidation, duopolies, and
cluster programming have changed the business, at
least one thing remains the same. Programmers are
still challenged to get — and maintain — ratings. A
panel of programming experts will join the former VP/
Sales & Marketing at Arbitron to address a variety of
ratings-related issues, including the best ways to
build TSL; when to market to diarykeepers; and how
to study audience flow.
Presenter: Rhody Bosley, Bosley Assaciates
Panelists: ~ Bill Curtis, KVIL/Dallas

Bobby Rich, KMXZ/Tucson

Alan Burns, Alan Burns & Assosicates

INTERNET

Internet; Friend or Foe?
Technology is changing and it has the potential to
change the way we do business.
Moderator: Howard Luckman, R&R Internet Sales
Representative
Panelists: Larry Miller, A2B

Carl Koppel, Electric Village

2:45 - 5:15PM
NAC/SMOOTH JAZ
The Intersection Of Art

And Commerce
This session will join the most creative, hands-on
music industry figures, label heads, A&R exscs,
producers, and artists, with their most knowledge-
able, passionate, and articulate radio counterparts to
examine their common — and sometimes conflicting
—aims.
Moderator: Carol Archer, R&R NAC/Smooth Jazz
Editor
Panelists:  Lee Ritenour, i.e. music
Ricky Schultz, Zebra Records
Gerald Helm, Instinct Records
Bud Harner, PolyGram Jazz & Classics
Carl Griffin, N2K Encoded Music
Paul Brown, NAC/Smooth Jazz
producer
Jeff Lorber, NAC/Smooth Jazz adist
Ralph Stewart, KTWV/Los Angeles
Ron Cadet, imagineradio ‘Jamz
Ann Gress, WJJZ/Philadelphia
Kelly Cole, KIFM/San Diego
Nick Francis, KYOT/Phoenix
Michael Fischer, KOAl/Dallas
Carol Handley, KWJZ2/Seattle
Tommy LiPuma, GRP Records
Blake Lawrence, KKSF/San Francisco

6:15 - 7:00PM
NAC/Smooth Jazz Showcase

featuring Lee Ritenour
Reflecting Pools, Plaza building

8:00 - 10:00PM
R&R Showcase

Performance by Gonzo

10:00 - 12:00PM
CLUB R&R
Brazilian Party

10:00PM - 2:00AM
HOSPITALITY SUITES/ROOMS

COMPLETE AGENDA
AND
ONLINE REGISTRATION
MAY BE ACCESSED AT:
| www.rronline.com
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/ < CALL FOR OUR FREE CATALOG! | | =z
/ \ ) Great ideas for promotions and special events. | Gh"Slwp Ite Fs _/ A
ADOBE m@ DESIGNE The INDUSTRY’S NEWSPARER

| (686) 852-4747 For radic broadcast only!
1-800-7-COYOTE , . _
e mselscal ooz || S10-788-1622

Display Your Wares In

PRODUCT
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Inspire, Reward, And Goax Those Sales

L) 24 ways to increase third-quarter business

S 0 you say you want higher revenue for your station? You want
to push the proverbial “envelope” and go to that infamous
“next level”? Radio consultant Irwin Pollack recommends a few
basic and not-so-basic steps to achieving just that.

0 Make sure any account that
hasn’t been on-air in 1998 is rotat-
ed to someone else.

9 Institute a policy wherein all
sellers must meet minimum stan-
dards with regard to the number
of spec spots and written presen-
tations.

e Announce a new sales contest.
Be sure it encourages those activ-
ities you feel the staff might be
becoming lazy in.

o Put a cowbell on the wall.
Coax sellers to ring it every time
they get an order.

6 Start interviewing prospective
salespeople again. You'll wake up
the sales department and find out
what’s available in the job market
today.

GPut a commercial on the air
that encourages owners and man-
agers of retail businesses to think
of your station as a viable market-
ing opportunity to attract new
customers. For a sample script,
write “Sample On-Air Recruit-
ment Spot” on your letterhead
and fax it to Irwin Pollack at
(603) 598-0200.

o Start really training the sales
department again. Design a “syl-
labus™ that shows you're actually
planning each meeting in ad-
vance, thus pushing yourself to
raise the level of training.

ODesign a “Gotcha” card with
which you reward retailers with
five free commercials (all must
run in one day) when a seller
walks in and hears them playing
your station.

0 Push the message that
P+2S=A. This means that an em-
ployee’s problem plus their two
solutions equals an answer. Make
them come up with solutions,
then talk them over with you, and
the two of you (collectively) will
come up with an answer.

@ Take the staff on a field trip to
a grocery store. Have the manag-
er explain how the food business
works.

Invest in (trade out) some
space ads in the local business pa-
per where you promote your sta-
tion as a viable business invest-
ment.

@ Each weekend, sell five retail-
ers every fifth unsold avail for a
flat rate of $395. It’s all extra
money you're getting from unsold
inventory.

@ If you’re selling more than one
station and have different sales
staffs inside your building, assign
two- and three-person teams —
each team having a person from
each staff. Present your com-
bined, unduplicated cume as an
alternative to the newspaper’s cir-
culation.

@ Review historical inventory
reports. How many commercials
went unsold last week? Are you
really selling every commercial at
the highest rate possible?

@ Take an inventory of each sell-
er on your staff. What are their
three hot buttons? Challenges?
How is each person really graw-
ing?

@ Have a monitor meeting
where you literally declare war on
heavy newspaper advertisers.
Have a three-month contest where
you pay $500-$1000 to the seller
who converts the highest number
of print clients.

m Revamp your station’s market-
ing materials. In a sales meeting,
give the staff this scenario: They
are going to walk in cold on a
hard-to-reach client who will give
them two minutes to show (on pa-
per) why the station makes sense.
If they win that prospect over,
they’ll get a $1500 order. Then,
give the sales staff that two min-
utes to run out and get the mar-
keting material they’ll use to woo
over that prospect. Nore: Whatev-
er isn’t brought back needs to be
thrown away!

@ Put up an erasable white board
and have sellers write in who they
sold that day and for how much.

By Irwin Pollack

Reward long streaks of an order
a day.

@Immedialely insist all orders
need to be signed by you betore
getting entered by traffic. Make the
seller go through a long exercise
with you before signing the order.
Ask: How much did they spend
last month? Last year? How many
stations did they buy? Is this the
best rate they could get? Can the
inventory be spread out over more
days? More dayparts?

@ Start tracking each seller’s av-
erage order, number of advertisers
on-air, number of written presen-
tations, specs, etc. Graph each on
a monthly basis. Coax them to
break their past records.

@ Start sending advertisers an
“update” on the status of your in-
ventory for the week. Keep the
percentages at 85%-95%. Show
how your station’s in heavy de-
mand.

@Gathcr prospects’ and adver-
tisers’ birthdays. Then, on-air,
have announcers encourage lis-
teners to wish Bill Smith, Joe
Johns, and Lisa Meyers a happy
birthday. Note: There’s no need to
mention on-air that these people
are business owners, but when
they keep hearing that their names
were on the radio, they may be-
gin to feel that advertising works!

@Revamp the way you're sell-
ing and pricing remote broad-
casts. Consider having three lev-
els — appearances, “Gold” re-
motes, and Live On-Locations.
Price each one a bit more. Give
them more hours and more mer-
chandise. Consider pricing the
first one each month lower than
the second one, etc. Isn’t that real
supply-and-demand pricing?

@Go to the bookstore and buy
the Chase Calendar Of Events or
John Cremer’s Celebrate Today.
Make a list of every monthly and
weekly “holiday,” like National
Dairy Month, National Pizza
Week, etc. Have each seller de-
sign one package for the staff to
sell. Have a contest and reward
the person who gets the most
points, sells the most packages,
most dollars, etc.

Milwaukee.

Salespeople On The Move

» Dilys Tosteson Garcia is now VP/Western Regional Sales Manager
for Radio Unica. She previously was partner and part-owner of Garcia &
Associates, an L.A.-based specialty communications firm.

* Tom O’Brien will become the new GSM of WXTU/Philadelphia, ef-
fective June 15. He formerly served as VP/Stations for Eastman Radio,
and currently serves as Chairman of the Detroit Radio Advertising Group.

* Rob Bagle is the new GSM at WEMP-AM, WAMG-FM & WMYX-FM/

» Mark Fritz is now Dir/Sales, Detroit Region for Westwood One. Jen-
nifer Kral joins WW1 as Sales Promotion Manager, based in New York.

ment trainer §
Irwin Pollack
consults:
broadcast
groups and |
market clus
ters on how to §
increase their
billing. For
more informa-
tion on consultation services,

call him at (603) 598-9300 or e-
mail www.irwinpollack.com
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ADIO GETS RESUL

SUCCESS STORIES FROM THE RAB

Hush Puppies Answers The Call 0f The Wild

SITUATION: Everybody knows the shoe name Hush Puppies. It's been
around for a long time, and it's as memorable as your faithful old hound
dog. If you wore Hush Puppies as a kid, you could never forget tre name
or the picture of the dog in the heel of your shoe. But it’s less likely that
the Wolverine boots brand will occur to a man who is about to outfit him-
self for the hunting season. Although this shoe manufacturer has used a
diverse media mix in the past, in this campaign it focused on driving busi-
ness into its Rocidord, M! outlet store by targeting local outdoor sports
enthusiasts with the help of Rockford/Grand Rapids radio station 'WBCT.
OBJECTIVE: The object of the campaign was to boost sales of outdoor
footwear before the start of the hunting season. The Hush Puppies outlet
store featuring these shoes had been at the same location for 20 years
and so needed its name to be strongly identified as the Hush Puppies
location for outdoor enthusiasts.

CAMPAIGN: This campaign lasted for three weeks. WBCT was “he only
station involved, and radio was the only medium involved. The stetion ran
a heavy schedule of promos and special spots 10 times a day in all day-
parts and overnights. The morning drive team did five promos durirg which
free Hush Puppies boots were given away on the air as a highlight of high-
energy exchanges involving local hunting enthusiasts.

RESULTS: Sales records were set during the first week of the promo-
tion. Rockford Hush Puppies reported a minimum of 20% to 30% increase

- in sales activity, the best week ever at this location. As the campaign moved

along, all records from the year before were exceeded, and the stare was
crowded with long lines of customers. Hush Puppies now uses radio an-
nually to promote its hunting footwear.

RABTOOLBOX

More marketing information and resources from the RAB

FROM MEDIA TARGETING 2000

Forty-seven percent of shoe purchasers are male and 53% are female.
Among adults over 18 who purchased shoes in the last 12 months, 36%
earn more than $50,000 per year, 95% use their car when shopping, and
88% listen to the radio when driving to shop!

RAB INSTANT BACKGROUND — SHOE STORES

According to the 1995 Footwear Study in Mademoiselle magazine, wom-
en in their 20s have an average of 28 pairs of dress and casual shoes in
their closets. Sixty-five percent of the survey participants indicated that
they buy more than six pairs of shoes a year, while 41% buy them every
.other month or more often (Advertising Age, August 21, 1995).

RAB CATEGORY FILES

“We anticipate the overall {1998] U.S. market will remain flat in pairs, with
selective segments of the U.S. market and international markets experi-
encing growth. Growth segments include casual, rugged casual, nd out-
door footwear” (Tim ¢’Donovan, President and CEO, Wolverine World
Wide Inc.)

For more information, call RAB’s Member Service HelplLine at (800) 232-
3131, or log on fo Radiobink at www.rab.com.

TODA 7).

Daily Fax

Two Great Services! One Great Price!

The industry’s freshest source of daily news — faxed to
your desk each business day — plus get access to the
news as it occurs at www.rronline.com.

Only $10 per month for R&R newspaper subscribers.

Call 310/788.1625 to get connected.

g amaricanradiohistorv.com
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FRANK MINIACI

Branding Is Dead?

s the name of the game now “sustainable identity”? That’s
what William Ryan and Ed Niehaus of the public relations
firm Niehaus Ryan Group Inc. contend.

The pair has created one of the
hottest independent public rela-
tions agencies in the world of new
media. They have been very suc-
cessful in building the images of
all kinds of companies — from In-
ternet start-ups like Yahoo! to in-
dustry giants like Apple Comput-
er. The industry-savvy organization
is known for bringing consumer-
marketing punch to products.
Ryan comes from a consumer
public-relations background,
while Niehaus’ expertise is in the
technical side of the business.

Pra:Mati s

* Jennifer Wolfe becomes
Dir. Mktg. at WBIX/New York.

* Melissa Hawes joins
WMRQ/Hartford as Promotion
Dir.

e Terren Mares is the new
Promotion Dir. at KKMJ/Austin.

Branding is dead.
When everyone is
applying brand
marketing, it doesn’t
work anymore.
—William Ryan

93

Despite their strong back-
grounds, excellent client base. and
central position in the thick of the
information revolution, the two
men are not given to complacen-
cy. A year ago, Nichaus and Ryan
created a special internal initiative,
PR 2000, to study the future of the
profession. They came to the con-
clusion that the primary goals of
their profession — branding and
positioning — *“are running out of
gas.”

“Branding is dead,” says Ryan.

MARKETING &

New On The Net

The following stations’ World Wide Web sites were recently added to the Passport section of R&R ONLINE (www.rronline.com). Note: All addresses begin with http./.

“When everyone is applying brand
marketing, it doesn’t work any-
more.” In its early days, Nichaus
and Ryan contend, the Internet
was open territory for the creation
of strong brands like Yahoo!. but
now the mind-space is getting
crowded. Companies will have to
do more — or do something dif-
ferent — to stand out.

Ryan points out some possible
directions: Create an event that
evangelizes your vision. Establish
venues — virtual or real — where
you can bring together customers
and key industry players. And use
your web presence to share what
you know. The Internet has intro-
duced a whole new group of play-
ers into the “influencer” chain that
PR people must connect to, and
the opinions of these web pundits
present a new challenge for PR to
grapple with.

What is the object of public re-
lations in this fast-changing envi-
ronment? NRG’s answer: to estab-
lish a “substantial identity” for
your company or client. A sub-
stantial tdentity doesn’t mean a
fixed one. At first, NRG promot-
ed Yahoo! as two whiz kids from

£ e L
e M r v %

R e )
TWO MILLION REASONS TO LISTEN TO 'PGC — Terrell Anderson of
West Springfield, VA was the winner of WPGC/Washington's “Two Million

Dollar Money Grab.” Anderson picked up over $10,000 in just 95 seconds.
Pictured (I-r) are 'PGC VP/GM Ben Hill, Anderson, 'PGC PD Jay Stevens,

ik

®

and 'PGC APD/MD Maurice DeVoe.

Stanford, Jerry Yang and David
Filo. But that identity had to
change: “Before the IPO, we said,
‘We can’t have the image of two
crazy kids running around without
shoes. It doesn’t fly on Wall
Street.””

Ryan adds, “Yahoo! began to re-
fine and expand its business mod-
el [according to NRG, Yahoo! is
now best understood as a “media
company”’] and to showcase a new
management team led by seasoned
executive Jeff Kugel. Partly as a
result, its IPO was the most suc-
cessful in the high-tech industry.”

Creating a substantial brand
means knowing how to “balance

your core identity with the need
for perpetual makeovers,” says
Ryan. Ultimately, he says, the
goal is for customers to think,
“This is a company that totally
gets it.”

Thanks to Fast Company maga-
zine for its contribution to this
article.

TALK BACK TO R&R!

e encourage your feedback.

Ifyou have comments regard-
ing this column or would like to see
your work here, contact Frank Mini-
aci directly at (310) 788-1650 or by
e-mail at miniaci @ rronline.com.

WGY-AM/Albany, NY (News/Talk) www.wgy.com WFLS-FM/Fredericksburg, CA (Country) www.wiis.com
KHFM-FM/Albuquerque, NM (Classical) khfm.nmsource.com WESC-FM/Greenville-Spartanburg, SC (Country) www.wescfm.com
KNML-AM/Albuquerque, NM (Sports) sportsanimal.nmsource.com WSPA-FM/Greenville-Spartanburg, SC (AC) www.literock989.com
KOB-AM/Albuquerque, NM (Talk) kobam.nmsource.com WJAN &WJEN/Manchester-Rutland, VT (Country) www.catcountry.net

KOB-FM/Albuguerque, NM (Hot AC) kobfm.nmsource.com CFQM-FM/Moncton, Canada (Country) www.cfgm.com

KRST-FM/Albuquerque, NM (Country) krst.nmsource.com | WCEN-FM/Mt. Pleasant, Mi (Country) www.ween.com
KTBL-FMW/Albuquerque, NM {Country) kbull.nmsource.com | WLCS-FM/North Muskegon, Ml (Oldies) www.oldies-98.com
WJZF-FM/Atlanta (NAC/SJ) www.wjzf.com WEGH-FM/Northumberland, PA (Cl. Rock) www.eagle107.com
KPEZ-FM/Austin, TX (Cl. Rock) www.z102austin.com ‘ KOMA-AM & FM/Oklahoma City (Oldies) www.komaradio.com
WCBM-AM/Baltimore (News/Talk) www.wcbm.com CHOI-FM/Quebec City, Canada (Alt) www.choifm.com
KRSQ-FM/Billings, MT (CHR) www.hot1017.com WHDG-FM/Rhinelander, Wl (Country) www.newnorth.com/whdg
KSSS-FM/Bismarck, ND (Rock) www. ksssfm.com | KBZU-FM/Richmond,VA (Alt) www.buzzradio.com
WGOC-AM/Blountville, TN (Country) WWW. wgoc.com WIL-FM/St, Louis (Country) www.wil92.com
WNST-FM/Charleston, SC (Hot AC) www.star105fm.com | KDRK-FM/Spokane, WA (Country) www.kdrk.com
WDAK-AM/Columbus, GA (Sports) wdak.com WRHGQ-FM/Savannah, GA (Cl. Rock) www.wrhq.com
WTVN-AM/Columbus, OH (News/Talk) www.610wtvn.com WSTV-AM/Steubenville, OH (News/Talk/Sports) www.wstv.com
KWRD-FM/Dallas (Religious) www.thewordfm.com | WKOK-AM/Sunbury, PA (News) www.wkok.com
WDZQ-FMWDecatur, IL (Country) www.angelfire.comvil/sray WQYK-AM/Tampa-St. Petersburg (Talk) www. 1010talks.com
WESP-FM/Dothan, AL (Cl. Rock) www.thearrow1025.com WAIR-FM/Traverse City, Ml (Oldies) www.wair.com
WOOF-FM/Dothan, AL (AC) www.woofradio.com | KIOO-FM/Visalia, CA (Cl. Rock) www.k100fm.com
WABX-FM/Evansville, IN (Cl. Rock) www.wabx.net WEFG-FM/Whitehall-Muskegon, Ml (Cl. Rock) www.eagle-97.com
WYNG-FM/Evansville, IN (Country) www.wyng.com

To link your station, e-mail Jeff Axelrod at jaxelrod @ rronline.com. Requests cannot be processed unless they include the station’s calls, location, format, and web address.

WWAAAA=aRekican At ioRiStOR-CORT —————— . —
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Smomresmensioan

CURRENT
* GODZILLA (Sony Music Soundtrax)
Singles: Heroes/Wallflowers (Epic)

Come With Me/Puff Daddy f/Jimmy Page
Other Featured Artists: Jamiroquai, Ben Folds Five, Days Of The New

» THE HORSE WHISPERER (MCA/Nashville)

Single: A Soft Place To FalVAllison Moorer
Other Featured Artists: Dwight Yoakam, Mavericks, George Strait

» BULWORTH (Interscope)

Single: Zoom/Dr. Dre & L.L. Cool J (Aftermath/Interscope)
Ghetto Supastar ... /Pras Michel ...

Other Featured Artists: RZA, Public Enemy, Mack 10 & Ice Cube
« QUEST FOR CAMELOT (Curb/Atlantic)

Single. Looking Through Your Eyes/LeAnn Rimes

Other Featured Artists: Celine Dion, Bryan White, Corrs
* FEAR AND LOATHING IN LAS VEGAS (Geffen)

Featured Artists: Dead Kennedys, Bob Dylan, Tom Jones
e CITY OF ANGELS (Warner Sunset/Reprise)

Singles: Uninvited/Alanis Morissette

Iris/Goo Goo Dolls

Other Featured Artists: U2, Paula Cole, John Lee Hooker
* HE GOT GAME (Def Jam/RAL/Mercury)

Single: He Got Game/Public Enemy

Other Featured Artists: KRS-One, Flavor Flav, Stephen Stills

» WOO (Sony Music Soundtrax/Epic)

Single: Money/Charli Baitimore (Untertainment/Epic)

Other Featured Artists: Brownstone, M.C. Lyte f/N. Gilbert, Lost Boyz

* BLACK DOG (Decca)

Single: Drivin' My Life Away/Rhett Akins
Other Featured Artists: Big House, Patty Loveless, Gary Allan
. THE PLAYERS CLUB (Heavyweight/A&M)

Singles: Same Tempo/Changing Faces

My Loved One/lce Cube

Other Featured Artists: Jay-Z, Scarface

« HOMEGROWN (Will)

Featured Artists: Cowboy Junkies, Death In Vegas, Sebadoh

e

‘GvaERsPAGE

Hot,
Wide Web sites, cool cyberchats,
and other points of interest along
the information superhighway.

Net Chats

Taja Seville, Monday (6/1) at
8pm ET/5pm PT, America On-
line (keyword: LIVE).

Jewel, Wednesday (6/3) at
8pm ET/5pm PT, America On-
line (keyword: LIVE).

Marty Stuart, Thursday (6/4)
at 10pm ET/7pm PT, Microsoft
Network (Country Music Forum).

On The Web

Creed, chat, Friday (5/
29) at 7pm ET/4pm PT
(www.sonicnet.com,chat.yahoo.
comy.

WXKS-FM/Boston’s Kiss
Concert, featuring Third
Eye Blind, Shania Twain,
Lisa Loeb, Meredith
Brooks, B-52’s, and more,
Saturday (5/30) at noon ET/
9am PT (www.rocktropolis.
comy.

Scott Weiland, concert,
Monday at 9:30pm ET/6:30pm
PT (www.irvingplaza.com).

Rod Stewart, concert, Tues-
day (6/2) at 12:30am ET/
9:30pm PT (www./alive.com).

: music-relaféd World -

1986/The Sugarcubes are established
in Iceland the same day Bjork
gives birth to her son, Sindri.

_ 1987/Sly Stone is detained in a Florida

jail without bail for violating a
1983 cocaine conviction proba-
tion. Also ... the Who decline a
$116 million offer to do a 25th
anniversary reunion tour.

- 1990/A South Florida record store own-

R

er is incarcerated for selling 2
Live Crew records after a state
judge ruled their material ob-
scene.

1991/Bruce Springsteen marries Patti
Scialfa.

Born: Nancy Sinatra 1940, Chuck Ne-
gron (Three Dog Night) 1942,
Boz Scaggs 1944, Alex Van
Halen (Van Halen) 1950, Nick
Rhodes (Duran Duran) 1962,
Rob Pilatus (Milli Vanilli) 1965

Releases: Rolling Stones’ “Jumpin’ Jack
Flash” 1968

TUESDAY, JUNE 9

1969/Brian Jones announces his depar-
ture from the Rolling Stones.
Mick Taylor replaces him four
days later.

‘ 1972/Columbia Records signs Bruce

Springsteen to a 10-album con-
tract..

ol

i

Lisa Lopes — smoke gets in your Eye.

1994/TLC member Lisa “Left Eye”
Lopes sets fire to Atlanta Falcons
player Andre Rison’s home.

Born: Les Paul 1915, Jackie Wilson
1934

MUSIC DA

WEDNESDAY, JUNE 10

1967/Bob Dylan and the Band begin re-
cording the Basement Tapes in
Woodstock, NY.

1986/Boomtown Rats frontman Bob
Geldot is knighted by Queen Eliz-
abeth.

1991/James Brown performs his first
concert since being released from
prison.

Born: Howlin’ Wolf 1910, Shirley
Owens Alston (Shirelles) 1941

Releases: the Beatles’ A Hard Day's
Night 1964 and Yesterday And
Today 1966, Stevie Wonder's “|
Was Made To Love Her” 1967,
Joe Walsh’s “Life’s Been Good”
1978

THURSDAY, JUNE 11

1949Hank Williams Sr. performs for
the first time at the Grand Ole
Opry.

1966/Janis Joplin performs with Big
Brother & The Holding Compa-
ny for the first time.

1988/ The Freedomfest apartheid con-
cert begins at London’s Wembley
stadium with Stevie Wonder, Eric
Clapton, Peter Gabriel, George
Michael, and Sting.

1992/R&R Convention '92 begins, fea-
turing performances by Garth
Brooks, the Allman Brothers, ZZ
Top, and Indigo Girls.

1993/The ke and Tina Turner biopic
What's Love Got To Do With 1t?
opens.

Born: Frank Beard (ZZ Top) 1949

Releases: Wild Cherry’s “Play That
Funky Music™ 1976, Rolling
Stones’ Some Girls 1978

FRIDAY, JUNE 12

1965/ The Beatles are informed they are
each to receive MBE awards from
Queen Elizabeth.

1987/Madonna’s arrival in Japan
launches a frenetic three-month
international tour.

1995/2 Live Crew frontman Luther
Campbell files for bankruptcy.

TEBOOK

Born: Chick Corea 1941, Bun E. Carlos
(Cheap Trick) 1951, Brad Delp
(Boston) 1951

Releases: Chuck Berry's Chuck Berry On

Top 1959, Rolling Stones’ “Sat-
isfaction” 1965, John Lennon &

Yoko Ono’s Some Time In New

York City 1972, Diana Ross’ Di-

ana 1980

SATURDAY, JUNE 13

197/With Let It Be at No. 1, the Beat-
les secure their last U.S. No. 1
single, “The Long And Winding
Road.”

1989/ The film Roadie opens, featuring
Meat Loaf, Blondie, Roy Orbi-
son, Alice Cooper, and Hank Wil-

liams Jr.

1986/Bandleader Benny Goodman dies

at age 77.
1989 Jerry Lee Lewis receives a star on
the Hollywood Walk of Fame.
1992/ Texas taw enforcement prohibits

the sale of lce-T & Body Count's

“Cop Killer.”

Born. Bobby Freeman 1940

Releases: Bread's “Make It With You”
1970

SUNDAY, JUNE 14

1961/Patsy Cline sustains serious head
injuries in an automobile acci- .

dent.

1965/Paul McCartney begins recording

RS

“Yesterday” at Abbey Road Stu-

dios.

1982/Pretenders bassist Pete Farndon
is dismissed for “incompatibility.”

1989/Echo & the Bunnymen drummer
Pete de Freitas is killed in a mo-
torcycle accident.

1994/Henry Mancini dies at age 70.

1995/Country artist Ty Herndon is ar-
rested in Texas for drug posses-
sion and exposing himself to an
undercover officer.

Bora: Alan White (Yes) 1949, Boy
George 1961

Releases: the Beatles’ Beatles V/ 1965,
Janis lan’s “At Seventeen” 1975

— Mark Solovicos

————AAAAL S aricantadichistonscom

Some people want to be bul-
lies, want to be known as the

baddest guy on the block. 1 just
want to be known as the guy on
the block who could defend him-
selfif he had to. ’'min it to be suc-
cessful. | come in peace” — No
Limit Records CEO Master P,
who stands 6-feet, 2-inches tall
and recently lured Snoop Doggy
Dogg away from Death Row
Records, establishes his business
plan (Newsweek).

Genetic Engineering

“You never know about the ge-
netic thing. Look at BrianWilson’s
dad [Murry]. His records sucked.
They had the same genes. | feel |
inherited some things, like my
voice. | have an ear for music. I'm
sure that's genetic’— Sean Len-
non (Rolling Stone).

The Beautiful People!

Among those checking into the
hottest hotel in New York, the Mer-
cer, were Marilyn Manson, Cher,
Bryan Ferry, Richard Branson,
and James lha (Buzz).

Speaking of Manson, it seems
he has learned to draw the line to
uphold his artistic integrity — he
balked at teaming up with Hanson
for the South Park soundtrack al-
bum (Entertainment Weekly).

Forgive ... Forget?

While the National Enquirer
claims in an exclusive interview
with Tommy Lee’s soon-to-be-ex
Pam Anderson that she will nev-
er forgive him for beating her, the
Stargasps: “Her friends are going
to be horrified, but Pam Anderson

4 s tentatively making plans for a

second honeymoon with Tommy
Lee after he completes his jail sen-
tence”

Meanwhile, another of Tommy
Lee’s exes, Bobbie Brown, tells
of her horrifying experience with
Lee, who she claims abused her
(Cosmopolitan).

Double Standard?

Rockin’ Rod Stewart can't real-
ly tell his kids to just say no to
drugs and booze, because he still
uses them! ‘I try to cut my intake
down, but | still take drugs now and
then socially. 've never paid for
them in my life, but I'il have them if

Master P: ‘I Come In Peace’!

they're around” ( Globe).

“My 14-year-old son, Ryan,
looked at me recently and said,
‘Dad, who'd have thought you be-
ing a bum for the last three years
would’'ve paid off like this?"” —
Steve Wariner — who has had a
string of successful songs record-
ed by Garth Brooks, Clint Black,
and Bryan White — on the result
of his taking three years off from
singing to write songs (People).

Look Back In Anger

It seems the neighbors of Oa-
sis’ Noel Gallagher are now on
his bad side. After he built a five-
a-side pitch, complete with artifi-
cial turf and goal posts in his back-
yard to play soccer with brother
Liam and Rod Stewart, the neigh-
bors said no-go on the installation
of six tall floodlights for late-
evening games (W).

Dirty Laundry

“ hate you with all my being ... |
can honestly relate to O.J. Simp-
son ... Every time | see and look
atyou, | just wantto punch you in
the face” — Will Smith s ex,
Sheree, who's in a bitter battie with
the man in black, claims he ver-
bally abused her with the above
statement and others (Netional
Enquirer, Stary.

Michael Jackson tried to have
a Las Vegas toy store close up
shop so he could shop in grivate
with a group of prepubescent boys.
The store said it would if he spent
a minimum of $10,000. Jackson
couldnt, so he had to shop with
everyone else and only spent $700
(Star).

Gloria Estefan’s son, Mayib,
threw a big party with booze and
pills that sent a 10-year-old boy to
the hospital (Globe).

Just Say Low Blow!

Claiming Entertainment
Weekly's “Loser Of The Week ti-
tle is Scott Weiland. Under a
drawing of him holding a sign that
begs, “Please buy my CD!" it
says: “Despite massive hype, the
STP frontman’s solo debut is a
certifiable dud, falling off the Bili-
board album chart after just six
weeks. Looks like he’s still imitat-
ing Pearl Jam (whose Yie/d is an-
other chart underachiever)’

Each week R&R sneaks a peek through the nation’s consurer
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 TELEVISION®
59.4 million households
Patti Galluzzi,
VP/Music Programming

| ADDS |

JON B. They Don't Know ( Yab Yum/550 Music)
MASTER PYSONS OF FUNK | Got The Hook Up (Mo Lim/Priorty)
SMASHING PUMPKINS Ava Adore (Virgin)

XSCAPE The Arms Of The One .. (So So Det/Columbia)

' EXCLUSIVE ]

AEROSMITH | Don't Want To Miss A Thing (Columbia)

WILL SMITH Just The Two Of Us (Columbia)

| HEAVY |

BRANDY & MONICA The Boy Is Mine (Atiantic)

MARIAH CAREY My Al (Columbia)

{OESTINY'S CHILD No, No, No (Grass Roots/Columbia)
FASTBALL The Way (Hollywood)'

GOOGOD OOLLS Iris (Warner Sunset/Reprise)
NATALIE IMBRUGLIA Torn (RCA)

JANET | Get Lonely (Virgin)

K-Cl & JOJOAIl My Life (MCA)

MATCHBOX 20 Real World (Lava/Atlantic)

DAVE MATTHEWS BAND Don't Drink The Water (RCA)
BRIAN MCKNIGHT Anytime (Motown)

PRAS MICHEL. .. Ghetto Supastar (/nterscope)

NEXT Too Close (Arista)

PUFF DADDY & THE FAMILY Victory (Bad Boy/Arista)
SEMISONIC Closing Time (MCA)

SPARKLE Be Careful (Rock Land/Interscope)

WALLFLOWERS Heroes (Epic)

b

| STRESS

TORIAMOS Spark (Atiantic)

CHERRY POPPIN' DADOIES Zoot Sutt Riot (Mojo/Universal)
CLEQOPATRA Cleopatra's Theme (Maverick/W8)

MONTELL JORDAN Let's Ride (Def Jam/RAL/Mercury)
MYA/SISQO It's All About Me (University/interscope)
SMASHING PUMPKINS Ava Adore (Virgin)

SHANIA TWAIN You're Still The One (Mercury)

USHER My Way (Laface/Arista)

| BREAKTHROUGH |

GARBAGE Push It (Almo Sounds/Interscope)

LENNY KRAVITZ If You Can't Say No (Virgin)

MADONNARay Of Light (Maverick/WB)

'ACTIVE ]

JON B. They Don't Know ( Yab Yum/550 Music)

BIG PUNISHER f/JOE Still Not A Player (Loud)

BUSTA RHYMES Turn [t Up/Fire It Up (Elektra/EEG)
FUEL Shimmer (550 Music)

GREEN DAY Redundant (Reprise)

HARVEY DANGER Flagpole Sitta ( Slashv/ ondon/Isiand)
ICE CUBE We Be Ciubbin’ (Heavyweight/A&M)

LOX Money, Power. And Respect (Bad Boy/Arista)
MASTER P{/SONS OF FUNK | Got... (Ao Limit Prorty)
SARAH MCLACHLAN Adia (Aristz,

PUBLIC ANNOUNCEMENT Body Bumpin'... (A&M)

URGE Jump Right In (/mmortai/Epic,

VERVE Lucky Man (Hut/Virgin,

XSCAPE The Arms Of The One Who... {So So Def/Columbia)

Video airplay from June 1-7.

T

BIG PUNISHER f/JOE Still Not A Player (Loud)
COCOA BROVAS Black Trump (Duck Down/Priority)
EIGHTBALL Pure Uncut (Suave House/Universa
PUBLIC ENEMY He Got Game (Def Jam/Mercury)
LDX Money, Power, And Respect (Bad Boy/Arista,
ALL CITY The Actual (Geffen)

BEENIE MANWho Am | (2 Hard/VP,

GANGSTARR Royalty (Voo Trybe/Virgin)

DEF SQUAD Fuii Cooperation (Def Jam/Mercury)
GRITS Plagerism (Gotee)

Video playlist for week ending May 29

CLEOPATRA Cleopatra’s Theme (Maverick/WB)
NICOLEMake It Hot (Gold Mind/EastiWesVEEG)
BACKSTREET BOYS Everybody (Backstreet's Back) (Jive)
MASTER P {/SONS OF FUNK | Got... (No Limit/Prioritv)
MYA{/S1SQO0.... It's All About Me (University/interscops)
YOUSSOU N'DOUR & CANIBUS How Come (Interscope)
XSCAPE The Arms Of The One ... (So So Def/Columbia)
CELINE DION To Love You More (550 Music)

MARIAH CAREY My All (Columbia,

Most requested frozen from the week ending May 24

Among this week's new tours:

HOUSE OF BLUES:
SMOKIN' GROOVES ‘98
ROD STEWART
WARPED TOUR

The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (209) 271-7900.

el ket
MUSIC FIRST
50.8 miflion households _ TOP TEN SHOWS Monday, 6/1
Wayne [saak, Sr. VP/Music & Talent Relations % MAY 18-25 « Suzy Bogguss, PrimeTi
E , PrimeTime
g ) Country (TNN, 9pm ET/6pm
{ ADDS ] - Because of the Memorial PT).

: i|  Day holiday, this week'’s » Sarah MclLachlan, Late
ROD STEWART Ooh La La (Warmer Bros) Nielsen Media Research Show With David Letterman
JANET JACKSON Go Deep (Virgin) _ listing of the Top 10 TV (CBS, 11:35pm) .
XSCAPE The Arms Of The One... (S0 S0 Det/Columbiz) - shows was unavailable at :

. :
, XL press time. :
Tuesday, 6/2
CELINE DION To Love You More (550 Music) Source: Nielsen Media Research * Neal McCoy performs on The
NATALIE IMBRUGLIA Torn (RCA) Oak Ridge Boys Live From Las
MADONNARay Of Light (Maverick/WB) coming Next WEEK Vegas (TNN, 8pm ET/5pm PT).
MARCY PLAYGROUND Sex And Candy (Capitol) * Marty Stuart, Prime Time
SHANIA TWAIN You're Still The One (Mercury) Country ’
l LARGE ] All show times are ET/PT un- * Viewers select the songs
less otherwise noted; subtract seen on TNN Live With Willie
BABYFACE & DES'REE Fire (Yab Yum/550 Music) one hour for CT. Check //'sﬁngs Nelson (10pm ET/7pm PT).
MARIAH CAREY My Al (Columbia) for showings in the Mountain
PAULA COLE Me (ImagoWB) time zone. All listings subject to i
DAVE MATTHEWS BAND Don't Drink The Water (RCA) i change
GLORIA ESTEFAN Heaven's What { Feel (Epic) '
FASTBALL The Way (Hollywood)
GOO GOO DOLLS Iris (Wamer Sunset/Reprise) Tube Tops
SARAH MCLACHLAN Adia (Arista) .
NATALIE MERCHANT Kind & Generous (Elekira/FFG) Brandy & Mase, Natalie Im-
VONDA SHEPARD Searchin My Soul (550 Music) bruglia, and the Wallflowers are
ROD STEWART Ooh La La (Warner Bros.) slated to perform from Santa
WALLFLOWERS Heroes (Fpic) Monica, CA on The 1998 MTV
I MED IU M i Movie Awards (Thursday, 6/4,
I _- | 9pm).
CHERRY POPPIN' DADDIES Zoot Suit Riat (MojoUniversal)
X2 Atianti
MATCHBOX 20 Real World (L.lava/ lantic) Saturday, 5/30
EDWIN MCCAIN I'l Be (Atiantic)
BONNIE RAITT One Belief Away (Capitol) * Brooks & Dunn and Reba
SEMISONIC Closing Time (1CA) McEntire, The Tonight Show
[ CUSTOM With Jay Leno (NBC, 11:35pm).
* RandyTravis, David Letter-
TORI AMOS Spark (Atiantic) man.
JON B. They Don't Know (Yab Yum/550 Music)
BLACK LAB Time Ago (DGC/Geffen)
BRANDY & MONICA The Boy Is Mine (Atiantic) Wednesday, 6/3
GARTH BROOKS To Make You Feel My Love ( Capitol) « Johnny Paycheck is pro-
JOHN FOGERTY Premonttion (Reprtse) filed on TNN's The Life And Time
EBBA FORSBERG Lost Count (Maverick/ W8} .
INOIGO GIRLS/JEWEL/MCLACHLAN Water . (Arista) of.. se.nes (8pm ET/5pm PT).
JANET JACKSON Go Deep (Virgin) * Chris LeDoux andSons Of
WYCLEF JEAN Gone Til November (RuffrouseColumbia) The Desert, Prime Time Coun-
JOE Al That | Am (Jive) try.
K-Cl & JOJO All My Life (MCA) * James Taylor Live— a con-
LENNY KRAVITZ if You Can't Say No (Virgin) certfrom NYC's BeaconTheatre Thursday, 6/4 i
LISA LOEB Let's Forget About It (Getfen) . — debuts on PBS (check local 2 4
BRIAN MCKNIGHT Anytime (Merzury) : listings) * Skip Ewing and George
OLIVIANEWTON-JOHN | Honesty Love You (MCAUniversa) , ) ] i z
: « Amy Grant performs live Jones, Prime Time Country. -]
BOB SEGER & MARTINA MCBRIDE Chances Are ( Capitol) ] * Rod Stewart, Vibe ]
from Disney World on CMN ’ ;
SPARKLE Be Caretul (Rock Land/Interscope) ) . «Jason & The Scorchers,
XSCAPE The Arms Of The One. . (Columbia) Champions (check local fist- David Letterman ' :
ings). : :
Video airplay from June 1-7. i
_I 36 million households o .
1 21 milfion households
) )} Lydia Cole. i ' Peter Cohen A
(A RN rMusic Programming ' 1 P4 VP/Programming il
i { CONCERT PULSE
% 2 ]
| Video Playlist VR JERESN Avg, Gross
BRANDY & MONICA The Boy Is Mine (Atiantic) | F:"Sé g[ t;’m R (;”3 ‘3’3357)
BOYZ Il MEN Can't Let Her Go (Motown) H .
SPARKLE 8 Careful (Rock Land/Interscope) | National TOp 20 2 gég;’;:g?g:ﬁ :1325';
MYA £/81SQ0.... 1t's All About Me (University/Interscope) MO THUG FAMILY All Good (Mo Thugs/Relativity) 4 ERIC CLAPTON 3972'_9_
| LSG Door #1 (EastWestEEG) _ PRAS MICHEL... Ghetto Supastar . (/nterscope) 5 ELTON JOHN $962.6
XSCAPE The Arms OfThe One... (So 50 Dt ’C"’“mb"’-‘ EIGHTBALL Pure Uncut (Suave House/Universal) 6 YANNI $486.9
S’ﬂgl"és:*f“"f“ﬁf_““_ Not A Player (Loud) KING T Got t Locked (Aftermatty/nterscope) 7 LUIS MIGUEL $481.2
it el onely (Virgin) FIVE When The Lights Go Out (Arista) 8 AEROSMITH $337.8
E‘ng‘;g :;;E(‘:\J”Séa) N USHER My Way (LaFace/Arista) 9 LEANN RIMES/BRYAN WHITE  $215.1
0 Guarantee (Kedar/Universa
K SPARKLE Be Careful (Rock Land/Interscope) :? ::F?g:;ngl::NHNLAN :1 ggg
Video piaylist for week ending May 29. 3 :
;?umpﬁ':?sii:m"saf Irllcl:otAP! er (Loud) KOS Cha i L]
: ~1 ' ayer (Loud) 13 BOB DYLAN $1116
| Rap City Top 10 || |suemnmoiacuianagis aosa AEm (O $93.9
UNWRITTEN LAW Teenage Suicide (/nterscope) 15 CLAY WALKER $80.7

WWAV-aRereanradiohisternv:com

- WEEKEND BOX OFFICE

MAY 22-25
1 Godzilla $55.72
(Sony)*
2 Deep Impact $19.38
(Paramount)
3 The Horse $14.51

Whisperer (Buena Vista)

4 Bulworth (Fox) $10.51

5 Quest For $6.30
Camelot (WB)

6 Fear And Loathingin $4.33
LasVegas (Universal)*

7 Titanic $3.67
(Paramount)

8 City Of Angels $3.24
(wB)

9 He Got Game $1.76
(Buena Vista)

10 Paulie $1.42

(DreamWorks)

All figures in millions
* First week in release
Note: Figures reflect a three-day weekend.
Source: Entertainment Data Inc.

COMING ATTRACTIONS:
This week’s openers include / Got
The Hook-Up, written by and star-
ring recording artistMaster P. Oth-
er recording acts featured in sup-
porting roles include Mia X, Silkk
The Shocker, C-Murder, Mys-
tikal, and Mr. Serv-On. The film's
No Limit/Priority soundtrack
sports the title track performed by
Master P & Sons Of Funk, along
with*Hook It Up”by Master P, Bone
Thugs-N-Harmony & Silkk The
Shocker. Also on the ST: Mechalie
Jamison’s “Keep It Real,” Ice
Cube’s “Ghetto Vet Mack 10’s
“Bang Or Ball,” Eightball & MJG’s
“Let’s Ride,” Snoop Doggy
Dogg’s “Hooked,” Montell
Jordan’s “Down WithYou,” Mys-
tikal & Mia X’s “Shake Somethin’”
Or Dirty Bastard & Mystikal's
“Who Rock This,” C-Murder’s
‘WouldYou Hesitate," Soulja Slim's
“FromWhat IWasTold;" Mo B.Dick's
“I Don'tWant To Go,” and more.

Also opening this week is
Hope Floats, starring Sandra Bul-
lock and recording artist Harry

: Connick Jr. The fiim’s Capitol
soundtrack contains two versions
of“To Make You Feel My Love” —
one by Garth Brooks, the other

- by Trisha Yearwood — as well

~as Sheryl Crow’s “In Need” the
Rolling Stones’ “Honest | Do,
Bob Seger & Martina McBride’s
“Chances Are the Mavericks'
“All 1 Get,” GillianWelch's “Paper
Wings,” Whiskeytown'’s “Wither,
I’'m A Flower” Deana Carter'’s
“What Makes You Stay,” Lila Mc-
Cann’s “To Get Me To You,” Lyle
Lovett’s “Smile,” Bryan Adams'
“When You Love Someone," and
Jonell Mosser’s “Stop In The
Name Of Love”

Opening in limited release this
week is The Last Days Of Disco,
whose Work soundtrack spot-
lights classic disco tunes by Ali-
cia Bridges, Diana Ross, Cher-
yl Lynn, Chic, Sister Sledge,
Evelyn“Champagne” King, An-
drea True Connection, the
O’Jays, and others. India &
NuYorican Soul also contribute
their version of“l Love The Night-
life (Disco ’Round)” to the ST.

Rounding out this week’s spe-
cial engagements is Little Boy Biue,
which showcases music by former
Police man Stewart Copeland.
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Johnson

Continued from Page 3

in them, and they’ll all step up. My
job is to coordinate all those efforts
and motivate them to take the stations
to a higher level. [KFMB-FM] just
had its highest cume ever, and we still
haven’t topped out. We have a lot of
momentum going, and we’re very
proud of the station in all areas.”

Prior to joining KFMB a bit more
than four years ago, Johnson previ-
ously programmed crosstown CHR
KKLQ. His resumé also includes a
three-year consulting stint with Alan
Burns & Associates. Johnson was
also Station Manager/OM at KFRX/
Lincoln, NE; Asst. PD at KCPW/
Kansas City; and PD for WAPE/Jack-
sonville.

1
—

1

PusLIsHER/CED: Erica Farber
GeNeRL Manager: Sky Daniels
Semor VP/ResearcH & DeveLoPweNT: Dan Cole
Operanions Manacer: Page Beaver

EQITORIAL

EoiTor-IN-CHier: Ron Rodrigues
DIRecTOR/CHARTS & FoRmATS: Kevin McCabe
Mansaine Eormor: Richard Lange
Formar Eoimors: AC: Mike Kinosian
Aueriame: Jim Kerr CHR: Tony Novia
Counry: Lon Helton NAC: Carol Archer
News/Tax: Al Peterson
Rock: Cyndee Maxwell Ursan: Walt Love
CHaRTS & Music ManAGER: Anthony Acampora
Mustc E0iToR: Steve Wonsiewicz
Raoio EoiTor: Frank Miniaci
AsSISTANT ManaGing Epior: Jeff Axelrod
News Epiror: Julie Gidlow
DIRECTOR OF RESEARCH SERVICES: Hurricane Heeran
AssociaTe Eoitors: Adam Jacobson,

Jay Levy, Margo Ravei
AssISTANT EOITORS: Renee Bell,

Frank Correia, Diane Fredrickson,
Rich Michalowskl, Tanya O’Quinn,
Robert Pau, Mark Solovicos

INFORMATION SERVICES

SaLES & MARKETING DirecToR: Jeff Gelb
Masagen: Jill Bauhs
CusTOMER SERVICE REPRESENTATIVES:
Marko Kiric, David Riley
DistriBuTioN MANAGER: John Ernenputsch

DATA PROCESSING

DP/Communications DIRecTor: Mike Onufer
CompuTer Services: Mary Lou Downing,
Dan Holcombe, Saeid Irvani, Cecil Philiips,
Marjon Shabanpour, Kevin Williams

CIRCULATION

SUBSCRIPTION FULFILLMENT MANAGER:
Kelley Schietfelin
CircuLanion CooromaTors: Jim Hanson, Jill Heinila

ELECTRONIC PUBLICATIONS

Hotrax PropucTion: Jeff Steiman
Designer: Cari Harmon

PRODUCTION

PropucTion DirecToR: Kent Thomas
Probuction Manager: Roger Zumwalt
Desion Directon: Gary van der Steur
Tim K 3 C. Narido Il
Graprics: Lucie Morris, Derek Comett,
Renu Ahluwalia

ADMINISTRATION

Legal CounseL: Lise Deary
Orrice ManaGeR: Jacqueline Lennon
AccounTiNg Manacer: Tony Munoz
AccounTiNG: Maria Abulysa, Nalini Khan,
Magda Lizardo
RecerTion: Juanita Newton
Mai Services: Rob Sparago, Tim Walters

BUREAUS

Wasrnarow, DC: 202e463:0500, FAX: 202646340432
Bureau Crier: Jeffrey Yorke
Eorrors: Matt Spangter, Patrice Wittrig
LecaL CounseL: Jason Shrinsky

NASHVILLE: 8159244+8822, FAX: 6152486655
Bureau CHiEr: Lon Helton
Associate Epiton: Calvin Giibert

ADVERTISING

Los Awar£s: 31025534330, FAX: 310-203-8450
Sates Manager: Henry Mowry
Aovermising Cooromutor: Nancy Hotf
SaLEs RepresenTaTves: Paul Colbert, Missy Haffley,
Lanetta Kimmons, Kristy Reeves
SaLes AssisTanT. Deborah Gardner
A : Ted Ki i
MARKETPLACE SALES: Dawn Garrett
OpPORTUNITIES SALES: Karen Mumaw
Dir/Music MARKETING Services: Mark Cope

INTERNET SaLEs R : Howard L

WASHINGTON: 202446320500, FAX: 202+46390432
Vice PReSIDENT/ Sates: Barry O'Brien
SALES ReP Lauren Belch
: S Welner
NASHVILLE: 615924448822, FAX: 61592486655
OmecTor/SaLes: Jennifer Scruggs

-
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Morgan
Continued from Page 1

Morgan died last Friday (5/22) fol-
lowing an 18-month battle with lung
cancer. He removed himself from his
regular KRTH-FM/Los Angeles air
duties exactly a year ago, when he
publicly disclosed that his two-pack-
a-day, 35-year smoking habit had fi-
nally caught up with him. He still con-
tributed to the program from a home
studio until January, when he ceremo-
niously retired from radio. Just days
before his death, he fulfilled his last
wish of seeing his daughter, Susanna,
graduate from Smith College in Mas-
sachusetts. He also leaves Shelley, his
wife of 27 years.

I had the pleasure of working with
Morgan on two occasions in my career,
and I can only agree with pioneering
radio programmer Chuck Blore, who
said it best when he described Morgan
as “one of the handful of radio person-
alities who had the ability to commu-
nicate the total person he was. What
you heard on the air was the person he
was off the air. He was smooth and slick
and sounded as professional as any ra-
dio person could be, but you always
knew you were listening to a real per-
son behind that mike.”

Although elements of Morgan’s
show have morphed over the years, his
basic format of capitalizing on topical
events and making fun of pop culture
icons has been a staple since his pre-
KHIJ days. And he always used his
day-to-day personal experiences as
fodder for his show, whether it was
being stopped by the LAPD for bran-
dishing a gun (it was actually a hair
dryer) or his trials and tribulations as
arock ’n’ roll DJ raising a daughter.

He could take the most minute item
or comment and turn it into an entire
show. There was one time, in a mo-
ment of frustration as his PD, that 1
called him “labor intensive.” His reac-

ke __———-—___—
Virgin

Continued from Page 3
Virgin’s commitment to the urban
cause.”

Brooks noted, “This move ac-
knowledges Virgin's commitment to
developing a comprehensive urban
music division and recognizes that
each of Virgin’s branches is working
toward a shared goal rather than com-
peting with each other. All projects
within the Virgin organization, re-
gardless of genre or format, will ben-
efit from the company’s unified mar-
keting infrastructure.”

Stewart most recently was founder/
CEO of L.A.-based Power Move
Productions, a management, mar-
keting, and record company. He
began his music industry career a
decade ago in Los Angeles as a DJ.
In 1990 he founded PMP as an in-
dependent street promotion compa-

ny focusing on rap and hip-hop. He [

later moved into management and

| worked with Coolio, Warren G.,

and the Pharcyde.

“I’'ve known Paul for years, and
he’s extremely knowledgeable in all
aspects of music, from finding new
talent to running a company,” Brooks
said. “We’re very fortunate to have
him bring his talent to the Virgin fam-
ily. It’s a perfect fit, and it reflects our
commitment to moving forward in
this field.”

tion was suspiciously subdued, and [
had a funny feeling that any kind of
return salvo would happen on the air.
As it turned out, by the next morning
I suddenly became the “lunch-inten-
sive yuppie.” Morgan also used his
show to make fun of so-called “exec-
utive new speak.” It was one of his best
programs.

Morgan would poke fun at anything
or anybody ... except his fans. He al-
ways preached that a listener was nev-
er to be ridiculed or made the butt of
Jjokes. When he put a listener on the
air, he conversed with him or her until
its natural conclusion, including an ex-
change of “goodbyes.”

“The listeners want you to
challenge and make fun of the
politicians, the high-paid actors
and singers, and the establish-
ment,” he once told me. “They
don’t want you doing that to oth-
er listeners.” Indeed, as a bass-
fishing, El Camino-driving, Cosby-
watching suburbanite, Robert W.
Morgan was just a regular work-
ing-class guy who happened to be
on the radio every day.

‘Bitten By The Bug’

Morgan was born July 23, 1937 in
Mansfield, OH. He wasn’t particularly
interested in a radio career at first, but
he did enjoy listening to the medium.
He told Ron Jacobs, who is writing a
book about radio, that in junior high
school he made a deal with his mother
that she would buy him a radio for his
room if he earned straight A’s.

He did, she did, and a “square, metal
Arvin” ended up in his bedroom. He
circumvented a 10pm “radio off” cur-
few by extending the speaker so he
could place it under his pillow.

“Never got busted,” he said.

By the time he made it to Wooster
College, he was in a jazz club that had
a two-hour weekly time slot on
WWST-AM & FM/Galion, OH.

“One fateful weekend, every club
member was out of town,” he said.
“They asked me to do the show. With
fear and loathing, I agreed. The first
time I walked into a radio station was
to go on-air. Tough for a rookie ... try
it now. Halfway through the show I
was ‘bitten by the bug.” I loved every-
thing about the station, including that
wonderful ‘tube smell.”” ’

Morgan was subsequently hired on
at the station for $1 per hour as a week-
end board op. His first regular on-air
opportunity didn’t come until he
moved West, at KACY/Oxnard, CA.
The business still hadn’t impressed
him much when he took a drive 60
miles south to L.A., rented a motel
room, and listened to powerhouse Top
40 KFWB. The next day he visited
Blore, who at the time was the station’s
PD, and asked if he could join the sta-
tion. But Blore said Morgan was way
too green. He suggested he get some
time under his belt and come back.

Heeding Blore’s advice, Morgan
headed to the smaller markets in Cal-
ifornia. After a stint in the Army at
Ft. Ord, he joined KTEE/Carmel,
CA, where he hosted a classical mu-
sic show with a Marine Corps heavy-
weight boxing champion named Bob
Elliott, who later changed his name
to K.O. Bailey (the two would work
together again at KHJ).

He then worked at KMBY/
Monterey, and then KOMY up the
coast in Watsonville. The KOMY job
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lasted only one day, thanks to Mor-
gan’s giving out his former station’s
request-line number. Once KMBY got
wind of this, they hired him back.

His next stop was at KMAK/Fres-
no. Here, he hooked up with PD Ron
Jacobs for the first time (see related
story, Page 1). He next worked at
KROY/Sacramento and KEWB/San
Francisco, where he first worked with
The Real Don Steele.

In 1965, Jacobs was invited to pro-
gram KHJ and take KRLA head-on.
One of his first hiring decisions was
Morgan. The station was an instant
success, and Morgan was pulling 20-
shares. In 1970, following feuds with
management and offers of big money,
he went to WIND/Chicago as its mom-
ing personality.

That opportunity never panned out,
and he returned to KHJ in 1972 for a
year before crossing town to his first
FM station, KIQQ (K-100), which, at
that time, was owned by Drake-
Chenault.

In 1975, Morgan got out of Top
40 radio and took his chances at a
weekend/swing gig at Full-Service
powerhouse KMPC/L.A. The Gene
Autry-owned station was a commu-
nity fixture. It harbored several pop-
ular ex-Top 40 jocks, including Gary
Owens and Wink Martindale. Mind-
ful that he was a new father, Morgan
saw an opportunity for stability once
he found a full-time shift.

“Robert was a total professional and
truly one of the few greats I've had
the pleasure of working with,” Owens
said. “He had been a longtime friend
of mine, and I always appreciated his
skill and humor. I'll miss him, but I'm
glad I knew him so well.”

The Highest Standards

Morgan had areputation as a grouch,
but the only people he was impatient
with were those who did not share his
passion for this business or his standards
of excellence. It wasn’t good enough,
as seems common these days, to sim-
ply do one better than your competi-
tor. It was important that he and every-
one around him reach out and extract
the best professional effort they could
muster every day, day after day. Noth-
ing less was acceptable.

One group of people he made a
point of helping were young profes-
sionals. I met Robert at KMPC. I was
a young punk lucky enough to land
the music director job there, and one
day, after Morgan had completed a
weekday fill-in shift, he walked into
my office, scanned the nameplate on
my desk, and decided to call me “Ro-
drigo” instead. Except for the brief
“lunch-intensive yuppie” period, he
never called me anything else. Almost
every time we ran into each other, he
took time to sit down and share his
experiences in the business, and took
even more time to listen to mine.

Four years after joining KMPC,
Morgan got the opportunity he
sought. Thirty-year KMPC moming
man Dick Wittinghill retired, and
Morgan was tapped to fill his slot. But
almost immediately after getting the
job, Morgan faced the challenge of
doing a show sans music, because
KMPC went all-Talk. He did well.
His cerebral-but-humorous approach
actually became the model for many
of today’s morning shows that are
heavy on personality, but light on
music.

PR e

Morgan left KMPC in 1984 to grab
alucrative offer to move to the FM band
again and join AC KMGG, which had
recently been purchased by Emmis
Broadcasting. This was Morgan’s and
my second station together, and we
were closer then than at any time be-
fore or after. Almost every night, we
would converse about the day’s show
and talk shop.

He then served another five years at
KMPC before joining KRTH in 1992.

KRTH VP/GM Pat Duffy said,
“Robert and I became pretty good
friends. I can only repeat what I said
on the air this morning: There’s St.
Peter sitting at the gates of Heaven,
and his secretary rings. ‘God’s on
the line ... do you know what the
new morning guy said”’ And Pe-
ter’s response should bz, ‘I don’t
care what he said, we’ve got a lot
more listeners now.””

Morgan’s final public appearance
was at a retirement tribute last January,
which was hosted by Owzns and his
on-air partner Joni Caryl.

Morgan’s professional career also
included the TV programs Morgan's
Alley and Groovyon L.A. TV, and he
was the voice of several TV shows
including In Concert, The Helen Red-
dy Show, and Solid Gold. Among his
numerous honors are a star on the
Hollywood Walk of Fame, awarded
in 1993, and he was among a group
of inductees to the National Broad-
casters Hall of Fame in 1994.

Morgan will also be remembered
for his work for several charities, in-
cluding the St. Jude Children’s Re-
search Hospital, the California High-
way Patrol’s ChiPs for Kids toy drive,
and the Variety Club Cares For Kids
Radiothon. Last year, he zstablished
a fund that would instruct children
how to persuade their parznts to quit
smoking.

Funeral services were private. His
family is requesting donations to the
Robert W. Morgan Cancer Awareness
Fund, 19528 Ventura Boulevard, Suite
603, Tarzana, CA 91356

Neuman
Continued irom Page 1

“Rick Neuman brings to Chancel-
lor a keen understanding of media-
related industries from an operation-
al, financial, and strategic perspec-
tive,” said newly appointed Chancel-
lor President/CEO Jeffrey Marcus.
“As we execute our growth plans, 1
expect Rick will play an invaluable
role in helping chart a course of ac-
tion and evaluating the wide range of
opportunistic acquisitions available
to us.”

Neuman added, “The opportunity
to join Chancellor at this important
stage of its development is an extraor-
dinary one. I enjoy working with and
have a great deal of respect for Jeff
Marcus, [Sr. VP/COO] Jim de Cas-
tro, and [Sr. VP/CFO] Matt Devine,
and I believe that as we work togeth-
er on a full-time basis in pursuit of
accretive acquisitions and the same
long-term goals, we will be very suc-
cessful in maximizing Chancellor’s
significant potential.”

Before joining Hicks, Muse in 1993,
Neuman was Managing General Part-
ner of the media investment firm Com-
munications Partners Ltd. Prior to that,
he was CFO of Buford Television and
President of InterFirst Ventures.
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I'm Not Sick But I'm Not Well

HARVEYDANGER
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HARVEY DANGER
"Flagpole Sitta"

Add Active

MUSIC TELEVISION®

R&R Alternative ®-{
Billhoard Monitor 11*-9*
Audience Reach Over 12 Million!
#1 Requesting Record Nationally!

Researching Huge Everywhere!
Impacting Top 40 Radio June 8th!

Catch Harvey Danger at the
R&R Convention

June 11th at the Roxy
w/Grant Lee Buffalo & Athenaeum

The Arena Rock Recording Company
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Randy Michaels Confirms Tom Hicks
Pursued Chancellor-Jacor Merger

ednesday’s European Wall Street

Journal sheds new light on

boardroom turmoil that shook
Chancellor Media last month: Tensions
between former President/CEO Scott
Ginsburg and Chairman Thomas Hicks
surfaced when Hicks, Muse unveiled plans
for a proposed merger of Capstar,
Chancellor, and Jacor. Michaels told the
Journal he was approached, but said no
definite plan was presented at the time.
Ginsburg opposed such a merger because
he felt it would dilute shareholder value. The
Hicks-Ginsburg rift became apparent when a
February Hicks, Muse prospectus didn’t
include Ginsburg in its list of Hicks, Muse
managers. He resigned two months later.

} WNOR Delivers 4
The Message

Unless you are Rip Van Winkle, you
were undoubtedly aware that 45-50 million
people were affected last week when the
Galaxy |V communications satellite spun out
of control, making it virtually impossible for
people all over the country to receive pages.
WNOR/Norfolk's Tommy & Rumble invited
listeners to reach out and touch someone
with their “Human Paging System.” Listeners
were invited to call the station’s request line;
Tommy & Rumble recorded the messages;
and sidekick Fitzwell drove to the recipients’
homes or offices to play the messages in
person.

Wacko Wants To
} Whack Stern! ‘

Howard Stern and his wife, Alison,
have been the target of several death threats
from Michael Carvin, a man with a history of
threatening prominent people, including ex-
Presidents Ronald Reagan and Gerald Ford.
Carver was indicted earlier this month for
sending a series of letters to Stern’s office in
New York. Some of the letters said, “l will
absolutely, without a doubt, kill you. And this
is 100% gauranteed.” Court papers also
allege Stern received a letter containing a
fuse and flammable materials in April, with a
note reading, “You can get your head blown
off opening the mail.” Carvin is currently
being held for psychiatric evaluation.

KKDA-FM/Dallas’ “Radio Day”
celebration at Six Flags Hurricane Harbor
water park in Arlington, TX turned ugly over
the Memorial Day weekend. When park
officials stopped selling tickets due to park
overcrowding, the throng became unruly —
breaking windows, looting souvenir stores,

and even stealing cash registers — forcing
the park to close down early. Despite the
mayhem, police said they made no arrests,
and no one was injured.

} ‘Up’ To The Challenge 4

WCKG/Chicago afternoon host Steve
Dahl decided to conduct his own “scientific”
study of the new Viagra medication last
Friday. Dahl had two strippers come into the
studio before he took Viagra and noticed no
difference. One hour after taking the
medication, Dahl noted some “improvement”
in his condition.

KGBC-AM/Galveston, TX GM Tim
Kingsbury, who deserted his family 15
years ago and led them to believe he had
killed himself, was sentenced last week to
four years in prison for nonsupport and theft
of benefits his sons received. In 1983,
Kingsbury (then known as Patrick Welsh)
abandoned his wife and kids in Lancaster
OH, leaving a note saying he was going to
kill himself. Welsh’s indentity was revealed
after he was convicted of forgery in 1996 by
the Social Security Administration.

Continued on Page 24

Rumors

* Wilt WBZS/Washington be One-On-One’s next
acquisition?

» Was KPRR/EI Paso PD John Candelaria head-
ed out the door for the OM/PD gig at KYLZ/Albuquer-
que? Did Clear Channel stop him at the door, check-
book in hand, and make him an offer he couldn’t
refuse? Will he now take on responsibility for all five
Clear Channel/El Paso properties?

* Are former WBSS/Atlantic City PD Dr. Micha-
el Lynn and Jerry Clifton in the house at KHTE/
Memphis?

* Are KKPN/Houston morning drivers Hart & Cof-
fey being courted by a major CHR in the South?

A WING AND A PRAYER — Have mercy! It's the
fourth release from syndicated morning drivers
Steve & DC..featuring the duo’s greatest bits.

e e et et
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the new album

Produced by Billy Corgan. Additional Production by Flood and Brad Wood.

Management: Q Prime, inc.
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“get ‘em outta here”

(the trouble that we get into)

Now on over
50 stations!

R&R Altern.ative

36

Billboard
Rock Monitor
34*

Top Phones

XTRA 39x
KROQ 32x
KOME 28x
WHFS 24x
WAQZ 40x

Record in store Now!

Hollywood
i

RECORDS

©1998 Surfdog Records

- STREET TALK.-

Continued from Page 22

While morning man Jim Carson takes a
month-long vacation, Oldies KRTH/L.A. is
presenting a superstar lineup of fill-in jocks.
Charlie Van Dyke gets things rolling next
week, followed by L.A. market vets Tom
Murphy and Dave Diamond, then New York
icon Dan Ingram.

Chancellor Media’s New York properties

WAXQ, WBIX, WHTZ, WKTU & WLTW —
teamed up over the past month to raise
$40,000 for the T.J. Martell Foundation
through a series of live on-air auctions.
Various items were donated by Aerosmith,
Celine Dion, Melissa Etheridge, Will Smith
Calista Flockhart, and Elton John, to name a
few.

} From The Society Pages ... ‘

ST couldn’t help but notice last
Saturday’s New York Post gossip item linking
WHTZ (Z100)/NY morning personality Elliot
Siegel with Buffy The Vampire Slayer star
Sarah Michelle Gellar. The paper quoted
sources as saying the two may be “hot and
heavy”

Arbitron’s Station Information Packet is
due Monday (6/1). You'll notice the form is
now pre-printed with the current
programming information in Arbitron's
database. Stations need only confirm or
correct the information on the form before
sending it back — but the form must be sent
back, because information is not carried over
into the next survey. Beware, however,
because ST has learned that 800 stations

Rumbles

* The NAB taps Clear Channel’s Randall Mays,
Greater Media’'s Tom Milewski, Sandusky’s Norman
Rau, Bonneville’s Bruce Reese, and Emmis’ Doyle
Rose for two-year terms on its board of directors.
Reese is the only incumbent.

* KZLA/L.A. APD/MD Bill Fink will exit the Coun-
try outleton June 26.

*Former WSJZ/Boston programmer BllI
George joins Pop/Alternative KUCD/Honolulu for
similar duties.

* WDLS-FM & WSDG-FM/Wilkes-Barre-Scranton
flips to“Cat Country” WCDP & WCDT.

» WBUL/Lexington, KY PD Matt McCann exits.

» Fifteen-year WWKA/Oriando Dir/Marketing &
Promo Mike James joins KKCS-AM & FM/Colorado
Springs as PD.

» WXKT/Chattanooga Promo Dir/middayer Greg
Rabin is elevated to PD. Morning host Gary Poole
adds MD duties.

* KQKQ/Omaha PD Michael Steele segues to sis-
ter KZFX as PD. KQKQ APD/MD J.J. Morgan be-
comes interim PD and is a leading candidate to offi-
cially land the job.

» WSKZ-FM/Chattanooga personality Randy Price
joins crosstown WLMX-AM & FM as PD/MD.

* Sacramento vet Kevin Anderson joins KZZO to
co-host morning drive.

» KZZP/Phoenix nighttimer Laurie Michaels joins
crosstown KUPD for mornings with current host Dave
Pratt.

* KQIZ/Amarillo Promo Dir./PM driver Andrew
Wright is now PD at crosstown KNSY.

WWwW-americanradiohistorv:com ‘e o

R&R Gonvention
'98 Update

here are only a couple more weeks till

R&R Convention '98, June 11-13 in Los
Angeles. Plan on attending R&R Urban Edi-
tor Wait Love’s session, “Survival In Today's
Society” Join WJLB/Detroit's Verna Green
KPRT-AM & KPRS-FM/Kansas City’'s Sam
Weaver, consultants Tony Gray and Barry
Mayo, Blue Chip Broadcasting's Tony Fields,
Superadio Network’s Gary Bernstein, and
Radio One’s Steve Hegwood, who will reveal
the techniques that helped them survive and
thrive in today’s world. They'll also discuss
past accomplishments, present challenges,
and future goals.

received packets with incorrect info printed
on the form. Those stations should be on the
lookout for a new information packet
containing a green programming form with
the correct information.

} Mercury Finalists 4
Revealed

Some $225,000 in prize money will be
given out June 4 in New York to the
producers of radio’s best commercials. The
finalists in the “Radio Station Produced”
category: KUPL/Portland (which received
two nominations) and WTVK/Knoxville.

Powerball Piques 'PEK’s 4
Interest

The chance to win $195 million in the
multistate Powerball lottery last week
presented the perfect opportunity for KPEK/
Albuquerque to give listeners a swing at the
nation’s largest jackpot ever. Morning drivers
Gene & Julie put 100.3 numbered golf bails

Continued on Page 27

{
|
!
' PROMO OF THE WEEK — Time Is On Their
I Side: MCA sent out this pocket watch to get pro-

grammers “wound up” over the new release
I Downtime from Gandharvas.



www.americanradiohistory.com

KYSR~LDS !.ngﬂles
ﬂHZ Pnrﬂaad -
'3 d

tie new single from SO MUCH FOR THE AFTERGLOW approaching platlnum

The Radio Picture Is Becoming Ever-So - Glear!

R&RCHR/Pop @  R&R Pop/Alternative ®-@ R&R HotAC @-D

Modern Adult Monitor 23*-22* Adult Top 40 Monitor 33*-32*

KFMB - San Diego / 58 spins per week - Power Rotation
Callout - #5 out of 30 |
70% familiar .

WKRQ - Cincinnati / 38 spins per week
Callout - #7 out of 35
#12 with P-1's |

WXYV - Baltimore / 52 spins per week - Ranks #8
Top 15 phones and callout! !1

KAMX - Austin / 32 spins per week
#1 phones after 1 week!

On Tour With
MARCY KLLC - San Francisco / 36 spins per week L
PLAYGROUND Huge callout potential! Very familiar! Stress

Moving into Power Rotation

KALC - Denver / 37 spins per week
Early callout potential!

Produced by: A.P. Alexakis *« Mixed by: Andy Wallace * Management: Darren Lewis at Revolver hollywoodandvine.comjeverclear
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Continued from Page 24

intc a spinning clothes dryer, then pulled out
a winner and awarded 100.3 lottery tickets
to the corresponding human. The stunt
earned them local TV coverage.

CBS Talker WCKG-FM/Chicago has
unabashedly titled its new nighttime show
Sex, Sports, Rock & Roll, And Other Guy
Stuff — Radio For Men and signed on
Playboy Enterprises as the titie sponsor. The
show, which debuts Monday (6/1), will be
hosted by Pete McMurray, who shifts from
overnights after less than a month at the
station, and longtime Windy City sports
figure Harry Teinowitz. 'CKG PD Reid
Reker explained the show’s concept: “Most
guys won’t admit it, but the universal hot
topics of conversation among men consist of
four things: sex, sports, business ... and
more sex! It's going to be a fun show with no
holds barred”

»Green Bay QB Seeing Red <

An attorney hired by Green Bay Packers
quarterback Brett Favre is looking into filing a
lawsuit against KQRS/Minneapolis.
Bloomberg reports that while the Packers
were in town to play the Minnesota Vikings
last December, then-"QRS personality Lee
Mroszak ran a bit in which a station staffer
claimed to be at Favre’s hotel room. He
knocked on the door and was greeted by a
woman who claimed Favre was in the shower
... and that she wasn’t his wife. Mroszak was
fired two days later, and KQRS apologized to
Favre and his family.

Congratulations to R&R Country Editor
Lon Helton, who celebrates his 15th year
with the company this week.

Mixed Media: Y107/L.A. morning guy
Chris Hardwick is co-staring on the new
sitcom Guys Like Us, premiering on the
UPN-TV network this fall.

Country Radio Broadcasters has
announced that Bob Kingsley, Frank Page,
Lee Shannon, Paul Simpkins, and the late
Marty Sullivan will be inducted into the
Country DJ Hall Of Fame at its banquet on
June 25 in Nashville.

' PR
&R E
Tt o
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l Station Mgr. and Gary Havens as PD.

» Ken Berry named Pres. of the restructured EMI
North America Recorded Music Group.

« Bonnie Goldner goes to MCA as VP/Nat'l Promo.

« Pat Quigley appointed Exec. VP/GM of Capitol/
Nashville.

« Steve Zap zips to Red Ant Entertainment as VP/
Pop Promo.

* WBZO/Long Island GM Ron Gold adds duties for

WMJC.

» JohnWaugaman named Exec.VP/Group W Radio.

» Rona Landy elevated to WLTW/NY VP/GM.

« Leap o’ the Week: PD Carl Conner Jr. goes from
WFXA/Augusta, GA to KYOK & KMJQ/Houston.

« Ted Stecker selected PD of WNOE/New Orleans.

« Nancy Leichter lands Dir.of L.A /Sales for KLAC &

W

» Mel Karmazin elevated to Pres./CEO of Infinity
Broadcasting.

« Jacor promotes Robert Lawrence and Randy
Michaels to Exec.VP.

» John Broeske becomes KABC/L.A. PD.

« Joel Folger returns as PD of KEGL/Dallas.

« Lorrin Palagi picked as PD of WRQX/Washington.

A4

« Lorna Ozmon appointed PD of WOMC/Detroit.
« Bob Campbeli promoted toWAPE/Jacksonville VP/GM.
» Bobby Rich named Asst. PD of KFI/L.A.

N4

» Michael J. Stafford boosted to VP/Charter
Broadcasting.
* WIRE/Indianapolis appoints F. Richard Lee as

KIKF/Anaheim/Los Angeles parent

company Orange Broadcasting Corp. last
week lost its bid for an injunction against
Bonnevilie’'s KZLA/L.A. Orange, owned by
Astor Broadcast Group, accused KZLA of
engaging in unfair business practices in a
suit filed earlier this year.

ORDS

y

Send us your Street Talk! Call Frank Miniaci at
310-788-1650 or by e-mail at miniaci@rronline.com.

Jerry Blair, and WBBM/Chicago PD Todd Cavanah.

PRE-R&R CONVENTION 98 GATHERING — At a recent showcase, radio and records came together: (I-r)
Elektra Sr. VP Greg Thompson, R&R CHR Editor Tony Novia, KMEL/SF PD Joey Arbagey, Columbia Sr. VP

__________wany amoricanradiohistary com

=
x
-
-
=
x
o
[
N
=
=<C
-
N
x
[
=
(=]
=
>
[
-
x
>
=
(&)
[
-
x
x
-
]
=
(=
[
(2]
x
-
(724
(74
=
(72
Q
m
x
=
L
[
<
<L
o.
[
=
=
(=)
= =
=
=
(7]
()
=
>
[}
(=
=
=
=
x
=
(=)
=
(=
=
=
=
=
=]
(=]
=
=
o
[
=
[T8)
=
(2]
=
<L
=
o
=
L
=
oc
=
o
(&)
o.
=
(=]
N
=
=
o
N
-l
=
>
|
x
=
=
=
w

May 29, 1998 R&R® 27
S WISH KKLT CIMX KLTY WDVE KZLA WZTR KWJJ

The

THE Portable
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e Increase Remote Visihility

e Quick-Change Graphics

e Great Opportunity For
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BROADCAST
PRODUCTS

INCORPORATED

421 S. Second Street
P. O. Box 2500
Elkhart, IN 46515 USA

1-800-433-8460
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AL PETERSON

KFBK & KSTE Pack A One-Two Punch

] Formerly bitter rivals, the stations have closed ranks to dominate their demos

in the Sacramento market

A relatively new phenomenon that’s come about as a result
of the new world of consolidated radio is the marrying of former
competitors under common ownership. Today, many News/
Talkers that at one time fought bitterly against one another for
their share of the market now find themselves under one roof,
being managed by a PD who was once the “enemy.”

Nowhere is there a better
example of this than at
Chancellor Media’s market- |
leading News/Talkers,
KFBK and KSTE in Sacra-
mento. In 1994, Ken Kohl
took the programming helm
at then-fledgling Talker
KSTE. In a classic David vs.
Goliath battle, he and his
crew at Talk 650 launched a
full-scale frontal attack on
KFBK. “Our mission,” says
Kohl, “was to reposition
KFBK as a dinosaur.”

Kohl was certainly no stranger to
hard-fought radio wars, having
been the news and programming
manager for KOMO/Seattle in its
legendary struggle against KIRO
throughout most of the 1980s and
station manager of KFI/Los Ange-
les when that station first took on
the well-entrenched KABC. From
1990 to 1994, Kohl served as pres-
ident of KCI Radio Partners LP and
entered the wild and crazy world of
pre-Telecommunications Act radio
ownership.

With that new and enlightening
experience under his belt, Kohl was
lured back to broadcasting’s front
lines by Fuller-Jeffrey to serve as
OM for its upstart Talker, KSTE. In
rather quick succession, the station
was sold first to ARS, then to Chan-
cellor Media, which already owned

Ken Kohl

o the market’s heritage

" News/Talker, KFBK. Rec-
ognizing Koh!’s consider-
able News/Talk experi-
ence and doggedly com-
petitive nature, Chancellor
immediately elevated him
to OM for both KFBK
and KSTE, the position he
holds today.

As consolidation has
placed more and more pro-
grammers and managers in
the shoes that Kohl has
now worn for the past two years, [
asked him to share some of his ex-
periences so that we might all learn
how much success can be gained
from combining two formerly fierce
competitors into one big winning
operation.

R&R: Tell us a little about the
early days of the KFBK/KSTE mar-
riage.

KK: I think that in this particular
consolidation case, there was a con-
scious attempt by Chancellor to bring
KSTE into the fold rather than just
buy up another radio station. At the
time, KFBK’s in-house research had
been showing that the efforts being
made at repositioning KFBK as a di-
nosaur were starting to have some se-
rious impact. By bringing the two
stations together, KSTE was allowed
to continue to grow and develop in

the Talk arena while KFBK could re-
main relatively unchallenged in the
News arena.

That was the mission that
Chancellor handed to me: contin-
ue to grow and develop KSTE’s
talk programming while upgrad-
ing and contemporizing KFBK’s
news and talk programming. In
other words, keep them separate
and individual while moving them
down parallel paths of growth in
their respective areas of key ben-
efit to the company.

R&R: What were some of the
new challenges vou faced as you
walked into this position?

KK: Well, for openers, just 16

days after the marriage was con-

@

In the beginning we
felt that the stations,
although sharing the

same facilities, should
be totally separate.
That’s a concept
we’ve come to believe
is not necessarily the
best route to take.

27)

sumated, morning man Jeff Katz
was dismissed following some very
controversial comments he made
while broadcasting “live” from the
Republican National Convention in
San Diego. Katz had made consid-

WELCOME BACK — Sacramento’s favorite son, Rush Limbaugh, returned
to broadcast “live” from the very studios where he held his last local radio
Jjob as part of KFBK/Sacramento’s recent 75th anniversary celebration.

erable noise in the market, so his de-
parture gave us an unexpectedly big-
ger challenge in partnering KSTE

The result was that, while we were
able to move forward aggressively
right out of the box with our plans for
KFBK, the continuing development
of KSTE was slowed down for the
better part of our first year together.
Also, in the beginning we felt that the
stations, although sharing the same
facilities, should be totally separate.
That’s a concept we’ve come 1o be-
lieve is not necessarily the best route
to take, so we now have the news,
weather, and traffic operations for
both stations coming from the KFBK
newsroom. This allows both stations
to benefit from the strong “brand”
that KFBK enjoys with listeners for
those service elements. That’s a basic
change in philosophy that has been
learned over time.

R&R: Since you had spent the
better part of two years prior to the
merger attacking KFBK as the dino-
saur, I can’t imagine you got a warm
welcome from their staff when they
learned you were to be their new
programming boss. How did those
first few weeks go?

KK: Yes, KSTE and KFBK were
very much bitter rivals at the time, so
[ had no idea what to expect. And,
yes, I did have an isolated experience
when someone told me, “I don’t un-

derstand it; we bought you guys, so
why are you in charge?” But I really
believe that the vast majority of the
staff was really ready for some defin-
itive guidance and leadership — for
someone to come in and raise the bar,
so to speak. And rather than being
threatened and concerned by it, virtu-
ally to a person I was welcomed with
open arms and in the most gracious
way [ could have ever expected.

An important point here is that I
was not vague upon my arrival. l(
was made clear that [ was coming in
as an agent of change and that I ab-
solutely was going to make some
changes. The mission, as I've already
stated, was to contemporize KFBK
— primarily in the area of news,
where it already owned a strong
market position. We developed strat-
egies to, among other things, pick
up the pacing, increase story counts,
and add other packaging elements to
send the message to listeners that
KFBK was not, in fact, your grand-
father’s News/Talk station anymore.
What we now have are two stations
with products that complement one
another, yet both have their own
unique identities. KFBK is the mar-
ket’s news, traffic, and weather sta-
tion that also features Rush Lim-
baugh and Tom Sullivan, while
KSTE continues to grow its image
as a cutting-edge all-Talk station.
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R&R: Do vou target the stations
differently from a demographic
standpoint?

KK: Yes. My programming strat-
egy has always been to fish where
there are the most fish. KSTE has al-
ways been targeted slightly younger
and more female-oriented than your
typical Talk station, whereas KFBK
has a more traditional target audience
that is more male-oriented and slight-
ly older than
KSTE’s core. In m
fact, you might
find it interesting
that we’ve recently
done something on
the national sales
front where KSTE
is not paired with
KFBK. 1t’s now
paired with Chan-
cellor AC KGBY-
FM. And KFBK,
in turn, is paired
nationally with our
FM Oldies station,
KHYL. So all four
stations benefit
and gain strength
from their respec-
tive pairings.

R&R: Give us a quick rundown
of the lineups on each station as they
now stand.

KK: KFBK is the “big dog”
news, weather, and traffic leader.
We lead off weekdays with our
morning-drive news block hosted
by Dave Williams and Amy Lewis.
I’d call it very personality-driven,
very dynamic, with a lot of team
coverage, and, in my opinion, one
of the best-sounding news products
anywhere in America. That’s fol-
lowed by Rush Limbaugh from
9am until noon.

You might remember, KFBK was
the home of Rush’s last local gig be-
fore he went national. We do an ex-
panded noon news block that in-
cludes Paul Harvey, followed at 1pm
by a general-topic talk show with
Sacramento’s very popular and No.
l1-rated Tom Sullivan. At 4pm, we
come back with another personality-
driven, after-work-style news block.
Jeff Bell and Kitty O’Neal host this
three-hour program, which has a dif-
ferent pace and feeling compared to
the morning news block. Spencer
Hughes holds down 7pm to 10pm,
followed by a Rush replay from 10
until lam, Overnights are hosted by
Gil Gross. In addition, we have seen
an increasing interest in business and
financial news, and to that end we
have forged a terrific strategic alli-
ance with Bloomberg News Radio.

KSTE starts its day with an issue-
driven, right-out-of-today’s-headlines
kind of morning show hosted by Talk
veteran Paul Lyle. New arrival Mar-
ia Sanchez (from KFI/L.A.) handles
the early midday lead-in to Dr.
Laura’s show at noon. Afternoon
drive features The John And Ken
Show, evenings are hosted by Tom
Leykis, and Art Bell’s Coast-To-
Coast covers late-nights and over-
nights.

R&R: Chancellor is not neces-
sarily the company one thinks of
first in the News/Talk arena. Have
you found them to be supportive of
this format, which is, by most
broadcasters’ standards, one of the
most difficult to be successful with
and probably the most expensive to
operate?

KK: It is an absolute pleasure to
work with a top-line, product-oriented

News/Talk stations,
with all their moving
parts, so to speak,
just devour cume.
And you’ve got to
keep feeding the
beast. | firmly
believe that driving
cume is what using

TV is all about.

company like Chancellor. The compa-
ny’s successes with strategic approaches
in its markets are second to none. I can
sum it up by saying they know a good
radio station when they hear one. [ have
gotten nothing but resources and sup-
port from them. These two stations of-
fer the company a great pairing, and we
are all just knocked out by the 25-54
success they are delivering here in Sac-
ramento.

R&R: Every-
one has their own
ideas of what sort
of marketing
works best for
News/Talk sta-
tions. What mar-
keting methods
do you employ
for KFBK and
KSTE?

KK: KFBK
has been the
dominant out-
door/billboard
advertiser in the
market for the
m better part of the

' last decade. It’s

clearly served the
station well for many years. But
we’re now adding TV to our media
mix with a campaign that will rein-
force our news, weather, and traffic
image, along with Rush Limbaugh.

On the KSTE side, we’ll also do
a mix of outdoor and TV. Dr. Laura
is really the centerpiece of that sta-
tion’s marketing efforts. She is the
cume magnet. The goal for both
stations is to continue to drive the
cume. News/Talk stations, with all
their moving parts, so to speak, just
devour cume. And you’ve got to
keep feeding the beast. I firmly be-
lieve that driving cume is what us-
ing TV is all about.

R&R: Having lived through the
past two years, would you do any-
thing differently than what you've
done to date?

KK: Well, I don’t need to tell
you that consolidation didn’t come
with an operating manual for any of
us. We just had to dive in and do it.
I think we’ve all done — and are
still doing — the best we can. No,
1 can’t say 1 would've necessarily
changed anything, but for me the
biggest eye-opener has been the
whole issue of brand extension.
Other companies have done it for
years. For example there’s Coke.
Diet Coke, and Caffeine-Free Coke;
CNN, CNN Headline News, and
CNN-Sports Illustrated; you have
HBO 1, 2, and 3. etc.

T once believed that co-ownership
meant economies of scale like
sharing a business office, account-
ing departments, receptionists, and
all those things we all felt we had
learned from the early duopolies.
But now I believe what it really
means is that you must look at the
strengths of the individual parts of
your market clusters and use brand
extension to enhance your overall
position. So I don’t know that
looking back would make me
change anything I’ve done, but it
has been a great and ongoing
learning process.

R&R: How would you define
Ken Kohl, the programmer?

KK: I am and have always been
a fierce competitor. I grew up in
Rock radio and, as you know, [ was
in the thick of the KFI vs. KABC
battle in L.A. and spent eight years
fighting it out with KIRO when I

was al KOMO in Seattle. Today I
am bautling for our fair share of the
pie. We come in here every single
day maniacally focused on making
the best News/Talk radio we can do.
We work hard, we think out of the
box, we train, and we coach. And
it’s all because I believe our com-
petitor is really all 28 other radio
stations that are each vying for
what we feel is our share of the 25-
54 listenership.

R&R: What are your mission
statements for KFBK and KSTE?

KK: They’re simple, really. We
want KFBK to be the strongest,
most dominant, best-programmed
radio station in Sacramento, garner-
ing the highest share of revenue.
KSTE’s mission is to be the best-
programmed, best-sounding pure
Talk radio station anywhere in
Northern California.

R&R: As a guy who has been
around the block a few times in your
broadcast career, would you call be-
ing in News/Ialk radio in 1998 as
good as it gets?

KK: Absolutely! Every day is
different and exciting and offers up
new challenges. Sure, those early
days of free-form Rock radio were
great fun because we were all blaz-
ing new trails when FM stations
weren’t thought to be worth much

A HELPING HAND — KSTE (Talk 650)/ Sacramento morning host, Paul
Lyle, broadcasts live from the state's capitol in support of “Race for the
Cure,” a national fund-raiser for breast cancer research. Through the sta-
tion’s support, participation in the event increased by 100% over last year.

by those who owned them. No
question that those were wonderful,
developmental days. But being im-
mersed in this format for the better
part of the past 17 years has been
just great. [ never dreamed just how
exciting this industry could be.
Having KFBK receive AP’s Station
of the Year award two years in a

row and the Best of Show award at
last year’s New York International
Radio Festival, and having No. 1
12+ and No. 1 25-54 ratings is tru-
ly exciting and gratifying. And, on
top of it all, our job is to go out
there and make great radia 24 hours
a day, seven days a week! What
could be more fun?
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Rhone CGharts Elektra’s Future

Continued from Page 1

have remained flat, we’ve been
unable as an industry to increase
our margins.

“You’ll still have things like
[the soundtrack to the movie] Ti-
tanic, but those are the excep-
tions. It’s important for board-
rooms to understand these chang-
es and that it’s going to be tough.”

Don’t get Rhone wrong. She
continues to be a big believer in
the business when it comes to the
selling of recorded music. “I
don’t think record companies are
facing a new profit situation be-
cause of the cost of doing busi-
ness. It’s not so much the top line
revenue as it is the overhead, mar-
keting, and the cost of talent.
That’s where we’re getting hurt.
The top line revenue is pretty
good; we’re holding on.”

il

| approve all signings
at the company. It’s
something | like to do,
and not because |
don’t trust my A&R
people. We have one
of the best A&R teams
in the business, and |
have a tremendous
amount of respect for
them. But | want to
share in their vision
and be a part of it. If |
can do that early on,
then it makes it that
much better for the
company and the
artist.

Last year EEG turned in anoth-
er consistent showing and was
ranked the No. 6 label with a
5.6% chart share, according to
R&R’s annual year-end perfor-
mance review. In terms of for-
mats, it was the No. 3 CHR/
Rhythmic label with an 8.4%
share; No. 4 at Urban (7.1%); No.
5 at Active Rock (7.3%) and Rock
(6.4%); No. 7 at CHR/Pop (6.3%)
and Urban AC (5.0%); tied for
No. 7 at Alternative (4.7%); and
No. 9 at Country (5.2%) and
Adult Alternative (4.9%).

Rhone readily admits she in-
herited a diverse roster when she
came to Elektra, “but we worked
hard in areas where we might
have been weak. We didn’t have
viable commercial alternative
acts, so we brought them to the
label — like Third Eye Blind and

Better Than Ezra. Overall, I like
to think we brought a more com-
mercial artistic attitude to alterna-
tive music. Those — and taking
Tracy Chapman from 250,000
units to 3.5 million on her last al-
bum — are the kinds of things of
which I'm very proud.”

Hands-On A&R

Right now EEG is releasing
about 40 albums yearly; a number
that Rhone is comfortable with. “I
would almost like to put out less
if I could create the kind of ros-
ter where I had five or six four-
to-five-million-selling artists a
year. That’s something we still
don’t have and are working to de-
velop.”

Rhone remains extremely
hands-on when it comes to A&R,
even going as far as listening to
songs for new albums. “I approve
all signings at the company. It’s
something I like to do, and not
because I don’t trust my A&R
people. We have one of the best
A&R teams in the business, and
I have a tremendous amount of
respect for them. But I want to
share in their vision and be a part
of it. If I can do that early on, then
it makes it that much better for
the company and the artist.

“That’s what I love to do and
what stimulates me most. The
music has always been my driv-
ing passion. If I don’t stay close
to it, then I’ll become an admin-
istrator and a manager.”

When it comes to EEG’s roster,
over the years Rhone has fash-
ioned it to be more new-artist
based. “Just look at some of the
big rock groups. They’'re over.
We’ve always been in the busi-
ness of breaking new artists, and
I’m just hopeful that the new acts
that have become important to us
right now will be that much more
important five years from now.
That’s the bigger challenge.”

Nonetheless, like many label
chiefs, Rhone is concerned about
the creeping “here-today-gone-to-
morrow” nature of the business.
“That’s a real problem for us:
How do we sustain catalog
growth in the next 10 years when
you’re looking at a market where
you can sell three million units
and then a lot less on your next
album? There are no guarantees.”

Rhone constantly stresses mak-
ing sure all the bases are covered.
“The entire delivery system of the
company has to include every as-
pect — publicity, sales, market-
ing, and promotion. We want a
long-term plan so we don’t come
out with a spray-gun approach.

“You have to develop a core
audience for an artist, whether it’s
urban or something coming from
the street, like hip-hop, modern
rock, or AAA. Once we feel we

have attained that goal, then we
move on to the next format or lev-
el. That fan base has to feel they
have discovered something that
they can claim and own. Then it
doesn’t become hyped and dis-
posable. That’s what we did with
Tracy Chapman. We worked
‘Give Me One Reason’ for a year
before it became a Top 40 hit.”

A Multimedia Push

In order to sustain careers,
Rhone is convinced that future
superstars artists must be multi-
media friendly. Gone are the days
of one-dimensional rock, pop, or
R&B stars. “The artists who are
going to be the real superstars for
the next 10 years are going to
have to be multimedia artists; so
we are expanding our marketing
efforts to serve that purpose. We
have great synergy with Warner
Bros. studios and everything that
comes under that umbrella. And
we’re starting to work with a tal-
ent agency that represents a lot of
actors and models.”

If chosen correctly, she stress-
es, such ventures aren’t capital-
intensive. “You share in the ben-
efits as well as the costs. The
things we’ve done in the past —
like having songs on [the TV
show] Dawson’s Creek and hav-
ing En Vogue on the WB Network
— don’t cost a lot of money. They
involve marketing dollars, but
those dollars aren’t out of reach.”

Finding those new opportuni-
ties is crucial, and it fits in with
Rhone’s conviction that the old
ways of doing business are histo-
ry. “I’s a very fluid marketplace
and continues to change very
quickly. You have to adapt to that
change if you want to be in busi-
ness. Hopefully, we are ahead of
the wave, because if you aren’t,
then you can’t make a statement.”

There are so many
things that are now
coming into play when
signing new acts, and
everybody is so
desperately
competitive that we
are giving into things
we really shouldn’t.
There are acts that
have never even been
in the studio that are
demanding things that
were unthinkable
even a year ago.
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It’s not so much the top line revenue as it is
the overhead, marketing, and the cost of
talent. That's where we’re getting hurt. The top
line revenue is pretty good; we’re holding on.

Rhone On Radio

When it comes to how radio has
changed — with consolidation of
ownership, pay-for-play, and in-
creased format fragmentation —
Rhone admits she “isn’t sure” if it’s
a better or worse environment. One
thing she does believe, however, is
that it’s only going to get more dif-
ficult for independent record com-
panies.

“They are never going to be able
to compete, because they are not
going to have the dollars the majors
have. That’s the sad part when you
look to the future, because it will
cut off a lot of the discovery and the
risk-taking. Where is the kid who
can make a CD at home going to
go? That’s a scary thought in terms
of finding new music.

“Listeners are going to get tired,
and they’re going to move. So 1
hope radio gives young listeners
something interesting, because
there are going to be many more al-
ternatives than listening to radio. 1
hope radio doesn’t cut off its nose
to spite its face.”

As for pay-for-play, Rhone sim-
ply says, “I have to do business.
We’re prepared and are ready to
shift our money, but we’ll have to
wait and see. Our job is to provide
the best delivery system for the art-
ists we sign.”

A&R Costs
Through The Roof

One thing that’s very top-of-
mind for Rhone these days is the
rising cost of signing new talent.
Has the industry passed a point of
no return? Rhone admits she
doesn’t know. “There are so many
things that are now coming into
play, and everybody is so desper-
ately competitive that we are giv-
ing into things we really shouldn’t.
There are acts that have never even
been in the studio that are demand-
ing things that were unthinkable
even a year ago.

“Can the record business correct
itself like Wall Street? I hope so,
but I don’t know. If we don’t, we
are either going to need a dramatic
increase in price or we will be a
business that constantly loses mon-
ey. And nobody wants to be a part
of that. Something has to give, be-
cause it has reached a point where
every company is concermned about
their financials.”

Raising prices? “We might have
to look at it; otherwise, how are you
going to compensate for the dra-
matic increase in the cost of doing
business? No new configuration is
coming. And the benefits from
record sales on the Internet aren’t
going to mean anything for years.
Everybody is gun-shy about raising
prices, and we’re all looking at each
other, wondering who will be first.
Whoever does it first will take all
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the arrows, and then everybody will
follow and it will be okay. If you
look at the international market, the
price of a CD is much higher.

“We’re at the crossroads right
now. I run a very, very tight com-
pany financially. We make our
numbers and are over budget every
quarter, but it’s a struggle.”

As for the years ahead at EEG,
Rhone sees a strong future overseas
for her roster. “Music that tradition-
ally hasn’t traveled well outside of
the U.S., like hip-hop, is now be-
ginning to sell. We want to do a lot
of business with artists like Busta
Rhymes in every territory. And
when you look at the success of
Shania Twain, maybe country is
starting to travel like hip-hop.

“There will always be problems.
The economies are always chang-
ing and exchange rates can impact
our business. But there is a big po-
tential for our artists overseas and
for long-term careers over there.”

Gimme That Country
Side Of Life

Speaking of country, Rhone is
thrilled about the progress of her
new management team. “I feel so
good about them. Sometimes you
have to stir the pot. They have the
passion and the energy, and they
don’t come with the same baggage
that some other people in the in-
dustry who do business a certain
way do. We’re going to try any-
thing, and that’s how we are going
to win.

“When it started to leak out that
I was making the move, some of
the old guard thought it was either
stupid or a woman’s thing. But
once [Asylum/Nashville President]
Evelyn Shriver and [VP/A&R]
Susan Nadler got working, people
saw they were serious and that they
were going to be formidable com-
petitors.

“We’re going to have a Tammy
Wynette tribute album out, and
we’ve signed three new acts that are
going to be releasing records this
year. I could never get product flow
like that. Now we have the product
flow, and we can make things hap-
pen.

“There’s a great upside for us,
because we have a very mature
business in every genre except
country. We have an act that sells
at least two million albums in ev-
ery genre except country.”

And if Rhone gets that engine
going, look out $400 million.

TALK BACK TO R&R!

Do you have gquestions, comments,
or feedback regarding this column
or other issues?

Call me at (615) 244-8677 or
e-mail: swonz@aol.com
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Rammstein Shaking Up Radio With ‘Du Hast’

Just how far will an entirely German-

language, hard-rock song travel at
radio in today’s increasingly diverse
culture? That question is top-of-
mind at London, Slash, and Island,
which have teamed to release “Du
Hast,” the debut U.S. single from
the East German six-piece
Rammstein. '

“There were a lot of rock clichés in
it, but it was very subtle and sub-
lime. It went way beyond the cli-
chés.”

Convinced of the band’s poten-
tial, Briggs flew to Germany in Au-
gust and saw the band perform a
headline show in front 40,000 peo-

ple in Cologne. “I was completely

Rammstein

The cut, from the band’s second
London/Slash album, Sehnsucht (or
“Longing”™), is only now beginning
to make the crossover from night-
time to daytime airplay at some rock
stations. “Du Hast,” which one
month ago entered the Active Rock
chart at No. 48, is currently being
reported by stations including
WRCX/Chicago, WAAF/Boston,
WXTB/Tampa, WMMS/Cleve-
land, WLZR/Milwaukee, KXXR/
Minneapolis, KUPD/Phoenix,
KEGL/Dallas, KIOZ/San Diego,
KBPI/Denver, KUFO/Portland.
KSJO/San Jose, and KRXQ/Sac-
ramento.

Unlike other international rock

bands that have tailored their music
to fit American tastes, Rammstein
has remained true to its East German
heritage. As keyboardist Flake
notes in the group’s bio, “We didn’t

or punk. That’s something we could
not do at all.” The end result with
“Du Hast” is a potent cocktail of
bone-crunching guitars layered on
top of a subtle techno-dance bed.
The band has already sold around
800,000 copies of Sehnsucht in Ger-
many over the first three weeks of
release, and it’s already multiplati-
num thanks to sales from other Eu-
ropean territories.

Bob Briggs, founder of Slash
Records and VP/A&R at London,
first came across the band last year
when he saw a Rammstein video
being played at the company.

want to make American funk music.

taken aback and thought, “Wow. I
have to do this.” I remember think-
ing there’s nothing not cool about
the band.” A couple of weeks later,
he finalized the deal.

Rammstein’s first taste of
America was last October, when
London and Slash organized a
brief tour supporting KFMDM.
The group returned in April and
May as part of a promo tour for
the new single and album and
played a handful of shows in mar-
kets like Los Angeles, San Fran-
cisco, Chicago, and New York.
Briggs notes, “We were thinking
if we got 1000-1500 people to turn
out, we’'d be lucky. We ended up
doing 2500 and turning people
away. There has been a deep well
of enthusiasm about the band.”

While Briggs is obviously
aware of the uniqueness of the
group, he stresses, “This is not a
novelty band. There’s a novelty
side to it, but they aren’t a novelty.
It’s also important to understand
that they are not from West Germa-
ny. They don’t speak much En-
glish; they speak German and Rus-
sian. Their view of the world is
much darker and more poetic with
a German-Russian flavor. It’s not
a ‘Good-Time Charlie’ look at
things. That changes what your ex-
pectations of the music are.”

One fan of “Du Hast” is KEGL
PD Greg Stevens, who recently
started spinning the song in the af-
ternoons as well as evenings. “It’s

been an enormous phone record.
One or two spins was all it took.
It’s been huge with our younger lis-
teners, so we’re starting to give it
some light exposure in the after-
noons after the kids get out of
school. I expect the reaction only
to intensify.”

Stevens says he remembers see-
ing the extensive ad campaign in
R&R and thinking, “I have to hear
what it sounds like. Then I played
it for a couple of people and asked
them. ‘Am I nuts, or is something
interesting going on here?’ Every-
body agreed we should give it a try.
We’re even experimenting with an-
other track, ‘Engel,” on overnights.”

As to the song’s appeal. Stevens
observes, “It has a very intense
rhythm to it, and the heavy guitars
really drive it. But in some ways
it’s almost operatic with the tech-
no sounds. There are a lot of inter-
esting things going on at once.”
Even Stevens’ 15-year-old son is a
fan who says the song “kicks ass.”

In working the record at radio,
London has enlisted the services of
sister label Island Records. Island
VP/Rock Promotion Barry Lyons
first heard “Du Hast” while on hold
on a call with indie promoter Bill
McGathy. “That’s when I had to
get of copy of it myself.”

Lyons, who arrived at Island on
March 1, says things were already
taking off with the song at that
time. Alternative WXRK/New
York was one of the first stations
to tell him about the strong reac-
tion the record was eliciting. Ly-
ons next met with the folks at Ac-
tive Rocker WRCX, who also re-
ported strong phones at night.
Sales in both markets also took off
on limited, nighttime play. “Once
Chicago got into it, we had the am-
munition to go other places,” re-
calls Lyons. “We could prove that
this clearly wasn’t a novelty, be-
cause novelties don’t sell albums.”

With those stations on board, Is-
land was able to spread it to Mil-
waukee, Sacramento, and other
markets. The company then set its
sights on some smaller markets.
“That was the next battle,” says Ly-
ons, “convincing small and medi-
um markets that this wasn’t just a
big-city thing. Now we have peo-
ple in Spokane, Des Moines, and
Champaign playing the song, and
it’s reacting and selling.”

Lyons isn’t too surprised about
how well the song is doing. “My
theory is that we’re sort of at the
end of a music cycle that began
with Nirvana and Pearl Jam. A
common lament from programmers
is that we need something new; that
we’re close to the bottom of the
well. I’m certainly not going to po-
sition Rammstein as the next big
thing, but people are looking for
something exciting and different.
and this fits the bill.”
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... . SupportActs

Pearl Jam has tapped influential Los Angeles punk
band X, former Pixies
frontman Frank Black,
lggy Pop, Mudhoney,
and Cheap Trick as
support acts for its ea-
gerly awaited summer
tour of North America.
Also slated to open a
handful of dates are
Spacehog, Goodness,
and the Murder City Devils. Pearl Jam’s tour kicks
off on June 20 in Missoula, MT and tentatively con-
cludes on September 18 in Columbia, MD. So far
43 dates have been scheduled.

In other tour news, Epic ska band Save Fer-
ris has joined the Warped Tour ... Capitol sing-
er/songwriter Jeb Loy Nichols embarks on a
national club tour on June 33 in Portland
Columbia alt-rockers Stabbing Westward
have canceled performances from May 21-June
12 due to drummer Andy Kubiszewski fractur-
ing his collarbone in a rollerblading accident ...
Noted goth band Bauhaus will re-form for a
pair of Los Angeles performances in July. No
word yet on if a new album will result from the
reunion.

New Rancid Set On Juiie 30

o

On the new album front, noted punk/ska outfit
Rancid has set June 30 as the release date for its
new 22-song album, Life Won’t Wait. It's the band’s
fourth album and first in three years. E-zine Ad-
dicted To Noise reports the atbum features a bit of
Motown, Stax horns, harmonicas, and organs ...
In other album-release news, hip-hop stars Keith
Murray, Redman, and Erick Sermon will team up
again as Def Squad. The trio, which had a hit
single covering the Sugar Hill Gang’s groundbreak-
ing song “Rapper’s Delight,” will bow a full-length
disc on June 30 on Def Jam. Look for the trio to
tour this summer with DMX and Onyx ... Nathing’s
official yet, but word from the Mighty Mighty Boss-
tones camp is that a live album is in the warks. A
September release could be in the offing. Speak-
ing of unconfirmed live discs, one may be released
by Aerosmith. No word on when that project might
come to fruition

;" ‘Beasties Bow ﬁd;gsmﬂn Net

The Beastie Boys are giving Internet surfers
a sample of music from their new album, Hello
Nasty, at grandroyal.com every Monday and
Thursday. The album is slated for a June r@:lease
.. R.E.M. has made available to the magazine
Oxford American the song “Why Not Smile” The
track, the first from the now Bill Berry-less band,
is inciuded on the magazine’s compilation CD
covering 50 years of Southern music and hits
retail on June 5 ... Mercury has signed Nash-
ville-based alterna-pop band the Evinrudes.
“Drive Me Home” will be the first single from the
band’s new self-titled album due in August. “Drive
Me Home” has received significant airplay at Al-
ternative WKDF/Nashville and Adult Alternative
WHLT/Nashville ... Avon Products has Signed
on to be an associate sponsor for Celine Dion’s
forthcoming tour, which begins on August 21. It's
Avon’s first concert sponsorship

~ Pearl Jam Announce
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t's the tenor of the times: Consolidation frenzy.
Downsizing. Rap and hip-hop vs. old school.

- Decreasing minority ownership.Work force di-
versity. Fair share of ad dollars. Pay-for-play.

These and other issues share center stage as the
Urban radio and music industries begin tuning up
for the coming millennium. But when all is said and
done, the bottom line boils down to one thing both
sides have always done well: mastering the mix.

This year’s annual salute to Black Music Month
celebrates Urban radio’s ongoing strength and popu-
larity; its ability to soldier on despite unfounded
assumptions and still attract sizable audiences while
clocking major-market ratings success. In this post-
Telecom climate, ending such longstanding inequi-
ties as securing comparable advertising dollars and
ensuring work force diversity must take on a re-
newed urgency. And never more so than in the last
few months, when two separate incidents literally
rocked the Urban radio industry:

® The federal appeals court’s April declaration

that the FCC'’s EEO regulations are unconstitutional

m‘ag‘sfe ‘g 78

May 291s0e ReR © 33

»

(which the FCC is appealing)

® The 12-page Katz Radio/Amcast memo dis-
suading advertisers from buying airtime on Ur-
ban and Hispanic stations. Katz has since issued
a national apology and is introducing a company-
wide diversity training program, among other
measures.

On the following pages, leading radio executives
and broadcast industry observers discuss the im-
pact of these and other issues and then assess where
we go from here. Among those featured: FCC
Chairman William Kennard, Chancellor’s Charles
Warfield, Capstar’s Steven Hicks,Radio One’s Cathy
Hughes, and Clear Channel’s Earnest James.

Let’s not forget one of Urban radio’s strong suits:
its music. And there’s no better representative than
Kenneth “Babyface” Edmonds. The urban/pop mu-
sic master and his wife/business partner Tracey chat
about their iatest ventures and their commitment

to family.

AL omaoricanradighicton, com

Also in the spotlight: hip-hop. Major players on
that popular front mix it up inside, including Montell
Jordan, Missy Elliott, Busta Rhymes, Queen Pen,and
Yo-Yo.We also talk to top stations programming
hip-hop in New York, Los Angeles, San Francisco,
Atlanta, and Norfolk; and record execs at labels
that lie at the top of the hip-hop heap.

Meanwhile, scattered throughout the special are
our Demo Dilemma boxes, in which leading urban
record executives tackle the young vs.old quandry.

Last year at this time, the Urban radio arid record
industries were standing at the
crossroads. Now they are march-
ing — not easing — on down the
road to guarantee that the Urban
format grows as large as we all

know it can be.

—Walt Love
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... And Justice For All

In the wake of a recent court ruling, the battle for diversity heats up

‘urban

decried the diminishing numbers of ownership opportunities for minorjties and fe-

ance the enactment of the Telecom Act two years ago, many industry observers have

males.

In another blow, a federal appeals court
ruled in April that the FCC’s EEO regula-
tions — aimed at increasing racial diversity
— are unconstitutional. Similar FCC poli-
cies concerning the hiring of female employ-
ees were not addressed.

The court’s declaration followed a suit
brought by the Lutheran Church-Missouri
Synod regarding two noncommercial sta-
tions the church operates in Clayton, MO.
The group was appealing an earlier FCC
ruling that it had violated EEO regulations
by not making more concerted efforts to
recruit minorities. While the commission
reviews its appeal options, broadcast attor-
neys say any bottom-line effect on minority
hiring won’t be felt immediately. But if the
ruling stands, they say it could lead to fewer
minorities being employed. And it could,
down the road, bring the FCC’s female-
employment rules under attack.

According to FCC statistics, 19.9% of all
full-time radio and television employees are
minorities. Only 9.1% were minorities in
1971, three years after the equal opportu-
nity policies were adopted.

Since the April ruling, several broadcast-
ing groups have publicly stated the court’s
finding will have no effect on their hiring
policies now or in the future. Some, in fact,
have said they're going to double their ef-

Is your label taking its music in
a younger or older direction?

“We understand the need to
reach hoth the 18-24 and 25-54
consumers. Obviously, hoth are
essential for our success.
However, our research shows our
future relies on reaching the
younger demo. The reason: the
need to sell a larger number of
records. In America, the younger
consumer buys more music
weekly.

“Today and in the future,
multiplatinum sales are the
criteria for success in the music
business, primarily because of

the escalating cost
of marketing,
promotion,
~“ advertising, and

~ publicity. Having a

. diversified roster
helps us stay
competitive, but
the overall
numbers are very
important!”

— Maurice Warfield
National Director/Urban AC &
NAC, Epic

forts to ensure racial diversity in the work
force and in the ownership ranks.

On the following pages, the chairman of
the FCC and a cross-section of radio éx-
ecutives share their thoughts on the issue.

Despite the panel’s April ruling, FCC
Chairman Kennard told R&R,*I fully believe
that the rules are legal and constitutional.
Ultimately, an appellate court will have to
decide that.For the time being, the rules have
not been stayed, and they are still in effect”

Kennard was the force at the FCC who
decided to file the official commission ap-
peal of the ruling. His argument is built on
30 years of accepted law, data showing posi-
tive results and, in the end, a gut feeling that
it's the right thing.

“These rules have been in effect for 30
years, and everybody in the broadcast in-
dustry knows they’ve made a positive dif-
ference,” Kennard said emphatically. “it’s
important that we move ahead and continue
the progress that this industry has been
making. That’s why | think the rules are im-
portant.”

He knows not everybody agrees with
him, though, and that he’s got his job cut
out for him,“The best way to convince
people is to talk about how the rules have
worked not only for
the minorities and
women who have
been given opportuni-
ties, but also for the
broadcast business it-
self” Kennard said.
“Since this decision
came out,a number of
broadcasters have
called me and said,
‘We're not watching
what this court is go-
ing to do, because we are going to do this
anyway because it is good business It’s good
community relations. |t's good for employee
morale. Employees can see that they are
reaching out to find the talentin their com-
munities of whatever color and gender. It
tells employees in their company that they
are going to be treated fairly and that it is
an organization that values talent of what-
ever color. If there is one thing that has made
broadcasting a vibrant industry — the ra-
dio industry in particular — it is that it's
competitive; and in order to remain com-
petitive and successful, you've got to be on
the ground, you've got to know what lis-
teners want. And there is no better way to
do that than to make sure you are repre-
sentative of your community.”

Kennard said living proof that EEO has
been effective comes straight from those in
the business. “The other thing that has been
interesting in the wake of this case is thata
number of people in the industry have kind
of taken me aside and said, “You know, but
for those rules, | wouldn’t have had the op-

These rules have been
effect for 30 years,
and everybody in the
broadcast industry
knows they've made a
positive difference.

—William Kennard
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portunity that | had. Very successful people
— on-air people, managers, salespeople:
They know the rules have caused their sta-
tions to reach out:and find their talents.

“The good thing about the FCC's rules
is that they are not quotas, they are not
set-asides, and they are not the heavy hand
of government telling you who you can and
cannot hire.They're just very simply saying,
‘If you have a job opening, make sure you
don’t rely on the old-boy network. Look
beyond that and try to find talent wherever
it is. Reach out’”

Even before the court in Washington
announced its surprise decision, Kennard
had told broadcasters that their business
“needs to better reflect the mosaic of our
country” He explained to R&R that the ap-
peal was spawned by his concern “that
we've seen a decrease in the number of
minority-owned radio stations in the past
few years. | think it's a function of the con-
solidation in the industry, and | think all of
us share the goal that broadcasting should
be an industry in which there are opportu-
nities for all people — not just minorities,
but for small businesses as well. ] think the
industry loses something when it consoli-
dates and some of the smaller, indepen-
dent voices fall by the wayside.”

Kennard said he wants to work with'the
industry and “continue to create ways for
people to become broadcasters” He said
there are a number of ways to do it,includ-
ing incubator program. But he appears to
be even more in favor
of “private training
and mentoring initia-
tives where successful
broadcasters make a
point of reaching out
and finding other folks
they can teach the
ropes to and bring
along. And don't limit
yourself to people
who look just like
you.”

And it doesn’t stop there.Since the court
decision, he'’s heard a number of ideas that
have energized him in his effort to make
this appeal work, including private initiatives
to create venture capital funds for small and
minority businesses to get the capital they
need to get into the marketplace.

“As we move into the future, which is
really the future of a more consolidated
marketplace, we've got to have solutions
that deal with the realities of that market-
place,” Kennard said. “We know that it’s
very difficult today to finance a stand-alone
station in virtually any market because we're
living an era of multiple owners. We've got
to give new entrants the tools to compete,
which means we have to find ways to cre-
ate opportunities for people to compete in
a more consolidated environment. In a
word, that means financing for more than
one station buy. So I'm interested in some
of the funding initiatives that have been
talked about where they are looking at fund-
ing multiple stations. People have asked for
ways they can structure transactions con-
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sistent with our rules or asked for rule
waivers to make this happen,and I'm more
than happy to talk to people who have cre-
ative ideas on how to create opportunity
in this environment.”

One of the biggest complaints from the
industry about the FCC’s EEO rules has not
been about the rules themzselves, but about
the paperwork involved in reporting a
station’s or a group's recruitment activity.
Asked if he intends to lezd the charge for
paperwork reduction, the chairman, who
has been a critic of the requirements him-
self, didn’t miss a beat, *

“Yes, absolutely. I think that the rules
need to be streamlined to really hcne in on
effective recruitment. The xroblem with the
rules,in my view, is that thev've created too

Continued on Page 37
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much of a paper chase. I’'m looking for en-
couraging, meaningful outreach éfforts.We
All know that when you go to fill a key posiz
tion in yout organizdtion, the fifst thing you
hink abost is pot sgnding a ‘hundred let-
}ers to orgarfizations that may or may not
7 be equipped to send you the right people.
What I'm.interested in doibg is focuging on
things that work. State associations, for
example, have some real interesting employ-
ment clearinghouse ideas where they will
pool the resources of stations in a given state
and collect the resumes of talented people
in that area and then share those resumes
with broadcasters in the state.That is a way
of eliminating all the paperwork and all the
documentation, but coming up with a very
effective outreach program.

The FCC has an open docket to stream-
line and improve the EEO rules that will be
addressed shortly. Said Kennard,“That’s one
of the proceedings I'm kind of excited about,
because | think we can really make this a
win-win — not only for broadcasters, but
for the minority community as well”

Warfield

Warfield is GM of WDAS-AM & FM/
Philadelphia and Sr.VP/Urban Regional Op-
erations for Chancellor Media Corp.

R&R: Discuss the negative and positive
effects consolidation has had on Urban radio
over the last two years.

CW: | look at the lack of participation
by African Americans in the consolidation
process in an ownership capacity as a big
negative. From a positive perspective, con-
solidation gives the format an opportunity
to continue to grow and potentially make a
bigger impact with the advertising commu-
nity, which will allow us to better serve the
communities we're a part of.

s your labéel taking its music in
a younger or older direction?

“We, as executives of urban
music departments, should famil-
iarize ourselves with the history of
black music. Only then can we
determine the direction in which
we’re headed. The future of black
music is nltimately our future —
the kids, the 25-and-under demo-

graphic. They’re the
ones who hear it on
the radio, hear the
hype, and go out and
buy the records.
They’re our higgest
consumers, so we’re
heading for that
audience, that
direction.”

— Howard Geiger
VP/Promotion, Interscope

R&R: How have you adapted your man-
agement style to accommodate tne responsi-
bilities that you now have for sever}ﬂ stations?

CW:Time management becomes an is-
sue. | am more cognizant of how | utilize
my time. | am becoming even ;hore depen-
dent upon individuals who work with an
for me to carry a bigger responsibility.{ try
not to micromanagé‘%any of the-situations
— not even at WDAS, where | manage day-
in and day-out. | really believe that if you
hire the right people and you have the right
people working for you, the only way you're
going to do your job in this world of con-
solidation is to allow them to do theirs. So,
there's more input provided by more
people, which allows us to get places faster.

R&R: Do you think the recent court ruling
stating that the FCC/EEO rules are unconstitu-
tional will affect your company’s hiring poli-
cies?

CW: | would like to believe that people
are going to make decisions that are in the
best interest of the company and the prop-
erties that they own.| don’t see it having an
effect one way or the other. | think it's de-
pendent upon people like myself and the
GMs of our Urban properties to make the
company responsive to our involvement in
this process. It’s obvious that the FCC is
not willing and has not taken steps to in-
volve minorities in terms of ownership. |
think the communities we serve and those
of us who are African American who are
involved in these companies have to hold
them accountable to do the right thing.

R&R: How do you handle people’s fears
that they may be squeezed out of a job at your
company?

CW: | believe — and this is a statement
from my pastor in Brooklyn, Johnny Ray
Youngblood of Saint Paul Community Bap-
tist Church — that
“straight talk makes
for straight under-
standing.” | want
people to address
their career concerns
directly, whether it’s
from a selfish per-
spective in terms of
their job and imme-
diate prospects or
what the opportuni-
ties are within the
company down the
road in terms of fu-
ture job opportuni-
ties. | try to keep my door open to ad-
dress this as directly as | can. Each situa-
tion is different. | don’t have all of the an-
swers,but | at least want the people | work
with to feel that they have access and, hope-
fully, | can provide them with some sense of
what they need to do to continue to be a
part of this industry.

R&R: What steps can be taken to increase
minority ownership, and can minority owner-
ship withstand the competition it faces from
major broadcasting groups?

CW: Let me take that from the back
end. | think minority broadcasters can cer-
tainly stand up to the competition. VWe've
always had to excel in order to be a part of
this.The owners have had to work hard at
it. It’s not just a matter of legislation that’s
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It's not just a matter of
legisliation that's going
to make it possible for
minorities to participate
in this industry; it has
to come along with
some financial support.
— Charles Warfield
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going to make it possible for mingfities to”
participate in this industry; it h4s to come
along with some financial support. | think
that’s \y%at’s been missing irf the pastThere
needs to be some financial commitment
made in order for there to be tfue com-
petitive participation/If you givé minority
Broadcasters the tools they need, such as
capital, thé creativity will be siifficient,for
them to survive. Bt it's not just about syr
vivalin our business, it’s about growing.This
is aWall Street busjness that we're fh today,
and for there to bé meaningful participa-
tion by minorities, they have to be able to
participate at those levels.

Hicks is President/CEO of Capstar
Broadcasting Partners.VWWhen Capstar closes
on its purchase of the SFX radio group
(scheduled for May 29), it will own a little
over 300 stations. Capstar also recently an-
nounced plans to take itself public.

R&R: What effect will the recent federal
court ruling declaring EEO rules unconstitu-
tional have on minority ownership?

SH: It could be a negative.VWhat we told
Chairman Kennard of the FCC is that we plan
to continue our EEO policy as if nothing has
changed.We're implementing it in the same
manner we always have. And | hope other
broadcasters will follow that example. | know
that some have already said they would. I've
read that Cox is.We think if we do it on a
voluntary basis, it can be just as effective. The
industry is only going to be as good as the
players in the industry are,and we hope the
quality of the people now involved in the ra-
dio industry will make sure that we work on
this without it being a problem.

R&R: Did you think the minority tax cer-
tificate was an effective program?

SH: | thought
minority tax certifi-
cates had a very
positive effect They
did help increase
the number of mi-
nority owners sig-
nificantly. 1 think
there were some
abuses of that, but
it's our hope the
minority tax certifi-
cate program will
be reinstalled, clos-
ing some loopholes
so there wouldn't
be those kinds of problems again. On
spinoffs, we give preference to minorities.

R&R: What other steps can be taken to
increase minority ownership?

SH: For one thing, it has decreased fairly
dramatically — a whole percentage point.
And as I've said to Chairman Kennard, it
wasn’t as if these minority owners were
forced from the industry. What happened
is that, because of skyrocketing station
prices, a large number of minority — as
well as.ponminority — individual owners
have taken this opportunity, with these price
levels, to exit the industry. It’s not like the
1% of minority owners who went away were
forced out in bankruptcy. Most of them re-
ceived very nice returns on their investment
and profit from that.
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What we toid gh'airnian
Kennard of the FCC is
that we plan to con-
tinue our EEO policy as
if nothing has
changed. We're implig-
menting it in the same
manner we always
have.

— Steven Hicks

But that said — that’s some background
— what we need to do is come up with a
plan for how to reinstitute incentives to in-
crease the minority presence across the
board. | think are a number of initiatives
that can be done. We're working on sev-
eral and having discussions with the FCC
about what we can do as a company to help
with that process.VWe think we have a plan
that will be very effective. It’s a little early
to release the details of it We're dcing it on
a voluntary basis and making a substantial
investment to ensure that minority owner-
ship increases. | think within the next 90
days we'll be able to reveal some ¢letails.

R&R: So there is still room for minority
entrepreneurs to gain a foothold in the radio
industry?

SH: Yes.What we're trying to do is ex-
plore setting up a minority-owned company
whose mission would be to find high-quality
minority broadcasters We would back them
in that.

R&R: Where do you hope to see minority
ownership in the next three to five yrars?

SH: | think we can increase the num-
bers substantially. My hope is that we not
only return it to the numbers that were
there two years ago, but that we can actu-
ally show a positive increase from where
that was. | don’t want to predict any num-
bers, but | could see a scenario where we
could have 4% to 5% minority ownership in
radio by that time.

Another thing we have done is add a di-
rector to our company, Antoinette Cook-
Bush. She’s a black female who has been
very involved with Chairman Kennard on
this issue.We feel that her presence on our
board will really assure that we're going to
be on the leading edge of doing these kinds
of projects.

W

Hughes

Cathy Hughes has set a goal for Radio
One Inc.,the Urban radio group she chairs.
Within five years, Hughes wants the 14-
station company to expand to a payroll of
more than 1000, and the majority of the
staff should be minorities and women. How
does she plan to do this? Well, she feels
it's pretty simple.

“By acquiring more facilities and creat-
ing more job opportunities,” Hughes said,
matter-of-factly. “This whole concept syn=
ergies,| don’t understand.I've never seen it
work. Because, in my opinion, maore facili-
ties should be synonymous with more job

Continued on Page 38
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opportunities, not fewer. The whole thing
that bothers me about syndication is that
you take one morning show and put it on

300 radio stations.Would it not be better

to have 300 competent broadcasters hav-
ing an opportunity to be market-specific?
Because, to me, radio
is very much like poli-
tics;it's local.”

Hughes was a
single mother when
she boughtWOL-AM/
Washington in a dis-
tress sale. After bat-
tling her bankers, she
quickly dumped the
soul music format for
talk, news, and infor-
mation aimed at the black community. After
a long struggle that included spending nights
in a sleeping bag in her office, cooking on 2
hot plate in the station’s makeshift kitchen,
and showering at a friend'’s place, Hughes
began building her own universe. Her
struggle is unigue. So much so that Bill
Kennard, her lawyer in those tough early
days, chronicled her story in April during his
first address as FCC chairman to the NAB
Convention .in Las Vegas. He called on broad-
casters to look for ways to increase diver-
sity to the industry and asked the crowd for
“creative ideas to foster opportunities in
broadcast ownership,employment,and train-
ing for minorities and women.”

Hughes acknowledged that she was tick-
led that the chairman had detailed her story.
She told R&R that more needs to be done
to encourage the industry to expand its di-

DEMO
DILEM

Is your 1abéel taking its music in
a younger or older direction?

“We’re taking it in the direction
of releasing good music. We have
artists who are musicians; we
have artists whose music has
depth. We’re trying to develop
career artists, and most of those
artists would appeal to that upper
demo. We’ve acquired Geffen’s
hip-hop roster, which goes to the
younger end, but | think what
companies are doing now is trying

“# to find career
+  artists like Aaron
Hall, Rahsaan
- Patterson, and
Maxwell. Life is a
circle, and in that
~ circle we’re moving
. back around to the
ﬁ true singers, bands,
y and musicians.”

— Ken James
National Director/R&B Promotion,
MCA

Look — even with EEO
— at how slow the
progress has been for
women, particularly
women of color.

— Cathy Hughes

versity goals, claiming that she’s disappointed
by what she’s seen to dare.
“On this whole EEQ issue, I've thought

a lot about it,” she said.*When | first came

into the industry as a general manager, |
was really naive and thought there was go-
ing to be at least a representative number
of women general managers. Look — even
with EEO — at how
slow the progress has
been for-women, par-
ticularly women of
color. | doubt if there
is one black woman in
the entire country
who manages a con-
glomerate radio sta-
tion — a Capstar, a
Jacor — except for
Verna Green [CBS’
WILB and WMXD/Detroit]. Verna, and
that’s itVerna Green has an established track
record that people know about, yet you
meet white males every day of the week
who seem to come across the horizon into
these positions of power. And now, with-
out EEQ, where will these women get an
opportunity?”

For some time now, there’s been an in-
dustry rumble about big groups starting
programs to create opportunity for those
who previously have been left on
broadcasting’s sidelines. Will these programs
help level the playing field?

Hughes, who admits to being“jaded and
in Washington a little bit too long,” already
has her doubts about such reports.

“My question is, where are they and
when do they start! My response is right
on, thank God,but when? When and where
do we do it!”

> aAFNe: ’ :
ames
James is VP, GM, and Market Manager
for Clear Channel Radio of New Orleans,
which includes WNOE (Country), WYLD-
FM (UAC), WYLD-AM (Gospel), WQUE
(Urban), KUMX (Pop),WODT (Blues), and
KKND (Rock/Alternative). He has been in
the industry since 1967, and has been run-

ning stations in New Orleans since Dec.
1994.

R&R: Discuss the negative and positive
effects consolidation has had on Urban radio
over the last two years.

EJ: Over the last two years, the radio
stations that | have been associated with
here are strong and have continued to be
very strong. I've been associated with these
stations since 1994, first in a joint sales
agreement, and then as manager of the en-
tire operation.The consolidation of the last
couple of years hasn’t had any effect on
these stations because we had been oper-
ating basically as an LMA since 1994. We
were already together. My personal expe-
rience has been that we have maintained
the status quo.

What I've seen changing in the landscape
is that there is less black ownership, and
that means less say over the communica-
tions opportunities in the marketplace.
Consolidation has not only meant less black
ownership,it's meant less ownership,period,
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and less diversity of ownership.The negative
of that is that this was a small business that
allowed a number of people (black, white,
male,and female) to be mom-and-pop shops
and have their own little business similar to
a corner grocery store.The positive, from a
broadcast and radio perspective, is that by
consolidating,operations, you have a greater
opportunity to serve the advertising cam-
munity and hopefully get a larger share of
the advertising pie. [ believe that radio,as a
miedium, does a great job in satisfying the
expectations of advertisers by delivering cus-
tomers to their doors. In fact, | believe that
radio is probably the most proactive medium
that you can have. We get to people when
they are most likely to make a decision, and
once they have made a decision, we help to
influence where they make their purchase
decision. Consolidation gives us the oppor-
tunity to better compete with television and
newspaper and even outdoor. So, from that
perspective, it’s been good.

R&R: How have you adapted your man-
agement style to accommodate the responsi-
bilities you have for several stations?

E): One of the things that always accom-
panies more responsibilities is less hands-
on in the day-to-day. It requires that you
develop very good systems and have very
good people. For me, I've always believed
in having good people,and what I've had to
do is to develop better systems. Four of my
radio stations were already in oné building,
so that was good.The other three were in
three different buildings,.and that was bad.

And they were doing things three different. .

ways.| had to put systems in place that were
complementary so that we didn’t duplicate
our efforts and so that we did the same thing
the same way. In other words, sales orders
became orders not only for the three sta-
tions, but orders that
would work for all
seven stations. We re-
identified things like
advertising numbers so
that one advertising
number was the same
for all the stations in-
stead of different for
each. Those are just
two simple things we
did in terms of creat-
ing a system that helped
us to manage all of the
stations. | eliminated unnecessary duplica-
tion of effort and tried to create vicinities
that allowed us to benefit from the power
of having seven stations that deliver more
people than probably any other medium in
the marketplace.

R&R: Do you think the recent court ruling
stating that the FCC/EEQ rules are unconstitu-
tional will affect your company’s hiring policies?

E): The company has taken the position
that we're going to continue to do exactly
what we've been doing: trying to provide
opportunities for the best qualified people
regardless of race, color, creed, gender —
the whole nine.We will continue to do ev-
erything we can to provide opportunities
for people who can help us be most profit-
able.

R&R: How do you handle people’s fears
that they may be squeezed out of a job at your
company?

E): The consolidation of these stations
has not eliminated a lot of jobs. As a mat-

Consolidation has not
only meant less black
ownership, it's meant
less ownership, period,
and less diversity
of ownership.

— Earnest James

ter of fact, we have more salespeople.We
have looked at how we needed to oper-
ate, and | have personally assured the
peoplée who are doing their jobs well that
they will have a job.We have modified re-
sponsibilities in-house to accommodate the
new challenges.There have been a couple
of instancey where people have left the
company and we've had to consolidate
those duties left vacant. But we have not
had to eliminate any people. The people
we have eliminated have been people who
were not performing whatever tasks they
were hired to perform.

R&R: What steps can be taken to increase
minority ownership, and can minority owner-
ship withstand the competition it faces from
major broadcasting groups?

E): | believe that minorities, specifically
African Americans, should be on the own-
ership end of the broadcast industry. There
are a number of different ways you can get
into it: 1) buy stock in the companies that
currently exist; 2) develop your own com-
pany and joint ventures.That is how | think
we should handie it. Do | believe it's harder
to be competitive with the larger groups!?
Absolutely! No matter what color you are,
it is more_difficult now to go up against the
Clear Channels and the Hicks, Muses and
the CBS's. They have access to megabucks.

It's based on demonstrated positive finan-

cial performance. None of those compa-
nies are fly-by-night operators. They are
anchored by people who are great money
managers, people who have demonstrated
a successful ability to turn investments into
profit for the shareholders.

Do [ think minorities can do that? | be-
lieve we can, but the barrier to entry is
greater, because you need more money to
get into it.You need to stake out market-
places where you can
buy three, four, five,
or more stations if
you are trying to
build a company to
compete. Those op-
portunities exist.
They are harder to
find now, but | see
new companies do-
ing it. If African-
American broadcast-
ers and/or money
managers and/or in-
vestors choose to get into the business, we
need to look at economies of scale. We
need to look at opportunities to getinona
level that will make us competitive, and |
believe it can be done.

African Americans have a lot of money,
but we choose to do other things with our
money. | tried to own a radio company be-
fore, and it was very difficult. | wasn’t able
to generate all the money | needed to pur-
chase the kind of radio stations that would
allow me to continue to be competitive and
grow and be in this marketplace. Now I'm
working for a company,and | enjoy the work
| do,| enjoy the way | am compensated, and
| own stock in the company. The opportu-
nity to do what | am doing is exciting enough

to start another company:The people who
want to own companies 'and who have
dreams of starting companies are generally
the ones who are least prepared financially
to do it. '
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Babyface: Still In The Game

The hit songwriter/producer helms
‘a multimedia career, but family is always numbeyr one

H / “Ra )
; hat more can be said or written about Kenneth “Babyface” %dmonds.’
The master tunesmith has already been hailed as a musical genius whose

love< and romanceé-laced compositions constitute their.own chapter in

the history of urban and pop musit.

Along the way, the Los Angeles-based
artist — who bills himself as a songwriter
first and a producer second — has racked
up an array of accolades: 12 Grammy
nominations in 1996 (tying a record set
by Michael Jackson !4 years previous),
three consecutive Grammy wins (for!1995,
1996, and 1997) as Producer of the Year
(a Grammy first), and a 1994 Grammy as
a solo artist (Best Male R&B Vocal Perfor-
mance for “When Can | See You”).

These and other honors bear witness
to Babyface’s diverse musical influence.
The roster of artists he’s worked with
reads like an industry who’s who: Eric
Clapton, Boyz Il Men, Madonna, Whitney
Houston, Celine Dion, Mariah Carey, Toni
Braxton, Aretha Franklin, Stevie VWonder
... and the list goes on. He produced the
critically acclaimed, multiplatinum Waiting
To Exhale soundtrack, writing all but one
of the 16 featured songs and spinning off
several No. | Urban and Pop hits. He fol-
lowed that success with the multiplatinum
Soul Food, the soundtrack for the success-
ful movie of the same name — which was
the first film produced by his wife Tracey’s
Edmonds Entertainment.

And as if that weren't enough, the co-
founder/co-owner of Arista subsidiary
LaFace Records still finds time to serve as
national spokesperson for the DC-based
Boarder Baby Project. This charitable or-
ganization provides transitional housing for
babies abandoned at birth by their moth-
ers, and that’'s no doubt a mission close
to Babyface’s heart now that he’s the fa-

Is your label taking its music in
a younger or older direction?

“The direction we’re taking is
neither younger nor older; it’s all-
encompassing and competitive.
We have hits that come from Patti
LaBelle, Regina Belle, and B.B.
King, as well as from K-Ci and

JoJo, Mary J. Blige,
and Immature. We
also have new rap
talent — the Roots
and Flip Squad All-
Stars, to name a
few. Our policy is
not to rely on hits
from some demos,
but from a/l demos.”

— Benny Pough,
VP/Promotion, MCA

ther of a young son, Brandon.

Despite the success he’s enjoyed thus
far, Babyface is just getting started. In the
following interview with Ur-
ban Editor Walt Love, he dis-
cusses his musical influences,
what’s coming next, balanc-
ing family and a multimedia
career, and the state of ur-
ban music in the next five
years.

RR: Who are your musical
influences?

BF: Stevie Wonder, the
Beatles, Jackson Five, Aretha
Franklin, Temptations ... ev-
erybody good.| was probably
more into the Temptations
and Stevie in my earlier years.
Then | started getting into
Cameo — my tastes got a
little funkier.

RR: When did you know you
made the right decision to pur-
sue music as a career?

BF: That’s kind of a hard
question, because it's who |
am. It’s like | had no choice.
It's what | always did. The
only other thing | could've
possibly done was be a coun-
selor. | like working with kids.
| used to be a camp counse-
lor; so | probably would've
gone into that field.

You have to pay your
dues, and there were several
times throughout my career
when | wondered if this was
going to happen. But never did | think,“l
should’'ve done this instead.” For me, mu-
sic was do or die.Years later | can stand
here and say,“Yeah, this was the right de-
cision,” but just because you've had suc-
cess early on doesn’t necessarily mean it
was the right decision. You have to like
whatever you're doing, whether you're
succeeding or not, and music has always
been what | love to do.

RR: A recent Newsweek article said
there’s a“romantic renaissance”taking place
in urban music right now, citing artists like
K-Ci and Jojo, and Brian McKnight. It’s also
called the “old-school” trend. Do you agree
that the pendulum is swinging back?

BF: | don't understand what Newsweek
means. These are contemporary artists.
| think Newsweek is aging them far too
much by calling them old school. You
would have to go back to Cameo, Atlan-
tic Starr, or Midnight Star for that to be
true. It’s a scary thing if you can become
old school that quick. If you have to label
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their music anything,l would label i_y?ﬁew
old school.”

RR: Is the old schaol trend here to stay,
or is it just a fad?

BF: It’s hard to say.You never know
what’s going to happen, what’s going to
take off and what's not.You can never tell

The more '60s and '70s music
that unexposed kids get to
hear, the better music will be
in the future. That's where
the best music came from

when an artist from a particular time pe-
riod is going to blow out.It’s a crap shoot
every time. There are people who do
quality music constantly, but that doesn’t
necessarily mean it's going to be the thing
that blows up.| don’t think anyone has a
crystal ball to predict that.

RR: Which record did you have the most
fun producing and why?

BF: That always becomes a cloudy area
after working with so many people.| think
probably working with Stevie Wonder. |
idolize him. We did “"How Come, How
Long” [on The Game]. Being able to work
with him would be my highlight.

RR: What do you like best, performing or
producing?

BF: It depends on what day it is. Pro-
ducingis what is most comfortable for me.
| enjoy performing,but | always like to pre-
pare before | do it. Writing and produc-
ing come most natural.

RR: Do you plan to make more concert
appearances?
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| V.Babyfacé"s

Biggest Hits

Here’s a list of some of the biggest
hits Kenneth “Babyface” Edmonds
has composed during this decade.

MARY J. BLIGE
Not Gon’ Cry

BOYZ Ii MEN
End Of The Road

BOYZ Il MEN
I'll Make Love To You

BOYZ Il MEN
Water Runs Dry

BRANDY

Sittin’ Up In My Reom
TONI BRAXTON

Let It Flow

TONI BRAXTON
You're Makin’ Me High

BOBBY BROWN
Every Little Step

BOBBY BROWN
Humpin’ Around

MARIAH CAREY
Never Forget You

WHITNEY HOUSTON
Exhale (Shoop Shoop)

WHITNEY HOUSTON
I'm Your Baby Tonight

R. KELLY
| Can’t Sleep Baby (if 1)

MADONNA
Take A Bow

TLC
Baby-Baby-Baby

i TLC
Diggin’ On You

TLC
Red Light Special

BF: Not really. I've got a crazy sched-
ule in terms of producing and the film
prajects that we're doing. Touging doesn’t
look real great.

RR: What’s your next record project?

BF: The two projects I'm working on
are a Christmas record and a studio
record.There are no names for either so
far.

RR: Which artists are still an your wish
list to work with?

BF: | don’t know. I've been able to
knock them down.The people Id like to
perhaps work with wouldn’t be on a“wish
list” It’s not a do-or-die sort of thing. |
recorded [his son] Brandon making
sounds in the studio and put z little bit of
music to it, so he’s already got his own
record. That was a Christmas gift for
Tracey.

Continued on Page 42
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Babyface: Still In The Game

Continued from Page 41

RR: What's on the agenda for your film di-
vision after the success of Soul Food?

BF: We have a few films we're in the
process of developing.! think we'll be shoot-
ing a film this fall called Light It Up.We have
another film coming out called HavPlenty
on June 19. We have about five or six things
in development.it's moving a ot faster than
we expected. A lot of projects have been
green-lighted, so we'e pretty busy.

RR: What types of film will you and won’t
you do?

BF: We're interested in showing films
from all sides of life.We're not necessarily
looking to do films that are stereotypical
of the black lifestyle. We're trying to stay
away from the predictable “gangsta” films,
so to speak.The sky’s the limit. If we think
it's a good script and it has something to
say, then we're interested.

RR: What do you look for first in a film
project before you decide to get involved?

BF: The script. It all comes from the
script first. If you've got a good script, then
it’s easier to make a good film. It's hard to
take a script that's not good and make a
good film. But if you have a good script,
then placing the components after that
enables you to potentially have a good
project.

s your label taking its music in
a younger or older direction?

“The changing age and face of
the population are greatly influ-
encing the way we do business.
The population shift to the 25-54
demo requires a more marketing-
intensive approach, one that isn’t
solely reliant on radio. In certain
instances, that affects the music
we put out.

“Because we’re a smaller
company, we can release a record
by a new artist like Michael
Civisca and be able to build it over
a period of time. For example, we
put this artist on QVC and sold
quite a few CDs. We took the
artist directly to the consumer.
And while we see the demo
changing, we also realize that
young consumers want young
music. While we’re
totally committed
to radio as the
primary vehicle to
reach them, we’ll
continue to pursue
other avenues to
get young artists
the exposure they
deserve.”

— Rick Nuhn
VP/Urban Promotion, MJJ Music

RR: What prompted you to delve into the
film industry?

BF: it's something Tracey had really
wanted to do since she was a kid. For me,
it was an opportunity that presented itself.
While working with Fox on the Waiting To
Exhdle project, they were kind of offering a
film deal.l wasn’t nece%sarily too interested
at first. After talking with Tracey, who was
very interested, it was great. It works out
with us being partners, because she really
runs the show day to day. | don't have to
take all my energy and put it there. Obvi-
ously we have a staff, but Tracey’s got to
deal with the broad strokes,and then we'll
talk about those things. It makes it easier
for me to have a partner who can run
things.

RR: Do you have anyTV projects on tap?

BF: We have a
couple of things
we're trying to de-
velop. One is a Soul
Food television
show. We're run-
ning behind on it,
but we've gotten
the approval to do
a pilot. We'll prob-
ably be looking at it
as a mid-season re-
placement.

RR: What do you
think of the current
crop of black-oriented TV shows?

BF:There are some good ones coming
out.Vivica Fox has one that's really clever.|
thought Living Single was good. It takes a
lot of effort to put out quality.You have to
think crossover; you can't just make it to-
tally about black lifestyle, because you'll be
shutting out people — at least that’s what
the Nielsen ratings look like. And that’s
always questionable:Whose houses are
they monitoring? From what | know, a lot
of black people watch TV.

RR: What other media projects do you en-
vision under Edmonds Entertainment?

BF:We're looking into creating a new
play for Broadway called Twist. And there
are animated films. But other than that, |
think we should kind of just stay where
we are.

RR: Do you care to comment on Toni
Braxton’s lawsuit against LaFace?

BF: It's best for us not to comment on
that.

RR: Do you and LA Reid still work together?

BF: No,only as executive producers for
LaFace. LA.isn’t producing records at all.
He’s an executive producer, not a music
producer. He hasn’t done that in years.

RR: How do you manage business and
family?

BF: It's all intertwined.The fact is that
we work together on some things,and on
some things we don't. But, for the most
part,we talk to each other every night and
in the morning. Brandon is right in the bed
when we're talking.VVe try to spend extra
time with him during the week as well and
try to take vacation time. It's not an easy
thing. Sometimes there are sacrifices you
have to make as it relates to business. All |

Tracey and I work to-
gether on some things
and on some things we

don’t. We're working
hard today so we’'ll be

set a few years from
now and can concen-

trate on family.

can say is that we're working hard today so
that a few years from now we wor’t have
to work as hard. We'll be set, so'we can
just concentrate on family.

Tracey has a lot of things she wants ta
do busingss-wise. | think once she feels
she’s accomplished those things, she’s go
ing to want to slow down herself. It's not
our intention to continue at the pace we're
presently going. It's a master plan to cre-
ate as much as we can so we can be in a
position where we really don't have to
worry about it.

RR: How do you set aside quality time for
your son?

BF: | play with Brandon every day. |
might take time out during the day to go
home, pick him up, and go to the park.
And | try to keep the weekends open
whenever there’s
not a deadline on a
project. So does
Tracey. We bring him
to our offices and
the studio. At the of-
fice on Cahuenga we
have another floor
where he has a
room, so he's able
to be at the offices
during the day. We
want him to be
around and see what
we do so he can.pick
it up. He may be able to do this at age 10.

RR: Is Edmonds Entertainment being built
as a family business for Brandon?

BF: You never know.We don’t know
what's going to come from all this. There
are so many opportunities that pop up and
doors that open.I'm not exactly sure which
doors we will actually walk through. But
everything we do is for Brandon and,hope-
fully, another child we might have. It's all
for them. Not so much so the name
“Edmonds” can continue on ... I’'m not try-
ing to live beyond my years.

RR: How do you decide when enough is
enough in terms of work?

BF: When you're tired and you're not
having any fun at it. When it’s just a hassle.
You may need to take a break from it and
come back refreshed.When it gets to the
point where you don’t come back refreshed
after a break, hopefully that’s the point
when you don'’t have to come back.

RR: How do you relax?

BF: | watch movies or go to the mov-
ies. Relaxing to me could be sitting outside
but still having the guitar with me.When |
g0 on vacation, that’s probably when [ be-
come a vegetable and don’t have to do any-
thing. Around here | have nervous energy.
I've got to do something.

RR: What radio station do you listen to and
what’s your favorite type of music?

BF: I'm a classic station switcher. | go
through everybody. | can be at the Beat
[KKBT-FM], KJLH-FM, KACE-FM, or at
Power [KPWR-FM]. 1 don't listen to music
most of the time in the car while driving;
I'll listen to Talk radio. If | go to a radio sta-
tion, it’s for a specific reason, to see what's
going on. My favorite type of music would

WWW.americanradiohistorv.com

Filling The Mantle |

Babyface continues to add to his im-
pressive collection of awards. Here'sa
list of some of the accolades and hon-
ors he's received since 1992.

1997
Grammy Award
Producer of the Year

- NAACP Image Awards (4)
Entertainer of the Year
Outstanding Male Artist
Outstanding Song:

“A Song For Mama”
Outstanding Album:
Soul Food Soundtrack

American Music Awards (2)
Favorite Soul/R&B Artist
Favorite Pop/Rock Male Artist

Grammy Awards (3)
Producer of the Year
Best R&B Song:
“Exhale (Shoop Shoop)”
Record Of The Year/Producer:
“Change The World”

Essence Award for Excellence
/ NAACP Irhége Award
Grammy Award

Producer of the Year

p—

BMI: Pop Songwriter of the Year
BMI: Song of the Year
BMI: Award for Most Performed Songs

American Music Award
Favorite Male Artist, Soul/R&B

Grammy Awards (2)
Male R&B Vocal Performance:
“When Can 1 See You"
R&B Song: “I'll Make Love To You"

ooz

Album of the Year:
For The Cool In You

BMI Songwriter of the Year

1993
Grammy Award
Album of the Year/Producer:

The Bodyguard

1992

¢ Grammy Awards (2)

} R&B Song: “End Of The Road”
E Producer Of The Year
§

:
Soul Train Music Awards g

NAACP Lifetime Achievement Award

be love songs, whether it's R&B, country,
pop,or whatever,as long as it’s a love song.

RR: What’s a little-known fact about
Babyface that would surprise his fans?

BF:| don't think anything would surprise
anybody. That would be a good question
to ask Tracey.

RR: Where do you see yourself five years
from now?

BF: | see us a little further along than
where we are now in terms of the compa-
nies and their worth — LaFace,Yab Yum,
Edmonds Entertainment, and the publish-
ing company. Personally, Brandon will be
around seven years old, and that sounds
like major fun time to me.And, hopefully,
there’s another child as well.I'm hoping our

Continued on Page 60
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“Kelly Price is a multi-faceted artist
who has been blessed not only with a full sultry singing voice
but with serious writing and arranging skills as well.”

%
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WBLS  27x
KMJQ  28x
WPHI  22x
WCHB  52x
Debut €D Breaker Urban Chart WJLB 19X
New & Active Urban AC : : 1 WKYS  17x
fol:: o e A WZAK  20x
New This Week At: ;TR e WOwWI  31x
WGCI : : \ WTLC  31x
KSJL WBLK  29x
WQQK WNEZ  25x
WJIMZ KIMS 22X
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WWDM WCDX  42x
KRRQ KIMM  18x
WYNN WJUC  21x
KMJQ KIPR 29X
KQBR WPAL 16X
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WSOL WQHH  25x
KQXL WDZZ  21x
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WFLM WIBB 15x
WAAV 3 , , , WEAS  18x
Kelly is one of the most incredible WEXE  23x
and inspiring singers I’ve ever heard.” WE?,\E,, 5;;

M A R1I AH C A R E Y KHBN 15X

“FRIEND OF MINE”

THE FIRST SINGLE FROM THE ASTONISHING DEBUT ALBUM

SOUL OF A WOMAN

EXECUTIVE PRODUCERS:
HIRIAM HICKS AND RON ISLEY
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Tracey Edmonds: Wife, Mother,
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v, Mogul

The busy entertainment exec wears many hats as she builds a media empire

racey Edmonds most definitely personifies the “I'm Every Woman” anthem sung
by her favorite artist of all time, Chaka Khan.

She’s more than just Babyface's wife.
Tracey is founder and President/CEO of
Edmonds Entertainment and is fresh off
the success of her first feature-length film,
the award-winning Sou! Food. The $6.5 mil-
lion production — produced in associa-
tion with 20th Century Fox — has grossed
over $43 million at the box office. On the
home-video front, it has rung up $23 mil-
lion in sales.

Five years ago Edmonds Entertainment
was simply a goal Tracey envisioned after
starting her first music company, Yab Yum
Publishing. Established as a result of
Babyface’s work overload,Yab Yum (which
signifies the Japanese “God of Love™) ca-
ters to young, talented, and unheralded
writers. The first person Tracey signed:
artist Jon B.A year later (1994),Yab Yum
Records was launched. The company
later produced the music and score for
Tracey's first film project, the Diane Hous-
ton-directed Tuesday Morning Ride — the
only African-American film nominated for
an Oscar in 1996.

Since then, Tracey has transformed
Edmonds Entertainment into a West
Coast-based full-service television and film
production concern that serves as the
parent company to five subsidiaries. In
addition to Yab Yum Music and Yab Yum
Records, she oversees Edmonds Manage-
ment (30+ clients, including artist Kirk
Franklin and actress Loretta Devine),
Edmonds Music (another publishing com-
pany),and theTracken Place recording stu-
dio.

Tracey has come a long way from her
days at Stanford University, where she ma-
jored in “psychobiology” (a self-designed
major that combined psychology and neu-
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Is your labéel taking its music in
a_younger or older directiorn?

“Motown has a unique history
and legacy that it has to protect.
We have a five-decade history
going on. To say that Motown will
only target the younger audience
would not be representative of the

label. We’re a song-
and artist-oriented
label whose efforts
represent every-
thing to hlack
music as it relates
to black culture.
And every demo is
represented in that
culture.”

— Waymon Jones
Sr. VP/Promotion, Motown

robiology). She originally wanted to be a
psychiatrist, but opted to forego gradu-
ate school and give in to her éntrepre-
neurial cravings. Partnering with her
mother, Jacqueline, Tracey established and
operated a mortgage and real estate busi-
ness. But she considers her most success-
ful role to be that of mother to year-old
Brandon Kenneth.

Taking time out from her hectic sched-
ule,Tracey talks withWalt Love about up-
coming film, TV, and music projects; her
Broadway vision; spending quality time
with her family (“the mostimportant force
in my life”); and a little-known fact about
her husband/partner.

RR: Tell us more about your next movie
release, HavPlenty.

TE: HavPlenty is an independent film
that we actually acquired and then sold to
Miramax. It's our first film under a new
division we've created, E2 Filmworks.This
division caters to smaller-budget indepen-
dent films. What we're looking to do is
break young filmmakers, kids out of film
school who otherwise would have a tough
time getting their films made. HavPlenty is
a romantic comedy that takes place in
New York. It's coming out June |9,and we
have a soundtrack attached to it as well
that’s going to run through Yab Yum. I'm
really excited about it.

Our first single [released May 5] off the
soundtrack is a Babyface/Des'ree duet. it’s
a remake of the Bruce Springsteen/Pointer
Sisters song “Fire” That’s the first song
that we're going to be working at Pop ra-
dio. On the Urban side, we've got a
Blackstreet cut.Then there's a DMX/Jayo-
Felony/Method Man cut that we're work-
ing on the street level called “Whatcha
Gonna Do?The soundtrack also features
Faith Evans, SWYV, Chico DeBarge, and a
song featuring Jon B., Coco [SWV], and
Jay Z.We've got Az Yet, Changing Faces,
and Shya, a new artist on my label. There
are |3 cuts, and I'm probably forgetting
someone. But we've got a great soundtrack
that I'm really proud of.

RR: Word is you're going to be working on
a film project with Garth Brooks.

TE:We're going to be doing a suspense
thriller with Garth in which Garth is actu-
ally going to act as well as do the
soundtrack with Kenny. Kenny grew up
listening to a wide variety of music and
started off playing the acoustic guitar. He
absolutely loves country music and always
parallels country to black music, talking
about the soul that's underneath country
in terms of the melodies, hooks, and
themes. He thinks country and urban
music have a lot of similarities. He's been
a fan of Garth's and vice versa. I'm real
excited about the idea of them collabo-
rating on the soundtrack for this film. |
think Garth is going to stretch a little. He’'ll
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do some country stuff,
but | think he’s going to
go outside the country
format and do some
retro rock and roll, a la
Springsteen. We've .also
got a dance project that
we're doing with John
Travolta.

We're actually looking
to do everything. We
don’t want to limit our-
selves to doing specifically
black-only films.We want
to do positive African-
American films. We will
not do ghetto-ized por-
trayals of African Ameri-
cans. As a company,we're
staying away from any-
thing that portrays our
people in a negative light.

RR: What themes do
you think are missing in
today’s films?

TE: | think there’s a
tremendous void in the
marketplace for African-
American love stories. Some of my favor-
ite movies of all time are love stories. |
love Mahogany, When Harry Met Sally —
even A Star Is Born is a love story to an
extent. There are just so few African-

Having a career, being a
wife, and especially now
being a mother, it
leaves basically five
minutes out of the day
for personal time.

American love stories that you can point
to. That’s one thing that’s been missing for
a while.We're actually putting together a
movie right now with Diana Ross and Blair
Underwood about an older woman/
younger man scenario. Kenny and | watch
a lot of movies, so we're looking for things
that we feel are missing right now in the
marketplace.

RR: Babyface says films are something
you've always wanted to do.

TE: | grew up actually putting little
shows together. | danced from five years
old all the way through high school, doing
ballet, tap, and jazz. | was always involved
in the dance program,choreographing and
putting shows together. | always kind of
liked being behind the scenes. And | ab-
solutely love the film side of the entertain-
ment industry. It’s always been a passion
of mine to be behind the scenes as a pro-
ducer and put something together.

It was kind of a natural progression for
both of us. Kenny and | wanted to have a
chance to work on projects together. We
both had our separate publishing compa-

nies and separate record labels, but we
never had a chance as a couple to really
creatively work on things together. In cre-
ating the Edmonds Entertainment Com-
pany and doing the television/film projects,
we finally had a chance to do some things
together. And then we developed a goed
relationship with 20th Century Fox be-
cause Kenny did Waiting To Exhale We be-
came friends with everyone over there,
so it was kind of a naturai home for us to
start. We actually did a first-look deal with
Fox, which means they have the first right
to look at our projects. If they accept and
green-light them, the projects will run
through Fox. In the event they pass, we're
able to take the projects to another stu-
dio.

RR: What's your take on the television in-
dustry?

TE: | think the networks are starting
to open up a little more to black TV
shows. Television is extremely political,
as is the film industry. That’s because you
have white executives who work for the
networks that work for the studios that
have the ability to green-light or pass on
projects.You have so few black executives
at the networks and the studios.A lot of
times white executives don’t get the fact
that when people come in with the idea
for a black television show, a black audi-
ence is going to get the humor. They try
to water down a lot of our ideas to turn
them toward a white audience.

A lot of times the African-American
audience’s tastes and desires are ne-
glected by the netwaorks and studios, yet
we're a large portion of the television-
watching audience. It's certainly difficult
to get a one-hour telgvision show — an

Continued on Page 60
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ORIGINAL MOTION PICTURE SOUNDTRACK

featuring: MASTER P, BoNE THUGS-N-HARMONY, ICE CUBE, .
JAY-Z, MYSTIKAL, SNOOP DOGG, SiLKK THE SHOCKER J

FROM THE MOTION PICTURE SOUNDTRACK “1 GOT THE HOOK UP!” |

MECHALIE JAMISON (
«“iKEeEP IT REAL” \
|

IMPACT DATE

JUNE 1 & 2

NO LIMIT
i .f-‘

A4 EXECUTIVE PRODUCER: MASTER P
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R&R's in-depth look at the music
bumpin’ from coast to coast

By Kevin McCabe
R&R Director/Charts & Formats

Twenty million radio listeners a week are exposed to it. It
accounts for 9.4% of all recorded music sales in the United
States. It’s one of the most high-profile lifestyle movements
driven by popular music today. Simply put, it’s hard not to
notice the significant impact hip-hop has on American youth
and young adults. Often overshadowed by negative
perceptions of controversial lyrics and violence, the music’s
message is often about real life and the struggle to cope with
it, true stories of everyday life in cities large and small across
America.

The issue of hip-hop violence captured national attention in
1996 and 1997, when two of the genre’s most talented
figures were gunned down in separate incidents — Tupac
Shakur in Las Vegas and Christopher “The Notorious B.1.G.”
Wallace in Los Angeles. Sadly, they were shots heard around
the world. Many people in the hip-hop community were
devastated by the loss, and the music of both artists
continues to be some of the genre’s most popular.

As part of this year’s R&R Urban special and annual tribute
to Black Music Month, we present a snapshot of the hip-hop
movement in 1998. Through interviews with those at the
forefront of hip-hop, we attempt to define where the genre is
now and where it is going. Included are exclusive
perspectives from artists Missy Elliott, Montell Jordan, Busta
Rhymes, Queen Pen, and Yo-Yo. We also turn the spotlight
on several of the top stations programming hip-hop around
the clock, including WQHT (Hot 97)/New York, KKBT (The
Beat) and KPWR (Power 106)/Los Angeles, KYLD (Wild 94.9)
and KMEL/San Francisco, WHTA (Hot 97.5)/Atlanta, and
WOWI/Norfolk. Plus, record executives from labels at the top
of the hip-hop heap share their thoughts on the artists and
styles that make the genre one of the most active in the
worldwide music industry today. »
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JORDAN

(Def Jam/RAL/Mercury)

R&R: How long have you been in the music business?
MJ: Since | was eight years old.| am 29 now.

R&R: If you weren’t doing this, what would you be doing?
MJ: | would be a lawyer right now. ! would have graduated from Pepperdine Law
School, and | would be in a courtroom.

R&R: Who are your influences, musical and personal?

MJ: Musically, I've been influenced by Stevie Wonder, Sam Cooke, Marvin Gaye, and
Curtis Mayfield. Personally, I've been influenced by a lot of gospel singers, like the pastor
of my church, Richard Stubbs, and a female vocalist named Louise Hill. And I'm influ-
enced very much by my dad. And Michael Jordan.

R&R: What does hip-hop mean to you?

MJ: For one, | think hip-hop and rap are two different things. Rap is the element in its
purest form. Hip-hop is more of a culture, more of a way of life, that encompasses a
street-life mentality into different people's cultures. Hip-hop is a way that MTV can take
a rap song and get it into the home of a |2-year-old white kid. Hip-hop is a way of
communicating rap — what goes on in the streets — worldwide. Old schoo] rap artists
will tell you what rap was before it was hip-hop. It was on a street level at that time.
Now there’s commercialized forms of rap, street rap, gangsta rap — there’s so many
different varieties out there. Hip-hop is a way of embracing that old thing and making it
available to the masses.

R&R: Many people associate negativity with the hip-hop lifestyle. Why?

M]J: Because hip-hop is the vehicle that brings rap — street life and the street expe-
rience — to so many different people, people feel the need to categorize it as being
negative or promoting violence. A lot of it can be racially motivated, but I'm not sure in
all cases that it is. | would imagine that some of it is just the way we always feel in
America, that we need to categorize things or place labels on things. Like, when [ first
came into the music industry, people said, “Who does he sound like!” | said,"I'm a
singer.” They said,“Oh, then you do what R. Kelly does.” Well, not really. | don't think |
sound like R. Kelly. People feel the need to categorize things.

If you try to take a street experience or street life or a street story, it's always
associated with violence because it's from a street sense or whatever. I'm a kid who
grew up in South-Central Los Angeles, and {'ve never gang-banged. | saw a lot of things,
but | didn’t have to do drugs or all those things that people might associate with my
growing-up experience. It's not an accurate association.As with anything, there is good
and bad. There’s good country music, and there’s bad country music — that doesn't
mean it's not country music. There’s some good hip-hop out there, and there's some
bad hip-hop out there.There’s a spectrum that everything falls into, good and bad. Hip-
hop also unifies and brings people together and delivers messages. It's a way of commu-
nicating instead of just looking at one side of the spectrum.

R&R: How has music changed since the deaths of the Notorious B.Il.G. and Tupac
Shakur?

MJ: If anything, what it has done, according to a lot of people in the industry, is to
make people more conscious of what they say, more responsible. | come from a spiri-
tual base when it comes to that whole thing. | believe that you snare by the words of
your mouth, and | believe that you can speak things into existence. I'm not saying that
either of these individuals wouldve asked for what happened, I'm just saying that the
music industry is a fantastic industry, but there’s a bigger law in the land and God is a
really big person.When you'e able to touch so many different people by the things you
say, you have to be accountable for those things. | think Pac was immortalized by some
of positive things he had to say about women keeping their heads up and the political
structure. From Biggie’s and Pac's deaths, | think we are now able to see the streets are
real. It's perception, and you've got to be careful with how you are perceived.

R&R: How much creative control do you have with your material? Is there
pressure on you to be a certain way?

M]: f've been executive producer over all three of my albums. | write all my own
material, but | produce a lot of my material as well. Being an R&B artist on Def Jam
Records — which was primarily a rap label when | came on board — gave me the
freedom to do a lot of different things in R&B. Even “This Is How We Do It” was
marketed and worked like a rap record and sold like a rap record even though it was an
R&B record. | don't think there’s pressure on me to be a certain way; | think there’s: 4
pressure on me to make sure that | continue to be consistent in making music and in the
re-creation of myself as a commodity in this industry that someone wants to come back
to over and over again.We're just going to see how many times we can kéep bringing
back the same person with a little different feel. No pressure though. | feel good to be
on my third album.

G
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(EastWest/EEG)

R&R: How long have you been in the business?
ME: Professionally, over five years.

R&R: If you weren’t in the music business, what would you
be doing?

ME: | wouldn’t be doing nothing. I'd be a bum.

R&R: Who are your influences, musical and personal?

ME: Let me see. God is a big influence, my mother, Prince, Michael
Jackson, Chaka Khan, Patti LaBelle, Salt-N-Pepa — | could go on and
on. Personally, Mary |. Blige. We don’t get to speak much, but when
we do, she always has encouraging words to say. As far as the busi-
ness half, Sylvia Rhone, of course, Merlin Bobb, Puffy.

R&R: What does hip-hop mean to you?
ME: Everything.To me,it’s being able to express myself to the world.

R&R: Many people associate negativity with the hip-hop
lifestyle. Why do you think that is?

ME: Probably because of the subjects a lot of rappers tend to talk
about — violence.You really can't knock it, because if that's what
they grew up on and that’s what they've seen,then that's what they're
going to talk about.| know a lot of times we don’t necessarily need
to hear that, but you can't tell somebody who's seen that all their
lives to rap about birds and flowers.

R&R: How has music changed since the deaths of the Noto-
rious B.I.G. and Tupac Shakur?

ME: | think people are starting to have fun with music more.The
songs | listen to are more dance records than hard underground
rap. It’s more fun; we can dance to it now.You're never going to stop
killing, but | think people just want to go to parties and dance now.

R&R: How much creative control do you have with your ma-
terial? Is there pressure on you to be a certain way?

ME: | have 100% control. Theres not any kind of pressure, be-
cause | have creative control over my whole project and any of my
artists’ projects. | take what | want to the label and tell them how

I'm gonna do it.

RHYMES

(Elektra/EEG)

R&R: How long have you been in the business?

BR: I've been in the business for about |3 years. | have just com-
pleted a deal with Elektra for my label, Flip Mode Entertainment, to be
distributed through them.I've been with them [Elektra] for nine years.

R&R: If you weren’t in the music business, what would you
be doing?

BR:If | wasn't in the business, | don’t know what I'd be doing. | put
all my eggs in one basket. My goal was to be an MC and play some
major role in hip-hop overall. | was young and still living with my
mother. When the deal came through from Elektra, the money of-
fered was cool at that time. | was young, living at home — | didn’t
need a lot of money.As the manliness started to groom and | started
having kids and had to get my own place, that's when | started won-
dering, “Damn, what if | didn’t be successful in this rap thing, what
would | be doing?” | did electrical work with my father when | was
young, but | didn’t like it — maybe because he forced me to work
with him to keep me busy. It was hard work, you get callouses, and
| felt | had a lot more to give people than electricity.

R&R: Who are your influences, musical and personal?
BR: Personally, my mother and my father are my primary influ-
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ences.Their work ethic is retarded; they don't sleep. | pretty much
absorbed that trait. I'm always involved g@ith something. On a busi-
ness level, my blggest influences were €huck D from Public Enemy.
Eric*“Vietnam” Sadler — who was a producer in the Bomb SQuad [a
production team] for Public.Enemy at the time —jand Hank Shocklee.
Also, my mother again, because shé pretty much put me in place
when | was with the Leaders Of The New School with understand-
ing how-importantit was to be on top of my business. She was the
president of the corporation for Leaders Of The"New School, and

she always stressed the significance of watching every last dollar;

every dime, and going over statements every month, making sure
the taxes were paid. The fortunate thing is that all the members’
parents were like that. Dinco’s father was the treasurer, C-Brown’s
mother was the secretary, and Milo’s mother was the vice-presi-
dent. Chuck, Hank,and Eric taught us in a way our parents couldn't,
because they were directly involved.

R&R: What does hip-hop mean to you?

BR: |t means everything. First of all, it means everything to me
culturally,because it has provided a mind state for me that has helped
me to not only condition myself in certain levels that | apply to just
being a man, but also on a level where I've been able to apply the
mind state to my economic condition. | can take care of myself and
my family because of hip-hop. Hip-hop means everything to me,
though my family and well-being mean more. If | wasn't doing this, |
wouldn't be able to handle my manly responsibilities as well as | am
— taking care of my son, my family, myself, and making sure my
credit doesn't get busted.

R&R: Many people associate negativity with the hip-hop
lifestyle. Why do you think that is?

BR: For one, there are a lot of powers that be that don't want
hip-hop to be as powerful as it is.There are a lot of people who feel
like they are losing control of what they once had because hip-hop
is growing and becoming such a powerful element that people are
more drawn to it than to the things they used to be drawn to.That's
why it has gotten flak from the biggest people in politics down to
the corniest, no-name guys who just might want a little promotion
for themselves. They see that hip-hop is a tool that can be used to
get some hype on yourself. Hip-hop is becoming the irresistible
element not just in entertainment, but overall, as a mind state. Ei-
ther you want to be down with it or you want to destroy it. There’s
no in between; that’s how extreme it's becoming.

R&R: How has music changed since the deaths of the Noto-
rious B.l.G. and Tupac Shakur?

BR: | don't think the music has changed; | think the conscious-
ness has changed. Now people are making a much more conscious
effort to preserve hip-hop music and themselves. What happened
to Pac and B.I.G. made us realize not just the power and strength in
the music, but also the power and strength in ourselves, because of
how the music and that whole feud influenced the rest of the re-
gions we were in. Pac was so powerful that he had the whole West
Coast on some anti-East Coast shit, like he was a cult leader. And
the same thing with B.l.G. It became a regional war.

That just goes to show you that you ain't got to be a political
person to create a worldwide or nationwide situation that can af-
fect every individual. All you have to be is a powerful voice in hip-
hop. | went to Germany and saw Germans throwing up the West
Coast sign! They have Bloods and Crips out there too. They ain't
like those on the West Coast, but they exist in Germany as well. You
can have the world trying to be you and not even realize it. | think
that’s something we don’t take so much for granted now. | ain't
trying to be a role model — they only present the better things in
life. | want to address the negative things — drugs, gangs, violence
— and why they're in existence for us to have to be fighting against
in the first place.We need to address those things in raw form.The
way hip-hop used to be was guys would get on the mike and battle
with words and the best MC won. It ain’t got to go to blows, guns,
and all that wild shit. Hip-hop ain’t about that; niggas want to live.

R&R: How much creative control do you have with your
material? Is there pressure on you to be a certain way?

BR: | have 100% creative control. The only pressure on me is
from the marketplace.The marketplace wants to hear certain things
in the music, and you got to give the market what they want. But
you've got to give it to them your way, so that it’s not taking you out
of your element as an artist. Other than that, my record company
never stresses me on what | want to do. And if there’s ever an issue,
we rationalize about it, weigh the pros and cons. | think that’s be-
cause I've been here nine years and have been a credible artist
throughout the whole time.They're feeling it and profiting from it,
and I'm profiting from it and feeling it. I'm able to put on more
artists — Flip Mode Squad, which is six MCs, is the first act on my
label. I'm able to have my own label, sign artists, market and pro-
mote the way | want, and have the support of the Eiektra staff.
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The Hip-Hop Legacy
0f Tupac Shakup

Here's a sample of just
some of his greatest hits.
Shakur collaborated with
some of hip-hop’s biggest
stars, such as Dr. Dee and
Snoop Doggy Dogg.

Al 'Bout U
All Eyes On Me
Brenda's Got A Baby
California Love
(featuring Dr. Dre)
Can You Get Away
Come With Me (as Makavell)
Dear Mama
Do For Love
(featuring Eric Williams)
Hail Mary
Hit Em Up
Holler If Ya Hear Me
How Do U Want It
| Ain't Mad AtYa
| Get Around
| Wonder If Heaven Go? A Ghetto
If My Homey Calis
Lost Souls (featuring Cutlawz)
Keep Ya Head Up
Me Against The World
Papa’z Song
So Many Tears
Templations
To Live And Die In L.A.
Toss hUp
Trapped
2 0f Amerika's Most Wanted
(1/Snoop Doggy Doge)
Wanted Dead Or Alive
(f/Snoop Dogay Doge)
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PEN

(Li" Man/Interscope)

R&R: How long have you been in the business?
QP: Without a record deal, |0 years total.

R&R: If you weren’t in the music business, what would you
be doing?

QP: | don't know; that's a scary question.That’s a question | ask
myself every day when | thank God for the blessings that He's given
me. Maybe | would've been in jail; maybe | would've been dead. |
don’t know.

R&R: Who are your influences, musical and personal?

QP: Musically now, my influences are Mary J. Blige, Erykah Badu,
and Lil Kim.I'm influenced by people, by their minds and their hearts
and their strength, more so than by their music. | respect people for
being able to get from point A to point Z.That’s hard to do when
you're young, black or Latino, and you're living in and coming from a
certain environment. Those are the kinds of people who influence
me to push to keep going on. Personal influence, my mother.

R&R: What does hip-hop mean to you?

QP: Hip-hop to me is a way of life,a culture. Sometimes you have
some hip-hop music that will get you through the day. It’s a reflec-
tion of the society that we live in, a reflection of people'’s experi-
ences that they choose to share, a reflection of the world’s experi-
ences.

R&R: Many people associate negativity with the hip-hop
lifestyle. Why do you think that is?

QP: Because they're ignorant and they need something to blame
stuff on. it's not an accurate association.VWe take the blame for a lot
of things. | tell people,“lf you don't like certain hip-hop music, then
go outside your door and change your environment, because basi-
cally what people are talking about is the way they live, the way
society has forced them to live” | feel that hip-hop has nothing to do
with anything. The problems and the subjects were there, and we
chose to talk about them. We didn’t make the problem. Drugs, kill-
ings, guns — we talk about what’s there. In actuality, that’s a person’s
prerogative, freedom of speech.

My only beef within hip-hop with
artists is that | feel you can talk all
you want to on wax, but you got to
make up for that off of wax. What
are you doing to change anything?
There are a whole bunch of schools

s yourlabel taking its music in
ayounger or older direction?

“The visionary is following
the baby hoomers — reading the
‘Popcorn Report’ and finding out
where they get their music and
how they like it. The latest CBS/
New York Times poll suggests
our husiness should do well. It
shows ‘approximately 21% of
teens prefer alternative music,
21% prefer rap, and 14% prefer

R&B.’ The
visionary
executive is
trying to find a
way to reach
haby hoomers,
because you
just don’t
ignore a
market that
big.”

— Paris Eley, Consultant,
Pioneer Music Group

that you can go to and talk to kids
who will listen to you before they
would listen to their mother, their
father, and their teachers. It’s sad to
say, but they listen to us. So the only
beef | got is that we, as artists, a lot
of times don’t take on the responsi-
bility that we have besides making
videos and CDs. | find that our
people are so scared to face reality
that we choose to find excuses.VVe
are growing up in a time when geno-
cide hit the environment so hard. Ve
are so scared to face reality, we
blame it on hip-hop instead of look-
ing at how it is — a fucking setup.
We're so scared to get too deep into
reality that we take an easy way out.

It’s always pointing fingers at each
other and blaming each other. And
that’s how they [record companies]
keep us.All we are are dollar signs.
A new wave slave trade. There’s no
difference between the streets and
this industry, and I've been on the
streets all my life. It's just legal, and
we [artists] get pimped. We think
we're doing the pimpin’, we think
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we're plgyin’, but, once again, we're Hot logking at reﬁlity, becauser
not ong of us own shit! We don't gwn a pressing plant, a distriby-
tion ciémpany — we could became a tax write-off any day. Th‘at's/
why Ijrespect Mastef P We ain’ nothing/in this game until we stait
owniég.This world is about ownership. ]

R&R: How.has music-€hanged singe the deaths d’fthe Notp-
rious B.1.G. and Tupdc Shakur?
~ QP: Hip-hop is"fife. Ain't nothing changed. People got to realize
thie-the music ain’t changed. It's not about thé music changing, its”
more important for the people to change. And people have changed
since then. People are waking up. But our people, we wake up for a
minute, but after that person is buried and gone, we go back to our
old ways.What people don't realize is that those deaths should only
be affiliated with each other because they were two hip-hop artists
who have passed away. Their deaths had nothing to do with each
other. The only common thing is that both murders were done out
of ignorance.We got a million brothers dying every day all across
the country for the same reason Biggie and Tupac died, but they
aren’t artists. The reason Tupac and Biggie died was because some-
one was ignorant and took their lives, not because Biggie and Tupac
were beefing. They were friends. Since their deaths, the type of
music may have changed, because they died over a year and two
years ago,and, like | said, hip-hop is a way of life. If the music changed,
it’s because the time has changed.There are different things to talk
about. People are going back to that party mode.Things are calming
down in the streets.We're getting back into the struggle.

R&R: How much creative control do you have with your
material? Is there pressure on you to be a certain way?

QP: | have a lot of control, a whole bunch. In the beginning, they
came up with this idea of an image.| had to let them know | wouldn't
do that.I'm coming to you the way | am,and that’s the way I'm gonna
be. My personality is too strong. | didn’t have an image before the
record deal, and | survived. It's so important for us [artists] to have
creative and business control. | have two seeds, two young, black
men I'm raising. | will not put my livelihood in someone else’s hand
who’s not going to hold it sacred like | would.! have a good amount of
control over what | do. I'm the kind of artist who would call Jimmy
lovine when | didn’t see any posters up. I'm the first artist on Teddy's
[Riley] label, which is a lot of pressure. People are learning on my
project. A company may not know how to work a project, but |
won't just continue drinking Cristal and keep on partying; I'll go to
the company and say,“This is how | eat.”” And then I'll tell them to get
a Magic Marker and a piece of paper and write“Queen Pen” on it and
stick it up! Whatever control | don’t have, | take it; | got to survive.

Yyo-Y0

(EastWest/EER)

R&R: How long have you been in the business?
YY: A good 10 years.

R&R: If you weren’t in the music business, what would you
be doing?

YY: If | wasn't in the music business, I'd still be in the entertain-
ment business. | would've finished school by now, but I'd still be in
the entertainment business.

R&R: Who are your influences, musical and personal?
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The Hip-Hop Legacy
0f Notorious B..6.

Ready To Die was 1he
breakthrough album for
Notorious B.1.G. His
biggest success came with
the dual-disc set Life After
Death — which ironically
debuted at No. 1 on
national music sales charts
mere weeks after he was
shot to death at a Los

Angeles intersection.

Big Poppa

Gruisin’

Going Back To Cali
Hypnotize

Juicy

Lovin' You Tonight

Mo Money Mo Protlems
Nasty Boy

Nobody Rides For Free
One More Chance
Sky's The Limit
Unhelievable

YY: Musically, my influences are those people who have accomplished something and maintained
their status in this industry, like Michael Jackson and Aretha Franklin. Personally, my influence is
God. | believe I'm blessed with everything that | do and with the things that are happening to me.|
like to see people thank God and know that you can't make it without God in your life. It's a higher

force that brings them through all this, it's not just them being great.
R&R: What does hip-hop mean to you?

YY: Hip-hop is a culture. It's funky beats, rhyme, poetry, rhythm. It's action. It's presence. | hate
to categorize it because hip-hop is expanding. Hip-hop is No. | right now. When | first started
giving interviews in '89, | was asked where hip-hop would be in five years.At that time, hip-hop was
male-dominated and hard-core, and you had to fit that image. | didn’t know where it would be in

five years. Hip-hop is growing, honey!

R&R: Many people associate negativity with the hip-hop lifestyle. Why do you think that is?

- e annan aaaricanradinhistornvs.com

(Continued on page 60)
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CLOHERTY

PROGRAM DIRECTOR
WOHT/New York

R&R: What does hip-hop
mean to your station?

TC: Hip-hop and rap do not
necessarily mean the same thing.
Rap music is a part of hip-hop,as
are R&B, old school, and reggae.
Busta Rhymes is a hip-hop artist,
but so are Mary |. Blige and Dru
Hill. To us, hip-hop isn't just a
genre of music, its a lifestyle. It
encompasses fashion, language,
recreation, and so on.

R&R: What type of hip-hop
works and doesn’t work?

TC:Since our definition of hip-
hop may differ from yours, let’s
rephrase the question: What type
of music works or doesn’t work?
Our music mix tends to be a little
newer, a little harder-edged, and
pretty regionalized. A record that
works in one market may not
work in another. Some records

T
DILEMM

15 your label taking 1ts music in
ayourngerorolder direction?

“Urban music — if it’s to
remain cutting-edge and
creatively inspiring to
consumers — may not move
younger or older, but stron-
ger. | would hope that
lyrically and structurally it
returns to a pure musical art
form. Everything now seems

to be cookie-cutter. | see a

plethora of recording acts,
but not a strong contingent of
" : real artists. The
* innate qualities of
L 1 strong music
I8 depend on the
B strength of the
&= stars, and strong
music applies to
I all demos across
“= the board.”

— Michael Johnson
VP/Urban Promotion, RCA

ire hits_,’;‘cro.fs the board We step

out on a {ot of records, but if
something is a litte left of center
for us, we wait until it is proven,

R&R: Who are the biggest
artists for you, and what ar?
the biggest songs?

TC: There are many artists
who are big for us, but to judge
by sheer number of titles, we've
played more records by the No-
torious B.l.G. and Mary |. Blige
than any other artists and more
records produced by Puffy than
any other producer.The hottest
records on the station right now
are “Horse And Carriage” by
Cam’ron, “Be Careful” by
Sparkle, “Ghetto Supastar” by
Pras, and “The Boy Is Mine” by
Brandy & Monica.

R&R: Do you feature any
specialty programming or mix
shows?

TC: Fifty hours per week are
devoted to mix show program-
ming. We have the top mixers in
New York, including Funkmaster
Flex [who has two gold albums
under his belt] and Red Alert
[who has been on New York ra-
dio for 14 years].

R&R: Where do you see the
music going in the future? Is it
moving away from violence to-
wards peace?

TC: | believe that rap music
will continue to gain mass-appeal
acceptance as long as it remains
“party”’sounding (up-tempo and
danceable) and as long as it keeps
producing superstar artists like
Puffy, Tupac, LL Cool J,WVill Smith,
and Biggie.

R&R: How have the deaths
of the Notorious B.I.G. and
Tupac Shakur affected the
music? Can it survive the loss
of its biggest superstars?

TC: The sensational media
coverage that both these trag-
edies received actually increased
visibility and acceptance of the
music and helped create an in-
terestin itamong mainstream au-
diences. Will the music survive?
Absolutely.Rock 'n’ roll didn't die
with Elvis. The music didn't suf-

fer at all, but the families and
friends of these people did.Their
deaths were senseless.

SANTOSU0SS0

PROGRAM DIRECTOR
KKBT/Los Angeles

R&R: What does hip-hop
mean to your station?

MS: It means a great deaF be-
cause | think hip-hop has evolved
way beyond any particular record
or group. It’s'a completé culture
that, as an Urban radio station,
you need to represent one way
or another. It erfbodies much
more than music these days.

R&R: What type of hip-hop
works or doesn’t work?

MS:Mostly what works is real-
ly melodic hip-hop.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

MS: Tupac. A close second
wouid be Notorious B.I.G. After
their current product fades out,
we're not going to see anything
else from either of these artists,
and the audience completely
loves everything they do. Right
now, they’re our core. Beyond
that, W.C. is huge, Ice Cube is
huge, Bone Thugs-N-Harmony
are huge — those are the artists
I can think of who have multiple
hits on our radio station.

R&R: Do you feature any
specialty programming shows?

MS: We have the world-
famous Wake Up Show, which is
devoted to underground hip-hop,
broadcast from {0Opm-lam on
Saturdays,and we have a daily fea-
ture devoted to underground hip-
hop as well, The 9 O’Clock Bomb.
We also have a feature dedicated
to all West Coast hip-hop, West
Side Radio, that airs on Friday
nights. So we do quite a bit of
block programming to accommo-
date some of the more under-
ground street rap that we would
not really be able to work into
our regular mix.

R&R: Where do you see the
music going in the future? Is it
moving away from violence
toward peace?

MS: | hope so. | also hope it
goes back to real MC-ing.| hope
that we go back to a period
where we're going to have really
dope MCs like Grand Puba from
Brand Nubians or even the Wu-
Tang Clan, Common, and KRS-
One. There’s a difference be-
tween the stuff they are doing and
the stuff that Mase is doing.

R&R: How have the deaths
of Notorious B.l.G. and Tupac
Shakur affected the music? Can
it survive the loss of two of its
biggest superstars?

MS: it hasn’t affected the mu-
sic yet, because especially Pac
had been so prolific with record-
ing before he passed away that
he still has product coming out.
But we're going to feel it as soon
as that product runs dry, be-
cause, like | said, they’re core art-
ists for our station and, artisti-
cally, I don’t think very many
people can be measured up
against what they did. It's an ab-
solute shame and a major loss.

I'm hoping that there are go-
ing to be other people who
come up in their place. Maybe
they won't be exactly the same,
but they'll live up to the stan-
dards Biggie and Tupac set.

WA -arRercantadiohistorv-eom

YOUNG

MUSIC DIRECTOR
KPWR/Los Angeles

R&R: What does hip-hop
mean to your station?

DY: Hip-hop to KPWR is our
life. We need to eat, breathe,
emulate, and love it.

R&R: What type of hip-hop
works or doesn’t work?

DY:Real hip-hop works for us,
everything from W.C. and Mack
10 to ice Cube and Big Pun to
Mase and Puffy. For KPWR, if it's
real hip-hop, it works. If it’s some-
thing that is hot and that the lis-
teners embrace, it’s off the hook.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

DY: You have different aspects
of hip-hop. You have the Mase
and the Puffy to theW.C.and the
Ice Cube. | mean, Puffy is rein-
venting himself as we speak. Have
you heard the Godzilla sound-
track yet, where Puffy does a
song with Jimmy Page? He sings
on that record, and it is just so
refreshing to hear something like
that! Maybe hip-hop will start to
get more alternative again. It's ei-
ther going to go back to its roots
and become more street, or it is
going to continue to more
sampled stuff. But | think the
sampling is going to get burned
out, because there are only so
many records you can sample,

R&R: Do you feature any
specialty programming shows?

DY: Seventy-five percent of
our format is hip-hop, the other
25% is geared toward R&B.We
cover the streets with an amaz-
ing show called Curb Serving, with
Fuzzy Fantabulous. W.C. broke
out of that show. In the mix
shows we have had everybody
from D). Aladdin and Joe Cooley
to Jermaine Dupree. Jermaine
Dupree comes in and starts rock-
ing the turntables. When you
have a station that can do that
— | mean, it’s ridiculous!

R&R: Where do you see the
music going in the future? Is it
moving away from violence
toward peace?

DY: The biggest artist this
year is Mack 10. He is going to
surprise the hell out of every-
body. His new album, The Recipe,
has collaborations with Jermaine
Dupree and Foxy Brown. Pras

was in herg yesterday, and we
were hooking him up with
Mack 10.€ast Coast and West
Coast together on one album,
that’s thie thing. Big Pun and Fat
Joe are working with Mack 10
— it §s going to be ridiculous’
Those kind of people, the cre-
ative ones-who do the crazy
stuff,aré going to be the oney
'0 surprise you.

R&R: How have the deaths
of Notorious B.1.G. and Tupac
Shakur affected the music?
Can it survive the loss of two
of its biggest superstars?

DY: | think hip-hop is talking
about violence less. There is a
great line that Method Man said
in the new JayoFelony song, “I
save my bullets for the charts!”
I think it is moving toward that.
With the deaths of Notorious
B.l.G. and Tupac, | think people
are talking about violence less
and less. | think we are getting
back to the good life. That is
how their deaths have affected

the music.

michael
MARTIN

PROGRAM DIRECTOR
KYLD/San Francisco

R&R: What does hip-hop
mean to your station?

MM: Hip-hop is a very im-
portant part of KYLD’s format.
We play about six or seven hip-
hop songs per hour. It is not
formatted that way, it is just
how it works right now. | do
not set limits on how much or
how little hip-hop to play. | let
the hits come forward, and |
play them. If it is nine hip-hop
songs an hour, so be it. | can-
not force the hits, and | cannot
hold them back.

R&R:What type of hip-hop
works or doesn’t work?

MM: The hits, period! |
don’t care if it's East Coast,
West Coast, or reggae; it is all
about the hits. The majority of
KYLD's hip-hop is very me-
lodic, but then along came Mas-
ter P with his monotone
“Uhhhhh.” He proved you
don't have to have the standard
“formula” — a cool rap, famil-
iar sample, and female-sung
hook — to make it work.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

(Continued on page 51)
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MM: The list of great artists
goes on and on. Puffy, Biggie,
Tupac, Snoop, Ice Cube, W.C.,
Mack 10, E40, Master P, Big Pun,
L.L. Cool ] — all these artists
have had and continue to have
smashes on KYLD. The great-
est thing about hip-hop is that
the songs have tremendous
staying power. Dance product
is an important part of the for-
mat, but each individual song
tends to be short-lived. Hip-
hop tends to stay around a little
longer and is passed from big
sister to little sister.

R&R: Do you feature any
specialty programming shows?

MM: KYLD has 47 hours of
mix shows a week, all of which
include hip-hop. We also have
specialty shows like The Chop
Shop, which highlights a lot of the
underground and local talent. Big
Von Johnson hosts The Chop Shop
weekly. He always has some cas-
sette in his pocket that some kid
from Vallejo gave him. He is al-
ways exposing local stuff.

R&R: Where do you see the
music going in the future? Is it
moving away from violence
toward peace?

MM: The future of music,
whether it is moving away from
violence or not, should not be
discussed on Jerry Springer. Just
because a song has “violent” lyr-
ics does not mean that the mu-
sic is promoting violence. These

1S your label taking its music in
ayounger orolder direction?

“We’re trying to release
product that will serve
both areas. Ultimately, we
want to release good
music. Over the years, we
can all look back and
notice that quality songs

prevail. We
would like to
lend to that
and contribute
quality music
for our indus-
try to enjoy
now and in the
future.”

— Kathi Moore
VP/Urban Promotion
& Marketing, Red Ant
Entertainment

urbﬂ%asteringt h‘;n i X

kids rap about what they see in
the streets. Listen to the “hard”
lyrics enough and you will find a
message of peace in most of
them,

R&R: How have the deaths
of Notorious B.l.G. and Tupac
Shakur affected the music?
Can it survive the loss of two
of its biggest superstars?

MM: The deaths of Notorious
B.I.G. and Tupac were tragedies,
but the product keeps flowing.
Unreleased tracks fromTupac and
B.L.G.seem to keep going.! hope
their deaths raised more aware-
ness that there are knuckleheads
out there, and it is a shame. | am
sure that there are still some dif-
ferences between East and West
music that the rappers and some
of their heads get into. Overall, |
think the audience just wants to
hear the hits.

joey
ARBAGEY

PROGRAM DIRECTOR
KMEL/San Francisco

R&R: What does hip-hop
mean to your station?

JA:Hip-hop to KMEL is a very.

important element. Fifty percent
of the music represents the
streets as well as the station. It
represents a whole culture of
people. Our station typically
plays 12 songs per hour.

R&R: What type of hip-hop
works or doesn’t work?

JA: Our audience is very bal-
anced. Our listeners like variety.
They like Tamia to Notorious
B.l.G., Brandy to Monica, and
then they like Puffy and Mase.
They like it all, a large variety.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

JA: | would say that the larg-
est artist would be Lauryn Hill,
but | also think that Gangstar has
alot of credibility.The type of hip-
hop really depends on the type
of day. For mass-appeal right now,
thats Puff Daddy, Big Pun, Mack
10, Ice Cube, Missy Elliott, and
Timbaland & Magoo, just to men-
tion a few. That's what really
works for us. Just a few of my fa-
vorites are Mase, Big Pun, Mas-
ter P, Busta Rhymes, Rakim, Com-
mon, Goodie Mob, and Gangstar.
These all have dope productions.

R&R: Do you feature any
specialty programming shows?

— . unanwy americanradiahistory.com

JA: KMEL has The Flavorand The
Mix Show,which feature artists like
Wu Tang Clan and Redman. We
also have The Wake Up Show, which
is world-renowned and syndicated
everywhere. It started here.

R&R: Where do you see the
music going in the future? Is it
moving away from violence

toward peace?

JA: Rap, in the last few years,
kas changed to parental consent.
| don't get those calls of “Why
tae heil do you play that record?”
on “l can't let my kids listen to
your station.” These past few
years the rap violence has really
taken a step up toward the peace.
| think the hip-hop out now af-
fects our listeners in a much less
regative way than it used to. l
Fas become a lot more accept-
able to families and children. It’s
rot as ghetto as it used to be.
I'm not going to play a hip-hop
record with gunshots or one that
talks about guns and killing some-
one; there is no reason to.That
is not what we're about.

R&R: How have the deaths
of Notorious B.I.G. and Tupac
Shakur affected the music?
Can it survive the loss of two
of its biggest superstars?

JA: The deaths of Notorious
B.I.G.and Tupac brought the hip-
Fop community together in a
sense. The East and the VVest
Coasts are getting along a lot
better than they have in the past.
People are a lot more careful
about what they say or who they
are pointing at. | think it really
woke up the industry. People fi-
nally realize that this isn't a game.
Everyone will miss them, of
course, but we all have to real-
ize that life must go on.There
are a lot of talented people out
there who live the hip-hop cul-
wure and put out really good,
powerful music.

HOY 975

TAYLOR

PROGRAM DIRECTOR
WHTA/Atianta

R&R: What does hip-hop
mean to your station?

ST: Hip-hop for my radio sta-
dgon means a variety of things.
Hip-hop is not just music, it is a
viable way of life for our audi-
ence. it encompasses the way we
dress, the cars we drive, the at-
titude we exhibit. This is all in-
cluded in the hip-hop way of life.

R&R: What type of hip-hop
works and doesn’t work?

ST: | can’t answer this ques-
tion.What | deem hip-hop, you
may not deem hip-hop, and vice
versa. What works for my sta-
tion may not work for yours.
Everyone has theit.own percep-
tion as to what they. think hip-
hop is.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

ST: In my opinion, the biggest
artists are Puffy, Notorious
B.l.G., L.L. Cool }, Tupac, and
Master P, to name a few.

R&R: Do you feature any
specialty programming shows?

ST: On Sunday morning we
do hip-hop/gospel. We have fea-
tured music from Prime Minis-
ter, Antonious, Nuwine, T-Bone,
and Cross Movement.

R&R: Where do you see the
music going in the future? Is it
moving away from violence
toward peace?

ST: Music seems to always re-
cycle itself. At this time, music is
moving back to the '70s. Artists
are now making more songs
about having fun. The future of
our music is not solely based
upon what is happening musi-
cally;the media’s portrayal of the
hip-hop format bears some re-
sponsibility for the condition and
quality of its future. As we all
know, hip-hop is usually the
scapegoat for a lot of the nega-
tive events that happen in soci-
ety. | think it will continue to
survive and strive, but the me-
dia may have a different opinion.

R&R: How have the deaths
of Notorious B.I.G. and Tupac
Shakur affected the music?
Can it survive the loss of two
of its biggest superstars?

ST: The effect of the deaths
of two of hip-hop’s most pro-
lific artists of this decade is im-
measurable. This is not the first
time hip-hop has been faced with
adversity, and time after time it
has withstood all challenges.

"V HoLIDAY

PROGRAM DIRECTOR

WOWI-FM/Norfolk

R&R: What does hip-hop
mean to your station?

KH: It represents who we are,

a part of who we are. It's a part
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of our culture,a part of our lis-
teners’ culture. It speaks loud
the words of our youth.VVe are
4 part of what they go thrcugh,
and what they go through is re-
ality. Hip-hop is reality.

R&R:What type of hip-hop
works or daesn’t work?

KH: | stay away from very
negative, hard-core hip-1op:
There is a time and place for
the more explicit hip-hop. Our
radio station reflects positvity.
There is no need for negatvity.

R&R: Who are the biggest
artists for you, and what are
the biggest songs?

KH: Commercially, Puffy is
the biggest, along with Mase
and the whole Bad Boy family.
Missy is hot, Busta Rhymes, Big
Pun, and the very popular as-
ter P

R&R: Do you feature any
specialty programming shows?

KH: The Boodah Bros. play
the bulk of the latest hip-hop.
Every night at 9pm we focts on
some of the latest underground
hip-hop-on The Hook Check. Ve
break the majority of the rard-
to-hear hip-hop on that feazure.
For the most part there s not
that much dayparting goinz on
here. Hip-hop is now pop mu-
sic, accepted -universally. It is
what the majority listens to.

R&R:Where do you see the
music going in the future? Is
it moving away from violence
toward peace?

KH: Hip-hop music is s di-
verse and so many different
people can relate to it. This
music is constantly evolving. It
can never get old. It will con-
tinue to be popular and change
the face of music.Violence will
always be in some of the hip-
hop music, because most of it
is based on reality. It’s just that
some of the violent material
will not be heard as much in
the near future because o° the
attitudes of people. A few
years ago gangsta rap was the
flava of the month. Evenuually
it will fall off and another form
of hip-hop will take center
stage. Hip-hop music is part of
a cycle. Different forms will
come back full circle. Right
now violence is getting plyed
out. It's becoming more cool
to be jiggy, but eventually that
will play out as well. Peace will
be a part of the cycle. The
question is when.

R&R: How have the deaths
of Notorious B.I.G. and
Tupac Shakur affected the
music? Can it survive the loss
of two of its biggest super-
stars?

KH: Hip-hop will continue
regardless of which superstars
fall victim to violence. The only
thing that happens is that a-dra-
matic incident can tend to s>eed
up the cycle. A new awareness
can manipulate attitudes on this
music.
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NATIONAL DIRECTOR RAP PROMO
Elekira/EER

R&R:There is a huge dispar-
ity between the sales and air-
play of hip-hop music. What
are you doing as a record
company to close this gap and
increase airplay?

RM: What | try to do is get
all the information to program-
ming and to my regional reps
so that they can take it to pro-
gramming, because what's hap-
pening is that a lot of rap
records are selling on the
streets and are not getting as
much as airplay as R&B records.
So my street team has to be in
contact with my regionals and
FMRs so that everyone’s in the
loop and knows what's going on.
Also, the information is circu-
lated back to my mix show DJs
so that it can get to the PDs and
MD:s. It’s just a matter of every-
one knowing what's going on out
there and that people want to
hear this music and that that’s
why they are buying it in such
abundance. That's my goal: to in-
crease airplay. The only way | can
see it happening is by educating
everybody on what's happening
in the streets.Sometimes records
blow up on the streets and then
radio gets on them months later
when they should've jumped on
them from the get-go.That’s how
I'm trying to work things and in-
crease airplay.

R&R: How have the deaths
of Biggie and Tupac affected
the music? Can it survive the
loss? Is there a negative im-
age because of the violent
deaths?

RM: The deaths of Biggie and
Tupac have definitely affected the
rap community. People don't
necessarily want to have that
type of major beef between
coasts. A lot of artists still had a
lot of love for the artists on the
East Coast. Because of the
deaths, we're gonna see a lot of
rap acts working with each other.
You'll see a lot more collabora-
tions of artists of different re-
gions, building together. That’s
what was actually happening be-
fore the wholeTupac-Death Row,
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Biggie-Bad Boy thing started
jumping off. These artists were
starting to mesh together and
work with each other so that
they could blow up in each
other’s markets. So, | think it's
definitely affected the music, but
| think it's gonna help the music
progress.The music is definitely
going to survive the loss of both
of them, but their deaths are defi-
nitely going to help the situation.
it's awakened a lot of people, like,
“Yo, we just need to focus in on
whatwe're gonna do and achieve
our goals and not get caught up
in the games.”

There has always been a
negative image of rap music
from Day One.With any mu-
sic there’s always some nega-
tive image, whether it's a rock
group or ... R&B music. There
are always artists who have had
their run-ins with the police or
whatever. Rap was always
looked upon as some sort of
fad, but the fact is, rap music
is not going anywhere. It sells,
it's on the radio, and people
have grown up with it over the
last 20 years. It’'s gonna be
here.As far as negative images,
it’s not necessarily up to the
rappers,but to radio and other
media to set it aside. A lot of
that hype and stuff comes from
the media. | know a lot of R&B
artists who do a lot of crazy,
wild stuff, but the media don’t
focus in on it,because they just
see rap as a scapegoat for vio-
lence and negativity. All rap is
doing is talking about what's
going on in the neighborhoods,
in the ghettos of America.
They are doing just what
Chuck D said on CNN:We're
just telling you what’s going on.
We're not making it happen;it’s
there. The rap community is
just vocalizing what’s going on
in their communities because
they're upset about it and they
want the world to know about
it. R&B acts sing a lot of love
songs, but those aren't real is-
sues they deal with. Rap deals
with real issues. Poverty, black-
on-black crime — you name it,
there's probably been a rap sopg
about it.

R&R: Where do you see
music going in the future? Is
it moving away from violence
toward peace?

RM: | see progression.| see a
lot of things going on.You're go-
ing to have a diversity — artists
who sample a lot, artists who
create their own sounds! It’s go-
ing to keep growing. If peace
starts to happen in the commu-
nity, there will be peace in the
music, because it's from the
community. Biggie and Tupac
wrote a lot of party songs, but
everybody always wanted to
skew in on the negative aspects
of their careers. Rap reflects
what’s going on in society. If so-
ciety changes, then the music’s
going to change.

THOMPSON

VP/URBAN PROMO
Relativity

R&R: There is a huge dis-
parity between the sales and
girplay of hip-hop music.
What are you doing as a
record company to close this
gap and increase airplay?

TT: My company is a little
Jnique because we tie all of
that into one, That’s how we
exist so easy. My marketing
people — like Alan Grumblat,
my boss — do their marketing
things first, and usually when'l
get to radio, they are asking me
about that particular record.
So, my marketing is done, my
airplay is done, and all of that
means sales.

R&R: How have the deaths
of Biggie and Tupac affected
the music? Can it survive the
loss? Is there a negative im-
age because of the violent
deaths?

TT: It helped separate hip-
hop from rap. Hip-hop can sur-
vive the loss of Biggie and Pac.
| separate my music into rap
vs. hip-hop. With the younger
people, | don't detect anything
different. | still detect loyalty
to hip-hop music. Not that

“many older people can say they

are true hip-hop buyers. It’s all
kids to me. My experience with
rap so far is that there are very
few rappers we could name —
LL Cool J, Too Short — the
guys who have been around for
a long time are the only guys |
know who have loyal buyers. |
found out that rap buyers are
not loyal buyers.A person may
buy Tupac right now and next
year be on to something dif-
ferent.

R&R: Where do you see the
music going in the future? Is
it moving away from violence
toward peace?

TT: Most rappers tell what
life is about to them and what
they really see. So until life
changes for them, I'm sure we
are still gonna hear that side of
rap — what they see and talk
about in the streets.| don't see
anything changing.
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LINTON

VP/URBAN PROMO
Elektra/EEG

R&R:There is a huge dispar-
ity between the sales and air-
play of hip-hop music. What
are you doing as a record
company to close this gap and
increase airplay?

DL: The most any company
can do — and we're doing it —
is in the creative process, allow-
ing creativity to flourish, but
helping the artist/producers un-
derstand the radio landscape
better.The music must be more
“radio-friendly” in terms of
beats, hooks, and, yes, melodies.
There will always be an under-
ground movement — it goes
back to bebop — meaning there
will always be music that the
consumer wants that radio is not
ready or willing to play. It comes
down to supply and demand.
When the demand dies, ulti-
mately so will the supply, be-
cause it will no longer make
sense to create that product line.

R&R: How have the deaths
of Biggie and Tupac affected
the music? Can it survive the
loss? Is there a negative image
because of the violent deaths?

DL: The deaths of Tupac and
Biggie have definitely had an ef-
fect. These were unfortunate
events that made everyone stop
and re-evaluate where the genre
was headed. The genre will sur-
vive the deaths of these two great
talents because prior to their
untimely deaths they had begun
to elevate hip-hop into what was
termed “the mainstream.” | don’t
think there is a negative image of
the music for radio because of
these deaths,but more so a local
set of morals. Something that is
acceptable, for instance, in New
York may not be acceptable in
South Carolina. it really goes to
the tolerance level of the con-
stituency being served by the sta-
tion. In some places, the listen-
ers are more vocal in their likes
and dislikes of what js being played
on the radio, what is shown on
television, what books are in the
library.

R&R: Where do you see the
music going in the future? Is it
moving away from violence
toward peace?
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DL: Hip-hop will conzinue
to evolve. As the musical taste
changes and the next group of
musical creators emerge, they
will reflect the music of their
respective generations and will
improve upon the foundation
laid to that point.

johnnie
WALKER

VP/R&B PROMO
Def Jam

R&R: There is a huge dis-
parity between the sales and
airplay of hip-hop music.
What are you doing as a
record company to close this
gap and increase airplay?

JW: We'll continue tc sign
greatartists,produce great mu-
sic, and deliver spectazular
product to radio. Obviously we
can’t close the gap as we'd like
to see it closed, becauss we
can’t program the radic sta-
tions. A true closing of the gap
won't come until radio pro-
grammers cease to be clysed-
minded to new artists and rap/
hip-hop music in general.

R&R: How have the d=aths
of Biggie and Tupac dffected
the music? Can it surviv= the
loss? Is there a negative image
because of the violent deaths?

JW: It has changed the tem-
per of the music. It's not & vio-
lentand full of hate as itonc:2 was.
| believe their deaths forced the
hip-hop genre to come face to
face with the reality that they
aren’t invincible. They finally re-
alized, “If it happened to 3iggie
and Tupac, it could happan to
me!” Can the music survive? Of
course it can — it has.There was
negativity surrounding hi>-hop
music at radio before th<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>