NEWSSTAND PRICE $6.50
Aerosmith Rock With 255 Adds

The enduring group racks up a combined total of 255 adds
at multiple formats this week with “Jaded” (Columbia).
’ Aerosmith were
1 recently

acknowledged at
the Ameritan
Music Awards
with the
International
Artist Award.
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Music Meeting Debuts!

Relief for the time-starved programmer has arrived!
Music Meeting is radio’s most convenient way to learn
about and hear all the new music you're considering for
your station. It's fast, it's easy, and — best of all — it's
free! Go to www.rrmusicmeeting.com for details.
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management ¢ marketing o sales

Direct-response advertising — the kind of
ads that are designed to generate an
order or a lead or send traffic to a retail
location — account-for the majority of the
ads heard on the radio. But effective
direct-response ads can be tricky to
create, and bad ones could lead to
diminished results. This week R&R Sales
& Marketing Editor Pam Baker presents
the first of a mutipart feature on direct-
response advertising. As an adjunct to
this story, our resident copywriting
expert, Dan 0’Day, checks in with a great
essay on the trials and tribulations of
writing effective commercial copy. This
week's Management, Marketing & Sales
section also has sage.advice from Dick
Kazan about telephone etiquette. Our GM
Spotlight features perhaps the only GM
now in radio who can claim that she
dated Elvis!

Pages 8-15

MUSIC MEETING THEME ISSUE

Music Mesting, the great new
programming tool that'’s designed to
make your station’s music selection
process actually enjoyable, debuts this
week. R&R's music editors each pull
apart an element of the service and report
on it in their columns this week.

Throughout the issue

IN THE NEWS

o WUBT/Chicago drops Rhythmic
Oldies for CHR/Pop

» Kim Langbecker takes VP/Rock
Promo duties at MCA

» Gino Reyes becomes PD for
WPAT & WSKQ/New York
Page 3

CHR/POP

» DESTINY'S CHILD Independent Women... (Columbia)
CHRRHYTHMIC =~

* QUTKASY Ms. Jackson (LaFace/Arista)

HREAN

* MYSTIKAL I/NIVEA Danger (Been So Long) (Jive)

* AVANT My First Love (Magic Johnson/MCA)
COUNTRY o

« DIXIE CHICXS Without You (Monument)

u - ate

« "N SYNC This | Promise You (Jive)

HOTAC
+ MATCHBOX TWENTY If You're Gone (Lava/Atiantic)

* BONEY JAMES & RICK BRAUN R.S.V.P. (Wamer Bros.)
ROSK - X

= FUEL Hemorrhage (in My Hands) (550 Music/Epic)
ACTIVEROCK E

* GODSMACK Awake (Republic/Universal)
ALTERNATIVE

« LIFEHOUSE Hanging By A Moment (DreamWorks)

ADULT ALTERNATIVE
« FIVE FOR FIGHTING Easy Tonight (Awara/Columbia)

NEWSSTAND PRICE $6.50

THE INDUSTRY’S NEWSPAPER

Citadel Sells For $2 Billion

B Wilsonto remain at heim as Forstmana Little, J.P
Morgan Chase pay 49% premium for CITC stock

By Joe Howarp
RAR WASHINGTON BUREAU
Jjhoward@ rronline.com

Citadel came back from
the three-day weekend on
Tuesday to announce that it
had signed a definitive agree-
ment to sell the remainder of
its outstanding shares to
Forstmann Little and J.P.
Morgan Chase & Co. for $2
billion. Citadel Chairman/
President/CEO Lamy Wilson
will remain in place, as will
the rest of the company’s cur-
rent management. The deal
was unanimously approved
by Citadel’s board of direc-
tors on Monday.

Forstmann will invest $1.5
billion of its own capital, and
J.P. Morgan Chase will kick in
another $500 million of bank
financing for the deal. That
priced CITC shares at $26
apiece, a 49% premium over
the Jan. 12 close of $17.50.
The deal is not subject to fi-
nancing hurdles and is ex-

pected to be concluded in the
second half of the year, pend-
ing regulatory approval. When
all deals it still has pending are
closed, Las Vegas-based Cita-
del will own or operate 209
stations in 44 midsized mar-
kets.

“When we search for com-
panies to acquire, we look for
market leadership, strong
growth potential and a terrific
management team,” Forst-
mann Sr. Partner Theodore
Forstmann said. “Citadel
combines all those qualities
with a long-term perspective,
which aligns itself ideally
with our investment strategy.”

Wilson commented, *“This
transaction is a significant
validation of our business
plan and allows us to execute
on our commitment to pro-
viding value to our sharehold-
ers, employees and custom-
ers.” It also validates Wil-
son’s earlier insistence that

CITADEL/See Page 38
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R&R, Liquid Audio Chart New

Course With Music Meeting

M Industry’s most convenient way to preview music

By Kevin McCase
R&R DIRECTORICHARTS
& FORMATS

'ENP'NK
kmccabe @ rronline.com

The industry’s first,
highly anticipated §
web-based music-au-
ditioning service be-
came a reality this §
week. Hundreds of
preregistered execu- §&
tives in the radio and g

.'!"‘.L.‘.‘."-“_“; RR s

record indusiries noW - Music Meeting CHR format page

have all of today’s hits
in a dozen different music genres
available on their computers.
Music Meeting, an R&R
company, is a strategic alliance
between Los Angeles-based
R&R and Redwood City, CA-
based Liquid Audio. The center-
piece of Music Meeting is a tai-
lor-made, business-to-business
Liquid player that enables users
to audition and, ultimately,

download broadcast-quality mu-
sic in a matter of minutes.

From its inception to its
rollout this week, Music Meet-
ing was designed with the time-
pressured industry executive in
mind. Now, with significant
ease, songs going for adds at ra-
dio and other new releases can
be accessed and auditioned. In a

MUSIC MEETING/See m. 38

clear channel Ilestmctum
Top Management In N.Y, L.A.

By Apam Jacosson & Tony Novia
R&R STAFF WRITERS
mailroom@ rronline.com

Clear Channel has made sev-
eral changes in the upper ranks
of its New York and Los Ange-
les station clusters. In the Big
Apple Andrew Rosen has been
named Market Exec. VP. In L.A.
Roy Laughlin has been pro-
moted to Market President, and
Charlie Rahilly has been el-
evated to Market Manager.

Rosen, most recently Re-
gional VP/Sales for Clear Chan-
nel, will oversee the company’s
Gotham-based Classic Rocker

Laughlin

WAXQ, CHR/Pop WHTZ
(Z2100), CHR/Rhythmic WKTU,

CLEAR CHANNEL/See Page 38

A6 SR =
‘Emmis

i SN el AT

Its Markets’ in (3

The NFL Colts’ promising

season ended Dec. 30, 2000, and
the NBA Pacers are in the midst
of a losing season. But there was
still joy in Indianapolis, and it
was at Emmis headquarters:
The media conglomerate re-
ported that fiscal Q3 after-tax
cash flow soared a record 51%,
from $19.5 million to $29.4 mil-
lion, and after-tax cash flow per
share rose 19%, from 52 cents to
62 cents. Emmis is seen as an
industry bellwether, since it re-
ports financial results before all
other companies — and it's
clearly having a Super Bowl sea-
son in broadcasting.

“Emmis outperformed its

markets,” Chairman/CEO Jeff
Smulyan said. “We invested
heavily in our new radio proper-
ties and managed other costs

EARNINGS/See Page 4

Kennard Resigns As FCC chairman

“Our work is completed

here, and it's time for me to
go.” With those words, FCC
Chairman Bill Kennard pub-
licly stepped down from the
position he has held since
November 1997.

Kennard went public with
his resignation at a Jan. 12
meeting called to announce

KENNARD/Ses Page 22

Appeals Court Rejects FCC’s
Latest EEO Rules

By Jerrmey YoRke
RAR WASHINGTON BUREAU CHIEF
yorke@rronline.com

The DC U.S. Circuit Count of
Appeals on Tussday struck down
the FCC's 1999 EEO rules, cak-
ing them “unconstitutional” and
marking the second time in three
years the court rejecied the FCC's
efforts 10 promote diversity. The
most recent version of EEO rules

were crafted in-the wake of the
court's April 1998 decision 101068
out an sarfier set of rules put in

T

KLVE Takes Over
Los Angeles Lead

Hispanic Broadcasting’s
KSCA-FM/Los Angeles took a
1.6-point tumble out of first
place in the fall 2000 Arbitron
ratings, allowing co-owned
KLVE-FM 1o take over the
market’s top spot. The rating pe-
riod also saw Country KZLA/
Los Angeles earn some of its
best numbers in three years, rein-
forcing the belief of Emmis Com-
munications that the format can

RATINGS/See Page 38
Los Angeles

Station (Format) 8u'00 Fa'00

KLVE-FM (Span. AC) 49 49
KHSAVVS (CHRPop) 49 47

KROQ-FM (A1) 49 44
KPWR-FM (CHRRhy) 44 43
KSCA-FM (Reg. Mex) 59 43

COMPLETE RESULTS FROM 10 MAJOR

MARKETS: Page 27. RESULTS FROM ALL
MARKETS: www.rronline.com

See Joan Rivers at R&R’s Talk Radio Seminar 2001. Register at www.rronline.com
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“Leaving
Town”

the hit single from their debut album,

A Life Of Saturdays

R&R HOT AC: @)

BDS MODERN AC: 14*

BDS ADULT TOP 40: 17*

BDS MAINSTREAM TOP 40: 43*

ML o2

National Tour Starts January 25th

“This song isa smash!
Top 5 Callout.”
~WZYP

Produced by John Shanks and Dexter Freebish Mixed by Tom Lord-Alge Management: Sixth Man

e

Produced by A.P. Alexakis * Mixed by Neal Avron = Management: Darren Lewis at Revolver  cverclearonline.cor

.“Great dayfrme record
That has proven itself

with females.’
WNKSI.Iohn Reynolds

5 E\IERCI.EAR
“AM RADIO”

The new single and video from

rrrrrrrrrr faal

the certified platinum album
SONGS FROM AN AMERICAN
MOVIE, VOL. ONE:
LEARNING HOW TO SMILE

u  hollywoodandvi
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Reyes Now PD At
WPAT & WSKQ/N.Y.

Veteran Miami programmer and
air talent Gino Reyes, better known
to radio listeners as Gino Latino,
has accepted the PD position at
Spanish Broadcasting System’s
Spanish AC WPAT (Amor 93.1)
and Tropical WSKQ (Mega 97.9)
in New York. Reyes most recently
held moming drive duties at Rhyth-
mic Oldies WMGE (Mega 103.5)/
Miami.

Reyes reports to SBS Exec. VP/
Programming Bill Tanner and Na-
tional PD Pio Ferro. Tanner told
R&R, “I've known Gino since
1983. He worked with me at
WHY1, WHQT and WPOW in Mi-
ami. He was the PD, and ] was the
consultant when we put on ‘El Zol’
at WXDJ/Miami. He trained Pio
and is probably the most creative
PD I've ever worked with. He's

REYES/Ses Page 22

Langbecker Joins
MCA As VP/Rock
MCA Records has named Kim
Langbecker VP/Rock Promotion.
Based in Los An-
geles and report-
ing 1o VP/Promo-
tion Darren Eg-
gleston, she will
direct MCA’s
rock promotion
efforts and super-
vise the label’s
regional promo-
2 tion ficld staff.
ngbec: “Kim and 1
= her have known each
other for over 10 years, and we
have always wanted 10 work to-
gether.” Eggleston said. “Her exten-
sive knowledge of the format and
passion for music will help define

LANGBECKER/See Page 38
Tyler Returns As
WPEN Station Mgr.

On Dec. 1, 2000 WPEN/Phila-
delphia Station Manager/morning
: co-host Dean
Tyler announc-
W ed his retire-
ment. The sta-
tion, began its
search for a suc-
cessor and. after
some delibera-
tion. has named
its new Station
Manager/PD.
His name is
Dean Tyler.

Tyler has agreed to come out of
retirement and return to his duties,

TYLER/See Page 38

Tyler

CIRCULATION:

. NEWS DESK:
R&R ONLINE SERVICES:
ADVERTISING/SALES:

-

Hilary Shaev.

Epic Records Group executives and Infinity syndicated rock person-
ality Howard Stern congratulate Epic/Immortal-recording artists Incu-
bus after the band’s recent SRO show at the Roseland Ballroom in
New York City. The band’s most recent release, Make Yourself, re-
ceived Platinum certification recently from the RIAA. Pictured (I-r) are
WXRK/New York's Steve Kingston; Epic Records Group President
Polly Anthony; Incubus’ Dirk Lance and Jose Pasillas; Epic VP/Alter-
native Radio Promotion Jacqueline Saturn; Stemn; Incubus’ Mike
Einziger, Brandon Boyd and Chris Kilmore; and Epic EVP/Promotion

Clear Channel’s Rhythmic Oldies
WUBT/Chicago flipped to CHR/
Pop on Jan. 12 as “Kiss 103.5,
Today's Hit Music.” The architects
for the new station are Clear Chan-
nel Regional VP/Programming
Jack Taddeo, CHR Brand Manager
and KHKS/Dallas PD Todd Shan-
non and WUBT PD Jay Beau
Jones. The station will focus on
teens and adults 18-44 with such
artists such as Creed, Destiny’s
Child, Madonna, Vertical Horizon,
Matchbox Twenty, Britney Spears
and The Backstreet Boys.

Taddeo told R&R, “We saw the
Rhythmic Oldies format in Chicago
decompressing, and at the same
time we found a significant hole for

WUBTIchicagd Goes CHB)POP_ |

Il Jay Beau Jones remains PD for ‘Kiss 103.5’

CHR with our extensive rescarch
project. So it made a lot of sense to
make the commitment to change.
This is a head-on battle with Hot
AC WTMX and CHR/Rhythmic
WBBM-FM (B96), and we realize
they are serious competitors.
“Thankfully, this company is be-
hind us in a big way for the long
‘term. We plan to market aggres-
sively, and we will utilize resources
from other great Clear Channel
CHRs like WHTZ [Z100)/New
York, KIIS/Los Angeles and
KHKS/Dallas, to name a few. We
will also tap into the power of co-
owned companies like SFX Enter-
tainment. We are auditioning the

Greater Media has elevated a
trio of executives 10 newly created
corporate posts:

* Rick Feinblatt, who is Sr. VP/
| GM of Greater Media's Philadel-
phia Radio Group (WPEN, WEIM,
WMGK & WMMR), has added
VP/Radio duties for the company.
He will assist company President/
| COO Peter Smyth in the sales and
| strategic efforts of Greater Media’s

14 stations in Philadelphia, Boston,
| Detroit and central New Jersey.
| Feinblat joined Greater Media in

1997 as Director/Sales of the Phila-

delphia cluster when the company
| acquired WMMR.

* John Zielinski has risen from
CFO to Exec. VP. In addition to
overseeing the financial operations
of Greater Media, Zielinski will as-

( _HOI; '_l'O BEACH uUs n:olou-ae;:onos INC. /10100 SANTA MONICA BLVD., 5STH FLOOR, LOS ANGELES, CA 90067

WUBT/See Page 22

' Greater Media Ups Feinblatt To VP/Radio
W Zielinski, Stansky rise to new corporate posts

sist Smyth with strategic planning
for all Greater Media operations.
Zielinski has been with Greater
Media since the early *70s, mostly
in senior financial positions.

¢ Tim Stansky has been pro-
moted from Director/Marketing to
VP/Marketing. Prior to his most re-
cent post Stansky was Director/
Business Development for Greater
Media’s Boston cluster.

“We are fortunate indeed to
have within Greater Media the di-
verse talents and skills of such
proven leaders,” Smyth remarked.
“I am confident that the experi-
ence and knowledge that these in-
dividuals bring to their new posi-
tions will secure for the company
a future full of achievement and
success.”
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Allen Gets Hot In Houston As KTHT PD

Former WJHM/Orlando
PD Russ Allen has been
named PD at Cox’s new
CHR/Rhythmic KTHT
(Hot 97.1¥Houston. Allen’s |
first day at the station will
be Jan. 22.

Russ is one of the best
programmers in the Rhyth-
mic format,” remarked
KTHT VP/GM Chris Mc-
Murray. “We are very
lucky to have been abie to

entice him 1o lead the
charge with Hot 97.1."
Allen told R&R, “I am
honored 10 be offered a
i| major-market program-
| ming gig with Cox. a ma-
jor player in our industry.
This is a company with a
great reputation, and it had
no shortage of qualified
candidates who wanted

ALLEN/See Page 22

Emmis Names Nyren Phoenix Market Mgr.

Twenty-year broadcast

veteran Marv Nyren has |
been promoted to Market | il shown remarkable leader-
Manager for Emmis Com- | W | ship and team-building
munications’ Phoenix clus- | - | skills that will benefit all
ter. Nyren, who is currently | 58— 8 | Emmis/Phoenix radio
VP/GM of Emmis’ KKFR properties.”
& KKLT, adds manage- Nyren's two decades of *
ment responsibilities for {5 broadcast experience in-
Sports KMVP and News/ | clude stints as Sr. VP of the
Talk KTAR. Nyren suc- Katz Radio Group and
ceeds KTAR & KMVP GSM and VP/GM for
GM Chris Gallu, who ex- WFOX/Atlanta. He was
ited the stations last week.

Emmis Radio President Doyle

v

3] Rose said. “In just six

_’,‘ months Marv Nyren has
o

NYREN/See Page 22
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BroadcastAmerica.Com
Assets Up For Auction

O Streaming company $4 million in debt

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

A federal bankruptcy judge in Portland, ME last week ap-
proved BroadcastAmerica.com’s plan to auction its assets —
from broadcast contracts with more than 700 radio stations and
70 TV stations to office desks and chairs — in order to raise the
more than $4 million it needs to pay its creditors.

The last-ditch effort comes weeks
after the company’s agreement with
SurferNetwork (R&R 11/17/00),
which BroadcastAmerica had hoped
would pump new life into the cash-
poor company, broke down. That
breakdown sent SurferNetwork, a
smaller but technologically superior
operation, off to forge a new relation-
ship with GlobalMedia and scnt
BroadcastAmerica to the poorhouse.
BroadcastAmerica filed for Chapter
11 bankruptcy protection at the time
the deal was agreed to.

Auction bidders will have to beat
the $1 million offer from BA Fund-
ing, the shell company created by
SurferNetwork to complete the
merger. That offer was submitted at

the time of the original deal, back in
November, and BA Funding has now
moved to foreclose on the amount.
The merger plan had called for
SurterNetwork Chairman/CEO Gor-
don Bridge to hold that title for the
combined companies while Broad-
castAmerica President John Brier and
Chairman/CEO Alex Lauchian took
board seats. The new company would
have retained BroadcastAmerica’s
deals with United Stations Radio
Network, SupeRadio. Talk Radio
Network and One-on-One Sports, as
well as SurferNetwork's deals with
Nassau Broadcasting, Marathon Me-
dia and New Northwest Broadcast-
ers.
BroadcastAmerica Sr. VP/Busi-

ness & Development Mark Wood told
R&R on Tuesday that the combined
entity had hoped to raise between $5
million and $8 million in order to
keep operating. Wood, who was mak-
ing preparations for the auction, said
that the merger plans crumbled just
weeks after they were announced,
when the groups® relationship tumed
sour. The deal, Wood said, “'seemed
less like a partnership and more like
a SurferNetwork takeover [through
BA Funding] for $1 million. Now
everybody has been laid off. includ-
ing me. I'll find a new job. I am past
the shock and past the trauma and am
now just closing up shop.”

In a statement released Tuesday,
Brier said, “BA Funding sought to
foreclose on all of Broadcast
America’s assets.” He called BA
Funding’s foreclosure motion “an
outrageous attempt to seize the
broadcaster’s assets at a cut-rate
price.” SurferNetwork could not be
reached for a response.

Earnings

Continued from Page 1

effectively in the third quarter — and
will continue to do so.”

The company said that overall net
revenues climbed 57%. from $91.3
million to $143.6 million, while
broadcast cash flow was up 52%.
from $39.1 million to $59.4 million.
On a same-station basis, domestic
radio net revenue increased 4%. and
BCF grew 8%.

Emmis Radio President Doyle
Rose told analysts during a Jan. 10
teleconference that recent advertising
pacings are “looking good right now
— flat to low two digits. Our Decem-
ber was flat. but January is better than
December, and February is better than
January.”

Emmis’ news brought a mixed Wall
Street reaction. Two analysts made
adjustments to their recommendations
on the issue after the carnings confer-
ence call. Richard Read from Credit
Lyonnais cut his target price on the
issuc from $53 to $47 but maintained
his “buy™ rating. However, Banc of
America analyst Timothy Wallace cut
his rating from “strong buy™ to “buy.”
Wallace has a $40 target price on the
issue, as does James Boyle from First
Union Securitics, who reiterated his
“buy” rating.

By week’s end radio stocks in gen-
eral — and Emmis in particular —
were heating up on Wall Street.
EMMS shares closed Jan. 12 at

$33.56. up $3.50. an improvement of

over 11%. “It’s been a nice week,”
said Smulyan. *'I think the fundamen-
tals of the sector are very good.” He
noted that radio stations can take ad-
vertising dollars from newspapers in
difficult advertising environments.

Quarterly Outlook

Spanish Broadcasting System,
which will release its carnings for fis-
cal Q! ending Dec. 31, 2000 next
month, said last week that its net rev-
enues grew by about 27%, including
barter revenues from the company’s
AOL alliance. Excluding barter rev-

enues, net revenues were up 21%. On
a same-station basis, net revenues
rosc about 8%: excluding banter rev-
enues, the figure was up 4%. Broad-
cast cash flow declined 12% due to
increased operating expenses.

SBS also offcred a fiscal 2001 out-
look in which net revenues are ex-
pected to grow by about 24% with
barter revenues (16% without), while
BCF is forecast to fall by 2%. Year-
end same-station revenues should be
up 3% (8% without barter rev-
enues). Chairman/President/CEO
Raul Alarcon Jr. said the company an-
ticipates “a greater decline in BCF
growth for fiscal Q2 ... Revenue and
cash-flow growth will be significantly
higher in the second half of the year.”
Wedbush Morgan analyst Anne Thomp-
son cut SBS from “long-term atirac-
tive” to “hold” on the news.

Radio Unica said this week that it
expects to report Q4 2000 revenue of
$7.3 million, a 42% improvement,
and EBIDTA of $2.2 million. The
reported EBIDTA figure, while a 20%
increase over Q4 99, is before stock-
option compensation expenscs and a
1999 LMA fee. For the year ended
Dec. 21 the company expects to re-
port revenue and adjusted EBIDTA
growth of 85% and 36%, respectively.

“At the close of the year we had
approximately $38 million in cash
and a $20 million undrawn credit fa-
cility, providing us with adequate
capital to continue to execute our
business plan,” said Chairman/CEQ
Joaquin Blaya. For Q1 2001 the group
expects revenues of $6.4 million and
adjusted EBIDTA of $4 million.

— Jeffrey Yorke & Joe Howard

EEO

Continued from Page 1

the Clinton administration and key
lawmakers are pushing for new laws
to boost minority ownership of ra-
dio and TV stations.

“The rule does put official pres-
sure upon broadcasters to recrut mi-
nority candidates, thus creating a
race-based classffication that is not
narrowly tailored to support a com-
peling govermental interest, and is
therefore unconstitutional,” Judge
Douglas Ginsburg wrote in an opin-
ion for the panel of three judges.

The latest rejection of EEO-based
rules is a bitter defeat for FCC Chair-
man Bl Kennard, who leaves the
commission on Friday after more
than three years of promoting diver-
sity and trying 10 give a voice 10 what
he describes as the voiceless (see
related story, Page 1).

“Today's decision is a defeat for
diversity,” Kennard said. “At a time
when many Americans are outraged

and in the boardrooms of America,
the broadcasters have once again

atthe lack of minorities in prime time

used the courts to strike down even
a modestoutreach effort”

Commissioner Gloria Tristani
agreed with Kennard, saying, “The
court’s interpretation of these rules
perpetuates a disheartening reality
that the federal government will not
ensure fair recrultment policies in the
broadcast industry”

The Minority Media & Telecom-
munications Council immediately
vowed to fight the court decision
“with all of [its] strength.” Said Exec.
Director David Honig, “Unless re-
versed, this decision could put a halt
to 32 years of progress in desegre-
gating some of the nation's most in-
fiuential industries™ .

NAB President/CEO Eddie Fritis
said the group supports efforts 10 in-
crease management and ownership
opportunities for minorities in radio
and TV and “also strongly endorses
congressional passage of legislation
that would reinstate the minority tax
certificate program.” Fritts believes
that program “proved extremety ef-
fective in attracting more minorities
into the ownership ranks of broad-
casting”

waana oo oo oo diohbictan L oo

Infinity Stockholder Voie Set For February

nfinity Broadcasting shareholders of record as of Jan. 16 are sched-

uled to vote Feb. 21 on Infinity's planned $12.9 billion merger with parent
company Viacom. The merger had been scheduled to close this week, but
in December 2000 a Delaware Chancery Court judge’s ruling in another
case backed some rights of minority shareholders. The Infinity sharehold-
ers’ vote was scheduled, a Viacom spokeswoman said, to “eliminate any
uncertainty created by the ruling”

Bush Transition Team Taps Lindemann, Wiley

ega Communications Chairman Adam Lindemann and former FCC

Chairman Dick WHey were appointed last week to the Bush-Cheney
transition team's FCC Advisory Commiittee, which advises the team on
FCC policy and management issues. Lindemann said his appointment “re-
flects the Bush-Cheney administration’s understanding that the commis-
sion needs to stay in touch with the increasing competitive pressures of the
marketplace in order to best serve the public.” Wiley is a partner in the DC
communications law firm of Wiley, Rein & Fielding.

Elsner Receives $11.5 Million Bonus

EC documents show that Disney Chairman/CEO Michael Eisner

earned an $11.5 million bonus for fiscal year 2000. That amount in-
cludes $3 million that will be deferred until January 2004. Eisner, whose
salary for the 2000 fiscal year was $813,462, was aiso given options to buy
2 million shares in the Disney Internet Group. Eisner did not receive a bo-
nus in FY1899.

AOL-Time Wamer Sets New Board After FCG Approval

OL-Time Warner completed its $124 billion merger on Jan. 11, within

hours of winning FCC approval. The combined company immediately
announced that its board will be made up of 16 members, including AOLTW
Chairman Steve Case, CEO Gerald Levin and co-COOs Richard Parsons
and Robert Pittman. Outgoing AOL directors include former Secretary of
State Alexander Haig and current Secretary of State-designate Colin Powell.
Among the outgoing TW directors are former U.S. Senator John Danforth
and United Airlines Chairman Emeritus Gerald Greenwald.

Cox Websites, Westwood To Launch Traffic Reports

Cox Interactive Media has announced thatits SoFla.com website, cre-
ated in October 1997 as a partnership among three Miami-area Cox
Radio stations and Cox Interactive, will launch up-to-the-minute traffic re-
ports, to be updated 24 hours a day. “Commuters can easily preview road
conditions in advance, find out about congested areas and road closings
and even access turn-by-turn directions to local destinations,” said
SoFla.com Site Manager Dan Shorter.

Last week iBiquity, the industry-backed developer of digital signal trans-
mission for terrestrial broadcasters, announced that it will team with
Westwood One’s SmartRoute Systems to jointly test and market
SmartRoute traffic content using iBiquity’s iDAB technology. iBiquity is also
testing broadcast delivery of information and data services through etown,
an online information resource for the consumer electronics industry.

FCC Fines Four Tower Firms

n Tuesday the FCC proposed fines against four antenna companies

for violations of commission rules. The agency proposed fining Ameri-
can Tower Corp. $212,000 for 36 separate violations, including failure to
properly light one structure during construction, failure to register towers.
and failure to notify the agency of an ownership change involving 24 tow-
ers. The agency also ordered its Enforcement Bureau to conduct a thor-
ough investigation of the company's compliance record.

The commission also proposed an $80,000 penalty against Telecorp
Communications for failing to properly light structures on four occa-
sions and a fine of $18,000 against AT&T Wireless Services for failing
to post antenna registration numbers on nine occasions. Additionatly,

Continued on Page 6

R&R Stock Index

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

Change Since
11200 ysmi 119/00

R&R Stock index 38331 250.87 293% +8%
Dow Industrials 11,551.10 10,662.01 10,52538 .89%
S&P 500 143225 129835  1318.88 19% +1.6%

2ot 15001712000

270.97

-1.3%
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“THIS IS A TOTALLY NEW APPROACH 10 sales recruitment and it works.
Because of the way the system works, all the applicants — and there were a lot of them — took the process
seriously. As a nice by-product, the advertising approach used raised the activity
of people calling the station who were interested in the job.

“Here’s the bottom line: many people responded,
the in-depth profiles we received on each of them were
Santastic, and we have hired five strong people because
of this system. And the process only took about three
weeks. That's pretty impressive.”®

BLAISE HOWARD

VICE PRESIDENT / GENERAL MANAGER |
WBEB (B-101) =

PHILADELPHIA |

“PLL ADMIT ] was a little skeptical about this new process at first because finding great
salespeople is a difficult job. I've found it’s always taken a tremendous amount of time and energy from me
and others... time that we could have spent generating revenue. And sometimes, despite my best efforts,
our recruiting would end up without hiring a single person.

But the results of this process have made a believer out of me! Through its self-qualifying nature,
the power of a highly effective advertising approach, and the initial screening and testing program, we
identified more qualified prospects than we ever have...and fast.

We narrowed it down to eight impressive
candidates, out of which we hired the two new
salespeople we needed...and we’re very excited

about them.”®

JENNIFER HART

GENERAL SALES MANAGER
WKRR (Rock 92) / WKZL
GREENSBORO

HOW TO GET
ALL THE GREAT
YOU CAN USE

IN 27 DAYS.

A SPECIAL PRESENTATION OF THE PROCESS AT THE RAB CONVENTION
SATURDAY, FEBRUARY 3RD AT 9:30 A.M.

Moyes Research
y

www.americanradiohistorv.com
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Radio Business

DEAL OF THE WEEK ) 2001 DEALSTO DATE B

Dollars to Date:

Dollars This Week:  $22,052,000

1

$41,602,000 | |

(Last Year: $99,729,510)

i TRANSACTIONS AT A GLANCE

All transaction information provided by
BIA’s MEDIA Access.Pro, Chantilly, VA.

]  KOOO-FM/Rocky Ford, CO $1 milion
° WROL W‘m' MA (Last Year: $36.012,500) | | ®WWLO-AM/Gainesville and WTMG-F/Williston
$11 million . . | (Gainesville-Ocala), FL §3.2 miion
Stations Traded This Year: 24 e WLDR-FM/Traverse City (Petoskey), M $3.6 million
(Last Year: 51) _eWHLB-AM/Virginia, MN $52,000

Stations Traded This Week: 9

S WHHV-AM/Milisville, VA $180,000

(Last Year: 24) z'

EIEm Scores Sébbnd ih“Beantown

1 Acquires AM from Carter in $11 million deal; Steve Hegwood buys station-to-be in Norfolk

Jeal Of The Week
Massachusetts

WROL-AM/Boston

PRICE: $11 million

TERMS: Asset sale for cash
BUYER: Salem Communications
Corp., headed by President/CEO Ed
Atsinger lil. Phone: 805-987-0400. It
owns 77 other stations, including
WEZE-AM/Boston.

SELLER: Carter Broadcasting
Corp., headed by President Ken
Carter. Phone: 617-423-0210
FREQUENCY: 950 kHz

POWER: S5kw

FORMAT: Religious

BROKER: John Pierce of John
Pierce & Co.

PRICE: $1 million

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations, headed by Chairman/CEQ,
Radio Randy Michaels. Phone: 606-
655-2267. It owns 1,161 other stations.
This represents its entry into the mar-
ket.

SELLER: Bruce Buzil & Chris
Devine. Phone: 312-204-9300
FREQUENCY: 95,5 MHz

POWER: 100kw at 390 feet
FORMAT: N/A

COMMENT: This station is currentty
represented as a construction permit.

WWLO-AM/Gainesville
and WTMG-FM/Williston
(Gainesville-Ocala)

PRICE: $3.2 million

TERMS: Asset sale for cash
BUYER: Pamat Broadcasting Ltd.,
headed by Chairman/CEO James
Morrell. Phone: 518-786-6600. It owns
23 other stations, including WLUS-
AM, WRZN-AM, WDJY-FM, WRGO-
FM & WRKG-FMWGainesville-Ocala.
SELLER: Connecticut Broadcast
Media of Gainesville Inc., headed by
President Hilda Dawson. Phone: 561-
479-4088

FREQUENCY: 1430 kHz; 101.3 MHZ
POWER: 3kw; 4kw at 433 foet
FORMAT: Talk; Urban AC
COMMENT: This deal originafly ap-

peared with an undisclosed price in
| the Dec. 8, 2000 issue of R&R.

I Michigan
| WLDR-FM/Traverse City
| (Petoskey)

| PRICE: $3.6 million

| TERMS: Asset sale for cash

| BUYER: Roy Henderson. Phone:
713-227-2600. He owns 11 other sta-
tions. This represents his entry into the
market.
SELLER: Great Northern Broad-
casting System, headed by President
Don Wiitala. Phone: 231-947-3220
FREQUENCY: 101.9 MHz
POWER: 100kw at 630 feet
FORMAT: AC

PRICE: $52,000

| TERMS: Asset sale for cash
BUYER: Futli Armor Ministries Inc.,
headed by President Kirby Young.
Phone: 218-744-0642. it owns no other
stations.

SELLER:Virginia Broadcasting Co.,
headed by President Frank Befera.
Phone: 218-741-2233
FREQUENCY: 1400 kHz

POWER: tkw

FORMAT: Adult Standards

Virginia
WHHV-AM/Hilisville
PRICE: $180,000
TERMS: Asset sale for cash
BUYER: New Life Church & Minis-
tries, headed by general overseer
Leon Goad. No phone listed. It owns
no other stations.

SELLER: Magnum Communica-
tions Inc., headed by President
Howard Espravnik. Phone: 540-728-
9114

FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: AC

BROKER: Snowden Associates

WANN-FMNirginia
Beach (Norfolk-Virginia
Beach-Newport News)
PRICE: $3 million

TERMS: Asset sale for cash

!
|

BUYER: On Top Communications | COMMENT: This station is currently
Inc., headed by VP Steve Hegwood. | representedasa construction permit.

Phone: 812-776-9565. It owns two |
Wyoming

other stations. This represents its en-
KDNO-FM/Thermopolis

try into the market.
SELLER:VA Faith Broadcasting Inc.
PRICE: $20,000
TERMS: Asset sale for cash

Phone: 757-622-4600
FREQUENCY: 102.1 MHz
POWER: 6kw at 167 feet

FORMAT: NVA BUYER: Jim Ray Carroll. Phone:
Ei_.."» -2 TS E v ,..i.l'._(. ;'_;_4_.-.;\, Cr

-

IS = "y

D =, =t TR ey

Continued from Page 4

© WANN-FM/Virginia Beach (Norfolk), VA $3 million
© KDNO-FMW/Thermopolis, WY $20,000

307-877-4422. He owns two other sta-
tions. This represents his entry into the
market.

SELLER: Wyoming Resorts LLC.No
phone listed.

FREQUENCY: 101.7 MHz

POWER: 25kw at 1,663 feet
FORMAT: NV'A

COMMENT: This station is currently
represented as a construction permit.

the commission proposed a forfeiture of $17,000 against SpectraSite Holdings for faifing to notify the FCC of owner-
ship changes on three occasions and for failure to post antenna registration numbers on four occasions.

Arbitron To Use 2000 Census Data Soon

rbitron said it will begin using total population projections from the 2000 U.S.census for the fall 2001 survey.The
projections will not, however, include new age and sex demographics, so 1990 census data will continue to be
used. Updated age and sex demos will be incorporated into the winter 2002 survey in continuous-measurement

markets and in spring 2002 in all other markets.

Ackerley Sells SuperSonics To Coffee King For $200 Million

Seattle private investment group led by Starbucks founder Howard Schultz last week agreed to pay the Ackerley
Group $200 million for the Seattie SuperSonics, an NBA franchise, in a deal that also includes the WNBA's |

T

$11 million in other compensation for the Sonics in 1983.

Ackerfey from 17.25% to 18.48%.

Seattle Storm. The transaction is expected to close in Q1 2001. Ackerley owns five radio stations, and CEO Barry
Ackerley said the company is now going to “focus [its) efforts on [its] core media businesses.” He added, “Not only z
does this allow us to unlock the value of this asset, which has appreciated significantly during our ownership, it allows
us to reinvest the proceeds from the sale in our higher-margin media segments.” Ackeriey paid $11 million in cash and [

In related news, Dow Jones reports that a group that includes investor Mario Gabelll has upped its stake in

Salem Pays $11 Million For WROL-AM/Boston

Worcester. John Pierce brokered the transaction.

alem Communications said this week that it will pay $11 miilion to Carter Broadcasting for Religious-formatted
WROL-AM/Boston, Salem already owns Religious/Talk WEZE-AM in the city. Carter continues to own Religious/
Ethnic WRIB-AM/Providence and two Religious stations in Massachusetts: WACE-AM/Springfield and WCRN-AM/

Senate, House Commerce Commitiees Got New Members

he powerful Senate Commerce Committee has added seven new members: Democrats Barbara Boxer of
California, John Edwards of North Carolina and Jean Camahan of Missouri and Republicans Gordon Smith of

Oregon, Peter Fitzgerald of lllinois, John Ensin of Nevada and George Allen of Virginia. Democrat Emest Hollings

committee, which oversees communications, won't meet until after Jan. 22.

McPherson & Hand.

of South Carolina will serve as Chairman until Jan. 20, when Arizona's John McCain resumes leadership. The

Meanwhile, on the House side, Michigan Republican Fred Upton has been recommended by Billy Tauzin for
Chairman of the Housa Telecommunications Subcommittee. Louisiana Republican Tauzin chaired the subcommittee
until earlier this month, when he was named Chairman of the Energy and Commerce Committee. This week Tauzin
also named Jessica Wallace to the Telecommunications Counsel post for Energy and Commerce. Wallace had been
atelecommunications expert on Tauzin's staff and before that was with the DC lobbying firm of Vemer, Liipfert, Bernhard,

R A DS R RO B O

BiAfn Names Mark Fratrik VP

ark Fratrik has joined BIA Financial Network as VP. He arrives from the NAB, where he was VP/Economist.
i Fratrik will conduct several economic studies on the communications industries that will expand BIAfn's re-
i search base. His earlier studies have included “Independent Radio Voices in Radio Markets,” ‘Format Availability After

Consolidation” and “Interference From Low-Power FM Stations to Existing Stations.”

AABADLL o ol aradiolioton L
- St IIDIDLE S LU T AT



www.americanradiohistory.com

8 ® R&R January 19, 2001

® Belz’s Sherry Chimenti in the GM Spotlight, Page 10

¢ Dan 0’Day’s Commercial Copy Makeover, Page 12

* Industry Calendar of Events, Page 15

management

marketing

sales

“We want consumers to say, That's a hell of a
product,’ instead of, That's a hell of an ad."”
— Leo Burnett

{ SALES & MARKETING |

EMOTIONS TRIGGER A RESPONSE

B Making direct-response advertising work

" Pam Baker ts a Friday afternoon, and your

Sales & Marketing Editor
pambaker @ monline.com

phone rings. You answer it and
hear an agitated client screaming,
“I’'ve been running commercials
on your station for the past week,
and I haven’t received even one
phone call! What's going on
here? Am I wasting my money?
Why hasn’t anyone called? Are
you sure you’re running my
spots?”

Your client’s direct-response
campaign isn't living up to expec-
tations, and the client doesn’t
want to hear excuses. The client wants and expects you
to solve the problem. What do you do?

There are two basic types of advertising: direct-re-
sponse and institutional. Direct-response is used by a
client for one or more of three purposes: to solicit a
direct order, to generate a lead or to drive traffic to re-
tail locations or a website. Institutional advertising is
designed to sell or create an image.

Direct-response is the only form of advertising that
is immediately accountable. The popularity of direct-
response in advertising continues to grow. According
to a Response Marketing Group study, direct-response
ads make up over half of total U.S. radio advertising
expenditures.

The more you understand what makes an effective
direct-response campaign work, the better prepared
you'll be to meet your clients’ biggest need: to get re-
sponse from their advertising dollars.

Television infomercials — Miss Cleo’s Tarot Card
Hotline, Ron Popeil’s Showtime Rotisserie (“Set it and
forget it!”), Billy Blanks Tae-Bo and Nad’s Hair Re-
moval Gel — have tapped into the secret behind suc-
cessful direct-response advertising: Convince consum-
ers that they need the product or service now to liven bet-
ter life.

What can radio learn from these long-form direct-
response advertisements? To squeeze emotion out of
every second of every spot. Connect with the listeners
and persuade them that the product or service will
benefit their lives and make daily activities more en-
joyable, easier, happier or healthier. It’s really a simple
concept.

Ask yourself these questions: “Does my client’s com-
mercial spot make me want to buy the product?” and
“Do | remember the phone number to call?”

TOLL-FREE SUCCESS

The most popular direct-response tool is the toll-
free number, especially vanity numbers — those that
spell out words, such as 1-800-NEW-CARS or 1-800-
EARTHLINK. A toll-free number offers many advan-
tages: The right number is easy to remember, a toll-
free line reduces customer-service costs, and custom-
ers can talk directly with sales representatives for com-
plete details on the product and easy ordering.

Twenty-nine percent of radio advertisements con-
tain a toll-free number, with 66% of those using the

“800" prefix. Seventy-two percent are vanity numbers.
Twenty-four percent of radio advertisements contain
an Internet address.

“Radio advertisers know the value of direct-re-
sponse,” says Response Marketing Group President
Susan Murray. “Consumers may be ready to learn
more or to buy immediately after hearing an ad. With-
out a direct-response mechanism, they have no way of
acting on the impulse.”

What if a client doesn’t have a toll-free number?
What if it doesn’t have a website? Help solve that prob-
lem by listing all your advertisers on your station’s
website. Include all your clients’ names, telephone
numbers and locations, and, for the ones that have
websites, links. You can also include a map feature to
provide quick and easy directions to the clients’ busi-
nesses. These features help your listeners track down
information on your advertisers, and they make your
clients feel like you're helping them solve a business
problem.

Some sales managers may be saying, “No way, that's
like giving our competition a complete directory of our
sales leads.” Sorry, but that's ridiculous: You're not list-
ing the ad buyers’ names and numbers; you're listing
the clients’ business numbers. And don't fool yourself:
Someone from the station across the street is calling
your clients the minute they hear their commercials
on your station. Come on, you do it too!

EVERY WOl COWNTS

“KISS your way to success: Keep it simple, stupid,”
says Duncan Direct Associates’ George Duncan, add-
ing, “It’s the unofficial motto of the direct-response
community.”

In direct-response commercials, every word counts.
Your copy should talk benefits, not features,” Duncan
says. “Focus less on why you think the prospect should
want your product and more on what he really does
want and how your product can help. Then, when
you've established your benefit, present it in an inter-
active manner.”

Duncan suggests using such interactive words as
learn, discover, use, try and examine — action words that
reach out of the radio and grab listeners, inviting them
to do something with your product. But, Duncan
warns, “Never, never use the word we in your copy.
Write in the second person: you, you will, you can, your
kid's grades. Start thinking like abuyer instead of a seller,
and you'll write accordingly. “

Be sure to read Dan O’'Day’s Commercial Copy
Makeover on Page 12 for more ideas on how you can
uncover your clients’ unique selling points:

Many direct-response advertisers feel that television
and print are better choices for selling their products.
After all, they need to display the product to convince
consumers to buy it. You can overcome that objection
by offering two forms of advertising in one: Radio
advertising can be combined with video commercials
on your station’s website.

What? Yes, radio stations should be running video
commercials on their websites. It’s incredibly-easy —
other industries have been doing it for years. The tech-

nology is there; it's just a matter of implementing the
programs on your website.

To show you how easy it is, I contacted Real-
Networks Sr. Product Manager Michael Leo and asked
him to take us through the process step by step. Here’s
how your station can make on-demand RealVideo
commercials available on its website:

1. Your station needs a video capture card and
RealProducer software to convert digital video content
into RealVideo. The cost will be about $249-349. For
more information, visit the RealNetworks site at
www.realnetworks.com/products/rvcreation/index.htmi,
or call 800-444-8011.

2. Install the video capture card and RealProducer
software to a PC.

3. Connect a VCR to the PC.

4. Run the RealProducer software to capture the video
fite and convert it to a RealVideo file.

5. Does your Internet Services Network offer a host-
ing option for RealVideo? If it does, you're covered; just
upload your RealVideo file to your hosting provider. if
your ISN doesn't give you the option for RealVideo, you'll
need to upload the file to a RealServer or a use a host-
ing provider such as Real Broadcast Network. RBN’s
hosting cost is $1,000 a month, and RealServers start
at $1,995.

6. The station adds a link to the RealVideo file on its
website.

7. Listeners click on a link to view the RealVideo clip
in their RealPlayer.

It's that easy! Let’s say your station is conducting
an online contest. You're running promos that direct
the listeners to your site to register to win. When
people click on the “Contest” icon, they can be forced
to watch a short (try to keep it under 10 seconds) ad
from the sponsor before registering for the prize.

Once the concept of video commercials kicks in,
you’ll naturally begin thinking of ways to creatively
use your website’s potential. Remember, web ads are
typically nonspot revenue — and that’s a good thing.

To see samples of video commercials and interac-
tive programming and advertising elements, check out
these websites:

* Blowmeuptom.com (www.blowmeuptom.com):
This is the official website of Westwood One syndi-
cated personality Tom Leykis. Click on "Movie,” and
you’ll get a chance to view the trailer for Blow Me up
Tom: The Movie. How can you use this technology?
Your station personalities can star in endorsement
commercials for such clients as Body Solutions,
Earthlink, local car dealers — you name it!

® BBC Online (www.bbc.com): BBC Online not only
provides text of the latest news, it provides audio and
video clips. Check out the “News/Latest Bulletins”
feature — it’s video head)ine news on the web. Very
compelling! News and Talk stations could tape hourly
news updates to be sold to clients at a premium.

® Moviefone (www.moviefone.com): On the Movie-
fone homepage, click on “The Previews.” This is
where you can view clips from current and upcom-
ing movies, as well as read reviews and find celebrity
information. Music stations can use this example to
create sponsored movié reviews featuring station per-
sonalities, CD and concert reviews or even daily horo-
scopes.

Next week: Il introduce you to a company that has
developed web-production software that lets you cre-
ate custom video commercials for your clients.

WWWw.americanradiohistorv.com
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This ‘week’s GM Spotlight illuminates Belz
Broadcasting’s Sherry Chimenti, who has over 23
years of broadcasting experience. One R&R reader
e-mails, “Sherry can really motivate the staff. She’s
genuine, hard-working and an inspiring leader.”
Congratulations!

I decided to enter the world of broadcasting
because:

“Turning back the clock — It was 1978, and | was
working for a local country club. Our club was host
to a pro and celebrity golf tournament, which was a
fund-raiser for St. Jude Children’s Research Hospital.
I had instantly become infatuated — maybe, based
on how quickly it gets into your blood, a better choice
of words might be infected — with that whole promo-
tions concept. As fate would have it, one of the
volunteer directors of the tournament just happened
to be the GSM for a local radio station. Since a good
sales manager is always on the lookout for potential
salespeople, he used the tried-and-
true words, “Have you ever
thought about getting into radio
sales? You'd be great! Twenty-
some-odd years later, Im still
here.”

First job in broadcasting:

“Obviously, my first job in radio was at the station
where my contact from the charity golf tournament
worked, WLOK-AM, right here in Memphis. It was
the only locally and minority-owned radio station in
the market, and it still is today. Our format was R&B,
our commercial times were scheduled manually on a
huge traffic board, and I was in sales. Shortly after my
first year in sales I mentioned to Art Gilliam, the

marketing sales

B The Queen of Memphis who dated the King

owner and GM, that I thought I might need to consider
moving to an ad agency because the majority of my sales
were being made by creating promotional campaigns.
Imagine that!”

Career highlights:

“Career highlight No. 1: On May 14, 1980, I put in
a full and productive sales day. I went into labor at
11:00 that night, passed my radio station on the way
to the hospital the next morning at 6am and gave birth
to my son, Elliot, that evening. 1 missed a sales
meeting that day but didn’t miss sales goals for the
month. In fact, May was my biggest month that year.
"Career highlight No. 2: It had to be in May of '94.
One night at approximately 10:20pm, when I sat with
the station owner, Julie Belz, and her husband and
brother. We huddled around a radio that was on a
shiny new desk in an uncluttered sales office, waiting
to hear an unforgettable tone, followed by killer rock
‘' roll. It was the night we gave birth to a brand-new
radio station in Memphis, 92.9 MFS, and I became the
General Manager.
“Career highlight No. 3: The fact
* that I am still the GM of this in-
g credible radio station, we are still
x owned by our original local owners,

N & N P 4 = s and, because of our owners and the

committed and compatible team we
have put together, I am having more fun in radio
today than ever before.”

The most challenging aspect of being a GM:

“The most challenging aspect to me is also the most
rewarding aspect of my position. It's finding those sales
gems with an old-fashioned work ethic and an ever-
buming fire in the belly.”

My most unforgettable moment at a radio station:

8M of WMFS-FM (92.9 MFS)/Memphis

SHERRY CHWMENTI [
(Betz Broadcasting) | &

“Its one of two Kodak | 4
moments. It is either the look 1
received from our afternoon
jock, Redbeard, early in my
career as a sales rep whenl was
in the (off-limits to the sales-
people) control room, bumped the tumtable and
generated that unmistakable needle-scratching-across-
the-album sound. I think our market was only rated
once a year then, and, of course, this was during the
book! Or it was the look I gave early on in my career
as a sales rep to a GM who asked me to show him (or
her — never burn a bridge) how to read the ratings
book. That was yet another example of it being
better to give than to receive.”

I'm most proud of:

“The solid reputation that I have worked long
and hard to build within this industry, within my
community and with my teammates means a great
deal to me. Placing an even higher value on the
reputation, respect and support I have earned from
my family for balancing my lengthy career in this
fast-paced, nonstop, ever-changing world of radio
tells me 1 have my priorities in order.”

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

“1 don’t know that 1 could come up with a final
answer on this one. Some of my favorites are: ‘Don’t
let your mad get in front of your money,’ ‘Keep your
friends close, but keep your enemies closer,’ ‘Don’t
touch the same piece of paper twice,’ ‘Plan your
work and work your plan,’ ‘Trust your instincts’
and ‘Honesty is the best policy.”

You'd be surprised to know that....
“I dated Elvis!”

.

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.

/

"] specialize in two things: Increasing sales
and improving the sales management at
radio stations in the United States.”

" Irwin

Pollac

— Irwin Pollack
(603) 598-9300

My unique guarantee: "When you hire me to
consult you-for just one day-1'll show you
at least 10 documentable ways to increase
your billing... or the day is FREE!"”

28 Charron Avemue #20 Nashua, NH 03063 ¢ Phone: 6033989300 Fax: 603-395-0200 ¢ wawarwinpollack.com
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m New and Improved!

MapMAKER Direct Does the Searching, Your Staff

Related Searches: Does the Selling

new client wrosgsols MapMAKER Direct matches your station’s hottest zips with its built-
hot zips in database of businesses to produce a hit list of your strongest
maps prospects. MapMAKER Direct opens doors by showing prospects
workplace zips your power with the consumers in their trading areas.

more like this Break Free of Cost Per Point and “Top Five-Only” Roadblocks

MapMAKER Direct focuses the conversation on your power to reach
consumers in specific zip codes, giving you the muscle to:

e Capture more NTR and direct business

* Get prospects to “think outside of the CPP box”

* Blast past obstacles like “top five-only” dictates

Target Categories More Successfully

Want to uncover your best prospects in a particular category like auto dealers
or fast food? Search by business type to find your strongest candidates, then
use MapMAKER Direct’s graphic reports to illustrate your power in their
trading areas.

Simple for Users, Easy on MIS Departments

MapMAKER Direct is easy to use, t00. The intuitive interface and one-click
printing were developed using extensive feedback from users. And since you
can run MapMAKER Direct from your server, installation is simplified.

To energize your local direct prospecting efforts, contact your Arbitron
representative about MapMAKER Direct.

MapMAKER Direct: Your Local Direct Prospecting Tool

ARBITRON

ﬁ MapMAKER Direct™™ is a service mark of Arbitron. www.arbitron.com

www.americanradiohistorv.com
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[ DDAN O'DAY'S COMMERCIAL

COPY MAKEOVER |

DON'T BE AN ADVERTISING QUACK

B Examine the facts before writing up a prescription for advertising

By Dan a:nay AEs, .listcn up — Dan O’puy is

offering you valuable tips on
how you can better serve your clients by providing
them with great commercial copy. This is one of my
favorite features, because Dan'’s advice is so simple,
yet so very effective. I encourage every sales man-
ager to review the commercial copy written by AEs,
especially rookie salespeople. Do you approve AEs’
copy before it goes on the air, or, better yet, before
it’s presented to the client? Did you ever consider
that bad commercial copy might be the main reason
a radio campaign didn’t work?

Just for a moment, imagine this scenario.
Scene: a doctor’s office.

You: Doctor, Id like to be healthier.

Doctor: OK. I'll jot down a list of medicines for
you to take.

What's missing from this exchange? A diagno-
sis. The doctor is prescribing a treatment before a
problem has been clearly defined. I'd call that
medical malpractice.

Every day copywriters commit advertising
malpractice by presuming to write commercials
without first knowing anything about the client, the
product, the market or the client’s goals. You've
heard me voice this complaint before: Too many
salespeople don’t take the time to do the most basic
homework required to do a good job for the client.

Why? Is it because they’re lazy? Overworked?
Unmotivated? Pressed for time? Poorly trained? |
don’t care how busy that doctor is, if he doesn't take
the time to diagnose before prescribing, he is not
doing right by his patient.

AE SEEKS HELP

Here’s a typical example: A station account
executive (and reader of this column) sent me a
commercial he’d written and asked for a critique.
He said, “I am finding that writing any form of
copy, especially 30-second spots, is difficult.”

Of course this AE has never attended a seminar
on copywriting, never purchased a book or
audiotape on the subject and never had any
training of any kind in creating effective
advertising. But he’s surprised that he finds it
difficult.

Here’s what he said about his commercial: “The
client is a local owner of a tanning salon. In this
college market, tanning places have popped up all
over — all with the ‘lowest prices’ and ‘best
products’ — to choose from. How do I make my
client’s business stand out from all of the others?”

Here’s the commercial he submitted, with the
details changed to make the market unidentifiable:

Female voice (enthusiastic and energetic): Hey, there!
1¥'s me again, with this week’s beauty secret. Maybe your
tandidn’t tur out like you planned, or, if you're like me,
you just need to maintain it for the semester. Let’s face it,
with weekend night life, dates, parties and formals right
around the corner, everyone just looks healthier with a
tan.

The secret: Spartan Tan. Right next door to Sparky's
Nightclub, Spartan Tan utilizes Wolff Tanning Systems

and carries a full line of Australian Gold and California Tan
products. =
Spartan Tan also has a semester “happy hour” every
Tuesday night from 7 til 9. So bring a friend, and take
advantage of special tanning discounts.
Spartan Tan. We tan the most beautiful people in Lansing.

A BLUNT REPLY

Here is the reply I sent to that account executive:
“The reason you're finding it difficult to write the
commercial is that, first, you have
to do some research. | realize you
weren't taught this when you
| became an account executive, but
| creating a commercial campaign
without research is like visiting
the United States for the first time
and driving from Chicago to
Phoenix without a road map.
There’s a chance you'll find your
way to your destination, but the
chance is awfully slight.

“Fortunately, research canbe
accomplished with a minimum of time and effort. But
it's more time and effort than most salespeople are
willing to invest, which is why most radio commercials
don’t work.

“You asked me, "How do I make my client’s business
stand out from all of the others?’ Your job is not to figure
out a way to make the client’s business stand out from
the rest. Your job is to discover what already makes it
stand out. You need to find out why customers
patronize Spartan Tan instead of one of its many
competitors. You can and should ask the client, but the
client’s answers — ‘friendlier service, nicer people’ —
are almost certain to be worthless.

“Where can you find valid, useful answers? From the
client’s customers. Go to Spartan Tan and hang around
long enough to interview at least 10 (preferably 20)
customers as they exit the establishment. Ask them, ‘Is
this your first time at Spartan Tan? If so, why did you
choose to come here?” Also ask, ‘Why did you choose to
come here rather than go someplace else?” 'What did you
hope to accomplish by coming here? ‘What was it like
today?” ‘How do you feel after your tanning session?’
‘Wasiit differentin any way than youexpected? If so, how
was it different?” ‘"How did you hear about Spartan Tan?’
(If someone recommended Spartan Tan, ask who
recommended itand why.)Be sure to ask, 'Will you come
back to Spartan Tan? If so, why?’

“If you're speaking with a repeat customer, ask,
"Why do you come back to Spartan Tan?’ ‘What do you
like most about Spartan Tan?’ ‘Have you ever been to
another tanning salon? If so, how does Spartan Tan
compare to the other places you've been?’

“Or you can ask the client to give you a list of 40
customers and their phone numbers. When you reach a
customer, begin by saying, ‘l'm conducting a consumer
satisfaction survey for Spartan Tan, and I understand
you visited Spartan Tan recently.’ Then ask your
questions. Keep calling until you reach 12 customers.

“If the client balks ('None of the other radio stations
or newspapers needed to call my customers’), reply, 'l

guess they weren't as committed as we are to
creating an advertising campaign that makes you
money.’

“Ask how much a tanning session usually
costs, if there are any special discounts and how
often regular customers visit. Ask if customers can
save money by coming in regularly and, if there is
such a program, get the details. Ask what, aside
from ‘looking good,” benefits there are to tanning.
(There may not be any, but let’s not assume.) Ask
if there are any industry statistics that indicate
advantages to tanning.

“Spartan Tan holds a ‘happy hour.” What are the
details of that program? Why is it held on Tuesday
nights? (Probably because it’s the slowest time of
the week, but refuse to assume anything.) Ask
what the busiest time of the week is. Ask what
mistakes salon visitors make and how they can
make their own tanning experiences more
fulfilling.

“The ad copy mentions brand-name products.
Why is it important to mention Wolff Tanning
Systems, Australian Gold and California Tan?
Are they providing co-op dollars?

" Ask what the absolute best tanning facility in
the world is. Why is it the best? Ask for details. Are
there any preconceived notions or misconcep-
tions that prevent people from coming to a
tanning facility? What is usually the reason a
person goes to a tanning salon for the first time?

“It appears that Spartan is targeting college
students. Why? Simply because it’s in a college
town? Or is it because college students are major
consumers of tanning sessions? Male or female
students? (If the client says ‘both, ask for a
percentage breakdown.) The commercial certainly
suggests that the core customer is a female college
student.

“Please understand that if you take the modest
amount of time needed to conduct this very basic
research, most of the other salespeople in your
market will think you're crazy. Most of the other
salespeople in Lansing — as well as in Detroit,
Philadelphia, Cincinnati and Walla Walla, WA —
simply jot down a few notes on the back of the
client’s business card and either turn those notes
over to a copywriter or magically transform them
into a ‘commerdial’ all by themselves. Of course,
most radio salespeople don’t remain radio sales-
people for very long.

“If you will gather some of the above answers,
I'll critique the commercial you provided and do
my best to help you replace it with one that is more
likely to produce results for your clients and
reorders for you and your station.”

THE RESWLTS
So what were the results? And where’s the
AE's reply?
There was none. It just wasn’t worth the effort.
It might have been worth it to the client that was
paying for the advertising campaign, but not to
that AE.

This column was excerpted from The Dan O’Day Radio
Advertising Letter. For your free e-mail subscription, send your
request to danoday @ danoday.comwith “R&R Ad Request™in
the subject line.) You can also subscribe online at www.dano
day.com.

MAMALamaricanradiahiston, cam
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ONE ON ONE INSIGHTFUL INTERVIEWS
SOLID ADULT CONTEMPORARY HITS

ALL HOSTED BY WLTW-FM/NEW YORK'S

ON FEBRUARY 3-4

OTHERS IN 2001 INCLUDE

DON HENLEY, SHANIA TWAIN
ROD STEWART BILLY JOEL

FAITH HILL AND MORE!

972.239.6220
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HOW’S YOUR TELEPHONE ETIQUETTE?

wanted me to do a story about her prominent client. She
spoke so quickly that I had to put the machine on “slow”
and play her message three times to get her name and
phone number.

{ It's also important what your callers hear
{ when they reach your voice mail. Is your
| message friendly and informative, or does the
caller receive just your name in what sounds like
amilitary roll call? Why not use your message to
make a positive impression on customers, co-
workers and, if you have one, your boss?

Lastly, return your calls. How do you feel
when someone doesn’t call you back? Unimpor-
tant? Disrespected? Frustrated? Most people
resent not having their calls returned so much
that they’ll do something about it, whether it's
leaving an angry message, complaining to the
appropriate person or moving their business else-
where.Inany case, failing to return calls doesn’t benefit
you and can have unfortunate repercussions.

When my father was critically ill, his doctor didn’t

As 1 answered my home phone, a female voice
shouted, “Is Anne there?” I said, “I’'m her husband,
Dick. Who's calling?” She gruffly responded,
“Acme Electronics” (the company name has
been changed). I replied, “That’s nice. And
what is your name?” She said impatiently,
“Amy!” I said, “Amy, she’s not here. I don’t
expect her for another two hours. Can I help
you or give her a message?” She said no,
followed by a quick goodbye.

Not only didn’t Amy accomplish anything
with hercall, but, if she were to read this column,
she probably wouldn’t recognize herself. Like
many other people, she probably doesn’t often
listen to herself, and perhaps she isn’t sensitive
to the reactions she causes. Amy knew whatshe
wanted and demanded it. To her, I was just an im-

pediment.

By contrast, when contestants on ABC-
Wants to Bea Millionaire request to “phone - return my telephone calls. So | had a

a friend,” host Regis Philbin introduces || P N . . ; ;

himself with, “Hello. Regis Philbin calling THE ROAD 1o mr.dlt:l : :::‘t‘:méggn X;‘?hﬁf ::;(lecu l:‘ ve
from New York City. How are you?” He |MME s s _sos w s assigian o pital where
listens to the answer, then goes on, “I'm my father was a patient. | promptly heard

hysician,
here with [contestant], and we have a ] LEoo from the physician, who scheduled calls

e with me thereafter.
question for you.” In other words, he’s

: Allocate timeeach day orevening toreturn calls. If you
thoughtful and makes the calls a pleasant experience. ; ) : ith
That is something all of us can easily do. don’treach the personyou‘re calling, leave amessage wi

. . : information on when and how to reach you, or give them

When you're making a business call, you want a =, iomate way to get the information they need. Not

favore{b le‘ Jeshdnise toD! Wl}y not7 encourage the only is this courteous, but, when you treat people with

GEPUOMIsKOnSeEretaty thrassyoN. Yqu erg At respect, it will reinforce your own feelings of self-esteem
by giving that person a warm greeting and the

information he or she needs. Isn’t that how you would Ak hEpy ool e
like to be treated?

If you reach someone’s voice mail, smile, then speak
slowly and distinctly, stating your name, your reason for
calling and your phone number. I recently received an
after- hours message from a public relations person who

‘s Who

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

* March 25 — 73rd Annual Academy Awards. Shrine

MARK voun cAlE"nAns Auditorium, Los Angeles

Important dates and events in the coming months. | * March 28-June 20 — Spring Arbitron

o Aprit 21-26 — NAB 2001: Broadcast Engineering
Conterence; Las Vegas. The Ninth NAB MultiMedia World:
The Convergence Marketplace and the fifth NAB Sateflite &
Telecommunications Conference will be held in conjunction
with NAB 2001 in Las Vegas.

 April 21-26 — Christian Music and Video Retailers 2001,
held during Gospel Music Association Week. Nashville
Convention Center and Renaissance Nashvilie Hotel,
Nashville; 615-620-1000

* April 26 — The 32nd Annual Dove Awards/Gospet Music
Association, Grand Ole Opry House, Nashville; 615-539-
7746

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

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

¢ June 20-23 — PROMAX & BDA 2001. Miami Beach
Convention Center, Miami

.o June 28-Sept. 19 — Summer Arbitron

¢ July 18-22 — The Conclave 2001. Minneapolis Marriott
City Center, Minneapolis, MN; 952-927-4487

¢ Aug. 9-11 — Talentmasters 13th annual Moming Show
Boot Camp. Mandalay Resort and Hotel, Las Vegas; 770-
926-7573

* Sept. 5-8 — 2001 NAB Radio Show. Emest N. Morial
Convention Center, New Orleans; 800-342-2460

* Sept. 20-Dec. 12 — Fall Arbitron

* Jan. 4-March 28 -— Winter Arbitron

« Jan. 21 — The 58th Annual Goiden Globe Awards. The
Beverly Hilton Hotel, Beverly Hills, CA

* Feb. 1 — Deadline to enter the NAB Crystal Radio Awards
competition. Contact Chris Suever; 202-775-3511

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

* Feb. 10 — The 32nd NAACP Image Awards. Universal
Amphitheatre, Universai City, CA

* Feb. 10-13 — National Religious Broadcasters 58th annual
Convention & Exposition. Wyndham Anatole Hotel, Datias;
703-330-7000, ext. 503

¢ Feb. 16-17 — Dan O’Day's PD Grad School. Los Angeles;
310-476-8111 or www.danoday.comv/pdgrad

* Feb. 21-25 — The Gavin Seminar 2001. Miami; 415-495-
1990, ext. 653

* Feb. 21-25 — The 43rd Annual Grammy Awards. Staples
Center, Los Angeles

* Feb. 28 — 15th Annual Soul Train Music Awards. Shrine
Auditorium, Los Angeles

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

* March 9-18 — South By Southwest (SXSW) Music, Film
and Interactive Conference & Festival. Austin; register
online at www.sxsw.com
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RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

THE CUTTING EDGE IN DIRECT RESPONSE

One of the magical aspects of radio is its ability to create “theater
of the mind.” When advertisers use this technique in their direct-
response advertising, the key to success is effective commercial
copy that evokes emotion and provides a solution. The Main Line
Center for Vein Medicine tapped into a sensitive area for women:
their desire to eliminate varicose and spider veins. The resuit of
the campaign for the consumers? A better life, because they're
now more confident, with more attractive legs. The result for the
advertiser? An overwhelming response, business-generating
word of mouth and many happy and satisfied customers. Keep
this in mind next time one of your clients challenges you by
asking, "If | advertise on your station, what kind of response
should | expect?” The answer to that is all in the commercial
copy.

Category: Cosmetic Surgery

Market: Philadelphia

Submitted by: Interep

Client: The Main Line Center for Vein Medicine

Situation: The Main Line Center for Vein Medicine, located just
outside Philadeiphia, needed to reach women 25 and older to
inform them of its cutting-edge treatment to eliminate varicose
and spider veins. Because its expertise is in a sensitive area. the
Main Line Center needed an advertising medium that would
portray its services in a caring, professional light, without the
need for what could be unpleasant visuals. Because much of its
business would come from patients referring other patients, the
clinic wanted to get its patients involved with the advertising
campaign. The Main Line Center decided to create a testimonial
campaign, using the real-life success stories of women who had
undergone the treatment.

Objective: The Main Line Center for Vein Medicine needed to
create an image that woutd educate and intrigue consumers and
motivate them to action.

Campaign: The Main Line Center chose radio because of its cost-
effective ability to relay hard-hitting messages through words
alone. A 13-week radio campaign was planned, running two
weeks on and two weeks off on AC WBEB-AM & FM/Philadelphia.
The campaign featured 60-second testimonials from actual
patients, running 20 spots per week in all dayparts. Radio was the
only advertising medium used for the campaign, and WBEB-AM &
FM were the only radio stations chosen because of their
successful track record in the medical marketing business.
Results: Generating awareness of a business is one thing, but
making the phone ring is quite another. As commercial copy guru
Dan O'Day has preached, radio, spots are not designed to generate
brand awareness. Rather, a commercial works when it translates
into a response. The Main Line Center radio campaign generated
over 400 inquiries. One representative from the Center said it had
received “too many patients to count™ through the duration of the
radio campaign.

—RABTOOLBOX———

More marketing information and resources from the RAB

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

INSTANT BACKGROUND — COSMETIC SURGERY

Patients in the 35-50 age bracket accounted for the most cosmetic
medical procedurés in 1999, with 42.5%, followed by individuals
ages 19-34, 26.4%, 51-64, 21.6%; 65 and over,5.7%; and 18 and
under, 3.8%. Average physician and surgeon fees (not including
the costs for a surgical facility, anesthesia, prescriptions or other
related expenses) for the top five cosmetic procedures in 1999:
chemical peel, $743; Botox injection, $432; laser hair removal,
$492; collagen injection, $354; and sclerotherapy (treatment of
varicose or spider veins), $233. (American Society for Aesthetic
Plastic Surgery, 2000)
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Ratings Should Move Indusm!
To Promote Online Radio

iNTEHNET

NEWS & VIEWS

il Growing listenership shews potential of intemet audio

By Paul Malomey  We've seen five Arbitron

RAIN: Radio And intemet Webcast Ratings reports
4 since the company
m introduced its Aggregate
Tuning Hours measurement
¢ with the February 2000

ratings last July. ATH is the
total number of hours
streamed to all listeners to an
Internet radio station during a
month.

Though there has been steady

PAUL
MALONEY ]| growth in listenership for online

radio, nearly anyone in

flagship, WABC/New York (www.wabcradio.com).
WABC has, by most accounts, the most listened-to
online stream of any broadcast station in the U.S. It
regularly places high in the MeasureCast ratings, as
well as in the Webcast Ratings.

Here are ATH numbers and ranks for the last five
ratings studies. (Arbitron skipped ahead to the July
2000 report after the February study.)

Radio Amd
Interaet Newsietter

the industry will tell you

thatitisn’t where it Siation Fob. 2000 July 2000 Avg. 2000 Sopt. 2000 Oct. 2000
should be. So what will NetRadio"Hts™ 215,500 (No.1) 201,000(No.2) 311,600(No.f) 248,600 (No.1) 269,400 (No.2)
move our industry to WABC 70,500 (No. 13) 119,500 (No.8) 194,100 (No.9) 188,000 (No. 10) 266,000 (No. 4)
promote the medium and | KPiG 63,800 (No. 16) 111,700 (No. 10) 125,200 (No. 15) 113,900 (No. 18) 140,800 (No. 18)
drive the innovation in

technology and market- —

ing that is obviously needed to bring to “critical mass The Broadcast Advantage

the number of consumers tuning in?

This week we'll take a look at three stations that are
remarkable for their performance in Arbitron’s
Webcast Ratings and what their success may mean.

KPIG, NetRadio.com And WABC

KPIG/Monterey-Salinas (www.kpig.com) was one
of the early successes of Internet radio. The low-power
Adult Alternative
broadcast station has
garnered national press
not only for its early
foray into streaming, but
for the online audience it
has managed to
accumulate.

Second, we'll look at
NetRadio.com, (www.netradio.com), the Minneapolis-
based Internet-only multichannel webcaster. NetRadio
regularly fills most of the top 10 spots in the Webcast
Ratings and often dominates the rest of the list as well.
Its CHR “Hits” channel has been at No. 1 or No. 2 in
the last five Arbitron Webcast Ratings reports.

Finally, we'il take a look at ABC Radio’s Talk

g

\,vp‘.
kpig.com

RAIN: Radio And Intermet Newsletter
Publisher and Editor Kurt Hanson is

awell-known researcher and consult-

ant who aiso serves as Chairman of

Strategic Media Research, the frmhe

founded in 1980. RAN is available -
daily at www. kuzthanson.com.

As you can see, all three stations showed great
growth overall between February and October.
Broadcasters KPIG and WABC used the stretch
between the February and July reports for some major
growth, but 'Net-only “Hits” slipped slightly before a
big bump in August. All three stations, in fact, had
great books in August, though KPIG and WABC

ARSITRGIN

dropped in rank, perhaps due to greater competition
as the field of Arbitron-rated streams expanded. WABC
and KPIG had their highest ATH numbers to date in
October, but “Hits,” though it was still up from July,
has yet to reciaim its August glory — which was, in
fact, the highest ATH ever achieved in the Webcast
Ratings by any station.

Additionally, NetRadio’s most consistently highly
rated streams are in typical broadcast formats: CHR,
NAG/Smooth Jazz, Classic Rock, Alternative and the
broadcast “format du jour,” '80s. Esoteric “super-
niche” formats, once heralded as the big draw in
online radio, are not what is driving listening now.

So how should we interpret this apparent advan-
tage for traditional formats and broadcasters?
Traditional radio has had a 75-year head start in
development over Internet radio. The conventions of
traditional radio — the formats, the personalities, the
presentation — were not stumbled on by accident.

Continued on Page 16
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The Throbbing Streams
0f Nerve Radio

“Because we're all thinking about it....." rationalizes one of
the produced sweepers for Nerve.com’s two streaming
radio stations. “It,” of course, is not your company's
plummeting stock price, but what we-all thought about
when we had time: sex. Remember that? It's the Inter-
net's favorite three-letter term, after MP3, /PO, RO! and
DOA. If you happen to be looking for sex on the 'Net (and
| understand some folks do), Nerve.com is the site, and
Nerve Radio (www.nerve.com/radio) is the sound-
track.

In case you're not familiar with the site, there’s
nothing to be afraid of. It's the companion piece to a
bimonthly publication, Nerve magazine, that you can
buy in places that aren't open 24 hours. There’s nothing
on the site that will bring the authorities crashing
through your door, and your Visa card will still respect
you.in the morning. In fact, the site’s essays, fiction,
interviews, poetry, reviews and photography are sexy,
but rather cerebral.

The site’s two audio streams are called “For the Mind”
and “For the Body.” Both are variable-bitrate—that is, the
server determines your bandwidth and connects you to

the appropriate stream. Each stream calis up Nerve.
com’s customized player window, from which the user
can connect to the other stream or go directly to the
homepage and other parts of the Site.

Formatically, “For the Mind” leans toward an Aduit
Alternative sound, with such core artists as Radiohead
and PJ Harvey. “For the Body” serves up a more primal,
dance-oriented sound, including Suicide Underground,
Groove Armada and Massive Attack. The stations overlap
musically to a degree because they have a similar target
audience. According to the “Demographics” page under
“About Us,” that audience is “extremely well-educated,
affluent and mostly in their 20s and 30s.”

The music is largely unfamiliar, but it's an excellent
mix. | may be the victim of sexy subliminal messages
telling me to keep listening, or maybe it's just really good
music. (A littie digging reveals that the programming
mind behind Nerve Radio is Paul Bendat, who also
programs the excellent WABY.com.)

Unfortunately, there are no “Now Playing” or “Buy This
Disc” features on the Nerve.com custom player. The air
personalities occasionally identify the music, but, on the
Internet, that's not good enough. We want to know now!

Nerve magazine and Nerve Radio do an excellent job of
cross-promoting one another. Nerve Radio features can
be found all over the Nerve.com site, and, just as

Continued on Page 18
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Mother always said... for Free

STi AM/FM

When You're Serious about Webcasti(ng).
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iNTERNET

N.WS ‘ VIEWS

Internet Radio Appliances: M(II‘B

Than Just The ‘Big Three’

Faithful readers of Internet News & Views are
probably aware of the existence of a handful of
Internet radio appliances — devices created to make
finding and listening to streaming audio as simple,
intuitive and convenient as using a traditional radio.

Over the past few months we've described a few of
these products, most prominently Akoo's Kima, iM
Networks' iM Remote Tuner (formerly the Sonicbox)
(Internet News & Views 11/10/00) and 3com’s
Kerbango (Internet News & Views 11/17/00). But
there are other, somewhat lower-profile products
available that perform similar functions.

Over a year ago Mike Calvo and his Miami-based
Inhouse Radio Networks introduced the Radio
Webcaster. It's similar to the IM Remote Tuner in that
listeners use a remote to tune to a station chosen
from a preselected group of streams orgariized by
genre. The signal from the user’s computer sound
card can be “broadcast” to a radio tuner anywhere in
the house.

But Caivo's big push these day is for Inhouse’s

latest product, the Freedom Box
(www.freedombox.cc), a system designed to allow
disabled and visually impaired users full access to the
Internet, including streaming audio. Using voice-
synthesis and voice-recognition technology, the
system reads links on web pages as voice com-
mands. The user listens to the choices, then tells the
browser where to go. The device is available as a
standalone unit or as an add-on module, and both
require Internet access and a subscription to the
service.

Continued on Page 19
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Ratings

Continued from Page 16

There’s plenty of experience and research to back them
up.

A Gateway For Online-Onlys

But NetRadio is an intemet-only, and it's a big dog
in the Arbitron yard. And there are other ‘Net-only
stations — among them KNAC.com and Radio
Margaritaville — that aiso do very well in the Webcast
Ratings. Even KPIG, with its eclectic playlist, free-form
presentation and global focus (and low broadcast
signal strength), in some ways resembles an Internet-
only.

As a RAIN reader comments, perhaps “conventional

Continued from Page 18

importantly, recorded promos on Nerve Radio
encourage listeners to spend more time on the site.
In between songs you might hear a pleasant voice
(such as that of lone Skye or Parker Posey) reading
a few lines from a new piece of fiction on the site or
something from Nerve's spoken-word CD. After a
few more songs you might hear a line or two from
one of the more interesting personal ads in the
site’s “Nerve Center.”

! It's certainly worth noting how the different
features of the Nerve.com site build and maintain a
synergy that keeps visitors on the site and makes
them want to retumn.

—Paul Maloney

broadcast stations provide the primary gateway for
awareness of Internet radio.” People are drawn to that
with which they are already familiar. Most people
don't listen to Internet radio. Most people dolisten to
broadcast radio. So maybe the dominant perfor-
mance of traditional stations and formats on the
internet is just part of an adjustment period — a sort
of introduction time for the new medium..Once a
substantial number of people have come to enjoy
listening to streamed audio, will Internet-onlys be able
to convert them?

Do They Know You're Out There?

It's time for the big Internet-only players to step
up. Why are time and money being spent on func-
tions to personalize the streams, customize the looks
of the players, dissect and target the audience and
otherwise gild a so-far all-but-nonexistent lity?
Shouldn't that money be spent on advertising and
marketing? After all, before the industry and advertis-
ers will be convinced that the streaming audience is
worth addressing, there has to be an audience.

Let your potential audience know you exist. Show
them why it's worth their effort to listen. We're
stocking the shelves with a product when we don't
even know if people want it, and then we're not even
telling them it's available.

So in spite of the apparent advantages for tried-
and-true formats and established broadcasters, could
this actually be a positive time for Internet-only radio?
Is online audio simply in its early stages, awaiting a
time when listening to streaming audio will be simpler
and more intuitive, consumers more savvy and
bandwidth and choice more abundant? Now that
listening is on the rise, are Intemet-only broadcasters
going to step up?

Make It Easy, And
They Will Come

Dale Smith Talking to an old friend of mine
by from Texas, | was trying to

explain to him what it is | do for a living. | said, “We
stream digital music content.”
Huh? My friend works for a
private airplane company and
has never used the Internet. He j
has sent three e-mails in his

computer, and the fact thatyou
can send music and video
through a computer was way
over his head. He was actually
given a computer last Christ-
mas but has only tumed it on
once because, he said, he couldn't figure it out.

That may sound crazy to those of us who use
computers every day, but | bet we all have a friend or
relative who is just like mine. Believe it or not, many
people are not quite sure what the Internet is. Some
studies show that a large number of Americans do not
have Intemet access, and many people have never
typed in a URL. For many creative and entre-
preneurial go-getters who have attempted-to start web
businesses — and
been handed a stiff
dose of reality — the RS- TEN— e TE=TRus
lesson {0 be learned is:
KISS, or “Keep it sim-
ple, stupid.”

Not only on the Intemnet, but in business in general,
the easier your product is to use, the more people will
use it. It is debatable whether AOL is technically
revolutionary, but a couple of points cannot be argued:
It is easy to use, and it is successful. There are
thousands of great web ideas that have gone straight to
the recycle bin because the creators overthought the
deployment and misinterpreted the masses. People do
not want to wade through a swamp of clicks, pages and
instructions to get where they want to go. They will give
up, and they'll never come back.

if you're planning to launch a web-based business,
you must answer two key questions. First, what is the
product? That's (sometimes) the easy part.

The second question: Who are the customers? If the
answer is “Everyone possible,” keeping your site simple
is key. The target audience is not people who sit in front
of computers all day — they know how to navigate —
but that segment of society who are just approaching

that confusing thing called the “address bar.”

It a newcomer makes it to your site and actually
makes progress, he or she will become a loyal repeat
visitor. And don't worry, the more seasoned internet
users won't snub your site. Everything is easy to them.
Remember, keep it simple!

Dale Smith is VP/Operations of Cablemusic
Networks. E-mail him at dale@cablemusic.com

Internet Newsletter |
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Continued from Page 18

If the Radio Webcaster reminds you of the iM
Tuner, the next two products are more reminiscent
of the Akoo Kima. With the Jensen Wireless Matrix
Internet Audio Transmitter, one box connects to
your PC’s sound card and transmits a 900Mhz
signal over a 150-foot range. Another box connects
to your stereo to pick up the signal. The system
requires an input jack on the stereo, so it probably
won't work on an inexpensive radio. The Matrix
retails for about $100.

Among the new devices demonstrated at the
recent Consumer Electronics Show in Las Vegas
was AudioRamp’s new iRAD-T product line. These
“tethered” — that is, not wireless — appliances play
both Internet radio and downloadable audio.

The company’s Internet radio, the iRAD-S, has
the ability to play streaming audio, store over 1,000
digital audio files and play CDs, and it can receive
local AM and FM stationis. The system includes
Microsoft’s Windows Media Player and, like the
Kerbango, it can connect to the Internet without a
PC. The device uses the HomePNA 1.0 standard,
which uses a house’s electrical wiring to transmit a
signal throughout the home.

The stereo-component version of the player, the

Cox Radio Announces Alliance
With StreamAudio

The Internet division of Cox Radio, Cox Radio
Interactive, has signed an exclusive strategic
business alliance with StreamAudio. The latter will
provide audio streaming and revenue-sharing ad
insertion for Cox Radio’s 83 stations.

StreamAudio Retools As Pay Service

Streaming provider StreamAudio has announced a
new plan that ofters its radio-station clients unlimited
streams, ad-insertion capabilities, a “Now Playing”
feature and 24-hour tech support for $395 per month.
StreamAudio co-founder/CEO Bob Case said, “This
new pricing will allow us to continue 1o offer best-of-
breed service and technology at a very reasonable rate
to radio stations worldwide. Using our ad-insertion
software, stations are poised to double their over-the-
air inventory and create new revenue.” StreamAudio
had previously offered its services to stations for free,
relying on revenue from its “gateway” ads and a 70/30
split with stations on revenue from inserted ads.

eYada.com Lays Off One-Third
Of Staff, Cancels Shows

Intemet broadcaster eYada.com laid off about 30 of its
90 employees last week and canceled all but 13 of its
shows, including one hosted by Kevin Cook of Sports
Iustrated. CEO Bob Meyrowitz said that the canceled
shows had been drawing less than 1% of eYada's total
traffic. He added, “The shows had not attracted an
audience. It's the same process that ABC or NBC goes
through.” In spite of the layoffs, Meyrowitz said eYada,
which was launched in August of 1999, plans to hire

INTERNET

NEWS & VIEWS

iRad-C, has all the features of the standalone model
except the AM and FM tuner, but it includes a digital out
connection for hookup to a home stereo System.

The iRAD products also serve as a music-management
system. According to the iRAD website, the company's
Intelligent Audio technology “dynamically monitors your
listening behavior, reconciles those actions against your
preferences, then dynamically builds relationships against
a proprietary database of audio and music content,
including radio, streaming, music, news, events, mer-
chandise and promotions.” in other words, it figures out
what you like and gets you more of it, combining the
functions of a listening appliance and a music-recommen-
dation service.

The upcoming Linux-based Penguin Radio may offer
another interesting approach. Linux is an open-source
operating system preferred by many users to Windows
and Macintosh because of its reputation for reliability and
stability. There isn't a lot of information available on the
product yet, but it appears that it will be a standalone
tuner along the lines of the Kerbango. The company says
its device will not only support streaming audio, it will
allow users to download MP3s. Unlike some other
devices, the Penguin will support both modem and
broadband connections. The makers are hoping to
release the device later this year.

—Paul Maloney

additional employees as it develops new programming to
replace the canceled shows. “I've leamed a lot about what
works in streaming-media programming,” he said.

Hiwire Makes ‘Strategic’ Staff Reductions

Hiwire, which streams targeted audio and video ads on the
Intemet, has made what it calis “strategic staft reductions.”
The company said the cuts were “a necessary economic
move to maintain a strong company through 2001." Hiwire's
broadcast partners include Premiere Radio Networks,
DiscJockey.com, Jefterson-Pilot and Salem Communica-
tions.

ReaiNetworks Acquires Aegisoft

RealNetworks, a leading maker of software for playing and
distributing audio and video on the Intemet, has purchased
Aegisoft Corp. for about $12.2 million in stock, Bloomberg
reported. Aegisoft is a maker of secure digital media
software, and it will receive about 1.22 million shares of
RealNetworks common stock in the deal. In addition, former
Aegisoft equity-holders will have the right to purchase as
many as 300,000 RealNetworks shares, less than 1% of the
shares outstanding. Aegisoft's management and technical
staff will transfer to RealNetworks’ offices.

Report Gives Online Advantage
To Broadcasters

A new Jupiter Research repont, “Online Music Radio,”
contends that traditional radio companies that stream their
audio will eventually prevail over their Internet-only
counterparts. The report predicts that online-only radio
stations will lose influence as traditional radio gains access
to technology that makes it easier and less expensive to
gain a foothold on the Interet.
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Hot new music-related Worid Wide Web sites, cool
cyberchats and other points of interest along the
information superhighway.

‘Net Chats

¢ They took on Marilyn Manson on tour, so they can
probably handle you. Chat with Union Underground on
Saturday (1/20) at 7pm ET, 4pm PT (www.soundbreak.com).
* West Coast rap posse Cypress Hill's B Real will give
you some hard-core chat when you go to the 'Net on
Monday (1/22) at 9pm ET, 6pm PT (www.twec.com). i
* The sleepy Northem California town of Modesto gets a
wakeup call: Flying Blind. Talk to the emerging rockers on
Wednesday (1/24) at 8pm ET, 5pm PT (chat.yahoo.com).

i On The Web

DR—

* Catch inflammatory rockers Fuel in performance on
Tuesday (1/23) at 3pm ET, noon PT (www.hob.com).

» They're vets of some of the best indie bands around.
Check out Luna’s poignant pop when they perform on
Thursday (1/25) at 6pm ET, 3pm PT (www.getmusic.com).

— Michael Anderson

Time To Fill The Seats

How is online radio going to atiract a significant
audience? Will Internet-only radio stake its own claim,
or will it take g

traditional radio to
establish the real &
Internet presence
that will kick-start
streaming audio? ===
Keep up with all s
the issues and get ~
the latest news from radio and the Internet, available
every day from RAIN: Radio And Internet Newsletter
(www.kurthanson.com).

www.americanradiohistorv.com
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What, Exa
lscllltter"

A fairly innocent ques-
tion posed by a musician
at this past week’s Policy
Conference for the Coali-
tion for the Future of Mu-
sic indicates that many in-
dependent artists are in
desperate need of a reali-
ty check. g
Most of the charges
that flew around the Bevid Lawrsnce
Georgetown campus centered on how the major
labels economically rape their artists and how the
Intemet is the great “disintcrmediary,” giving the
independent artist a better chance at huge success
through a do-it-yourself approach. Advice was
sagely dispensed and gravely accepted.

Then one of the artists in the audience asked
not about how 1o circumvent the labels 10 get to
the audience directly over the *Net, but rather how
1o get into the old distribution channcl — the
record retail chain — and “get past the clutter 1o
get my swff into the CD racks.”

That made several people. myself included,
mutier, “What’s clutier?” Really. with all the
hand-wringing over labels vs. independents, we
haven't talked about one person’s clutter being
another's favorite artist. Is clutter the Britneys and
Rages and Stings of the world? Or is it all the in-
dependents fighting with each other over the
scraps of audience available on the 'Net or try-
ing to get into stores?

When you choose 1o fight for disimermedi-
ation, you somctimes make the mistake of
fighting for the removal of cditing. This is not
a good thing. Nobody really talks about the
fact (yes. the fact) that there is a lot of music
out there on the *Net that a large portion of al-
most any given lisiening audience would stiff.
Choosc your metric: musicianship, vocal gual-
ity, writing. production, intangibles, whatever.
Most of the junk on the "Net just isn’t all that
good. and a good cditor is nceded — not just
according to me and my jaded cars, but accord-
ing to most people.

I know it's not a question of reaching a mass
audience for some artists: Even the worst artist
is going to sound passable to their closc friends
and family and touch the odd stranger here and
there. But the question from the musician was
about the mass audience. It was about getting to
play in the big dogs’ playpen (the record store)
and getting past its editor (the store buyer).

If no one clse is going
to say it. [ will: It's a pipe
drcam. Cutting through m’
the clutter? Just calling
it clutter is disrespect-
ful. because it's cither one of your herocs, some-
one clse’s heroes or your brothers’ and sisters’
herocs that you're cutting through. When inde-
pendents start feeding on cach other in the quest
for success. that's one aspect of the future of mu-
sic that I don’t look forward to.

710 Bavig | swTeNCO

Qucstions? Comments? david@ netmusiccount
down.com, or post to the Intemnet folder on the
www.rronline.com message board.

- David Lawrence is heard on WGN/Chicago; is the
host of Oniine Today and Online Tomight, syn-
dicated high-tech/pop culture radio talk 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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One of the most common examples thrown out to the crowd as a
“glimpse of the future” at conferences dealing with music and the
Internet is that someday you and | will be able to build our own
custom CDs cheaply and easily by simply making our selections
from the millions of cuts available, downloading the burnable MP3
or other format files, and boom! There it is. Problem: No one has yet
achieved a critical mass of available artists to make this a reality, and
more and more companies that have given this model a valiant stab
have found themselves floundering and, in some cases, have
disappeared from the dot-com map.

What's the problem with this model? Label cooperation. The

PLAYING TAPS

meager number of licensed cuts available pales in comparison to all
the music we have produced in the last 70 years, yet pundits tend to
use phrases like “any cut you want, from Glenn Miller to The Beatles
to Steely Dan to Limp Bizkit and Madonna!” Fat chance. There has
been no movement of the needle toward making singles available to
companies like CustomCD, Amplified.com, MusicMaker and the like
to make the average consumer think that they can get any of the cuts
on their wish list, let alone all of them. Why? The small incremental
income generated by singles sales in this microchannel and the
relatively small number of CD burners in the marketplace mean that
this glimpse of the future is still foggy. — David

CHR/ Pop

i,

tW TW ARTIST COTitle LW TW ARTIST COTitle
4 1 CREED HumanClay/ “Arms’ 3 1 DESTMY'S CHILD Charfie’s Angeis Soundtrack/“Women™
1 2 3DOORS DOWN The Better Life/ "Kryptonite™ 11 2 AVANT My Thoughts/ “First”
2 3 BACKSTREET BOYS Black & Blue/“Shape™ % 3 OUTKAST Stankonia/“Jackson”
§ 4 DESTINY'SCHILD Charfie’s Angels Soundtrack/ “Women™ 4 4 ERYKAHBADU Mama’s Gun/ “Know™
§ 8 'NSYNC Ao Strings Aftached/ “Promise” 17 & WYCLEF JEAN The Ecieftic: 2 Sides Il A Book/“N1’
3 & MYA-Fear Of Fiying/“Ex” W 6 MUSIQ Nutty Professor 2 Soundirack/"Friends™
11 7 MATCHBOX TWENTY Mad Season “Gone™ 10 7 JAY-2 The Dynasty: Roc La Famitia 2000/ “Love™
T 8 BRITNEY SPEARS Oops!.../ Did It Agairy “Stronger” T 0 CARLTHOMAS Emotional/ “Emotional”
W 9 U2AN That You Can't Leave Behind/ “Beautiful® 5 9 TOMBRAXTON The Heat/ “Man™
0 10 LENNYKRAVITZ Graatest Hits/ "Again™ — 10 SHAGGY Hot Shot/ “Wasn't”
13 11 MADONNMA Music/ “Tell" — 11 KELLY PRICE Adirror Mirror/ “Should've”
15 12 FNTHHILL Braathe/ “Love™ 2 12 DAVEHOLLISTER Chicago 85: The Movie/ “Woman®
10 13 RICKY MARTIN Sound Loaded/ “Bangs™ 9 13 R.KELLY 7P-2.com/ “Wish”
9 W SOULDECISION No One Does it Batter/“Faded™ — W4 LUDACRIS Back For The First Time/ “Fantasy”
18 15 PINK Can't Take Me Home/ “Girls™ 19 15 NELLY Country Grammar/ “E\."
~ 16 SHAGGY Hot Shot/ “Wasn't" — 16 PRU Prw/“Candies”
16 17 BAREMAKED LADIES Maroon “Pinch” 18 17 HLLSCOTT Who is Jill Scott? “Walk™
12 18 XANDI Kandi/ “Don't” — 18 TAMIA ANy Day/“Stranger”
19 19 DAVIDGRAY Wnite Ladder/ “Babylon” 8 19 JAGGED EDGE JE Heartbreak/ “Promise”
17 20 98DEGREES Revelation/ “Everything” - BABYFACE A Cotlection Of His Greatest Hits/ “Breathing”
LW TW ARTIST CO/Mitle W W MTlST CD/T itle
2 1 DIXIECHICKS Fiy/ “Without” 1t SADE Lovers Rock/“Side”
1 2 TIMMCGRAW Piace In The Sun/ “Thirty" 2 2 KIMWATERS One Special Moment/“Groove,” “Secrets”
3 3 BRADPAISLEY Who Needs Pictures/ “Danced” 3 3 DAVIDBENOIT Professional Dreamer/ “Mites”
4 4 TRAVISTRITT Down The Road | Go/ “Intentions” 4 4 NORMANBROWN Celebration/“Paradise™
7 5 KENNYCHESNEY Greatest Hits/ “Lost” 14 5 BDNEYJAMES & RICK BRAUN Shake it Up/“RS.V.P."
6 6 LONESTAR Lonety Grill/“Tell" 5 & BONEYJAMES Body Language/ “Night.” “Boneyizm”
W7 ALAN JACKSON When Somebody Loves Yow “Memory™ — T FOURPLAY Yes, Please/ “Robo”
9 8 RASCALFLATTS Rascal Flatts/ “Everyday” 8 8 CHUCKLOEB Lister/“Blue”
. 17 9 JODEEMESSINA Burr/“Bum” 6 9 KIRKWHALUM For You “Goes™
19 10 LEE ANN WOMACK / Hope You Dance/ “Ashes™ 8 10 CRAIG CHAQUICO Panorama/ “Camnival”
10 11 TERRICLARK Fearfess/ “Gasoline” 7 11 WALTERBEASLEY For Your Pieasure/ “Nice™
15 12 SARAEVANS Born To Fiy/ “Fly” 17 12 GEORGEBENSON Absolute Bensor/ “Medicine”
12 13 GEORGE STRAIT Go O/ “Go” 9 13 WARREN HILL Life Thru Rose Colored Glasses/“Take™
13 W KEITHURBAN Keith Urban/ “Grace” 10 14 SPYRO GYRA Got The Magic/ “Breezeway”
§ 15 PHIL VASSAR Phil Vassar/ “Paradise” 11 15 LARRYCARLTON Fingerprints/ “Gracias,” “Fingerprints™
— 16 JAMIEO'NEAL Shiver/“Arizona” 13 18 GERALDVEASLEY LoveLetters/ “Valdez
— 17 CAROLYN DAWN JOHNSON Georgia/“Georgia™ — 17 RIPPINGTONS Life In The Tropics/ “Cruisin™
18 18 TOBY KEITH How Do You Like Me Now/ “Kiss™ — 18 BRIANTARQUIN Soft Touch/ *Darlin”
— 19 MARKWILLS Permanently/“Know" 19 19 STEVECOLE Between Us/“Got”
— 20 JESSICAANDREWS Who!/Anv“Am™ ~ 20 PETER WHITE Perfect Moment/ “San Diego™
Hot AC Altemative
LW TW ARTIST CO/Title LW TW ARTIST CO/Titie
1 1 CREED Human Clay/ “Arms” 1 1 U2AllThat You Can't Leave Behind/ “Beautitul”
7 2 DIDO NoAngel/ “Thankyou™ 2 2 UMPBIZKIT Chocolate Starfish.../ “Rollin™
4 3 BARENAKED LADIES Maroon/ “Pinch” T 3 RADIOHEAD Kid A/ “Optimistic”
5 4 MATCHBOX TWENTY Mad Season/“Gone™ 5 4 OFFSPRING Conspiracy Of One/Prankster”
3 5 U2AlThat You Can't Leave Behind/ “Beautitul” 4 5 3DOORSDOWN Berter Life/“Loser”
2 6 LENNYKRAVITZ GreatestHits/ “Again” 3 6 LENNYKRAVITZ Greatest Hits/ “Again”
10 7 FAITHHILL Breathe/“Love” 9 7 CREED Human Clay/*Ready”
9 8 DAVIOGRAY White Ladder/ “Babylon™ 8 8 LIFEHOUSE NoName Face/ “Hanging™
6 9 3DOORS DOWN Better Life/ “Kryptonite™ 12 9 GREEN DAY Waming/ “Warning”
2 10 STING Brand New Day/ *Desert” 10 10 LINKIN PARK Hybrid Theory/ “Step”
15 11 BACKSTREET BOYS Black & Biue/“Shape” 6 11 BLINK-182 The Mark, Tom & Travis Show/“Overboard”

16 12 MADONNAMusic/ “Music™
8 13 EVERCLEAR Songs From An American Movie Pt. 4/ “Wonderful®
18 14 ‘N SYNC No Strings Attached/ “Promise”

12 15 CORRS /nBiue/ “Breathless™

11 16 NINE OAYS The Madding Crowd/ *Absolutely” ‘
14 17 SOULDECISION No One Does It Better/ “Faded”

17 18 RICKY MARTIN Sound Loaded/ “Bangs”

19 19 VERTICAL HORIZON Everything You Want/*God™ |
— 20 EVANANGJARON Evan And Jaron/*Crazy” |

15 12 MOBY Play/“Southside”

11 13 OAVID GRAY White Ladder/ “Babylon™

20 14 RAGEAGAINST THE MACHINE Renegades/ “Funk”

13 15 BARENAKEO LADIES Maroon/ “Pinch”

W 16 FUEL Something Like Human/ “Hemorhage”

19 17 INCUBUS Make Yourselt/ “Orive”

16 18 PAPAROACH Infest/ “Broken™

17 19 EVERCLEAR Songs From An American Movie 2/ “Wrong”
— 20 COLDPLAY Parachutes/“Yellow™

E-charts are based on weekly rankings of CD sales. downloads and streams of artists online compiled and tabulated dn;cw from the logfiles of reporting websites. Reporters include Amazon.com.
BarnesandNobie.com, CONow.com, CheckOut.com, ChoiceRadio.com. C.rylmemetnauuo DMXMUSIC KIIStmi.com, Lycos Radio, NetRadio.com, NYLveRadio.com, Rad.oFreeV.rgm Splnnercom

The Everstream Network ang XTRA com. Datais weil raffi
for the six reporting formats. ©2001 R&R Inc. ©2001 Online Today. Net Music Countdown,

ix Charts with a50/50 data
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BP Reorganizes
Consuiting Group

Broadcast Programming has
reorganized its TotalRadio format
services as part of the division’s
growth plan.

Among the changes:

* Mike Bettelli is promoted to
Director/AC Programming.

*» Steve Young becomes Direc-
tor/Rock-Pop Programming.

» Ray Randall is named Direc-
tor/Country Programming. i

» Tom Clendening is now Direc-
tor/Talk Programming.

* LJ Smith is appointed Direc-
tor/Consulting.

“This is a powerful group of ex-
ceptional people.” noted VP/Pro-
gramming & Consulting Ken Moul-
trie. “Each director will lead a team
of format-specific consultants, pro-
grammers and music directors in
the day-to-day programming

BP/See Page 38 |

’80s I(l:HllSan .Iose
Flips To Alternative

Clear Channel spent two weeks
“threatening” to flip '80s KCNL/
San Jose to Alternative unless
Infinity’s Alternative KITS/San
Francisco paid $5 million. The
threat was carried out on Monday |
morning, when KCNL signed off
its '80s format with RE.M.’s "It's
the End of the World as We Know |
1t (And | Feel Fine)” and signed on |
as “Channel 104.9, The New Mu- [
sic Alternative” with Wheatus’
“Teenage Dirtbag.” The station will
be overseen by Clear Channel/San
Jose FM OM Keith Cunningham
and Active Rock KSJO/San Jose
Asst. PD Sarah Berg, who picks
up KCNL Asst. PD duties.

The station will compete directly
with KITS but will program a more
mass-appeal mix of music. Cun-
ningham told R&R that Channel
104.9’s approach to the Altemative
format is *“more accessible. It's not

uc-.mom-zz

nelaney | Mammoth
Dir./Nat’l Promo

Mammoth Records has named
Tommy Delaney National Direc-
tor/Promotion.
Based in New
York, he reports
to VP/Promotion
Pete Rosenblum.

“l am so ex-
cited to be work-
ing with such a
great promotion
man as Tommy,”
Rosenblum said.
“His passion for
what he does,
combined with his experience,
makes him a great addition to our
national team.”

Delaney began his music indus-
try career in 1994 at Virgin Records
as National Manager/College Pro-
motion. He eventually rose to Na-
tional Director/Alternative Promo-
tion for the label.

The members of 98 Degrees stopped by United Stations recently to
tape an interview for the network’s new hourlong youth-driven music
show, Music's New Generation, hosted by WWZZ (Z104)/Washington's
Mathew Blades. Pictured (I-r) at United Stations’ New York headquar-
ters are USRN VP/Programming Andy Denemark (seated), 98 Degrees’
Drew and Nick Lachey, USRN producer Anthony Portizo, 98 Degrees’

USRN's Jeannie Uttaro.

Justin Jetfre, USRN’s Jessica Kelly, 98 Degrees’ Jeff Timmons and

Mllano Made EVP At cc nadm Salos

Dominick Milano has
been named Exec. VP &
Director/National Sales for
Clear Channel Radio
Sales. Milano will oversee
and work with the nine
CCRS regional VPs and
manage the research de-
partment, which works in
conjunction with each re-
gional VP and his or her
respective market lists.

“Dom is as knowledge-

| able as anyone in the business.”

said CCRS President Mike
Agovino. “I've watched him grow

for 15 years with this company, and
there's nobody in the business who

Infinity Soft AC WRMM-FM
(Warm)/Rochester, NY PD Dave
Symonds has resigned to become
OM of Entercom’s crosstown trio
of Oldies WBBF, Country WBEE
and '80s WBZA. He begins his
new duties Monday.

“It was time for a change,”
Symonds told R&R. “As it tumns
out, there was a need for what I can
offer at Entercom, and I'm very
pleased at how quickly it all came
about. WBBF, WBEE & WBZA
are three excellent stations right
now. There are different skill sets

WCKW Moves Into ’80s; Ferrara PD

Longtime Classic Rocker
WCKW/New Orleans dropped its
format Monday in favor of an all-
*80s presentation as “The Point.”
Nick Ferrara, a New Orlcans native
who has served as OM of WLMG
and PD of WEZB under the alias

Nick Bazoo, is guiding WCKW'’s-

change in direction as PD.

When asked why the change in
format was made, Ferrara told
R&R, “When [crosstown Hot AC]
WLTS switched to ‘The Zone,' it
pretty much abandoned the *80s
and '90s mix. It left a big hole in
the market, and we were already
doing the Classic Hits of the "60s,
*70s and '80s. We had huge cume
with this format, but the TSL never

Milano

better understands what n
takes nationally for sta- |
tions and clusters to out-
perform the competition.”
Milano began his career
with the Katz Media |
Group in 1986 and has
worked in research, sales I
and management. In 1991
he became VP/Manager
for Katz Radio. In 1997 he |
was promoted to VP/Sta-
tions for the Midwest re-
gion. A year later he became VP/ |
Stations for the Northeast and in
January 2000 was named VP & Di-
rector/Operations for the Eastern
region, his most recent position.

S R AT A

Symonds smﬂs To Entercom/Rochester

WHWWAMM

involved with every radio format,
but most are common. Having three
different formats will be very excit-
ing.

“WBZA is a start-up, and
WBBEF just moved to a new fre-
quency, so there are some chal-
lenges there. But some wonderfully
talented people are already in place.
I'm just looking forward to making
the most out of that.”

Symonds joined WRMM nearly
four years ago. He previously pro-
grammed WEZF/Burlington, VT
and WLNH/Laconia, NH.

increased. Through research studies
we found that America and Break-
Jast With the Beatles were no longer
compatible. The late *70s and ’80s
product was really driving the radio
station, and that’s what led us to
switch.”

Core artists for 222 Corp.’s
WCKW include Simple Minds,
Billy Joel, Duran Duran, The Cars,
Prince and The Stray Cats. Thus far
former WLTS PD Jim Hanzo is
the station’s only live announcer, in
momings. WCKW has also signed
up for Casey Kasem's Top 40
Flashback, a four-hour syndicated
program from Premiere featuring
an actual countdown from the *80s,
airing Sundays at 8am.

www.americanradiohistorv.com
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EXECUTIVE ACTION

Saga Sets Hastings As Active Rock Specialist

LZR(Lazer 103)/Mitwaukee PD Keith Hastings has been promoted

to the newly created position of Active Rock Format Specialist for
Saga Communications. He will continue programming WLZR, as well as
overseeing Saga’s other Active Rock outlets: KAZR/Des Moines and WLZX/
Springfield, MA.

“Cross-pollinization between our stations and markets makes us a stron-
ger organization,” Saga Exec. VP Steve Goldstein stated. “Keith has been
assisting these stations for a while, and we wanted to formally acknow!-
edge his contributions to the company”

Saga has other format specialists, including WKLH/Milwaukee PD Bob
Bellini in the Classic Rock format and KIOA/Des Moines PD Tim Fox in the
Oldies format. '

BMBG Distribution Ups Valkonen To SVP/New Media

MG Distribution & Associated Labeils has pro-

moted Sami Valtkonen to Sr. VP/New Media &
Business Development. Based in New York and re-
porting to President/CEO Pete Jones, Valkonen will
direct BMG's digital-music distribution business in the
U.S. and head a workdwide initiative to build business-
to-business applications in key territories.

“Sami has made extraordinary contributions to BMG
Distribution during a remarkable time as we transition
to embrace digital music,” Jones said. “With his stra-
tegic guidance, clanity of vision and unique understand-
ing of the music industry, Sami has helped to position
our company for future successes.”

Valkonen has served as VP/Business Development
since January 1999. Prior to joining BMG Distribution, he was Managing
Director of BMG's Expo "98 Project. Before that he was VP/Business Op-
erations for BMG Entertainment North America. He first joined BMG in
1991 as VP/Finance for Zoo Entertainment after having been a musician,
artist manager and concert promoter in his native Finland.

Valkonen

Arbagey Appointed VP/A&R At Arista Records

rista has tapped Joey Arbagey as VP/
A&R. Based in New York, he reports to Presi-
dent/CEO Antonio “L.A” Reid.

“Like every facet of today’s music industry, A&R con-
tinues to evolve in response 1o an ever-changing world,”
Reid said. “With his experience at radio over the past
decade, Joey has proven his ability to hear the hits and
anticipate musical trends before they happen, the most
important quality that any A&R executive can possess.
1 look forward to his success at Arista”

Arbagey joins Arista after an 11-year career at CHR/
Rhythmic KMEL/San Francisco, where he ultimately
rose to PD. He joined the station in 1989 as an intem.

Arbagey

Talkington Now Premiere Dir./Affiliate Relations

lere Radio Networks has promoted Manager/Affiliate Marketing
Melody Talkington to Director/Affiliate Relations. She will oversee
the affiliation efforts for Premiere’s syndication of The Rhythm Countdown
With Ellen K., The Dave Koz Radio Show, American Top 40 With Casey
Kasem and new shows American Top 40 Flashback, Leeza Gibbons'Hol-
Takington joined Premiere upon its merger with AMFM Radio Networks,
where she had worked since its inception. Based in Dallas, she reports to
Sr.VP/Affiliate Relations Karen Childress.
“I have had the pleasure of working with Melody for the past 10 years,”
Childress commented. “She has played an integral role on our team and is
well-deserving of this promotion and recognition.”

Greater Media/Boston Gives McGuire VP Stripes

G:saxer Media/Boston Director/Sales Annie McGuire has added VP
uties for the chain’s five Boston outlets: Adult Altemative WBOS,
Country WKLB, AC WMJX, Oidies WROR and Tak WTKK. McGuire joined
'MJX as LSM in 1997, bbcame GSM the next year and rose to Group
Director/Sales in 1999.

“Annie is an extraordinary leader, and her positive enthusiasm imbues
everything she does,” remarked VP/GM Frank Kelley. “That, in turn, makes
her a natural leader.”

McGuire adds, “Greater Media/Boston has demonstrated that it believes
in its people, giving us the opportunity to grow and accomplish our goals. |
promise the people | work with the same level of commitment, develop-
ment and support.”
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Newsbreakers

PROS ON

mation, contact Ross Becker at 270-

317-0071.
TH E
¢ TALK AMERICA RADIO NET- nailn = LGOS
WORKS adds The Gabrnie! Wisdom I VP/Stati
Show, a finance and investment pro- | o uCHAEL CASTELLO is upped to Manggs: BOgsc Ppe:
gram hosted by Gabriel Wisdom. 105 | yppigpanic Radio for MediaAmerica, | | 417-381-4087: mopiper @ciand.
weekday lineup, from 7-9pm ET. For | 4 riges from Dir/Hispanic Radio Ser-
more information, contact Cindy | \iege .
Johnson at 702-795-8255.
© ANDREW KALB is promoted to Asst. NI GUEL

© PREMIERE RADIO NETWORKS | 1 /News Programming of ABC Radio. | Loy oo,
launches Hollywood Confidential, 8 | g riges from Mgr/News & Program | gia for Columbia
three-hour weekend movie and music | gavices. Records, He ri
program hosted by Leeza Gibbons. For | from S 'D' ",;“
more information, contact Amir Forester n' om Sr. Dir. e
a1818-461-5404. cords L
© NBG RADIO NETWORK offers the I e JAMES Dow- [®
hourlong country show Honky Tonk | na) ) 'is named | © JIM NOONAN segues to SVP/Stra-
mwwlm.m-m SVP/ASR for War- | tegic Promotions for Warner Music
more information, contact Gina DeWtt | o B Records. Group. He was previously SVP/Corpo-
at 800-572-4624, ext. 784; gina@ He was most re- rate Communicalions.
L Ll | cently VP/ASR for [
* BUSINESS TALK RADIO adds the | -*°
business and financial show 8iz Soup, © FENTON ENG joins FMITV as Exec.
hosted by John DeBevoise, airing Sun- VP/Ops. He was previously Dir./Cre-
days from 6-8pm ET. For more infor- ative for Toumeau.
Kennard behalf of everyone to express our

Continued from Page 1 gratitude for the opportunity you Continued from Page 3

that the agency had granted the
AOL-Time Wamer merger, mark-
ing an end to a tenure that saw a
boom in radio station mergers and
consolidation after the Telecom-
munications Act of 1996 was
implemented. Kennard set Jan. 19,
the day before President-elect
George W. Bush is inaugurated, as
his last day with the FCC.

Of his time as chairman,
Kennard said he is “very proud
that we have implemented {the
Telecom Act] in a way that pro-
motes competition and has al-
lowed American consumers to get
access to more and more services.”
He added that he is also proud of
how the commission was “always
alert to the need to make sure that
no Americans were left behind.”

In his resignation letters to Presi-
dent Clinton and Vice President
Gore, Kennard reflected on how the
agency implemented the Telecom
Act, saying, “The FCC successfully
defended the Act against all man-
ner of legal challenges and pro-
ceeded to implement it in a
procompetitive way. Our actions
have unleashed unprecedented new
investment and opportunity and
have become models for the rest of
the world.”

At the Jan. 1] open commission
meeting — which was expected to
be Kennard's last, although he
hadn’t yet resigned — FCC Gen-
eral Counsel Christopher Wright
spoke about Kennard's tenure as
chairman. “Professionally, we have
participated in a rich intellectual
feast since you became chairman,”
Wright said. “1 have constantly
been struck by the professional-
ism, dedication and creativity of
the team you put together to assist
the commission during this excit-
ing time.

“So many of us asked to speak
on this occasion that we concluded
that it would be too time-consum-
ing to accommodate each request.
Instead, I was asked to speak on

provided us.”

Alan Campbell, a partner with
the law firm of Irwin, Campbell &
Tannenwald, has been practicing
law before the FCC for over 30
years and said Wright’s words ac-
curately reflected Kennard. “With
any person in a position like that,
there is going to be disagreement
on implementation of policies, such
as the 96 Act,” Campbell added.
“You would never question
Kennard's integrity or the position
he espoused.”

During his term Kennard con-
tinually defended his agency’s right
to carefully review megamergers to
ensure the FCC’s public interest
conditions were being met. Still,
Kennard worked throughout his
term to promote competition and
apply the dercgulatory and “pro-
competitive” goals of the ‘96 act.

But his term wasn't without dis-
appointment, as he saw Congress
scale back one of his pet projects,
low-power FM. The version of the
LPFM bill passed last year signifi-
cantly trimmed the number of po-
tential licensees for the service.

What’s Next For Kennard?

The outgoing chairman will be-
come a Senior Fellow at the Aspen
Institute, described on its website as
“a global forum that convenes lead-
ers from diverse disciplines to ad-
dress critical issues that confront
societies, organizations and indi-
viduals:." Kennard said, “] plan to

"do some writing and speaking at

Aspen and then figure out what’s
next for me.”

When asked by R&R what he
might do after the time he plans to
spend at the Institute, Kennard re-
plied, “Not sure. Undecided.” When
asked if he would consider staying
in telecommunications policy, he
replied, “Sure. I love it.” However,
he said his top priority is to “get
some rest and spend some time
with my 10-month-old baby, who
teally needs a little bit more of my
time”

— Joe Howard

personalities who worked on the
former WUBT, other personalities
within the company and people
who sent us tapes. We will build a
world-class airstaff.”

Market Exec. VP and WUBT
GM Kathy Stinehour added, “Clear
Channel is thrilled to reintroduce
mainstream Top 40 radio to Chi-
cago. Qur company owns and op-
erates the most successful major-
market stations in the genre, and we
intend to put all our resources be-
hind the new Kiss 103.5. Entering
the youth arena perfectly comple-
ments the audience profiles the rest
of our Chicago brands deliver to lis-
teners and advertisers. Further, hav-
ing a CHR station in our portfolio
allows us to fully maximize the syn-
ergy opportunities represented by
our sister company, SFX Entertain-
ment.”

Using the “Kiss™ moniker places
WUBT directly against Big City’s
suburban Chicago CHR/Pop simul-
cast of WDEK & WKIE, which has
been called “Kiss™ since it hit the

air. While Clear Channel executives |

would not comment, sources have
told R&R that Clear Channel has
been in touch with Big City and
also with Arbitron regarding the
“Kiss” moniker.

Reyes

Continued from Page 3

great at coaching talent and is also
good not only at implementing re-
search, but making sure the plan
gets done. | wanted someone in
New York who really understands
how Pio and I do radio, and he was
the best choice for the job.”
. Tanner added that luring Reyes
from South Florida to the Big Apple
was a very difficult task. “He was
pretty comfortable just being the
moming host at Mega, but we were
eventually able to convince him.”
Before Reyes accepted the mom-
ing shift at WMGE, he served as PD
of WRTO/Miami.
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ALTERNATIVE PROGRAMMING
Steve Knell » (808) 231-2818
Bary Knell

Rock

DAYS OF THE NEW L.A. Woman
TANTRIC Breakdown

Alternative

EVERLAST | Can't Move
FIVE FOR FIGHTING Easy Tonight

ATC Around The World {La...)
CRAZY TOWN Butterfly

FUEL Hemorrhage (In My Hands)
OUTKAST Ms. Jackson

SARENAKED LADIES Too Little Too Late
FIVE FOR FIGHTING Easy Tonight

Lits AC

SASHA ALEXANDER Lot Mo Be The One
DAVE KOZ Love Is On The Way

U2 Beautihul Day

[ BAC]
JONATHAN BUTLER Forever Tonight
STUART HAMM! The Memo

STING She Waks The Earth

Noritage Bock

Stove Young/Craly Alimaler
AEROSINTH Jaded

NetAC

Steve Young/Josh Nesier
VERTICAL HORIZON Bast | Ever Had (Grey._.)

Steve Young/Josh Nesier
AEROSMITH Jaded

DAID GRAY Babylon

. MARTIN (C. AGUILERA Nobody Wants To Be...

Rhythmic CNR

Stove Young/Josh Hesler

R. MARTIN £/C. AGUILERA Nobody Wants To Be...
MNELLY Ride Wit Me

Seft AC

Mike Bettolll
SADE By Your Side
Mainstream AC
Mike Bettelli
SADE By Your Side
Deliish

Mike Betteill

Chelce AC
Yvoane Doy
Yo Adds

Now Rock

3 DOORS DOWN Duck And Run
COLLECTIVE SOUL Vont
ZEBRANEAD What's Going On
TR
WESTWOUD ONE RADI) NETWORKS
Chariie Cook » (581) 204-9008
Beb Biackhern

Joft Gonzer
AEROSMITH Jaded

Andy Feller
LEE AN WOMACK | Hops You Dance

Bright AC
Jim Nays

No Adds

KChL

Continued from Page 21

a wall of angry music. We're not
afraid to play David Gray, Dave
Matthews or some Counting Crows
gold. At the same time we’re not
afraid to play Korn and Limp
Bizkit”

In a further attempt to face KITS
head-on, Clear Channel is now de-
scribing the station as “KCNL/San

Continued from Page 3

also VP/GM for KOY, KKFR,
KYOT & KZON/Phoenix under
AMFM.

“It’s an honor and a privilege to
be given this additional responsi-
bility by Emmis,” Nyren told
R&R. “Having the opportunity to
take on the management duties for
a great heritage station like KTAR,
along with KMVP, is something I
am really looking forward to.”

Francisco.” Cunningham noted that
although the KCNL offices are lo-
cated in San Jose, the station is li-
censed to Fremont, which is in the
San Francisco metro.

The previous airstaff has been re-
placed. The current lineup consists
of live jock Pat Kain, doing both
mornings and afternoons, and
voicetracked shifts done by Shan-
non in middays and Hilary at
nights.

Allon
Continued from Page 3

this job. I'd like to thank God, Bob
Neil and Chris McMurray for hav-
ing faith in me to take this station
as a start-up, build the staff and
help make it a major player in the
Houston market.”

Prior to joining WJHM, Allen
was PD at KSOL/San Francisco
and WERQ/Baltimore, He has also
worked at WPGC/Washington and
WIOQVPhiladelphia.
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National Puzzie Day

1984/Actress Lynda Carter marries di-

rector Robert Altman.

1985/ The Dow Jones industrial aver-
age peaks at a record high of
1,292.62.

1989/Global Motors, the American

importer of the Yugoslavian

Yugo, files for bankruptcy when

sales faii off.

Yugo? | don't think so.

Born: Greg Louganis 1960, Heather
Graham 1970

1979/A teenage girl opens fire on a San
Diego elementary school, killing
two aduits and wounding nine
children. The incident inspires
The Boomtown Rats’ “I Don't
Like Mondays.”

1997/Paul 8imoa’s musical The
Capeman, starring Mare An-
thony, opens on Broadway. The
show is protested by Hispanic
groups and relatives of the title
murderer’s victims and closes
after only 68 performances.

Born: Tommy Ramone (The Ramones)

1952, Eddie Jackson (Queens-

ryche) 1958

TUESDAY, JANUARY 30

National Croissant Day

1984/Robert Rucker and wife Anna
win more than $1 million in the
Niinois State Lottery with sepa-
rate tickets that have identical
numbers.

1986/ The U.S. Postal Service reports
that it has sold 302 million
“Love" stamps to date. The best-
selling stamp of all time? “Young
Elvis.”

1997/A federal appeals court rules
against the Nationat Basketball
Association, saying Motorola
has the right to send basketball
scores to customers’ beepers.

Born: Dick Cheney 1941, Brett Butier
1958

1969/ The Beaties play together in
public for the last time, on the
roof of Apple Records in Lon-
don.

1973/ Kiss play together in.public for
the first time, at a club in
Queens, NY.

1988/In an interview about Elvis,
Priscilia Presiey telis TV Guide,
“I don’t think he really wanted to
live past 40." Elvis died in 1977
atage 42.

. Born: Marty Balin (ex-Jetferson

Starship) 1943, Steve Marriott
1947, Jody Watiey 1961

WEDNESDAY, JANUARY 31

Yode! For Your Neighbors Day

1958/ The U.S. launches its first satel- |

lite, Explorer 1.

1982/ Sandy Duncan gives her final
performance of Peter Panin Los
Angeles, after 956 performan-
ces. She flew (in a harness) a

= —

i

total of 261 miles while on-
stage.

1990/ McDonald’s opens its first res-
taurant in the former Soviet
Union, in Moscow.

Born: Noian Ryan 1947, Keily Lynch
1959

1969/iron Butterfly refuse to go on at
a New York show, feeling they've
been hopelessly upstaged by
opening act Led Zeppelin.
1979/The Clash begin their first
North American tour. The punk
pop outfit’s opening act is, for
some reason, Bo Diddiey.
1993/Michasl Jackson alarms view-
ers with his crotch-grabbing
halftime performance at Super
Bowl XXVII.
Born: Terry Kalh 1946-1978, Phil
Collins 1951, Phil Manzanera
{ex-Roxy Music) 1951, Joha
Lydon, a.k.a. Johnny Rotten,
1956

THURSDAY, FEBRUARY 1

Save A Penny Day

1954/ CBS-TV launches the soap op-
era The Secret Storm, which
runs for 20 years.

1986/ Basketball coach Denny Crum,
suffering from flu, coaches the
Louisville Cardinals by phone.

1987/ Terry Williams wins the largest
slot-machine payoff to date, in
Reno, NV, spending $9 in nick-
els to win $4.9 million.

Born: Margaux Hemingway 1955-
1996, Sherilyn Fana 1965

1986/ The Cars mak their lono-r-
mored breakup official.

o —

a

The Cars: Let's go.

1991/8inead 0'Connor says she'll
decline any Grammys she wins
and won't attend the ceremony,
declaring, “Everything about
this business makes me sick.”

Born: Don Everly (The Everly Broth-
ers) 1937, Rick James 1952,
Exene Cervanka (ex-X) 1956

FRIDAY, FEBRUARY 2

National Baked Apple Day

1964/ Hasbro debuts the doll for
boys, G.1. Joe.

1972/ Regis Philbin opens a one-
week singing engagement at a
Playboy Club.

1987/in a poll conducted by People
magazine, readers select
Katharine Hepburn and Cary
Grant as their ali-time favorite
actors.

Born: Brent Spiner 1949, Christie

Brinkiey 1954

§ SEY

1959/ Buddy Holly, Richie Vaiens
and The Big Bopper play their
last show, in Duluth, MN. ANl
three are killed in a plane crash
the next day.

1979/ Sid Vicious, 21, dies of a heroin
overdose while awaiting tria!
for the murder of Nancy Spun-
gen.

1981/ Duran Duran release their first
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single, “Planet Earth.” It
doesn't chart in the U.S., but
the group will have 13 top-40
U.S. hits in the 1980s.

Duran: Too-New Romantics.

Born: Graham Nash 1943

SA AY, FEBRUARY 3

National Carrot Cake Day

1969/ President Richard Nixon signs
the Endangered Species Act
into law.
1980/ Muhammad Ali tours Africa as
President Carter’s envoy.
1990/ Jockey. Willie Shoemaker
races for the last time, in his
40,350th race. His career
purses total over $123 million.

Born: Mergan Fairchild 1950,
Nathan Lane 1956

1976/ David Bowle debuts his “Thin
White Duke” personaas aU.S.
tour begins in Seattle.

1987/ The Country Music Foundation
gives Wiliie Nelson the Roy
Acuff Award for his work with
Farm Aid.

1996/Queen Lalifah is arrested in
Los Angeles for carrying a
handgun in her car and driving
without a license. She’s fined
$3,000 and given two years’
probation.

Born: Dave Davies (6x-Kinks) 1947,

Meianie 1947

SUNDAY. FEBRUARY 4
Create A Vacuum Day

Not that kind of vacuum.

1969/ Bowie Kuhn steps up to the
plate as Commissioner of
Baseball. He serves for 16 sea-
sons.

1974/ Newspaper heiress Patricia
Hearst is kidnapped in Berke-
ley, CA, by the Symbionese Lib-
eration Army.

1993/ The Boston Celtics retire Larry
Bird's jersey, number 33.

Born: Laura Linney 1964, Oscar De
La Hoya 1973

1983/Karen Carpenter dies at 32 of
complications from anorexia.

1988/ n unrelated announcements,
Tina Turner and Grace Siick
say they'll no longer tour. Slick
sticks by it, but Turner has
since gone on the road several
times. Her top-grossing 24/7
Tour last year was said t0 be
her last, however.

Born: Alice Cooper 1948, Clint Black
1962

— Michael Anderson
& Brida Connolly
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ichael Bolton once sang
i “Love Is a Wondertul Thing,”
but for Courtney Love, “Love
Hurts™ — especially when her
boytriend's ex-wife drives a Volvo
over her foot! That's what Love al-
leged in a lawsuit she filed last
month against Lesley Barber, the
ex-wife of the rocker’s boyfriend,
Jim Barber. According to the suit,
Time reports, Love claims that
Lesley Barber is obsessed with
her and “has engaged in a 20-
month campaign of stalking and
harassment” because she blames
Love for the breakup of her mar-
riage.

Speaking of breakups, US
Weekly reports that Janet
Jackson's divorce from her es-
tranged hubby, Rene Elizondo
Jr., is getting “Nasty” He slapped
her with a $10 million lawsuit,
claiming she broke a promise to
him to divide property they ac-
quired before their marriage in
1991. And Rolling Stone provides
details about the last days of
Rage Against The Machine, as
well as The Smashing Pump-
kins’ farewsll performance.

But, according to People's
cover story, even though some
couples have found that “Breaking
Up Is Hard to Do;” they have been
able to bury the hatchet and re-
main friends, if only for the sake
of their children. Ex-couples fea-
tured in the story include Mick
Jagger and Jerry Hall, Garth
and Sendy Brooks, Biily Joel
and Christie Brinkley, Carly
Simon and James Taylor, and
Rod Stewart and two former Mrs.
Stewarts — Rachel Hunter and
Alana Stewart.

Vibe cover girls Destiny’'s
Chiid open up to the 'zine about
why former members LaTavia
Roberson and LeToya Luckett
left the group. Time reports that
the group is tied with rap producer
Dr. Dre as this year's most
Grammy-nominated act. The
group received four nominations,
and lead singer Beyonce
Knowles earned a nod for
songwriting.

Madonna and Britney Spears
are competing against one an-
other in two Grammy categories,
Newsweek reports, but the Mate-
rial Mom is not worried about
Spears or the other young stars
who rival her on the pop charts.
“Oh, they'll get old and wrinkled
and die too,” she tells Elle. Are
Madonna and Spears planning on
recording a duet? Us Weekly re-
ports that Spears is trying to per-
suade Madonna to enter the stu-
dio with her sometime in May to
record a song to be included on
Spears’ new album.

it's the battte of the bdy bands
... again! During karaoke night at
an L.A. bar, Backstreet Boys
Howie D. and A.J. McLean
brought down the house with their
rendition of 'N Sync’s hit single

NOT SLOWING DOWN — Kenny
Rogers, 62 and married to his fifth
wife, tells Rolling Stone, “/ love
Viagra. | don’t need it, but | tried it.
it’s a great legal drug.”

“Bye Bye Bye" — complete with
their rendition of their rival group’s
signature dance steps. (Us
Weekly)

T Wk Bl

The Black Crowes’ Chris
Robinson recently tied the knot
with actress Kate Hudson — ac-
tress Goldie Hawn's daughter —
and People, the Star and the
Globe provide details about the
wedding.

Elvis Presley's daughter, Lisa
Marie Presiley, is building a wed-
ding chapel on the grounds of
Graceland so that fans of The King
can get married there. (Star)

Olivia Newton-John's 15-year-
oid daughter, Chloe, has inherited
her mom's singing ability. 'N
Sync's Lance Bass has offered
her a contract to record on his la-
bel. (Star)

An excerpt from Dream Brother,
an upcoming book about the final
hours in the lite of the late Jeff
Buckley — son of late folk singer
Tim Buckley — is included in En-
tertainment Weekly.

WREL ThE SIS wWore

The stars came out at the
American Music Awards, and
People covers the fashion show.
The "Zine includes pics of Britney
Spears and Justin Timberlake,
Jessica Simpson and Nick
Lahey, Jennifer Lopez, Destiny's
Child, Toni Braxton, Janet Jack-
son and Ricky Martin.

“My doctor said | can't sing be-
cause it might hurt my toys™ —
Toni Braxton explains how her
breast-implant rupture has kept
her from performing onstage. (US
Waeekly)

During a recent gig at the Blue
Note jazz club in Las Vegas, it
wasn’t what James Brown wore,
but what he didn't wear — and
how he acted — that stunned the
crowd, each of whom paid $300 to
attend the performance and waited
three hours for the Godfather of
Soul to show up. Brown appeared
onstage wearing a bathrobe —
rather than his usual glitzy suit and
cape — and started babbling that
he was paid $30 million to perform
and was more popuiar than the
pope. (Star)

- 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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Video airpiay from January 22-28.

Video playlist for the week ending January 15.
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veic notwor)

EMINEM UDIDO Stan
SHAGGY itWasntMe

LIL BOW WOW VSNOOP DOGG Bow Wow (That's My Name)

"N SYNC This | Promise You

NELLYE L.

R.KELLY I Wish

OUTKAST Ms. Jackson

TAMIA Stranger In My House

JAGGED EDGE Promise

TWIZTID We Don't Dre

BRITHEY SPEARS Stronger

LINKIN PARK One Step Closer

98 DEGREES My Everything_

BACKSTREET 80YS Shape Of My Heart
K-C1 & J0JO Crazy

CASH MONEY MILLIONAIRES Project Chick
MELANIEC | Turn To You

MYSTIKAL INIVEA Danger (Been So Long)
RAGE AGAINST THE MACHINE Renegades Of Funk
INSANE CLOWN POSSE Tit-A-Whin

This week s playlist is frozen.

36 millios housshoits |
Cindy Mahmoud

VP/Music Programming
& Entertainment
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JAGGED EDGE Promiss

MYSTIKAL UNIVEA Danger (Been So Long)

LIL BOW WOW YSNOOP DOGG Bow Wow (That's My Name)
AVANT My First Love

JARULE CLIL' M0.... Put It On Me

SHAGGY It Wasn't Me

JAY-2 1 Just Wanna Love U (Give [t 2 Me)

MUSI Just Friends (Sunny)

OUTKAST Ms. Jackson

TAMMA Stranger In My House

RAP CITY

OUTKAST Ms. Jackson

SNOOP DOGG Snoop Dogg

MASTER P Bout Dat

LiL BOW WOW Y/SNDOP DOGG Bow Wow (That's My Name)
JARULE LALIL" MD.... PutltOn Me

MYSTIKAL {/NIVEA Danger (Been So Long)

NELLYE.L

JAY-Z | JustWanna Love U (Give 1t 2 Me)

CASH MONEY MILLIORAIRES Project Chick

LUDACRIS Southern Hospitality

y

Video playlist for the week ending January 21.

Dus 10 the Martin Luther King holiday, the Nisisen Rafings are not aval-
able. They will return in next week's issue.

COMING NEXT WEEK

1937 rough 1955 and the music of
Ella Fitzgerald, Miles Davis,
Charlie Pariesr and Dizzy Giiesple
(Monday, 1/22 through Wednesday,
1/24; check focal listings for time).

*Richard Ashcroft, Late Show
With David Letterman (CBS, check
local kstings for time).

« Sheila E., Late Late Show With
Craig Kilborn (CBS, check local list-
ings for time).

Saturday, 1/20

 Vitamin C performs on Mad TV,
(Fox, 11pm).

Sunday, 1/21
o VH1's Behind the Music looks at
the making of Grease, from its the-
atrical roots to the production of the

massively successful film and.
soundtrack atburn (9pm).

‘Monday, 1/22

¢ Sting, The Tonight Show With
Jay Leno (NBC, check locat listings
for time).

“Tuesday, 1/23
+Jimmy Page and The Black

|
:
!
!
g

H
; Crowes, Late Night With Conan }
i OBrien (NBC, check local listings for i
i time).
H |
{ Wednesday, 1/24
g * Former Duran Duran bassist |
] John Taylor co-stars in Stange Fre- |
quency, aVH1 original movie (9pm). |
* Dream, Jay Leno, i
‘Thursday, 1/28.
* Jennifer Lopez, Jay Lano. i
* David Gray and Dar Witliams  *Dan Hicks & The Hot Licks, ;
| perform on PBS' Austin City Limits Conan OBren. :
(check local listings for time). — Julle Gidiow !
Cr. mwummmnwmm Ausdnga
subjecttochange. i
-
GAEEN DAY Warni .
AT THE DRIVE-IN One Armed Scissor m
Yolow !
EMINEM VDID0 Stari
MOBY UGWEN STEFAN Southside
U2 Beauttul Day
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LIFEHOUSE Hanging By AMoment
APERFECT CIRCLE 3 Libras FUEL Hemorrhage (In My Hands)
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MELLY FURTADO ' Like A Bird GODSMACK Awake
LIMKIN PARK One Step Closer DO Here With Me
OFFSPAING Original Prankster VERTICAL HORIZON You re A God
MADONMA Don't Tell Me EVERCLEAR AM Radio
DEFTONES Back To School (Mini Maggit) SHAGEY twasntMe
LENNY KRAVITZ Again BADLY DRAWN BOY Once Asound The Biock
PJHARVEY GoodFortune JURASSICS W.OE. IsMe
MARILYN MANSON Disposable Teens CRATY TOWN Butterfly
SADE By Your Side : RICHARD ASHCROFT C Mon Peopie (We're...
'WU-TANG CLAN Grave! Pit KC1 & 30J0Crazy
BLINK-182 Man Overboard
COMMON UMACY GRAY Geto Heaven Video playlist for the week January 8-14.

BOX OFFICE TOTALS
Jan. 12-15
ey - $ Weskend
Distributor ($ To Dete)
1 SaveThe LastDence $27.52
Paramount* ($27.52)
2 CastAway $19.77
Fox ($167.75)
3 Tratfic $13.43
USA - {$35.33)
4 Doubie Teke $11.73
Buena Vista® ($11.73)
5 WhetWomenWant ~ $11.63
Paramount ($153.55)
8 Thirteen Days $11.28
New Line {$11.91)
7 Finding Forrester $11.11
Sony ($20.53)
8 Miss Congeniality $10.58
ws ] ($65.37)
i 9 Crouching Tiger, $10.33
i Hidden Dragon
{ Sony Classics ($30.32)
| 10 The Emperor’s New $7.84
Groove
Buena Vista ($71.48)

Al figures in millions
° First week in release
Source: ACNigisen EDI

COMING ATTRACTIONS:
This week's openers include
Snalch, starring Brad Pitt and di-
rected by Guy Ritchie. Ritchie’s
new wife, Madonna, contributes
"Lucky Star” to the film's TVT
soundtrack, which also includes
Oasis’ “F*“kin’ in the Bushes,
Massive Attack’s “Angel;” The
| Specials “Ghost Town; 10cc's
“Dreadiock Holiday” and two

tunes by Klint: “Diamond” and
} “Are You There” Cu