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Bill 0’Shaughnessy Profiled

One of radio’s most enduring management icons is
William 0’Shaughnessy, owner of WYOX-AM & WRTN-
FM/New Rochelle, NY, two very r

influential stetions in the NY
suburb of Westchester County.
This week, Publisher Erica
Farber quizzes 0'Shaughniessy
on life, the business and his
new book, AirWAVES: A

r H[ IN_D”S T R Y,S N[ w SP A P [R Coilection of Editorials From

www.rronline.com WEICaaeTrATpe.

NEWSSTAND PRICE $6.50

Wild Wild Movie Weekend

With Wild Wild West opening this week, two songs from
the Overbrook/Interscope soundtrack had their impact
(T u:glmq‘l_il_amnu FicTm weeks: The title track
Wwild mn | istop 100nthree
k4 § charts, and Enrique
] & |glesias’ “Bailamos”
B nabs most added
& honors at CHR/Pop
& and s third most
added at CHR/
= Rhythmic.

“ Especially if you have to program against it

What’s so different about The Russ
Parr Morning Show with Olivia Fox?

Is it the consistently compelling entertainment? Or maybe the
great balance between community issues and 24-karat funny,
funny humor?

Russ Parr is constantly interactive with his listeners, so
your station sounds alive and bigger than life. Plus, you
get fun interviews with the hottest stars in entertainment,
zany unpredictably, and fresh excitement every single

broadcast day. One listen and you’ll say this is the very
best mainstream urban morning show in America.

Produced by Radio One, The Russ Parr Morning
Show is now blowing up in Washington, Detroit and
Philadelphia. It’s available to you now via satellite
through Superadio, home of the most powerful
programming on the planet!

Get your competition saying “this show sucks”
when your ratings blow up and they’re
blown away.

Call Superadio now for all the
details ... 508.480.9000 before
your competition does!

>

: /
_ hat’s so funny?

“| don't listen.” — Chris Tucker _ .

e bttt e it S

(unintelligible) — Chris Rock

" “ listened once; that was all | needed” — Will Smith |
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“Baby Can’t Leave It Alone”

Stations That Still Can’t Leave It Alone: i S

WHQT KMJM WEDR WBAV WQMG WALR
WDAS WZAK KIJLH WYLD WHUR

Medium Rotation At:
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management ¢ marketing ¢ sales
As the radio industry feels its way
through a new relationship with the
Internet, some — namely Katz Radio’s
Gerry Boehme — are wondering if radio
pricing may ultimately be affected by how
the Web prices itself. And if so, will it help
or hurt radio? Read Gerry’s essay here.
Also this week, our management guru
Dick Kazan details Estee Lauder’s long,
hard climb to the top.

Pages 10-14

CONVENTION '99 RECAPS

Several of R&R's format editors offer
detailed recaps of their panels at
R&R Convention '99. Among them:
Adult Alternative, Alternative, NAC/
Smooth Jazz, Oldies/Classic Rock,
Rock and Urban.

Pages 28, 57, 89, 94, 106, 114.
ROCK’S COVER CRAZE

Ever since rock’s infancy, cover tunes
have been a staple of the genre. But a
quick scan of the charts reveals a
plethora of cover titles. Steve
Wonsiewicz reports on this phenomenon.

Pages 39-40

« Mark Edwards opens consultancy

« Tim Dukes appointed PD
of WKLS/Atlanta

» Gary Spivack named VP/Alt.
& Rock Promo at Capitol

« Charlie Quinn becomes OM
for KPLN & KYXY/San Diego

= Paul Rappaport takes Columbia
Records VP/Broadcasting &
Event Marketing post
Page 3

THis #] weEK |

CHR/POP

« RICKY MARTIN Livin’ La Vida Loca (C2/Columbia)

CHRA/RHYTHMIC

702 Where My Girls At? (Motown)

URBAN
» 702 Where My Girls At? (Motown)

URBAN AC

+ MAXWELL Fortunate (Rock Land/Interscope/Columbia)

COUNTRY

+ GEORGE STRAIT Write This Down (MCA)

AG

» PHIL COLLINS You'li Be In My Heart (Hollywood)

HOT AC

= RICKY MARTIN Livin' La Vida Loca (C2/Columbia)

NAG/SMOOTH JAZZ 2
+ROGER SMITH Off The Hook (Miramar)

ROCK
« DEF LEPPARD Promises (Mercury/IDJMG)

ACTIVE ROCK
= RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ALTERNATIVE
+ RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)

ADULT ALTERNATIVE
+ SANTANA {/ROB THOMAS Smooth (Arista)

NEWSSTAND PRICE $6.50

THE INDUSTRY’S NEWSPAPER
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Emmis Acquires Rights To
Sinclair/St. Louis Stations

M Sinclair questions ‘validity’ of Baker’s deal

BY JEREMY SHWEDER
R&R WASHINGTON BUREAU
jshweder@ rronline.com

Sinclair Communications is
still feeling a sting from the Feb-

ruary departure of top executive

Barry Baker.

Baker, now Presi- [
dent/COO of television §
broadcaster USA Net-
works, exercised a |
clause in his termina-
tion contract last week [
that gave him an option
to purchase six Sinclair
radio stations and one
TV station in the St.
Louis market. Last Fri-
day (6/25). he sold his
right to purchase those stations
to Sinclair competitor Emmis
Communications for what the
two sides called a “nominal”
fee.

According to Baker's termina-
tion contract. the stations —
WRTH-AM, KIHT-FM, KPNT-
FM, KXOK-FM. WIL-FM.
WVRV-FM & KDNL-TV —
must be sold at “*fair market val-
ue.” Sinclair and Emmis must

Smulyan

meet by next Saturday (7/10) to
begin working out a price.

But Sinclair may dispute the
sale of its St. Louis stations to
Emmis. After Emmis issued a
statement last Friday declaring it
had purchased Baker’s
right to the stations, Sin-
clair executives waited
one business day and
then said on Monday
they were “evaluating
& the validity™ of Baker's
designation of Emmis as
a buyer.

Sinclair executives
would not specify why
they thought Baker’s
move might be invalid.
But Sinclair appears to be telling
investors that it may try to hold
on 1o its St. Louis properties.

“We're suggesting that there
are a few hoops that have to be
jumped through before the trans-
action with Emmis can close.”
Sinclair Treasurer Pat Tala-
mantes told R&R. “"We think a
somewhat different tone was set

EMMIS/See Page 30
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‘Advertising Not A Dirty Word’

M Study shows users click on online banner ads

BY MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@ rrontine.com

It made Chuck Armstrong’s
day to get a look at the results
from Arbitron NewMedia's lat-
est survey of Web audience mea-
surement.

“The most important thing

about AMFMI.” the developer of

Chancellor Media’s local portal
initiative told R&R, *‘is connect-
ing the listener. through the sta-
tion. to content or the artist.”

Hence. he was thrilled to learn
that nearly 70% of users are tun-
ing to streaming media sites for
content information.

The study. which surveyed
1.527 users of Broadcast.com
and Tuner.com. was also good

news for radio station sales staffs
looking to bundle Web buys with
traditional airtime buys. The re-
searchers found that 60% of us-
ers obtain information about ad-
vertisers on these sites. 49% of
users buy advertised products
online. and another 44% click on
ads.

“With our latest streaming
media study. we have shown that
people are listening to the ads
and conducting e-commerce
while listening to audio and vid-
eo programs online.” said Ar-
bitron NewMedia VP/GM Greg
Verdino. “For webcast tuners.
advertising is not a dirty word.”

These numbers are contrary to

WEB/See Page 18

Susquehanna Resets Mgt. Tier
M Halyburton, Vaeth-Dubroff, Renier now SVPs

By Abart Jacosson
R&R STAFF WRITER

jacobson@rronline.com

Susquehanna Radio Corp.
has restructured its top manage-
ment tier in response to enor-
mous corporate growth. As a re-
sult. Exec. VP Larry Grogan
will relinquish his station man-
agement oversight responsibili-
ties in all markets except San
Francisco. where Susquehanna
owns KNBR-AM. KTCT-AM.,
KFFG-FM, KFOG-FM &
KSAN-FM. Grogan will now
lead the development of compre-
hensive new sales training pro-
grams for the company. He will
remain in Dallas and continue
to assist President/COO David
Kennedy.

Concurrently, Dan Halybur-

ton — who has been GM of

KGB: Just
Kidding!

When these KGB/San Diego
billboards went up around town,
the county health director asked
the district attorney to punish the
station because the ads may
have misled troubled parents or
pregnant women. But billboard
company Qutdoor Systems end-
ed up taking the ads down after
receiving several complaints (an
Outdoor Systems spokesman
told the San Diego Union-Tribune
that KGB’s ad copy “mistakenly
slipped through”). So what were
the billboards supposed to sig-
nify? Although AP reports a sta-
tion manager said they were part
of a promotional campaign for
Beanie Babies, R&R’s quick
scan of KGB’s website proved
that“Baby” really is a replica of a
1961 Porsche Speedster that
can be won by a iucky listener.

Renier

Halyburton

KPLX-FM. KKZN-FM &
KXZN-FM/Dallas-Fi. Worth —
will now serve as Sr. VP/GM for
Group Operations. In this new
position, he will lead the compa-
ny's stationwide programming,
research and interactive market-
ing efforts. Halyburton will also

SUSQUEHANNA/See Page 30
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AFTRA Quits As
Sinclair/N.0. Rep

Sinclair Communications
claimed victory on the labor
front last week, when the Amer-
ican Federation of Television &
Radio Artists withdrew as the
representative of the on-air talent
at the company’s WWL-AM &
WLMG-FM/New Orleans.

“The union has decided to
walk away from our representa-
tives rather than risk their chanc-
es in Thursday’s election,” GM
Johnny Andrews wrote last week
to the employees formerly repre-
sented by AFTRA.

According to one WWL em-
ployee with whom R&R spoke,
24 of 31 workers in the unit were
prepared to vote to decertify the
union on June 24. Before this
could take place, however. AF-
TRA told the National Labor
Relations Board it would resign.
AFTRA/New Orleans Exec. Di-
rector Bob McDowell told R&R

AFTRA/See Page 30

World’s largest radio opportunities section: Pages 118-119
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Someday we’ll know

from the million-selling album
Meyoe sou’ve been brainwvashed too. .

Modern Adult Airplay 31*-29*
Adult Top 40 Airplay 37*-35*

BIG SPINS:
WTMX-50 spins KRUZ-41 spins
KZZ0-40 spins  KLLY-30 spins
WSSR-25 spins KVSR-38 spins
WVRV-30 spins WXSS-21 spins
KTNP-33 spins WSTR-28 spins
WKDD-20 spins WPTE-24 spins

Produced & Arranged by Gregg Alexander
Management: Steve Jensen and Martin Kirkup/
Direct Managcement Group, Inc.
wwrv.newradicals.com

©7999 mea records, mc.

4 3 ;::.-- b m
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Mainstream Top 4 A "ay 26* 23*
Rhythmic Top 49 ligiay 9* g
Crossover ALplav I*iﬁ_ﬁ ‘ b

Over 5300 BDS s ms Twnh at dlenc_

reach of over 48

i - nradiohistory.com

] o el
i boiy 3

i 1N

g i Nt

t II me it's real

qthe first single from IT'S REAL,
the highly anticipated follow-up to their
4 million&elling dehut album, Love Always
IT'S REAL - June 22nd

Also features the R&B smash “Life”

Management: DEVOUK FNTERTAINIMENT
Single produced by Rory Bennett & _JoJo Hailey

gl -
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Country Radio Honors Its Legends

Gathered for the Country Radio Broadcasters DJ Hall of Fame Award Dinner at the Crowne Plaza Hotel in Nash-
ville last week were (front row, I-r) Capitol artist Garth Brooks, “Cousin Ray” Woolfernden, Rosalee Allen (back, I-r)
Westwood One President Ed Salamon, Presidents Award winner Michael Oatman, Ted Cramer, Gwyneth “Dan-
dalion” Seese, Eddy Arnold, the family of the late Vic Rumore, ACM President Fran Boyd and Arista Nashville’s

Brad Paisley.

Spivack Segues To
Capitol As VP/AIL.
& Rock Promotion

Capitol Records has appointed
Gary Spivack VP/Alternative &
Rock Promotion.
Spivack, who
will relocate
from New York
| to Los Angeles
F| by year’s end. re-

ports to Sr. VP/
Promotion Burt
Baumgartner.

“How lucky am
I not only to in-
herit a label with
the No. | alterna-
tive roster in the business.” Baum-
gartner said. “but also 1o convince
the No. | rock alternative promo-
tion person to join me and take
Capitol’s new and established art-
ists to greater heights? Gary's ad-
dition to the Capitol promotion
team will truly help make us the
“Tower of Power,””

Spivack. who will oversee the la-
bel’s Alternative and Rock promo-
tion efforts. joins Capitol from At-
lantic Records. where he most re-
cently was VP/Alternative Promo-
tion. Prior to that. he headed the
Alternative Promotion department
at MCA Records. Between 1990-
93. he served as the Local/Region-
al West Coast Promotion Represen-
tative for Elektra Entertainment.

R&R Observes
July 4 Holiday

In observance of the Independence
Day holiday, R&R'’s Los Angeles,
Nashville and Washington, DC of-
fices will be closed Monday, July 5.

Spivack

HOW TO REACH UJS RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:
NEWS DESK:
R&R ONLINE SERVICES:

ADVERTISING/SALES:

lear Channel's WKLS

(96rock)yAtlanta has appoint-
ed Tim Dukes PD. When
he moves to "KLS in six to |,
eight weeks, he'll replace '
Pat Ervin, who is leaving
today (7/2) for an Atlanta-
based sales and market-
ing job. Dukes currently
serves as FM Director/
Programming for Clear
Channel’'s San Diego
stations.

“We are very excited to
have someone of Tim's
caliber join our program-
ming team.” said WKLS OM and
Clear Channel Director/Rock Pro-
gramming Gene Romano. “Tim
Dukes is one of the most respect-

’KLS/Atlanta Names Dukes PD

Dukes

ed and accomplished Rock pro-
grammers in the country. He has
—— programmed some of the
best Rock stations in
+1 America, including WEBN/
1 Cincinnati, KIOZ/San Di-
ego and Alternative XTRA-
FM/San Diego”

Dukes added, “it will be
an honor to work alongside
Gene and {Clear Channel
VP] John Hogan. i've ad-
mired 96rock and the city
of Atlanta ever since |
became infatuated with
CNN’s Bobbie Battista
during the Gulf War. Her hypnotic
eyes have always impressed me.
| hope | can afford to live in her
neightorhood”

Rappaport Rises To VP/Broadcasting
& Event Marketing At CRG

Columbia Records
Group has promoted Paul |
Rappaport to VP/Broad- |
casting & Event Marketing. |
Based in New York. he re- |
ports to CRG Exec. VP
John Ingrassia. i

“Paul Rappaport has been [
a key player for Columbia |
Records for nearly 30 |
years.” Ingrassia said.
“During that time. he has
had a tremendous effect not
only on this company. but on the
entire record industry as well. From
A&E Live By Request to The Co-
lumbia Records Radio Hour, he

continues to set new standards for

bringing music to ever wider audi-
ences. Paul is a true force in the in-
dustry. and it’s a genuine pleasure
1o announce his promotion.™

310-788-1625
310-788-1699
310-788-1675

310-203-8727
310-203-9763
310-553-4056

310-553-4330  310-203-8450

Rappaport

moreinfo@ rronlin2.com
newsroom @ rrorine.com
jil@rronline.com

hmowry @rronline.com

Rappaport noted.
ing the 30 years that Co-
lumbia Records has been
my home. I've had the
honor of working with an
incredible array of extraor-
dinary artists,
whom have been my per-
sonal heroes. 1 would like
to thank [Columbia
Records President] Don
lenner and John Ingrassia
for their continued belief in
me and their support for the
projects I've worked on. 1 look for-
ward te continuing to play a role in
the best. most creative record label
in the industry.”

Rappaport began his career at Co-
lumbia in 1969 as a College Rep at

RAPPAPORT/See Page 30
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Edwards Establishes Media Consultancy

Mark Edwards. a 25-
year radio veteran who had
been VP/Programming
of WLIT/Chicago until
March. has opened his
own consultancy for the ra-
dio. music and advertising
industries. Mark Ed-
wards Media Marketing
will be based in Chicago
and will initially focus on
marketing of music to ra-
dio — primarily to AC and
Hot AC — and other distribution
channels. including retail. The com-
pany will also focus on creating

Edwards
said.

—7 original radio promotion
| opportunities and providing
personal coaching to pro-
gram directors.

“The radio and music
businesses are changing at
an incredible pace. and 1
thought it was time there
was someone who could
help people in these indus-
tries be proactive and give
listeners the very best prod-
uct they can.” Edwards
It's so easy to get caught up

EDWARDS/See Page 30

Chancellor/SIJ Duo Selects Quinn As OM

Charlie Quinn. current-
ly OM of Capstar’'s SEA
Star/Nashville stations.
will become OM for Chan-
cellor Media’s KPLN-FM
& KYXY-FM/San Diego
on July 26. He succeeds
Rich Hawkins. who left
the Classic Hits-Soft AC
combo to become VP/Pro-
gramming for Capstar’s
Pucific Star (R&R 3/12).

“I'm thrilled about the
opportunity to be tapped to work
with these people at these two sta-
tions.” Quinn told R&R. I know
I'm in the company of some great

310-553-4330
202-463-0500
615-244-8822

Quinn

310-203-8727
310-203-9763
202-463-0432
615-248-6655

programmers. I've always
felt I've been lucky with
GMs and have a good feel-
ing about [KPLN &
4 KYXY GM] Bob Bolinger.
He's a like-minded and
wonderful individual and
4l has a very competitive spir-
B it. yet he has kept his hu-
i manity. He’s a great guy,
# and I'm very excited about
" having the chance to work
with him.”

Quinn came to Nashville nearly
five years ago as PD of CHR

QUINN/See Page 18

WEBSITE: www.rronline.com

kmumaw @ rronline.com
mailroom @ rronline.com
rrdc @ rronline.com

Ihelton @ rronline.com
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Microradio Looms as
Broadcasters’ Biggest Threat

[ Independent study shows LP interference, NAB says

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
yorke@rronline.com

The possibility that the FCC will license low-power radio sta-
tions within the next year is being viewed by NAB members as
radio’s biggest threat. The NAB may now be at the beginning of
an attempt to thwart that effort: It says it has evidence that low-
power licenses could interfere with established broadcast signals.

Last week at the NAB Radio Board
of Directors meeting in Washington.
DC.NAB Exec. VP/Legal Jeff Bauman
and Sr. VP/Science and Technology
Lynn Claudy told members that pre-
liminary results of research conducted
by outside professional consulting
firms show that the FCC’s theory that
second- and third-adjacent channel
protection for local broadcasters is
unnecessary is erroneous. They believe
the protection is necessary. and said
that “there will be significant interfer-
ence to existing stations.”

According to Radio Board VP Bill
Poole. the research — conducted in

Richmond and several other markets
— showed that “there would be in-
terference and there would be deg-
radation of the signal. The research
showed graphically how the low-
power signals would interfere. and
really hits home.” Susquehanna
President/COO David Kennedy
agreed, telling R&R. "I think the
study showed that pretty clearly.”
The FCC has emphasized that
the idea would be dropped if it
could be shown that LP stations
would cause interference. The com-
mission has extended the public
comment period on the proposal to

Sept. | and is expected to revisit the
issue in the fall.

Funding Minorities

NAB Educational Foundation
President Chuck Sherman said the
foundation. along with LIN TV, ex-
pects 1o create a new ownership di-
versity program to prepare minori-
ties and women to become station
owners. Still in the embryonic stage
according 10 NAB spokeswoman
Ann Marie Cumming. the program
would give senior-level managers
training in fundraising. organiza-
tional skills and clearing regulatory
obstacles.

The program is similar but unre-
lated to one proposed last summer
during a meeting called by NAB

MICRORADIO/See Page 8

FCC Fines California Stations $71,000

[J Suburban Seattle duo also cited for main studio violations

By MATT SPANGLER
R&R WASHINGTON BUREAU
spangler@ rronline.com

The operator of seven Southern California stations was slapped
with $71,000 in fines by the FCC last week for breaking the pub-
lic file rules and other transgressions.

According 1o letters the FCC sent
to the stations last week. COBE Labo-
ratories — a “business creditor” of
station owner Jaime Bonilla Valdez
— in December 1997 filed an objec-
tion to the renewal of the stations” li-
censes. The objection was later with-
drawn after COBE told the commis-
sion that it had settled its legal dis-
putes with Bonilla.

Despite the retraction. the FCC said
it was obligated to consider COBE™s
allegations. Some of the allegations

were dismissed as unfounded: For
example, COBE had suggested that
Bonilla has a criminal record in
Mexico “involving fraudulent activ-
ity.”” But the commission said that the
only evidence of this was a complaint
filed by a Mexican business. with no
proof that any action had been taken
against Bonilla.

On the other hand, the FCC did cite
Bonilla for other violations. unearthed
by a private investigator hired by
COBE. Most of those fines related to

the public file rules. KTTA-FM/Es-
parto, CA and KLNA-FM/Dunnigan,
CA — licensed to Pacific Spanish
Network — were fined $10.000 each
because their files were allegedly
maintained in a library that was only
open 21 hours a week. while the com-
mission mandates that files be avail-
able during regular business hours. The
private investigator also found that the
file was missing the station’s 1997 li-
cense renewal application and annual
EEO reports. among other things,
KIEZ-AM/Carmel Valley. CA —
licensed to  Central  Coast

FCC/See Page 8
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Clear Channel Makes Deal With StarGuide,
Reduces BuyltNow.com Stake

Clear Channel Communications will use StarGuide Digital Networks
satellite technology and equipment to transmit the programs of Rush
Limbaugh and Dr. Laura — as well as regional and sports nets like the
Cleveland Browns Sports Network and the Ohio News Network. “Convert-
ing to the StarGuide system is like moving from a calcutator to a high-
speed computer,” Premiere EVP Tim Kelly said. Premiere had been using
the SEDAT analog system for transmission. The new equipment will be
deployed on Satcom C-5 — and its eventual replacement — beginning this
month through the fourth quarter of 2000. Price and terms of the deal were
not released. Former Chancellor chief Scott Ginsburg became CEO of
StarGuide about six months ago.

In related news Clear Channel has lowered its stake in Internet superstore
BuyltNow.com from 4.7% to 4.5% to make room for the investments of
Internet portal Snap.com (3.6%) and e-commerce provider XOOM.com
(1.8%). Since BuyltNow issued new shares to accommodate Snap and
XOOM, the number of shares Clear Channel holds hasn't changed.

Emmis, Others In Talks About
Developing ’Net Portal

mmis Communications Chairman/CEO Jeff Smulyan met in New York

last month with representatives from a group of broadcasters — in-
cluding Citadel, Jefferson-Pilot, Greater Media and Susquehanna — inter-
ested in developing a national Web portal. While, as one group head told
R&R, the project is still in the “exploratory phase,” the site would likely link
to local stations’ websites and include e-commerce. No timetable has been
set for the portal's debut.

FCC Opens File On Connoisseur Rockford Deal

he FCC last week flagged Connoisseur Communications’ acquisition
of WLUV-FM/Rockford, iL — which made $100,000 last year in the
$12.5-million market — from Loves Park Broadcasting.

“I have no idea why this transaction would produce any scrutiny;’ Con-
noisseur CEO Jeff Warshaw told R&R. “This station has zero ratings and
negligible revenues”

The likely reason the commission is asking for the public to comment on
the deal? Between them, Connoisseur and Robert Rhea control better than
70% of 98 market share in Rockford.

Continued on Page 8

R&R/Bloomberg Radio Stock Index

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

Change Since

One Year Age  One Week Ago 6/18/99 One Year Ago  One Week Ago

Radio Index 240.90 293.48 29980 +21.83% -2.11%
Dow Industrials 9025.26 10.552.56 10.855.56  +16.920 -2.799
1146.42 131531 134284  +14.73% -205%

S&P 500

STRETOCH
YOUR ADVERTISING DOLLARS

Today's level of fierce competition demands that you prominently dis-
: & play your name every chance you get (location broadcasts, concerts,

f station sponsored autograph sessions, etc.). With theft, vandalism and
loss. it becomes a costly proposition to continuously replace expensive
signs and banners. Roll-A-Sign™ offers a better way.

| With Roll-A-Sign banners you get up to four vibrant colors printed on
1 durable, high quality 4 or 6 mil plastic film to display your logo and
message brilliantly for an economical price. Now you can afford to dis-
play a bright new sign at every public event. They even make great
cost-effective promotional give-aways. Just roll off what you need and
cut.

* Durable banners at an affordable price.

* UV stabilized plastic won’t fade indoors or outdoors.

* Simply FAX your logo and color separation information for a price
quotation today.

Reef Industries, Inc.P.O. Box 750250
Houston, TX 77275-0250
713/507-4200 713/507-4295 FAX
©1999Y Reef Industries, Inc.

Call today
800/231-6074

PLASTIC
BANNERS
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Your Wide Area
Networkability Is Limitless
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ENCO The demands of today’s fast paced broadcast marketplace
DADpno32 require maximum utilization of resources to achieve cost
Digital Audio . | :

Delivery System effective performance. Thanks to the latest advances in
digital technologies, multiple broadcast facilities can now
seamlessly share audio inventories, news, scheduling and

billing data, and often consolidate other redundant functions.

All of this is possible by combining the advantages of :
non-proprietary products such as the ENCO DAD,,,32 -
Digital Audio Delivery System with Wide Area Network
(WAN) architecture. Audio production may now occur

from virtually anywhere within a group, information
flow is automatically managed between multiple remote
locations, and transfer schedules are configured to take
advantage of varying tariffs for maximum efficiency and

cost control. next level solutions

WIRELESS
The ENCO DAD,,32 Digital Audio Delivery System provides
a powerful professional audio management tool for both BROADCAST
live assist and automated on-air operations, production, GOVERNMENT

and inventory control. Support of Wide Area Networking NETWORK SUPPORT

l'%RRIS

is inherent with DAD,. 32, providing capabilities to take full
advantage of distributed data and group interconnectivity.

1-800-622-0022 « www.harris.com
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Radio Business

" DEAL OF THEWEEK [l 1999 DEALSTO DATE

o WDLT-AM, WYOK-AM, WBLX-FM,
WDLT-FM & WGOK-FM/Mobile
$25 million; and KBFM-FM &
KTEX-FM/McAllen-Brownsville

$17 million
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TRANSACTIONS

Dollars This Week:

Stations Traded This Year:

Stations Traded This Week:

Dollars To Date:$1,770,780,863.39

(Last Year: $2,547,179.178)

$67,558,000

(Last Year: $54,795,000)

598

(Last Year: 886)

26

(Last Year: 30)

Cumulus Purchases Calendar For $36 Million

L1 Acquires five stations in south Texas, Alabama; Adds two in Mobile from Roberds
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WDLT-AM/Fairhope,
WYOK-AM/Mobile, WDLT-
FM/Chickasaw, WBLX-
FM/Mobile & WGOK-FM/
Atmore (Mobile), AL

PRICE: $25 million

TERMS: Asset sale for cash: $19
million for Calendar Broadcasting sta-
tions and $6 miilion for Roberds
Broadcasting stations.

BUYER: Cumulus Media Inc., head-
ed by Executive Chairman Richard
Weening. It owns 244 stations.
Phone: (414) 615-2800

SELLER: Calendar Broadcasting,
licensee of WDLT-AM & FM & WBLX-
FM; Roberds Broadcasting, licens-
ee of WYOK-AM & WGOK-FM.
FREQUENCY: 660 kHz; 900 kHz;
98.3 MHz; 92.9 MHz; 104.1 MHz
POWER: 10kw day/850 watts night;
Tkw day/380 watts night; 38 .9kw at
551 feet; 100kw at 1,554 feet; 100kw
at 1,555 feet

FORMAT: Urban; Urban; Urban AC;
Urban; Urban

BROKER: Michael Bergner of
Bergner & Co.

KBFM-FM/Edinburg &
KTEX-FM/Brownsville
(McAllen)

PRICE: $17 million

o

TERMS: Asset sale for cash
BUYER: Cumulus Media Inc., head-
ed by Executive Chairman Richard
Weening. It owns 244 stations.
Phone: (414) 615-2800

SELLER: Calendar Broadcasting,
headed by CEO Philip Giordano.
Phone: (732) 758-8900
FREQUENCY: 104.1 MHz; 100.3
MHz

POWER: 100kw at 998 feet; 100kw
at 1,126 feet

FORMAT: CHR/Pop; Country
BROKER: Michael Bergner of
Bergner & Co.

g,
FM CP/Lompoc (Santa
Maria)

PRICE: $140,000

TERMS: Asset sale for cash
BUYER: Brian Costellio. Phone:
(707) 829-5731

SELLER: Lompoc Minority Broad-
casters Partnership. Phone: (661)
396-9880

FREQUENCY: 104.9 MHz
POWER: 330 watts at 1,000 feet
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WBGC-AM/Chipley
PRICE:$120,000

TERMS: Asset sale for cash
BUYER: John Pembroke. Phone:
(850) 942-1806

SELLER: B-6 Radio Corp.,headed
by President Peter Balkom. Phone:
(850) 638-0234

FREQUENCY: 1240 kHz

POWER: 1kw

FORMAT: Country

WFBA-AM/Hialeah
Gardens (Miami)

PRICE: $7.4 million

TERMS: Asset sale for cash
BUYER: ABC Inc., headed by VP
Robert Callahan. It owns over 40
other stations. Phone: (212) 456-
7777
SELLER:W.R.A.Broadcasting Inc.,
headed by President Jose Ortega.
Phone: (305) 823-0990
FREQUENCY: 990 kHz

POWER: 5kw

FORMAT: Spanish Nostalgia
COMMENT: This station will adopt
ABC'’s Radio Disney format in Sep-
tember.
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WGAU-AM/Athens

PRICE: $750,000

TERMS: Asset sale for cash
BUYER: Southern Broadcasting of
Athens Inc., headed by President
Paul Stone. It owns five other sta-
tions, including WRFC-AM/Athens.
Phone: (706) 549-6222

SELLER: Clarke Broadcasting
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. FORMAT: Gospel
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I TRANSACTIONS AT A GLANCE |

* FM CP/Lompoc (Santa Maria), CA $140,000

* WBGC-AM/Chipley, FL $120,000

®* WFBA-AM/Hialeah Gardens (Miami), FL $7.4 million
* WGAU-AM/Athens, GA $750,000

* WSGA-AM/Savannah, GA $500,000

® FM CP/Waimea, HI $300,000

® WLUV-FM/Loves Park (Rockford), IL $4.7 million
* KIFG-AM & FM/lowa Falis, 1A $320,000

® FM CP/Jonesville, LA $150,000

* WQST-AM/Forest (Jackson), MS $45,000

®* WRCW-AM/Canton, OH $600,000

* WKSW-FM/Urbana (Dayton), OH $5 million

°* KOMH-AM/Pawhuska, OK $75,000

* KFLP-AM & KFLL-FM/Floydada,TX $103,000
® KIXC-FM/Quanah,TX $155,000

® KKBY-FM/Eatonville (Tacoma), WA $4.5 million
® WSLD-FM/Whitewater,WI1$700,000

Corp., headed by H. Randolph
Holder Jr. It owns five other stations.
Phone: (706) 549-1340
FREQUENCY: 1340 kHz

POWER: 1kw

FORMAT: News/Talk

WSGA-AM/Savannah

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Gilliam Communications
Inc., headed by President H.A. Gii-
liam Jr. It owns one other station.
Phone: (901) 527-8565

SELLER: BCM Media inc.,headed
by President Bruce Maduri.He owns
three other stations. Phone: (404}
233-1400

FREQUENCY: 1400 KHz

POWER: 650 watts

CP/Waimea
PRICE: $300,000
TERMS: Asset sale for cash
BUYER: Big Island Radio, headed
by President Paul De Ville. It owns
seven other stations. Phone: (808)

599-8048
SELLER: Waimea Partnership,
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headed by Julie O’Connor. Phone:
(202) 775-7100
FREQUENCY:99.1 MHz

e T T
o
R
i

: ——
§ P e R A
fiTE ~EEEE
e e S T

WLUV-FM/Loves Park
(Rockford)

PRICE: $4.7 million

TERMS: Asset sale for cash
BUYER: Connoisseur Communi-
cations Inc., headed by CEO Jef-
frey Warshaw. It owns 35 other sta-
tions, includingWROK-AM & WZOK-
FM/Rockford & WXXQ-FM/Freeport.
Phone: (203) 227-1978

SELLER: Loves Park Broadcasting
Co.,headed by Angelo Salvi.Phone:
(815) 877-9588

FREQUENCY: 96.7 MHz

POWER: 3kw at 235 feet

FORMAT: Country

e e ¥

KIFG-AM & FM/lowa Falls
PRICE: $320,000

TERMS: Stock purchase agreement
BUYER: Times Citizen Communi-
cations Inc., headed by Chairman
Mark Hamilton. Phone: (515) 648-
2521

Continued on Page 8

Me

WEEKLY, NATIONALLY
SYNDICATED RADIO PROGRAM

TUNEINTO HEAR THE
ELOQUENCE OF ONE OF AMERICA’S
"GREATEST ORATORS ON THIS

National PRODUCTIONS 800-323-9262

25 minutes of provocative conversation between Mario Cuomo and the only man who can make him
laugh and cry at the same time, Dr. Alan Chartock. When these two meet in weekly combat the sparks
fly, but it should be plain that they really like each other. Their smart bantering is sure to bring you a
unique, national perspective on timely hot topics in a truly entertaining way. (it's FREE for you to use!)
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THE BEST

JUST GOT
BETTER

SW is o
~ LAUNCH

LAUNCH Radio Networks will continue to
provide the best in music & entertainment
news for the following formats:

ALTERNATIVE ROCK, CHR, OLDIES,
COUNTRY, CLASSIC/ALBUM ROCK,
URBAN, TALK, JAMMIN' OLDIES, AC,

SMOOTH JAZZ, & MODERN AC

For more information please contact Ron Rivlin
at: ph: 212-833-7320 fax: 212-833-4994


www.americanradiohistory.com

8 ® ReR July 2,1999

 EARNINGS

Emmis is firing on all cylinders”

Emmis Radio Revenue Rises 18%

mmis Communications Corp. (Nasdag: EMMS), which completed

its fiscal Q1 on May 31, had radio revenues of $42 million, up from
$35.5 million in the same quarter of 1998, Including all radio, TV and broad-
casting assats, Indianapolis-based Emmis had revenues of $72 million, up
62% from the previous year. Cash flow from broadcasting and publishing
opermations increased 60% in the quarter, lo $27 milion. On a same-station
basis, domestic radio revenue was up 14% for the quarter, Emmis said,
also reporting that it has had four consecutive quarters of same-station,
doubla-digil revenue growth. CED Jaff Smulyan said, “Across the board,

Radio Business

Microradio
Continued from Page 4

President/CEO Eddie Fritts that in-
cluded FCC Chairman Bill Kennard,
Commissioners Gloria Tristani and
Susan Ness, CBS CEO Mel
Karmazin, Clear Channel CEO
Lowry Mays and Chancellor CEO
Tom Hicks. That group has met sev-
eral times, including last week in
Washington, to develop a loan pro-
gram that would fund minority groups
in the acquisition of broadcast prop-
erties. While details are still being
worked out, the preliminary plan is
to have individuals and/or corpora-
tions provide capital — with the no-
tion of getting a respectable return on
their money — to minority owners.
Also discussed last week were ways
to mentor potential owners and the
creation of training programs.

CBS Corp Sr. VP Marty Franks
told R&R, “They are making good
progress, but it is not quite soup yet.”
He noted that there are still “some
legal issues that need to be discussed
before we can solicit funds.” Franks
emphasized that the group’s bottom-
line goal is “to increase minority
ownership and participation in this
business, and the group will consider

anything that increases minority par-
ticipation in our industry.”

DARS Update from XM

XM Radio VP/Programming
Lee Abrams delivered a 30-minute
presentation on the kinds of satel-
lite-to-car programming he expects
XM to deliver beginning in late
2000. DARS broadcasters were
once seen as enemies by the NAB,
but Abrams, who made his fourth
appearance before an NAB group,
got a warm reception. Poole de-
scribed Abrams’ discussion as “in-
teresting and nonthreatening.” The
other DARS license-holder, CD
Radio, was invited, but due to
scheduling conflicts no represen-
tatives were able to attend, NAB's
Cumming said.

Fritts Reelected

Eddie Fritts was unanimously re-
elected as NAB President/CEO and
Kenneth Almgren was unanimously
re-elected to the post of CFO. James
Yager, President/COO of Benedek
Broadcasting Corp., was unani-
mously elected chairman of the
Joint Radio and TV Board of Di-
rectors, replacing Cox Radio CP/
COO Dick Ferguson, whose one-
year term had ended.
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FCC

Continued from Page 4

Communications — was fined
$15,000 for keeping a deficient pub-
lic file and then attempting to hide
that fact from the commission in its
license renewal application. Specifi-
cally, according to the FCC, KIEZ
said in its July 1997 application that
its file was complete, but in later
correspondence with the commission
the station admitted it did not actu-
ally attempt to verify the complete-
ness of the file until that September.

KSBQ-AM/Santa Maria, CA,
KJIDJ-AM/San Luis Obispo, CA and
KRQK-FM/Lompoc, CA — all li-
censed to Padre Serra Communica-
tions — were fined $11.000 each be-
cause. according to the investigator's
report, he was denied access to the
stations” public files when he visited
the stations in December 1997. The
stations were also cited for an ““unau-
thorized transfer of control™ — Valde..
failed to tell the FCC that Padre Serra
went bankrupt in May 1997, and that
a bankruptcy court supervised the
company until June 1998,

Bonilla’s KURS-AM/San Diego —
licensed to Quetzal Bilingual Comnwu-
nications — was also fined $3,000 for
failing to file a “construction-finance
contract” with the FCC in 1991 and
for not filing annual ownership reports.

The commission would not com-
ment on the case, while neither

Bonilla nor COBE could be reached
for comment. Bonilla has 30 days to
respond to the commission.

Washington Fines

The FCC levied another $30.000
in fines on two Washington State sta-
tions for entering into a gray-area
deal and for allegedly breaking the
main studio rules.

The commission said Washington
Broadcast Management transferred
the stock of the company (which
owns KNTB-AM/Lakewood, WA
and KBRO-AM/Bremerton, WA) to
Triangle Broadcasting in December
1997 without commission approval.
WBM President Fred Lundgren told
the FCC in February 1999 that attor-
ney Ben Duncan actually controlled
WBM'’s stock and never turned con-
trol of the stations over to Triangle.

The commission said last week.
however, that the resignation of
L.undgren and the entire WBM board
was a further indication of the unau-
thorized transfer. and that Triangle
was programming the stations.

The FCC also alleged that through-
out much of 1998, the stations’ main
studios were inadequately staffed.
According to the commission, the
studios were staffed only by a recep-
tionist most of the time — not a man-
agement-level employee, as the rules
require.

Neither WBM nor Triangle could
be reached for comment.
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Continued from Page 4 .

More Applicants Complain About FCC Minimum Bids

H udson Communications, which is slated to participate in a September auction fora new class A FM in OroValley,
AZ, agrees with fellow applicant George Kimble that the minimum bid of $250,000 is too high. Kimble had said in
comments filed with the commission last month that the price could only be justified based on OroValley's proximity to
Tucson —but Hudson said in its comments that“in no way will the OroValley FM station operate as aTucson facility”
Roy Henderson, who is bidding on a Michigan FM, pointed out that no one filed comments supporting the minimum
bids, and dismissed the idea that the minimums would speed up the auctions. “This rationale is not present in this
case, since the commission is presented with a closed auction with a fixed number of bidders, who will quickly arrive
at the market value of the facilities involved,” Henderson said in his reply.

FCC Grants Radio-TV Ownership Waiver For Word

W ord Broadcasting Network, which bought WNAJ-AM/Louisville in February from Gore-Overgaard Broadcasting
for $820,000, was given permission by the FCC to own both a radio and a TV station in the Louisville market.
Word also owns WBNA-TV/Louisville. In its waiver application, Word argued that the combination of the TV and radio
properties would resultin $100,000 in savings in the first year alone, leading to better programming at the stations. No

party opposed the application.

XM Satellite Parent To Raise $118 Million In Stock Sale

merican Mobile Satellite, owner of satellite radio company XM, plans to sell about 7 million common shares —
worth about $118 million — to expand its business and repay debt. A spokesman for American Mobile Satellite
told R&R that no cash generated from the stock sale has been expressly earmarked for XM expansion.

against the station.

Two FCC Workers’ Activities Noted In IG’s Report

A report released by the FCC's Inspector General last week highlights two incidents in which employees may have
abused their titles. In one, a “low-level employee” soiiciied a iobbyist to sway Congress against the agency's
move to its Portals facilities. (He was apparently piqued by the new locale and the cost of the move.) The worker
identified himself as an FCC employee and called the lobbyist from his office at the commission, but since he did not
say he was acting in his official capacity, the case was dismissed. in the other instance, a “low-level attorney” com-
plained to WJLA-TV/Washington about a report it ran on White House independent counsel Ken Starr. WJLA's news
director protested to the FCC, but again the matter was set aside because the lawyer did not threaten to take action

ﬁ

Transactions
Continued from Page 6

SELLER: John & PatriciaWhitesell
& James Starr, stockholders of PBW
Broadcasting Corp. Phone: (515)
648-4690

FREQUENCY: 1510 kHz; 95.3 MHz
POWER: 1kw; 6kw at 237 feet
FORMAT: Country; Country

FM CP/Jonesville
PRICE:$150,000
TERMS: Asset sale for cash
BUYER: First Natchez Corp., head-
ed by President Marie Perkins. It
owns three other stations. Phone:
(6Q01) 442-4895

SELLER: Ray Toney, Phone: (662)
327-6126

FREQUENCY: 105.1 MHz
POWER: 6kw at 328 feet

WQST-AM/Forest
(Jackson)

PRICE: $45,000
TERMS: Asset saie for cash
BUYER: Ace Broadcasting Inc.,
headed by Howard Clark.No phone
listed.

SELLER: Eddie Smith. Phone: (770)
233-9262

FREQUENCY: 850 kHz

POWER: 10kw

FORMAT: Religious
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WRCW-AM/Canton

PRICE: $600,000

TERMS: Asset sale for cash
BUYER: Otter Communications
Ltd., headed by President Daniel Ott
Jr. Phone: (330) 746-1330
SELLER: Eddie Smith. Phone: (770)

2
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233-9262

FREQUENCY: 1060 kHz
POWER: 5kw

FORMAT: Full Service

WKSW-FM/Urbana
(Dayton)

PRICE: $5 million

TERMS: Asset sale for cash
BUYER: Blue Chip Broadcasting,
headed by CEORoss Love. It owns
14 other stations, includingWING-AM
& FM & WGTZ-FM/Dayton. Phone:
(513) 679-6006

SELLER: United States Broadcast-
ing Corp., headed by President Bob
Miller. Phone: (330) 725-3220
FREQUENCY: 101.7 MHz
POWER: 3.2kw at 407 feet
FORMAT: Country

BROKER: Chaisson & Co.inc.

KOMH-AM/Pawhuska
PRICE: $75,000

TERMS: Asset sale for cash
BUYER: Oklahoma Area Radio
Group Inc,,headed by PresidentLin-
da McCarter. Phone: (404) 681-9307
SELLER: McCaslin Media Inc,,
headed by Tom McCaslin. Phone:
(918) 743-4388
FREQUENCY: 1500 kHz
POWER: 500 watts
FORMAT: Oldies
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KFLP-AM & KFLL-FM/
Floydada
PRICE: $103,000

TERMS: Asset sale for cash
BUYER: Anthony Ricketts. Phone:
(806) 983-2288

SELLER: Robert & Charlene All-
dredge, Phone: (806) 983-2912

FREQUENCY: 900 kHz; 95.3 MHz
POWER: 250 watts day/7 watts night;
3kw at 230 feet

FORMAT: Country; Country

KIXC-FM/Quanah

PRICE: $155,000

TERMS: Asset sale for cash
BUYER: Michael Augustus. He
owns one other station. Phone: (409)
935-4116

SELLER: Glen Ingram. Phone:
(940) 663-6363

FREQUENCY: 100.9 MHz
POWER: 3kw at 192 feet

FORMAT: Country

KKBY-FM/Eatonville
(Tacoma)

PRICE: $4.5 million

TERMS: Asset sale for cash
BUYER: Rock On Radio LLC, head-
ed by George Kriste. He has inter-
ests in five other stations. Phone:
(425)653-5510

SELLER: Barbara Geesman, Direc-
tor of Quality Broadcasting Corp.
Phone: (425) 745-1957
FREQUENCY: 104.9 MHz
POWER: 2.5kw at 495 feet
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SLD-FM/Whitewate
PRICE: $700,000

TERMS: Asset sale for cash
BUYER: WPW Broadcasting Inc.,
headed by President David Madison.
Phone: (309) 734-9452

SELLER: SLD Broadcasting Ltd.
Phone: (414) 723-5300
FREQUENCY: 104.5 MHz
POWER: 6kw at 328 feet

FORMAT: Country
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Does Using "Kids"” Work for AG?

(] Veteran programmer Casey Keating, PD of KPLZ (Star 101.5) Seattle talks about
his experience with the "Kids" TV campaign in the Winter book.

Every now and then a TV campaign breaks out of the box
and becomes one of that rare breed that is so compelling it
has a direct and dramatic effect on ratings. Last Winter
book KPLZ in Seattle was the first station to use IQ tele-
vision group’s new campaign “Kids.” The results were so
spectacular we wanted to find out exactly how much the
“Kids” TV campaign contributed to the station’s success.

TQ: First of all, why §
did you decide to
use the “Kids” cam-
paign?

CK: I think it’s eye-
catching. It’s atten-
tion-getting. There’s
something  really
attractive about watching
little kids play the role of
these superstar artists. We
thought that it would be
something that our target,
women 25-49, could relate
to.

TQ: So what kind of reac-
tions did you get?

CK: People said things like
"The kids are so cute".
They found it was fun to
watch. They would see
something different every
time they saw the spot.
Some of the kids look so
much like the artists people

a\.{#%{v <x<<> x

Casey Keating

loved it. For
example the little
boy who plays the
§ part of Elton John,
he has this little
gap in his teeth
| just like Elton
John. They
thought that was
just hysterical.

TQ: You researched the
spot. Is that correct?

CK: Right. We did throw it
into an auditorium music
test with a couple of other
spots. And for a spot that
is designed basically to be
light-hearted and comedic,
it did very well. It tested
very high. We were look-
ing at a couple of things.
Overall total appeal, and
then, did it communicate
the message? We found
that yes, it did. They had
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good recall of what the
spot was about and when
asked the question would
this be something that
would make you want to
listen to this radio station,
the majority of the folks
said “Yeah, if I saw this
TV spot, I would listen to
the radio station.”

We do weekly call-out...
and during this TV
campaign we got the
highest recognition
that we've ever had
with a TV campaign.

T Mm

TQ¢: You also did some
research while the spot
was running didn’t you?

CK: We do a weekly call-
out in which we ask per-
ceptual questions. And we
always ask the question,
“Which radio station, if
any, have you seen adver-
tised on television lately?”
During this TV campaign
we got the highest recogni-
tion that we’ve ever had
with a TV campaign for
people being aware that
Star 101.5 was running TV
advertising. At one point, I
think it got as high as 60
percent of the people sur-
veyed knew that we were
doing TV advertising.

TQ: Did you run a very
heavy TV schedule?

CK. We ran between 250

and 300 rips in demo for
six weeks, which is not
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The radio station went to number two,
Adults 25-54, and went to number one with
Women 25-34, 25-44, 25-49, and 25-54.
You know, you can't hope for much
more than that. -Casey Keating
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particularly heavy.

TQ: And did you do any
other major marketing at
the time?

CK: No. This was our only
marketing.

TQ: So, within just six
weeks you achieved the
highest awareness you’ve
ever had?

CK: Absolutely. This is the
best response we’ve ever
gotten off of a TV spot.

T¢: Did you make any
major programming
changes during the period
that the spot ran?

CK:  Absolutely  not.
Basically, the station’s been
fairly consistent as a Hot
AC and we find that a cou-
ple of things work for us.
Obviously being on target
with our music, having our
heritage morning show,
and running good contest-
ing really is important.
That combined with televi-
sion is usually what drives
the radio station’s ratings.

TQ: So what were the
results?

CK: I think we were expect-
ing a good book, but this
turned out to be an out-
standing book. I mean, you
always hope for the best
and expect that you’re may
be going to get a little less

*Kids™ is available for various
formats. For more information
contact Tim Andrews at

IQ television group:
Telephone: 404-255-3550

Fax: 404-255-8152

e-mail: tandrews @radioiq.com
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"When asked the
question would this be
something that would

make you want to listen
to this radio station, the
majority of the folks said
“Yeah, if | saw this TV
spot, | would listen to
the radio station”
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than you expect, but this
time was much more than
we expected. The radio
station went to number
two, Adults 25-54, and
went to number one with
Women 25-34, 25-44, 25-
49, and 25-54. You know,
you can’t hope for much
more than that.

TQ¢: Do you think that
there’s a basis for on-
going branding with this
campaign?

CX: Yes, I do. In all hon-
esty, that’s one of the
things we want to do is
freshen the spot up and
keep the thing going. I
think we’ve got some-
thing that people really
say, “Oh, little kids
dressed up as rock stars,

that’s gotta be Star.”” It’s
something that really
brands us.



www.americanradiohistory.com

10 * RsR July 2, 1999

* RAB: Sole-ful spots drive listeners, Page 12

¢ Frames give site a high-tech look, Page 14

RADI

® Mmmm, Milk Chocolate Day’s on the way, Page 14
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“I have never in my life learned anything
from any man who agreed with me.”
— Dudley Field Malone

‘management - marketing - sales

QUEST FOR RESULTS

‘y Gerry Bachme It's difficulf to talk
: about radio rev-
enue without including the influence of the
Internet. Radio stations and groups talk
about their Web strategies using phrases like,
“The Web is hot, and we need to be on it”;
“We need to expand our relationship with our
listeners, and the Web helps us do that”; “The
Web represents a great opportunity to expand
traditional business, pursue NTR and/or in-
crease stock valuation”; and “The Internet
threatens our slice of the advertising pie.”

The last two points deal directly with
revenue. Yes, the Web can provide new and
significant profits. Yes, it can also pose a threat
by “stealing” dollars originally %
earmarked for radio. However,
the exact nature of the opportu-
nity and the true scope of the ‘;
threat may be very different
from what we currently think.
In fact, the stakes may be a lot
bigger than we ever imagined.

Let’s Jook first at the poten-
tial threat.

When  we  think ot the
Internet as  competition, we
usually tocus on it as represent-
ing another medium that at-
tracts audience and sponsorship
dollars. We worry it will siphon LGERRY
money  from existing media.
That's a valid concern. There’s really no such
thing as “new” money in media. Unless you
belicve advertisers will spend more money in
this new medium, the Internet’s money will
come from somewhere clse.

Who will be hurt most? Outdoor, because
Web ads look more like billboards? Television,
because PC screens and TV screens look and act
alike? Radio, because we don’t show visuals or
detail? Print, because the Web can replace static
paper? Direct mail, because messages can be
delivered electronically with less waste and
expense?

If we concentrate too much on the Internet as
competition for dollars, we can lull ourselves
“Radio’s
portable,” we sav. “It's theater of the mind. It's
targeted. It adapts to lifestvle. It's close to the
point of purchase. In fact, radio’s the perfect

mto a talse sense of security.

”

complement to the Internet.

The issue is much bigger than that. Instead
of asking who will be hurt, we should start
focusing on why they'll suffer. From that
perspective, the picture becomes more clear in
terms of how the Internet can hurt or help radio.

The characteristics of the Internet will
tundamentally change the wayv clients view

BOEHME

advertising. Short-term, the novelty of this
new  medium will motivate sponsors and
sellers alike to experiment in an attempt to
develop successful models. Long-term, the
Web will redefine how campaigns themselves
are judged.

Simply put, the Internet is a medium
designed to measure results. Think about that
for a moment. By using the Internet, clients
will learn to measure the effectiveness of their
campaigns by the responses they generate.
That’s real responses, measured according to
specific criteria defined by the client.

This raises cnormous implications for all
traditional media. For the most part, we define
our success bv the audience we reach, but
those audiences are models,
| based on estimates from ran-
dom surveys, small samples
| and  projections  against the
:}71\pLxlati011 as a whole. We
{ don’t measure actual audience
| in real time. We don’t distin-
guish between program and
commercial exposure. And most

importantly, we don't attempt
to connect listeners who hear
the ad to the aclions they take
afterward. The Internet makes
these connections, and spon-
sors are paving attention.

It's interesting to note that

the first sales model to appear
on the [nternet was borrowed from traditional
media: CPM pricing. Sites sold views or
impressions, because that's what sellers were
used to selling and that’s what buyers were
used o buying. That model is changing
rapidly. Not only is CPP for views declining
due to a glut of inventory, clients  are
beginning to focus more on clicks the ads
generate, as well as the actions that consumers
take once they click.

Think of it from the advertiser’s point of
view. Wouldn’t vou prefer to request a specitic
consumer action, then pay only when it's
accomplished? While this may look at first like
a revolutionary media model, it’s really just an
expansion of how retail accounts judge
eftectiveness. Store owners buy radio sched-
ules. It they work — if thev gencrate sales
the owners buy more radio. If thev don'twork,
clients don’t come back.

Advertisers have alreadv shown us the
intormation they receive from their Internet
sponsorship campaigns. They track real-time
views, clicks, time spent onsite and actual
sales for each specific Web page, as well as the
effectiveness of different creative designs and

Continued on Page 12
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TENAGITY: DO YOU
FOLLOW THROUGH?

“What makes a successful businesswoman (or
businessman)? Is it talent? Well perhaps,
although I've known many enormeusly successful people who were not
gifted in any outstanding way, not blessed with particular talent. Is it

By Dick Kazan

intelligence? Certainly intelligence helps, but it's not necessarily
education ... thatis essential. How many of your grandfathers came here
from one or another ‘old country’ and made a mark in America without
the language, money or contacts? What, then, is the mystical ingredient?

“It's persistence. It's that certain little spirit that compels you to
stick it out just when you're at your most tired. It's that quality that
forces you to persevere, to find the route around the stone wall. It's the
immovable stubbornness that will not allow you to cave in when
everyone says give up.”

These are the wise words of Estee Lauder, who — with little money
— started and built one of the world’s largest manufacturers and
marketers of skin care, makeup, fragrance and hair care products. Her
company sells its products in cver 100 countries under such popular
brand names as Estee Lauder, Aramis, Glinique, Tommy Hilfiger, Donna

Karan and Bobbi Brown Essentials. This year, the
e Estee Lauder Companies will have
 THE RDOAD 1o B e
(B WSS How did she build this empire? With
] 5 Lj GDESS persistence. She was born Esther
e Gl R Mentzer in the Corona section of
. ' Queens, NY in 1908 to Hungarian
immigrant parents, and her family lived above their hardware store. As a
teenager, she was bored with school. One day her uncle, a chemist,
concocted a sweetly scented, creamy white potion that could clean.
lubricate and protect skin like nothing else she'd ever seen. Esther was
excited and began to sell the cream in a local beauty salons, and soon
she had many happy customers who told others. Her sales grew rapidly.

She was briefly sidetracked when she met and married Joe Lauter. But
before fong, Estee — as she called herself — changed her name to
Lauder and devoted herself to the cosmetics business.

To command a premium price for her products, Estee wanted to
locate her cosmetics counters in elegant stores such as Saks Fifth
Avenue, Bonwit Teller and Neiman-Marcus. But she had a very common
problem. Many decisionmakers wouldn't return her calls.

While most people then sell to underlings and attain mediocre results,
Estee persisted. She called repeatedly and also courted executive
secretaries, who would then assist her in meeting the decisionmakers. If
that didn't work, she'd sometimes sit in their lobbies — for hours, if
necessary — until they'd agree to see her. Stanley Marcus (Neiman-
Marcus) said she was the most tenacious woman he ever met?

Once in front of them, she'd speak with passion and often surprised
them by applying her cosmetics on the faces of the decisionmaker’s staff,
letting them see the dramatic difference for themselves. She occasionally
closed the deal on the spot. But if she didn't, she'd continue to follow up
until she eventually reached agreements with them.

Then she’d visit each of their stores to personally set up the Estee
Lauder counters. She'd recruit and train salespeople, conduct grand
opening promotions and call upon the local media to share beauty
secrets and attract coverage. Thereafter, she carefully monitored sales
results and didn't hesitate to take corrective action if sales didn’t meet
her expectations. Estee overcame numerous obstacles to become the
wealthiest self-made woman in America. -

Next week, I'll tell you about an 18-year-old student who started a
multi-billion dollar business in his dorm room.

' Estee: A Success Story. Estee Lauder, 1985
2 A&E Biography, 6/7/99

Dick Kazan is a successful entrepreneur who founded one of the largest computer
leasing corporations in the United States. He created and hosts The Road to Success.
the first radio talk show to offer on-air business consulting to business owners and
employees. E-mail your comments or questions to him at rkazan@ix.netcom.com.
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1999 and 2000 -

How to Make Tremendous Gains in
Sales and Bottom-Line Cash Flow

q s we move [rom an acquisition era back to an operational
era. one thing is for sure: Buying and selling stations is
pretty easy. but operating them efficiently (and profitably) is

quite another story.

Over the past year. I've flown close to 300.000 miles

speaking

to. working with. and observing GMs and Sales Managers in both
large and small markets. While some managers are certainly
stronger than others, I've first identified the 6 traits that separate
these winners from the rest of the pack. Go through the list. and
ask vourself which areas even you could improve in. Then, I'll
share some hot sales tips. plus management tips that killer
managers (just like you) execute every day.

6 Traits of Winning
Sales Departments

1. Ongoing recruitment, inter-
viewing, and hiring: Do you even
have a system? How about the
number of sellers — is it enough?
Remember. the more well-trained
sellers the better. That means that
the same station account list gets
spread over more people and that
each seller must accommodate their
own income goals by supplement-
ing their list with more new busi-
ness.

2. Better inventory manage-
ment: Inventory management —
best defined - is selling every sin-
gle available commercial unit at the
highest rate possible. With 35 pos-
sible dayparts a week (7 day/5 day-
part combinations) — other than
News/Talk stations who can sell
their inventory like it was a TV sta-
tion — make sure you're maximiz-
ing high-demand dayparts and mov-
ing all of the lesser-demand ones
at the same time. Do you (or the
staft) even know how?

3. Razor-sharp tracking and
accountability: Remember the
adage: You can’t manage what you
don’t measure. Begin to inspect
average orders. closing ratios. dol-
lars asked for (on paper). number
of proposals. specs. etc. For both

individual sellers and the staff

overall.

4. Super-shrewd sales training:
For both individuals and the group
overall. Make sure you're making
room for 15 minute. structured. in-
dividualized one-on-ones with each
salesperson and that each group
meeting has both a well-thought-
out lesson plan and is part of an
overall 13- or 26-week syllabus.

5. Tighter account list manage-
ment: What system do you have
in place that ensures the right peo-
ple are being called on. actually
being asked to buy. for the right
amount of money. and with proper
frequency?

6. Cutting-edge compensation
and incentive programs: You'll
attract higher-achieving performers
by paying an obscene percentage on
the first month of any new order.
Also, consider compensating sales-
people on a sliding commission
scale based on individual goal
achievement or by paying % ex-
tra to all sellers if the station hits
its goal.

Have You Focused on
Showing the Salespeople
how THEY Can Make
More Money — Like
$10,000 More This Year?

Just like sellers do 1o their clients,
you need to keep selling “the
dream” and those beuter business
principles to the sales staff. Show
them what’s in it for them. Keep
giving benefit statements. Here is
my favorite list of 10:

1. Everytime you walk through
your prospect’s door. you should
have two ideas to present. no mat-
ter how simple or complex.

2. Buy into the fact that every "no”
gets you that much closer to a“yes.”
Divide your average order by five
—if you ctose one in five people you
see - and convince yourself every
sales call {(whether they buy or not)
i1s worth an order one-fifth yvour
average sale.

3. Ask lor the order every filth
time your prospect blinks (subcon-
sciously). You'll have better eye
contact. and will ask for the order
more often.

4. Implement the “left/right” rule.
After every presentation, make a
quick contact with the business on
your left and another to the busi-
ness on your right.

5. Ask your client how much it
would be worth to solve their big-
gest problem., then make sure you
ask for at least that much in your
proposal. and remind them they
said it was worth it.

6. Practice overcoming objections
by lighting a match and overcom-
ing the objection before the flame
gets too low that it burns your fin-
gers.

7. Blow up your prospect’s logo —
a 200% ncrease should do it — and
use it on the front cover of their
proposal.  This will surely arouse
their emotions early on and get
them into the mood where they’ll
want to buy something.

8. Never say "no” to a customer.
Everything is negotiable.

9. Go to the library and identify
last-year’s newspaper advertisers.
As most business people suffer
from “last-year-itus.” call them now
(before they go another year and
spend their advertising money in
the newspaper).

10. For an extra 10%. offer your
client “fries.” Just like fast food
restaurants. airlines. furniture
stores, and car rental agencies up

By Inwiv Poriack
their average order. find some “ex-
tras” for vour clients. Double the
schedule from midnight to Gam.
offer tham sponsorship of “Church
Drive™ {Sundays 6-10am). or give
them a portion of all unsold inven-
tory for an extra $75-S95 per week.

The Best Managers Realize
That People Are Their
Most Important Asset

Since you are judged — ultimate-
ly — by the results your team ac-
complishes while you are at the
helm, it needs to be a top priority
for you to get the absolute highest
output out of your staff. Here are
some ideas:

* Remember that every staff mem-
ber has a “hot button™ — it’s the
manager’s job to find it (and to keep
on hitting it). It's a mistake to as-
sume evervbodv needs to be man-
aged the same way.

« Spend extra time every day mak-
ing the newest staff members wel-
come. Remember what it’s like to
be new.

* Make sure people are learning
something every day. Each team
member should be “in training™ for
the next level up.

« Coax people toward performing
at their personal best. Maximize
potental.

¢ Challenge yourself to be the
leader each member of the staff is
talking about 20 years from now.
Why would thex want 1o ialk about
you? Because you brought some-
thing 1angible to the table. They
realize they became better under
your guidance.

« Demonstrate an intense work
ethic by your example. You really
don’t want 1o expect people to do
things that you won’t.

¢ Let people know that when the
station wins, it’s because of the
good people. When the team is
losing, it’s something you (the
manager) have done wrong. 11l
show you're humble.

* Ask for input on how manage-
ment can be better. Consider *man-
agement evaluations™ on a regular
basis.

Irwir: Pollack is President of New
Hampshire-based Radio Sales
Intelligence. He consults both
pubtic- and privately-held broad-
cast groups across the United
States and Canada. Far a list of
38 different training topics (all
focused on how to improve
bottam-line billing and profits), call
Pollack at (603) 598-9300 or
www.irwinpollack.com

Has your sales or management
staff leveled off in performance?

If so, remember —
More of the Same Gets You That ... More of the Same.

There has to be a good reason why, in just 12 years, radio’s
fastest growing market clusters have chosen Irwin Poliack’s In-
Station Sales Training program. The reason they chose irwin
Pollack is simple.. first they heard, and then they found
out...Irwin Pollack’s methods work. Even Better: 77% of our
business is repeat business (to us, that’s the truest measure of
'success).

We have a 12-step system that's been proven o improve the
billing and bottom-line cash flows of broadcast facilities all over
the United States and Canada. As expected, the market
leaders who execute our systems are already familiar with
these practices.

In-Station Audio Public
Sales Videotape Sales
Training  Programs minars

1. Weekly Billing Review YES NO NO
2. Weekly Management Calls YES NO NO
3. Bi-Monthly “How-to” Sales Newsletters  YES NO NO
4. The “IDEAbank” YES NO NO
5. Sales Cassette Resource Center YES NO NO
6. On-the-Street Sales Calls YES NO NO
7. Yearly “Sales Manager's Graduate-School” YES NO NO
8. Seminar for Adverlisers YES NO NO
9. Recruitment Assistance YES NO NO
10. Password-Protected Website YES NO NO
11. The “Systems Manual” YES NO NO
12. In-Station Visits YES NO NO

If you're disappointed with what you're getting from your sales
and management team, or the pressures to over-achieve are
getting compounded everyday, either fax back your request for
a private one-on-one discussion or give our President, Irwin
Pollack, a cali.

Irwin has sold and managed
radio in small, medium, and
large markets. He’s rehearsed
presentations in parking
lots...waited in outer
offices...knocked on unfamiliar
doors. At age 22. he recruited,
trained, and managed a 14-
person sales staff that in-
creased billing 31 percent in
less than a year.

Irwin Pollack can show you
successful sales and leadership

strategies because he’s been
there.

IRWIN POLLACK

The ideas Irwin presents, and the training he gives reflect
lessons he’s gathered through more than 300,000 miles of
travel yearly.

Mr. Pollack makes presentations to, and consults with
thousands of managers and salespeople annually, but is in
greatest demand as a return speaker and consultant — the
truest measure of success.

There are three times to call us:

* When you're ready for a breakthrough.

* When you've leveled off in performance.
* When you've gotten stale, or burned out.

When you see the signs of a remarkable opportunity you
could seize...one call to our company will bring out tremendous
hidden potential. Our promise to you: We won't ask for your
business unless we know we can improve it.

FAX BACK TODAY

0 1 would like to discuss our current sales/management
situation and see how we could be doing better.

Please have irwin call me.

H
H

1

H

1

H

1

\

1

1

'
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H

i 0 We're planning on having a group seminar or sales
t retreat. Please send me a current list of training
H
1
H
1
H
H
1
H
1
\
H
H
1
'
H
'

topics, speaking fees, and availability.

0 Our stations need to do a better job of marketing to
non-radio users. Please call me with some ideas on
how we can increase our share of revenue.

603.598.0200

NAME TITLE
CALL LETTERS

ADDRESS

CITY STATE palod
PHONE FAX E-MAIL

www.americanradiohistorv.com
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RADIO, INTERNET AND THE
QUEST FOR RESULTS

Continued from Page 10

executions. Advertisers stick with sites that perform
and drop those that underdeliver. While the
measurement mechanisms are still being developed,
1t’s clear this is the way of the future.

Whether the objective is defined as impressions,
clicks or specific response, the Internet will teach all
sponsors to measure all their expenditures in terms of
real-time results. In a manner of speaking, they will
finally be able to answer that age-old marketing
dilemma: “If 1 knew what percentage of mv
advertising was ineftective, I'd eliminate it.” Now thev
can.

Rather than worrying about the allocation of media
dollars, we should start to ask ourselves more
significant questions. What happens to traditional
media when the client asks us to prove our results?
How will we react when sponsors suggest that they
only pay for performance? What if that performance is
judged by real-time results, not estimates of gross
impressions or frequency?

If that doesn’t scare you, ask the question a different
way: Would we be willing to give radio spots away for
free in return for a percentage of the sale? Internet sites
already do that when they sell inventory on a per-click
or per-response basis. Many radio stations already do it
on their home pages when they form partnerships with
e-commerce sites that include exclusive Web space in
return for a percentage of any sales. In fact, radio
stations already provide free on-air mentions for these
partnerships in order to try to generate sales. More and
more sponsors will be asking for similar deals.

This won’t be limited to new, NTR-type
opportunities. Our on-air sponsors will be looking for
results-driven campaigns, because the Internet will
teach them that they can. Radio’s traditional sales

statements and success stories

don’t apply in this new world.

Sponsors will be asking for us to

prove our results to them
specifically, judging dollars they
spend against results they can
measure.

To be sure, advertisers will
also struggle with issues the Web introduces. How
do they take advantage of a medium where the
messages are for the most part selected by the user?
How does one client stand out from another when
technology makes every message look the same?
How can consumers be reached and motivated to
respond?

That's what radio does well. People learn about
things in different wavs, mostlv by information
thev are exposed to throughout the course of the
day. Radio reaches people with audio messages
that listeners remember. We can use our traditional
strength and marry that to our websites to provide
the response mechanism. To take advantage, we'll
have to commit to doing four things:

* We need better information about how people
Jearn and act so we can demonstrate our ability to
build awareness and drive traffic.

* We'll have to spend more time matching our
audience to products and services that they truly
want and are likely to consume.

* We'll have to give more attention to our
creative approach, since effectiveness will be
measured by real response.

* We have to integrate our websites into all
sponsorship plans to provide a response mecha-
nism in every casc.

The Internet will change all the rules of a game
we've plaved for vears. We can thrive, but only if
we anticipate the real shifts and combine our
traditional strength with what we can offer on the
Web.

Gerry Boehme is Sr. VP for Katz Media Group and Katz
Interactive Marketing. He can be reached at (212) 424-6784 or
via e-mail at gerry.boehme @katz-media.com.

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

RADIO PERFECT FIT FOR SHOE STORE

SITUATION: With the store in business iess than a year, Car-Mal's
shoes didn't seem to be made for walking. That's how bieak the
picture looked when the store relied on word-of-mouth, flyers and
some direct mail for advertising. The store had top-of-the-line shoes
and a single location When the owner of Car-Mal Shoes came to
WWIN-FM in Baltimose, tne salespeaple there stepped up to the
chailenge.

OBJECTIVE: Car-Mal wanted to establish name recognition, then to
accumutate a loyal clientele.

CAMPAIGN: The time had come for a Shoe Extravaganza at Car-Mal
Shoes! In the week before the event. spots ran three times every day
between 6am and 8pm, ieading up to an in-store remote from the
shoe sale itself. Extra promos called attention to the remote and to
giveaways of shoes and NBA tickets. Customers registered at the
store, and the actual giveaway was held live on-air at the end of the
remote.

RESULTS: Car-Mal has become a big name in shoes in a small town.
The campaign met all the store’s goals, and radio continues to fit the
needs of this shoe business. Business is continually increasing. and
the store has continued to use radio for regular promotions.

More market}ng information and resources fror-n_ ;he RAB

MEDIA TARGETING 2000
More than a third (36%) of those who have bought shoes in the
past month earn more than $50,000 a year, and 28% are college
graduates. Nearly three-fourths (74%) own theirhomes, and 39%
have children living at home. This group spends an average of
45% of its daily media time with radio.

INSTANT BACKGROUND — SHOE STORES

Payless ShoeSource ranks as the No. 1 shoe retailerin the nation,
with approximately 4,300 self-service discount stores, mostin the
U.S. Nearly 20% of Payless stores feature adjacent or in-store
areas devoted to children, which use the Payless Kids name.
Payless ShoeSource generated $2.57 billion in sales in 1997, a
10% increase over the previous year. (Hoover's, 1998)

RAB CATEGORY FILES

“[The shoe industry needs] simple explanations of why footwearis
agood value, costs what it does and why shoes are a great buy.
Other industries are quick to issue proclamations on why their
products are worthy of consumer dollars. If the shoe industry has
a product offering quality and value — and it does — why doesn'’t
ittellits story directly to consumers?” — (Footwear News)

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

A

310-203-8727 ;[INDU.;IRY'S N[WSPA;’[R

FAX BACK TO

Fill out and return this form
fo request new listings for
your company in the all
new R&R Directory
Verification forms for
existing listings are in the
mail today to program
suppliers. All other

is July 9.

PLEASE FILL OUT COMPLETELY :

CONTACT & TITLE

COMPANY NAME

STATE ZIP

companies with current ~ APPRESS
listings will receive
verification via fax in June. ™
The editorial closing
PHONE

FAX

www americanradiohistorv.com
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This Is New Stuff

And It Kicks Ass!

#
Introducing TrueVariety 2000™ - The New Generation of
Revolutionary Music Research from Critical Mass Media.

Boilerplate You Pick

CMM Brand “M” Company

Advanced Features You Get With Every Music Test:

B> TrueVariety test results delivered fast - in as little as 2 days ~ YES No
e Music scores arrive quickly via the CMM InterNetwork YES No
e Results encrypted for security YES No

(> See your results in exclusive TrueVariety 2000 software YES No!
« Use Popularity, Potential and “Variety” scores to rank songs YES No
e Quickly design your own unlimited custom rankers YES No
e Sort test results any way you want in secorids YES No
« Point-Click-Done! Instantly categorize all your songs YES No

DO TrueVariety 2000 cluster analysis software to help you YES No! -
« Interactively create your station’s unique TrueVariety sound ~ YES ' No .
e Quickly define TrueVariety clusters using test results YES No
e Create unlimited number of TrueVariety clusters YES No
e “Real” cluster analysis not an Excel spreadsheet YES No

DO TrueVariety 2000 software unlocks hidden results YES No!
e Fine tune power and secondary songs for TrueVariety fit YES No
e Find power songs matching your TrueVariety sound YES No
e Find secondary songs with TrueVariety power potential YES No
» Shows you which songs work together; which don't YES No
e Test new “What If” music variety combinations YES No
e Create a new station sound before it goes on-air YES No

B> Personal one-to-one music testing — not by machine YES No!
e TrueCore Targeting™ is used to find your listeners to test YES No

" e Your test respondents are a geographically balanced sample ~ YES Ask
e Your listeners are Triple qualified for accuracy YES Ask
e You see who is taking your test — no need to guess YES No!

X>Up to 100 focused perceptual answers with your test YES No!

B> TrueVariety 2000 software improves TV commercial buys YES No!
« Determines viewing habits for unlimited number of TV shows  YES No
o [dentifies the TV shows your TrueCore™ watches YES No
e Improves reach and frequency efficiency of TV buys YES No

#
Upgrade to Cutting Edge Music Research - The New TrueVariety 2000!

Revolutlonary Raduo Research Nest Marketung o Mental Weaponry
Call John Martin, Carolyn Gilbert, Abbe Harris, Tim Bronsil or Elizabeth Hamilton.

513.631.4CMM o 513.631.4FAX e E-mail: Upgrade @CriticalMassMedia.com
Go To: www.CriticalMassMedia.com
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MIUIS

manégementa marketing ¢ sales

MARK YOUR CALENDARS

Limportant dates and events in the coming months

¢ July 1-September 22 — Summer Arbitron.

* July 13 — 70th Annual Major League All-Star Game.
Fenway Park, Boston.

¢ July 22 — McVay Media Radio School. Marriott City
Center, Minneapolis; (440) 892-1910.

(612)927-4487

¢ August 5 — Arbitron “Beyond the Basics” PD Seminar
Denver International Airport Marriott; (972) 385-5357.

* August 6-7 — Dick Orkin & Dan O'Day’s International
Radio Creative Production Summit. Summit Hotel, Los
Angeles; (310) 476-8111

* August 12-14 — Talentmasters Morning Show Bootcamp
'99. Westin Canal Place Hotel, New Orleans; (770) 926-
7573.

* August 12-15 — Morning Show Retreat. Los Angeles;
(310) 664-1193.

* August 19 — Arbitron “Beyond the Basics” PD Seminar.
Concourse Hotel & Contference Center, Columbus, OH:
(972) 385-5357.

¢ July 22-25 — Conclave. Marriott City Center, Minneapolis;

* August 31-September 3 — NAB Radio Show '99. Orange
County Convention Center, Orlando; (202) 429-5300

* September 10-12 — AWRT 48th Annual Convention.
Westin City Center, Washington, DC; (703) 506-3290.

* September 22-23 — Arbitron 101 PD Seminar. Arbitron
Headquarters, Columbia, MD; (972) 385-5357.

* September 23-December 15 — Fall Arbitron.

* October 14 — Arbitron “Beyond the Basics” PD Seminar.
Wyndham Palace, Orlando; (972) 385-5357

* October 21 — John Bayliss Foundation Roast. Pierre
Hotel, NY; (831) 624-1536.

* November 10-11 — Arbitron “Beyond the Basics” PD
Seminar. Arbitron Headquarters, Columbia, MD; (972)
385-5357.

* November 20 — 1999 Radio Hall of Fame Awards
Ceremony. Chicago Cultural Center; (312) 629-6005.

2000
e January 6-March 29 — Winter Arbitron.

* February 16-19 — RAB Marketing & Leadership
Conference. Adam’s Mark Hotel, Denver; (800) 722-7355.

» February 24-26 — R&R TALK RADIO SEMINAR. GRAND
HYATT, WASHINGTON, DC; (310) 553-4330.

* March 30-June 21 — Spring Arbitron.

MARKETING
FINGER-CLICKIN’

GOOD!
ALICE’S WEB WONDERLAND

Some people like frames on websites, some people
don’t. But WLCE/Buffalo’s former site (the station
changed format this week) made a convincing case
by framing its con-
tent in an active, at-
tractive and intrigu- §
ing wrapper, almost §
like a stage sur- M
rounded by high- §
tech curtains. ‘

The content itself
was pretty much
your standard radio website fare, but the setting
placed that content inside computer circuitry, com-
plete with flashing LEDs and electric current. One
thing the content on the site did well was reflect
the conversational tone of the former Hot AC.

In some ways, this site may be a case of style
over substance, but it sure presents the intriguing
possibility for what may happen if the substance
catches up with the style.

LT
36 e w0

What makes your website “finger-clickin’ good"? E-mail a short explanation and/
or screen shot along with an active URL to MMS Editor Jeff Axelrod at
jaxelrod@rroniine.com with “FCG Site” in the subject line.

FOURWEE KS FORWA RD _sales& Promotion Planning Calendar

July 25-31 National Animal Agriculture Week, National Water Week

July 25-31

D

D

%

D

D

D

@

Act Like a Caveman Day All or Nothing Day Take Your Plants for a Accountant's Day Dragon Day Cheesecake Day Live Better Than

National Hot Fudge Nationa} Coffee Walk Day Milk Chocolate Day National Lasagna Day World Vegetable Day Yesterday Day

Sundae Day Milkshake Day National Blunt Objects Paper airplane indoor Prince Charles and Lady Jimmy Hoffa Friendship Day

2XAG/Cincinnati goes Bagelfest Day flight record of 196'2” Diana are married disappeared (1975) National Raspberry

on the air with the first Eva “Evita” Peron dies Bugs Bunny debuts set {1987) (1981) First magazine CGake Day

50,000-watt transmitter (1952) {1940) First singing telegram automobile ad (1898) MGM lion debuts
{1933) (1928)

OME SEE WHAT’S NEX

CMJ is calling you out. No other music event takes over
New York City fike we do. G-SHOCK CMJ MusicFest '99 rocks phat beats
and walls of noize at over 50 venues in Manhattan. Check out cutting edge

music and film. Schmooze with industry insiders and tomorrow's stars.
4 days. 4 nights. 1000 bands. 48 hours of film.

CMJ "99. THE BIGGEST MUSIC INDUSTRY EVENT IN THE WORLD.
SEPTEMBER 15-18, 1999 NEW YORK CITY

For more information call 516-498-3150 or visit our Website.

presented by

Indenenden:

“ oMJ FILMFEST *99

CMJ FilmFest '99 spotlights dynamic new film talent with independent,
features, shorts and advance screenings of upcoming major releases.

www.cmj.com/Ma

CMJ '98: Orange $mm ©Rahav
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WEEKENDS

ARE DIFFERENT

Remember the music...forget what you wore!

It'S a hip, informative two hour weekly spotlight on
the hottest country hits of the 80s. These are great
no-burn hits in a contemporary, well-produced format
your listeners will look forward tc each weekend.

Hosted by Ken Cooper (WRBQ/Tampa, KZLA/LA, NBC,
TNN), Retro Country USA has created big weekly
tune-in on some of Amer-
ica's most respected
country stations. It gen-
erates loads of positive e-
mail and listener "thank
you" calis. Adding Retro
Country USA is like adding
a fresh promotion to your
station every weekend...it
gives your air staff
something to promote for
your listeners to look for-
ward to.

“I'm convinced that em-
bracing our format heritage, including imaging we
began as one of the first Retro Country USA affiliates,
was a decisive factor in the great gains of our
latest book. These leaps came in the face
of added inventory, no promotional
budget and a current national soft-
ness in the format. I'm so glad |
picked up your program because
it started the ball rolling!" Dale
Carter, PD, KFKF/Kansas City

YRetro Country USA is more
than great country music and
a great radio show with a
great radio host! It's great
entertainment! Reaction in
Charlotte has been as-
tounding! Keep up the work
guys!”

-Paul Johnson, PD, WSOC/Chariotte

checkout:
www.retrocountry.com

gﬁ%\l‘\:ﬁ” S
s "T.“»(}’e”%
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Cabbage Patch Kids, max Headroom,
Breakfast Club, Madonna, and New Order gave us
some of the most unique and fun music in history!
RetroPop Reunion is programmed for the listener
who played Pac-Man (or Ms. Pac-Man) and waited
to find out who shot JR.

The great music from mid-
eighties through the early
nineties defines the cul-
ture of the video music
era. And it bursts every
weekend from a great
four hour show designed
to fill a feature airshift and
put a spike in your ratings.
Great stations air it Friday
or Saturday nights, and
Saturday or Sunday
mornings.

£

". __,_!’9}% Q‘( it i

Every week, Joe Cortez
features sound bytes from the era's TV and movies,
plus clips of news events that made the era's biggest
headlines. Plus, every show features a "mini-
countdown", looking back at a particular
week in one year.

"RetroPop Reunion gives us great
female numbers to build up our-
weekends.”

-Mary Ellen Kachinske, PD WQAL/Cleveland

"Retro Pop Reunion is a hit
on WKTI! We get constant
feedkback on the show. Lis-
teners tell us they like Joe

Cortez a lot, they love the
music, and | like it because
it adds perfectly to our
weekend programing."”

-Danny Clayton, PD, WKTl/Mitwaukee

ake your weekends even more special ... call Superadio right now to check availability

in your market and for a free demo. 1.508.480.9000, or info@superadio.com.
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Khaner Now RCA Sr.
Dir./Adult Formats

RCA Records has clevated ReginaldThomas has has 975,000 people aged i i i
Cheryl Khaner from Director o returned to radio in 12 and under — a huge Greater Medla Detmlt nuo Appomts TWU GSMS
; Sr. Director of the U.S. as GM of ABC number {natydoasn’t evan reater Media/Detroit has named Ron Steinman and Vince Turco
National Promo- | | Radio's KYOK-AMHous- i S SuiAe GSMs for Classic Rock WCSX-FM and Urban Oldies WXDG-FM
tion/Adult For- ton, which airs the com- ney is going to be huge in ) i f ) ’
—— pany's Radio Disney for Houston. This shouid be in respectively. Both report to Greater Detroit Radio Group VP/Director of
mats. pBased 1 ) o Sales Mike Chires.
Los Angeles. she | mat. Between 1996-98, the top four billing markets N > N o
o &S = Thomas served as GM of T — . ———— _ GreaterMedFa |.sagreat company‘_ Turco to!d R&R Being thatWXDG
ontin ore Radio on the Seven Hills kids in the market. Disney s anew station [it flipped from Alternative in April, it's in a very large growth
port to .Sr. VP/ in Moscow for Metrome- did their homework. When stage right now. The response has been tremendous, seeing as we are in
: Promolmn Ron | dia International. He has they conducted focus Motown itself. It's a great opportunity to be building this thing out” WXDG
Geslin. ‘ will unveil its new calls and slogan on the air today (7/2) at noon.

also served as VP/Inter- groups, parents were elat-

“Cheryl Khan- Turco has been GSM of Greater Media's WROR/Boston since 1997.

national Sales for Metro- Thomas ed that something kid-
er has been an media’s Eastern Europe- friendly was going on the Before that, he served as GSM of WKLB/Boston. He has also held man-
important part of an group ] air. It also showed that it didn’t make agement positions with WRKO/Boston and at the Interep Radio Store in
. Khaner l|.1€ RCA promo- When asked why he decided to  a difference whether it was on AM | | New York. Steinman most recently served as Retail Sales Manager for
tion team, and {hIS.pl'OmOlIOH 15 take the KYOK position, Thomas  or FM, since parents were putting it WCSX.
well—d;sewed, Geslin s{alcd. “Her ! told R&R, “When you have all of the ~ on for their kids” ‘ o ) o —
expertise in the Adult 10}'“’“‘ has types of radio sales — cost per Thomas added that when the sta-
helped launch a number of success- point, etc. — this is something com-  tion debuted in February, close to James Joins New Wave’s KQMll/Honolulu As PD
ful projects, and I look forward to pletely different, especially when ‘
continuing to work with her in the | you have it tied to Disney. Houston THOMAS/See Page 30 PWR (Power 106)/Los Angeles Programming Co-
future. . ) ordinator Jacque Gonzales James has been ap-
Khaner noled.. ! am ‘m‘”ed o pointed PD at New Wave Communications' CHR/Pop
continue my relationship with RCA 7 : T KQMQ/Honolulu, replacing Kathy Nakagawa. James
from the West Coast. [RCA Presi- ex ioi
- R pects to join KQMQ around the second week of July.
dent] Bob Jamieson, [Exec. VP/ Malone Retur“s To WSM-AM/NaShV|"e “Coming to work at Power was a dream come true;’
GM] Jack Rovner and Ron have James told R&R.“The talent in this building is incredi-
given me another great opportuni- WAHR/Huntsville. AL PD John  ence. his love for the Country for- ble, and the last thing | wanted to do was look for an-
ty. and Tam proud to be associated  Ngagone hus been named 1o 4 simi- mat and his previous tenure with us other job. When they approached me for this job, | felt

with lh§t lahc_]. RCA h‘us proven it lar post at legendary Country out-  make him uniquely qualified for like there was something that was going to make me
can deliver hits at all formats. and o ygn1-AM/Nashville. The job  this position.” OB M Teb kO At emnibean Tl |

i |goking Io.r.\\ ard to contmumg -,y previously been handled by Malone worked as an air person: realized this was an opportunity th?t | couldn't IUF,”
to-breakpev-artisiy-here WSM-AM & M and WWTN-IFN ality and news anchor for WSM down. Prggram.mlng excnesva.nd drives me — tha.ts Gonzales
s age To cn Rad'o OM Kyle Canuell. AM in the "80s. He spent the last VUAIET !nhradm.They are giving me i oppo(;tumty James
av g | “WSM s special radio station ejght years at WAHR. arew up HOREETLSLAL ahurg_ry, el a_”q very ta!ente Sl : ‘
As Dir /B’cast ops with a unique heritage”” Cantrell  with WSM.™ he said. “When | was Egr’i;ga ricerr:t Yltsxt, I gtottvthe .dns;_timct ’fe[elmg ch:;n ta(ljkmg to It;sltenerstt?hat
. commented. “Obviously. the person  a child. we listened 1o the Grand Ole A LelClL 9SS ey o B T fan B SS i el ITETTi e

station to turn around because they grew up with it. We have a lot of work to
do, and everyone on the staff is up to the challenge”

Prior to joining KPWR, James was PD at KPSI/Paim Springs. CA. She
worked twice at both KCAQ/Oxnard, CA and KKSS/Albuquerque and served
as overnighter at KOST/Los Angeles, morning driver at KBEQ/Kansas City
and middayer at KXXR/KC, beginning her career at KANW/Albuquerque.

CD Radio has appointed Jere-  programming it needs to be special. Opry at my grandmother’s house. |
my Savage Director/Broadeast Op-  too. John’s solid programming  don’t remember a time when WSM
erations. Savage currently serves as  skills. his wide variety of experi-  wasn't a part of my life”

OM for Capstar’s Atlantic Star
properties in Hartford. R ' *

Savage plans to join CD Radio . 5 -

in New York in mid-August. The Allce Doesn t I_Ive In BUffalo Anvmore

DARS provider is slated 1o roll out

its 100-channel service in the fourth Infinity’s Hot AC WLCE/Buffa-  ICs the higgest format in the nation

quarter of next vear. lo has tlipped to Rhythmic Oldies.  right now. so we decided to bring WLCE will be going head to head  audience. They haven’t been able to
“Alter 25 years of being inradio,  With the June 23 change. “Al- it (o Buffalo.” against Broadceast Partners” Oldies il the void for this kind of music.”

I'm thrilled to go o a job that will | ice@92.9” is now repositioned us Silver serves as VP/GM for all o WHTT-FM. WLCE PD Jay Nachlis remains

utilize my broadcast engineering =~ “B-92.9 Dancin® Oldies.” Infinity’s Buttilo stations, including “There was a clear void in the  on bowrd as interim PD for the new

and on-air skills and to work with Noting that the format switch  Nostalgia WECK-AM. Urban  market for the format.” Silver sajd. Rhythmic Oldies station, although

some of the most brilliant broad- | followed extensive research. WBLK-FM. AC WIYE-FM and  “WHTT is clearly what we consid- Silver noted, “We are talking to
casters in the business.” Savage told . WLCE VP/GM Jeff Silver 1old Country WYRK-FM. Tn adding & er a nostalgic Oldies station. Our  some people on the outside.”
R&R. “Thanks to everyone who =~ R&R, “We feel this provides a Rhythmic Oldies station to Infini-  target is certainly the younger part ~ WLCE switched from Smooth Jazz
helped me along the way.” bigger audience opportunity for us.  ty’s Buffalo cluster, Silver suid  of WHTT. which is a rather large  to Hot AC in [997.

e A B - A 3l RESULTS
_____ — e T 14 ¥ 2% JW MARKETING
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GUARANTEED |

800-786-8011
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We’re proud to spotlight these members of Susquehanna Radio Corp. Stations
who have demonstrated a commitment to quality entertainment, and whose
work has made them winners beyond the shadow of a doubt.

WINNERS

WNNX, Atlanta
Alternative Station of the Year
GM of the Year (Markets 1-25): Mark Renier
Alternative Personalities of the Year: Barnes, Leslie & Jimmy
Alternative Music Director of the Year: Sean Demery

FINALISTS

WNNX, Atlanta WRRM, Cincinnati

Radio Marketing Executive of the Year:  Adult Contemporary P.D. of the Year:

Jennifer Nech TJ. Holland

WFMS, Indianapolis KFOG, San Francisco 6 SUS QUEI——]_/A\NN A
Station of the Year {Markets 26-100) Adult Alternative Station of the Year -

Country Station of the Year Adult Alternative P.D. of the Year: B R A D I O C O R P .
Country PD. of the Year: J.D. Cannon Paul Marszalek ‘

WGLD, Indianapolis Adult Alternative M.D. of the Year: A subsidiary of Susquehanna Pfaltzgraff Co.
Oldies PD. of the Year: BiljEvans

David Wood KKZN, Dallas

Experience. Stability. Vision.

KRBE, Houston Adult Air Personality of the Year:

CHR Station of the Year Alex Valentine

CHR Personality of the Year: Sam Mal
2 o L e 140 East Market Stree! B York, PA 17401

CHR MD of the Year: Jay Michael (717) 8522132 W Fax (717)771-1436

www.americanradiohistorv.com
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 National Radio

® RADIO UNICA has acquired exclu-
sive U.S. Spanish-language broadcast
rights to the 2000 and 2004 summer
Olympics fromWestwood One, and will
cover events including track and field,
soccer and boxing.

~ Records

¢ STEVE MAR-
GO, who has
served as VP/int'l
for Warner Bros.
Records since
1992, has been
named Sr.VP/Int'l.

Margo

® JACK MCMOR-
ROW, most recent-
ly Dir/Sales & Spe-
cial Markets, is
upped to Sr. Dir./
Sales for Atlantic
Records.

PROS ON

THE LOOSE

Bobby Fester — weekend-
swings, WKTU/NY, (516) 771-
0002,

“Nakedman” Dene Peachey
— WKPE/Cape Cod, MA Naked
Radio Morning Show co-host,
(508) 394-5215

e VINCE HANS
joins Vanguard
Records/Welk
Music Group as
Nat'l Sales &
Mktg. Mgr. Before
coming to Van-
guard he served
as Regional Dir/
Sales & Mktg. For
Volcano/Freeworld

Hans

© ROGER FAXON becomes Exec.VP/
CFO for EMI Music Publishing, World-
wide. He has held the Sr.VP/Business
Development & Strategy post for the
past five years.

© RICHARD BRESSLER assumes the
newly created position of Chairman/
CEO forTime Warner Digital Media.He
was previously Exec. VP/CFO of Time
Warner.

® J.D. ADAMS is promoted to Sr. VP at
Eagle Marketing Services. He was most
recently VP. The company announces
the following changes as well:

® JULIETTE ESAKSON-SCHULTZ
is bumped up from Project Coordinator
toVP/Production.

® TOM FLOCK, formerly Sr. Finan-
cial Analyst at Hewlett Packard, is made
VP/Finance & HR.

® DAWN PUTNEY, previously Cre-
ative Mgr. at the Jensen Group, be-
comesVP/Creative & Art.

i
&
A

£

e MJI BROADCASTING presents
Classic Comedy, a market-exclusive
weekly service for station promos and
ID’s, featuring bits from the likes of Ed-
die Murphy, Monty Python and Cheech
& Chong; (212) 896-5228.

o
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Classic Rock: WAXQ/NY names
Andrea Barone NSM.

Country: Penny Jeffery is a new
member of the sales staff at KFMS

CHRONICLE

ST oL
RCA Dir./Regional Promotion,
Chicago Amy Kaplan, the Red
Ryder Agency’s Eric Selz, son Eli,
June 23.

WNWV-FM/Cleveland morning
show host Tom Murphy, wife Pro-
motions & Mkig. Dir. Tracey Britch,
son Sean Allen, June 16.

& KWNR/Las Vegas.

News/Talk: Trey Bender joins
One-On-One Sports as Sports-
Flash!! anchor, and Brian
Kilmeade comes to One-On-One
Sports as weekend host ... KXNT/
Las Vegas welcomes Alan Stock
for afternoon drive.

Rock: WWCT/Peoria, IL has a new
lineup: Bob Singer covers morn-
ings, Scott Roher presides over
middays, Joey Dee takes after-
noons, Don Egan handles nights
and Kelly Short does overnights ...
At KXXR/Minneapolis, Dallas
joins for part-time air work ...
KHTQ/Spokane afternoon driver

Steve Hawk segues to News/Talk
sister KXLY ... WGH/Norfolk
moming duo Hair & Hunter join
WNDD/Gainesville, FL for similar
duties.

Radio: Westwood One appoints
Markus Garvey Sales Mgr. in the
network’s L.A. office.

Records: Lou Plaia is promoted
to VP/Mktg. Administration at At-
lantic Records ... Rhino Records
taps Andrea Kinloch as VP/Prod-
uct Management & Partnership
Mktg ... Jennifer Hoyt becomes
Sales & Mktg. Coordinator for
Vanguard Records/Welk Music
Group.

e e = e — e — ——— ==

Web

Continued from Page 1
Web industry wisdom, according to
Inter@ctive Week senior writer
Steve Vonder Haar. who told R&R
the impact of banner ads has been
going “down, down, down.” So
much so, he added, that banner ads’
“click-through rate” — which mea-
sures the number of users who ac-
tually click on the ads — is down
to less than 1%.

Several factors have contribut-
ed to this decline, he said. For one,
the novelty of banner ads has worn
off for many longtime users, while
in addition, many users have
caught on to the “tricks” many
sites employ (“Win $10,000 by
Clicking Here!”).

“The advertising and marketing
schemes that bring users and help
pay the bills are nothing but an an-
noyance to me, and interrupt my
overall listening experience,” Wash-
ington, DC-based Web designer
and avid streaming media user Joel
Fisher told R&R.

Still, since streaming media is a
relatively new technology, Vonder
Haar admitted, the new users these
sites attract may still be drawn to
banner ads.

Verdino also pointed out that
banner ads are not necessarily ef-
fective as “rich media” (the full-
motion video and streaming audio
ads heard on sites such as
Broadcast.com). He said these ads
are “significantly more effective in
click-throughs and awareness lev-
els than traditional banner ads.”

Home Improvement

Users also are apparently access-
ing streaming media sites at home
more than ever before. The survey
found that 63% of respondents tune
in from their homes — more than
at work, schools and libraries
combined. This may be a sign that
more and more users are obtaining
high-speed Internet connections for
their homes.

Vonder Haar doubted this, saying
that less than 1 million people have

DSL. cable modems and similar
broadband connections -— a “mi-
nuscule fraction” of the market.
Nevertheless, he said, this number
is “going to be growing over time.”
And 56-kbps modems, which are
fast becoming standard on PCs today,
provide reasonable quality audio.

One finding of the study that
may be contrary to logic is that
more than half (56%) of the respon-
dents listen to local stations via the
Internet. Vonder Haar believes this
is largely due to interference caused
by the urban canyons in which
many people work. Whatever the
reason, that statistic — as well as
that 74% of users listen to out-of-
market stations — is bound to
boost sales of Web ads.

The survey also found that al-
most 75% of the group was using
streaming media sites once a
week, and more than one-third
was doing so daily. More than
two-thirds (77%) of respondents
listen to music on the Web, while
64% tune in for news coverage.

www.americanradiohistorv.com

NATIONAL 48
RADIO
FORMATS

ABC RADIO NETWORKS
(972) 991-9200

Classic Rock

Chris Miller
No adds

Hot AT

Steve Nichols
CITIZEN KING Better Days (And The Bottom...)
EDWIN MCCAIN | Could Not Ask For More

Starstation

Peter Stewart
No adds

Touch

Ron Davis
KIRK WHALUM Al | Do

e e S D

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
&ary Knoll

MEGADETH Crush 'Em
JOHN MELLENCAMP Eden s Buming
VERVE PIPE Hero

Alternative

VERVE PIPE Hero
PRETENDERS Human

CHRMot AC

PHIL COLLINS You'll Be In My Heart
PEARL JAM Last Kiss

SANTANA {/ROB THOMAS Smooth
VITARIN C Smile

Mainstream AC
PEARL JAM Last Kiss

Lite AC
JOHN TESH Heart Of Stone

BRAXTON BROTHERS Just Believe
CRAIG CHAQUICO Forbidden Love
EARL KLUGH Peculiar Situation

JUVENILE Back That Thang Up

MISSY “MISDEMEANOR" ELLIOTT All ‘N My Grill
BUSTA RHYMES Do The Bus A Bus

SILK Meeting In My Bedroom

BROADCAST PROGRAMMING
Walter Powers ¢ (800) 426-9082

CHR

Mike Anthony
RICKY MARTIN The Cup Of Life
PEARL JAM Last Kiss

' Bright AC

Mainstream AC
RICKY MARTIN Livin' La Vida Loca

Hot AC

SHERYL CROW Sweet Child 0" Mine
GOO GOO DOLLS Black Balioon

Digital Soft AC

Mike Bettelli
BRITNEY SPEARS Sometimes

Delilah
No adds

Alternative

COLLECTIVE SOUL No More. No Less
RED HOT CHILi PEPPERS All Around The World

F

i"

Urban ]
MISSY “MISOEMEANOR” ELLIOTT All ‘N My Grill  §
w |

R A e R S

JONES RADIO NETWORK
Jim Murphy » (303) 784-8700

Rock Classics

Rich Bryan
SANTANA Smooth

Adult Hit Radio

JJ McKay

GOO GOO DOLLS Black Balloon
SUGAR RAY Someday

LENNY KRAVITZ American Woman

Soft Hits
Rick Brady

No adds

RADIO ONE NETWORKS

Tony Mawro * (370) 949-3339
NHetAC

Yvoane Day

BACKSTREET BOYS | Want it That Way

New Reck

Stave Lelgh

No adds

WESTWOOD ONE RADIO NETWORKS

Charlle Cook » (805) 294-9000
Bob Blackburn

Aduit Rock & Roll

Jeff Gonzer
STYX Everything Is Cool

Soft AC

Andy Fuller
NATALIE COLE Snowfall On The Sahara

Jim Hays
No adds

Perhaps the most significant ad-
vantage conventional radio has
over Web radio. however, is its
portability. That will change, al-
though not in the near future.
Three-quarters of users said they
would listen to streaming media
more if they had a portable Inter-
net device.

“Today, users are limited by the
location of their phone line or ca-
ble modem,” said Verdino. “To-
morrow, they will be able to
‘watch the Web’ from the car, the
beach or walking down the street.”

That won’t happen until “well
into the next decade,” said Vonder
Haar, after the devices are devel-
oped and the price of wireless
bandwidth comes down.

A study released in February by
Arbitron NewMedia found that on-
line listening had doubled in six

months. A survey unveiled last fall
revealed that online users spend al-
most three hours less per week lis-
tening to the radio than do radio
listeners without Internet access.

Quinn
Continued from Page 3

WYHY (Y107) and later became
OM of WSIX & WYHY. He pre-
viously programmed WEGX/Phil-
adelphia, KHYI/Dallas, WHTT/
Boston and KZZP/Phoenix. Quinn
has also served as VP/Station Re-
lations at Cutler Productions and
was once a Drake-Chenault Nation-
al Programming Consultant.

Chancellor, which has an-
nounced it will change its name to
AMFM Inc., is currently in the pro-
cess of merging with Capstar.
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As 1999 ticks closer to 2000, peonle
everywhere become reflective ahout
the events and experiences that have
shaped their lives.

During the final 150 days of this year—-*
as we re-live the most significant S
events and conjure up our most vivid
memories—who hetter to iake us on a
news-making journey than someone
who has been our media companion
throughout our lives?

Dick Clark.

Countdown to 2000 is a daily short-form
ratlio piece with monumental potential
as it chronicles the closing of an
amazing age and heralding an
astounding future.

Dick Clark—combining audience trust//,
a lifetime of experience in broadcasting i
. = %

with the news archives of the BBC—
makes this limited run series a must for
amdiences in virtually every format.
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Dick Clark's Countdown to 2000 Hears
From August 2nd thru December 31st, 1999 |
Call United Stations for exclusive availahility in your market

1-212-869-1111

Praduced ia association with Thirsty Ear Communications. www. anitedstations.com
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Limp Bizkit: Nookie Monsters!

F red Durst and his multiplatinum
rap/rock outfit, Limp Bizkit,
grace the cover of Spin. The inside
article profiles Durst's desire to par-
lay his hit records into a multimedia
empire.“Fred reminded me of when
Ifirsthooked up with Everlast, says
bandmember DJ Lethal, formerly of
House Of Pain. “You could just tell
he had that something”

The ambitious Durst finds oppor-
tunity in his new home:“InL.A., I can
be atdinner and happen to run into
a director or producer. That could
leadto another album or a movie or
someone wanting me to do a spon-
sorship with Calvin Klein clothes”

But the Jacksonville native rec-
ognizes that leaving his hometown
does have consequences. “If | were
to tell people from home, ‘Dude, last
night 1 was at Goldie Hawn and Kurt
Russell's house kickin' it with Jim
Carrey, and Jim was touching my
arm and fucking with me about my
tattoos, and Garry Shandling was
saying all this funny shit, they'd be
like, [he mimics a disapproving
voice] ‘Oh dude’ But | know if Jack
Nicholson was walking around the
Jacksonville mall, they'd be tike,
‘Holy shit!™

From Rock To Talk?

As rumors of WNEW/New York's
switch to an all-Talk format contin-
ue, New York ponders its potential
effect on late-night fixture Vin Scel-
sa and his show, Idiot’s Delight.
Scelsa criticizes current afternoon
drivers Opie & Anthony, who re-
cently gave away albums from
WNEW’s library during a well-
publicized episode: “Opie and An-
thony are not only dancing on the
grave of what was once a great ra-
dio station, they're taking glee in
dismantiing it piece by piece. That
lack of respect for the history of the
station | find very disheartening,
and very indicative of the overall
cultural demise of America”

This Sucks

The National Enquirer gets the
inside skinny on “Liposuction Se-
crets of the Stars,” including musi-
cians Dolly Parton and Wynonna
Judd. Janet Jackson allegedly
goesto the plastic surgeon as much
as regular people go to the dentist,
one insider reveals: “She’s just like
her brother Michae! — if you don't
like something and can't change it
yourself, call your doctor!”

Red Hot Rehab Peppers

Spin examines the Red Hot
Chili Peppers’return, including the
drug relapses and mental break-
downs that have plagued the band
during their four-year hiatus. Front-
man Anthony Kiedis believes the
new album, Californication, was
meant to be:“The fact that we didn’t
die or become spiritually crippled

LILITH'S FAIR MAIDEN — I
don't mean to put it down, but it's
like Jimi Hendrix setting his gui-
tar on fire — a gimmick for pub-
licity. That ‘angry young woman'
thing is mind-numbingly dull. Of
course, I'm known as being angry.
But people don’t want angry wom-
en. It's not the best means to get
your own way” — Pretenders
frontwoman Chrissie Hynde gives
Spin her take on Lilith Fair. which
she will join for two weeks. She
also warns about co-stars idoliz-
ing her: “Wait till | stumble into
their caravan and vomit all over
their wardrobe. Will they look up
to me then?”

in the process of going through all
these hardships means there was
really something in the air that want-
ed this [reunion] to happen”

Higher powers helped guitarist
John Frusciante survive: “| lived
very close to death in the last few
years, from every angle. | didn’t mind
dying, butthe spirits that have made
me do what I've done with my life
didn’'t wantme to”

Ex-Spice Girl Seeks ...

“I knew | would write a better al-
bum if | didn’t date anyone, be-
cause it is distracting. But now |
am looking for some love or just
some affection, a nice cuddie” —
Geri Halliwell just wants to be
loved (People).

Mama Said Knock
You Out

Welterweight champion Oscar
De La Hoya has signed a multimil-
lion dollar record deal, according to
Newsweek. The boxer goes into the
studio after his Sept. 18 fightin Las
Vegas to work on an album’s worth
of Sinatra-like ballads in English and
Spanish. “I'm a very romantic sing-
er. If you heard me sing, you'd nev-
er guess I'm a fighter”

Missy “Misdemeanor” Elliot
explains how she knocked off 30
pounds in the last year: “No diet. Just
have a cupcake, get on the tread-
mill for an hour, have another cup-
cake” (Newsweek).

Each week R&R sneaks a peek through the nation’s consumer
magazines in search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.

Show Prep

CYBERSPACE
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Hot new music-related World
Wide Web sites, cool cyber-
chats and other points of inter-
est along the information super-
highway.

On The Web

* The Woodstock '99 Art
and Music Festival, a three-
day event featuring top pop
and alternative acts, will be
presented live on the Internet
at Woodstock.com. The web-
cast commences at noon ET
on Friday, July 23 and wraps
up on Monday, July 26 at 2am
ET. The program will offer 62
continuous hours of documen-
tary programming, including
performance highlights, back-
stage interviews and lifestyle
segments. Among the many
artists are Aerosmith, Brian
Setzer Orchestra, Bush,
Chemical Brothers, Collective
Soul, George Clinton & The P-
Funk All Stars, Counting
Crows, Creed, Sheryl Crow,
Ice Cube, DMX, Everclear,
Everlast, Fatboy Siim, Gods-
mack, Jamiroquai, Kid Rock,
Lit, Dave Matthews Band,
Jewel, Korn, Limp Bizkit, Live,
Los Lobos, Metallica, Alanis
Morissette, Willie Nelson, Mike
Ness, Offspring, Rage Against
the Machine, Red Hot Chili
Peppers, Rusted Root, Sugar
Ray, Tragically Hip, and Wyclef
Jean & The Refugee Alistars.

CURRENT

TARZAN (Walt Disney Records)

Single: PHIL COLLINS You'll Be In My Heart

AUSTIN POWERS: THE SPY WHO SHAGGED ME (Maverick)

Single: LENNY KRAVITZ American Woman
Other Featured Artists: BIG BLUE MISSILE, BURT BACHARACH &

ELVIS COSTELLO

THE MATRIX (Maverick/Nothing/Interscope)

Single: MARILYN MANSON Rock Is Dead
Other Featured Artists: PRODIGY, ROB ZOMBIE, RAGE AGAINST THE MACHINE

NEVER BEEN KISSED (Capitol)

Featured Artists: SEMISONIC, CARDIGANS, OZOMATLI

TRIPPIN' (MJJ Music/Work/Sony Music Sounatrax)

Single: MEN OF VIZION Break Me Off
Other Featured Artists: RX LORD & DJ FURY, BROWNSTONE, NO AUTHORITY

IDLE HANDS (Time Bomb)

Featured Artists: BLINK 182, OFFSPRING, ROB ZOMBIE

CRUEL INTENTIONS (Virgin)
Single: FATBOY SLIM Praise You

Other Featured Artists: VERVE, PLACEBQ, COUNTING CROWS

LOST & FOUND (Capitol)

Featured Artists: KOTTONMOUTH KINGS, EARTH, WIND & FIRE, DEEE-LITE

FOOLISH (No Limit/Priority)

Featured Artists: MASTER P, SILKK THE SHOCKER, SNOOP DOGG

GO (Work/ERG)
Single: NO DOUBT New

Other Featured Artists: NATALIE IMBRUGLIA, FATBOY SLIM, EAGLE-EYE

CHERRY
EDTV (Reprise)

Featured Artists: CORNERSHOP, MEREDITH BROOKS, OZOMATLI

BLAST FROM THE PAST (Capitof)

Singfe: TOMMY HENRIKSEN | See The Sun
Other Featured Artists: EVERCLEAR, R.E.M., DISHWALLA

THE FACULTY (Columbia)

Featured Artists: OFFSPRING, GARBAGE, NEVE

COMING

SOUTH PARK: BIGGER LONGER & UNCUT (Atlantic)

Single: MICHAEL MCDONALD Eyes Of A Child
Other Featured Artists: TRICK DADDY f/TRINA & TRE, GEDDY LEE &

ALEX LIFESON, VIOLENT FEMMES

"Music & Movies” lists current and coming film soundtracks ac-
cording to box-office standing, as well as singles appearing on
R&R'’s format charts and other featured artists. To submit sound-
tracks for inclusion in this column, contact R&R Associate Edi-

tor Elon Schoenholz at (310) 788-1669; elon @ rroniine.com.
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MONDAY, JULY 12

SIC DATEBOOK
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1954/Elvis Presley signs his first record
contract with Sun Records.

1962/In London, the Rolling Stones per-
form for the first time.

71991/Ice Cube makes his acting debut in
the film Boyz N' The Hood.

1996/Smashing Pumpkins keyboardist
Jonathan Melvoin, 34, is found
dead of a heroin overdose in a New
York hotel. Drummer Jimmy Cham-
berlin is arrested for drug posses-
sion and later dismissed by the
band.

Born: Christine McVie (Fleetwood Mac)
1943

TUESDAY, JULY 13

1973/The Everly Brothers disband perma-
nently during a concert when Phil,
enraged with his brother Don’s per-
formance, destroys his guitar and
exits the stage.

1985/The 16-hour Live Aid Concert com-
mences at London's Wembley Sta-
dium. The live broadcast, featuring
the Who, David Bowie and a re-
united Led Zeppelin, is seen in 22
countries by 2 billion people and
produces $72 million in proceeds.

1988/Director Oliver Stone selects Ma-
donna to play the principal role in
the film Fuita.

1997/Red Hot Chili Peppers frontman An-
thony Kiedis undergoes surgery in
Los Angeles to rebuild a fractured
hand he sustained in a motorcycle
accident.

Born: Roger McGuinn (Byrds) 1942

Releases: Steppenwolf’s “Born to Be
Wild" 1968, Eric Clapton’s “I Shot
the Sheriff” 1974

www.americanradiohistorv.com

Anthony Kiedis — from surgery
to ‘Scar Tissue.’

WEDNESDAY, JULY 14

1967/The Who launch their first U.S. tous,
opening for Herman’s Hermits.

1977/In England, Elvis Costello & The At-
tractions perform for the first time.

1987/Steve Miller receives a star on the
Hollywood Walk of Fame.

1995/George Michael's contract dispute
is resolved when DreamWorks
compensates Sony an estimated
$40 million to acquire the rights to
his material.

Born: the late Woody Guthrie 1912, Tan-
ya Donelly (ex-Throwing Muses,
Belly) 1966

THURSDAY, JULY 15

1980/0n her 34th birthday. Linda Ron-
stadt debuts on Broadway in the
play The Pirates of Penzance.

1995/Queen Latifah is carjacked in New
York by two armed youths. Her
bodyguard is shot during the inci-
dent.

Born: the late lan Curtis (Joy Division),
Joe Satriani 1956

FRIDAY, JULY 16

1966/Eric Clapton, Jack Bruce and Ginger
Baker form Cream.

1980/The documentary film No Nukes,
featuring Bruce Springsteen,
James Taylor, Carly Simon, Bonnie
Raitt and Jackson Browne, pre-
mieres in New York.

1981/Harry Chapin, 39, dies in a car crash.

1986/Dolly Parton’s theme park, “Dolly-
wood,” opens.

Born: Stewart Copeland (ex-Police) 1952

Releases: the Lovin' Spoonful’s “Summer
in the City” 1966, the Whao's “I'm
Free” 1969

SATURDAY, JULY 17

1967/The Jimi Hendrix Experience open
for the Monkees in New York.

1966/The Beatles' animated feature fiim,
Yellow Submarine, premieres in
London.

1987/0zzy Osbourne launches a six-week
concert tour of U.S. prisons.

Releases: the Who's “Won't Get Fooled
Again” 1971, Heart's “Magic Man"
1976

SUNDAY, JuLY 18

1966/Frank Sinatra, 50, marries 19-year-
old Mia Farrow.

1976/Allman Brothers Band roadie Scoot-
er Herring is sentenced to 75 years
in prison for distributing narcotics
to band member Gregg Aflman.

1980/David Bowie makes his stage debut
in the Denver stage production of
The Elephant Man.

Born: Brian May (Queen) 1947

Releases: the Rolling Stones’ “Honky
Tonk Woman” 1969

— Mark Solovicos
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Research Director, lucnelps

re__ldio broadcastersimake seiisc oLthe
ratings for management progranmmne.
promotion and salesiibhey CONdUCHDIETYEREVIEWS

e

and analyze ratings for BrogrammingEaidiromouon
e wrd

*Research Director, Inc. arms our sales teams
with the best strategies and materials in the
Industry. Their service has helped our sales
peopls be more effective at the polnt of sale.
This means increased billings.”

—John Fullam, Sr. VP Regional Operations
Chancellor Media Corp.

*Qur partnership with Research Director, Inc.
has proven extremely worthvshile. Their exper-
tise and fast tum-around producing thorough
station-specific and overall market research
pieces has established our sales force as the
leading market information resource In San
Frandsco.”

—Julie Kahn, VP, Director of Sales
Susquehanna Radio Corp. - San Francisco, CA

*Research Director, Inc. helps me make the
most out of the ratings.”

—Bruce Demps, General Manager,
WDIA/KIMS/WHRK

Clear Channel Communications - Memphis, TN

“‘Working with the people at Research Director,
Inc. is like calling a team of surgeons together
10 help you with a medical problem. They're
always quick with an accurate analysis and
confident in making recommendations. We
use them.”

—Mike McVay, President, McVay Media

They als’ﬂ’hélji-. ations putithersbES]]
foot forward with salesmaterialsithat
turn ratings'imto revenue.
IJ\\\\]D : ."' . ] DO y .'ll_. I
< [} A
Eiesearcnidirector, Inc.
L e TR R ' .:____:'
Fl"/f"'.ff,f"l Rhody Bosley « Marc Greenspan o Julie Heath » Charlie Sislen

410.974.8101 « fax 410.268.1915 * email: RDI@ea.net '

B diohistorv.com
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MUSIC TELEVISION®

69.7 million households

MUSIC FIRST

50.8 miflion households

| BUZZWORTHY

| ADDS

FREESTYLERS #/DEFINITION DF SDUND Here We Go
ENRIQUE IGLESIAS Bailamos
LEN Steal My Sunshine

| DAYTIME

CHRISTINA AGUILERA Genie In A Bottie
TALBACHMAN She's So High
BACKSTREET BOYS | Want It That Way
B.G. Bling Bing

BLACKSTREET Think About You
BLAQUE 808

BLINK 182 What's My Age Again?
BRANDY Almost Doesn’t Count
BUCKCHERRY Lit Up

CHEMICAL BRDTHERS Let Forever Be
SHERYL CROW Anything But Down
DESTINY'S CHILD Bills, Bitis. Bills

ORU HILL You Are Everything

D.V.D.A. What Would Brian Boitano Do? Pt. Il
MISSY “MISDEMEANOR" ELLIOTT She'sA Bitch
EMINEM Guiity Conscience
FREESTYLERS {/DEFINITION OF SOUND Here WeGo
FUEL Jesus Or A Gun

GARBAGEWhen | Grow Up

GO0 GOO DOLLS Biack Bailoon

HEAVY 0 On Point

HOLE Awful

WHITNEY HDUSTDN It's Not Right But !t's Okay
ENRIQUE IGLESIAS Bailamos

JARULE Hoila Holla

JAMIROQUAI Canned Heat

JAY-Z Jigga Who Jigga What

JT MONEY Who Dat

KI0 ROCK Bawitdaba

KORN Freak On A Leash

LENNY KRAVITZ American Woman

LEN Steat My Sunshine

LIMP BIZKIT Nookie

LIT My Own Waorst Enemy

LD FIDELITY ALLSTARS Battieflag
JENNIFER LOPEZ If You Had My Love
MADONNA Beautiful Stranger

RICKY MARTIN Livin' La Vida Loca
RICKY MARTIN The Cup Of Life

MASE {/BLACKSTREET Get Ready

JOEY MCINTYRE | Love You Came Too Late
MO0BB OEEP Quiet Storm

MDNICA Street Symphony

MYSTIKAL & OUTKAST Neck Uv Da Woods
‘N SYNC| Drive Myself Crazy
NAUGHTY BY NATURE Jamboree
OFFSPRING Why Don't You Get A Job?
112 Anywhere

ORGY Stitches

RAHZEL All t Know

RED HOT CHILI PEPPERS Scar Tissue
RUFF RYDERS #/NDKIO What You Want
702 Where My Girls At?

SILVERCHAIR Ana’s Song (Open Fire)
SMASH MOUTH Al Star

WILL SMITH Wild Wild West

BRITNEY SPEARS Sometimes

SUGAR RAY Someday

TLC No Scrubs

TONIC You Wanted More

TRICK DADDY Nann Brother

TYRESE Lately

VITAMIN C Smile

[SHOWTINE

CHRISTINA AGUILERA Genie In A Bottle
BACKSTREET BOYS | Want It That Way
BLACKSTREET Think About You
BLAQUE 808

BLINK 182 What's My Age Again?
BRANOY Aimost Doesn't Count
BUCKCHERRY Lit Up

DESTINY'S CHILD Bills, Bilts. Bills
DRU HILL You Are Everything
D.V.D.A. What Would Brian Boitano Do? Pt. 1|
EMINEM Guilty Conscience

FUEL Jesus Or A Gun

GARBAGE When | Grow Up

GO0 GOO DOLLS Dizy

HOLE Awful

WHITNEY HOUSTON It's Not Right But It's Okay
JARULE Holla Hofla

JAY-Z Jigga Who Jigga What

KID ROCK Bawitdaba

LENNY KRAVITZ American Woman
LIMP BIZKIT Nookie

LIT My Own Worst Enemy

JENNIFER LOPEZ if You Had My Love
MADONNA Beautifu! Stranger

RICKY MARTIN Livin' La Vida Loca
RICKY MARTIN The Cup Of Life

JOEY MCINTYRE Stay The Same
MONICA Street Symphony

MYSTIKAL & QUTKAST Neck Uv Da Woods
"N SYNC | Drive Myself Crazy

ORGY Stitches

RED HOT CHILI PEPPERS Scar Tissue
702 Where My Girls At?
SILVERCHAIR Ana's Song (Open Fire)
SMASH MOUTHA! Star

WILL SMITH Wiid wild West

BRITNEY SPEARS Sometimes

SUGAR RAY Someday

TONIC You Wanted More

TLC No Scrubs

TYRESE Lately

VITAMIN C Smile

This week's chart is frozen.

CASE Happily Ever Right

HOOTIE & THE BLOWFISH Wishing
K-C1 & JDJO Tell Me It's Real
ALANIS MDRISSETTE So Pure

|INSIDE TRACKS

TAL BACHMAN She's So High
LEN Steal My Sunshine
RICKY MARTIN Livin' La Vida Loca

| XL

LENNY KRAVITZ Fly Away

JENNIFER LOPEZ If You Had My Love
RICKY MARTIN Livin' La Vida Loca
MADONNA Beautiful Stranger
SMASH MOUTH All Star

| NEW

GO0 GOO DDLLS Black Balioon

ALANIS MORISSETTE So Pure

RED HOT CHIL} PEPPERS Scar Tissue

OONNA SUMMER [ Wil Go With You (Con Te Partiro)

| LARGE

BACKSTREET BOYS | Want It That Way

CHER Strong Enough

SHERYL CRDW Sweet Child 0’ Mine

OAVE MATTHEWS BANOCrush

WHITNEY HOUSTDN It's Not Right But It's Okay
LENNY KRAVITZ American Woman

SARAH MCLACHLAN | Will Remember You
WILL SMITH Wild Wild West

SUGAR RAY Every Moming

SHANIA TWAN You've Got A Way

[MEDIUM

TAL BACHMAN She’s So High

BLESSID UNION OF SOULS Hey Leonardo (She...)
BRANDY Aimost Doesn't Count

PHIL COLLINS You'li Be In My Heart

DAVE MATTHEWS BAND Crush

LEN Steal My Sunshine

EDWIN MCCAIN | Couid Not Ask For More
SUGAR RAY Someday

SHANIA TWAIN You've Got A Way

|CUSTOM
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TOP TEN SHOWS
JUNE 21-27

- Total Audience
(95.9 million househoids)
1 NBA Finals (Monday)

(Knicks vs. Spurs)

NBA Finals (Wednesday)

NBA Finals (Friday)

Dateline NBC (Tuesday)

60 Minutes

Frasier

Everybody Loves Raymond

(tie) Friends

9 Movie (Wednesday)

(Now AndThen)
10 20/20 (Sunday)
Adults 18-49

1 NBA Finals (Monday)

(Knicks vs. Spurs)

NBA Finals (Wednesday)

NBA Finals (Friday)

Friends
Will & Grace (Thursday)

Frasier
The Drew Carey Show

Dateline NBC (Tuesday)
Will & Grace (Tuesday)

10 Jesse

(tie) NBA FinalsTip-Off
(Monday)
(tie) Whose Line Is It Anyway ?

Source: Nielsen Media Research
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BARENAKED LADIES Cail And Answer
BUCKCHERRY Lit Up

CASE Happily Ever Right

CHAKA KHAN This Crazy Life Of Mine

CITIZEN KING Better Days (And The Bottom Drops Qut)
HARRY CONNICK JR. Come By Me

ELVIS COSTELLD She

CRANBERRIES Animal Instinct

CREED Tom

DEF LEPPARD Promises

01DO Here With Me

FUEL Jesus Or A Gun

GARBAGE When | Grow Up

LAURYN HILL Ex-Factor

LAURYN HILL Everything Is Everything

HOOTIE & THE BLOWFISH Wishing

ENRIQUE IGLESIAS Bailamos

JAMIROQUAI Canned Heat

K-C1 & JOJO Tell Me It's Real

MAXWELL Fortunate

JOHN MELLENCAMP I'm Not Running Anymore
METALLICA Whiskey In The Jar

BETH ORTDN Stolen Car

JESSE POWELL You

VONDA SHEPHERO Baby Don't You Break My Heart Siow
TLC No Scrubs

“WEIRD AL” YANKOVIC The Saga Begins

Video airplay from July 5-12.

Comineg Next Week

All show times are ET/PT un-
less otherwise noted; subtract
one hour for CT. Check listings
for showings in the Mountain
time zone. All listings subject to
change.

. Friday, 72
* Liz Phair performs on PBS'
Sessions at West 54th (check
local listings).
»Ziggy Marley, Late Show
With David Letterman (CBS,

e R MR B i b B e
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check local listings for time).

* Chris Isaak, Late Late Show
With Craig Kitborn (CBS, check
local listings for time).

* Kenny G, Jo Dee Messina
and Maureen McGovern per-
form fromWashington, DC on A
Capitol Fourth (PBS, check lo-
cal listings for time).

* Mannheim Steamroller
Meets the Mouse provides a
timeline of Disney music (Dis-
ney Channel, 9pm).

* “Weird Al"” Yankovic is pro-
filed on VH1’s Behind the Music
(9pm).

Monday, 7/5

* George Jones, David Let-
terman.

* Lee Roy Parnell and Ricky
Van Shelton, Prime Time Coun-
try (TNN, 9pm).

* Go-Go’s, The Tonight Show
With Jay Leno (NBC, check lo-
cal listings for time).

* Sixpence None The Rich-
er, David Letterman.

* Faith Hill and Ricky Van
Shelton, Prime Time Country.

*Vince Gill & Patty Love-
less, Jay Leno.

* Tom Petty & The Heart-
breakers, Late NightWith Con-
an Q'Brien (NBC, check local
listings for time).

» Clint Black and Neal Mc-
Coy, Prime Time Country.

» Jamiroquai, Jay Leno.

* John Mayall sits in with the
band on David Letterman.

’ 36 million households
) ‘ Cindy Mahmoud
AL - VP/Music Pra_gramm/ng

& Entertainment

| Video Playlist

702 Where My Girls At?

BLAQUE 808

CASE Happily Ever After

DESTINY'S CHILO Bills, Bills, Bills

JA RULE Holla Holta

K-CI & J0JO Telf Me It's Real

LAURYN HILL Everything Is Everything
MAXWELL Fortunate

RUFF RYDERS What You Want
SPORTY THIEVES No Pigeons

| RapCity

BEATNUTS Watch Qut Now

CAM’RON Let Me Know

EIGHTBALL & MJG We Started This
INSPECTAH DECK Word On The Street
JARULE Holla Hotla

MOBB DEEP Quiet Storm

RUFF RYOERS Ryde Or Dre

ROOTS Next Movement

T.W.0.Y. Players Hol:day

1 LIFE 2 LIVE Can't Nobody

Video playlist tor the week ending July 2.

55 miflion households
Peter Cohen,
VP/Programming

f Hhmwmiﬁwvzo |
EMINEM Guilty Conscience
BACKSTREET BOYS | Want It That Way
WILL SMITH Wild Wild west
WHITNEY HOUSTON It's Not Right But It's Okay
MASE Get Ready
BRITNEY SPEARS ... Baby One More Time
DRU HILL You Are Everything
MONICA Street Symphony
TLC No Scrubs
112 Anywhere
JENNIFER LOPEZ f You Had My Love
INSANE CLOWN POSSE Another Love Song
GINUWINE So Anxious
'N SYNC | Drive Myself Crazy
RUFF RYDERS What You Want
TRU Tru Homres
SARAH MCLACHLAN | Will Remember You
RICKY MARTIN Livin' La Vida Loca
MISSY “MISDEMEANOR” ELLIOTT She's A Bitch
KORN Freak On A Leash
This week's chart is frozen.

PRAISTAR

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 ROLLING STONES $2,399.9
2 GEORGE STRAIT $1,904.5
3 DAVE MATTHEWS BAND $1.239.1
4 SHANIA TWAIN $664.9
5 ELTON JOHN $592.2
6 BILLY JOEL $589.8
7 AEROSMITH $554.8
8 JOHN MELLENCAMP $421.6
9 ROD STEWART $402.4
10 'NSYNC $382.3
11 NEIL YOUNG $330.8
12 KRAVITZ/BLACK CROWES $301.9
13 JAY-Z/DMX $294.9
14 KORN/ROB ZOMBIE $294.5
15 LAURYN HILL $253.2

This week's chart is frozen.

The CONCERT PULSE is courtesy of Pollstar, a
publication of Promoters™ On-Line Listings, (800)
344-7383; Califormia (209) 271-7900.
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. BOX OFFICE TOTALS
: Title $ Weekend
Distributor ($ To Date)
1 Big Daddy $41.53
Sony* ($41.53)
2 Tarzan $24.05
BuenaVista ($77.57)
3 Austin Powers:The $18.33
SpyWho Shagged Me ($150.64)
New Line
4 The General's Daughter $15.17
Paramount ($46.81)

5 StarWars: Episodel $14.11
The Phantom Menace($351.66)

Fox
6 Notting Hill $5.52
Universal ($89.51)
7 The Mummy $2.17
Universal ($146.03)
8 Instinct $1.94
BuenaVista ($30.67)
9 Anlideal Husband $1.13
Miramax ($1.45)
: 10 The Matrix $1.01
Warner Bros. ($165.68)
All figures in millions
* First week in release
Source: ACNielsen ED/
COMING ATTRACTIONS: This
week's openers include Wild Wild
West, in which recording artist Will

Smith assumes the vintage TV role
of James West. The film's Over-
brook/interscope soundtrack con-
tains Smith's title cut as well as
. Blackstreet's “Confused,” Enrique
Iglesias’ “Bailamos,” MC Lyte f/
Payne’s “Keep it Movin']’ Dr. Dre &
Eminem’s “Bad Guys Always Die;
Faith Evans’ “Mailman” and Slick
Rick's “I Sparkle” Tatyana Ali per-
forms “Getting Closer” with Kel
Spencer, whoalsoteams with Rich-
ie Sambora on ‘'m Wanted. Tra-
Knox, Breeze, Neutral, Guy, Com-
mon f/Jill Scott and Lil’ BowWow f/
Jermaine Dupri are also on the CD.

Another opener is the animated
musical South Park: Bigger, Long-
er & Uncut, starring those cute little
tykes from the town of South Park,
CO and featuring recording artist
and WRKS/New York air talent
Isaac Hayes as Chef. He contrib-
utes the tune “Good Love” to the
film's Atlantic soundtrack, which
also sports Michael McDonald's
“Eyes of a Child,"“Shut Yo Face (Un-
cle F**ka) by Trick Daddy f/Trina &
Tre, “Riches to Rags (Mmmkay)” by
Nappy Roots, “Kyle’s Mom's a Big
Fat B**tch” by Joe C. f/Kid Rock,
“What Would Brian Boitano Do? Pt.
II" by D.V.D.A. (whose members in-
clude South Park creators Trey
Parker and Matt Stone), “l Swear It
(I Can Change)" by Violent
Femmes, “Super” by RuPaul and a
rendition of “O Canada” by Rush's
Geddy Lee & Alex Lifeson.

Spike Lee's Summer of Sam,

starring John Leguizamo, also
opens this week. The film's Holly-
wood soundtrack contains vintage
songs by Marvin Gaye (“Gotto Give
It Up"), Abba (“Dancing Queen”),
the Who (“Baba O'Riley”), Elvin
Bishop (“Fooled Around and Feil
inLove”), the Emotions (“Best of My
Love") and Thelma Houston (“Don't
Leave Me This Way”). The first sin-
gle is Machine’s “There But for the
Grace of God Go |" Cuts by Chic,
Roy Ayers, Grace Jones, First
Choice and Peter Brown complete
; the ST.
Finally, Zachary Browne stars in
. Shiloh 2: Shiloh Season, in which
Rita Coolidge performs “I Just
Needed a Friend”
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“Mediabase 24-7 is the world’s most comprehensive station
monitoring and music tracking service. It's an amazing tool in
today’s ever-changing radio world for keeping up-to-date on
the music and positioning on our client stations, market
clusters and competition. When it comes tc accuracy and
timely information, nothing else comes close.”

Guy Zapoleon

President
Zapoleon Media Strategies

“| use Mediabase 24-7 at least once a day, if not four to five
times a day. I'm constantly checking our radio stations and
find Mediabase extremely accurate ard reliable.”

Michael Newman

Sr. CHR Consultant
Steve Smith Radio and Ratings

" “McVay Media suggests Mediabase to all its clients. I'm
impressed with the accuracy of the reports, how timely they
are, and how information is more than just a music list. The
difference between having Mediabase and living without it is
like walking into a darkened room and suddenly someone
turns on the lights!”

Mike McVay

President
McVay Media

" “I've depended on Mediabase for accurate music information
for years. 24-7 continues the tradition of dependable,
accurate music and market information. I'd have a tough time
doing my job without it.”

Gary Berkowitz

President
Berkowitz Broadcast Consulting

W It didn't take the Shane Media staff long to become addicted
to Mediabase 24-7. The data is clear. It's easy to access.
Highlights help us find what we need quickly. Next to priority
custom research, Mediabase 24-7 is the best way to get an
instant, accurate feel for the music.”

Ed Shane

President
Shane Media

v “Rarely a day goes by when | don't use Mediabase 24-7.
It not only helps me keep up-to-date daily on my clients and
their competitors, it also enables consultants like myself to size
up stations and markets without leaving the office.”

Randy Lane

7 ] President
1 = The Randy Lane Company

v “Programming without Mediabase 24-7 is like racing blindfolded
against Jeff Gordon. Either way, you're gonna lose. Our clients
win by keeping their eyes on the road.”

Alex DeMers

President
- DeMers Programming
RADIO NETVWORKS

o NI R YRR PR Y R KT (R L LRV BT for 24-7 access to the most accurate monitoring service available.

‘americanradiohictorv com
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WHO’s On Top In Des Moines

] Venerable Clear Channel Talker now No. 1 in America’s heartland

he Fourth of July is one of those uniquely American holidays that conjures up images of
parades and picnics in every small town and city across America; visions of idyllic heartland
~—— towns where neighbors still gather for backyard barbecues and kids eagerly await sundown
and the annual fireworks show over at the local high school.

Des Moines is one of those plac-
es that easily comes to mind when
one talks about heartland towns. Few
would deny that no other station
speaks better to America’s breadbas-
ket than WHO-AM, Newsradio
1040. With its flamethrowing
50,000-watt signal blanketing literal-
ly every county across lowa (and por-
tions of at least 25 other states at
night), Clear Channel’s News/Talk-
er is consistently one of the format's
most solid performers. It boasts No.
! ratings across all dayparts in both
12+ and the 25-54 demo (according
to the Winter 99 Arbitron.) WHO
PD Van Harden called recently to
say that he’s “‘exceptionally proud of
what the WHO stalff is doing for our
community and for the News/Talk
format.”

Apparently others in our industry
agree with Harden’s enthusiastic, al-
beit prejudiced, assessment of WHO.
In just the past decade of the station’s
long and storied history, WHO has
taken home no fewer than seven
Marconi awards, including four Sta-
tion of the Year trophies and. in
1993. the Legendary Station of the
Year award. In 1997 the RTNDA

honored WHO's
news department
with the presti-
gious Edward R,
Murrow Award for
decades of strong
tradition in cover-
ing both local and
regional news.
While  there
may be bigger sta-
tions in bigger cit-
ies, few can say. as
WHO can, that
they have hosted
numerous Amer-

VAN HARDEN
(WITH BONNIE LUCAS)

challenges of be-
ing an on-air Talk
radio PD and
what it’s like to
have both the fa-
mous and infa-
mous faces of
American presi-
dential politics
as virtual house
guests every four
years.

R&R: How did

your lifelong ca-

reer in lowa radio

ican presidents
live in their studios, including Tru-
man. Eisenhower. Ford. Carter, Re-
agan. Bush and Clinton. Every one of
these chief executives has taken a
seat behind the WHO microphone for
exclusive history-making interviews.
In addition to his PD duties. [owa
native Harden is also half of Des
Moines™ most popular morning show.
Van and Bonnie in the Morning. As
Harden readies 1o pass the personal
milestone of spending nearly a
quarter-century on the air in Des
Moines, we tatked recently about the

get started?

VH: As a teenager [ sent out sev-
eral letters to radio stations in the
area saying I was a young guy who
wanted to learn more about radio.
One of the letters I sent was to a guy
named Roy Fox, who worked here at
WHO at the time. He actually called
me live on the air during his late-
night talk show and read my letter on
the air. He told me he had written a
similar letter to a radio station when
he was a young man, and someone
had oftered to help him. He decided
that he was going to return that fa-

News/Talk

e AR P R e
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“A lot of people might think that a station like this

can just go on the air and do tremendously because

it's a big 50,000-watt station that’s been around a
long time. I'm here to tell you that's not true.”

e e e e ——

vor and help me. That weekend my
parents drove me down to WHO, and
Roy gave us a tour. I'll never forget
that when 1 was leaving the control
room, | looked back and thought,
“*Man, someday I'm going to sit in
that chair.” And here 1 am.

R&R: While it's not unheard of in
stations located in smaller markets,
isn't it quite a challenge to host a
morning show and program a station
like WHO?

VH: It really is. I had been doing
mornings across town for 10 years at
KRNT before 1 was asked to join
WHO in 1986. After 1 was here for
about six months. the program direc-
tor left. I volunteered to help out on
an interim basis, and after a while the
management said. “We really like
what you are doing with the station.
Would you take the PD position per-
manently?” [ was reluctant because,
from even doing it on an interim ba-
sis. 1 learned quickly that my day
started at 4am and 1 was rarely leav-
ing the station before 6 or 7pm. So |
asked if they would consider giving
me a full-time operations assistant to
help handle the day-to-day program-
ming department chores. and 1o my
surprise they said yes. In 1987 I was
given the PD title, and [ have an ex-
tremely competent operations assis-
tant in Cheryl Pannier, who is my
right arm. Without her assistance, it
would not be possible to handle both
mornings and being PD.

R&R: Considering the extended
hours it takes, are there any rewards
to being an on-air host and PD?

VH: Yes. You get much more di-

rect and candid feedback from listen-
ers. When I'm out doing a public ap-
pearance or when someone calls me
on the phone, most of them don’t
know I'm the PD; they just know I'm
the guy on the radio. Believe me, |
get some real honest opinions from
people. and 1 like that. I think it of-
fers me the chance to get more direct
response about our efforts than per-
haps many off-air PDs get.

R&R: You and many of the WHO
staff were born and raised in lowa.
How do you keep good 1alent from
either moving on or being seduced by
the lure of syndication, as is common
with so many Talk talents?

VH: WHO is a big-city station in
a medium-sized market, and that is
a huge attraction for a lot of the folks
who work here. Frankly. a lot of our
staff. including inyself, grew up lis-
tening to WHO and actually dreamed
of possihly working at this station
someday. In fact, we had an on-air
promo running that was a roll call of
all the people here at WHO. Each
person would say their name and the
town in lowa where they were from,
and the darn thing must’ve run a
minute and a half! We're proud of
our local roots.

R&R: You're unique in that
you've managed to have one job
through the entire consolidation
craze. Did you learn anyvthing from
watching all that?

VH: Well. I've been here through
three ownership changes and six
GMs. [ feel honored that 1 made it

Continued on Page 26
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WHO’s On Top

Continued from Page 24

through all that. But if I noted any-
thing, it’s that every single company
and manager I worked with wants the
same thing — they want a lot of peo-
ple to listen to the radio station. and
they want to be able 10 sell a lot of
advertising to make money. Whatev-
er success I have had here I attribute
to the fact that I really try hard to to-
cus on our No. | goal in the program-
ming department. and that is simply
to get the most people to listen to
WHO for the longest period of time.

R&R: Isn’t thar easier said than
done?

VH: Sure. everybody has the prob-
lem of distractions. There are so
many things that are constantly try-
ing to pull you away from the main
focus of your job — the telephone.
sales issues, public service people —
every one of them wants something
different from you. But i’s been my
observation that the most successful
program directors are those who are

able to really focus on that one goal.
When I leave here every day 1 seri-
ously say to myself. "What did 1 do
today to make sure more people lis-
ten to this radio station?” Most days
I"'m happy with my answer to myself:
other days I'm not. But 1 think that
remembering to focus on that goal is
the important thing.

R&R: /n a recent conversation
with Kellv Carls at WHAS/Louisville,
I asked him if he ever felt like he
worked at a museum. How about
you?

VH: Yes. I get that sense when-
ever [ go out to the WHO wransmit-
ter building. It’s unbelievable, For
examiple, you get out the logs there,
and you can see some of the things
that were written down on the day
Pearl Harbor was bombed. and pho-
tos of Ronald Reagan at the micro-
phone back in the mid-1930s. 1 grew
up listening to WHO because it was
the station my parents had on all the
time. The people who worked here

Ronald Reagan was WHO's sportscaster from 1932-1937.

News/Talk

were household names to us. To
think that I could contribute anything
to a station like WHO — well, let’s
just say it’s an honor to be any small
part of all that history.

R&R: What are some of the
changes vou've witnessed during
your tenure?

VH: | came here I3 years ago.
That was a difficult time for the sta-
tion. It was languishing down around
No. 7 in the market. For a 50kw clear
channel radio station 13 years ago.
when there weren’t as many stations
in the metro as there are now. that
was not very good, to say the least.
My observations were that. internal-
ly. no one at the station had a clear
sense of what or where they wanted
the station to be. Some people
thought it should be the farm station,
others wanted to play music and still
others said we needed all tatk shows,

Now. I was just a small-town kid
from Adel. lowa. but even | knew that
WHO was the news station. That's
what people tuned to WHO to get —
news, weather and information. So we
started from the ground up. from the
morning show right through all of the
dayparts. and repositioned the station
as Newsradio 1040. I think it's safe
to say that it's worked.

R&R: Let’s say there’s somebody
out there reading this who is work-
ing ar a 1,000-wan station with a
dial position somewhere up near the
glove compartment. What if they say,
“Sure, but it’s eusy when you've got
that big stick and all that heritage 1o
Jall back on.™

VH: You're right. A lot of people
might think that a station like this
can just go on the air and do tremen-
dously because it’s a big 50,000-watt
station that’s been around a long
time. I'm here 1o tell you that's not
true. You've got to work at it all the
time. When it comes to things like
bumper music. promos, liners and
station promotions, you've really got
to keep it fresh and keep the appeal
contemporary and aimed at today’s
audience.

*

“I was just a small-town kid from Adel, Iowa, but
even I knew that WHO was the news station. That's
what people tuned to WHO to get — news, weather

and information.”
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R&R: /s there a Vun Harden phi-
losophy for getting the most out of a
station like WHO?

VH: I guess I could equate it to a
football game. First. you need a real
strong ground game all of the time.
To me. that means your service ele-
ments — the news, weather, traffic,
etc. — all of the different kinds of in-
formation that people expect from a
station like WHO. Then you always
need a good surprise attack play.
when you drop back and throw the
long bomb. That's where creative
thinking comes in. We always try to
think creatively about WHO and do
things that will keep people in the
community talking about the station.

R&R: How does the station pre-
pare for the onslanght of candidates
and other media that descend on

lowda every four vears?

VH: There's no question that lo-
wans are focused on this event far
sooner than most of the rest of the
country. We're already running many
political ads from candidates and
groups with issues or agendas to
push. I imagine this next year will be
much like years gone by, where we
will have a constant parade of these
people in and out of WHO. It’s great:
we like that.

Last time out we had every single
one ol the presidential candidates on
our radio station for back-to-back
half-hour segments. The front of our
radio station was a mob scene with
all of the national media and the sup-
porters and staff of each of the can-
didates staked out in the parking lot.
Probably the most interesting thing is

watching the Secret Service work,
because they always sort of take us
by surprise. During one visit they
were crawling all over the building,
removing the tiles from the ceilings.
Dogs were sniffing all our desks. We
never really know exactly what to
expect. but we always manage to
deal with it.

R&R: Owe final question: If vou
had to choose one attribute 1o define
what makes a successful talk show.
what would that be?

VH: Early on in my career here |
noticed that if I listed all of our shows
in order of their popularity it was also
alist of our shows according to their
sense of humor. I've continued to
track that. and I don’t think it’s a co-
incidence. 1 think that even though
Talk radio often deals with serious
issues. humor is an important ele-
ment of any successful show. Regard-
less of whether it’s a morning show,
a general interest talk show or a
money or gardening show, the host's
sense of humor is a huge determin-
ing factor in how successful that
show’s ultimately going to be.

TALK BACK TO R&R!

Do you have questions,
comments or feedback regarding
this column or other issues?
Call me at (619) 486-7559 or
e-mail
alpeterson@rronline.com; |
fax;
(619) 486-7232
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Oldies/Classic Rock

Oldies — Jammin’ Or Otherwise

[J Two distinct formats share playlists and secondary listeners

t may not be a direct competitor with traditional Oldies outlets, but the birth of Rhythmic
Oldies should provide *60s-based PDs and GMs with an incentive to improve their stations.
— Consultant Mike McVay made that observation at R&R Convention *99 during the panel
discussion “Oldies — Jammin’ or Qtherwise.”

Focusing on Rhythmic Oldies and
its impact on the "60s-based format,
the session also featured WTIM/New
York PD Joel Salkowitz, WFOX/At-
lanta PD Bill Cahill and Westwood
One Oldies programmer Rick
Santos.

Providing an overview of the Old-
ies climate, past and present, McVay
said consolidation has had an impact
on the performance of stations. He
explained, “Before consolidation, I
would offer that there were actually
better Oldies radio stations in some
markets. If there were two stations
and they had individual owners.
people were putting a lot more re-
sources behind them. You had music
research on a regular basis, and there
was some pretty aggressive market-
ing that went with it.”

About group owners acquiring
competing Oldies stations. McVay
said, "We had some stations we con-
sulted where we were actually told,
'I'm not going to have to spend as
much money as I used to. I know I
can run a lot more commercials, be-
cause now I'm the only station.”™

The arrival of Rhythmic Oldies
has caused many owners to change
their attitudes, leading many to bud-
get more money for research and
marketing.

McVay predicted the eventual ar-
rival of an '80s-based format, adding,

Fh;lldefphia

Fresh ways to image oldies stations:
* Promo and ID Beds
* Punctuators ¢ Stagers

* Listener Reactions ¢ Promo Parts

You get a 100 Track Kick-Off Kit and
a Brand New CD Every Two Weeks!

“Where Oldies goes from here is
anybody’s guess. but I have to believe
that — particularly with the millen-
nium, and as people look back at the
past — it’s going to be very exciting
for the next couple of years.”

Different Approaches

As for Rhythmic Oldies’ continued
presence in the marketplace, McVay
said, I think it’s for real. I don’t
think it's a shot in the dark. I don’t
know if it’s a direct competitor to the
traditional *60s-based Oldies sta-
tions. I think it’s a competitor, but
only because it’s going to be attract-
ing more secondary listeners.”

McVay added. I have to applaud
what Chancellor and Clear Channel
have both done in figuring out a
way to relaunch Oldies and do
more than play Otis Redding’s
*Sittin® on the Dock of the Bay’
over and over.” About listening to
Rhythmic Oldies programming
throughout the U.S., McVay noted.
“They are very different radio sta-
tions. It's not one size fits all. I
think the ethnicity of your market
is going to be an important factor
lo take into consideration.”

About first hearing Chancellor’s
“Jammin’ Oldies™ KCMG/Los Ange-
les, McVay recalled, My first reac-
tion was that it was an ethnic-based
format that would probably work in

Los Angeles and Dallas and a couple
of other markets. Since then the
variations and alterations that people
have made in other markets show that
this type of 35-44-targeted Oldies has
an opportunity for growth potential.”

Salkowitz, who has been involved
in the launches of several “Jammin’
Oldies™ outlets for Chancellor,
pointed out. “They re not exclusively
ethnic-driven radio stations. Typi-
cally, in most of these markets —
with the exception of L.A. and pos-
sibly Sacramento — the radio
station’s listener composition is fall-
ing out somewhere in the high 50%
white and 30% black range. The rest
is Hispanic or other ethnic listeners.
But it’s really a white/black coalition
in most markets. The ethnic compo-
sition of the radio station is what's
driving the TSL.”

The June 11 issue of R&R fea-
tured a list of the 150 most-played
songs at Rhythmic Oldies stations.
based on a recent week of Mediabase
monitoring. The list revealed the
playlist overlap between Rhythmic
Oldies and traditional Oldies stations.
Cahill, who programs Chancellor’s
"60s-based Oldies in Atlanta, said,
*Out of the 150 songs. we are cur-
rently playing 39. I could be playing
as many as 51 if I chose to, but some
of those are mediocre-testing songs
for us.”
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PRODUCTION PARTS

Cranking ‘Classic Rock
That Really Rocks’

Has Classic Rock wimped out when it comes to music se-
lection? In some markets, the answer is “yes” — and some
programmers are reacting by playing music from acts that
were never timid about plugging in a Les Paul guitar into
a Marshall amplifier and cranking the volume up to 11.

“Classic Rock That Really Rocks” has often provided a positioning
statement, but some programmers are taking the message seriously,
turning the slogan into a subgenre of the Classic Rock format.

During the R&R Convention '99 session “When Led Zeppelin Alone
Isn’t Enough,” the issue of expanding Classic Rock’s audience was
tackled by WNRQ/Nashville's Brent Alberts, WKLH/Milwaukee’s Bob
Bellini, KZOK/Seattle’s Carey Curelop, KRFX/Denver's Mike
O’Connor and KCBS/Los Angeles’ Tommy Edwards.

“The big difference between ‘Classic Rock That Really Rocks’ and
aregular Classic Rock station is really the attitude,” Alberts said. “It's
as much '80s-driven as it is *70s, which you won't find at your typical
Classic Rock station. There's very little late '60s. You won't hear Fleet-
wood Mac, Elton John, Billy Joel or CSN, but you will hear artists like
AC/DC, Metallica and the Scorpions. It's a very up-tempo Classic Rock
format that is imaged with an aimost Active Rock attitude”

Noting that the approach is allowing stations to set themselves apart
from the pack, Curelop added, “It gives you an opportunity to make
yourself somewnhat unique, in that you can play things that nobody else
plays. Honestly, it's not much more difficult than that. The Hot AC sta-
tion is not going to play ‘Who Made Who’ by AC/DC. All of a sudden,
by adding about 100 records, you have a unique product. All we're try-
ing to do is stand out and find a unique position. This is an easy way
to do it”

Success ultimately depends on the competitive landscape in each
market, Bellini said, adding, “It's a variation of an existing, healthy, vi-
able format. It'll play, depending on the dynamic of a given market. The
universal truths that apply to great, compelling radio — across any for-
mat — apply here. | think it will work when it's presented with the kind
of attitude and compelling brilliance that make for great radio stations
— and it will fail when it isn't”

Classic Rock programmers have always had to deal with compet-
ing Classic Hits stations, which generally rock a little softer. O'Connor
said, “KRFX, at one time, was a Classic Rock station that really rocked,
where it probably shouldn't have rocked so much. We had a fot of prob-
lems with a pop-driven Classic Hits station that came on the air”
O'Connor’s solution was to begin a stronger emphasis on Elton John
and Fleetwood Mac.

O’Connor continued, “We are a well-grounded radio station that not
only has a music image, but all of the other things that make us sta-
ble. If for some reason a ‘Classic Rock That Really Rocks’ station came
on against us, | feel very good that KRFX would survive the war long-
term and simply modify very quickly to close the hole without doing
anything stupid. | think you can defend against it. | wouldn't advocate
going with ‘Classic Rock That Really Rocks’ unless you're trying to
wedge in somewhere. | think there’s more upside to being broad. | think
we have to be very careful of gravitating to the flavor of the day with-
out having a strategic goal in mind”

ENTERTAINMENT
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already signed on!

Tons of special work parts:

* Year Collages < Song Setups

* Artist IDs * Birthday Greetings
* Special Weekends * Features

Strike it rich with GOLDMINE PRODUCTION PARTS! Call ABC Radio Today at (212)735-1111

WWW.americanradiohistorv.com
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Who prefers to be called “brand manager”...and considers it a duty to herald the benefits of your product?
Who has posted an unqualified record of ratings and administrative success in program management?
Who clearly articulates the station’s mission and passionately leads an entire staff to accomplishing it?

Who understands the ingredients of a compelling and successful morning show...has created one before...
and will create one again?

Who exhibits exceptional skill in the development, coaching and direction of veteran air talent?
Who has the vision and imagination to determine the marketing focus for a major radio station?

Who sees in the Oldies format both the value of nostalgia, and the ability to deliver vibrant,
contemporary entertainment?

Is this you:
Jefferson-Pilot Communications is seeking this Program Director for South Florida’s MAJIC 102.7.
Our inclination is to speak with candidates from the top 30 markets.
But if you urgently believe—and can demonstrate to us—that this Program Director is you...
then your current format and market size are irrelevant.
Initiative, versatility and attention to detail are essential for this position.

This Program Director will have the resources and support necessary to create
a legendary Oldies radio station.

Please send your resume, references (including prior supervisors, peers and people you've supervised),
a composite of your current station (and previous stations, if relevant), your thoughts on Oldies
and legendary radio, and anything else which shows that you’re this Program Director:

Rob Sidney
Director of Programming & Operations
Jefferson-Pilot/South Florida
20450 N.W. Second Avenue
Miami, Florida 33169-2505

Majie 1027 EMI

Good Times...Great Obbies!

Jefferson-Pilot Communications Company is an Equal Opportunity Employer.

www americanradiohistorv.com
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News

Emmis
Continued from Page 1

forward in the Emmis release.”
Emmis executives. however, are
confident that the transaction with
Baker is valid. “We wouldn’t have
paid for it if we didn’t think it was.”
said Emmis CFO Walter Berger.
There don’t appeuar to be any
loopholes that Sinclair can use in
this case. According to Sinclair's
annual report in March. Baker's
termination agreement gave him
an option to purchase Sinclair prop-
erties in either St. Louis or in
Greenville-Spartanburg, but not
both. Baker had 180 days after
leaving Sinclair to exercise the con-
tract. which he did — with over a
month to spare. More important,
Sinclair’s contract with Baker clear-
ly says he can assign his option t0
purchase to an outside party.

Baker’s Sweet Deal

Baker originally came to Sinclair
as part of the $1.2 billion purchase
of 34-station River City Broadcast-
ing in 1996. He was given the title
of consultant and “CEOQ Designate™
back then, with expectations of be-
coming a full-fledged CEO. But
Baker cut a fallback plan for him-
self. people close to the deal say.
by giving himself a way out if he
never became CEO.

On Feb. 9. Baker exercised the
termination clause in his contract.
giving him the option to purchase
Sinclair stations plus other benefits.
including a buyout payment of
about $5.8 million and a full mem-
bership at a local golf club paid for
by Sinclair. Only weeks later. Baker
was named CEO of USA Net-
works.

It and when Indianapolis-based
Emmis buys the St. Louis stations.
it would have to divest some St.
Louis holdings to comply with

FCC ownership limits. Emmis
Chairman/CEO Jeff Smulyan told
R&R the company chose the
St. Louis properties over the
Greenville-Spartanburg stations be-
cause Emmis is already entrenched
in that market. Sinclair's WIL-FM/
St. Louis is a particularly attractive
property. ranked No. 2 in the mar-
ket. Emmis currently owns KSHE-
FM. WKKX-FM & WXTM-FM/
St. Louis.

“Locking up St. Louis seems to
be a brilliant move.” said First
Union Capital Markets analyst
Bishop Cheen. “They are a major
strategic player in St. Louis.”

Smulyan said that no decision
has been made regarding which sta-
tions to divest. but Cheen said he
expects Emmis to at least keep the
TV station.

The next step for Emmis and
Sinclair is to determine a fair mar-
ket value for the stations. Neither
side would say what they expect to
pay or receive, but one broker esti-
mated the price of the TV station to
be around $200 million and the FM
radio stations to be at least $30 mil-
lion each — probably more, de-
pending on the cash flow for each
station.

The deal between Emmis and
Sinclair is further complicated by
the fact that Sinclair recently an-
nounced it is looking to either sell
its radio holdings or spin them off
in an [PO (R&R 6/11). The 51-
station radio group could fetch as
much as $800 million, some ana-
lysts say. and Emmis. which owns
16 radio stations. has expressed an
interest in buying the entire group.

The issue of a complete group
purchase could come up when Em-
mis and Sinclair executives meet to
discuss the St. Louis properties.
Smulyan said. “You never know.”
he told R&R. “We're hopeful.”
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Susquehanna
Continued from Page 1

play a key role in Susquehanna’s
expanding Internet and new tech-
nology initiatives.

In an internal memo describing
Susquehanna’s management reor-
ganization, Kennedy said. “One of
our most pressing needs. and one
of our greatest opportunities. is the
development of a comprehensive
and dynamic sales training program
for our company. Long an area of
specialty for Larry. our sales train-
ing efforts have been strong but in
need of review. enhancement and
organization.

“One of the {other] key strengths
of our company is the quality and
depth of corporate resources avail-
able to the stations. Dan will move
into this new group position and
will assume from me direct respon-
sibility for the following corporate
resource areas: Programming
(helmed by Rick McDonald), Inter-
active Marketing (Amy VanHook)
and Research (Charlotte Lawyer).
Dan will also have direct responsi-
bility for our company’s partnership
with Paragon Research.”

Additionally, Susquehanna has
made the following management
changes:

* Nancy Vaeth-DuBroff, who
has been GM of the company’s
KRBE-FM/Houston. rises to Sr.
VP/Regional Manager. adding di-
rect oversight responsibilities for
Susquehanna’s seven-station Dallas
cluster, which also includes KKLF-
AM. KLIF-AM & KTCK-AM.
Current KLIF & KTCK GM Dan
Bennett will continue in that role.
Kennedy said in the interal memo.
“A decision regarding a new Dal-
las management structure will be
forthcoming within the next 30-45
days pending an examination of our
needs.”

* Mark Renier, who has been
GM of WNNX-FM/Atlanta and
WHMA-AM & FM/Anniston. AL.
also becomes a Sr. VP/Regional
Manager. Renier adds oversight re-
sponsibilities in Cincinnati (where
the company owns WMOI-FM &
WRRM-FM) and Indianapolis
(WFMS-FM. WGLD-FM &
WGRL-FM).

Both Vaeth-DuBroft and Renier
will remain in their present markets
and will report to Kennedy, who
further commented. “As we look
forward to the future of our compa-
ny, the roles of each of these oper-
ating areas become more critical,
and the need has never been great-
er for their more effective utilization

AFTRA

Continued from Page 1

there was little point in keeping the
unit going, as its membership had
steadily declined (to about five
members at the Sinclair stations)
since Louisiana became a right-to-
work state in 1976.

But the real story. according to
the WWL employee, is that staff-

" ers were fed up with the union.

which. four years after beginning
talks, had not signed a new contract
with Sinclair. “People enjoy a good
relationship with the GM and op-
erations manager.” he told R&R.
“We know them better than the
damn union.”

He added that he has never been
turned down for a raise and that,
now that AFTRA is gone. other
employees will soon begin receiv-
ing long-delayed salary adjust-
ments. Pay hikes for part-time tal-
ent will likely be reviewed on a
case-by-case basis.

Greg Hessinger. Asst. Exec. Di-
rector of AFTRA's national office.
told R&R he agrees some full-time
employees of the stations will be-

gin to see “some adjustments.” But
as for part-time workers. he com-
mented, T have every reason to be-
lieve that now that there is no scale.
[Sinclair] will pay even less”

In March, the company promised
not to threaten employees with “re-
prisal” for supporting AFTRA after
one jock claimed he was suspend-
ed for attempting to equalize pay
among part-time talent. The WWL
staffer said this was “an isolated in-
cident.”

Earlier this year. AFTRA was de-
certified by employees at Sinclair’s
WBEN-AM & WMIQ-FM/Butfta-
lo. and the National Assn. of
Broadcast Employees & Techni-
cians was decertified at Sinclair’s
WSYX-TV & WTTE-TV/Colum-
bus. OH. The company says 93%
of its employees aren’t represented
by unions.

AFTRA. which had represented
WWL & WLMG since 1947, also
represents WWL-TV (owned by
A H. Belo) as well as New Orleans
TV stations WDSU and WVUE.

— Matt Spangler
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Edwards

Continued from Page 3

| in the vortex of change and the av-

alanche of day-to-day chores. that
you can get distracted from doing
what's important. My job is to help
focus programmers on serving their
listeners by bringing great music
and electrifying promotions to
them. And. for the first time. radio
programmers have someone they
can utilize as a personal coach. I'li
be working with a small group of
gifted programmers to develop their
skill sets and make them true radio
animals.”

Edwards is particularly proud of
his PD coaching service. geared for
radio programmers and individuals
wishing to become PDs. ““So often
these days. programmers are left on
their own and don’t have anyone to
talk to when they have a job-related

problem or want to expand their
horizons. Their GMs don’t know
the answers, and some program-
mers may be afraid to call or sim-
ply unable to reach the higher-level
programmers in their company. I'll
be working for the programmers
themselves. and all of our conver-
sations will be confidential ™

During his decade-long tenure at
WLIT, Edwards helped pioneer di-
rect marketing techniques for radio.
including the first use of a direct-
mailed video to promote 'LIT in
1995. He also led the station to nu-
merous No. | finishes among
adults 25-54 in several Arbitron rat-
ings surveys. Before joining WLIT
in December "89. Edwards served
as OM of WTAG-AM & WSRS-
FM/Worcester. MA. He began his
career in 1984 as PD of WTPI/In-
dianapolis.

e e e e e

Thomas

Continued from Page 16
2.000 kids a week were calling the
station from Houston. KYOK now
yields approximately 12.000 calls
per week. “No local radio station
gets 12.000 calls a week from its
listeners. And remember. Houston
is in the Bible Belt. so you have a
lot of families that would object
to having their kids listen to a
general-market radio station. This

will be the highest-billing station
for Radio Disney.”

Thomas had previously served as
GSM of Inner City Broadcasting’s
WLIB-AM/New York and had also
been GSM of WLIF-FM/Baltimore
and LSM of WCAO-AM &
WXY V-FM/Baltimore (then owned
by Summit Broadcasting). Thomas
began his career in 1984 as an AE
tor WCAO & WXYV, then owned
by Schering-Plough.

e

at the station level. In addition. the
development of greater synergies
among these resources is vital. and
their linkage with our changing
technological environment must be

strengthened.”
Explaining why the manage-
ment changes were made.

Kennedy said. “The Telecommuni-
cations Act of 1996 instituted fun-
damental and dramatic shifts in the
regulations governing radio, and
our business was forever trans-
formed. Likewise, Susquehanna
has changed. Our growth during

wWww.americanradiohistorv.com

this period has been substantial. in
terms of both the size of our group
as well as our financial perfor-
mance. In addition. the demands
placed upon us have become more
numerous and more intensé. Our
organizational needs are different,
and the opportunities before us are
exciting and require immediate at-
tention.”

Susquehanna. a privately held
23-station group based in York,
PA, also owns WSBA-AM &
WARM-FM/York and WABZ-FM/
Albemarle, NC.

Rappaport

Continued from Page 3

UCLA and was eventually promot-
ed to Local Album Promotion Man-
ager for the label’s Los Angeles
branch. Shortly after, he became the
music industry’s first album promo-
tion executive dedicated solely to
FM Rock radio. He subsequently
ascended to Regional Promotion
Manager and National Album Pro-
motion Manager, West Coast.

In 1980 he moved to New York
to run the National Album Rock
Promotion department and. in
1985, was named VP/Album Pro-
motion. In 1991, he started the la-
bel’s Artist Development Depart-
ment.
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And thanks, Rick; for Qheiping make
~ Radio Express the world's #1
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Elvis & Elliot Do The Splits!

uch! Sounds painful, but actually,
WHTZ (Z100)/New York’s Elliot
Segal — who makes up half of the

Elvis & Elliot morning team with Elvis Duran
— will leave July 9 to go solo in mornings at
co-owned AMFM Rock sister WWDC (DC101)/
Washington. “Al Gore’s daughter is carrying my
baby, and we wanted the father and mother to
be in the same city,” Segal tells ST. “It's tough
leaving, because I've been here aimost seven
years, and | like New York a lot. But it's nice to
finally get a job that John Lander didn't get for
me." He'll start at DC101 on August 16, taking
over for Buddy Rizer, who will concentrate on
his APD/MD duties. Back at Z100, the morn-
ing show will become Elvis Duran & the Z-
Morning Zoo, with Pajama Party co-host
Danielle Monaro taking an expanded role on
the show.

} From Expectation To
Litigation

After months of talks, A&M co-founders
Herb Alpert and Jerry Moss have gone ahead
with their breach-of-contract suit against the
Universal Music Group. The pair is suing
UMG for $20 million, alleging that UMG has
failed to maintain the label's high standards af-
ter it was purchased by Seagram. The clause
was included in the sale agreement when Poly-
Gram bought A&M in 1989

Island/Def Jam Music Group and Exec. VP
Johnny Barbis call it splitsville.

> Howard Does 4
High Finance

Forbes magazine isn’t ordinarily a place
where you'd expect to find the King of All Me-
dia. But there's Howard Stern on Page 55 of
the July 5 issue, the subject of a featurette about
Internet companies that sing the praises of ad-
vertising on his radio show. “It is a rite of pas-
sage for an Internet site to advertise on The
Howard Stern Show,” says a spokesman for en-
tertainment retailer BigStar.com.

} Is He Used To Working
With Vegetables?

Former Heritage Media President Paul Fid-
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dick was nominated by President Clinton to
serve as Asst. Secretary of Administration at the
U.S. Department of Agriculture. He'll provide the
USDA with overall direction and coordination of
its management service programs and activities.

Former Hearst-Argyle Pres./co-CEQ John
Conomikes, who just retired this week after 40
years with the company, will receive the AWRT's
President’s Award — honoring those who have
“strengthened the position of women” in radio
and TV — at an August 19 ceremony in Chica-
go. Conomikes was the first male member of
the Pittsburgh chapter of American Women in
Radio & Television and is one of the trustees of
its national foundation.

ST is thrilled to hear that Capstar/Amarillo
OM Ted Brown is back on the job after a
month-long recovery from a heart attack. Hope-
fully we’ll soon be able to say the same for
WGN-AM/Chicago Cubs play-by-play man Ron
Santo. After he suffered a heart attack in Den-
ver last week, doctors in Chicago determined
that Santo needed quadruple bypass surgery
and operated on him Monday (6/28). Former
Cubs teammate Randy Hundley will fill in for him
during his recovery.

} Playing Hardball ‘
In So-Fla

A new Sports station will soon sign on in
Miami to challenge Beasley's WQAM-AM, the
Miami Herald reports. A group led by former
'QAM sportscaster Tony Calatayud has signed
an agreement to lease expanded-band WRNU-
AM and will debut the new format by eariy Au-
gust. The station, which has applied for new
calls WAFN (The Fan), will feature Don Imus’
syndicated show in mornings and former Flori-
da Marlins first baseman Orestes Destrade
(who also holds a minority interest in the group)
in afternoons.

Continued on Page 34

Rumors

* Will former WVEE/Atianta personality Sllas
Alexander (who has been sitting out a noncom-
pete) be on the air on crosstown competitor WALR
by the time you read this?
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R&R Alternative 23- @ BREAKER (+97)
Modern Rock Monitor 23*-19* (+137)

Huge Requests and Callout
at Alternative Radio!

MOST ADDED!

Including: 2

KYSR/Los Angeles KLLC/San Francisco g
KHTS/San Diego WFLZ/Tampa :
KFMB/San Diego WNCI/Columbus -
KZHT/Salt Lake City WROX/Norfolk E
KZLE/Cleveland WMXB/Richmond

FROM THE DEBUT ALBUM "YOU CAN'T STOP THE BUM RUSH’

PRODUCED BY: MUMBLE C MIXED BY: JOHN KING (DUST BROTHERS) MANAGEMENT: GRAEME LOWE/JON LESHAY FOR STOREFRONT ENTERTAINMENT

€ 1999 Sony Muslc EnBrtainment, Inc., “WORK" I$ a trademark of Sony Music Entertainment, Inc,
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| Street Talk.

Going For Adds At
CHR/Pop & Hot AC
This Week!

Early Add:
WTMX/Chicago

Feutured in the
forthcoming soundtrack
for the Stanley Kubrick film:

EYES WIDE SHUT

Starring Tom Cruise
and Nicsle Kidman
Film opens July 16

“Baby Did A Bad Bad Thing”
Is currently available on the
Chris Isaak album Forever Blue

This one’s enough to strike fear into the heart
of any promotion director: WSTR/Atlanta had
given away more than two dozen vacation trips
when GM Mark Kanov got a phone call from the
Southern Voice, the city’s alternative-lifestyles
weekly. The paper had discovered that the pri-
vate Jamaican resort featured in the contest —
“Couples Only”in Ocho Rios — didn’t accept gay

| couples. Kanov told the Atlanta Journal-Const-

tution the news was a “complete surprise” and
that “the gay community is an important part of
Star 947 But quick thinking saved Star's promo-

| tion and reputation. Kanov decided that if a gay

listener were to win, the statior would provide the
winner the same package at a resort “right down
the street” that could accommodate the lucky
couple.

Where do you want to syndicate today? Mi-
crosoft's gone deeper into the radio biz, debut-
ing a second show, Expedia Radio, on stations
in L.A., Chicago, Boston, Philly and Seattle this
weekend (with more markets reportedly ready to

| sign up). The Saturday morning travel show is a

direct tie-in with the company's MSN Expedia
travel information website. Although Microsoft

| also has a personal finance show, execs say a

radio network isn't in the works.

In one fell swoop, Internet radio webcaster
WebRadio.com lost nearly half its staff on Mon-
day (6/28). In all, seven people resigned their
posts, including VP/GM Michael Weiss, the com-
pany's webmaster and three sales staffers, in-

- cluding VP/Sales & Ops Laura Tyler. Weiss, who

founded the company, cited “irreconcilabie differ-
ences” between himself and parent company

‘ Continued from Page 32 Rumbles’ Pt. 1
1 Homophobia, . Olqies WHEL/Helen, GA was set to begin si-
o mulcasting co-owned AC WPCH/Atlanta on July 1.
Promophobia

« If all goes as planned, Harbor Communica-
tions will take control of WCXT/Muskegon, Ml on
Friday (7/2) and flip its format from Soft AC to
CHR/Rhythmic “105.3 The Whip”” The 100kw sta-
tion has also applied for new call letters WWIP,

* KRBB/Wichita names Tim Link GM.

* KQFC/Boise APD/MD: KJ Mac, a 20-year
market vet, rises to PD at the Country station. Rich
Summers continues as OM for KQFC and Coun-
try sister KIZN, which he also programs.

« WWZZ/DC APD/MD Ron Ross leaves the
station to become Station Mgr. at co-owned Coun-
try WXTR-AM and 2104 simulcast partner WWVZ-
FM/Frederick, MD.

* Former KSLZ/St. Louis APD/MD Rich
Stevens is appointed OM/PD at WTCF/Saginaw,
M.

* Robb Westaby succeeds Steve Dirksen as
PD of WOOD-FM/Grand Rapids. Dirksen moves
into the sales department.

* KORA-FM/Bryan-College Station, TX PD/MD
Charlie Haldeman exits to join KKBQ-FM/Hous-
ton as morning show producer. KORA morning
man Roy Munse ascends to PD, while co-host
Blake Henshaw is now APD/MD.

* WQLZ/Springfield, IL PD Jeff Braun resigns
effective July 9 and is moving to Texas. MD John
“Crash” Carroll is named interim PD.

* At KCLB/Palm Springs, CA, Tish Lacy goes
off-air lo focus solely on PD/MD duties, while
former KRZZ/Wichita MD/nighttimer Debbi Miller
assumes the night slot.

*» WHHY/Montgomery, AL PD Beau Richards
exits.

Dressed To Impress — Or Is
> That Depress? ‘

The American Movie Classics cable net-
work is running a contest looking for the “Worst-
Dressed DJ in Radio” AMC is plugging a new
show, The Hollywood Fashion Machine, by
sending radio’s most fashion-impaired jock on
a $1,500 shopping spree at Saks Fifth Avenue,
along with $500 for a makeover. Think you quai-
ify? Send a picture of yourself in your ugliest
outfit to AMC by July 23: E-mail it to

Continued on Page 36

‘ GEOQO Interactive.
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Eqd ws Auto-motivation: Hoping to drive Fear Factory’s cover of the Gary Numan classic to the upper reaches of the

e cor charts, Roadrunner Records figured that these “Cars” keychains with illuminating hoods woutd help program-
mers “see the light.”
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Sheryl Crow
“Sweet Child O’ M

Over 1,200
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Great Spins

KMXB 45x WMBX
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Shawn Mullins
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WTTS KGSR
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Garbage
“When | Grow Up
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We're swingin' in the
Motor City, Minne,
Portland Town, and
KC. Call us for a demo
of the hottest thing
since Swingex's. Big
name interviews, new
and old school swing
and the Chairman of
the Board. For all
formats, and that
means you, Daddeo.

It's when you break

format that the magic
happensl!

AW
et

W‘e*eke

[WITH STEVE COCHRAN

RADIO SERVICES

S

Rumbles, Pt. 2
¢ KMIX -'F'hoenix APU/middayer George King
adds MD duities: -
* Former WSHEOrlando MD Shark surfaces
at Pop/Allernative KMXE/Las Vegas as APD/MD.
©. » P, Qlsan is named Nati Acct. Mgr. at Me-
' diabase Research. :
» Wﬁ'mssrﬂamgrg OM/ﬂfternmn driver Jar-
_‘ er Hlim Ht.-ﬁhmn segues 1o afternaons, over-
‘AghiltEe Kera. moves o middays, WWHT/Syracusa
parsamm 4B hadman gnhﬂﬁ:rmghm mj Gina
4 mﬁe fights. :
Wu!aﬂfﬂ',fﬁwbdenm aﬂanmn driver Java Joel ..
exn;s W){W!Bammm-e nighttimer Jason Kidd
|ﬂms“+IWM as APLyafternoon driver.
JEie Bram!nn O'Brien is the new APD/MD at
WTKSfEalnmwlle FL. :
e KEFMYakima, WA MD Eddie Lane exits.
* KHTQ/Spokane MD/merning co-host Angel
exlts the station to pursue’ radm opportunmes in o
“Portiand, OR.
* WKTH/NY nighttimer Dimas Martinaz extts
» WKRK/Detroit adts WW1’s syndwated Tom:
. Leykis for the: &-10pm-giot. :
= Wayne Miller is named acting PD at WWCT/
. Peoria, IL; Scott Roher remains MD. .
* WZOK/Rockford, i APD/MD David Jay is
named interim PD.

Continued from Page 34

amc @greattv.com, or send it the old-fashioned
way to “Worst-Dressed DJ in Radio,” 3527
Knollhaven Drive NE, Atlanta, GA 30319-
1908. Runners-up get $100 Kmart gift certit-
icates, which may still represent a fashion
step in the right direction.

Finally, Mary Silver, who does swings at
Alternative WQBK/Albany and is an engineer
at the local Fox TV affiliate, was moved to as-
sist Kosovo refugees in Macedonia after see-
ing pictures of the ordeal. But when she con-
tacted the United Methodist Committee on
Relief asking to help, she was stumped when

| the organization asked her what her special

talents were: “l have no special skills;” she told

» Changes over at Virgin, as VP/Operations
Bob Frymire, Sr. VP/Vides Pramo Pam Marcel-
to, Sr. Director/Artist Development Bruce Hend-
erson and Special Projecis exec J.J. Gonson all
exit the label.

* Warner Bros. and L.A.-based VPs/A&R Geof-
frey Weiss and Randy Kaye part ways.

 Is Trauma VP/Promo Linda Murdock about to
make a major move? Speaking of Trauma, Mark
Kargol joins as Sr. VP/Promo.

* Hollywood ups promo assistant Amy Hammer
to St. Louis regional rep.

* RCA elevates Sarah Richer to National Pro-
mo Coordinator.

* Jeff McClusky & Assoc. Nat'l Prome Dir. Lisa
Campbell joins All Access for similar duties.’

wWwWw.americanradiohistorv.com

L AL

e

v

Randail Bongarten becomes President of
Emmis International.

Jack Taddeo named Sr. VP/Programming for
Capstar.

Demmette Guidry elevated to Sr. VP/Black
Music at Columbia Records.

e o
e R T
&l S B B

ey B gl
B

bl A

"

! B

* Dave Paulus picked as WAFX & WNOR/Norfolk ¢ .

GM.
* WASH-FM/DC PD Darren Davis adds WGAY duties.

v

Michael Packer promoted to VP/GM of WXYT/
Detroit.

* Buz Powers tapped as VP/GM at KIDR & KPSN/
Phoenix.

David Duron upped to VP/GM for XHRM/San Diego.
Ricahrd Leher named Sr. VP of Hollywood
Records.

Harry Nelson boosted to WBCS/Boston PD.

A4

Tom Tradup takes WLS/Chicago Pres./GM title.
WLIB & WBLS/NY VP/GM Charles Warfield goes
to crosstown WRKS.

Bob Wood tapped as KFMK/Houston PD.

John McConnell recruited as ND for KGO/SF.
Morning team of Bob Rivers & Sean Donahue
joins KISW/Seattle.

) 4

WHND & WMJC/Detroit GM Dick Yankus is
given VP stripes.

Leap o’ the week: Steve Schy goes from KROW
& KNEV/Reno to OM of KSEA/Seattle.

* B.J. Kirkland becomes PD of WLIB & WBLS/NY.

\-4

+ Jim Davis appointed PD at KMPC/L.A.
WLIR/Nassau-Suffolk gives VP stripes to PD
Denis McNamara and Sales Mgr. Zin Barstein.

v

Atlanta Action: WQXI-FM to go live Top 40, while
WZGC hires Dan Mason.

“Cousin Brucie” Morrow joins WNBC/NY to do
evenings.

Mark Driscoll hired by WBBF/Rochester for

| middays.

the Albany Times Union. “I'm in radio” Appar-
ently, they believed that answer. She was part

of a six-person contingent that left for the Bal-
kans on Tuesday.

If you have Street Talk, call the R&R News Desk at
(310) 788-1699 or e-mail jaxelrod@rronline.com
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"A reinvention of punkrockismo shoving Mo 'Rican
merengue through metallic guitar.” - Spin

Catch Pﬂy‘ onzzfest 99!
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The BEST Will Be In Orlando.

The NAB Radio Show Features Some of the
Most Powerful People in Radio.
Ed Christian, Saga Communications  Dick Fer quson, Cox Radio

David FIEId Entorcom (e O Keefe AMFM, Inc.
Rundy Michaels, CIearChannel Commumconons EI’I(CI Farber Radio & Records, Moderator

Wally Amos

Author, Entrepreneur,

Inspirational Speaker,

& Founder of Famous Amos Cookies

Bill Stakelin

=¥ Regent Communications
Y National Radio Award Winner

= ° oo °

" -August 31 - September 3, 1999
-Qrange County Convention Center
%rlando Florida

s.qwx{\m Lnp

For SPEEDY Registration... -
Register Onlime www.nab.org/conventions/ « Call 1.800.342.2460 or 1.202.429.4194 » Fax 1.202.429.5343
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Sound Decisions,

Gover Graze

[0 Label, radio execs discuss best ways to use covers

ock radio is running for cover. At least it certainly seems that way, based on the number of
cover tunes climbing the charts. Here are just a few of the artists who are locking up multi-
—— format, rock-based airplay: Pearl Jam (“Last Kiss™), Lenny Kravitz (“American Woman”),
Sheryl Crow (“Sweet Child O’ Mine”), Fear Factory (“Cars™), Orgy (“Blue Monday”) and Mike

Ness (“Don’t Think Twice”).

Not surprisingly, the escalating
collection of covers is happenstance.
Two of the aforementioned songs ap-
peared on soundtracks (‘““American
Woman” and “Sweet Child O’
Mine’’); one was released as a one-
off single for fans (“Last Kiss”); and
two were follow-up tracks to new
and/or debut albums (“Blue Mon-
day” and “Cars™).

Releasing cover tunes is part and
parcel of the contemporary music
business. The Beatles and the Roll-
ing Stones rose to fame early in their
careers partly on the strength of
covers. Some of rock’s best-selling
contemporary bands — Metallica
and Guns N’ Roses — have released
entire albums of covers. Will Smith
and Sean “Puffy” Combs have made
quite a nice living recording other
people’s music. Tribute albums have
also become all the rage in the '90s.
And lastly, throughout the past de-
cade Country and Urban have had an
enviable two-way street sharing hit
records.

But with so many covers currently
vying for limited playlist shelf space,
it does beg the question: When is it
appropriate to release a cover? Opin-
ions vary, but here are a half dozen
observations: 1) If the cover is going
to be released in the same format,
wait 15-20 years in order to let the
song fade from memory; the time
frame is largely inconsequential if the
current version is being released in
another genre; 2) Shy away from cov-
ering legendary acts like the Beatles,
Rolling Stones, Hank Williams Sr.,
etc. 3) Think twice about launching
a baby act with a cover in a rock-
based format; 4) Covers can open the
doors at rock-based radio for local,
unsigned acts; 5) A cover allows an
act whose music is thought to be on
the fringe an opportunity to cross
over to the mainstream, providing the
song fits within current formatic pa-
rameters; and lastly, 6) Make damn
sure the artist is bringing something
new to the table with his or her version.

Building A Firm Foundation

One of the best recent examples of
an artist benefiting from a cover is
platinum-plus hard rock act Limp
Bizkit. The band’s Interscope debut,
Three Dollar Bill, Y’all, had sold

about 500,000 copies thanks to con-
stant touring and select airplay on
two singles. That all changed when
the group released their version of
George Michael’s “Faith.”

Peter Katsis, Sr. VP/Music at art-
ist management company Firm

(Limp Bizkit, Korn, Backstreet Boys)

recalls, “We all knew a couple of
Junes ago when the album was re-
leased that the climate for hard mu-
sic wasn’t exactly ripe; releasing
‘Faith’ was one of
the ways to soften
radio up. But it
was very impor-
tant that we broke
ground with the
first two singles
and made sure ev-
erybody realized
what the band
was about. We
didn't want to
compromise the
base we had built or later on get into
what we call a ‘credibility cleanup,’
where you break the band on a song
and then spend the rest of your life
trying to catch up and create an
identity.

“We did the same thing with Orgy
even though we didn’t have the same
success at first. We released
‘Stitches” and had the band on the
Family Values tour and got the album
up to about 80,000 pieces. We made
sure the base was there before we
went for ‘Blue Monday.’

“We probably went a little earlier
with ‘Blue Monday’ than we
planned, but we had the benefit of
some extra advertising dollars be-
cause the song was in the movie / Still
Know What You Did Last Summer.”

Katsis stresses the importance of
making sure the cover stands out.
“‘Faith’ was done in the spirit of the
band. Often I’'ll hear bands do a
cover and it sounds like they’re do-
ing it just for the sake of recording a
cover. Limp Bizkit fooled around
with a couple of covers. The same
with Orgy. If the bands aren’t ‘feel-
ing it,” so to speak, then the kids will
see right through it.”

Crazy Little Thing
Called A Cover

Another artist currently reaping

Peter Katsis
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_
“It was very important that we broke ground with
the first two singles and made sure everybody
realized what [Limp Bizkit] was about [before

coming with a cover].”

R L e

where artists covered the Rolling
Stones and Beatles, but we never
considered releasing the songs as
singles. 1t was just something fun to
round out an album.”

A Weapon For
Unsigned Bands

Achord Management President
Jamie Schoenfeld, who represents

* Miami-based unsigned rock band

airplay benefits thanks to a cover is
Dwight Yoakam (“Crazy Little Thing
Called Love”). While Warner-
Reprise Nashville Sr. VP/A&R
Paige Levy agrees with much of
what Katsis says, she notes that
Country differs in at least one way:
Yoakam broke on the back of his de-
but Reprise single, a cover of “Honky
Tonk Man.”

Levy, who signed Yoakam years
ago, observes, “On Dwight’s first al-
bum for Reprise there were a couple
of covers and the rest was original
music. We thought his music was so
uniquely a throwback to the tradi-
tional sound of country that coming
with a cover that people would rec-
ognize would be a great way to in-
troduce him to the market.”

Since recording outside songs is
SOP in country, debuting with origi-
nal material is much less of a con-
cern at the format than at other
genres, says Levy. “Country music
has always been song-driven. Writer
and publisher credits are not an is-
sue when it comes to getting airplay.”

And while Yoakam is enjoying his
first major hit in a couple of years
(the song also appears in a TV ad-
vertisement for the Gap), the deci-
sion to release the song wasn't pre-
meditated. “It’s really a matter of
timing when it comes to covers,”
stresses Levy. “In country we don’t
say, ‘Now we have to do a cover be-
cause it will help an artist.” It de-
pends on the songs and timing.”

Levy offers a pair of tips when it
comes to recording covers: “If you're
going to do a cover within the same
genre, then I’d wait at least 15-20
years. That way it will be new to a
lot of listeners, yet there will still be
enough people who are familiar with
the song but can’t remember where
they heard it. Jo Dee Messina’s new
song, ‘Lesson In Leavin’,” was a hit
by Dottie West in 1980.

“Another way to do a cover is if it
was a hit in another genre, then you
don’t have to wait as long. Kevin
Sharp broke on the Tony Rich song
‘Nobody Knows.””

Levy also notes that artists should
be wary of releasing covers by indus-
try legends. “In country, Patsy Cline
and Hank Sr. are sacred cows. I've
been involved in country projects

WWW.americanradiohistorv.com

Crease, says even baby bands need to
use covers with care. Crease have
picked up over 800 spins on their
original song, “Frustration,” at home-
town Active Rocker WZTA, while
other stations have begun playing their
version of “867-5309 (Jenny).”

Schoenfeld notes, “It’s a double-
edged sword. While you can definitely
get the attention of a lot of people, you
don’t want the cover to be your call-
ing card. It was very premeditated on
our part to do the cover [for Crease’s
debut EP] because in a sense the song
is familiar territory for programmers.
We didn’t do it for Jack of original ma-
terial. It's just something they wanted
to do.

“And labels and publishers appre-
ciate a cool cover as long as the artist
has reinvented the song. But you need
to have original songs to back it up.
You're not going to get signed unless
the publishers and labels know you
have the goods. And the majors are
very hit-oriented.”

While all four rock formats have
embraced a wide range of covers,
Roadrunner Records Sr. VP/Promo-
tion Dave Loncae still notices some

*
If you're going to do a
cover within the same
genre, then I'd wait at
least 15-20 years. That
way it will be new to a

lot of listeners, yet

there will still be
enough people who are
familiar with the song

but can’t remember

where they heard it.
Ty

resistance on the part of programmers.
With regard to his efforts in setting up
and working Fear Factory’s rock hit
“Cars,” Loncao says radio’s early re-

action “was mixed. Believe me, we're

happy about all the great support
we're getting. But there still is some-
what of an air out there among pro-

grammers — and I'll never under-
stand it — when it comes to covers. |
can understand if we're talking about
a cover that’s less than 10 years old.
That, to me, is probably still fresh in
people’s minds and in a lot of cases
still in a station’s library.”

Loncao ques-
tions programmers
{ who shy away
£ from covers over
| “artist credibility”
issues simply be-
cause the song
isn’t an original
composition.
“That’s not for
them to dictate.
Over and over
again we hear sta-
tions say they are not in the job of
breaking records but to get ratings and
play records that research. So who
cares if the songs are covers or not?
Who cares if there are more covers
than ever before if the songs are hits?”

Dave Loncao

Bridging Generations

Alternative WEND (The End)/
Charlotte PD Jack Daniel agrees
with Loncao. “A lot of programmers
say that when bands start doing cover
songs that means they are running out
of original material. That isn’t the
case. More than anything else, the
bands are recording songs from bands
they grew up listening to and who in-
spired them. I certainly don’t think
their creativity has dried up at all.”

Covers. however, do present pro-
gramming challenges because the
songs are often polarizing. Daniel
comments. “‘People either love a lot of
these songs or hate them. There’s no
middle ground. I may not be able to
play [one particular song] because of
all the negative calls.”

Nevertheless, Daniel believes cov-
ers bring distinct programming advan-
tages. “It gives a station in a market
like ours — that never had a modern
rock station in the '80s — a chance
to dabble in more retro music. Gen-
erally, when we try and mix *80s mu-
sic into our programming it doesn’t
work. Songs like Fear Factory’s ‘Cars’
give us that flexibility instead of play-
ing a mid-’80s title for some 25-year-
old who can’t relate to it.”

Another big advantage: bridging the
generation gap. Daniel has gradually
grown the station demographically to
make it as much of a player 25-34 as
itis 18-24. Covers can help. “Anytime
this particular generation of musicians
endorses a previous generation by do-
ing one of their songs, to me that ties
the generations. And I'm trying to
make the End as broad as possible. If
[ can get a father and son talking about
*American Woman,’ that’s a home run
for me.”
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'CHR “Smiling’ After Healthy

DOSB

Elektra Entertainment’s top pri-
ority at mainstream pop is off and run-
ning. Vitamin C’s (a.k.a. Colleen
Fitzpatrick) debut single, “Smile.”
racked up 78 adds its first week at
CHR/Pop. making it far and away the
most added scng of the week at the
format. The track also picked up an-
other 12 adds at CHR/Rhythmic, good
enough for a fourth-place finish.

Major market Pop outlets support-
ing the song include WXKS/Boston,
WBZZ/Pittsburgh, WXY V/Balti-

OfVitaminC

])ricist, and she had a clear 1dea
where she wanted the music 10 go.
She also has a very magnetic person-
ality from an artistic and a business
point of view. All that combined made
finding the right people for her to col-
laborate with pretty easy.”

Also joining the process was Elek-
tra Chairman/CEO Sylvia Rhone
“She was very involved and played a
key A&R role that freed me up and
allowed me to produce a lot of the al-
bum, along with Garry Hughes, Fred
Maher and Matt Mahaffie of

1 Self.”

As tor setup, Elektra want-
ed as many programmers as
possible to meet Fitzpatrick, Sr.
{ VP/Promotion Greg Thompson
recalls, “We wanted to let her
not only introduce this great
piece of art, but herself as well,
and to give her a chance 10 tell
programmers what she's all
about. She has a very clear idea
of expressing all of that and
people appreciate it.”

Those face-to-fuce meetings
made for a natural setting in
which Elektra could play future
singles from her forthcoming al-
bum. “There’s a tremendous

Vitamin C

amount of depth to the project,
and we wanted to make

more, WWZZ/Washington,
WHYI(Y-100)/Miami. WFLZ/
Tampa, WDRQ/Detroit. KSLZ/St.
Louis, KRBE/Houston, KKRZ/
Portland, KBKS/Seattle. KIIS/Los
Angeles and KHTS/San Diego. Key
Rhythmics playing the cut include
WJIMN/Boston, WWKX/Provi-
dence. KLUC/Las Vegas and
WSNX/Grand Rapids.

The road to Vitamin C’s debut re-
lease took well over a year, recalls
Elektra Sr. VP/A&R Josh Deutsch
(Third Eye Blind, Alana Davis, Vast).
“T was a huge fan of Colleen’s when
she was in Eve’s Plum. [ was a staff
producer at Capitol at the time, and |
thought she was such a star.”

When Eve’s Plum broke up after a
few albums and Deutsch got wind that
Fitzpatrick wanted to record an album
that leaned more pop, he jumped at
the chance and eventually signed her
10 a development deal in 1998.

Deutsch continues, “Elekwra has al
ways been pretty much on the cutting
edge of things. whether it’s hip-hop or
rock. The same thing goes with me.
But this is a record I've always want-
ed to make: a smart pop record that’s
full of many different influences.

“The great thing with Colleen is
that she is amazingly focused as a

sure people understood
that.” Thompson says.

While Clear Channel Regional Di-
rector/Programming Rob Roberts
wasn’t among the programmers who
met Fitzpatrick face to face, he's one
of many believers in the single and
album. "**‘Smile’ is one of the records
where you get the best of both worlds:
I’s a nice, accessible pop song, but
underneath it there’s some bite and
reality. It sounds like a record that
we'll be playing a year from now.”

Roberts says “Smile” is getting

‘some nice initial phones for us at
[Y-100] after about 55-60 spins
That means a lot, especially since
she’s an unknown artist who right
now doesn’t have any video expo-
sure. But what 1 also like about
this project — und I'm hearing
from a lot of other people — is
that there are a couple of other
songs that I like as much or even
more, That makes 1t that much
easier for us to invest some time
mto her career.”

Vitamin C’s self-titled debut al-
bum hits retail on August 24.

Ready For Takeoff: Level
With The Ground

Biloxi, MS as the next Seattle?
Probably not, but A&R execs
might want to take a listen 1o the
rock band Level With The
Ground, whose song "5 Miles" is
lighting up the phones at the city's
Active Rocker WCPR. APD/MD
Scot Fox says the cut, from the
quartet’s second album, Super
Friends, “is doing really well for
us. These guys have worked pretty
hard at developing their fun base.”

The band hopes to follow in the
footsteps of fellow local act Three
Doors Down. who were champi-
oned by "CPR and just recently
signed with Republic/Universal.
Level With The Ground has been
together for about four vears. and
all members grew up on the Mis-
sissippt Gulf Coast.

Shoutouts: Congrats to blues-
rocker Shannon Curfman. who
signs with Arista Records. Kudos
to Molly’s Yes. who ink with
Republic/Universal. Phoenix-
based rock band Bigshot Allstar
sign a management deal with
Andy Gould Management.

— Steve Wonsiewicz

Level With The Ground

Morissette Bows Video On AOL

Alanis Morissette is at it [“{
again. This time the Maverick
Recording artist, who shook up
the record and retail industries
with her MP3.com deal, has be-
come the first multiplatinum act
to premiere a new video online
rather than on MTV. The video §
for the song “So Pure” was
made available on June 25 to AOLs 17 million mem-
bers via Real Player’s online technology. The single ar-
rived at radio on Tuesday (6/29).

Morissette

Music Execs Judge
Online Contest

ARTISTdirect’s flagship internet T —
music site, UBL.com, has enlisted the | g

help of some top industry execs in its
first annual online talent search.
Among the judges are Atlantic
Group co-Chairman/co-CEO Val Az-
zoli, producer Rick Rubin, former
Soundgarden frontman Chris Cor-
nell, the Counting Crows' Adam
Duritz, DreamWorks Records senior
executive Steven Baker, Collective
Soul, the Firm's Cormeaga, Jim
Guerinot, Epic Records Group
Exec. VP/GM David Massey, Joey Ramone, Cypress
Hill's B Real, Duncan Sheik
and Brian Wilson. In a search
bililed as “Born on the World
Wide Web,” artists must submit
two songs between July 1 and
September 18, in either the MP3
or Microsoft MS Audio 4.0 for-
mat. All submissions will be §
posted on UBL.com, and each
week judges will vote on the
best music in the following genres: alternative, rock,
hip-hop, pop and electronic.

in other Internet news, the Beastie Boys have made
available for a $1 donation to the Kosovo relief organi-
zations CARE and MADRE an unreleased version of
their single “Intergalactic” at Launch.com. Concurrent-
ty, Microsoft will match all donations and turn the pro-
ceeds over to Doctors Without Borders and the U.S.
Committee for UNICEF ... Robbie Wiiliams will offer
for free via Virgin Megastore’s website the previously
unreleased song “John’s Gay” beginning July 1... Brit-
ish alt-rock group Blur have e-mailed their new single
“Coffee and Cigarettes” to members of their website.

In the studio: Pearl Jam bassist Jeff Ament has
told e-zine Allstar that the band plans to enter the stu-
dio in September or October to begin initial tracking for
their next album, and that the new album is expected
to be released in early 2000 ... MTV News reports that
the former members of Days Of The New — sans vo-
calist Travis Meeks — have formed a new group called
C14 and are working on a new album.

Retail update: Platinum-plus urban band Mint Con-
dition will release their Elektra debut album, Life’s
Aquarium, this September ... Capricorn has set Oc-
tober 12 as the release date for 311's new album,
Soundsystem, which was produced by Hugh
Padgham ... Virgin has penciled in October 5 as the
in-store date for David Bowie’s new disc, hours...
Bush guitarist Niget Pulsford will release his debut
solo album, Heavenly Toast on the Paradise Road, on
his sister Jan’s Internet-only label, Collecting Dust,
at the end of July.

Tour news: Ricky Martin embarks on his eager-
ly awaited national tour on October 21 in Miami ...
Fifty Seven Records/550 Music alt-rock band Gor-
don have signed to open a string of dates with Fuel
and Buckcherry beginning on July 13 in Daytona
Beach, FL.

Azzoli

Cornell

wWWwWw.americanradiohistorv.com
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MapMAKER™ s a service mark of The Arbitron Company.

You Might Be with MapMAKER

Rankers are great if you're a top station. But if you're not, you've probably lost a lot of business
you might have been right for. MapMAKER™ can help you get past the “top station” roadblock
and get on the buy. MapMAKER replaces Metro-based rankers with something retailers really

respond to — retail trading area rankers (listening in

retail trading areas).

Look at retail trading areas

‘Retailers care most about those most likely to visit their
store — the folks in their retail trading area. Retailers
make decisions based on retail trading areas every day.

MapMAKER offers you a powerful solu-
tion to “top station only” sales situa-
tions because it positions your station in
a language that retailers understand —
retail trading areas.

To learn how to turn “You're not top
five” into “You're in on the buy,” call
your Arbitron representative today.

Custom Geagraphy Ranker Repmt
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Using MapMAKER, WAAA
demonstrated that they're actually
a top station in this retafler's

| trading area.
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Monitored

[J An R&R/Mediabase Research exclusive: Behind the morning

microphones

Y

CHR

Major Moming Shows

ou see their call letters, watch their ratings and hear their household names. But unless you're
— planning on visiting their cities, listening on the Web or getting airchecks, you can't check out

what some of America’s largest-cuming CHR morning shows are talking about.

Now. through I
R&R's strategic |
partnership with
Mediabase Re-
search. we’'ll be
offering you
exclusive monitored
morming show con-
tent, promotional
activity. contests
and positioning el-
ements — many
verbatim. By the end of the summer
we also anticipate offering our read-
ers Mediabase's accurate and com-
prehensive music monitoring of over
1,000 radio stations in the top 130 mar-
kets. 24 hours a day. seven days a week.

Here is a monitored look over five
days at what some of America’s
most-respected and most-listened-to
morming shows were talking about.
This Mediabase moring monitor in-
cludes: Elvis & Elliot & The “Z
Morning Zoo” at WHTZ (Z100)/
NY [Editor’s Note: Elliot has re-
signed effective July 9 and will move
to mornings at WWDC (DC101)/
Washington]: Rick Dees, Ellen K &
Paul Joseph at KIIS/Los Angeles:
Glenn Kalina & The “Q Morning
Crew™ at WI10Q (Q102)/Philadel-
phia: and Kidd Kraddick at KHKS
(Kiss)/Dallas.

Rick Dees

MONDAY, JUNE 14, 1999

KI11S/Los Angeles
7:30-8am PT

Promotion: “The Summer Super
Sticker.”™ KIS has a new bumper
sticker available to listeners at all
Unocal 76 gas stations. The stickers
are worth cash if spotted on listen-
ers’ cars.

Topic: Rick’s twentysomething
son was trying to pick up a girl at the
station’s Wango Tango concert. His
son thought she was 20 years old. but
in fact she was 30. Rick and Ellen
relay other stories and things that
happened at the concent.

Endorsement: Ellen K endorses
Bright Smile (tooth-whitening prod-
uct).

Tease Upcoming Regular Char-

Kidd Kraddick Glenn Kalina

acter: "Wisenack” (similar to Johnny
Carson’s “Carnack™ character).

WI10Q/Philadelphia
7:30-8am ET

Contest/Promotion: “Beach
Blastoff Montage No. 6. The correct
caller who can identify the title and
artist of seven different song clips
played together in montage will win
a week at the Q102 beach house.

Endorsement: Glenn endorses
Metabolife 356.

Tease Upcoming Guest: DJ
Scribble from MTV,

Regular Character: “Achnod.”
the crazy Middle Eastern gentleman,
calls Glenn to tell him about his new
video. "Wars of the Stars.”

Parody Song: Moming show par-
ody to the theme from The Jeffersons.

KHKS/Dallas
8:30-9am CT

Topic: The hockey playofls and
the way people dress 1o go to the
games.

Topic: Kidd says he thinks the
lack of coverage of hockey players off
the ice is racially motivated because
hockey is predominantly a white
sport, as opposed to basketball and
footbali. Kidd takes calls from listen-
ers on the subject.

Topic: Kidd plays back interviews
with the artists who performed on Fri-
day night at the Kiss Party Concent.

Topic: Kidd tells listeners about
an embarrassing thing that happened
to Big Al (part of the morning show)
over the weekend: He fell out of a
boat and had to be rescued because
he can’t swim.

TUESDAY, JUNE 15, 1999

WHTZ/New York
6:45-7:15am ET

Bit: Stuntboy Greg T is out and
about looking for a shower. He did
not shower this morning, and Elvis
& Elliot told him he stinks and has
to go shower.

Promotion: “The Z100 Meat
Market.” Female listeners tell Elvis
& Elliot what kind of guys they want
to show up at the annual Z100 sin-
gles party happening Thursday night.
Then Elvis & Elliot screen guys who
have the qualifications. The party is
like a "Ladies Night,” where men are
admitted only if they have signed up
with the station.

Endorsement: Elvis & Elliot en-
dorse Mindspring Internet services.

Contest/Regular Feature: “What
the Hell Is This?" Elvis & Elliot read
ingredients from a product label. The
caller who can name the product
wins front-row seats to see Shania
Twain in concent tonight.

KI11S/Los Angeles
7:15-7:45am PT

Topic: Rick talks on the phone 1o
a man who is listening to Rick on the
web in Kansas City (www.kiis.com).

Tease Upcoming Character: Dr.
Barry Sausage. the ultimate lounge
lizard.

Bit: Rick calls a German auto me-
chanic to find out why his car is still
not ready after three weeks. The gen-
tteman gives himn a laundry list of
problems, all in German.

Regular Feature: “Can This
Marriage Work?” Rick takes a call

www americanradiohistorv.com

102.7

KItS/Los Angeles

WIOQ/Philadelphia

WHTZ/New York

1061 KISSFM

KHKS/Dallas

from a listener who has a problem in
his or her marriage. Rick listens to
the story and then gives tongue-in-
cheek advice.

Promotion: “The Summer Super
Sticker.”

WI10Q/Philadelphia
7:45-8:15am ET

Bit: It is National Banana Split
Day (and Torture Tuesday on Q102).
Stuntboy Diego is out on location,
waiting to turn himself into a human
banana split with ice cream. banan-
as, sprinkles. whipped cream. etc. No
one has shown up 10 help him on his
first call in.

Contest: “Star Clues for the Pep-
si Q102 Yoda Can.™ Daily clues are
given for the Yoda can location. Lis-
teners can fax their guesses to the
station to be eligible to win $1.500
in this Pepsi promotion.

Endorsement: Glenn endorses
Vermont Teddy Bears.

Contest/Promotion: “Beach
Blastoff Montage No. 6.”

Endorsement: Glenn endorses
Metabolife 356.

KHKS/Dallas
7:45-8:15am CT

Topic: Kidd reads messages from
listeners to the Kidd Kraddick Mes-
senger Board (e-mail address) for 20
minutes.

Topic: Most women who go to
sports bars are really there to pick up
men. not to watch a sporting event.
Kidd takes calls from listeners with
their opinions.

WEDNESDAY, JUNE 16, 1999

WHTZ/New York
6:45-7:15am ET

Promotion: Tomorrow's “Z100
Meat Market.”

Regular Feature: “E on the Z”
entertainment gossip.

Bit: Elvis & Elliot are going to0
weigh all the members of the mom-
ing show’s heads to see which is the
biggest.

KI11S/Los Angeles
7:30-8am PT

Bit/Character: Al Gore™ comes
to the studio to announce his inten-
tion to run for president. He wants to
announce it on Rick’s show before he
announces it anywhere else.

Promeotion: “The Summer Super
Sticker.”

Regular Character/Bit: “Wise-

nack” stops by to tell Rick how he
was able to get backstage passes to
Wango Tango.

WI0Q/Philadelphia
8-8:30am ET

Phone Guest: Nancy O’Dell from
Access Hollvwood (she will be a reg-
ular guest on the morning show).

Contest: “Star Clue No. 3 for the
Pepsi Q102 Yoda Can.”

Regular Feature: “Worst Joke of
the Moming.” Glenn takes calls from
listeners with their jokes all morning.
At the end of the show the “worst™
joke of the moming receives $102.

Bit/Regular Character: “Miss
Young Cherry.” the Asian madam of
a massage parlor that Diego fre-
quents. calls to complain that Diego
was spotted at a competing massage
parlor.

Tease Contest/Promotion:
“Beach Blastoft Montage No. 6.

Endorsement: Glenn endorses
Metabolife 356.

KHKS/Dallas
8-8:30am CT
Topic: Kidd telis Kelly that if the
Stars win the Stanley Cup. Kelly has
to dress weirdly and be in the parade.
If Buffalo wins. Kidd is sending Big
Al to Buffalo to be in their parade
and Kidd will bleach his hair blond.
Phone Guest: Boxer Oscar De La
Hoya. Kidd interviews Oscar at
length. Listeners can call and speak
with Oscar on a variety of subjects.

THURSDAY, JUNE 17, 1999

WHTZ/New York
8-8:30am ET

Topic: Elvis & Elliot ask listeners
to call with stories about crazy things
that happened at their wedding or at
weddings they have been to. Great
phones!

Tease Upcoming Regular Fea-
ture: “Stupid News™ (crazy stories
from newspapers around the world).

Promeotion: Tonight’s ~Z-100
Meat Market.”

KI1S/Los Angeles
7:30-8am PT

Topic: If your wife was having an

. affair and she was ending it or had

ended it, would you want to know?
Rick takes calls from listeners with
their opinions.
Promotion: “The Summer Super
Sticker.”
Continued on Page 46
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WK WERC  ARTIST TITLE LABEL(S) [-T;—rom e @ '"ngo%?s'%"s A Most Added -
!  RICKY MARTIN Livin’ La Vida Loca (C2/Columbia) 8490 8822 882350 13 15200 | ARTSTTME LS ao0s
2 © BACKSTREET BOYS | Want It That Way (Jive) 8361 8229 877697 12 152/0 ENRIQUE IGLESIAS Bailamos (Overbrook/interscape) 61
7 ©  SMASH MOUTH All Star (/nterscope) 6752 6040 645592 1 1490 ALANIS MORISSETTE So Pure (Maverick/Reprise) 58
4 o BRITNEY SPEARS Sometimes (Jive) 6661 6516 605022 9 1510 JEWEL Jupiter {Atiantic) 37
8 o WILL SMITH Wild Wild West (Columbia) 6268 5866 664713 8 140A LEN Steal My Sunshine (Work/ERG) 30
3 6 TLC No Scrubs (LaFace/Arista) 6181 6879 676958 20 1430 VITAMIN C {/LADY SAW Smile (Elektra/EEG) 2
9 © JENNIFER LOPEZ If You Had My Love (Work/ERG) 6063 5200 680276 9 143A PEARL JAM Last Kiss (Epic) 24
6 8 SHANIA TWAIN That Don't Impress Me Much (Mercury/IDJMG) 5740 6229 556723 16 1370 JENNIFER PAIGE Always You (Edel America/Hollywood) 16
5 s SIXPENCE NONE THE RICHER Kiss Me (Squint/Columbia) 5705 6322 590626 22 1470 LFO Summer Girls (Arista) 15
13 ) MADONNA Beautiful Stranger (Maverick/WB) 5097 4454 533803 6 15010 702 Where My Girls At? (Motown) 13
10 @  BLESSID UNION OF SOULS Hey Leonardo (She Likes Me...) (Push/V2) 4982 4733 434304 14 140A RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.) 1
16 @  SARAH MCLACHLAN | Will Remember You (Arista) 4300 3827 428561 8 12473 ANOTHER LEVEL 17TQ Summertime (Arista) 11
" 13 EVERLAST What it's Like (Tommy Boy) 4284 4679 392814 23 1370
12 14+ SUGAR RAY Every Morning (Lava/Atlantic) 4108 4547 431432 26 1430
19 @® CHRISTINA AGUILERA Genie In A Bottle (RCA) 4037 3249 386093 7 140110
15 16 BRANDY Almost Doesn’t Count (Atfantic) 4020 4069 439947 10 12400
14 17 98 DEGREES The Hardest Thing (Universal) 3825 4348 395950 18 13410
20 @ FASTBALL Out Of My Head (Hollywood) 3511 3200 268068 12 131/4 MOStP’l’;cy’seased
s @  CITIZEN KING Better Days (And The Bottom...) (Warner Bros.) 3379 3091 269465 11 1255 LAY
» @ TALBACHMAN She's So High (Columbia) 3339 2063 291999 8 1315 | AFSTTTE RS INCREASE
23 @ EDWIN MCCAIN | Could Not Ask For More (Lava/Atiantic) 3148 2830 275548 5 1251 JENNIFER LOPEZ If You Had My Love (Work/ERG) +854
27 @ SUGAR RAY Someday (Lava/Atlantic) 2748 2121 253215 4 126/9 CHRISTINA AGUILERA Geri In A Bottle (RCA) +788
25 @  K-Cl & JOJO Tell Me it’s Real (MCA) 2131 2502 280033 5 12473 PEARL JAM Last Kiss (Epic) +720
17 22 JORDAN KNIGHT Give It To You (/nterscope) 2613 3530 250786 14 1110 SMASH MOUTH Al Star (Interscape) 12
2 25 WHITNEY HOUSTON Heartbreak Hotel (Arista) 2375 2666 287859 2 10500 VITAMIN C /LADY SAW Smile (Elektra/FEG) +665
Breaxer @  TLC Unpretty (LaFace/Arista) 2259 1745 222168 4 12019 MADONNA Beautiful Stranger (Maverick/WB) +643
Breaker @) G0O0 GOO DOLLS Black Balloon (Warner Bros.) 2165 1608 176977 3 119/6 SUGAR RAY Someday (La;’a/A tantic) 627
Breaker (f)  WHITNEY HOUSTON It's Not Right But It's Okay (Arista) 2164 1725 305950 5 92/4 GO0 GOO DOLLS Biack Balloon (Warner Bros.) 1557
28 20 GHER Strong Enough (Warner Bros.) 1766 1997 178321 7 10370 TLC Unpretty (LaFece/Arists) 514
29 a0 ORGY Blue Monday (Efermentree/Reprise) 1759 1968 181582 12 10490 SARAH MCLACHLAN | Wil Remember You (Arista)  +473
34 @ LIT My Own Worst Enemy (RCA) 1758 1618 144553 8 100/8
43 @ PEARL JAM Last Kiss (Epic) 1676 956 138993 2 89/24
38 @  JAY-Z1H/AMIL AND JA Can | Get A... (Def Jam/IDJMG) 1319 1292 175616 17 7010 s e A e S A
32 1 FATBOY SLIM Praise You (Skint/Astralwerks/Caroline) 1300 1707 115854 13 8810
33 35 'N SYNC ! Drive Myself Grazy (RCA) 1235 1620 148497 15 96/0
5w = OFFSPRING Why Don't You Get A Job? (Columbia) 190 1446 140762 13 90D Breakers-
40 @  SKY Love Song (Arista) 1168 1114 89029 6 8810
a @ DEF LEPPARD Promises (Mercury/IDJMG) 1146 1021 90626 4 8055 TLC .
5 s ROBBIEWILLIAMS Milennium (Capitol) w213 ouws no swp | Uneretty Laface/Arista)
LY s TYRESE Sweet Lady (RCA) 1096 1299 142268 12 6010 2259/514 120/9 @
19 @ RICKY MARTIN La Copa De La Vida (C2/Columbia) 1084 763 265633 2 6/5 — S— S— ‘
39 22 VENGABOYS We Like To Party! (Groovilicious/Strictly Rhythm) 1060 1181 135639 17 7n GOO GOO DOLLS
I ® BOYZONE No Matter What (Ravenous/Mercury/IDJMG) 1052 867 107009 5 86/7 Black Balloon (Warner Bros.)
@ LFO Summer Girls (Arista) 1012 632 141833 1 7315 TOTAL PLAYS/NCREASE  TOTAL STATIONS/ADDS CHART
48 @ NEW RADICALS Someday We'll Know (MCA) 1008 790 67661 2 1212 2165/557 119/6
(@ ENRIQUE IGLESIAS Bailamos (Overbrook/Interscope) 994 547 204031 1 98/61 ) - o
s @ JOEY MCINTYRE | Love You Came Too Late (C2/Columbia) 803 814 TI59 3 699 _ WHITNEY HOUSTON
4w  SHERYL CROW Anything But Down (A&M) B6 1045 s217 19 0 | PL':VSIN’C'H‘:L?'9[‘:15‘:}‘!;53/?0'0‘3\’ (Arista) .
50 @® 112 Anywhere (Bad Boy/Arista) 821 723 91416 4 3310 2164/439 92/4 @
@ 702 Where My Girls At? (Motown) 789 612 94525 1 5113
HIRVIN 153 CHR/Pop reporters. Monitored airplay data supplied by Mediabase Research. a division of Premiere Radio Networks. Most Added is the total number of new adds officially reported to R&R
Songs ranked by total plays for the airplay week of Sunday 6/20-Saturday 6/26. Bullets appear on songs gaining plays or :2:2’;:;:’3&% ::::g:s i‘l’:ﬁ;";’Z‘;‘;’;f:ﬂ2:{*":‘:;::e’;°;:’a‘;“s"|‘|;;’s'
remaining flat from previous week. If two songs are tied in total plays, the song being played on more stations is placed first. the songs with the greatest week-to-week increases in total plays.
Breaker status is assigned to songs reaching 2000 plays or more for the first time. Songs below No. 20 are moved to recurrent Weighted chart appears on AR ONLINE MUSIC TRACKING.
after 20 weeks. Gross Impressions equals Average Quarter Hour times number of plays. © 1999, R&R Inc.

R&R Packages The Reach & Frequency You Need!

R&R Today: the leading management daily fax
rronline.com: Radio's Premiere Web Site

R&R: The Industry’s Newspaper with the largest help wanted section
Contact Karen Mumaw at kmumaw@rronline.com or (310)788-1621 for information.
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Callout America.
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XCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES JULY 2, 1999
CaLout Americas song selection is based on the top 25 titles from the R&R CHR/Pop chart for the airplay week of June 7-13.
CHR/POP H s CaLLout AMERICA®
o werace R owocaarnics §  wecons IR
L& | WOMEN WOMEN  WOMEN MID- Ot scores
ARTISTTITLE LABEL/(S) ™wW W 2W 3w s 5 12-17 18-24 25-34 | EAST SOUTH WEST WEST By ANTHONY ACAMPORA
BACKSTREET BOYS | Want it That Way (Jive) 3.83 3.80 3.77 3.68 87.9 22.1]{4.28 3.50 3.64}3.69 3.95 3.77 3.91 fter dominating the sales charts for
weeks. I Want It That Way.” the
SARAH MCLACHLAN | Will Remember You (Arista) 3.80 3.71 3.77 — 83.6 24.3}3.94 3.79 3.65|3.78 3.94 3.85 3.62 first single from the multiplatinum
Backstreet Boys (Jive) album Millen-
SMASH MOUTH All Star (Interscope) 3.80 3.76 3.75 3.64 72.9 15.7) 4.01 3.63 3.7413.59 3.77 3.87 3.95 | nium. grabs the top spot on Callout
America, R&R’s exclusive survey of
RICKY MARTIN Livin' La Vida Loca (C2/Columbia) 3.76 3.86 3.90 3.76 93.1 36.0( 3.94 3.69 3.65|3.54 3.87 3.89 3.74 | 4 women aged 12-34.
. ; Nearly four years after its initial sin-
WILL SMITH Wild Wild West (Columbia) 3.73 3.64 3.61 3.52 85..7 22.1] 4.82 3.57 3.52}3.44 3.69 3.91 3.85 gle release. “1 Will Remember You™ by

Sarah McLachlan (Arista) ties for the
runner-up spot. This particular version,

SHANIA TWAIN That Don't Impress Me Much (Mercun/I0UMG) 3.69 3.62 3.78 3.67 86.0 28.6 3.97 3.45 3.613.51 3.60 3.72 3.8¢ | 'aken from McLachlan's new live al-
: bum, Mirrorball, is testing across all

BLESSID UNION OF SOULS Hey Leonardo... (Push/V2) 3.71 3.59 3.41 3.68 55.2 13.6{ 4.04 3.52 3.46(3.60 3.46 3.89 3.73

H@ PEARL JAM Last Kiss (Epic) 3.67 — — — 59.0 12.6]/3.75 3.74 3.52(3.75 3.73 3.34 3.85 demos. . .
With major league baseball’s all-star
BRITNEY SPEARS Sometimes {Jive) 3.64 3.38 3.58 3.46 69.5 19.5( 3.82 3.48 3.58(3.58 3.57 3.58 3.84 | game less than two weeks away. “All
: Star” by Smash Mouth (Interscope) is
SUGAR RAY Every Morning (Lava/Atlantic) 3.63 3.56 3.67 3.74 88.8 31.2( 3.69 3.42 3.79|3.37 3.75 3.55 3.84 | gaining momentum, tying McLachlan

] ] L : ] for second overall.

98°DEGREES The Hardest Thing "(Universal) . .. 3.62 3.57 3.68 3.58 79.0 26.0{ 4.08 3.32 3.293.46 3.54 3.69 3.77 Pearl Jam enters the Callout
o ’ ) America survey as a “Hit Potential”
JENNIFER LOPEZ If You Had My Love (Work/ERG) 3.62 3.79 3.66 — 73.6 17.9)/3.96 3.54 3.123.32 3.64 3.90 3.62 | rack with its rendition of J. Frank
' . ) o . Wilson & the Cavaliers’ no. 2 hit from
H@ “WHITNEY HOUSTON it's Not Right But It's Okay (Arista) - 3.61 3.4 — — 552 12.6| 3.73 3.40 3.783.54 3.54 3.71 3.67 1964, “Last Kiss” (Epic). The song was

originally sent to Pearl Jam fan club

BRANDY Almost Does't Count (Atlantic) 3.60 3.54 3.59 3.55 64.8 18.3|3.78 3.48 3.42(3.21 3.75 3.73 3.73 | ivberd on vinyl late last year, Sig.

y e ) , nificant major-market airplay led the

FASTBALL Out Of My Head {Hollywood) - 358 343 —  3.35 42.6 6.913.42 3.55 3.843.64 3.33 3.69 3.61 | o0 Ot D e with

CHRISTINA AGUILERA Genie In A Bottle (RCA) 3.58 — — — 44.0 10.5(3.96 3.24 3.403.38 3.40 3.88 3.54 | Proceeds going to charity. Callout

America respondents from all demos

TLC No Scrubs -(LaFace/drista) © . .7.3.85 3.61 3.75 3.63 90.7 41.4{3.82 3.51 3.23{3.22-3.61 3.78.3.56 | like the track —especially 18-24s, with
’ ’ i g C B whom it ranks second.

GO0 GOO DOLLS Slide (Warner Bros.) 3.53 3.49 3.50 3.53 77.9 27.4(3.56 3.24 3.83(3.40 3.53 3.63 3.56 “Hey Leonardo (She Likes Me For

o B . o A - Me)” by Blessid Union Of Souls (Push/
SIXPENCE. NONE THE RICHER Kiss Mo (SquintColumbia) - 3,53 3.53° 3.64" 3.73 :243.71.:3:44..3.22 | V2) continues its move up the survey,

ranking sixth overall with a 3.71.

JORDAN KNIGHT Give It To You (/nterscope) 3.49 3.51 3.58 3.36 61.0 14.3|3.73 3.34 3.10(3.47 3.70 3.37 3.44 “Out Of My Head” by Fastball
L L o S . B . . L (Hollywood) is testing well 18-24,
TAL BACHMAN She's-So-ffigh (Columbia)* *. . 346 '3.24 = — 40,5 11.4] 3:61. 3.30 3.41)3,32-3.57 3,51 344 | ranking sixth, and is No. | among
women 25-34.
MADONNA Beautiful Stranger (MaVef/Ck/WB) 3.40 3.46 — - 56.9 14.3| 3.66 3.11 3.42 3.16 3.46 3.61 3.36 In its second week as a “Hit Poten-
. SRR TR tial” track, “It’s Not Right But It’s
13:28-3%.2713. Okay” by Whitney Houston (Arista)
climbs 3.49-3.61. “Okay” is fourth
3.36 among women 25-34.
322 3. Early results for “Genie In A Bot-
AR tle” by Christina Aguilera (RCA) look
3.23 good. The song scores a 3.96 with

teens (seventh in the demo), the demo
) "'3‘02, in which it’s most familiar (55%).

Total sample size is 400 respondents with a +/-5 margin of error. Tofal average favorability estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much). Tofal familiarity represents the percentage of
respondents who recognized the song. Tolal burn represents the number of respondents who said they are tired of hearing the song. Songs must reach 40% familiarity before they appear in print. Hit Polential represents
songs that have yet to chart in the top 25 on A&R's CHR/Pop chart. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and markets:
EAST: Baltimore, Boston, Long Island, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Dallas, Houston, Miami, San Antonio, Tampa. MIDWEST: Cincinnati, Cleveland, Columbus, Detroit,
Kansas City, Milwaukee, Minneapolis, St. Louis. WEST: Los Angeles, Phoenix, Portland, Sacramento, Salt Lake City, San Diego, San Francisco, Seattle. © 1999, R&R Inc.

Callout America

#1 Females 25—-34 3.84
#6 Females 18-24 3.55
#15 Overall 3.59
Station Callout — Overall #’s
KMXV#4 KBKS#5 KDWB #8 WSSR#8 WBZZ #6
WABB #3 KXXM Top 10 KDND Top 10 WRVW #7 KZZO #7

= FASTBALL “out of My Head”
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VITAMIN C FALADY SAW Smile (Flektra/EEG)
Total Plays: 774, Total Stations: 102, Adds: 26

SHERYL CROW Sweet Child O Mine (American/C2/Columbia)
Total Plays: 669, Total Stations: 47, Adds: 1

PHIL COLLINS You'll Be in My Heart (Hollywood)
Total Plays: 650, Total Stations: 55, Adds: 4

SANTANA F/ROB THOMAS Smooth (Arista)
Total Plays: 577, Total Stations: 56, Adds: 10

GERI HALLIWELL Look At Me (Capitol}
Total Plays: 555, Total Stations: 42, Adds: 0

JAMIROQUAI Ganned Heat (Work/ERG)
Total Plays: 445, Total Stations: 26, Adds: 1

LAURYN HILL Everything Is Everything (Rufthouse/Columbia)
Total Plays: 392, Total Stations: 30, Adds: 1

GARBAGE When | Grow Up (C2/Almo Sounas/interscope)
Total Plays: 384, Total Stations: 38, Adds: 5

RED HOT CHILI PEPPERS Scar Tissue (Warner Bros.)
Total Plays: 306, Total Stations: 35, Adds: 11

e
R e e T
T e w

MOFFATTS Until You Loved Me (Capitol)
Total Plays: 305. Total Stations: 20, Adds: 0

BLENDERS Can't Get Over You (Universal)
Total Plays: 287. Total Stations: 30. Adds: 0

VENGABOYS Boorn, Boom, ... (Groovilicious/Strictty Riwthm)
Total Plays: 261. Total Stations: 14, Adds: 3

LENNY KRAVITZ American Woman (Maverick/Virgin)
Total Plays: 214, Total Stations: 25, Adds: 8

DONNA SUMMER | Will Go With You (Epic}
Total Plays: 129, Total Stations: 17, Adds: 4

ALANIS MORISSETTE So Pure (Maverick/Reprise)
Total Plays: 113, Total Stations: 63. Adds: 58

LEN Steal My Sunshine (Work/ERG)
Total Plays: 67, Total Stations: 31, Adds: 30

JENNIFER PAIGE Always You (Ede! America/Hollywood)
Total Plays: 61. Total Stations: 20, Adds: 16

JEWEL Jupiter (Atiantic)
Total Plays: 9, Total Stations: 37, Adds: 37

Songs ranked by total plays

e

S KIISED THE SKY - i
KIIS/Los Angeles PD Dan Kieley (c) has a “Groovy Baby” look in his face after listening
to Arista group Sky's current single, “Love Song,” during the group’s recent promotional

trip to sunny L.A.

Major Moming Shows

Continued from Page 42

Contest: "Yes or BS?” Rick makes
statements on various subjects. and a lis-
tener must correctly guess if the statement
is true or false to win one of five Dodger
Barbie Dolls.

Tease Upcoming Regular Feature:
“Joke of the Day.”

Tease Upcoming Regular Feature:
“Candid Phone™ phone scam.

WIOQ/Philadelphia
8:30-9am ET
Regular Feature/Guest: Psychic Mick-
ey Dane. Glenn takes calls from listeners
to get quick psychic readings from Mick-

ey ("Quickies With Mickey™).

Contest: “Star Clue No. 4 for the Pepsi
Q102 Yoda Can.”

Tease Contest/Promotion: “Beach
Blastoff Montage No. 6.”

Endorsement: Glenn endorses Metabolife
356.

KHKS/Dallas
8-8:30am CT

Topic: Kidd talks about his family out-
ing to Six Flags. His wife became ill. and
they had to leave right after they got there.

Contest: “Thousand-Dollar-an-Hour
Thursday.” The correct caller wins $1,000
in this hourly contest.

Topic/Bit: Today is the fifth anniversa-
ry of the day O.J. Simpson took his infa-
mous Bronco ride. Kidd recounts the event
and how ridiculously the whole thing was
handled.

Parody Song: Stars hockey team paro-
dy to the tune “Word Up.”

WHTZ/New York
6:45-7:15am ET

Topic: Elvis & Elliot talk about new
movies opening over the weekend.

Tease Regular Feature: Jay Foray. the
blind movie critic, reviews The General’s
Daughter.

Topic/Guest: Fultonstreet.com. A sea-
food company that will ship food anywhere
in the country brings a variety of seafood
and lobster to Elvis & Elliot.

Topic: Elvis & Elliot take calls from lis-
teners who attended the “Meat Market” sin-
gles party the night before at a local club.

KIIS/Los Angeles
8-8:30am PT

Phone Guest: Dick Clark. He talks
about a new show coming this fall called
Your Big Breuak.

Promotion: “The Sumimer Super Stick-
er.”

Bit/Promotion: “Mini Dees.” A
“clone™ of Rick Dees will go out to of-
fices. homes and cars to meet listeners
and give out prizes. Listeners can re-
quest the Mini Dees come to their of-
fices. etc.

Bit: Rick tells listeners about a kit
from New Science magazine that can
tell a woman if her husband or boy-
friend i1s cheating on her. It costs $280
and contains two aerosol cans that.
when sprayed on a man’s underwear,
detect any trace of semen.

WIOQ/Philadelphia
7:45-8:15am ET

Regular Character: “Nicky.” the blue-
collar drunk, calls Glenn to ask him about
a Q102 promotion and has all the details
messed up.

Contest: “Star Clue No. 5 for the Pep-
st Q102 Yoda Can.” The winner will be
selected this morning from all correct en-
tries received in this one-week promotion/
contest.

Tease Contest/Promotion: “Beach
Blastoff Montage No. 6.”

Endorsement: Glenn endorses Metab-
olife 356.

KHKS/Dallas
7:15-7:45am CT

Phone Guest: 98 Degrees. Kidd takes
calls from listeners who want to ask ques-
tions of the bandmembers.

Topic: Kidd talks about the “'boy band™
craze and whether it will burn out because
of overkill.

Phone Guest: Bill Mabher, host of Po-
litically Incorrect.

Tease Upcoming Guest: Vern Troyer,
who plays “Mini Me" in Austin Powers:
The Spy Who Shagged Me.

Contest: “Everyone Wins.” Kidd gives
listeners a multiple-choice question whose
answer is obvious.

Copyright © 1999 Mediabase/Premiere
Radio Networks. All Rights Reserved.

PUCKER UP.... CAMPS COMING TO TAMPA |
Hollywood artist/MTV VJ Jesse Camp had a quys day out — manicure, massage, the
whole nine yards — on his recent trip to WFLZ/Tampa. After all the pampering, the
station listened to his current single, “See You Around.” Hangin’ around are (l-r): Hol-
lywood’s Regional Promotion Manager (south/east) Jeff Marx, air personality Kane, Camp
and FLZ MD Stan The Man.

{ THIS IS NOT A DREAM
KZQZ/San Francisco MD Laura Scott had her own private serenade session with Red Ant
group EYC as they sang her their newest single “Only A Dream.” She was absolutely swept
off her feet. Expressing themselves clearly are (I-r) EYC's Dave and Trey, Red Ant's Mike
Liberman, EYC's Damon and Scott.

www americanradiohistorv.com
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GOO GOO DOLLS S||de (Warner Bros )

BRITNEY SPEARS Baby One More T|me (J/ve)

CHER Belleve (Warner Bros)

EAGLE-EYE CHERRY Save Tonight (Work/ERG)

MATCHBOX 20 Back 2 Good (Lava/At/ant/c)

MONICA Angel Of Mine (Arista)

THIRD EYE BLIND Jumper (E/ektra/EEG)

NEXT Too Close (Arista)

GOO GO0 DOLLS Ins (Warner Sunset/Repnse)

SHAWN MULLINS Lullaby (SMG/Co/umb/a)

B e eSS R e e NS

EVE 6 lnSIde Out (RCA)

BRANDY Have You Ever? (At/ant/c)

RS RS

WILL SMITH M|am| (Co/umb/a)

MATCHBOX 20 Real World (Lava/At/ant/c)
NATALIE IMBRUGLIA Torn (RCA)

BARENAKED LADIES 0ne Week (Reprlse)

JENNIFER PAIGE Crush (Ede/ Amerlca/Hollywood)

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

MATCHBOX 20 3am (Lava/Atlantic)

LAURYN HILL Doo Wop (That Thing) (Ruffhouse/Columbia)

CHR/POP

BACHELOR #1 Summertime (Universal)
CHRIS ISAAK Baby Did A Bad Bad Thing (Reprise)

1 MARK MORRISON Return Of The Mack 51 COUNTING CROWS Mr. Jones
2 TONIC if You Could Only See 52 BMF Unbelievable
3 WALLFLOWERS One Headlight 53 HODTIE/THE BLOWFISH Only Wanna Be...
4 NO DOUBT Don't Speak 54 MARIAH CAREY Always Be My Baby
5 QUAD CITY DJ'S C'mon N’ Ride It 55 MODERN ENGLISH | Melt With You
6 2 UNLIMITED Get Ready For This 56 JEWEL Who Will Save Your Soul
7 DUNCAN SHEIK Barely Breathing 57 LIVE Lightning Crashes
8 CARDIGANS Lovefool 58 DEL AMITRI Roll To Me
9 ALANIS MORISSETTE Head Over Feet 59 MADONNA Vogue
10 EVERYTHING BUT THE GIRL Missing 60 NO MERCY Where Do You Go
11 REAL MCCOY Another Night 61 SMASHING PUMPKINS 1979
12 DAVE MATTHEWS BAND Crash Into Me 62 GINUWINE Pony
13 ALANIS MORISSETTE You Learn 63 DES’REE You Gotta Be
14 MONTELL JORDAN This Is How We Do It 64 BRANDY Sittin’ Up In My Room
15 CRANBERRIES Dreams 65 PAULA COLE Where Have All The Cowboys...
16 ALANIS MORISSETTE.Ironic 66 LISA LOEB & NINE Stay (I Missed You)
17 PRINCE 1999 67 BODEANS Closer To Free =
18 ALANIS MORISSETTE You Oughta Know 68 DISHWALLA Counting Biue Cars
19 GREEN DAY When | Come Around 69 SOUL Il SOUL Back To Life
20 SAVAGE GARDEN | Want You 70 RED HOT CHILI PEPPERS Under The Bridge
21 BLACKSTREET No Diggity 71 MELISSA ETHERIDGE Come To My Window
22 SPIN DOCTORS Two Princes 72 NATALIE MERCHANT Carnival
23 EN VOGUE (Don't Let Go) Love 73 GIN BLOSSOMS Hey Jealousy
24 VERVE PIPE The Freshman 74 SALT-N-PEPA Shoop
25 LA BOUCHE Sweet Dreams 75 CRYSTAL WATERS 100% Pure Love
26 SNAP Rhythm Is A Dancer 76 INNER CIRCLE Sweat
27 UB40 Red Red Wine 77 PRINCE Little Red Corvette
28 JEWEL You Were Meant For Me 78 TONE-LOC Wild Thing
29 GOO GOO DOLLS Name 79 CLJB NOUVEAU Lean On Me
30 BLUES TRAVELER Run-Around 80 COLLECTIVE SOUL December
31 MARIAH CAREY Fantasy 81 COLLECTIVE SOUL Shine
32 ALANIS MORISSETTE Hand In My Pocket 82 HOOTIE/THE BLOWFISH | Go Blind
33 EN VOGUE My Lovin' (You're Never...) 83 BLIND MELON No Rain
34 HADDAWAY What Is Love 84 TONI BRAXTON You're Makin’ Me High
35 SHERYL CROW If It Makes You Happy 85 DIONNE FARRIS | Know
36 LA BOUCHE Be My Lover . 86 SPIN OOCTORS Little Miss Can’t Be Wrong
37 OMD if You Leave 87 BIZARRE INC. 'm Gonna Get You
38 TLC Waterfalls . 88 DEEE-LITE Groove Is In The Heart
39 PRINCE Kiss 89 SALT-N-PEPA/EN VOGUE Whatta Man
40 FUGEES Killing Me Softly 90 CRANBERRIES Linger
41 PRINCE When Doves Cry 91 NATALIE MERCHANT Jealousy
42 AMBER This Is Your Night 92 UB40 Can't Help Falling In Love
43 C&C MUSIC FACTORY Gonna Make You Sweat 93 NC DOUBT Spiderwebs
44 GINA G Ooh Ah, Just A Little Bit More 94 CELE PENISTON Finally .
45 DONNA LEWIS | Love You Always Forever 95 EURYTHMICS Sweet Dreams (Are Made Of This)
46 NATALIE MERCHANT Wonder 96 CELINE DION Because You Loved Me
47 DEEP BLUE SOMETHING Breakfast At Tiffany's 97 MELISSA ETHERIDGE I'm The Only One
48 DAVE MATTHEWS BAND What Would You Say 98 CCGRONA Rhythm Of The Night
49 COLLECTIVE SOUL The World | Know 99 BRYAN ADAMS Summer Of ‘69
50 SHERYL CROW All | Wanna Do 100 R.E.M. Losing My Religion
Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio Networks.
Top 100 Power Gold is based on a sample of CHR/Pop reporters for the airplay week of
Thursday 6/17-Wednesday 6/23. © 1999, R&R Inc.

What do these great stations have in common?

They’ve tapped into the incredible marketing power of Banners on a
Roll, — the premium banner product designed to give you maximum
impact for your station promotions.

Banners .on a Roll, is ideal for indoor and outdoor appearances. Put
your call letters and logo everywhere you go and display them over and
over. Take advantage today of the surprisingly affordable way to
generate visual impact.

Call Susan Van Allen today for your personal consultation on

harnessing the power of repeatability.

and many more

Premium Banners from Lehrer &Van Allen Promotions

1-800-786-7411

On the Web: www.bannersonaroll.com

www.americanradiohistorv.com
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Stations and their adds listed alphabetically by market

WFLY/Albany, NY *
DM: Michael Morgan
PD: Rob Dawes
MD: Eiien Rockwell
ALAMSMORISSETTE “Puse”
ENRIOUE IGLESIAS “Basamos
DONNASUMMER Go'
LFO Summer

KQID/Alexandria, LA

PD: Kahuna

APD/MD: Jay Stevens
ANOTHERLEVEL £T0 Summertne”
600GO0DOLLS “Bafoon”
REDHOTCHIL! Scar
ALANIS MORISSETTE ‘Pure”
LEN “Sunstwne™
ENRICUE IGLESIAS Batarmos”

WAEB/Allentown, PA *
PD: Brian Check
APD: Rob Acampora
MD: Jennifer Knight
1 ENRIQUE KGLESIAS “Badarmos™
1 JENNFERPAIGE Aways™
T VTTAMNCFLADY S Se™

KQIZ/Amarillo, TX
PD: Justin Brown
APD/MD: Cisco Kidd
7 ENRIOUEIGLE SIAS ‘Bakamas
JOEYNCINTYRE “Came’
REDHOTCHILI  Scar”
ALANIS MORISSETTT *Pure

KGOT/Anchorage, AK
DM: Mark Murphy
PD: Bili Stewart
MD: Dave Flavin

12 LITWorst

TRAINVirgna

PEARL JAM s
WHITNEY HOUSTON Right

o ©

WSTR/Atfanta, GA *

PD: Dan Bowen

MD: J.R. Ammons
NoAdds

WAYV/Atfantic City, NJ

APDMD: Paul Kelly
ALANIS MORISSETTE “Pyre
ENRIQUE 1GLESIAS fiakamos™
JEWEL “Jupker

WEZNY/Augusta, GA *
PD: Bruce Stevens
MD: Michael Chase
5  ENRIOUE IGLESIAS Basamos™
2 LFO Summer
ALANISMORISSETTE ‘Pure”
LEN Sunstwne

KHFV/Austin, TX *
PD: Leslie Basenberg
1 CHRISTINAAGUILERA Botte™
1 TALBACHMAN tigh
ENAIQUE IGLESIAS Badamos’

WXYV/Battimore, MD *
VP/Prog.: Bill Pasha
OM: Kristi Mcintyre
APD: MO Throbb
2 LFO Summer
CITIZENKING Betier”
SANTANAF/ROB THOMAS Smoot”

WLSS/Baton Rouge, LA *

PD: Flash Phillips

APD/MD: Todd Chase
NoAdds

KQXY/Beaumont, TX

PD/MO: Brandin Shaw

APD: Pam Pace
ALAMSMORISSETTE “Pure

WLNFBiloxi, MS

GM/PO: Bill Brock

MD:Scott Smith
ALAMSMORISSETTE ‘e
LENRYKHAVITZ  Asmercan
ENRIUE IGLESIAS alamos
JOEY MCINTYRE Came

WMRVBinghamton, NY
DM/PO: Jacko

LFO “Summer™

JEWEL “Jupder

ENRIGUE (GLESUAS Bakaros

WOEN/Bimmingham, AL *
OM: John Jenkins
PD/MD: Scott Bohannon

LG Unpretty

JEYMCINTYRE Came

VITAMIN CFLADY SAW ‘S

KZMG/Baise, ID

PD: Mike Kasper

MD: Kirk Frederick
TLC “Unpretty
REDHOTCHILE ~Scar
JEWFL “Juptter
ENRIGUE IGLESIAS Batamos™
GARBAGE Grow.
JENNIFER PAIGE “Atways

WXKS/Boston, MA *
PD: John Ivey
APD/MOD: David Corey
5 PEARLJAM Kiss
1 WEL e
1 ALANISMORISSETTF Purg

WKSE/Buffalo, NY *
DM: Sue D'Neil

PD: Dave Universal
MD: Brian Wilde
BDEGREES Do
CHRISTINAAGUILERA "Bott’
TALBACHMAN High®
SPORTY THIEVZ “Pigeons

- = =

WRZELCape Cod, MA

PD: Mike O'Donnell

MD: Kevin Matthews
ANOTHER LEVEL F/TQ Summertme”
LEN“Sunshine’

WSSX/Charleston, SC*
PD: Billy Surd
APD: Chase Murphy

1 FASTBALLOW

WVSR/Charleston, WV
PD: Brett Shap

16 VITAMINCFLADY SAW S
16 LENNYKRAVITZ “Amercan

16 SANTANAFROBTHOMAS ‘Smoct
6 REDHOTCHL “Sar

WNKS/Charlotte, NC *

PD: John Reynolds

MD: Jason McComick
REDHOTCHILI “Scar”
ENRIOUE IGLESIAS “Badamos

WKXJ/Chattanooga, TN
PO: Scott Hamilton
BOYZONE "Matter
ENRIGUE JGLESIAS “Batamns

KLRS/Chico, CA

PD: Eric Brown

MD: Diamond Dave Kirth

13 ENRIQUE (GLFSIAS “Bakamgs
SANTANAF/ROB THOMAS Smoothy
SHAWN MULLING “Lfe
JENHFER PAIGE “Always

WKFS/Cincinnati, OH *
PD: Rod Phillips
MD: Jeff Murray
LEN “Sunshne
ENRIOUE IGLESIAS “Balamos
PEARLJAM “Kiss

WKRQ/Cincinnati, OH *

DM/PD: Mike Marino

MD: Jim Kelly
ALAMISMORISSETTE Pur
JENNIFERLOPEZ “Had™
SUGAR RAY Someda,”

KKMG/Colorado Springs, CO *
PD: Bobby Irwin
APD: Valerie Hart
MD: Rob Ryan
4 WHITNEYHOUSTON Rght®
LFO"Suymmer

WNOK/Columbia, SC*

PD: Johnathan Rush

APD: Gary David

MD: Scott Summers
JEWEL Juprer
ALANSMORISSETTE Pure”
JOEY MCINTYRE “Came'

WNCI/Columbus, OH *
PD: Todd Shannon
APD/MD: Neal Sharpe
1 UTWors”
ENRIQUEIGLESIAS Batimos
ALAMSMORISSETTE Pure
LEN Surshie

KHKS/Dalias, TX *
DM: John Cook

PD: Ed Lambert
APD/MD: Dave Morales

19 TLC Unpretty
16 702Grs™

WGTZ/Dayton, OH *
DM: Michael Luczak
MD: Scott Sharp

NoAdds

WDRQ/Detroit, Ml *
PD: Alex Tear
APD: Jay Towers
MD: Jimi Jamm
DESTINY'SCHLD ‘Bis™
K018 J00 Real

WKMX/Dothan, AL

PD: John Erdlitz

MD: Phil Thomas
ALANISMORISSETTE Pure
JEWEL e
ENRIOUE IGLESIAS ‘Bafarcr

WNKLEimira, NY
PD/MD: Bob Quick
JENMFER PAIGE “Abvays
JEWEL Juprer
LEN Sunshre”
ALAMSMORISSETTE Pure

WRTS/Erie, PA

PD: Beth Ann McBride
JEWEL “Juprer
ENRIOVE IGLESIAS Batamos
ALANISMORISSETTF “Pure
ANGTHERLEVEL FT0 Surmmestrne’
TOVBOK Tarzan”

KDUK/Eugene, OR
PD: Paul Walker
APD/MD: Valerie Steele
5 LR Summes
JENNIFER PAIGE “Abways”
JEWEL " Jupre *
ENRIOUE IGLESIAS Batamos

WSTO/Evansville. IN
DM/PD: Sky Phillips
MD: Jimmy Ocean
JEWEL “Jupiter
9BDEGREES Do’
ENRIQUE IGLESIAS "Bakamos.
ALANISMORISSETTE “Pure”

KMCK/Fayetteville, AR

PD: Mike Chase
CIZENKING Bt
ALANISMORISSETTE Pure

WWCK/Flint, Ml *
PD: Scott Seipel
APOMD: Nathan Reed
1 M ANSMORISSETTE Pue
JEWEL " Juper
TRAIN Vigne'
JOEYMCINTYRE “Came’

WJMX/Fiorence, SC

DM/PD: Keith Mitchell
ENRIDUE IGLESIAS “Batamos
JEWEL “Jupser™
ALANISMORISSETTE Pure”
FLEMING & JOHN “Ugh™
LEN Surshoe”
JENNIFER PAIGE “Always

WXKB/F. Myers, FL*
PD: Chris Cue
MD: Randy Sherwyn

T SUGARRAYSomeday

KISR/R. Smith, AR

PD/MD: Fred Baker
EVEL Lupter
SHANMULLINS ‘Ui
JNNIFERPAIGE ‘Avays
LEN Sunste”

WMEE/Ft. Wayne, IN *
DM: Dean McNeil
PD: Captain Chris Didier
APD: Ange Canessa
MD: Boomer
2 FASTBALL "Out”
JEWEL “Juprter

WYKS/Gainesville, FL

PD: Jeri Banta

APOMD: Brandon D'Brien
ENRIQUE IGLESIAS Batamos
ALANISMORISSETTE Pure°
WL e’
LENNYKRAVITZ “Amercan

WVTi/Grand Rapids, Mi *

PD/MD: Jeff Andrews

APD: Eric D’Brian
BLESSIDUNION L sonardo”

WIXX/Green Bay, Wi

PO: Dan Stone

MD: David Bums
NoAdds

WRHT/Greenviile, NC *
PD: J.T. Bosch
APDMOD: Gina Gray
6 ALANISMORISSETTE -Pure
BN “Sunstne”
BOYZONE Matier
VITAMING FLADY SAW Smae

WFBC/Greenvilie, SC *
DM: Jim Kirkiand
PD: Nikki Nite
MD: Skip Church
2 CHRISTINAAGUILERA Botte
LFO “Summe:
SUGAR RAY “Somedav”

WNNKMarrisburg, PA *
PD: John 0'Dea
MD: Denny Logan
PEARL JAM "Kiss.
1 TLCUnpesty”

PHILOOLLING “Heart

NEW RADICALS “Someday”

WKSS/MHartford, CT*
PO: Tracy Austin
MD: Mike McGowan
2 CHRISTINAAGLIL ERA ‘Bottie”
2 DESTINYSCHILD ‘Bas™
ANOTHER LEVEL TG “Summernme”

KQMQMonolulu, Hi *
PD: Jacque Gonzales James
MD: Justin Crniz
14 TLC Lrpraty
8 NAUGHTYBYNATURE ~Jamboree
VENGABOYS “Boom
SPEECH Tlooks”

KRBEMouston, TX*

PD: John Peake

APD/MD: Jay Michaels
NoAdds

WKEEHuntington, WV

PD: Jim Davis

APD/MD: Gary Miller
FNRKIGE IGLESUS Badamos
VITAMING FLADY SAW Smie”
PEARL JAM “Ksss

WZYPMuntsville, AL *
PD: Bill West

MD: Stu Gray

TRAIN Vg

LEN Sunstwe
ALANISMORISSETTE “Pure
WHITNEY HOUSTON "Rght*
ENRIQUE IGLESIAS “Batamos

WZPLAndianapolis, IN *
PD: Tom Gjerdrum
MD: Dave Decker
4 WILLSMITH Wid"
G00GODDOLLS “Bakoon
PEARL JAM Kiss

WYQY/Jackson, MS *

PDMD: Kevin Vaughan
1 SANTANAFROB THOMAS ‘Smocth”

ALAMSMORISSETTE Pure”

WAPE/Jacksonville, FL*
DM/PD: Cat Thomas
APD/MD: Tony Mann

PEARL JAM *Kiss

WAEZ,/Johnson City, TN *

DM: Bill Hagy

POMO: Chris Mann
REDHOTCHILI “Scar
VTTAMINC FLADY SAW ~See™
SANTANA FROB THOMAS ~Smooth’
LENNY KRAVITZ “Amencan

WGLU/Johnstown, PA

PD: Rich Adams

MD: Mitch Edwards
ENRIQUE IGLESIAS “Balamos
JEWFL Jupher
ALANISMORISSETTE Pure

WKFR/Kalamazoo, MI

PD: Dave Michaels

APD/MD: Woody Houston

14 PEARL JAM Ksss"
ALAMISMORISSETTE Pure
JEWEL ~Juprier

KMXV/Kansas City, MO *
PD: Jon Zellner
MD: Dylan
107G Unprety”
PEARL JAM Kiss ™
JEWEL e
SHAWNMULLING “Lse

WWST/Xnoxviile, TN *

PD: Rich Bailey

APOMD: Brad Jeffries
NoAdds

KSM JLA*
PD/MD: Bobby Novosad
APD: Catfish Kelley

T HEL “dupte’

1 LR Sumne”

1 ALAMSMORISSETTE *ure
CYNTHA Trnkng®
JMNIFER PAIGE “Avas”
LENSurshwe”

WLAN/Lancaster, PA*
PD/MD: Vince 0’Ambrosio
APD: Dave Skinner
3 CITIZENKING Beter
3 SUGARRAY Someday
1 KOl K00 Rea”
T Urprety”

WHZZ/Lansing, Mi *
MD: Jeft Welling
1 PEARLAM "Kss
DEF LEPPARD “Promeses’

WLKT/Lexington, KY *
PD/MD: Jill Meyer
JENRFER PAIGE “Atways™
ENRIQUE 1GLESIAS “Batamos
SANTANA F/R0B THOMAS “Smooth
ALAMISMORISSETTE “Pure
LEN “Sunstune”

KFRYX/Lincoln, NE
PO: Sonny Valentine
APO: Lany Freeze
MD: Joe Tyler
LIT Worst™
JEWEL “Juprier
ENRIQUE IGLESIAS Bakamos
VITAMINC FAADY SAW Stnile”
REDHOT CHiLI “Scar

KHTEALittle Rock, AR *
PO: Lary LeBlanc
MD: Peter Gunn

11 LENSurshine”

5 PEARLJAM Kss’

4 GARBAGE Giovs
JAMIROOUA! Canved”
ENRIQUF GLESIAS Bataios
SANTANA FROB THOMAS “Smoott
ALANISMORISSETTE *Pure

KQARLittle Rock, AR *
OM/PDMO: Gary Robinson
APD: Jason Addams

2 SARAHMCLACHLAN Wi

1 TLC Unpretty

WBLI/Long Istand, NY *
PO: J.J. Rice
APD/MD: Al Levine
1 FUNKYGREFNDOGS Bod,
JENNIFER PAIGE “Aviays
BOVZONE Matizs'

KIIS/Los Angeles, CA*
PD: Dan Kieley
APDMD: Michael Steele
1 SUGARRAY “Somedav
FREESTVERS Here
702 Gt
RICKY MARTIN “AI"

WDJXALouisville, KY *
PD: Bany Fox
PEARL JAM “Kiss
ALANISMORISSETTE ‘Pure’
VITAMINC FLADY SAW ‘Smie
ENRIOUE fGLESIAS “Balaos

I Lubbock, TX
PD/MD: Jay Shannon
NoAdds

WMGB/Macon, GA
Group PD: James Gregory
APD: Laura Worth
MD: Heidi Winters
ALAMS MORISSETTE “Pure
JOBY MCINTYRE Came™

WZEEMadison, Wi *
PD: Rich Davis
MD: Tommy Bodean
PEARL JAM "Kiss™
ENRIOUE IGLESIAS Batamos

WJYY/Manchester, NH
PD/MD: Harry Kozlowski
APD: Steve Ouellette
2 LEN Sunshwne™
ENRICUEIGLESIAS Bakamics.
JEWEL “Jupter
LT Worst
ALANIS MORSSETTE "Pure

KB MG -Brovrsvide, TX ¢
DM/PD: Billy Santiago
MD: Sonny Rio
16 VENGABOYS “Boor
ANOTHERLEVEL FTQ "Sumimertene
1 BOVZOME Matlr”
1 DONNA SUMMER 'Go”
JATAMING FAADY SAW sk

WAOAMelboumne, AL

DM/PD: Mike Lowe

MD: Lamy McKay
PEARL JAM Kiss
AEDMOTCHILL Sear
ENRIUE IGLESIAS ‘Balarrcs™

WKSLMempbhis, TN *
OM/PD: Chris Taylor
APD/MD: Rabin Cole

12 TALBACHMAN Hgh

4 UEN Surstwe

WHYMiami, FL *

PO: Rob Roberts

APD: Al Chio

MO: Diedre Poyner

19 AMBER Seasa
ALANISMORISSETIE “Pure”
SHERYL CROW Sweet
PHILCOLUNS teart”

WXSSMitwaukee, W1 *
PD: Brian Kelly
APD: JoJo Martinez
1 ENRIOUF IGLESAS Bakamas
LFO~Summer
SUGAR RAY Someday "

KDWB/Minneapolis, MN *

PD: Rob Morris

APDMD: Derek Moran
ENRIQUE (GLESIAS Badamos
VITAMINC FLADY SAW “Smie:

WABB/Mobile, AL
OM: Jay Hastings
PO: Darrin Stone
APD: Chris Ott
MD: Ryan Foster
LEN Sunshine’
JOEYMCINTYRE Came™

WESD A oith-Ocaan, N
PO: Neil Suliivan
APD/MD: Alan Fox

LENNY KRAVITZ “Amencan

WVAQ/Morgantown, WV
POMD: Lacy Neff
ALANISMORISSETTE Pure
JEWEL hpter”
JOEY MONTYRE Care
ENRIOUE GLESIAS ‘Bakancs

e Beach, SC
OM/PD: Scrap Jackson
APOMD: Booger
ENRIQUE IGLESIAS Bakamos
ALANIS MORISSETTE “Pure’

WQZQNashviile, TN *

VP Prog: Brian Krysz
ANOTHERLEVEL FTG “Summertme:
ALAMSMORISSETTE Pure
JENNFER PAIGE “Abiays
ENRIOUE 1GLESIAS Bakamos
PHILOOLLING Hear?

RICKY MARTIN Capa

WRVW/Nashville, TN *
PD: Jimmy Steele
APD: Tom Peace
1 VITAMINC FLADY SAW Sl
ALANISMORISSETTE Pure
JEWEL " Jupser”

WFHN/New Bedford, MA *
PD: Jim Reitz
APD/MD: Kevin Palana
3 LEN Sunstwe”
ALANISMORISSETTE “Pure
ANOTHER LEVEL FTQ Summertime”
JEWEL ks

WKCI/New Haven, CT*
PD: Kelly Nash
2 JEWEL “upler
98 DEGRLES Do’
SANTANAF/ROB THOMAS “Smiooth™

WQGNNew London, CT
PD: Jim Reitz
MD: Lori Robbins
7 RICKYMARTIN ‘Copa™
ALANIS MORISSETTE "Pure”
LEN Sunstwe
JEWEL Jupser’
702 Grts ™

KUMX/New Orleans, LA *
DM: Dave Stewart
PEARL JAM “Kiss

WEZB/New Orfeans, LA*
PD: Rob Wagman
MD: J.Love
1 RICKY MARTIN Topa
1 VITAMINCFLADY SAW Snue
702Gt

WHTZ/New York, NY *

S$t. VP/Prog.: Tom Poleman

DM: Kid Kelly

MD: Cubby Bryant

CHRISTINAAGULERA Bottie"

1 TLC Unpretty”
GOOGOO DOLLS Batioon”
PEARLJAM Ks'

WROXNorfolk, VA *
PD: Holly Williams
1 DESTINY SCHILD 