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21 Years Later, Back At No. 1 ' Next Week: CHR Survival Guide

Country great Don The Survivor craze isrt over yet. Get ready for the
Williams took “It Must largest-ever issue of R&R as CHR Editor Tony Novia
Be Love” to the top of unleashes an arsenal of radio survival stories,
R&R’s Country chart suggestions ard tips. The centerpiece is an

back in 1979, and this exclusive interview with the perennial CHR survivor
week Alan Jackson's herself, Madonna!

cover version does it 7 -

again. A longtime Don ¥ e

Williams fan, Jackson

ofen payed "It Must Be THE INDUSTRY'S NEWSPAPER

Love” in clubs and bars. www.rmnline.com.
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GEORGIA

The stunning DEBUT SINGLE from
Music Pow magazine’s reigning

.~ “Breakthrough Songwriter of the Year.”

‘ "This sang knocked me out ol the chair the fiest time
I heard it! But you don't need me to tell you how great
this song is._.let your listeners tell you. They are tae true
judge of hits and "Georgia’ is a true hit!!”

-Bob Raleigh, Cumulus Broadcasting

~_ "One of the moat refreshing young new female sounds to
come out this year. We are so confident
in Carolyn that we want to be able to look back

and sey we were there out of the gate.”

-Eric Logan, OM WQYK/WR3Q

Impact Date: September 11

- v  BRISTA Produced by Carolyn Dawn Johnson & Paxd Wos'ley |
— © ¢ 2000 BMG Entertainmens
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management ¢+ marketing ¢+ sales

Direct-mail campaigrs can be a very
affective tool for your station, but they
>an also be great maney-wasters if not
used properly. In this week’s
Vanagement, Marketing & Sales section,
©am Baker outlines the characteristics of
4 great mail campaign. Don’t miss the “12
Sins ta, Avoid” when planning a direct-
mail campaign. Also in this week's MMS
section: Chris Witting offers four keys to.
seak: persistence that could lead you to
success, Dick Kazan has six ways you
san punch up your presentations, and
_indsay Wood Davis presents the sixth in
1is series on cluster management.
“There’s also our Sales Tip of the Week
and Radio Gets Resuits success story.
Pages 8-14

IAND NOW, MANY WORDS FROM
I0UR SPONSOR....

Thanks to a great economy and other
-factors, advertising “clutter” on the radio
-went up 6% betweer 1998-1999. CHR
=Editor Tony Novia spoke to an expert who
-takes a close look at the amount of
advertising aired on both radio and TV
-and explores the possible effects that too
-many commercials can have on your
listeners.

Page 43

« John Peroyea set as KLTY/Dallas GM;
Donna Fadal to become KDGE GM

o Michael Cruise becomes PD
of KKBQ/Houston

« Kevin Mayer named Chairman/CEQ of
Clear Channel internet Group

Page 3

CHR/POP '

* DESTINY'S CHILO Jumpir ' Jumpin’ (Columbia)
CHR/RHYTHMIC

» NELLY Country Grammar ‘Fo’ Reel/Universal) |
URBAN
» TONI BRAXTON Just Be A Man About It (LaFace/Arista)

URBAN AC 3
» TONI BRAXTON Just Be A Man About it (Laface/Arista)

COUNTRY
» ALAN JACKSON it Must Be Love (Arista/RLG)

AL

* MARC ANTHONY You Sang To Me (Columbia)

HOT AC
« MATCHBOX TWENTY Eent (Lava/Atlantic)

NAC/SMOOTH JAZZ 1

* JEFF GOLUB {/PETER WHITE No Two Ways ... (GRP/VMG)

ROCK

« RED HOT CHILI PEPPERS Californication (Warner Bros.)

ACTIVE ROCK ~‘
« PAPA ROACH Last Resort (DreamWorks) 1

ALTERRATIVE
* PAPA ROACH Last Resort (DreamWorks)

ADULT ALTERNATIVE ’

« DAVID GRAY Babylon (ATU/RCA)
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Clear Channel-AMFM: Done Deal

M Lebow leaves to spend more time with famlly

Clear Channel finally completed its $23.8 bil-
lion merger with AMFM last week (8/30) after a
federal judge signed the DOJ Antitrust Division’s
divestiture order. Trading of “AFM” shares was im-
mediately halted, and stockholders received 0.94 [
Clear Channel shares for each AMFM share held.
Clear Channel will have about 634 million fully
diluted common shares outstanding.

The combined operation now includes more than
900 radio stations — to be headed by Clear Chan-
neél Radio Chairman/CEO Randy Michaels and &

MERGER/See Page 42

- Will fewer dot-com
| spots hurt bottom line?

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

Investment analysts’ con-
cemns that radio advertising
growth will slow down in the
second half of the year, par-
ticularly among dot-com ad-
vertisers, has sent radio stock
prices spiraling downward at
an alarming rate.

Clear Channel, Citadel,
Entercom and Emmis,
among others, have tumbled
over the past three weeks, but
Clear Channel has fallen the
farthest. On Aug. 15 CCU
shares closed at $83.063, but
on Tuesday (9/5) shares had
fallen nearly $20 to $63.937.
Citadel was down from
$28.44 on Aug. 15 to $17 on
Tuesday, Entercom dropped
from $44.875 to $34.312, and
Emmis fell from $37.562 to
$30.50.

The analysts blame the
*“wired markets” — cities that

SHARES/See Page 42
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Radio Stocks Fall On Ad Growth Goncern

Latest Calls From Wall Street
Company Analyst Rating (Target if applicable)
Ackerley James Boyle, First Union Strong Buy
Jessica Reif Cohen, Merrill Lynch Near-Term Buy
Clear Chan. Timothy Wallace, Banc of America  Strong Buy ($108)
Paul Sweeney, CS First Boston Strong Buy ($100)
James Marsh, Prudential Strong Buy
Gordon Hodge, Thomas Weisel Partners . Strong Buy
Michael Kupinski, A.G. Edwards Maintain Position
Beasley Timothy Wallace, Banc of America Strong Buy ($20)
Paul Sweeney, CS First Boston , Buy
Andrew Marcus, DB Alex. Brown Buy
Citadel  Timothy Wallace, Banc of America  Strong Buy ($55)
Cox Radio  Timothy Wallace, Banc of America Buy ($35)
Cumulus  Timothy Wailace, Banc of America Market Perform
bisney Sobani Warner, Williams Capitalv ~ Accumulate ($44)
Emmis Timothy Wallace, Banc of America Strong Buy ($60)
Michael Kupinski, A.G. Edwards Buy ($65)
Entravision Jeffrey Jones, Donaldson, Lufkin & Jenrette  Buy ($26)
Hispanic Br. Timothy Wallace, Banc of America Buy (357)
Radio One  Timothy Wallace, Banc of America : Strdng Buy ($38)
Tribune Michael Kupinski, A.G. Edwards Accumulate ($52)
: P uPetgrgAppert,'b‘é Alex. Brown X Market Perform

Slrlus Sends Up
Second Satellite

Sirius Satellite Radia
launched Sirius-2, its second of
three orbiting satellites, from
Baikonur Cosmodrome in
Kazakhstan Tuesday (9/5). News

SIRIUS/See Page 42

Barnett Now 'EVP/
GM For Epic Group

By STEVE WONSEEWICZ
R&R MUSIC EDITOR
swonz@rronline.com

Epic Records Group has
promoted Steve Barnett to the

—= newly created

post of Exec.
VP/GM.
Based in New
York, he re-
| ports to ERG
President
Polly Antho-
ny.

“Steve’s
leadership
abilities and
broad under-
standing of
the marketplace have enabled
him to make significant contri-
butions to the development and
growth of Epic Records Group,”
Anthony said. “His extremely
successful global marketing

BARNETT/See Page 42

Barnett
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July Radio Revenues Up 11%
® YTD numbers pacing 19% ahead of last year

July were 11% higher than in
July of last year.

RAB President/CEO Gary
Fries expects the growth to
remain steady through the
end of the year, which means
that the radio industry should
coast into another year of

By Ron RoDRIGUES
R&R EDITOR-IN-CHIEF
ronr@rronline.com
Investment community
skepticism over radio industry
ad growth — as described in
the story above — seems to
be unfounded, according to
revenue stats released by the

RAB. Industry revenues in RAB/See Page 42

échurr, Han{iylton
Get Expanded CCU
Market Mgr. Duties

By JuLE GmoLow
R&R NEWS EDITOR
Jjgidlow@rronline.com

Following the completion of
its merger with AMFM (see
story above), Clear Channel has
realigned the managerial duties
of some of its Dallas and Hous-
ton executives.

Tom Schurr has been named
VP/Market Manager for the
company’s newly expanded Dal-
las cluster, which now includes
KDMX, KEGL, KHKS, KTXQ
and KZPS. He was previously
VP/Market Manager over
KDMX & KEGL and once held
a similar position for the
company’s KHMX & KTBZ/
Houston.

In Houston, Car! Hamilton
assumes the title of VP/Market
Manager and will oversee the

TEXAS/See Page 42

Industry news continuously updated: www.rronline.com
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Fadal To Move To
’DGE/Dallas; KLTY
Ups Peroyea To GM

The recent an-
nouncement by
Salem Commu-
nications that it
would trade its
newly acquired
Alternative
KDGE/Dallas
for Sunburst Me-
dia’s crosstown
Centemporary
Christian KLTY
has resulted in the
naming of new GMs for the stations.
Current KLTY GM Donna Fadal
will assume the GM post at KDGE
when Sunburst begins its LMA of
the station on Oct.1
The move brings Fadal back to
-rock-oriented secular radio. In the
early ’90s, she served as VP/GM of
KEGL/Dallas. Over at KLTY, cur-
rent GSM John Peroyea will take
over as GM when the station tran-
sitions from Sunburst to Salem via
an LMA, also set for Oct. 1.
Peroyea is a veteran radio executive
who has served as president of
three former radio companies, 1n-
cluding Narragansett.

DALLAS/See Page 26

Peroyea

Gruise Gontrols
Programming At
Houston’s KKBQ

KASE/Austin PD Michael Cruise
has been named PD of Country
KKBQ/Hous-
ton. The appoint-
ment came on
Aug. 30, the
same day Cox
closed on its pur-
{ chase of the sta-
tion. The PD post
had been open
since late March,
when Tim
Murphy left to
teke the PD reins

at WSM-FM/Nashville (R&R 3/10).

Cox/Houston OM = Dennis

Winslow told R&R, “Michael is an

awesome catch. We’re truly de-
=lighted. He’s got the smarts and the

drive and is a positive, hard-charg-
ing individual who will fit right into
the Cox organization. The Country
-battle in Houston is going to be a
long war, and we’re confident we
-have a general to wage it well”
Cruise, who starts Sept. 14, told

R&R, “How often do you get to
—leave a world-class station and call

letters like KASE and go to another
-like 93Q, KKBQ? It’s just a tre-

mendous opportunity. I’ve learned

Cruise

CRUISE/See Page 26

Three Denver stations flipped
formats last week: Clear Channel's
NAC/Smooth Jazz KHIH to CHR/
Pop; Jefferson-Pilot's Classic Coun-
try KCKK-FM to NAC/SJ; and Em-
mis’ Alternative KXPK to what the
company is calling “The '80s and
Beyond”

First to flip was KHIH, which be-
came “95.7 Kiss FM" last Friday (9/
1). “There was a hole in the mar-
ket for hit radio,” said VP/GM Don
Howe. “With Clear Channel's na-
tional experience with this format,
we decided to go for it. We'll be
playing artists like Britney Spears,
'N Sync, Janet Jackson, matchbox
twenty and The Goo Geo Dolls”

As a result of the switch, Clear
Channel moved the station’s prevl-
ous NAC format onto the Internet at
www.khih.com, with Becky Tayior
as PD. “Although we're excited to
provide Denver's listeners with
Kiss-FM’s hit music not currently
heard in the market, we're also ea-
ger to explore a full-biown effort to
provide smooth jazz via the Inter-
net,” Program Manager Mike
O’Connor said. “The synergy be-

‘A New Era In Denver Radio Has Begun’
m KHIH, KCKK-FM and KXPK undergo format flips

tween KHIH listeners and web-
based technology is obvious, since
our strongest smooth jazz listening
is in-office and at home, where they
can easily log on to hear their fa-
vorite music on www.khih.com?”

That same day Jefferson-Pilot
seized the opportunity and flipped
KCKK-FM to NAC. Simulcast part-
ner KCKK-AM will continue with the
Classic Country format. Jefferson-
Pilot, which also owns “Mile High
Country” KYGO, is no stranger to
NAC — it also owns NAC KIFM/
San Diego.

“Dropping the Classic Country
format [on FM)] is very disappoint-
ing, KCKK-AM & FM & KYGO VP/
GM Bob Call said. “We tried very
hard to go where no other compa-
ny had gone before in creating a
position for Classic Country. The
biggest challenge is that listeners
who like older artists and music
also love the newer artists and mu-
sic. We just couldn't garner a large
enough saiable audience. We put a
lot of energy and resources into the

DENVER/See Page 42

"YAY Looks To Country’s ‘New Golden Age’

Two months into his tenure at
ABC’s Country WKHX &
WYAY/Atlanta, OM Dene Hallam
has teamed with WYAY PD Steve
Mitchell to modify the focus of
WYAY and, to a lesser degree,
WEKHX. As of 3pm last Friday (9/
1), WYAY became “The New
Eagle 106.7,” positioning itself as
“Real Country ... Less Talk.”

In differentiating itself from
WKHX, Hallam says the station
will emphasize country hits from
what he refers to as “the new
Golden Age of country,” from
1986-95, along with “a good dose
of early *80s and currents.” The li-
brary won’t contain much music
from the last couple of years. It’s
important to note that the new

Eagle is not a *“Classic Country”
station, but will play about the
same amount of current music that
it now plays. However, Hallam says
it will stay away from pop-leaning
country. New station jingles are
sung by Georgia native Travis Tritt.

Concurrently, WKHX has adopt-
ed the new slogan, “Atlanta’s Best
Country Mix.” Hallam says the sta-
tion will be more Hot AC-like in
presentation and more aggressive
on currents.

Of the changes, Hallam told
R&R, “The bottom line is that
we’re trying to serve the Atlanta au-
dience with two distinctive radio
stations. In our opinion, we thought

WYAY/See Page 42
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Mayer I;e_ads Clear Channe

rE s

Kevin Mayer has been named to the newly created Chairman/CEQ post
for Clear Channel Internet Group. Mayer will work closely with Clear
Channel’s radio, TV, outdoor and SFX Entertainment divisions and re-
port to Clear Channel' President/COO Mark Mays

“I’s increasingly clear that the Internet is a critical component of our
company’s future growth and shareholder return,” Mays said. “However,
as the markets have shown, expansion into this area needs to be thought-
ful and strategic. By creating this new post and appointing an executive
of Kevin’s caliber, we are signaling our commitment to building this busi-

ness the right way.”

Mayer was previously President/CEO of Playboy.com and, while work-
ing with Disney; ran the GO.com portal. “I’m thrilled to join such an out-
standing and visionary company and leadership team,” Mayer said. *I'm
a strong believer in the marriage of traditional and new media, and I look
forward to maximizing the Internet opportunity for Clear Channel.”
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Four-year KKSN-AM & FM and
KRSK-FM/Portland OM/PD Joel
Grey has been tapped to program
AC KKLT/Phoenix. He begins his
new assignment Sept. 18 and suc-
ceeds the departing Brad Waldo.

“We have to look at some re-
search to see exactly where the sta-
tion is, but KKLT has always been
a legendary AC in the market,”
Grey told R&R. “It’s a heritage sta-
tion that might need a little work
here and there, but within the core

' Grey Appointed PD At Phoenix’s KKLT

demos, KKLT is a player. It’s not
like we have to blow up anything
and start all over. We’ll put some
new paint on the station, but it’s a
great place to start.

“As they always have been,
[KKLT’s new owner] Emmis is a
very program-driven company- and
will give us the opportunity to do
some great things.” Grey’s previous
programming background includes
KHTC/Phoenix, KMJI/Denver and
WENS/Indianapolis.

N

Isreal Lands PD Post At WFLC/Miami

Six-year WOMX/Orlando PD

| David Isreal has accepted the pro-

gramming chair at WFLC/Miami.
He replaces Andy Holt, who re-
cently left the Cox AC.

In addition to having been an
RCA Market Research Analyst,
Isreal was formerly MD at
WMXV/New York. His program-
ming credits include WOJY/
Greensboro, WEZO & WRMM/
Rochester and WKIX/Raleigh.

“With David’s selection, we have
an experienced and creative leader

| to guide ‘Coast’ to an extended stay

as a market ratings champion,” re-

marked Cox Group VP & GM/Mi-
ami Bob Green.

“WFLC is owned by a fantastic
company, and my first priority is to
learn the Miami market,” Isreal told
R&R. “I've been in Orlando quite
a while, but guess what — Orlando
isn’t Miami. The beauty of the
Internet is that I’ve been able to lis-
ten to WFLC and [AC competitor]
WLYF, but I haven’t been able to
spend enough quality time, because
I’'ve been focusing on WOMX’s fall
book. Thus far, it’s unfair for me to

ISREAL/See Page 26
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Radio Business

Beasley Breaks Open The Bank

] Broadcaster closes on $300 million credit deal

BY WALT STARLING
R&R WASHINGTON BUREAU
wstarling@rronline.com

The Beasley Eroadcast Group (Nasdaq: BBGI) doubled the
amount of the credit facility available to the company on Tuesday,
obtaining a new $300 million line of credit that will be used for
financing recent acquisitions, for working capital and for general
corporate purposes. The Bank of Montreal heads up the under-
writing syndicate, and participating institutions include Banc of
America, Fleet National and Bank of New York.

Like other radio stocks this year,
Beasley has taken its turn at being
battered by Wall Strezt. But Banc of
America analyst Timothy Wallace
rated Beasley as “strang buy” with a
target price of $20. Beasley’s 52-week
high was $16.62 with a low of $5; this
week's price is around $13.

The 40-year-old company is the

I6th-largest radio broadcasting com-
pany in the U.S. Including currently
owned and operated stations and
pending acquisitions, it has 42 radio
stations in 11 markets. Until recently
Beasley has kept to eight market clus-
ters in four states on the East Coast:
Pennsylvania, North Carolina, Geor-
gia and Florida. Its new markets in-

clude Boston, New Orleans and Las
Vegas.

The Beasley Broadcast Group is
still a family affair. Patriarch George
Beasley serves as Chairman/CEO,
daughter Caroline Beasley is CFO, son
Bruce Beasley is President, and son
Brian Beasiey is a company VP

In fact, the radio industry is stiil
dominated by family businesses, even
in companies that are publicly traded.
The Mays family rides herd over 900
stations at Clear Channel, Radio One
remains the kingdom of Cathy
Hughes and son Alfred Liggins,
Entercom is the domain of the Field
family, and Cumulus is guided by the
Dickey brothers, Lew and John.

Cox Radio Gompletés Atlanta, Hld'ilston Deals

On Tuesday Cex Radio completed a three-way purchase and

swap with Midwestern Broadcasting and Salem Communica-
tions. Cox bought Midwestem for $280 million dollars, then traded
newly acquired Urban AC WALR-FM/Atlanta to Salem, throw-
ing in Adult Standards KLUP/San Antonio and Oldies WSUN-
AM/Tampa in retum for Salem’s Contemporary Christian KKHT-

FM/Houston.

But Cox keeps its cash flow in At-
lanta. The company moved WALR’s
Urban AC format, with its estimated
1999 billing of $21 mullion, down to

exploring longer-term financing,

WIZF’s 104.1 frequency, where the
NAC/Smooth Jazz format had been
billing only $8 million. In spite of
KKHT’s 100kw blowtorch signal,

FTM Media’s Net Loss Widens In Fiscal Q1 2000

eed The Monster last week reported revenue of $177,895 for the three months ended June 30. Net loss widened
from $938,159 {15 cents per share) to $2.9 million (31 cents). FTM said its increase in expenses and losses
resulted primarily from new personnel, space and equipment the company has added since fiscal Q1 2000. FTM,
which develops websites for major-market radio stations, is currently pursuing $2 million in bridge financing and

G i

Salem had been unable to muster rat-
ings above a .7 12+, partly because
Houston has six other stations with
some form of Christian program-
ming. Two of those six stations also
belong to Salem.

As R&R went to press no format
flip had been announced for KKHT,
but a survey of existing formats shows
multiple Country, Oldies and AC sta-
tions in the market.

— Walt Starling

Bloomberg “Zz2zs°

Eller Media Adds Two Outdoor Firms

ller Media, Clear Channel’s outdoor subsidiary, closed on its acquisi-

tion of Donrey Outdoor on Sept. 1. The deal gives Eller a presence in
such markets as Columbus, OH; Las Vegas; Oklahoma City; Albuguerque;
Tulsa; Little Rock; Wichita; Reno, NV; and Ft. Smith, AR. Earlier in the
week Eller completed its purchase of Triumph Taxi Advertising (which does
business as TaxiTops), which operates more than 25,000 taxi displays on
about 8,400 taxis in Atlanta, Boston, Dallas, Detroit, Las Vegas, Los Ange-
les, Miami, New York, Orlando, Philadelphia, Phoenix, San Francisco and
Washington, DC. No purchase prices were disclosed.

Nassau Will Close On Aurora This Month

N assau Broadcasting Partners said it has obtained private equity fund-
ing and will complete the $185 miillion acquisition of nine Aurora Com-
munications stations by the end of this month. Nassau withdrew its IPO
plans last month, five months after it agreed to acquire WFAS-AM & FM &
WFAF/White Plains, NY; WICC & WEBE/Bridgeport, CT; WINE, WAXB &
WRKI/Danbury, CT; and WPUT/Brewster, NY. The.company plans to call
the cluster“Nassau North” and relaunch WFAF, which currently simulcasts
WFAS-FM’s AC format, with a new format by the end of next year.

Radio One Sets Sept. 15 Shareholders Meeting

adio One has announced a shareholders meeting tq be held Sept. 15.
The company will again ask shareholders to convert Class A shares
to nonvoting Class D shares. D shares were awarded to A shareholders
earlier this year in a two-for-one split, but at the time the shareholders re-
jected an overall conversion of A’s to D's. Now Radio One's board believes
stockholders will benefit from the conversion: Since there could be more D
shares offered on the public market, the issue will have greater value than
the A shares. J
Also at this month's meeting, shareholders will consider reelecting board
members Cathy Hughes, Alfred Liggins, Larry Marcus, Brian McNeill and
Terry Jones, as well as the appointment of Arthur Andersen LLP as the
company’s independent public accountant for the year 2000.

Lamar Amends AMFM Shareholder Agreement

L amar Advertising has amended its shareholder agreement as part of
the Clear Channel-AMFM merger. AMFM’s stake in the outdoor adver-
tising company represents more than 26 million shares of class A common
stock. As part of Clear Channel's acquisition of AMFM, Lamar is required

Continued on Page 6

R&R Stock Index

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

Change Since
9/1/99 8/25/00 9/1/00 91199 8/25-9/1/00
Radio Index 307.22 323.21 312.05 +0.16% -0.35%
Dow Industrials 10,9379 11,192.63 11,238.78 +2.53% +0.41%
S&P 500 1,331.07 1,50645 1,520.77 +14.02% +0.95%

RS

[A's #1All Night
Talk Show!

Already Cleared on Over
20 Markets including:
KLSX-97.1 L.A.'s FM Talk Station
KOTK Portland « KNUU Las Vegas
WCKG FM - Chicago + WINZ Miami
KYNG-FM Dallas
KSDO San Diego
la-6a EST
Sunday - Friday

Listenj24/7fonlfisherentertainment.com

ENTERTAINMENT
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Can RADIO Ssurvive *‘
the BROADBAND _ -

Revolutlon?

Coleman and Arbitron w1]] answer tl
question at the NAB Radio Show when we AT o T
the results of a comprehensive study of hsteners who
have broadband Internet access in their homes. It's the
industry's most important research study in years.

e

Broadband will bring high-speed Internet-based audio
entertainment to over 30 million American households
by 2004. Will this undercut radio listening? Or does it

represent a huge opportunity for radio?

Don't let the Broadband Revolution
leave YOU behind...

ATTEND THIS SESSION‘

“Can Radio Survive the Broadband Revolution?”
Friday, September 22,2000 - 9am

The NAB Radio Show - Moscone Convention Center
San Francisco, CA

For more information, visit www.colemanresearch.com.

COLEMAN ARBITRGIN

Music. TRENDS. BRANDING.
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Radio Business

DEAL OF THE WEEK 2000 DEALSTO DATE

Dallars To Date: $7,629,757,226
(Last Year: $3,082,118,772.39)
o KSUD-FM/Turrell and KSUD- ‘ Dollars This Week: 155.000
ﬂlllg/l_y}est Ml/Wuemphis, AR and (Lasz'g,g; $11,334,500) |
-AM/Germantown, TN 2 i .
(Memphis) $2.6 million } Stations Traded This Year: 4T 550;
3

i Stations Traded This Week:

(Last Year: 23)

TRANSACTIONS AT A GLANCE

® WACA-AM/Wheaton, MD (Washington, DC) $2.5 million
* WTRX-AM/Flint, Ml $180,000
® WCLE-AM/Cleveland and WCLE-FM/Cathoun, TN
$2 million
e KLDI-AM & KRQU-FM/Laramie, WY $875,000

Pollack Sells Memphis Threesome

1 Deal with Educational Media Foundation highlights slow week for deals; Entravision sells WACA/Washington to station GM

Foundation, headed by Director/
Finance Joseph Miller. Phone:

KSUD-‘FM./Tu.rfeII'and

916-282-1400
KSUD-AM/West SELLER: Pollack Broadcasting
Memphis, AR and Co., headed by VP William Pol-
WPLX-AM/ lack. Phone: 901-751-1513
FREQUENCY: 94.7MHz; 730
Germantown, TN kHz: 1170 kHz
(Memphis) POWER: 6kw at 328 feet; 230

PRICE: $2.6 million
TERMS: Asset sale for cash
BUYER: Educational Media

watts day/250 watts night; Tkw
FORMAT: Religious; Religious;
Adult Standards

| BROKER: John Saunders of
’ Saunders Media
l

WACA AM/Wheaton
(Washington, DC)

PRICE: $2.5 million

TERMS: Asset sale for cash

BUYER: AC Acquisitions LLC,

headed by CEO Alejandro
| Carrasco. Phone: 301-942-7798

www.patcomm .Com

NAB Radio Show 2000

HILTON SAN FRANCISCO & TOWERS

SUITE 1-4075

Call Today to Discuss Your Station’s Brokerage
and Financing Needs

Larry Patrick

President

Susan Patrick
Executive Vice President

—/////4

W
I

PATRICK

(410) 740-0250

Terry Greenwood
Vice President

Greg Guy

Vice President

COMMUNICATIONS

SELLER: Entravision Commu- | TERMS: Asset sale for cash

nications Corp., headed by CEO | BUYER: East Tennessee Radio

Walter Ulloa. Phone: 310-820- | Group. Phone: 865-453-2844

5355 SELLER: Randall Sliger. Phone:

FREQUENCY: 1540 kHz | 423-745-1000

POWER: 5kw day FREQUENCY: 1570 kHz; 104.1

FORMAT: Spanish AC/Spanish | MHz

Talk | POWER: 5kw day/84 watts night;

BROKER: Bruce Houston of | 2.3kw at 522 feet

Blackburn & Company | FORMAT: Gospel; Country
- ;

==

' KLDI-AM & KRQU-FMW/
Laramie

PRICE: $875,000
TERMS: Asset sale for cash
BUYER: Laramie Mountain

WTRX-AM/FImt

PRICE: $180,000

TERMS: Asset sale for cash
BUYER: Citadel Communica-
tions Corp., headed by Presi-
dent Larry Wilson. Phone: 702-

804-5200 .

Broadcasting. Phone: 307-778-
SELLER: David Lee. Phone: 810- 9;1’2 cagting. Ewoas
964-6449

SELLER: Chaparral Broadcast-
ing, headed by President Scott
Anderson. Phone: 203-977-
6731

FREQUENCY: 1210 kHz; 102.9
MHz

POWER: 10kw. day/1kw night;

FREQUENCY: 1330 kHz
POWER: 5kw day/1kw night
FORMAT: Sports

WCLE-AWCleveland
and WCLE-FM/Calhoun | 100kw at 1,250 feet

PRICE: $2 million | FORMAT: Oidies; Classic Rock

Blao =

contmued from Page 4

. BUSINESS
[ BRIEFS

to register for the sale of those shares so they can be divested by Jan. 1,
. 2003.AMFM and Clear Channel, which relinquish their rights to board rep-

resentation and approval over certain major LLamar transactions, have agreed

to vote their shares in the same proportion as the vote of all holders of
. Lamar voting stock. Meanwhile, the DOJ's consent decree prohibits AMFM
¢ and Clear Channel from acquiring any additional Lamar shares (unless it
intends to acquire a majority voting interest) and requires Clear Channel
executives Tom and Steve Hicks to resign from Lamar’s board.

AFTRA/SAG Strike Targets General Motors

FTRA/SAG union announcers and actors have begun picketing at GM's

Detroit headquarters and at selected sites around the U.S.because,

¢ theunions said, GM“aggressively pursued the production of nonunion com-

mercials during the AFTRA/SAG strike against the advertising industry.

General Motors is one of the largest radio and TV advertisers in the world”

AFTRA/SAG have been on strike since May 1 in what is now the longest
strike of this type in union history. A 1988 strike lasted eight weeks.

NAB Radio Show In Survivor Mode

BS-TV's Survivor host Jeff Probst will take part in a Sept. 22 session

at the NAB Radio Show in San Francisco. The session will be called
“Make Them Laugh, Make Them Cry: How to Create Emotion on the Ra-
dio” Probst will offer insights on how to attract a monster audience and hold
them with emotional bonding. The panel will also feature record producer
David Foster, who plans to discuss the emotional chord certain songs hit
with listeners. KHKS/Dallas’ Kidd Kraddick rounds out the panel; and Nassau
Broadcasting Sr.VP/Programming Michelle Stevens will serve as modera- |

.

L. O PR
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“Just because your voice reaches halfway aroumnil the
world doesn’t mean you are wiser than when it
reached only to the end of the bar.”

— Edward R. Murrow

¢ Nashville’s Jay Werth in the GM Spotlight, Page 10
* Lessons learned from our sports heros, Page 12
e Radio Gets Results with recruitment advertising, Page 14

management - marketing - sales

{SALES &8 MANAGEMENT |

OPEN IT, DON'T TRASHIT _

M Tips to make your direct-mail campaign effective

gy Pam Baker Without a clear objective, direct-

ies & Marketing Editor
pambaker @rronline.com

mail campaigns can be a big

waste of money. But with the
1 right plan, execution and fol-
low-through, you can turn a di-
rect-mail campaign into a rat-
ings winner —and develop one-
on-one relationships with your
loyal listeners.

Always know -your objective
when you begin a direct-mail
campaign. Is itto introduce a new
morning show, encourage at-
work listening or announce a TSL
contest? You must know your
objective, and you must target heavy users — in radio
terms, your Pls. Direct Marketing Results Sr. VP/
Marketing Strategy Catherine Jung observes, “At most
stations 75%-90% of listening is driven by the Pls. In
terms of TSL, Pls are 22 times more valuable than P3s.
As with many products and services, loyalty — P1s —
comes from regular, frequent and repeated contact, with
a benefit-driven message, with the most appropriate
people. Campaigns that build loyalty and get ratings are
highly targeted to high-potential P1s.”

THE ENVELOPE, PLEASE!

What happens when you open your mailbox and see
brochures or obvious. direct-mail envelopes? You

probably spend about three seconds deciding whether
to open them or trash them. What entices you to open a

piece of mail? It's simple: the thought that you might
benefit from what's inside. Is it something of valué? A
special offer for something you want or are interested
in? Time-saving information? Something unique and
intriguing?

Junk mail that you immediately toss probably has a
return address or a teaser that you recognize and that
makes you assume that the mail doesn’t have any value
to you. For example, “You've been preapproved for a
new Visa card” (you don’t need or want another credit
card), “Publisher's Clearinghouse” (you know the
service and don’t want it) or “AARP” (you're only 35
and don’t plan to retire soon). So the purpose of the
outside of your mailing is not to sell anything. Its sole
purpose is to make people in your target market open
the mailing and read it.

With that in mind, make your greeting personal.
Choose clear language and a design that is easy to read.
And always include a “response mechanism” — a
business reply card, a toll-free number or an online

contest — that will ensure proper
tracking of responses.

PICKING THE ‘A’ LIST

The key tosuccessful direct
mailings is selecting the right
target for your station — that
is, searching out your Pls. Art
Siegel, Editor-In-Chief of Sales
magazine and Sr. Partner at
SalesDoctors Inc., says, “No
matter how great your mailer is, the
biggest factor in your response rate will usually be
your list selection. The more general your list, the more
often your message will miss the mark. The more
narrowly defined your list, the greater your ability to
create a mailer that hits right on the mark.”

What if you want your mailer to appeal to both men
and women, and you want it to promote all the benefits
of your radio station? “Baloney!” Siegel exclaims. “The
more things you try to say, the less your mailing will
appeal to anyone. If you must mail to multiple groups,
each of which has different interests, then you must also
create different mailers, each one focusing on the needs
of just one part of your market. It's better to send 12 low-
tech letters, each with different content, to people in 12
different market segments than to send everyone the
same ultrasophisticated full-color brochure.”

BUY LISTS BY QUALITY, NOT PRICE

OK, so you've decided to execute an in-house
mailing targeted to men 18-34 years old to promote your
edgy FM Talk lineup. When purchasing a list, be very
choosy, and don’t buy a list of names just because it's
cheap. “From our experience, some of the best mailing
lists are subscriber lists rented from magazines and
newspapers,” says Siegel. “These publishers generally
allow you to start with as few as 5,000 names and to use
various selection criteria — geographic area, income
level, job title or others — to pick the subset of names that
best fits your product or service. The better publications
do a pretty good job of identifying the demographics
and qualifications of each subscriber, and they also keep
their mailing lists quite accurate.”

So when targeting men 18-34 for an edgy FM Talk
station, don't settle for just a list of men. Find a list of men
who subscribe to Playboy, Penthouse or Hustler.

GETTING YOUR
MESSAGE HEARD

Consumers receive, on average, more than 3,000
commercial messages every day. In order to break
through, your message must be clear and benefit-driven
and include a compelling call to action. The more
personalized the message, the better the chance it will be
read. And don't forget to integrate your message with
your on-air elements and supporting marketing.

“Too often we fail to create a marketing com-
munication plan,” says DMR COO Tripp Eldredge.
“Instead, we focus on choosing just one tool — direct
mail, telemarketing or billboards. In order to break
through to the consumer, your plan must have
frequency, so it will rehearse and reinforce learning of
the message you're communicating. Multiple-compo-

_nent campaigns have a greatly increased likelihood of

success.”
Eldredge uses Arbitron as an example: Arbitron
starts with a postcard, follows up with a phone call,

sends a direct-mail piece in the form of a diary and soon.
“An effective plan employs multiple tools and elements

to ensure the message breaks through,” adds
Eldredge, “and it uses the most
== appropriate sequence to achieve
the marketing objectives.”

SINS TO AVOID

The team at DMR offer this
list of “sins” to avoid when
planning a direct-mail campaign.
1. Failing to properly define
and locate your target.
2. Purchasing inaccurate, irrel-
’ evant or incomplete lists.
3. Failing to use multiple contacts or
repeated mailings — that is, expecting
success from a single mail piece.
4. Making the piece, letter or video
too cluttered.

5. Selling something else — for example, a mailer that
looks like a travel brochure will artificially eliminate
those not interested in travel,

6. Failing to integrate the message on the air, online
and with other marketing messages.

7. Missing the opportunity to sell your website or to
drive people to a registration form so you can harvest e-
maii addresses.

8. Failing to meet the new postal disclosure
requirements that went into effect in April.

9. Not maintaining a “do not mail” list and a set of
mailing procedures.

10. Spending too much on postage due to not
meeting postal specifications and sorting requirements.

11. Wasting money mailing to undeliverable or
invalid addresses by failing to clean and process your
list.

12. Failing to respond to those who use your reply
card.

THE SHOTGUN APPROACH

“Through the years I've found that when programs
are ineffective, it's because they were not thought
through properly, were rushed or had alack of targeting
or follow-through,” shares consultant and author Cliff
Quicksell Jr. “For the longest time direct marketing was
done using the shotgun approach: Create something
neat on paper, send it to as many prospects as possible,
then sit back and wait for the phone to ring. With an
approach like that it's not surprising that 3%-4% success
rates are the norm. No wonder many markets consider
direct marketing a waste of time, effort and money.”

Quicksell suggests creating a campaign with pro-
motional products. “The reason they work is because
they are specifically designed to take advantage of the
emotional triggers that make certain people respond in
certain ways to certain advertising messages,” he says.
“If you give someone a pen with your corporate logo on
it, it may have some appeal and will be somewhat
appreciated. But give someone a pen imprinted with his
or her own name, and that same writing instrument
takes on a whole new complexion.”

To increase the likelihood of readership, some of
DMR'’s clients have used such a personal approach in
their direct mailings, including messages that quickly
alert the listener to a key benefit of opening the piece;
premium items that increase the value to the listener,
such as keychains, dry-erase boards, return address
labels, magnets, pens or notepads; and birthday cards
(few people receive more than three birthday cards each

year).

For more information, contact Tnpp Eldridge or Catherine Jung at DMR at
859-655-9200. Visit Art Siegel's website at www.salesdoctors.com. Cliff
Quicksell Jr. can be reached at 301-937-2694.

www.americanradiohistorv.com



www.americanradiohistory.com

-

Interep Presents
Radio 20:20 - A Sound Vision of Radio’s Future

Join us to hear three industry leaders present research findings
on The Future of Audio Entertainment, The Impact of New Technology
on the Broadcast Industry, and The Effects of E-Commerce on Terrestrial
Radio and Advertising.

On Wednesday, September 20, Interep will introduce Radio 20:2C -
A Sound Vision of Radio’s Future at the NAB Conference, featuring the
findings of three leading industry futurists:

Professor of Media Arts & Sciences
MIT Media Lab
Massachusetts Institute of Tecnolegy

Dr. Barry Vercoe

Robert Kozinets  Professor of Marketing
J.L. Kellogg Graduate School of Mar.agement

_Northwestern University

Professor of Communications
Annenberg School for Communication
University of Southern California

Titus Levi

The radio industry has been enjoying one of the most prosperous
times in recent memory, yet we are faced with a barrage of questions
on the future of cur medium in an interactive environiment.

How can we, as radio executives, choose the best opportunities to
grow our businesses from a seemingly limitless array of options, and
how can we start taking advantage of these opportunities today?

Attend Radio 20:20 — A Sound Vision of Radio’s Future to learn
the answers!

Date / Time: Wednesday, September 20 at 12:30 pm
Where: The Great Room at The W Hotel

181 Third Street

(Directly across from the Moscone Convention Center)
RSVP: Online registration: www.Interep.com
Information: Call 212-916-0524

‘—IIMI?[P

. Salling Todcy._ Inasvating for Tomarrow
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B Get ready; it's Jungle Jay to the rescue

R&R shines the GM Spotlight on Nashville’s
Jay Werth, who is celebrating 32 years in the
radio industry this month. “He’s a great guy
who' understands the radio business,” com-
ments one R&R reader. Another colleague
remarks, “Jay’s got what it takes to win.”
Congratulations!

I decided to enter the world of
broadcasting because:

“I wanted to emulate either
Walter Cronkite or Johnny Car-
son. [ was recording ‘shows’ on
a portable Wollensack reel-to-
ree] at age 8.”

First job in broadcasting:

“At age 16, becoming ‘Jungle Jay’ on the
after-school request show The Mail Train, which
was broadcast on WISV-AM in the booming
metropolis of Viroqua, WIL.”

Career highlights:

“At KSSN-AM in Little Rock, obtaining
market-leading revenues in 123 of the 125
months | was there as GSM and GM and
winning three NAB Marconi Awards and a
Country Music Association Station of the Year
honor. Realizing my goal of a GM position in a

MiX929

Lite Rock Favorites

top-30 market, Sacramento. Joining South
Central Communications, where radio is fun!
Having a great mentor and friend in KSSN
owner Jerry Atchley.”

The most challenging aspect of being a GM:

“Creating win-win outcomes for competing
demands from departments
within the stations. Strategizing
the moves that will most
effectively synergize the radio
broadcast model with dynamic
emerging technologies.”

My most unforgettable mo-
ment at a radio station:

“Do you really want to
know? I'm not sure I can say it
in a family publication. Seri-
ously, the day my GSM found
out via a faxed radio industry
trade publication that our sta-
tions had been sold. I received
an urgent page, then haplessly
tried to explain to this irate
woman, who had just moved her family
hundreds of miles, why her GM had no earthly
idea what she was talking about. That led to a
call to my CEO, who said, ‘I'll call you back in 15
minutes.” He called back, and you can guess the

end to that story.”
I'm most proud of:

“The opportunity to
lead and influence stellar people throughout
my career who continue to prosper and grow in
the broadcast business. My terrific family:
Martha, my wife and best friend for 28 years,
and my three children, Matt, Rebekah and
Andrew.”

The best words of advice I've ever received were:

“Duck.” The next best words? Basically, a
mother’s encouragement to a boy to always
persevere. To this day I'm convinced that there
are more achievements based on the fundamen-
tal of perseverance than on
sheer genius or innate abil-
ity.”

You’'d be surprised to know
that....

“lI cannot write like John
Steinbeck, inspire like Jesus
Christ, innovate like Thomas
Edison, paint like Monet or
make money like Thomas Watson of IBM, but
I've been motivated by their example and
accomplishments, in addition to other role
models, to become, surprise, Jay Werth.”

The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pambaker@rronline.com.

J

Today's level of fierce competition demands that you prominently display your name every chance you get (location broadcasts, concerts, station spon-
sored autograph sessions, etc.). With theft, vandalism and loss, it becomes a costly proposition to continuously replace expensive signs and banners

costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to four vibrant colors printed on 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 display a bright new sign at every public event. They even make great-cost- effec‘rlve promotional
give-aways. Just roll of f what you need and cut.

Durable banners for an affordable price.

UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

for a free price quote.

©2000 Reef Industries, Inc.

PLASTIC
BANNERS

www.americanradiohistorv.com

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
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DON'T LET VALUABLE SPOTS ON YOUR
WEBGAST GO UNSOLD.

Make the most from your online inventory by delivering targeted advertising into your
live webcasts. With Hiwire, advertisers reach the precise audiences they want so you
get the high CPMs you deserve. Call affiliate relations at (213) 483-3900 or visit
www.hiwire.com for more info.

LOS ANGELES SANFRANCISCO NEWYCORK PARIS WWW.HIWIRE.COM

www.americanradiohistorv.com

hiwire.

Insert revenue into your stream
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WE ARE THE CHAMPIONS!

‘ G i On a Sunday in April
By Chris WI"lﬂg 1997 Tiger Woods fin-
ished the last hole at Augusta National to win
the Masters Tournament by the widest margin
in history. Though many thought he came out
of nowhere to wear the legendary green jacket,
Woods’ story is actually one of per-
sistence. Woods had played and prac-
ticed golf all his life for the chance
to play in that very tournament. He’d
struggled through the Masters the
two years before, not even breaking
par. Had he given up or lost hope, as
many others do, he would never have |
become the best player in golf, got-
ten his name in the history books or
collected well over $50 million in
endorsements.

The best athletes know the value
of never giving up. The greatest quar-
terbacks complete only six out of 10 passes. The
best basketball players make only 50% of their
shots. Major League Baseball players make it to
first base only about 25% of the time — and that
includes walks.

In sports, persistence can be directly measured
in the number of wins and losses of a team or an
athlete. Former Chicago Bears coach Mike Ditka’s
persistence inspired the Bears to 112 victories and
a Super Bowl championship. Ditka’s philosophy:
“You never really lose until you quit trying.”

Basketball superstar Michael Jordan was actually
cut from his high school basketball team, but persis-
tence helped him overcome that crushing defeat.

Ohio State football coach Woody Hayes
achieved 205 Big Ten victories, more than any
Big Ten coach in history. His persistence car-
ried the Buckeyes to 11 bowl games and pro-
duced 56 All-American players. Hayes de-
scribed his philosophy in four words: “Paralyze

resistance with persistence.”

Rick Mears, four-time In-
dianapolis 500 winner, knows
what fuels his success. In the
grueling world of long-distance auto racing, per-
sistence is his formula. Mears says, “7To finish first,
you must first finish.”

While studying those who have overcome re-
peated setbacks in all walks of life, I have seen
the same four keys to persistence again and again.

First key: Belief. The first key to per-
sistence is to truly believe that it is pos-
sible to achieve the desired result. Be-
lieve in yourself and believe you can
get what you want.

Second key: Perspective. The sec-
ond key is to gain perspective and
knowledge. Step back from a situation
of apparent failure or defeat and get
things in perspective. This may require
time or even physical distance.

Third key: Renewal. The third key
to persistence is to renew your energy
and focus. Gather your mental resolve
and rebuild your energy for the peak
effort ahead. You get focus and resolve through
meditation, visualization, prayer and reflection.
You get physical energy from regular exercise,
healthy food and enough rest.

Fourth Key: Action. After renewing your en-
ergy and sharpening your focus, move to the
fourth key to persistence: Get into action, and go
for what you want with total passion. Reach again
for what you want to achieve. Make a concen-
trated effort to go for it one more time, and go for
it with all the emotional fire within vou.

Use these four keys to peak persistence and,
like sports superstars, you can overcome seem-
ingly insurmountable obstacles on your way to
ultimate success.

Chris Witting's Success Journal now airs on 235 stations.
Call 1-800-743-1988, ext. 203. For free syndication tips and
advice, visit www.syndication.net.

MARK YOUR CALENDARS

Important dates and events in the coming months

e Sept. 13-14 — 2000 Arbitron PD Seminar Series:
Arbitron 101. Arbitron headquarters with-accommoda-
tions at the Sheraton Columbia Hotel, Columbia, MD;
410-730-3900

e Sept. 15-0ct. 1 — 2000 Olympics. Sydney, Australia

¢ Sept. 20-23 — NAB Radio Show. Moscone Center, San
Francisco; 202-429-4194

e Sept. 21-Dec. 13 — Fall Arbitron

¢ Oct. 19-Nov. 3 — Museum of Television & Radio's
“Radio Festival 2000” in New York; 212-621-6681

¢ Oct. 27-Nov. 3 — Museum of Television & Radio’s
“Radio Festival 2000" in Los Angeles; 310-786-1064

© Nov. 8-9 — 2000 Arbitron PD Seminar Series: Beyond
the Basics-and Arbitron Univetsity. Arbitron headquar-

ters with accommodations at the Sheraton Columbia
Hotel, Columbia, MD; 410-730-3900

2001

e Jan. 4-March 28 — Winter Arbitron

o Feb. 1-4 — RAB 2001: The Sales, Management &
Leadership Conference. Adams Mark Hotel, Dallas, TX;
800-917-4269

e March 8-10 — R&R Talk Radio Seminar. Marina Beach
Marriott, Los Angeles

® March 29-June 20 — Spring Arbitron

e June 6 — 2001 Radio-Mercury Awards Luncheon.
Waldorf-Astoria Hotel, New York; 212-681-7212

¢ June 13-16 — R&R Convention 2001. Century Plaza
Hotel, Los Angeles

® June 28-Sept. 19 — Summer Arbitron
e Sept. 20-Dec. 12 — Fall Arbitron

ALES TIP
o EIAWEEK

Jacques Werth
Co-author of High Probability Selling

Most advertising salespeople spend most
of their time and effort on the right pros-
pects at the wrong times for the wrong reasons. They target the
most obvious accounts and go after them as though they were
the only advertisers in the world. They do whatever they can to
get a few minutes with their precious targets, then they do ev-
erything in their power to persuade those prospects that adver-
tising on their stations will be the greatest decision of the
prospect’s career. Unfortunately, once in a while their strategies
succeed. We call that “random positive reinforcement.” Gam-
bling casinos use that occasional big win to keep the suckers
coming back.

Salespeople who have learned “High Probability Selling” do it
differently. They find prospects who want the benefits of what
they’re selling. Specifically, they offer the demographics of their
stations to those prospects who are most likely to want to reach
their audience. The way they do it is unique. They design a pros-
pecting offer of no more than 45 words, stating:

* Their name and the name of their company

* A short description of their demographics

* Two features of their audience or programming

* A request for a commitment that includes the word want and
requires a yes Or no answer

If the prospect says no, salespeople respond, “OK, goodbye.”
If the prospect says yes, salespeople make an appointment to do
business.

Now it should be obvious. that with this system the average
prospecting call will take less than 45 seconds, so these salespeople
easily average 67 calls per hour. Most prospects say no, and about
one in 36 says yes. But since you have to call the prospects about
three times before you can reach them, you need to multiply that
36 by three. So it takes an average of 108 calls dialed to reach one
high-probability prospect — but that takes less than two hours of
calling. You need a big prospecting list to make this system work
for you, but it’s worth it. Since all of the prospects who agree to an
appointment want to buy what you're selling, closing rates will be
higher than you might hope.

Now;, here’s the good news: Since your calls average only 45 sec-
onds, and you're not trying to get anyone to do anything they don’t
want to do, there is no rejection, no annoyance and no sales resis-
tance. Thus the prospects will welcome your calls, again and again,
every few weeks. The only proviso is that you must change the word-
ing of your prospecting offer each time you call. The important thing
is to see the prospects when they’re ready to buy and not to waste
your time with them when they’re not. Like the man said, “Timing is
everything,” This is the way to improve your timing.

The rest of the “High Probability Selling” process is just as new,
just as radically different and just as effective as this prospecting
system. The book comes with a money-back guarantee if you buy
it from the www.highprobsell.com website. Call 800-394-7762 for more
information.

For over 15 years KGO/San Francisco has reached out to listeners
through its quarterly Off Mike direct-mail newsletter, which goes
to more thdn 175,000 homes in the Bay Area. It must work: KGO
consistently dominates the top spot.

WWWwW.americanradiohistorv.com
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RCS RadioShow creates your own branded Internet player. Display “Now Playing” song/artist notes
and a “Buy Me” Button™ for impulse buying. Schedule interactive advertising & animated graphics like
you do in Selector®. You can even play different audio spots to each Internet listener.
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PRACTICAL TIPS FOR POWERFUL PRESENTATIONS

Whether in meetings;

By Dick Kazan
speeches or sales calls, your

you're funny, but being a comedian is a rare skill.
It's better to stick to your point and leave the hu-

ability to make presentations plays a cru-
cial role in your success. But few people
have strong speaking skills, and most be-
come nervous even thinking about getting
up in front of a group. Both of those prob-
lems, however, can easily be solved with
a few tips and some practice. Here’s how.
Identify your objectives. What would
you like to accomplish during your talk?
Clarify this in your mind beforehand, or it
won’t be clear to others. Write down your
goals in a brief note, and use it to remind
you and keep you focused as you speak.
List the benefits to your listeners. If listeners
do as you propose, what will they gain? Can they
make more money? Receive a promotion? Attain
recognition? Be specific. Most people

aren’t nearly as concerned with sav- THE R OA DTo
—

TR e wm o=

SUCCESS

ing corporate funds or serving cus-
tomers better as they are with under-
standing how they themselves will
benefit,

Share your enthusiasm. If you're
not excited by what you’re presenting, others won’t
be either. Smile, and establish eye contact with each
listener in turn. If someone asks a question, answer
that individual by name. Eye contact and address-
ing people by name personalize your message and
make your listeners feel important. Those are key
elements in gaining support.

Be brief. The worst things about presentations
are the long, rambling talks, voluminous handouts
and boring displays. Pleasantly surprise everyone
by getting to the point quickly. If handouts or dis-
plays are necessary, make them few and make them
memorable. It’s also fine to amuse your audience if

mor for other times.

Listen to disagreements. If you can get
the group’s agreement, great. If not, find
out why. Beware of resenting those who
disagree with you. Disagreements can be
taken personally, and hurt feelings may lin-
ger and show themselves in various ways
long after the meeting. It's much better to
thank the person for being candid and to
try toresolve his or her concerns. Chances
are other people had the same thoughts
and just didn’t speak up.

Grab their attention. If many speakers are
ahead of you, if you follow a boring speaker or if you
speak after lunch, you'll have to work to get your
audience’s attention. So make your first words pro-
vocative. For example, if you were
meeting with a group concerned
about health, you might step up
boldly, establish eye contact, and say
in a loud, firm voice, “Every fourth
person here will die of cancer.” You'll

get their attention. Then you could go on,

“The reason I'm here is to tell you what you can do to

greatly reduce the likelihood that it will happen to
you.” Now your audience is listening.

Whenever you make a presentation, start by say-

* ing something important, and say it with conviction.

Next week: Business advice from one of the most
successful people in the entertainment industry,
Dick Clark.

Dick Kazan is a successful entrepreneur who founded
one of the largest computer leasing corporations in the
United States and is a successful real estate entrepre-
neur. E-mail your comments or questions to him at
rkazan @ix.netcom.com.

PART SIX OF A SEVEN-PART SERIES

SEVEN FATAL FAILURES IN CLUSTER MANAGEMENT

No. 6: Failure to es-

By li”d.say ,WapdDavis’ tablish formal sys-

Radio Advertising Bureau tems.

Among the most celebrated genres of detective
fiction is the “hard-boiled” style, in which a lone-
wolf Philip Marlowe or Travis McGee uses equal
parts experience and convenient hunches to solve
the case. Another form of mystery, almost as popu-
lar, is called the “procedural.” In a procedural the
detectives of, say, Ed McBain's 87th precinct use care-
fully detailed, step-by-step police procedures to an-
swer the riddle and bring the guilty tojustice. I love
to read all kinds of mysteries, but when it comes to
cluster management, put me firmly in the proce-
dural camp.

Far too many market managers and sales direc-
tors think they can manage informally, using expe-
rience and hunches as their primary tools. Depend-
ing primarily on experience is fine —as long as you
never face a new type of challenge. Hunches are
useful, too, as long as you don’t plan on facing the
same situation ever again. While certainly useful,
experience and hunches should never be your pri-
mary tools in the complex job of managing a cluster
of radio stations. You must be more like a police
detective: You need formal procedures.

W.Edwards Deming was a brilliant management
theorist who famously said, “If you can’t measure
it, you can’t manage it.” Without measurement,
without knowing exactly what went into an effort,
there is no way of knowing why a particular out-
come occurred. And without knowing why some-
thing happened, how can you reliably repeat suc-

‘cesses or keep failures from happening again?

Formal procedures give you the clues that help
solve the mysteries of cluster management. Does
that méan less formal systems are wrong? No —
they’re a “corporate shorthand” that help us get
through routine work faster. But for informal sys-
tems to work, they must support the work of for-
mal systems.

In the sales arena alone there are many critical
systems, including prospecting, account list man-
agement, avails sharing, yield management, train-
ing, order approval, billing, commissions, collec-
tions and recruitment. It is systems like these and
their consistently successful execution that will de-
termine your success or failure.

The development and honing of appropriate
systems must be an ongoing focus for cluster man-
agers. Your future depends on it — and you don’t
have to be a detective to figure that out.

Next week: Plan ahead or fail.

WWW.americanradiohistorv.com

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

RADIO: NEWSPAPER’S
BIGGEST THREAT

As you know, newspaper advertising can be very expensive. Have your sales team
do a little research to find out what local newspapers are charging for recruitment
advertising. With a creative program, you can demonstrate to clients that spending
advertising dollars on radio — instead of newspaper — can produce better results
with greater frequency and reach. Remember, newspaper readership is declining,
but radio reaches 95% of ali consumers every week.

Category: Recruitment

Market: Danville-South Boston, VA
Submitted by: WAKG/Danvilte, VA
Client: 0'Sullivan Industries

Situation: Sometimes the “that's the way we've always done it” approach to
marketing can hinder growth — especially when you're recruiting in a growing
economy with less than 5% unemployment. O'Sullivan Industries had been trying
traditional newspaper classifieds to meet its need for employees. But, like many
businesses trying to fill out their rosters, O'Sullivan saw very little return on its
investment. Newspaper recruitment often attracts inappropriate candidates, and the
office furniture manufacturer realized that it was all but throwing its money away. As
the company was growing, however, it couldn’t afford to stop recruiting altogether,
Country WAKG/Danville,VA LSM Kay Price reports that O’Sullivan was ready to try
something a little less conventional when she brought the company her idea for a
radio-promoted job fair.

Objective: O'Sullivan needed 30 to 35 employees, plus a reserve to call on as
normal turnover took its toll on the sales force.

Campaign: WAKG produced an informative, attention-getting commercial with a
“carnival” approach, inviting fisteners to O’Sullivan’s job fair: “Come one, come all,
everyone’s a winner!” The 60-second commercials ran five times per day Monday-
Saturday from 6am-10pm, with the Saturday schedule ending at noon. The
excitement created.by radio sharply contrasted with the mundane newspaper ads
the company had been running, and the campaign also provided a way-to prequaiify
candidates. »

Resuits: O’Sullivan Industries went from being unable to get enough qualified
applicants to having to turn people away. “They had to close the doors at 2pm,” says
Price, “because there was still a line of people.” Out of 200 registrants from the fair,
0’Sullivan hired 35 and created a sizabie pool of potential employees. Those were
certainly the results the company needed to lend validity to its move to a more
results-oriented approach to recruitment marketing. 0’Sullivan will continue to call
onradio, its new business partner, as it expands its manufacturing to accommodate
the growth in the retail office furniture industry.

—— RABTOOLBOX——

More marketing information and resources fnim the RAB

Here you'll find more marketing information and resources from the RAB. For more
information, call the RAB's Member Service HelpLine at 800-232-3131, or log on
to RadioLink at www.rab.com.

INSTANT BACKGROUND — EMPLOYMENT

Key drivers of employee commitment: trust in senior leadership, 14%;
chance to use skills on the job, 14%; job security, 11%; competitive«
ness of rewards, 11%; quality of company’s products or services,
10%, absence of work-related stress, 7%; honesty and integrity of
company’s business conduct, 7%; alt other factors, 26%. (Watson
Wyatt Worldwide, 2000)

Top employment websites, ranked by percentage of job seekers
who used them: Monster.com, 43%,; local newspaper site, 37%,;
HotJobs.com, 24%; other local sites, 24%; Headhunter.net, 24%;
CareerPath.com, 23%; Jobs.com, 20%; JobsOnline, 20%; Yahoo!
Careers, 20%; CareerMosaic, 18%; America’s Job Bank, 18%; AOL
Jobs, 13%,; CareerBuilder, 11%; Classifieds2000, 10%; My Job
Search, 8%. (Forrester Research, 2000)

FROM THE RAB’SRADIO MARKETING GUIDE AND FACT BOOK

“Thirty-seven percent of persons 12+ don’t pick up the daily newspa-
per at all. Among those who do, most read only selected sections.
That's a significant gap in the reach of a newspaper ad — especially
since they typically run only once. Let radio deliver: Reinforce your
newspaper ad’s impact among consumers who saw it, and reach
those who won't see it at all. Radio reaches 94.5% of the 12.6% of
readers who usually read the classified ads and reaches 91.2% of the
87.4% who don’t usually read the classified ads.”
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Era Of Profitable Wehcasting
Begins: Targeted Spots Are Served

il Salem’s Christian Pirate Radio adopts listener-appropriate advertising
By Kurt Hanson

RAIN: Radio And
Internet Newsletter

The long-awaited
technological innovation
that may be required for
profitable Internet
broadcasting has arrived.
Some time in the past week or
so Salem Communications’
Christian Pirate Radio
{(www.mycpr.com) began using
Hiwire's ad-insertion technol-
ogy to send ditferent paid
S audio ads to different listeners
based on the listeners’ gender,
age and location.

Christian Pirate Radio is a Los Angeles-based
internet-only station launched by Salem three years
ago. It was the No. 7-rated Internet-only channet in the
most recent Arbitron InfoStream report.

in an experiment conducted fast week by RAIN'S
crack team of summer interns, we listened to CPR on
two difterent computers
simultaneously. We
registered one-listener
with the site as a 35-
year-old male living in
Chicago and the other
as a 19-year-old female
living in Los Angeles.

D Chistian Pivate Rudo  Micro, I K
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While most of the
spots in each break were sent to both listeners, about
one spot per break seemed genuinety targeted to the
appropriate listener. The 19-year-old Los Angeles
woman was sent a spot for Sears furniture while the
35-year-old Chicago man was sent a spot for The Call,
a Washington, DC-based gathering focusing on
improving relationships between fathers and sons.

We listened on the custom-designed Hiwire-enabled
CPR player, which was offered on the website for the
first time only last week. In fact, the “What’s.Playing”
feature only started working a couple of days ago.
Before that the station had been offering listeners a
three-station version of Hiwire's customized
multistation tuner.

CPR’s custom player currently requires the use of
Microsoft Internet Explorer and the Windows Media

Hiviro Hegatiabion

Player, plus a quick one-time download called “Hiwire
Browser Tuner Media Utilities.” Filling out a simple
registration form is also required to listen.

According to
Hiwire co-founder
Jim Pavilack,
CPR'’s ad targeting
iS running on a
Prophet automation system in the Windows Media
format, though additional automation systems and
streaming media formats are in the final stages of
testing and installation at other Internet stations.

The Race To Target Ads

Los Angeles-based Hiwire is not the only targeted
ad provider, but it seems to have won the race to get a
fully functional system up and running. Some other
firms are also making progress in the technology.

® Chicago-based RadiowWave showed a demo at fast
spring’s RAB of its program to overlay Internet spots
on top of broadcast spots. It's also capable of sending
visuals and web links to accompany each spot played.

® Washington, DC-based LightningCast, according
to RAIN's sources, may be only days away from
having the technical ability to successfully insert spots
into an automated station stream.

m New York-based Radio Computing Services is
currently offering station-level streaming software that
communicates with ad-serving networks like Engage
and AdForce.

Hiwire, which is backed by Grey Advertising and
several major Silicon Valley venture capital firms, is
also building up its ad sales network. Pavilack revealed
to RAIN that, in addition to its Los Angeles office,
headed by former KLSX/Los Angeles LSM Rick Flores,
it has opened a new sales office in New York, headed
by David Sall, a former AE and Director/Radio Market-
ing for Infinity Radio Sales. It's also opened an office in
San Francisco.

“We've already served thousands of ads,” Pavilack
tells RAIN. “We're busily installing into partner stations
right now, and we’re serving more ads every day. In
fact, we have more ads sold than we have places to put
them.”

The Key To Profits

Targeted audio ads, we believe, are the key to
making Internet radio a profitable business. When an
advertiser can place a spot specifying that he wants
that spot to be heard only by, for example, men 25-34
in certain ZIP codes, the webcaster can charge a
premium price per listener for that spot. Broadcast
radio has never had that targeting ability and probably
never will.

Of course, because 'Net stations’ audiences are
quite small compared to broadcast audiences,
individual webcasters will probably need to form
networks to bring a number of aggregated stations to
potential buyers.

RAIN intern Paul Maloney contributed to this story.

WWW.americanradiohistorv.com
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Morfeo Opens Door To
Latin Music, Culture

A visit to Morfeo (www.morfeo.com) is a cultural and
musical education. It's an opportunity for Latin
Americans living in the United States to stay in touch with
music and news of their homelands, and it's also a great
place tor those open to the idea that there just might be
wonderful music and ideas worth exploring beyond their
own shores.

Based in Miami, Morfeo is a portal to streams from more
than 80 Spanish- and Portuguese-language broadcast
and Imternet-only statons. The website is available in
Spanish, English and Portuguese. With access to stations
in 20 different countries, including the United States,
Colombia, Chite, Brazil and Spain, the user can choose
from music in & wide variety of genres, along with News,
Talk and Sports stations.

So oftenin the U.S. the sounds that come in from south
of our borders are simply lumped together as “Spanish-
tanguage.” But here the adventurous can find a choice of
30 different kinds of music, from flamenco to merengue
and Cuban son to techno-cumbia, bachata, mariachi and
Tejano.

According 1o Morfeo founder and CEQ  Michael .
Guthrie, “Morfeo is the first company to discover and
adopt a viable Internet strategy for the Latin radio
industry, allowing stations to reach everywhere in the
world and realize income from the additional audience.”
The station promises that in the future it will have “an

MonrrFre&o

audio-on-demand system that records and archives for
subsequent access the best weekly programs of each
station” and its “very own video channel.”

The business model for Morfeo’ will rely on revenue
generated by ils own sales force by replacing broadcast
ads with Internet-only spots. On Aug. 14 the company
announced a partnership with LightningCast to add spots
into some of its own channels, and Morfeo is developing its
own proprietary software to put adds on other channels.

It's abvious that some thought and design savvy went
into the creaticn of Merfeo, in spite of the maintenance
issues that are to be expected on such a new site.

When we logged on, the experience began with some
Fash animation on a splash page before the homepage.
The site’s color scheme uses hot, “electric” red, and gets
away with it — very nice! It has an attractive, stylish logo
and small, compact animations. Morfeo has used
Windows Media technotogy to construct a very attractive
custom player as well.

The homepage features links to the site’s top 10 stations
cn the left and, on the right a search engine that allows the
user to browse among the site’s live and 'Net-only radio
destinations by format or country. The homepage also
includes links to Morfeo's own 16 Internet channels.

Along the top there are links back to the homepage, a
“Help” link, an “About Morfeo™ button and an e-mait link.
There’s also an “Events” link that leads to a section with
concert videos and artist interviews, again very well-
presented.

Accoeding to the site, Morfeo hope to expand its lineup
to 150 broadcast stations and about 50 Intemet-only
stations in the coming months. Morfeo is poised to spread
Latin culture arcund the world and, given some time and a
bit of necessary site maiatenance, it may very well deliver.

— Paul Maloney

Internet Newsletter
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If time is money, what

~ could you get for an extra
- radio commercial every
ten minutes?

If you'’re in the radio business to
make money (and who isn’t)
38 you need
“C'rych’

CAaAsn .
Through an exclusive time-
shifting process, Cash creates
additional broadcast time to
sell. It does it in real time, right
on the air. It does it without
reducing program content. It
does it without affecting pitch
or creating a ‘“‘chipmunk effect,”
It does it in stereo or mona. It
does it in variable amounts,
adding from zero to five

minutes, within two minutes to
two hours.

Cash, from Prime Image - you

don’t need one unless you want
to make some.

Prime I
’L ?1}135‘,‘6‘
Cash

- PiR&ge

The Digital Video People

662 Giguere Court #C, San Jose, CA 95133 +Tel (408)867-6519 Fax (408) 926-7294 Service (4€8)926-5177
Primeimagein@earthlink.net * www.primeimageinc.com
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Gustom Audio Players
And The User Experience

It’s clear to me that streaming media, particularly
audio, is the underachiever of the 'Net music sector.

I'm sure that many employees of major webcasters
have already begun typing their exceptions to that
statement, but consider this: The latest InfoStream
ratings estimate that there are more people living in
most smdll subdivisions than listening at the average
moment to the No. 1-rated webcast. Edison Research, in
its most recent study on the subject, said that only 4%
of those online had listened to streaming audio in the
past week. Arguing that webcasting is a real factor in
web entertainment is like arguing that UPN is a real
factor in network TV.
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Downioad ReaiPtayer 8 Plus Now

There are a lot of reasons consumers are just saying
no to web-based audio. Many of those reasons have
been discussed here in the past, but one that hasn't
been much talked-about is the proliferation of custom-
ized players and endless registration forms. Why are
those things such a problem?

Usage Barrier

The truth is that none of the custom players or
updates on the RealPlayer after the inception of the G2
format roughly two years ago have done anything to
enhance the user experience. Real’s technology for
audio and video is exactly the same.as it was two years
ago. Windows Media's technology is newer than Real's,
but it's been over a year since any Windows Media
update has impacted sound or video.

Does anyone really believe that the words “register
now” or “download now"” do anything but send people
away? | can’t be the only one who loses interest when
those words appear — and the InfoStream numbers
lend support to my supposition. it's easy to blame
services like Napster for streaming media’s slow
adoption, but free music on demand doesn’t seem to
have hampered radio listening much. Of course, you
don’t need to downlpad new software and provide your

Arguing that webcasting is a real
factor in web entertainment is like
arguing that UPN is a real factor in

network TV.

You don‘t need to download new
software and provide your e-mail
address, ZIP code, age, income,
blood type and inseam measure-
ment every time you tune in a new
radio station.

e-mail address, ZIP code, age, income, blood type and
inseam measurement every time you tune in a new
radio station, which may explain the disparity.

A Drain On Resources

Want to make a Pentium Il run like a 4867 Install a
bunch of media players. Not all programs use system
resources in proportion to their size, and most media
players are on the upper end of the utilization spec-
trum. They not only stow down your system while
they’re running — they slaw down your system when
they’re not running.

Just uninstatling the players won't help. Many of them
make permanent Windows Registry and DLL additions
that don’t go away even when the program is gone, and
those changes bog down your system. One additional
player and a plug-in or two probably won’t be all that
noticeable, but download a few more, and your system
will slow considerably.

Who's Looking At The Banners?

Here's a question for all you user-experience-
focused media streamers. What makes you think
anyone is looking at those banners you've embedded
in your custom players? People rarely stare at their
stereo or car radios, and they probably won't focus on
your player, either. I'll bet most folks minimize the
player and use another application — leaving it up
wouldn’t enhance that user experience.

Streaming providers might want to take a cue from the
radio industry. Radio has made quite a business out of
selling 30- and 60-second audio ads, and my guess is
that webcasters would do much better marketing audio
than visuals. If selling audio ads works for radio, it wifl

probably work for webcasting.
— Bob Bellin

The age of profit-
able webcasting
may have just be-
gun. And if the &
world of Internet &=
radio was volatile &= :
and dynamic be-
fore, just wait until the money starts rolling in! Of
course, information is power. RAIN: Radio and
Internet Newsletter is a free, daily rundown of the
important issues in Internet radio — from news
updates and site reviews to information on
streaming providers and industry links. It's
available daily at www.kurthanson.com.

In Association With

Radis And
Iaterngt Newsletter

READER FEEDBACK

This week RAIN readers respond to frequent RAIN
contribator Beh Bellin’'s comments on the state of
streaming media ang custormmized aulio players.

From CyberRadio2000.com’s Salvatore Lepore:

The ability to deal in reality. That's the biggest
problem facing those of us who are in the Internet
broadcasting business. The reality is, | can't tell you how
many people listan to us with some Godforsaken player
thev downloaded somewhere glse. The biggest prob-
lem for most of us who provide players — players that
pop up in a new window with features designed to create
a unigque user experiance — is that a download is
needed. Not for the player, but because those using the
formerly great Netscage get an error on the audio if they
dor’t have a plug-in. That's due to Netscape’s inability to
work properly with Visual Basii script.

There s code you :
can insert to enable
those poor Netscape
users to dowrload
something that will
enable the channgl to
play without “errcring
out.” But there's the
word that scares the
heck out of people.

“When you
require a per-
son to down-
load a player

to listen to

you, jou’ve
already made

Downloed! Ugh! Will an enemy. ”
someone please take

Netscape away from — Salvatore
[parent company) Lepore
AQL before AOL takes

alt of our chaices

away?

When you reguire a person to download a player to
listen to you, you've already made an enemy. Especially
if what yeu've caused them to download takes over their
system and causes other things to no langer work in the
manner they used to.

If yow're a company that is wrecking users’
experiences and faimting users’ minds with the
perception that “internat radio doesn't work,” we can't
wait for you to go belly-up. The only thing many of you
have been successful at is creating a perception that
none of this stuff works.

As far as audia ads — audio ads are and will be the
way to go. When someone like us can deliver 6 million
spots per month, guarantee that an ad buyer will know
who heard what and guarantee that the ads wind up
whete the ad buyer wants them, radio won't be able to
hold a candle to that hard data. We've been begging
agencies for audio ads since 1397. A 60-second spot
isn't needed. On the 'Net, you can do more with 15
seconds than a mind-numbing 60. 7hat's reality.

From Bob Goodman:

| agree completely with Bob Bellin. | was one of the
early adopters of streaming audio. { may even have used
the beta version of RealAudio way back when. | am
baffled by the proliferation of so-called “enhancements”
— skins, visualizations, etc. I anything, they make
finding the right control difficult and drain system
resources. | have vet to hear — and we are talking about
an audio medium here, aren’t we? — any improvement
in sound quality.

WWW.americanradiohistorv.com
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WWW.com To change Ils Name’

& Will allow URL to be used for new portal

One of the’Net's most distinctive domain names is about
to be repurposed. Internet-only broad-
caster WWW.com will soon change its
company name to OnAir.com and allow its
domain at www.www.com to be used by a
soon-to-debut portal, company CEO Scott
Purcell confirmed.

Purcell told RA/N that the current
domain has become a destination site for
Internet users, but that his company’s new
business model, building Internet radio
stations for other business websites,
doesn't require a destination site for
consumers. “We're an infrastructure and hosting
company,” Purcell explained.

As a result, the company plans to provide hosting,

WWW.COM

technology and the domain to a company that is building

a new consumer-oriented site that,
Purcell said, will be “heavily focused
toward entertainment but with some
§ portal features.”

Purcell acquired the WWW.com
name last November. “I knew | could do
something with it,” he said. But now, he
observed, “Our customers think we're
competing with them, which makes the
initial discussions a little tough.”

WWW.com provides custom-
branded radio stations from its over 200

channels of music to a variety of websites. Its customers

include Levis.com, CBSSportstine.com and Hard-
Rock.com.
—Kurt Hanson

NetRadio.Com Loses Top Exec To Best Buy

_l Webcaster’s second-quarter numbers show improvement

NetRadio.com Sr. VP/Content & Programming David
Witzig is leaving the Minneapolis-based .muitichannel
webcaster to help develop Best Buy's website, he informed
RAIN last week.

Witzig explained, “After more than four years working
atan Internet startup, | have decided to go back to the ‘for-
profit’ world. | will oversee the music and movies area of
BestBuy.com and help to build a significant presence for
Best Buy on the web.”

NetRadio.com is the- only one of the four big multi-
channel operations — the others are Spinner, SonicNet
and WWW.com — currently participating in Arbitron’s
InfoStream webcast ratings study. In February the five
channels (of more than 120) that NetRadio.com allowed
Arbitron to measure took five of the top six spots in the
InfoStream report.

Regarding NetRadio.com’s profitability, the company
announced its second-quarter results last month, and
net revenues for the second quarter were $616,000, an
increase of 164% from $234,000 for the same period a
year ago, and up 9% from the $565,000 reported in the
previous quarter. Net loss for the quarter was $4.1
million, or 41 cents per diluted share, compared to a net
loss of $2.6 million, or 43 cents, in 1999.

NetRadio.com is owned by the music and software
wholesaler Navarre Corp. Business news site
dBusiness.com described its business model this way:
“NetRadio.com lures CD buyers to its music retail site
with free online radio content covering genres from
country and Christian to rap and rock.”

—Paul Maloney

In Association With

Radio And

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

'Net Chats

¢ First Ben & Jerry's, then Phish — and now Burlington,
VT has spawned Strangefoik. Ask the band what they put
in the water on Tuesday (9/12) at 6pm ET, 3pm PT (chat:
yahoo.com.

* Their sound packs awallop that draws from oid-school
rockers right up to their contemporaries. Chat with
CanadiansNickelbackon Tuesday (9/12) at 8pm ET, 5pm
PT (chat.yahoo.com).

e .A’s own Cypress Hill just recut their most popular
raps in Spanish. Ask them all aboutiton Wednesday (9/13)
at 7pm ET, 4pm PT (chat.msn.com).

e From San Francisco's East Bay springs edgy punk
quartetAFl. Discuss their hardcore sound on Thursday (9/
14) at 8pm ET, 5pm PT (chat.yahoo.com).

On The Web

¢ He does his folk with a dollop of pank. Check outMike
Errico on Monday (9/11) at 4pm ET, 1pm PT (www.
twec.com).

e Their hit “Everything You Want” crossed into almost
every format there is. Hear more fromVertical Horizonon
Tuesday (9/12) at 9pm ET, 6pm PT (www.sonicnet.com).

— Michael Anderson

Internet Newsletter
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ChangeMusnSanFranclsco

powered by CMJ

Hotel Nikko

Music And Technology Industry

Talk About the Future
Saturday - September 16th
* Keynote Speaker

Jim Griffin

CEO Cherry Lane Digital
Co-Chair Evolab

Artists Meet the Web
Sunday + September 16th

Internet Radioc

Sunday * September 17th

* Keynote Speaker

Mark Goodman Soundbreak.com
e Panelists from

The future of the Internet and the

September 14-17

4 nights

New Music Festival
100 artist showcases

in over a dozen venues:
Mos Def

Zion |

DJ Shadow

People Under the Stairs
The Screaming Cheetah Willies
Snake River Conspiracy
Swarm

Imperial Teen

Creeper Lagoon

Trans Am

Mark Eitzel

Noe Venable

Nels Cline Trio

Alta Vista, Spinner.com, KROQ, iCast, Quetzal
MTVi Group and many more! and many more!
UARDIA »

www.americarradiohistorv.com

IVIUSICRIN PSRV

POWERED BY CMJ

registration and info on ChangeMusic SanFfrancisco
daytime conwsprences and nighttime music festival at

www.cmj.com
1.877.6.FESTIVAL
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Your CHR overnites

don’t have to sound like a boring, lifeless
computer. Right now, if you're like most
stations, you're running Auto Mation.
This means repititious production beds
and lifeless voice tracking with no meat, |
no substance, no entertainment, and no

-
= fun.

— e
2 We have a solution that won’t keep you
o up all nite to implement.
5=
A
s it’s Superadio’s ALL NiTe CAFE. Now, you
s can have overnite programming with all

the energy, charisma, and star-power of
your morning show.

Produced by the same people who deliver
the legendary Open House Party,

ALL Nite CAre defines the recipe and
ingredients for a revenue producing
daypart rather than a pathetic throwaway.

Hosted by Matthew Reid of Zg5.7/San
Francisco, ALL NiTE CAFE is a hit-packed
journey ‘til dawn loaded with listener
requests, great mixing, contests, and
celebrity gossip.

Delivered live via Superadio’s interactive
digital satellite, AL NiTe CArE interfaces

with your computer system friggering
New’ beST OF a" ... Taste your local production and station IDs.
ALL NiTe CAFE free for 60 days Your listeners will swear Matthew Reid

is broadcasting live in your studio.
Sample what’s it like fo have a five

star meal instead of fast food!

Call Superadio now ... where
the programming chefs work all day
to make your nite sound spectacular.

1.508.480.g000 www.superadio.com

Listen to ‘All Night Cafe’ streaming right now at www.broadcastamerica.com
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I)o You Have A
‘Net Branding
Model?

Designing a site for media outlets is an inter-
esting process. In any other vertical calez,ory, such

as manufacturing, retail
or telecom, there will be
well-defined logos, spokes-
people, color schemes and
the like, and the compa-
nies involved are deadly
serious about their brand-
ing standards.

When I worked at

America Online, | was
the Executive Producer
of a new online area for
a well-known long-distance service. Their mar-
keting team had a D-ring notebook about three
inches thick showing very clear instances of how
and where to use their logos, the Pantone ¢colors
to use, the minimum logo sizes and how close to
other elements on a page their logos could be.

The company illustrated diffegent official ver-
sions of their logo to be used in different layout
situations. They listed in what media their famous
actress spokesperson could be used, and in what
context. They did this so that all of the printed
and electronic media output of any potential part-
ner of theirs would look as uniform and well-de-
signed as the stuff their company created inter-
nally.

Switch to radio: When you look at the web-
site that represents one of the few visualizations
of your station, how standardized and precise is
it? Are the careful standards you use to present
your air sound reflected in the precision (or the
carefully designed anarchy) of your presentation
on the web?

There is an inherent quality to good audio de-
sign that you can hear — and you pay a premium
for it. When you go (o a site that sizzles the mo-
ment you hit the front page, that sucks you in and
invites you to stay longer than you had planned,
you're gelting the same inherent quality.

So why aren’t more stations using the same
standards in branding that make them sound so
good? I’'m not advocating that you bury your
jock pictures waaay inside your site, but think
about the main material on your station, the su-
perstar artists who make up the vast bulk of what
listeners hear. Think about the powerful images
of Flea or Anthony Kiedis from The. Red Hot
Chili Peppers, Britney Spears, Rob Thomas of
Matchbox Twenty, Faith
Hill or Sisqo: These are
the stars of your format,
and they should be the
stars of your site.

The promotion department of your station
should be just as diligent about getting artist im-
ages from the labels as they are about getting CDs
and concenrt tickets. These images are the visual
personification of what your listeners are hearing
on your station. Use them the way television net-
works use the stars who appear in their series.
How about a star per page on your site?

David Lawrence

Questions? Comments? Send them to david@-
netmusiccountdown.com, or post to the Internet
folder on the www.rronline.com message board.

David Lawrence is heard on WGN/Chicago; is the |
host of Online Today and Online Tonight, syn-
dicated high-tech/pop culture radio tatk shows
from Dame-Gallagher; and is the host of the ‘Net
Music Countdown radio shows from United
Stations. A 25-year radio veteran, Lawrence was a
founder of the American Comedy Network, is the
voice of America Online, and is a leading expert on
Internet entertainment.
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he charts are reflecting the season, and movement on the 'Net

involves more jockeying for position and less trumping. The top
four on the Alternative E-Chart have been circling each other for the
past few weeks, with The Deftones crashing the inner circle from
No. 13. Similar movement on the CHR E-Chart finds 3 Doors Down,
Bon Jovi and Madonna the big movers, with Britney fending off all
comers after a wildly successful ‘Net/TV fast food promotion with
"N Sync. Justin and the boys also show a'strong surge after several
Hot AC "Net channels raise the profile of “It's Gonna Be Me.”

Looking at the top five on the Urban E-Chart, it seems that surfers
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ARTIST CO/Title

BRITNEY SPEARS Qops!...I Did It Again/“Lucky”
CREED Human Clay/“Higher”

*N SYNC No Strings Attached/"Gonna”

3 DDORS DOWN The Better Life/“Kryptonite”
MATCHBOX TWENTY Mad Season/“Bent”

BON JOVI Crush/“Life”

EMINEM Marshall Mathers LP/“Slim”

STING Brand New Day/“Desert”

DESTINY’S CHILD Writing’s On The Wall/* Jumpin’
MACY GRAY On How Life Is/*Call"

EVERCLEAR Songs from An American Movie Pt. 1/"Wonderful”
MADDNNA Music/“Music”

JANET Nutty Professor || Soundtrack/“Matter”
VERTICAL HORIZON Everything You Want/“Everything”
JOE My Name Is Joe/“Know™

CHRISTINA AGUILERA Christina Aguilera/*Over”
JESSICA SIMPSON Sweet Kisses/“Love”

SISTER HAZEL fortress/“Change”

TONI BRAXTON The Heat/“Wasn't”

NELLY Cauntry Grammar/“Grammar”

Country

ARTIST CO/Title:

JO DEE MESSINA Burn/“Way”

FAITH HILL Breathe/“Love”

DIXIE CHICKS Fiy/“July”

LEE ANN WOMACK / Hope You Dance/“Hope”
LONESTAR Lonely Grill/“Now”

SHEDAISY The Whole Shebang/ Wil

RASCAL FLATTS Rascal Flatts/“Daylight”
KEiTH URBAN Keith Urban/“Everything”
LEANN RIMES Jesus TV Soundtrack/“Need”
BROOKS & DUNN Tight Rope/“Loved”

BILLY GILMAN One Voice/“Voice”

JOE DIFFIE Night To Remember/“Somethin™
TOBY KEITH How Do You Like Me Now?/“Country”
ALAN JACKSON Under The Influence/“Love”
REBA MCENTIRE So Good Together/“Be”
MARK WILLS Permanently/*Almost”

COLLIN RAYE Tracks/“Loving”

STEVE HOLY Blue Moon/“Moon”

YANKEE GREY Untamed/*Time"

BILLY RAY CYRUS You Won't Be Lonely Now/“Loriety”

Hot AC

ARTIST CO/Title

MATCHBOX TWENTY Mad Season/“Bent”

STING Brand New Day/“Desert”

EVERCLEAR Songs From An American Movie Pt. 1/“Wonderful”
CREED Human Ciay/“Higher”

MACY GRAY On How Life Is/*Try”

SANTANA Supemnatural/“Smooth”

VERTICAL HORIZON Everything You Want/“Everything”
3 DOORS DOWN Better Life/“Kryptonite”

GOO GO0 OOLLS Dizzy Up The Girl/*Broadway”

*N SYNC No Strings Attached/"Gonna”

NINE DAYS The Madding Crowa/*Absolutely”

DON HENLEY Inside Job/“Home™

MDBY Play/“Porcelain”

BON JOVI Crush/“Life”

DIDD No Angel/“Here”

FAITH HILL Breathe/“Breathe”

SISTER HAZEL Fortress/“Change”

NO DOUBT Return Of Saturn/*“Simple”

NINA GORDON Tonight And The Rest Of My Life/“Tonight”
THIRO EYE BLIND Blue/“Never”

WILD AND LAZY MOVEMENTS

have settled on the winner, and they can't get enough of Nelly.
LeAnn Rimes is the only top 10 newcomer on the Country E-Chart,
as the rest of the top half simply trade places. Apparently, the only
E-Chart that is not waiting for fresh talent is NAC/Smooth Jazz,
which has no less than 35% turnover on all levels of the list. As the
fall and holiday release season approaches, this will be an interesting
set of charts to watch to see if e-commerce and web streaming are
for real. Every year the analysts claim that this will be the year of
the *Net: Perhaps this year we'll realize that the stars are the artists,
not the method of distribution.

[ N X
=

- - - b -t b
A I~ N

-t b
o W

caaoucnu!:-uNug

— David Lawrence
ARTIST CD/Title
NELLY Country Grammar/“Grammar”
TONI BRAXTON The Heat/“Man”
WHITNEY HOUSTON Greatest Hits/“Script”
JOE My Name Is Joe/“Lady”
KELLY PRICE Mirror Mirror/“Lay”
SISQD Unleash The Dragon/“Incomplete”
OONELL JONES Where | Wanna Be/“Wanna”
JAGGED EDGE JE Heartbreak/“Married”
JANET Nutty Professor I Soundtrack/“Matter”
LUCY PEARL Lucy Pearl/"Dance”
AVANT My Thoughts/“Separated”
CARL THOMAS Emotional/“Wish,” “Summer”
DESTINY’S CHILD Writing's On The Wall/*Jumpin™
YOLANDA ADAMS Mountain High... Valley Low/“Heart
BOYZ I MEN Nathan, Michael, Shawn, Wayna/*Pass”
UIL" KIM Notorious K.I.M./“Matter”
GERALD LEVERT G./“Baby”
R. KELLY Shaft Soundtrack/“Bad”

JAY-Z Nutty Professor il Soundtrack/“Papi”
JILL SCOTT WhoIs JI// Scott?/* Gemn'”

NAC/Smooth Jazz
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10
11
12
13
14
15
16
17
18
19
20

ARTIST CO/Title

B.B. KING/ERIC CLAPTON Riding With The King/“Rain”
DON HENLEY /nside Job/“Taking”

BONEY JAMES & RICK BRAUN Shake it Up/*Grazin™
GEDRGE BENSON Absolute Bensor/“Deeper”
NORMAN BROWN Celebration/“Paradise”

JEFF GOLUB Dangerous Curves/“Twa”

PAUL TAYLORUndercover/“Avenue”

CHIELI MINUCCISweet On You/“Sunday”

RONNY JORDAN Brighter Day/“Voyage,™“London”
CRAIG CHAQUICO Panorama/”Cate”

WALTER BEASLEY Won't You Let Me Love You/"Comin™
MACEOQ PARKER Dial M-A-C-E-0/“Romance”

TONI BRAXTON The Heat/“Spanish”

BONEY JAMES Body Language/“Boneyizm”
SAMANTHA SIVA /dentity/“Alone”

DAVAD BENOIT Professional Dreamer/“Miles”

MARC ANTOINE Universal Language/“Children,” “Paim”
MICHAEL MCDONALD Biuve Obsession/“Meaning”
JIMMY HASLIP Red Heat/“Novelas”

TOM SCOTT Smokin' Section/“Smokin'”

'Altemative

ARTIST CO/Title

RED HOT CHILI PEPPERS Catifornication/Californication”
CREED Human Clay/“Arms”

3 DOORS DOWN Better Life/“Loser,” “Kryptonite”

PAPA ROACH /nfest/“Last”

DEFTONES White Pony/“Change”

EVERCLEAR Songs From An American Movie Pt. 1/"Wonderful”
A PERFECT CIRCLE Mer De Homs/“Judith”

STONE TEMPLE PILOTS No. 4/“Sour”

EVE 6 Horrorscope/“Promise”

MOBY Play/“Porcelain”

MATCHBOX TWENTY Mad Season/“Bent”

VERTICAL HORIZON Everything You Want/“God”
DISTURBED Sickness/“Stupify”

SR-71 Now You See Inside/*Right”

LIMP BIZKIT Mission: Impossible 2 Soundtrack/“Look”
METALLICA Mission: Impossible 2 Soundtrack/“Disappear”
INCUBUS Make Yourselt/“Stellar”

GDOSMACK Godsmack/“Religion”

U.P.D. No Pleasantries/“Godless”

BT Movement in Still Life/“Never”

E-charts are based onweekly rankings of CD sales. downloads and streams of artists online compiled and tabulated directly from the logfiles of reporting websites. Reportersinciude Amazon.com,
BamesandNoble.com, CONOW.com, CheckOut.com, ChoiceRadio.com, City Internet Radio, DiscJockey.com, The Everstream Network, GoGaGa.com, KIISfmi.com, Launch.com, Lycos Radio,
NetRadio.com, NYLiveRadio.com, Radio Freeirgin,and Spinner.com. Datais weighted based on traffic reports by web traffic monitor MediaMetrix. Charts are ranked with a 50/50 methodology

of sales data and streaming/airplay data for the six reporting formats. © 2000 R&R Inc. © 2000 Onfine Today, Net Music Countdown.
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STRATEGY

Tune in to San Francisco —
and formulate a solid plan for tomorrow.

As emerging technologies provide newer, faster and more lNTE R N ET
profitable ways to reach your audience, tomorrow’s
essential tools will include an expert working knowledge e 4N

of digital audio broadcasting, streaming media — and
plenty of e-Business savvy.

The NAB Radio Show" will help you secure a solid position
in the industry today by featuring:

* The first ever Internet-focused “show-within-a-show,”
iINTERNET @ The NAB Radio Show — guaranteed to put
you on the cutting-edge of the Web. Through dedicated
conference sessions, exhibits, and demonstrations,
you'll get the insight needed to compete and profit on

the Internet. General Colin L. Powell Dr. Spencer Johrson
USA (Ret.) Change Management Expert

* The strategic perspectives of today’s leaders, including
keynote speaker General Colin L. Powell USA (Ret.), and
change management expert Dr. Spencer Johnson.

Take the first step towards a solid future by developing

"a Sound Strategy.
National Radio Award Winner
- - s Jeff Smulyan
Register online at www.nab.org/conventions Chairman Emmis Communications
o F'anel’sou‘
Lo
s THE NAB
V( * s ®
Conference: September 20-23, 2000 ¢ Exhibits: September 20-22

Moscone Convention Center * San Francisco, CA USA
“ Ow Attention Broadcast Engineers: Learn more about our special Engineering Conference Package.

For more information go to www.nab.org/conventions or call 1-800-342-2460 or 1-202-429-5419.
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Miller Returns To
WDOK/Cleveland As
Program Director

After a three-month stint at Hot
AC WYOK/Mobile, Scott Miller
has returned to WDOK/Cleveland
as PD. He left several months ago
as Asst. PD/MD and succeeds
Dave Popovich, who recently re-
joined McVay Media as VP/Opera-
tions (R&R 7/21).

“It’s obviously a very good sce-
nario for me to go back to Cleve-
land,” Miller told R&R. “It’s also
terrific for Dave, since McVay Me-
dia is about a block from his house.
It makes a lot of sense for him, and
I welcome the challenge of taking
the big chair. When the opportunity
presents itself, 'you must act on it.

“I’m very flattered that the Infin-
ity folks have said they believe in
me and that this move makes sense
for both parties. WDOK is a strong-
performing mainstream/Soft AC,
and I don’t think we’ll make any
radical changes. All we have to do
is market the station correctly and
build the ‘Soft Rock’ brand.”

Miller — who starts on Sept. 18
— previously spent 12 years at
WDOK and has also programmed
WBKC/Painesville, OH.

Richards Appointed
PD At KHFI/Austin

KCDA/Spokane, WA PD Beau
Richards has been appointed PD at
Clear Channel’'s KHFLI/Austin. He
replaces Leslie Whittle, who
stepped down to join KRBE/Hous-
ton as Asst. PD/MD.

“I am ecstatic about working for
the largest and the best radio com-
pany in America,” Richards told
R&R. “I am also thrilled to be
coming to the best city in America
for radio and working with the
great staff at KHFI to take KHFI
back to the market dominance it is
known for.”

teveWall has been named PD

at Artec Media's KLNA (Pow-

er 105.5)/Sacramento. Ha was

most recently Asst. PD/MD and af-
ternoon driver at KMGV/Fresno.

“Joining Aztac Media gives me an

unbeakievable opportunity to join a

great group of paopla who are dedi-

cated to doing radio the ‘cree-audio’

way,” Wall told R&R. “Creativity

Wall Named PD At KLNA/Sacramento

counts for somathing, and that's
hard to find. | can't wait to get in tha
mix to spice things up and heat up
the baltle in Northarn California”
Wil has been programiming CHA
stations for tha last 17 years, includ-
Ing stints at KBOS/Frasno, KWIN &
KWHNN/Stockton, KMXV/Kansas
City, XHTZ/San Diego, KKXX/

Bakerstisid and KDON/Moniarsy,

Ziegler Welcomed As WTTS/Indy PD

KFOG/San Francisco nighttimer
Jim Ziegler, a veteran of Adult Al-
temative radio, has been named PD
of Sarkes Tarzian’s Adult Alterna-
tive WTTS/Bloomington-India-
napolis. Ziegler replaces Rich
Anton, who departed the station in
July.

WTTS GM Ron Tarsi told R&R,
“It's Ziegler’s first programming
job. Having said that, this guy’s
been in radio all of his life and is
the classic ‘radio rat.” He started in

Chicago at age 16 as an intern, and
he’s done momings and research.
Everything he said about Adult Al-
temative radio and about KFOG re-
ally resonated with me. Over his
career he's been able to work with
some of the most talented program-
mers in Adult Altemative, and he’s
an incredible talent and a strategic
thinker.”

Ziegler will join the station on
Sept. 14. He will also hold a yet-
to-be-determined airshift.

Edgar Set To Join WNOU/Indy As PD

WBZZ/Pittsburgh PD/middayer
David Edgar has resigned from
the Infinity CHR/Pop station to
join Emmis’ similarly formatted
WNOU/Indianapolis. Edgar fills
the position left vacant by Scrap
Jackson.

“We looked all over the country
for a PD who could lead ‘Radio
Now,” WNOU & WENS OM Greg
Dunkin told R&R. “David has all

the skills. He'’s a strategic thinker
and a people-person, and he’s battle-
tested. This is a perfect situation for
him. For the first time in quite some
time, he'll be able to play offense.
And I know he’s looking forward to
being very offensive.”

Edgar starts his new assignment
on Sept. 18. Prior to his 8 1/2 years
at WBZZ, Edgar was Production
Manager at WAVA/Washington.

Richards has programmed
WHHY/Montgomery, AL; WMGI/
Terre Haute, IN and WYAV/Myrtle
Beach, SC. He has also been an air

personality on such stations as
WBSB/Baltimore, the former
WAGO/Chicago and KLUC/Las
Vegas.

EXECUTIVE ACTION

Culp Heads To RAB As VP/Stations

lint Culp has been named VP/Stations for the Radio Advertising

‘Bureau. A 25-year radio veteran, Culp was at the helm of Dallas’ KRRW
and KTXQ when the two stations merged in 1994 to become the first CBS
Radio duopoty.

“Clint has an insightful understanding of the challenges of running a ra-
dio station in an ever-changing landscape,” said RAB Exec. VP/Stations
Ron Ruth, to whom Culp reports. “His ability to develop market leaders will
be a tremendous asset to our members’

Culp has served on the Texas Association of Broadcasters’ board of
directors, as well as the board of the American Broadcast Executives of
Texas. He's also been President of the Radio Association in Dallas/Ft. Worth.

Talk Radio Network Taps Krane As Partner

Ik radio veteran Stu Krane has joined Talk Radio Network as an
executive partner. Krane was one of the original partners in EFM Media's
syndication of The Rush Limbaugh Show, then became a consuitant to
Premiere Radio Networks when that company bought EFM. While TRN is
based in Grants Pass, OR, Krane will continue to be based in New York
City,

Krane will work closely with TRN CEO Mark Masters in the ongoing
development of several of the network’s nationally syndicated talk shows,
including daily programs hosted by Michael Savage and Jeff Rense. “Stu
Krane is a very experienced, highly regarded network executive,” com-
mented Masters. “He has been involved with some of radio’s biggest suc-
cesses, and his knowledge spans every facet of our business”

Krane — who spent a dozen years in various executive positions at
ABC Radio Networks — told R&R, “Meeting Mark Masters rekindled my
entrepreneurial spirit. | always knew that if | was going to get back into the
business on a full-time basis, it would have to be in some sort of an owner-
ship capacity. Having the opportunity to join something that offers fresh
and unique new talk shows like Michael Savage and Jeff Rense just felt
very right to me”

Citadel Ups Mitchell To Syracuse Cluster OM

tadel/Syracuse has tapped Tom Mitchell as OM. He has been OM for

Rock WAQX and CHR/Pop WNTQ and now adds similar duties for the
rest of the cluster, including all-News WNSS and AC WLTI. He will continue
as PD for WNTQ but will no onger consult the company’s CHR/Pop WMME/
Augusta, ME.

“Tom has done an outstanding job makingWNTQ one of the best-sound-
ing radio stations in the country,” Citadel/Syracuse Station Manager Ed
Kilgore told R&R. “Iit was a natural next step to utilize his considerable
talents to oversee our other radio properties’ programming. Tom's program-
ming acumen and axpartise will help us take our other already-great sta-
tions to the next level”

Mitchell became WNTQ's PD in 1993. He also worked for WEBB &
WMME/Augusta, ME as OM from 1993 to 1996 and Programming Con-
sultant from 1996 to August 2000. His other programming experience in-
cludes WTIC-FM/Hartford (1990-93) andWPXY/Rochester, NY (1982-90).

“America, Good Morning”
with PHIL PALEOLOGOS
-Fri., 5-9 am*

TALK AMERICA

- Welcome to

ADDICT IVE TALK RADIO

“Ask the Doctor”
with DR. DERRICK DSILVA
9-10 am*

YOU CAN'T TURN US OFF!

FREE SHOWS - ALL BARTER! » FREE ADS in your local paper (Call for details)

*

“Duke and the Dr.”
Mon. - Fri.,, 10 - 11 am.

“On the Line”
wnth DAVID STEIN

10 am - Noon*
*All times Eastern

* 2 Networks * 80 Talk Shows * 24 Hours a Day

Always on the Internet: talkamerica.com

702-795-8255

WorldWeb
NEWS NETWORK

www.americanradiohistorv.com
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D
SENINAR:

When You Know More, You Program Better

Training: An Insurance Policy for Your Career

You may think you know it all, but so did the PD you repiaced.
A third of the PDs who attended our recent seminar in Los
Angeles had been to one before. PDs keep coming because
they want to gain an edge on their competition. And remem-
ber, their competition might be you!

PD Unemplo

: nyway?”
Real Information Yow'll Use Every Day a\hy learn about all that ratings stuff a;oy;:')em'”
You're in a battle for-listeners, and the Arbitron PD Seminars oy Kknew we were josing our P18 S,
provide the ammunition you need to wage a successful fight. 9. “l never nat Vanilia icé single was gonna i
It's knowledge you can't pick up anywhere else—not in the g. | was sure 11 school once. Why 8° packdiL -1
classroom, or at the station, or even on the Internet, 7. already went 0 xnow | get from Rofling piong:

6. “Everything i need t0 )

5.“I'm already a PD. Why go s
. Who is this Bob Michaels guy

4.“

”
¢ training NowW?

Smart and Affordable

The seminar is a bargain at only $90—you could eat that much
in food alone from the continental breakfast and buffet lunch

. “ ion d‘dr\,t g‘“le "
we serve! We'll also throw in a copy of our PD Resource Book 3. “My statio tthe music—period!
for you to take home. To make it really easy for you, the regis- 0. “l’s all abou ings”
tration fee will be included in your station’s next invoice. a

1. uRat"ngs, SChm

How to Register

You can either fax the form below to (972) 385-5377 or register
online at http://www.arbitron.com/pdadvantage/pdsemreg.htm.

. ; PD Seminars Sponsored by:
Questions? Contact Bob Michaels at (972) 3856357 or s y e,
bob.michaels@arbitron.com. T gt /
The registration fee of $90 will be included on your station’s
next invoice. A confirmation letter will be faxed to you within
72 hours of receipt with more detailed information.

Schedule and Registration

] Columbia, MD [1 Columbia, MD Name

Arbitron 101 PD Seminar Beyond the Basics and .

Wed.-Thurs., 9/13-9/14 Arbitron University Tite Station

Registration deadline: 9/8 Wed.-Thurs., 11/8-11/9

Seminar held at Arbitron Registration deadline: 11/3 R

0 Q ress

Headquarters . Seminar held at Arbitron

Host hotel: Sheraton Columbia Headquarters _ .

Hotel, Columbia, MD Host hotel: Sheraton Columbia ~ ©t State o

Hotel, Columbia, MD
Phone Fax
All seminars run from 8:30AM to 4:45PM.
For hotel rate information, visit www.arbitron.com. E-mail

ARBI TR

www.arbitron.com

www.americanradiohistorv.com
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~ National Radio

o NBG RADIO NETWORK agrees to

distribute The Katfish Kelly Show, a five- '
hour retrospective of hits fromthe '70sto |

the '90s. For more information, contact
Gina DeWitt at 503-802-4624, ext. 784.

o TALK RADIO NETWORK an-
nounces that its nationally syndicated
The Michael Savage Show wili now air

l

PROS ON

THE LOOSE

Steve Kelley, MD/morning co-
host, WKNN/Biloxi, MS 228-897-
2687, skelley @ hotmail.com.

e wsbreers

® TIM LINK is appointed Dir./Sales for
Journal Broadcast Group. He was most
recently VP/GM for AMFM/Wichita.

® DAVE TAYLOR joins Radio One as

from 4-7pm PT weekdays. Formorein- | Dir./Co-Promotions for its indianapolis

formation, contact Julian Hudson at
888-383-3733.

group. He was previously Dir./Promo-

| tions for Citadel.

~ Changes
AC: Jere Crosby segues to Dir./
Promotions at KZZO/Sacramento.

Country: WHWK/Binghamton, NY
morning hosts Dave Freeman and
Jerry James exit.

Rock:WWCT/Peoria, I adds Ray
Lytle’s Morning Disaster With John
Lamb via syndication from WQLZ/

Springfield, IL ... Roz Byrne is now
a Sr. AE with WLUP/Chicago.

Records: Warner Bros. Records
makes the following appointments:
Paula Moore is tapped as Dir./
A&R, Alexandre Levy is named
VP/Int’l Marketing, and ~ Joe
Maddern moves to Dir./Int’l Pro-
duction ... Helly Hutchison is
upped to Dir./A&R, Research for
Capitol Records ... Gizelle Galang
is named Dir./Business & Legal Af-

fairs for the Island Def Jam Music
Group ... Qwest Records agrees to
market and distribute Launch Pad
Entertainment product.

Industry: Marie Dominguez is
upped to Dir./Tour Press for the
Mitch Schneider Organization ...
Larry Downes is named Mgr./Ra-
dio & Internet Services for
Susquehanna ... Infinity Promo-
tions appoints Carol Charlton
Solutions Specialist.

Cruise
Continued from Page 3

a lot from [Austin cluster VP] Dusty
Black and [Station Manager] Bill
LeGrande. I'll will miss them and
all of the people at KASE. KASE
has been No. 1 59 consecutive
books. I inherited a station that was
in great shape and hopefully have
left it a little better than when I ar-
rived. Now I get to turn my atten-
tion to KKBQ. There are incredible
plans for this station — we’re go-
ing to make it enormous again.”
Cruise was Group PD for Asso-

ciated prior to joining KASE 2 1/2
years ago. He was PD of WCOL/

Columbus, OH from May 91 to

April '96.

Cruise’s first order of business at
KKBQ will be to find a new mom-
ing personality. Cox did not assume
the contract of morning host
Johnjay, who is looking for a new
gig. The jock staff has been shuffled
on an interim basis: PM driver Cac-
tus Jack heads to mornings,
middayer Jay Kelly segues to after-
noons, and early middayer Janice
Dean extends her shift to cover the
entire midday slot.

WINS-AM/New York morning
news anchor Lee Harris, Harris
Media President Carol Crespo,
Aug. 24.

R&B songwriter Harold Lee
Clayton, 53, Aug. 31,

|

Isreal
Continued from Page 3

do any valid comparisons between
the two stations.

“It’s difficult to leave such a heri-
tage station as ‘Mix’ because we’re
definitely family. But softening the
transition is the fact that Cox is such
a great radio company. It’s just a
good situation all around.”

Dallas
Continued from Page 3

Peroyea told R&R. “Most of my
experience has been in general man-
agement, and I'm delighted that a
company like Salem is acquiring
KLTY. I'm very pleased with every-
one I've met, and Salem is just a
quality company. What more can
you say? KLTY is really serving as
a model for the music stations they
are getting into, and I'm looking
forward to taking KLTY to higher

* levels of achievement.”

When asked if Salem might move
KLTY to a signal that better covers
the entire Dallas-Ft. Worth market,
Peroyea commented, “Salem is look-
ing at all of the options and is deter-
mining the best course of action. One
of three options is the switching of
signals of KLTY and KWRD at 94.9
FM. There is nothing definitive yet,
but we should know soon.”

Meanwhile, Peroyea says that no
major changes for KLTY. “We’ve
got the greatest listeners in the
world,” he said. “Part of that plat-
form is to enhance the community
involvement of KLTY”

.........

NATIONAL
RADIO
FORMATS

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Gary Knoll

Rock

AC/DC Meltdown

CREED Are You Ready?
GREEN DAY Minority
SCORPIONS Hurricane 2000

Ailternative

EVERCLEAR AM Radio

FOO FIGHTERS Next Year
GREEN DAY Minority

(HED) PLANET EARTH .Bartender
ORGY Fiction (Dreams In Digital)

CHRMot AC

CORRS Breathless

BILLY GILMAN One Voice
ENRIQUE IGLESIAS Sad Eyes
KANDI Don’t Think I'm Not

Mainstream AC

CORRS Breathless
CREED With Arms Wide Open

Lite AC

MARC ANTHONY My Baby You

BILLY GILMAN On Voice

NINA GORDON Tonight And The Rest Of My Life
ENRIQUE IGLESIAS Sad Eyes

HUEY LEWIS/GWYNETH PALTROW Cruisin’

RONNIE LAWS Old Days/Old Ways
HUEY LEWIS/GWYNETH PALTROW Cruisin’

MYSTIKAL Shake Ya Ass
LUCY PRICE Don't Mess With My Man
KELLY PRICE You Should've Told Me

e e e R e R

JONES BROADCAST PROGRAMMING
Ken Moultrie » (800) 426-9082

Alternative

Teresa Cook

EVERCLEAR AM Radio

GREEN DAY Minority

ORGY Fiction (Dreams In Digital)
A PERFECT CIRCLE 3 Libras

Hot AC

Josh Hosler
WALLFLOWERS Sleepwalker
CHR

Josh Hosler
DREAM He Loves U Not
FAITH HILL The Way You Love Me

|

Rhythmic CHR

Josh Hosler

No Adds

Soft AC

Mike Bettelll

JOE | Wanna Know
Mainstream AC

Mike Bettelli

MARTINA MCBRIDE There You Are
Delilah

Mike Betielll
No Adds

S S R SN

JONES RADIO NETWORK
Jon Holiday » (303) 784-8700

Aduit Hit Radio

JJ McKay

BARENAKED LADIES Pinch Me
CREED With Arms Wide Open

MACY GRAY Why Didn't You Cail Me?

Rock Classics
Rich Bryan
MARK KNOPFLER What it Is

Soft Hits

" Rick Brady

MARTINA MCBRIOE There You Are
PR S A A N R e

RADIO ONE NETWORKS

Tony Mauro » (970) 949-3339
Choice AC

Yvonne Day

No Adds

New Rock

Steve Leigh
U2 Beautiful Day

i i

R
WESTWOOD ONE RADIO NETWORKS

Charlie Cook » (805) 294-9000
Bob Blackburn

Aduit Rock & Roli

Jeff Gonzer

AC/DC: Meltdown

SAMMY HAGAR Serious Juju

Soft AC

Andy Fuller

No Adds

Bright AC

Jim Hays
No Adds

Guard your audience with multiple music channels on your site.
31 Web formats, ready to stream. From people

who know radio. Broadcast Programming.

www.lotalradio.net

800.426.9082

www.americanradiohistorv.com
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WARNING!

DY NETWORK

is coming to your market

The hottest audio and written Erep service is i But there may still be time to receive your
spreading like a virus, leaving its victims super-topical, super-toxic, lethal injections of...
helpless to resist your radig ‘show. A Poisonous Parodies

A Caustic Phone Calls

It's too late to infact yelr listeners in Los Angeles,
4 g A Deadly Drops

New York, or Chicago where cur affiliates there

are already poisoning their audience with the daily AContaminated Contests :
web-fed and weekly CD-delivered Hazardous Plus, an additional dosage of written prep
Comedy Network's corrosive comedy. including jokes, news/punchlines, and so

much timely info you may hurl.
miers rep for fgéef trial access te the ultimate web-delivered
comedy service. Hurry, before you need FDA approval!

% B sscnnnm Iiis
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MONDAY, SEPTEMBER 18

National Button Day

1965/ Larry Hagman and Barbara
Eden star in the first episode of
| Dream of Jeannie, about a pi-
lot who finds an attractive
2,000-year-old genie in a bottle.

1969/ Falsetto-voiced singer Tiny
Tim announces his engage-
ment to Miss Vicki Budinger on
The Tonight Show. In December
of that year they marry on the
show, in an episode watched by
a record audience.

p7] <

Tiny Tim: Tiptoe into.wed/bck.

1975/ About a year after being kid-
napped by the Symbionese
Liberation Army, newspaper
heiress and fugitive Patty
Hearst is arrested for armed
robbery.

Born: Jada Pinkett Smith 1971

in Music History

1970/ Jimi Hendrix, 27, dies of a bar-
biturate overdose in Lohdon.

1981/ New wave artist Gary Numan
sets out to fly around the world
in a single-engine Cessna. He's
forced to land in a military in-
stallation in india, where he is
promptly arrested.

Born: Frankie Avalon 1933, Michael
Franks 1944, Kerry Livgren
{ex-Kansas) 1949

TUESDAY, SEPTEMBER 19

National Butterscotch Pudding Day

1959/ Citing security concerns, U.S.
officials deny Soviet Premier
Nikita Krushchev a day. at
Disneyland.

1970/The Mary Tyler Moore Show
debuts on CBS-TV. It runs for
seven years.

1995/ The Washington Postpublishes
the 65-page “Una-bomber’s

i Manifesto.”

¢ Born: Jeremy Irons 1948, Joan

: Lunden 1950

~ InMusicHistory %

1979/ MUSE holds its first antinuclear
concert, in New York. The show
features Tom Petty & The Heart-
hreakers, Jackson Browne and
Bruce Springsteen.

1981/ Simon & Garfunkel reunite be-
fore nearly half a million people
in New York's:Central Park.

1985/ Frank Zappa testifies before
Congress, opposing content-
warning labels on music.

1987/ Pink Floyd release their first al-
bum after the departure of
Roger Waters, A Momentary
Lapse of Reason.

Born: Cass Elliot 1941-1974, Lita
Ford 1958

WEDNESDAY SEPTEMBER 20

Gibberish Day

1946/ The first Cannes.Film Festival is
held.

1973/Billie Jean King routs Bobby
Riggs in three straight setsina

e 5

Show Prep

DATEBOOK

tennis match dubbed the “Battle
, of the Sexes.”
[ 1984/NBC-TV debuts The Cosby
: Show, starring Bill Cosby. The
| Emmy Award-winner becomes
| one of the most popular sit-
| coms in TV history.
Born: Dr. Joyce Brothers 1928,
Sophia Loren 1934
In Music Histary
1970/ The Doors’ Jim Morrison is ac-
J quitted in Miami on charges of
| lewd behavior in connection
‘ with a 1969 show. He is, how-
ever, convicted of profanity and
‘ indecent exposure.
| 1973/Singer-songwriter Jim Croce,
30, is killed with five others in a
| pfane crash in Louisiana.
| 1987/U2 are forced to cut short a
‘ concert at DC’s RFK Stadium
| when Beno slips and sprains
his shoulder.

Bono: Slippery ground
beneath his feet.

THURSDAY, SEPTEMBER 21

i World Gratitude Day
| 1957/Raymond Burr bows as TV.at-
! torney Perry Mason. The show,
\ based on a series of novels,
debuted as a radio program,
i then became a popular series
on CBS-TV.
\ 1961/ Antonio Abertondo makes his-
tory when he swims the English
Channel both ways nonstop in
24 hours, 25 minutes.
+981/Sandra Day 0’Connor be-
comes the first female Justice
to be appointed to the U.S. Su-
preme Court.
Born: ‘Bill Murray 1950, Ricki Lake
1968
In Music History
1957/The Everly Brothers’ "Wake
Up, Little Susie” hits the
charts in spite of having been
widely banned for its “sugges-
tive" lyrics.
1984/ Country diva Barbara Man-
! drell makes her acting debut,
| in the TV movie Burning
B! Rage.
1994/ Los Angeles prosecutors de-
cline to charge Michael Jack-
i son-with child molestation be-
cause his accuser refuses to
testify.

|
!
i FRIDAY, SEPTEMBER 22

Ice Cream Cone Day
1964/Robert Vaughn stars as Napo-
{ feon Solo and David McCallum
plays llya Kuryakin in the spy
! spoof The Man From UN.C.L.E,
| which debuts on NBC-TV.
| 1973/Henry Kissinger takes the oath
as U.S. Secretary of State. He.is
the first naturalized citizen to
hold the office.
| 1975/ President Gerald Ford survives
a second assassination attempt

|

!

in less than three weeks, this
time by FBI informer Sara Jane
Moore.

Born: Shari Belafonte-Harper 1954,
Eric Stolz 1961

In Music Bistory

1985/ Organizer Willie Nelson, John
Mellencamp and Neil Young,
among others, play at the first
Farm Aid show, in Champaign,
IL. The show raises $10 million
for distressed farmers.

1988/ In an interview with USA Today,
Def Leppard’s Joe Elliot ob-
serves of Neil Young, “He can’t
sing or play guitar.”

1992/ Bruce Springsteen plays MTV
Unplugged but insists on using
his electric guitar.

Born: David Coverdale (ex-White-
snake) 1949, Joan Jett 1958,
Liam Gallagher (Oasis)
1972

SATURDAY, SEPTEMBER 23

Checkers Day

1952/ Rocky Marciano becomes the
world heavyweight champion
when he knocks out Jersey Joe
Walcott.

1962/The Hanna-Barbera cartoon
The Jstsons premieres.

1988/ Paul Harvey, at age 70, cel-
ebrates his 50th year on ra-
dio.

Born: Mary Kay Place 1947, Jason
Alexander 1959

" In Music History

1969/ A report in lllinois University
student paper The Northern
Star starts a yearlong flurry of
“Paul McCartney is dead” ru-
mors.

1988/ Tammy Wynette files for bank-
ruptcy after she and her hus-
band tose a $900,000 court
case.

Released: The Doors’ “People Are
Strange” 1967; Mott The
Hoople’s “Allthe Young Dudes”
1972

Born: Ray Charles 1930, Bruce
Springsteen 1949

SUNDAY, SEPTEMBER 24

Fidelity Day*

1955/ Judy Garland makes her TV
debut on the Ford Star Jubilee.

1961/ The Bullwinkle Show debuts
on NBC-TV on Sunday nights.
Bullwinkle J. Moose and
Rocket J. Squirrel originally
appeared weekday. afternoons
on. ABC in Rocky and His
Friends.

1968/ The longest-running TV news
program ever, 60 Minutes, de-
buts on CBS, with correspon-
dents Mike Wallace and Harry
Reasoner.

Born: Craig Kilborn 1962, Marlee
Matlin 1965

In Music History

1977/ The first Elvis Presley Conven-
tion is held in Cincinnati.

1984/ Marcus Price, guitarist for The
Bar-Kays, is shot and killed leav-
ing a rehearsal in Memphis.

1993/Guns 'N Roses settle a suit by
drummer Steven Adler for $2.5
million. Adler sued after being
kicked out of the band over a
drug problem.

— Michael Anderson

& Brida Connolly

www.americanradiohistorv.com
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Hip-Hop Awards

So much for boring awards
shows: Halfway through the
Source Hip-Hop Awards 2000
presentation Aug. 23 in Pasa-
dena, CA, a massive brawl
erupted that forced the show to
end prematurely and sent people
fleeing toward the exits. Eminem,
Dr. Dre and Snoop Doggy Dogg
didn’t even have a chance to per-
form. (Entertainment Weekly,
Globe)

The Hip-Hop Awards melee ex-
ploded immediafely after a perfor-
mance by Lil’ Kim. US Weekly re-
ports that she’s in talks with Play-
boy about shooting a centerfoid
layout. The raunchy rapper ex-
pressed concerns about being
shown totally nude, however, be-
cause she’s “really religious”

Speaking of potential brawls,
Eminem’s former bodyguard
spilied the beans to Star about the
real reasons behind Eminem’s
feud with Christina Aguilera: It
seems Eminem had a big crush
on the teen star, but she spurned
his advances and later made de-
rogatory comments about him on
MTV. So_he fired back and sav-
aged Aguilera in song.

Is Miss Aguilera old enough to
vote yet? If so, she needs a crash
course on who the presidential
candidates are. When a reporter
asked her who she’d rather hang
out with — Al Gore or George W.
— she chirped, “Oh, gosh,
George Washington?”(Globe)

__. . Buh-hye! -

Fans and bargain hunters
flocked to a yard sale at Wynonna
Judd’s Tennessee home to rum-
mage- through some personal
items Judd had tossed out.
(People)

Is Gwyneth Paltrow dropping
her movie career to pursue mu-
sic? She sang three songs — all
covers of oldies — with Huyey
Lewis on the soundtrack of the
film Duets. But she tells People
that she doesn’t.plan to quit her
day job.

Garth Brooks kissed “buh-
bye!” his-plans to turn his Tennes-
see home into a Garth Brooks
museum due to opposition from
his neighbors. (Globe)

Natalie Cole has dvercomesher
drug addiction, she writes in her
forthcoming ‘autobiography. She
reveais in the book that she was
once so strung out on heroin that
she resorted to prostitution to
support her habit. (US Weekly)

Legends And Stars

The National Enquirer’s “Holiy-
wood’s Living Legends” list in-
cludes such music legends as
Paul McCartney, Mick Jagger
and Tina Turner. The 'zine says
that Jagger credits Turner — who

Heat Up!

=

A LOVE MACHINE? — Sting tells
InStyle, “My name seems to have
become synonymous with having
sex for long periods. But when | was
quoted saying | had sex for seven
hours with tantric yoga, that in-
cluded dinner and a movie*

opened for The Rolling Stones dur-
ing their 1969 tour — with teach-
ing him how to dance.

Paul McCartney threw a party in
New York recently — an invitation-
only concert to benefit the Garland
Appeal that featured performances
by Simon LeBon, Nile Rogers
and others — but only a fraction
of the invited guests showed up,
says New York. Due to a computer
glitch, the nearly 5,000 invitations
were marked with the wrong ad-
dresses. The guests who did show
up found out about the event
through word-of-mouth.

Macy Gray — whom Globe
calls an eccentric Billie Holliday
sound-alike — borrowed her stage
name from a childhood neighbor.
Gray’s real name is Natalie Mc-
Intyre.

Andy Williams credits mooing
with saving his voice. The sing-
er tells the Globe he uses cow
sounds. to exercise his vocal
chords as part of his therapy to re-
store his voice, which he damaged
by continuing to perform while suf-
fering from laryngitis.

Legends In Waiting

Sheryl Crow did an imperson-
ation of Marilyn Monroe’s fa-
mous birthday serenade to John
F. Kennedy recently during a
bash at L.A’s Sunset Room.
Crow vamped it up, cooing
breathily a la Monroe and swivel-
ing her hips, for the birthday boy:
the son of Democratic vice presi-
dential candidate Joe Lieber-
man. (US Weekly)

British artist Robbie Williams
seems apprehensive about finding
fame “across the pond.” “You've
-got to put a lot of energy into
breaking America, and the results
roight be nil. | think the results will
be nil. 'm resigned to the fact that
Ml furn up and do it, but | don’t ex-
pect much back” (Entertainment
Weekly)

Boyz Il Men find all the boy
bands’ success baffling. “For us,
it's always been about the music.
We were never the cute, light-
skinned cats with curly hair. It was
never about a gimmick with us. If
it's-a beauty contest, they'll win.
But we can sing circles around
90% of those cats.” (Vibe)

— Deborah Overman

Each week R&R sneaks a peek through the nation’s consumer mag:
azines in search of everything from the sublime to the ridiculous in
music news. R&R has not verified any of these reports.
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72 million households

55 million households

Plays
EMINEM The Way 1 Am 23
NELLY Country Grammar 21
CHRISTINA AGUILERA Come On Over Baby (A#l)...) 19
PAPA RDACH Last Resor! 19
INCUBUS Stellar 17
BRITNEY SPEARS Lucky 17
98 DEGREES Give Me Just One Night (Una Noche) 16
P.0.D. Rock The Party (0ff The Hook) 16
DMX {/31SQ0 What You Want 15
MADONNA Music 14
2GETHER The Hardest Fart Of Breaking Up.., 13
RED HOT CHILI PEPPERS Californication 12
JANET Doesn't Really Matter 1
BIG TYMERS #1 Stunna 10
DEFTONES Change (In The House Of Flies) 10
BUSTA RHYMES Fire 8
FOO FIGHTERS Next Yea:
PINK Most Girls
SR-71 Right Now
DESTINY'S CHILD Jumpin’ Jumpin’
DISTURBED Stupify

MACY GRAY Why Didn' You Call Me?
MYA Case Of The Ex (Wnatcha...)
RAGE AGAINST THEMACHINE Testify
RUFF ENDZ No Morz

COMMON The Light

DE LASOUL Oooh

KDRN Semebody, Someone

MOBY Porceiain

MYSTIKAL Shake YaAss

THIRD EYE BLIND Deer. Inside Of You
BAHA MEN Who Let Thz Dags Out,
BON JOVi It's My Life

CREED With Arms Wide Open

EVE 6 Promise

HANSON if Only

JAY-Z /MEMPHIS BLEEK. .. Hey Papi
NEXT Witey

"NSYNC It's Gonna Be Me

BBMAK Back Here

SAMANTHA MUMBA Gatta Tell Yoy

3 D00RS DOWN Kryptcnite
BACKSTREET BOYS The One
EMINEM The Real Slim Shady
EVERCLEAR Wonderful

NINE DAYS Absolutely (Story Of A Girf)
JESSICA SIMPSON | Think I'm In Love With You
BRITNEY SPEARS Oogst ... | Did 1t Again
TRINA Pulf Over

WYCLEF JEAN /THE ROCK It Doesn't Matter
KID RDCK American Bzd Ass

LIL' KIM No Matter What They Say
NICKELBACK Leader Oi Men

SHYNE Bad Boy Anthem

WHEATUS Teenage Dirbag

(HED) PLANET EARTH 3artender

LIL' BOW WOW Baunce With Me
STING Desert Rose

FUEL Hemorrhage {In My Hands)
VAST Free

ORGY Fiction (Dreams In Digital)
WALLFLOWERS Sleepwalker

Video playlist for the week ending September 3.

Peter Coher,
VP/Programming

National Top 20
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3LW No More (Baby, I'ma Do Right)
CHRISTINA AGUILERA Come On Over Baby (All...)
EMINEM The Way | Am

MYA Case Of The Ex (Whatcha ...)

JAGGED EDGE Let's Get Married

SISQ0 tncomplete

WHEATUS Jeenage Dirthag

BAHA MEN Who Let The Dogs Out

AARON CARTER Aaran's Party (Come Get It
BIG TYMERS #1 Stunna

MYSTIKAL Shake It Fast

MADOONNA Music

LI’ BOW WOW Bounce With Me

'R. KELLY | Wish

TRINAPull Over

CASH MONEY... Ballzr Blockin®

98 DEGREES Give Me Just One Night-(Una Noche)
G000 CHARLOTTE Little Things

NELLY Country Grarpmar

OPM Heaven Is A Halfpipe

Video playlist for the week ending September 3.

70 million households

Paul Marszalek
VP/Music Programming

ADDS

LENNY KRAVITZ Again
U2 Beautiful Day

INSIDE TRACKS

Show Prep

TELEVISION

Due to the Labor Day holiday, the Nielsen Media data is not avail-
able. The lists will resume in next week’s issue.

COMING NEXT WEEK

01DO Here With Me
VERTICAL HDRIZON You're AGod'

XL

FAITH HILL The Way You Love Me
JANET Doesr't Really Matter
MADONNA Music

MATCHBOX TWENTY Bent

STING Desert Rose

NEW

BARENAKED LADIES Pinch Me
DIDO Here With Me

LENNY KRAVITZ Again

MATCHBOX TWENTY If You'r2 Gone
U2 Beautiful Day

WALLFLOWERS Steepwalker

LARGE

3DOORS DOWN Kryptonite

BON JOVIIts My Life

TONI BRAXTON He Wasn't Man Enough
BRIAN SETZER DRCHESTRA Gettin' In The Mood
CREED With Arms Wide Opent
DESTINY'S CHILD Jumpin' Jumpin’
EVERCLEAR Wonderful

FOD FIGHTERS Next Year

ELTON JOHN Friends Never Say Goodbye
RED HOT CHILI PEPPERS Califomication
VERTICAL HORIZON You're A God

MEDIUM

CHRISTINA AGUILERA Come On Over Baby (All...)
BOYZ ! MEN Pass You By

CORRS Breathiess

FASTBALL You're An Ocean

NINA GORDON Tonight And The Rest Of My Life
B.B. KING/ERIC CLAPTON Riding With The King
MOBY Porcefain

NINE DAYS Absolutely (Story Of A Girl)

THIRD EYE BLIND Deep Inside Of You

CUSTOM

AC/DC Satellite Blues

BAHA MEN Who Let The Degs Out

TONI BRAXTON Just Be A Man About it
ALICE COOPERGimme

FUEL Hemarrhage (In My Hands)

OAVID GRAY Babylon

MACY GRAY Why Didn't You Call Me?

IRDN MAIDEN The Wicker Man

JAGGED EDGE Let's Get Married

KENNY WAYNE SHEPHERD Last Goodbye
DAVE KOZ f/MONTELL JOROAN Careless Whisper
LUCY PEARL Don'tMess With MyMan
SHELBY LYNNE Gotta Get Back

METALLICA | Disappear

MORCHEEBA Rome Wasn't Built In A Day
BRITNEY SPEARS Lucky

CARL THOMAS Summer Rain

WYCLEF JEAN f/THE ROCK It Doesn't Matter

Video airplay from September 11-17.

36 million households

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEO PLAYLIST

JAY-Z {/MEMPHIS BLEEK... Hey Papi
MYA Case Of The Ex (Whatcha...)
DESTINY’S CHILD Jumpin’ Jumpin'
JOE Treat Her Like A Lady

RUFF ENDZ No More

DMX 1/S1S00 What You Want
$1SQ0 Incomplete

MYSTIKAL Shake it Fast

NEXT Wifey

BIG TYMERS #1 Stunna

RAP CITY

LiL' BOwW WOW Bounce With Me

LIL’ ZANE t/112 Calfin’ Me

BIG TYMERS Get Your Roll On

NELLY Country Grammar

€-MUROER f/SNOOP 00GG Down For My N's
504 BOYZWhodi

MYSTIKAL Shake It Fast

COMMON The Light

DMX {/S1SQ0 What You Want

JAY-Z {/MEMPHIS BLEEK... Hey Papi

This week’s playlist is frozen.

T

Tube Tops

’N Sync, Son By Four and co-
hosts Gloria Estefan and Jennifer
Lopez are slated to perform live
from L.A’s Staples Center when
CBS presents the first annual Latin
Grammy Awards, which will also fea-
ture a tribute to the late Tito Puente
(Wednesday, 9/13, 9pm).

Friday, 9/8

» Savage Garden, The Tonight
Show With Jay Leno (NBC, check
local listings for time).

¢ Jose Feliciano sits in with the
band on The Late Show With David
Letterman (CBS, check local listings
for ime).

~ Saturday, 9/9

e Lyle Lovett performs on PBS’
Austin City Limits (check local list-
ings for time).

Monday, 9/11

« Dr. Laura Schlessinger's new,
self-tiied TV talk show debuts on
CBS (check local listings).

Al Green, Jay Leno.

e Sting, David Letterman.

e Julian Austin, Tara Lyn Hart,
The Wilkinsons and Michelle
Wright are slated to perform from

Edmonton’s Skyreach Centre when
TNN presents The Canadian Coun-
try Music Awards, hosted by Terri
Clark and Paul Brandt (9pm).

Tuesday, 9/12

» Gloria Estefan, Jay Leno.

«Emmylou Harris, David
Letterman.

« Barenaked Ladies, Late Night
With Conan O'Brien (NBC, check lo-

cal listings for time).

Wednesday, 9/13

¢ The Corrs, Jay Leno.
* Dickey Betts sits in with the
band on David Letterman.

Thursday, 9/14 -

« Supergrass, David Letterman.

— Julie Gidlow

All show times are ET/PT unless otherwise noted: subtract one hour for CT.
Chedk listings for showings in the Mountain time zone. All istings subject to change-

H

OPM Heaven Is A Halfpipe...
DISTURBED Stupify

DAVID GRAY Babylon

JURASSIC 5Quatity Control

RED HOT CHILI PEPPERS Californication
‘MACY GRAY Why Didn't You Call Me?
MADONNAMusic

WHEATUS Teenage Dirtbag

BT Never Gonna Gome Back Down
MOBY Porcelain

INCUBUS Stellar

P.0.D. Rock The Party (Off The ...}
CREED With Arms Wide Open
EMINEMThe Way | Am

FOO FIGHTERS Next Year

EVE 6 Promise

NICKELBACK Leader Of Men
COMMON The Light

8STOPS7 Question Everything
QUEENS OF THE STONE AGE The Lost Art.
SR-71 Right Now

AMEL LARRIEUX Swee{Misery

NELLY Country Grammar

CHEMICAL BROTHERS Let Forever Be
SLUM VILLAGE Climax

BLINK-182 All The Small Things
LIVE They Stood Up For Love
ELECTRASY Morning Atterglow
SUPERGRASS Pumping On Your Stereo
NINE INCH NAILS Into The Void
BLUR Coffee & TV

LiL’ BOW WOW Bounce With Me
MAJOR FIGGAS Yeah, That's Us
DANDY WARHOLS Godless

EMINEM The Reaf Slim Shady

This week s playlistIs frozen
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BOX OFFICE TOTALS
Sept. 1-4 ‘
Title S Weekend
Distributor (8 To Date)
1 BringltOn $14.17
s Universal ($36.64)
2 TheCell $8.92
New Line ($46.27)
3 Space Cowboys $8.64
WB ($74.53)
- 4 The Art Of War $7.68
WB ($21.45)
5 Highlander: Endgame $6.22
Miramax* ($6.22)
6 What Lies Beneath $5.95
DreamWorks ($138.78)
- 7 .The Original Kings $5.80
Of Comedy ($28.79)
Paramount
8 The Replacemenits $4.47
wB ($36.87)
9 Nutty Professor 2: $3.88
The Klumps ($115.03)
Universal
- 10 The Crew $3.71
Buena Vista (%$9.21)
All figures n millions
* First week in release
Note: Figures reflect a
three-day weekend.

Source: ACNielsen EDI

COMING ATTRACTIONS:
This week’s openers include
Turn It Up, starrmg recording
artists Pras and Ja Rule. The
film is an adaptation of Ghetto
Supastar, a book that was co-
written by Pras and the name
of the album the Fugees mem-
ber released in 1998.

Ja Rule is also featured in
Backstage, a documentary on
the 1989 Hard Knock Life hip-
hop tour released in associa-
tion with Roc-A-Fella Records
and Island Def Jam Music
Group. Also showcased are
recording artists DMX, Method
Man, Redman, Beanie Sigel,
Memphis Bleek, DJ Clue and
Amil. DJ Clues Backstage
Mixtape was inspired by the
film, and it comtains Beanie
Sigel's “In the Club,” Prodigy’s
“Keep It Thoro,” Memphis
Bieek's “My Mind Right” The
Lox’s “Who Did You Expect,” T-
Boz's "Wanna Take Me Back,”
Christion’s “Just Leave Your
Love,” Rell’s “Dailin’;” Hot Boyz
f/Big Tymers’ “Millionaire,”
Outkast f/Slimm Calhoun’s
“Funkanella,” Redman & Lady
Luck’s “Come and Get It
Cam’ron f/Juelz Santana’s
“Hat Music,” Fabulous’ “Gotta
Be a Thug” and Capone-N-
Noreaga’s “Dor’t Want Beef”
Ja Rule teams with Memphis
Bleek and Lil’ Cease on
“Crime Life” and with Da
Ranjahz on “Say What You
Say,” while Jay-Z contributes
“People’s Court,” collaborates
with Mya on “Best of Me Part
2" and is featured on Amil, Eve
& Da Brat's “Rcad Dawgs.”

s

— Julie Gidlow
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Sports Radio Scores Big

[l Format looks hotter than ever with nearly 300 Sports/Talk

stations nationwide

News/Talk

hile these pages ysually highlight Talk radio from the ranks of traditional AM News/Talkers
or the newer breed of FM Talk stations, this week they’ll showcase some stats on thatother

——— Talk format. You know, the one that has quietly grown from fewer than 100 stations in 1994
to nearly 300 stations from coast to coast today.

That other format is, of
course, Sports/Talk radio.
According to a new report
just released by Interep,
Sports/Talk radio in
America is bigger and bet-
ter than ever. And despite
the usual less-than-domi-
nant 12+ shares achieved
by most Sports radio. sta-
tions, Interep’s’ study

few years. Report author
Doug Catalanello, who
has been involved in much
of that research, began his
career as a research ana-
lyst for Westwood One be-
fore joining Interep in
1995. Today he is Re-
search Director/Interep In-
teractive Division and
ABC Radio Sales.

points to some very favor-
able qualitative informa-
tion that should have both Sports/
Talk executives and advertisers
grinning from ear to ear.

And that constant ringing sound
you hear? That’s the sound of ac-
count executives at Sports/Talkers
ringing up sales across the country.
Because according to Miller,
Kaplan, Arase & Co.'s 1999 report
on power ratios by format, Sports/
Talk radio now enjoys the highest
ratings-to-revenue power ratio of
all radio formats.

Updated Information

The current Interep report is ac-
tually an update of ongoing Sports/
Talk radio research that’s been
done by the company over the past

Doug Catalanello

“This is one of the reports
that we like to keep as cur-
rent as possible, so we update it an-
nually,” says Catalanello. “We now
have about three years' worth of in-
depth product and lifestyle data on
Sports/Talk radio listeners.”

With his knowledge of both past
and present studies, Catalanello
was able to add some historical
perspective to the latest results.
“There has been some consistent
growth among listeners in affluent
categories such as those listeners
with higher household incomes and
those who come from professional
and managerial backgrounds,” he
notes. “Frankly, the way things
have been trending for the past few
years, I expected that to continue in
this update, and it did.”

So what does Catalanello see as
some of the reasons behind the
format’s increased appeal and
growth from a researcher’s perspec-
tive? I think its appeal now js still
pretty much the same as it always
has been,” he says. “It’s a format
that attracts younger, upscale, male
listeners to the AM dial, which, as
you know, is not the easiest thing to
do.

*“I also think a lot of it has to do
with our current culture — sports
in America is very popular. Also,
the advent of 24/7 sports networks
has made the format much more vi-
able for stations in markets that
otherwise might not take on the ex-
pense of launching an all-Sports
format. The networks today offer
stations access to big-name person-
alities who are doing for Sports/
Talk radio what national personali~
ties did a few years ago for News/
Talk stations.”

High Income Index Increases

Catalanello was impressed by
the increase in both the index and
the percentage of high-income
households for Sports/Talk radio
listeners in this latest research.

B What’s the latest mind-set?

born in 1982.

ways been dead.

except one, since they were born.

Beloit Gollege’s Annual List

In an effort to help its faculty members better understand
incoming freshmen, the folks at Wisconsin's Beloit College
release a “mind-set list” each year to help their professors
think about what their new students have experienced and
— perhaps more importantly — have not experienced. Just
in case you or any of your on-air hosts missed seeing this

year's list, here are their insights on the Class of 2004.
* Most students entering coliege this fall as the Class of 2004 were

* Grace Kelly, Elvis Presley, Karen Carpenter and the E.R.A. have al-

» Kurt Cobain's death was the “day the music died”
e Somebody named George Bush has been on every national ticket,

* The Kennedy tragedy was & plane crash, not an assassination.

e Huckleberry Finn has always been a “banned book.”

* A “45" is a gun, not a record with a large hole in the center.

* They have no clue what the Beach Boys were talking about when
they sang about a 409 and the Little Deuce Coupe.

* They have probably never lost anything in shag carpeting.

e M°A*S*H and The Muppet Show have always been in reruns.

¢ Punk rock is an activist movement, not a musical form.

Continued on Page 32

“In previous years we didn’t even
break out households with in-
comes of $100,000+ because
there wasn’t enough sample
there,” he recalls. “But that has
increased significantly, to the
point where now we find that
Sports/Talk listeners are twice as
likely as the average adult to live
in $100,000+ households.”
Asked if he thought that those
results are an anomaly, Catalanello
says he doesn’t think so. “Although
we call this the ‘latest research,’
the fact is that it goes back for some
time now. I think the positive news
for Sports/Talk radio is that this is
the continuation of a trend that has
now had enough time go by to so-
lidify those numbers. It’s not a flash
in the pan, in my opinion.”
Conversely, I asked Catalanello
if he saw any hidden areas that
might be of concern to Sports/Talk
broadcasters in the midst of all the

positive news. “Not really at this
point,” he replies. “But one area
where there’s just not enough infor-
mation yet to discern any trend is
sports listening on the FM dial.

“A number of FM stations are
now carrying play-by-play sports —
primarily NFL games — but there's
not enough data to suggest how
much of a success sports on FM
will be. I think that today's num-
bers suggest that it is probably a
safe bet for a programmer to put a
Sports station on the AM dial, but
sooner or later it will also likely be
a format that can work on FM.”

Love Those Demos

Interep’s report states that there
are presently 285 commercial
Sports/Talk radio stations in the
U.S., compared to just 96 back in
1994. Perhaps more importantly,

Continued on Page 32
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Ferrall Comes Off The Bench!

8pm-12mid ET
5pm-9pm PT

Debuts this week
in 50+ markets
including:
Detroit, Atlanta,
Phoenix, Denver,
Kansas City,
San Antonio,
Memphis and
Las Vegas...

SPORTSFAN|
RADIO NETWORK

www.sportsfanradio.com

e

For more information and a free demo %}

call Sean Carroll @ 212.897.9894

wWwWw.americanradiohistorv.com
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News/Talk

Sports Radio

Continued from Page 30

there is at least one all-Sports sta-
tion in 23 of the top 25 radio
metros. And while more than 80%
of the format’s audience is male,
they’re not all those beer-swilling
guys you see on TV, standing with
their shirts off in 18-degree weather,
their bodies painted in the home
team’s cofors.

Quite the contrary: The majority of
Sports/Talk radio’s audience consists
of 25-54-year-olds. Broken out even
further, we find that just 4.2% of
Sports radio listeners are 18-24,
25.2% are in the 25-34 demo, 31.5%
fall into the 35-44 cell, 19.4% are 45-
54, and 19.7% are 55+.

Here are some additional stats
from Interep’s “All Sports Radio
Report” that should provide
Sports/Talk radio programmers,
managers and account executives
from coast to coast with enough
data to improve their bottom lines
for the rest of this year and for
years (o come.

* Three out of every four Sports
radio listeners fall into the 25-54
demographic.

* Some 82% of the Sports/Talk
audience is male.

* The heaviest concentrations of
Sports/Talk radio listeners reside in
the Northeast (26%) and Pacific
regions (26%). However, the Mid-
west and South come in at a close
second with a 25% showing in both
regions.

* Sports/Talk listeners are 83%
more likely than the average adult
to hold a college degree, with 41%
earning a college degree or better,
24%.who attended college, 24%
who graduated high school, and
just 6% who did not graduate high
school.

* Sports/Talk listeners are 72%
more likely to be professionals and
twice as likely to be managers or
administrators as the average adult.
Among adults 18+, 20% list them-
selves as professionals, compared

to 12% of the general population.
Some 19% are managers or admin-
istrators vs. 9% of the general
population. And 17% consider
themselves Technical/Professional
compared to 10% of the overall
population.

* Sports/Talk listeners index ex-
tremely well when it comes to
household income. About 8.5%
earn less than $20,000, 13.5% are
in the $20,000-$40,000 bracket,
and 9.5% fall into the $40,000-
$50,000 range. When you get into
the over $50,000 range, Sports/Talk
listeners” strength increases dra-
matically, with 21.1% in the
$50,000-3$75,000 bracket, 47.4%
earning over $75,000, and a whop-
ping 31% reporting earnings of over
$100,000 (that compares to just
15% of the general population in
that category).

* More than two-thirds of Sports/
Taik listeners are married, 16% are
single, and 13% are separated/wid-
owed/divorced.

Defining The Sports/
Talk Consumer

Interep’s research offers some
qualitative information on Sports/
Talk radio listeners that should pro-
vide any Sports radio sales depart-
ment with some additional ammuni-
tion on the street. Here are some
valuable snapshots from the re-
cently released report.

* Sports radio listeners, as you
might expect, are active in a variety
of athletic pursuits. In fact, they
perform well above the index norm
of 100 in many categories, includ-
ing use of a stair machine (142),
weight training (181), jogging
(171), racquetball (127), downhill
skiing (154), bowling (125), tennis
(145) and golf (229).

* Likewise, Sports/Talk listeners
outperform the index norm of 100
in entertainment-oriented activities,
including going to the movies
within the first two weeks of a re-
lease (125), attending rock/pop con-
certs (153), going to the theater

(139), visiting comedy clubs (210),
visiting casinos (141), stepping out
at bars and nightclubs (139) and
leisure dining out (121).

* Don’t hesitate to pitch your
Sports/Talk audience to banking
and financial services clients
Again, sports listeners outperform
the index norm of 100 in every cat-
egory researched, including credit
card use of 20+ times monthly
(189), owning an IRA (146), hav-
ing a brokerage account (162),
owning securities worth more than
$100,000 (223), owning stock
(162) and owning mutual funds
(223).

* Sports/Talk radio listeners are
more than double the average index
of 100 for heavy usage of domestic
business-related airline travel in
the past year (244). They are also
heavy users of cruise ship vacations
and outperform the national aver-
age in dollars spent on travel each
year.

* Auto dealers will find Sports/
Talk’s audience a great buy with
across-the-board above-average in-
dexes in all automotive categories
researched, including owning a
luxury car (131), owning a sports
car (134), use of rental cars (159),
owning an SUV (143), owning a
minivan (136) and planning the
purchase of a new vehicle within
six months (128).

Finally, it’s worth noting that
just within the past few weeks
there have been several more sta-
tions across the country that have
launched Sports/Talk formats in a
variety of markets, large and small.
And research results like these
from Interep are bound to encour-
age even more stations — both AM
and FM — to consider taking the
plunge into “all sports, ail the
time” in the near future.

For more information on how
you can obtain a copy of Interep’s
“All Sports Radio Report,” call
them rtoll free at 1-800-INTEREP.

Annual List
Continued from Page 30

* They have always bought telephones, rather than renting them from
AT&T.

* The year they were born, the death toll from AIDS was in the hun-
dreds. Finding a cure for the new disease was designated a top priority
for government-sponsored research.

* We have always been able to reproduce DNA in the labgratory.

* Wars begin and end quickly; peacekeeping missions go on forever.

* There have always been automated teller machines.

» The President has always addressed the nation on the radio on Sat-
urday.

* We have always been abie to recelve television signals by direct-
broadcast satellite.

« Cities have always been trying to ban the possession and sale of
handguns.

* Watergate is as relevant to their lives as the Teapot Dome scandal.

* They have no idea that a “presidential scandal” once meant nothing
more than Ronald Reagan taking President Jimmy Carter’s briefing book
in “Debategate.”

* They have never referred to Russia and China as ‘the Reds”

« Toyotas and Hondas have always been made in the United States.

* There has always been a national hofiday honoring Martin Luther King Jr.

* Three Mile Island is ancient history, and nuclear accidents happen
in other countries.

» Around-the-clock coverage of Congress and public affairs, weather
reports and rock videos have always been available on cable.

» Senator Phit Gramm has always been a Republican.

* Women sailors have always been stationed on U.S. Navy ships.

* The year they were born, The New York Times announced that the
“boom in video games,’ a fad, had come to an end.

* Congress has been questioning computer intrusion into individuals'
personai lives since they were born.

¢ Bear Bryant has never coached at Alabama.

¢ They have always been abie to afford Calvin Kiein.

* Coors beer has always been sold east of the Mississippi.

* They were born the same year that “Ebony and fvory” fived in per-
fect harmony.

* The year they were born, Dustin Hoffman wore a dress in the mov-
ies, and Julle Andrews wore a tuxedo.

¢ Eiton John has only been heard on AC stations.

* Woodstock is a bird or a reunion, not a cultural touchstone.

¢ They have never heard a phone “ring.”

* They have never dressed up for a plane flight.

* Hurricanes have always had men’s and women's names.

¢ Lawn darts have always been illegal.

«"Coming out” parties celebrate more than debutantes.

* They only know Madonna singing “American Pie."

* They neither know who Billy Joe was, nor wondered what he was
doing on the Tallahatchie Bridge.

» They never thought of Jane Fonda as “Hanoi Jane,” nor associated
her with any revolution other than the “Fitness Revolution® videotape they
may have found in the attic.

* The Osmonds are talk-show hosts.

* They have never used a bottie of White-Out.

* |f they vaguely remember the night the Berdin Wall fell, they are prob-
ably not sure why It was up In the first place.

*"Spam"” and “cookies” are not necessarily foods.

¢ They feel more danger from having sex and being in school than from
possible nuclear war.

WSB Atlanta « WLS Chicago * WRKO Boston « KTRH Houston * KSFO San Francisco * KLSX Los Angeles *» WGY Albany

Kim Komando is America’s

o

WHIO Dayton *« WIOD M

[ TalkRado NEEEFEE

KCMO Kansas City * KFY1 Phoenix * KSTP Minneapolis * KXNT Las Vegas » WIBC Indianapolis * WRVA Richmond

‘Digital Goddess

“In a world of talk radio that fails to capture llsteners,
Kim brings great energy, personality and revenue.”
Mike Elder, Director of Operations, WLS Chicago

TalkRadio’s #1 Computer & Internet Show

Kim Komando. Now over 350 stations. That's almost gvery market. But just in case we missed you, give us a call.

WestStar  5g2-381-8200

WWW-americanradiohistorv.com

ext. 201 eastern stations or
exl. 211 western stations
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Americalist
Media Marketing
1.800.321.0448

Building CUME and TSL
for great radio stations
across America.

Complete direct marketing services
all under one roof:
Direct Mail, Telemarketing,
~ Database Management.

“FM Tall’ Caught Tongue-Tied!

he hot lines were abuzz at Street Talk

| Central last Thursday (8/31) with word
that Jack Silver was departing the PD

l post at Infinity Hot Talker KLSX/Los Angeles.
However, the rumors turned out to be totally
false. It seems KLSX early middayer Sam Ru-
bin wanted to broadcast a programming staff
meeting live on the air. When approached by
Rubin, Silver said that Rubin couldn’t air the
whole meeting, but that when Rubin went “live
to the conference room,” Silver would make up
some stuff. What did Silver announce to the

| world? That he'd be shifting to New York for a

corporate position with Infinity and that former
! KABC/L.A. PD Drew Hayes was succeeding

him in the PD chair. Silver tells ST, “l did this -

whole ridiculous speech about moving to New
York and being replaced by Drew. Absolutely
‘ none of it is true. | guess the good news is a
| lot of people are listening”
I
; Meanwhile, ST couldn’t help but notice an
advertisement for J&B Scotch whisky during
a lengthy stopset on Clear Channel's newly ac-
| quired Hot AC KYSR (Star 98.7)/Los Ange-
les over the Labor Day weekend. Along with
! the ad came a disclaimer that said something
along the lines of, “Drink responsibly. Don't
drink and drive. A message from the AMFM
Radio Group.” While AMFM allowed station
GMs to permit liquor advertisements if their
| station’s format targeted adults, Clear Chan-
nel has made it clear that it is against hard li-
quor spots on its stations. Will this be the last
spot for spirits for the station? KYSR GSM
Paul O’Malley did not return ST’s call seeking
comment.

Speaking of Clear Channel, it seems
Brian Ongaro has departed as VP/Market
Manager for the company’s Dallas-Ft. Worth
cluster. Tom Schurr will succeed Ongaro in
the post and oversee KDMX, KEGL, KHKS,
KTXQ & KZPS. In Music City, Clear Chan-
nel/Nashville VP/GM Dick Williams resigned
late Tuesday afternoon, no more than a week
after Clear Channel assumed control of the
five-station cluster from AMFM. It's not known
who Williams’ successor will be. However, with
Clear Channel corporate meetings taking
} place in Miami this week, an answer should
| be forthcoming at any moment. Williams took
‘ the Nashville post in 1998 after 11 years with
| Heritage Media’s St. Louis stations.

, Charley Connolly joins Emmis’ heritage
| NAC/Smooth Jazz WQCD/New York as PD/
MD. He previously served as PD/morning host
at Barnstable AC WKJY/Long Island and fills
the post created when MD Rick Laboy depart-
| ed and PD John Mullen was promoted to OM
| for 'QCD and sister WRKS. .

WWW americanradiohistorv com

Talk America Radio Networks President
Tom Star has been permanently relieved of
his duties, ST has learned. KRLV/Las Vegas
GM Paul Lyle will continue to serve as act-
ing President of the company until Star's suc-
cessor is named.

San Jose-based dot-com firm GetMedia
Inc. has closed its doors. GetMedia offered
radio stations the opportunity to sell records
online and handled orders and customer ser-
vice within its own company. GetMedia had

“more than 400 client radio stations.

by -

KZLA/Los Angeles’ husband-and-wife
morning dyo Gene & Julie have departed the
Country station, recently acquired by Emmis,
after just four months. KZLA afternoon driv-
er Shawn Parr will hold down the morning
shift on an interim basis as a nationwide tal-
ent search is conducted for the slot. Mean-
while, KBIG/L.A. morning co-host Billy Burke
joins'KZLA for afternoons, and longtime
KZLA airstaffer Marina Wilson joins Contem-
porary Christian KFSH (The Fish)/Anaheim-
L.A. for middays.

KKBT/Los Angeles has tapped Steve
Harvey, star of the WB television network’s
The Steve Harvey Show and
the current feature film The
Original Kings of Comedy, as
its new morning host. Harvey
starts on Sept. 11. On a re-
lated note, the Los Angeles
Times ran a Reuters article
about Harvey’s new gig in
last Friday’s editions (9/1).
However, it inadvertently ran  Steve Harvey
a photo of Cedric The Enter-
tainer, Harvey’s Kings and WB sitcom co-star.

WQYK-AM/Tampa Exec. Producer
Michael “Cowhead” Calta is being sued by
crosstown WXTB morning host Bubba The
Love Sponge and 'XTB owner Clear Chan-
nel Communications over the use of Calta’s
nickname. Calta was Bubba’s producer from
1992-96 in nights at WFLZ/Tampa and joined
Bubba when he moved to mornings at sister
WXTB later that year. In April 2000 Calta was
fired from 'XTB. He asked that he be allowed
to continue to use the “Cowhead” name he'’s
used since high school.

He was rebuffed, however, and informed
that Bubba had obtained a service mark for
the name without Calta’s permission. Last Fri-
‘day Calta received a cease-and-desist order

Continued on Page 37
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Continued from Page 34

from Clear Channel and the Love Sponge in
regard to his 3-year-old website at www.
cowhead.com. The order cites Calta for vio-
lating the Florida Trademark Act and accus-
es him of being a “cybersquatter” Although
he has until the end of today (9/8) to remove
the site, Caita tells ST that he has no plans
to do so. Clear Channel/Tampa GM Dan
DiLoreto did not return ST’s call before press
time.

WXRK/N.Y. evening host Cane, who also
hosts VH1’s The Rock
Show, has landed a guest-
starring role on the Sept.
24 episode of HBO’s saucy
series Sex and the City,
Daily Variety reports. Al-
though he has no acting
experience, Cane has
signed with the William
Morris Agency and hopes
to become a leading man in
film and television. However, don’t expect to
see Cane’s name in the credits: He’s using
his real name‘ Doug Petersen.

CHR Switch Unlikely
For WUBT

Rumors have been heating up through-
out Chicagoland about the arrival of a new
CHR/Pop station. But which station will be
flipping to the format? The Chicago Tribune
last week suggested Rhythmic Oldies WUBT,
based on the recent replacement of nighttim-
er Evan Luck with Supersnake and the sta-
tion’s desire to hire longtime CHR talent
George McFly, who'’s still bound by a non-
compete clausé from Big City Radio’s cross-
town WKIE. Market Manager Kathy Stinehour
“laughs at the speculation,” the Tribune re-
ports, and explains that the recent changes
at 'UBT are simply moves designed to give
the station a more uptempo sound.

Cane

Format flips galore occurred over the
long holiday weekend. Among them was
Rhythmic Oldies WNPL/Nashville’s shift to
Active Rock as “Nashville’s Pure Rock ...
Beaver 106.” The Dickey Brothers’ station
unveiled the new format last Friday (Sept. 1),
having aired a Rock format until December
1998. OM/PD Jim Kennedy exits.

Urban WRDS (Power 102)/Syracuse de-
parted the airwaves at 6pm Monday evening
and went dark for a few days before new
owner Galaxy Communications installs its
new format. That was expected to occur to-
day (9/8) at noon, when Garth Brooks’
“Friends in Low Places” was set to take to
the airwaves and run nonstop until tomorrow.
That's when 'RDS will most likely moo-ve to
Country as “Big Cow 102" and take on Clear
Channel's market-leading WBBS.

KKFR (Power 92)/Phoenix mixer AL 3
(a.k.a. Albert Linesses Ill) successfully broke
the world record for continuous mixing last

Rumbles

* Veteran Big Apple air talent Hotly Levis joins
Sirius Satellite Radio as Supervising Manager/CHR-
Top 40 Programming. Levis, who most recently held
the midday shift at WBLI/Long Island, will also take
an airshift.

¢ Tim Link becomes Director/Sales for Journal
Broadcast Group's six-station Wichita cluster. He
previously held the VP/GM post for AMFM's Wichi-
ta operations.

« LeBron Joseph joins Urban Oldies KMEZ/New
Orleans as PD/morning host. He formerly served
as PD/midday host at crosstown WYLD.

« KEWS & KEX/Portland APD Nate Lundy be-
comes PD of WSCC/Charleston, SC. He succeeds
Stu Williams.

« Jim Spector joins WIMZ/Knoxville as PD;

¢ C.J. Ryan, NextMedia’s Dir. of Programming/
OM for Panama City, FL, leaves the building.

» WVSR/Charleston, WV. PD Kevin Scott de-
parts.

+ Kris Kaane exits for the MD/night jock slot at
WOMP-FM/Wheeling, WV,

* Manuel Carvajales becomes LSM of Radio
Unica’s WNMA/Miami.

« WDUR-AM/Raleigh-Durham drops its simulcast
of Gospel WNNL-AM in favor pf Oldies WTRG-FM.
WTRG PD Joe Friday exits.

* KTJM/Houston segues from Rhythmic Oldies to
Classic Hits.

weekend by spinning the turntables for an in-
credible 66 hours! AL 3 began his shift from
the station’s live remote at Arizona Mills mall
at 5pm on Sept. 1 and finally stepped down
at 11am on Sept. 4, beating the previous
record of 60 hours and 5 minutes. The Guin-

ness Book of World Records is presently re- |

viewing the authenticity of AL 3’s feat, which
also served as a fund-raiser for Mothers
Against Gangs and two other youth outreach
organizations.

The Detroit Free Press reports that, “ac-
cording to sources close to the situation,” In-
finity News/Talker WXYT/Detroit has made “a
strong bid” to lure broadcasts for baseball’s

Detroit Tigers and hockey’s Detroit Red Wings |
away from its longtime play-by-play home, ABC |

Talker WJR. Tigers games have aired on 50kw
WJR for almost 40 years, while Red Wings
matches have aired on the station since the
1970s. Both teams are owned by Mike Iliitch.
WJR Operations Dir. Steve Stewart told the
newspaper that talks with Illitch reps were on-
going, and WXYT GM Rich Homberg com-
mented that he was unaware of any final de-
cision. WXYT broadcasts with just 5kw, but a
deal involving the station may also involve a
simulcast with FM Talker WKRK, the Free
Press suggests. It also went so far as to sug-
gest an all-out format flip to Sports if WXYT
lands both teams and acquires veteran 'JR
sportscaster Frank Beckmann for the morning

shift. WXYT already carries Detroit Lions foot-

ball games.
Indy’s Battle Of 4
The Vans

WZPL/Indianapolis’ promotions team last
week parked their station van around the cor-
ner from CHR/Pop rival WNOU’s studios and

Continued on Page 38 |
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dew Film. New Mecfié. Kew York.

Continued from Page 37

began giving out 'ZPL bumper stickers. When
word of the stunt hit WNOU’s promo team,
they sent out multiple Ford Expeditions and
surrounded the WZPL van. WNOU (Radio
~F Now) then told listeners that they would be
MuS j ﬂ entered into a drawing to win Britney Spears
FIL 18y i) tickets if they covered up a "ZPL sticker with
g a Radio Now sticker. ST hears that 'NOU fans
chased the rival van around Indy as WZPLs

' guerilla promoters beat a hasty retreat.

Richard Sanders elevated to President of V2
North America.
e Warner Bros./Nashville merges with Reprise/

Last Monday (8/28) WMAL/Washington Nashville. Jim Ed Norman to serve as President.

¢ Chris Berry becomes VP of ABC Radio News.

morning show producer Dan Loukota was ;
* Les Acree appointed PD of WNOE/New

enjoying a day off by taking his wife out to Orleans.
lunch. On his way back to his home in Lau- Mark Lindow lands PD gig at WYRK/Buffalo.
rel, MD, Loukota noticed sparks coming from V

underneath a car on the side of the road.

: : : Sens'f‘g trOUb,le’ Loukota pulled over ?nd got James Donahoe decided as VP/GM of KMKX
THURSDAY-SUNI = : = | the driver out just before the car’s engine and & KYXY/San Diego.

- OCTO dashboard burst into flames. The next day = e« Dan Michaels made PD of WMGK/Philadelphia.

- NEW YO Loukota shared his story with WMAL morn- Jeff Silvers set as WGAY/Washington PD.
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