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Usher’s Urban World Annual Black Music Month Special

“U Remind Me" by Usher (LaFace/Arista) scores 77 - Every year R&R pays tribute to the great black artists
first-week adds at e and broadcasters in the business. This time the focus
Urban. The first singie of our attention is the largest African American-operated

from the singer's ’ radio group, Radio One. It begins on the next page.
forthcoming release,
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Warner Bros. Records & Divine Mill Present The Sound & Soul Of,

Jah T\us Summer

(at(h “w_“op Tour

m
Mystikal & Jagged dtdgets:

..YOU HAVEN'T HEARD
JAHEIM IS THE TRUTH!

From the Debut CD Ghetto Love In Stores Now >>>

www.goodurb.com | www.DivineMiil.com

Produced by Kaygee for D.M. Productions and Eddie Berkeley for Fingaz Goal Entertainment
Management : 118 th Street Management
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management * marketing ¢ sales

When is the best time of day to ask for
the order? it your responss is “Doesn't
matter,” you're probably wrong. In this
week's Management, Marketing & Sales
section, Pam Baker chats with
motivational speaker Perry Buffington,
who declares that people are most
receptive to listening and understanding
in the moming, before lunch. Buffington
also kays out a carefully researched “body
clock” that shows you the times of day
when you should consider fulfilling your
other routines. This week’s MMS section
also features another in Dan O'Day’s great
series of commercial copy makeovers.
And in our GM Spotlight this week:
Infinity/Chicago’s Steve Ennen.

Pages 10-15

RADIO ONE IS TOPS!

One of the great byproducts of
consolidation has been the rise of Radio
One. With a growing number of stations
in its portfolio, Radio One is now the
most influential operator of Urban and
Urban AC stations in the country. This
phenomenon spurred our Walt Love to
feature four of the company’s principals in
his annual Black Music Month special,
which appears in this issue. Qur Assistant
Urban Editor, Tanya 0'Quinn, did her part
by conducting insightful interviews with
Luther Vandross and a number of up-
and-coming “Roughneck Romeos.” In
conjunction with this week’s special, R&R
Publisher/CEQ Erica Farber spotlights
NABOB's James Winston in Publisher's
Profile, and Bob Shannon sat down with
the one and only Tom Joyner for his
Legends column.

Pages 1, 29, 39-80, 156
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Supreme Gourt Clears Radio Host

By Joe Howarp
R&R WASHINGTON BUREAU
Jjhoward@ rronline.com

In a ruling that could have far-
reaching effects on radio broad-
casters, the U.S. Supreme Cournt
ruled this week that a radio sta-
tion talk host was within his First
Amendment rights when he
aired a tape of a telephone con-
versation that had been recorded
without the prior knowledge of
the call’s participants.

B Ruling: First Amendment outweighs wiretap laws

In a 6-3 vote released Mon-
day, the Supreme Court said that
a radio host can’t be sued for air-
ing.a phone conversation that
was illegally taped by a third
party because the First Amend-
ment takes precedence over
wiretap laws. The case in ques-
tion involved WGBI & WILK/
Wilkes Barre host Fred Will-
iams, who aired a tape of a cell-
phone conversation between a

COURT/3ee Page 28

By WALt Love
R&R URBAN EDITOR
babylove @ rronline.com

Each year R&R produces
an annual special devoted to
Urban radio and music to
commemorate Black Music
Month. R&R’s 2001 theme,
Radio One: No. 1 With a Bul-
let, was chosen to acknowl-
edge and pay tribute to the
Washington, DC-based radio
group that has emerged as
the top broadcaster reaching
Urban listeners today.

We are proud to present
exclusive interviews with
four Radio One principals.

CATHY HUGHES
RADIO ONE FOUNDER/
CHAIRPERSON

R&R: How many years
have you been doing radio?

CH: Good question!
About 32.

R&R: How did you swart
in the business?

CH: My interest was
piqued when a group of ath-
letes and entrepreneurs in
Omaha“decided that they
wanted to buy a Black-for-
matted radio station in

Radio One: No. 1 With A Bullet

B R&R salutes company in annual Urban special

erine Graham and the
Washington Post had
given WTOP-FM 10
the university. Howard
renamed it WHUR, for
[l “Howard University
Radio,” and it was re-
ally the first true profit
{ center at Howard. Dur-
ing those days we
" ] were government em-
{ ployees. Our checks
1 read “U.S. Treasury,”
and we were all gov-
d ernment-service rated,
as all govenment em-
ployees were. This

thy
One's future Chairman/CEO, Altred Liggins.

was before the federal
government allowed
Howard autonomy and

Omaha. 1 was working for the
Ford Foundation at the time, and
Ford was giving grants to what
were then classified as “minori-
ties” 1o start businesses.

R&R: What about the early
days at WHUR/Washington?

CH: Well, WHUR was my
first professional job in radio. |
had been a lecturer on the faculty
of the Howard University School
of Communications, and Kath-

responsibility for its
own fiscal affairs.

It was quite unusual for a
university to have a commer-
cial radio license. It is still
rare — most college stations
have public licenses. Howard
had gone through a series of
managers, really trying to
find just how, in fact, to struc-
ture and run a profit center.

SeePage 0

Lebow Returns To
Emmis In VP Post

Jacobson@ rronline.com

Between 1986 and 1992
David Lebow worked for
Emmis Communications in
several ca-
pacities, in-
cluding Sales
Manager at
KPWR/Los
Angeles and
corporate Di-
rector/Re-
scarch & Mar-
ket Develop-
ment. Now,
after taking a
year to con-
sider his employment future,
Lebow has decided to return to
Emmis, as Regional VP for the

LEBOW/Ses Page 20

The legendary Doobie
Brothers will perform at
R&R Convention 2001,
which happens June 14-16 at
the Century Plaza Hotel &
Spa in Los Angeles. This ad-
dition to the convention
agenda is but one of many
great events that have been
added in the last week, in-
cluding appearances by

Doobies Fire Up R&R Convention 2001

Larry King, Rick Dees and

recording artist Dave Na-
varro.

With 11 multi-Platinum
and 13 Gold albums to their
credit, The Doobic Brothers
still rank among the most-
played rock bands on radio. Be-
ginning in 1972 with “Listen to

Clear Channel/S.F.
Resets Managers
B Martin rises to OM

Clear Channel has reset the
upper-management tier at its San
Francisco properties:
‘ !

Martin

¢ Joe Cunningham will over-
sece CHR/Rhythmic stations
KMEL and KYLD as VP/GM,
effective June 1. He is currently
GM of Urban AC KISQ and
KYLD.

* Exec. VP/Market. Manager
Ed Krampf will oversee day-to-
day operations of Adult Stan-
dards KABL-AM, ’80s KIOIL,
KISQ and Smooth Jazz KKSF.

« KMEL & KYLD PD Mich-
ael Martin has been promoted
1o the newly created OM posi-
tion for the entire San Francisco
cluster.

CLEAR CHANNEL/See Page 21

>

Groups Make fhelr
Case To Investors

By Jermey Yorke
RAR WASHINGTON BUREAU CHIEF
yorke @ rronline.com

NEW YORK — This time last
year it would have been a trip to
Fat City for Lowry Mays. Back
then Clear Channel shares were
just south of $100 and advertis-
ing sales were brisk. But the pic-
ture was different last week as
Mays stood before the Banc Of
America Securities Media and
Telecommunications Conference
on May 17. Shares in his com-
pany were half the value they
were a year ago.

“Why invest in Clear Chan-
nel, other than that the stock is
so ridiculously low?” Mays
quipped in his Texas drawl.

Mays may have answered why
Clear Channel shares — and
shares in other advertising-driven

INVESTORS/See Page 28

Get the day's headlines sent to your e-mail with R&R's VIP subscription."310- 788-1625
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the follow-up single to the hit
“L.eaving Town”

fro'm their debut album,

A Li_fe Of Saturdays.

ON TOUR ALL
SUMMER!
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Cook Adds Country
Duties At Westwood

Westwood One 24/7 Formats |
VP/GM Charlie Cook has been |
given the addi-
tional responsi-
bility of oversee-
ing the com-
pany’s country
music program-
| ming. As VP/
GM of 24/7 For-
mats & Country
Music Program-
ming, Cook will
direcct WW1's
country music
programs and develop new pro-
gramming and specials.

Cook’s promotion is part of-a pro-
gramming-department restructuring
at Westwood One in which Presi-
dent/Programming Ed Salamon 1
has also changed roles and will
now serve as a consultant for
WW1’s country programming.

Cook rcports to WW1 President/
CEO Joel Hollander, who said,
“Charlie is an integral member of
Westwood One’s programming and
management team. He has an exten-
sive background in and passion for |

coolusoomoza|

—_—

Hansen To Program
KSSJ/Sacramento

Veteran Smooth Jazz programmer
Lee Hansen has been tapped as
Station Man-
ager/PD at En-
tercom’s KSSJ/
B Sacramento.
JE 1 He succeeds
Steve Williams,
who is now PD
of WDAS-FM/
Philadelphia
(R&R 5/18).

“Lee's skills
and experience
are precisely
what we nced at this point in the
station’s development.” Entercom/
Sacramento VP/Market Manager
John Gcary told R&R. “He's got a
rich and successful history in
Smooth Jazz, and I especially like
that he was there in its formative
years and is deep-rooted in where
the format came from to get to
where it is today. What's more, 1 |

Hansen

HANSEN/See Page 20 |

R&R Observes
Memorial Day

In observance of the Memorial
Day holiday, R&R's Los Ange-
les, Nashville and Washington,
DC offices will be closed Mon-
day, May-28.

Classic chairman Gary Casson.

Rush Communications Chairman/CEO and Def Jam/Def Soul co-
founder Russell Simmons led ten music-industry teams recently in the
Second Annual T.J. Martell B-Ball Classic, which raised $100,000 for
the T.J. Martell.Foundation. Pictured (I-r) are T.J. Martell Foundation
board of directors member Michael Klenfner (the event's emcee) and
founder/Chairman Tony Martell; Simmons; and Elektra Entertainment
EVP, T.J. Martell Foundation Board of Directors member and B-Ball

e —— vy e AT

Breezing through what could
have been a tough question-and-an-
swer session, the three nominees for
seats on the FCC's five-member
panel escaped unscathed from a
brief hearing before the Senate
Commerce Committee. But Chair-
man Michael Powell, who is up for
renomination, didn’t enjoy the same
kind treatment, as he was grilled for
nearly two hours on a wide range of
topics, including consolidation in the
broadcasting industry.

Nominees Kathleen Abernathy,
Michael Copps and Kevin Martin
entertained a handful of fairly
straightforward questions from the
committee members (including
Chairman John McCain), who are
charged with voting on whether the
hopefuls will assume commission
posts. The brevity of the Q&A ses-
sion was due in part to the fact that
the nominees made the rounds with
committee members before the
hearing, a custom that committee

| spokeswoman Pia Pialorsi said is

standard procedure.

The New Kids On The Block

' I Senate queries commission nominees, Powell

Still, each nominee took turns
making statements to the commit-
tee. Republican Abernathy said
that, if confirmed, she will “thor-
oughly weigh the critical issues™

facing the FCC, adding that com- |

munications policy “stands at a
critical juncture.” She described
Powell as “'a leader of unusual fore-
sight and energy — one who has
charted a challenging agenda of
promoting competition deregula-
tion and internal reform.”

Martin, the other Republican
nominee and a former legal adviser
to outgoing commissioner Harold
Furchtgott-Roth, cited “'providing a
clear and sound regulatory frame-
work that promotes competition™ as
a goal for his first two years on the
commission and said he would sup-
port deregulation “where such action
would further competition, foster in-
novation and enhance consumer
choice and welfare.” He believes
that a successful commissioner

FCC/See Page 21

FCC nominees Martin, Abernathy anti Copps field questions from the Sen-

ate Commerce Committee.
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Andrew Howard, onc-
half of KFI/Los Angeles
talk duo Karel & Andrew.
died Monday of a reported
pulmonary embolism. He
was 34.

A KFI spokesperson told §
R&R that Howard had §
awakened with scvere
chest pains at around 4am
Monday. Karel Bouley.
Howard's professional and

| life partner of 12 years,

rushed him to Long Beach Memo-
rial Hospital. where he was pro-

Howard

KFi/Los Angeles’ Andrew Howard Dies

nounced dead just after
6am.

Karel & Andrew broke
new ground in broadcast-
ing as thc nation’s first
openly gay couple to host
a general-interest talk
show on a mainstream ra-
dio station when they re-
placed John Kobylt and
Ken Chiampou in after-
noon drive on KFI in 1999.
In an interview with R&R

HOWARD/See Page 21

KLNA/Sacramento: Salem’s Fifth ‘Fish’

Salem Communications is ac-
quiring Pacific Spanish Network's
former CHR/Rhythmic KLNA-
FM/Sacramento for $8 million
and plans to flip the station to the
company’s Christian AC “Fish”
format. Salem has taken control of
the station via an LMA and is si-
mulcasting Christian Talk KFIA-
AM on KLNA's [05.5 frequency
until the new structure and staff are
in place.

14

KLNA will become Salem’s fifth
Fish station. a format that is already
heard in Los Angeles. Atlanta and
Chicago and that will debut in Cleve-
land in Junc. Salem Presiden/CEO
Edward Atsinger explained. “Sacru-
mento. the No. 27 rudio market. is
also the No. 21 market in terms of
Contemporary Christian music
sales. so its potential revenue value

KLNA/See Page 21
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Shareholders File Suit
Against Rare Medium

O Investors feel duped in cash and XM stock deals

By Jot Howarp
R&R WASHINGTON BUREAU
Jhoward@rrondine.com

Web consultant Rare Medium was the subject of two law-
suits filed during the past week, and in both cases the complaints
center on alleged raw deals by the company. In one suit a Rare
Medium investor is fighting a buyout of the company by Motient
that includes 9 million shares of XM Satellite Radio stock; in the
other suit four men who sold their business to Rare Medium say
that it duped them out of a potentially lucrative deal.
not common stockholders. a price “far
higher than the book and market value

Motient is offering its 9 million XM
shares and $13 million cash to Apollo

Advisors for Apollo’s 45% stake in
Rare Medium — a deal that would
make Apollo the largest investor in
both XM and Sirius Satellite Radio.
Rare Medium shareholder Todd
Augenbaum said that the deal gives
Rare Medium company directors, but

of their holdings.” Augenbaum is ask-
ing a judge to stop the deal and to
award damages and legal fees.

Four men who sold their business
to Rarc Medium in March of 1999
have also filed suit against the com-
pany. Rare Medium bought Big Hand

Inc. in exchange for 1.2 million un-
restricted Rare Medium shares. and
the sellers agreed not to sell their
shares for one year after the deal
closed. Rare Medium hit a high of

$94.75 in March of 2000, but its pncc

began to slide after that.

According to a Dow Jones report.
the sellers allege that their agreement
with Rare Medium allowed them to
lock in a price range for their Rare
Medium stock in April of 2000, but
the company ignored that agreement
and refused to guarantee a price. The
men contend that Rare Medium re-
fused to authorize a deal because it
was trying to protect its own stock
price at the plaintiffs’ expense.

XM, Sirius Shares Drop On Auto Concerns

O Article says satellite radio is ready, cars aren’t

By EvizaBeTH Ramos
R&R WASHINGTON BUREAU
eramos@rronline.com

When investors read May 18 that “satellite-radio companies

are finding it easier to launch satellites into space than to get their
businesses off the ground” in a feature in the Wall Street Journal,
they got jumpy. The story, which got banner placement on the
front of the paper’s “Marketplace” section, detailed the various
challenges that have plagued the competing firms, including XM’s

launch delays and Sirius’ holdups in chip development.

But the real challenge to the satel-
lite-radio companies is getting their
service into cars. General Motors®
Rick Lee told WSJ that GM plans to
roll out XM service late this year in
only two Cadillac models. Although
Cadillac buyers do not fit the pro-
jected satellite-radio demo, Lee said
the Seville and DeVille arc the only
two GM models with clectrical sys-
tems that can handle XM receivers.

A Ford spokesman said that Sirius
will probably be an option on one or
two cars next year, and another Sirius
partner, DaimlerChrysler, initially
plans to prewire cars to allow deal-
ers toinstall Sirius for customers who
want the service. rather than build-
ing in the radios at its factories.

The WSJ picce was a revelation to
investors who have not followed the
story of the evolving satellite-radio

industry closely, and some appear to
have had second thoughts after read-
ing it — especially since the article
likened XM and Sirius’ stock perfor-
mance to “the late Mir space station.”
On Friday Sirius stock dropped 16%,
10$15.45, and XM fell 7%, 10 $15.30.
(They both rebounded somewhat ear-
lier this week; on Tuesday XMSR
shares closed at $16.80, and SIRI was
up 11 cents, to $15.20.) Morgan
Stanley ahalyst Vijay Jayant pointed
out to Reuters that the WSJ article
“suggests that the economics of the
satcllite-radio business remain uncer-
tain.”

Wit Soundview analyst Tim O"Neil
noted that Sirius’ recent revelation

SATELLITE/See Page 8

[

Powell Wants More Money For FCC

O n Tuesday FCC Chairman Michael Powell urged Congress to ap-
prove President Bush's proposed 8% increase in funding for the agency
to pay for new computers and required salary increases for its staff. Bush
proposed FCC funding of $248.5 million for the fiscal year beginning Oct. 1,
up from $230 million this year. According to Reuters,Powell said that the
commission is facing a “dire situation” and pointed out that 30% of the FCC's
engineers are now eligible for retirement — and that the number will soon
reach 40%. The chairman aiso pointed out that the agency must compete
for the same applicant pool as technology industries, which often offer bet-
ter salaries and benefits. He said that there are approximately 60 job.va-
cancies in the commission.

RAB Reveals Radio-Mercury Finalists

'he RAB has announced the finalists for the 10th annual Radio-Mercury

Awards for radio commercials. Zimmer Radio Group/Cape Girardeau,
MO, which won the station-produced category in 1999, is a finalist in that
category again this year with its “Involuntary Vibrato™ spot for Paving Pros.
That spot will compete against Cox Radio/Birmingham's “Party” ad for B&A
Warehouse, Infinity's WPGC-FM/Washington's “Da Shoppe’s da Spot to
Hit"for Da Shoppe and NextMedia-owned WZSR/Chicago’s “Kid Advertis-
ing” for Pirro Brothers Pizza. Vying for the $10,000 grand prize in the gen-
eral category are six entries from ad agency Black Rocket and four each
from DDB Chicago and Goodby, Silverstein & Partners. Additionally, Stan
Richards, founder of The Richards Group in Dallas, will be honored with a
2001 Lifetime Achievement Award at the June 6 ceremony in New York.

Clear Channel Looks To Expand Furthes, Says Mays

Clear Channel Chairman/CEO Lowry Mays, profiled in the current is-
sue of Delta Air Lines’ Sky magazine, said he'd like Clear Channel to
add “tuck-in acquisitions” — in which another two properties can be added
in markets where it owns only four stations — 10 its portfolio. In a wide-
ranging interview, Mays called radio “a very local business” in which 80%
of revenue is derived on the local level and said that, regardiess of techno-
logical advancements, the industry has changed little in the last 75 years.
Mays also believes that Clear Channel stock “is way oversold™ and rea-
soned that the recent devaluation of the company is the result of fears of an

Continued on Page §

R&R Stock Index

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

Change Since
Sis0 simi sismi sisme  NiImisiaml
R&R Index 32948 256.60 27361 -169% +6.6%
Dow Industrials 10,777.28 1082131 11,01,74 +48% +44%
S&P 500 1437.21 124567 129196 -101% +3.7%

Your

Advertising dollarg

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

costing hundreds of dollars.

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

Durable banners for an affordable price.
UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

for a free price quote.
©2000 Reef Industries, Ine.

PLASTIC
BANNERS

www americanradiohistorv com

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200. Faox: 713-507-4295
E-mail: ri@reefindustres.com
www._reefindustries.com
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Radlo Business

=

DEAL OF THE WEEK 2001 DEALSTO DATE ;
Dollars to Date: . $879,853,601 |
o WWTR- ‘mm (Last Year: $24,935,587,133)
(Mtddlmx-Summwnion},
WDHA-FM/Dover % : e s WL@miﬁ%
FM/Point Pleasant (Monmouth- | Stations Traded This Year: 560 |
MI, ) (Last Year: 1,798)
$79.68 million mmm&w ) 122”4) '
ast Year:

Greater Media Grows In Garden State

O3 Adds New Jerssy Broadcasting quartet for close to $80 million; Salem gets a
home for a ‘Fish’ in Sacramento

. Deal OfThe Week

feet Skw day/1kw night; 4kw at 240 | entry into the market.
SELLER: Vision Ministries Inc.,

FORMAT: Adult Standards; Rock;

headed by President Marilyn Lynch. |
New Jersey Adult Standards; Active Rock Phone: 501-646-6700
m'—AMIg;Idgewater : FREQUENCY: 89.3 MHz
esex-Somerset- - - POWER: 6kw at 381 feet
Union), WDHA-FM/Dover | Alabama | FORMAT: Gospel
(Morristown), WMTR- -FM/D
AM/Morristown and ; WELL-FM/Dadeville
ey | PRICE: $325,000 ‘ KFPW-AM/Ft. Smith
Pl M h TERMS: Asset sale for cash PRICE: Undisclosed
easant (Monmouth- BUYER: Tiger Communications | TERMé'Terms unavailable
Ocean) Inc., headed by President Thomas "

PRICE: $79.68 million |
TERMS: Asset sale for cash. A time-
brokerage agreement will immedi-
ately go into effect. Greater Media will
pay an additional $20,000 if New Jer-
sey Broadcasting contracts a third
party to eliminate the overstress on
WRAT's tower in South Belmont, NJ. |
BUYER: Greater Media, headed by
President/COO Peter Smyth. Phone:
732-247-6161. It owns 14 other sta- I
tions, including WCTC-AM & WMGQ-
FM/Middlesex-Somerset-Union.
SELLER: New Jersey Broadcasting |
Inc., headed by President Dan Finn.
Phone: 732-681-3800 |
FREQUENCY; 1170 kHz; 105.5MHz;
1250 kHz; 95.9 MHz

POWER: 243 watts; 980 watts at 574

Haley. Phone: 334-887-9999. it owns
three other stations. This represents
its entry into the market.

SELLER: Winds of Change Inc.No
phone listed.

FREQUENCY: 88.7 MHz

POWER: 100kw at 305 feet
FORMAT: Gospel

KAYH-FM/Fayetteville
PRICE: Undisclosed

TERMS: Terms unavailable.
BUYER: William and Martha Disney.
Phone: 501-750-7707. They own one
other station. This represents their

Managing Member Jerry Patton.
Phone: 501-442-2021. It owns no
other stations. This represents its
entry into the market.

SELLER: Hemreich Radio Stations
Inc., headed by President Johnnie
| Hernreich. Phone: 501-783-5379

| FREQUENCY: 1230 kHz

| POWER: 1kw

FORMAT: Adult Standards

|

KLNA-FM/Dunnigan
(Sacramento)

PRICE: $8 million

TERMS: Asset sale for cash

BUYER: Prime LLC, headed by |

=

TRANSACTIONS AT A GLANCE

All transaction information provided by

H

j BIA’s MEDIA Access Pro, Chantilly, VA.

© WELL-FM/Dadeville, AL $325,000
© KAYH-FM/Faystteville, AR Undisclosed
© KFPW-AMFL. Smith, AR Undisclosed
© KLNA-FM/Dunnigan (Sacramento), CA $8 million
© KBZS-AM/Pslo Alto (San Francisco), CA $9 mikion
© WCOP-AM/Wamer Robins (Macon), GA Undisclosed
© KSFE-FM/Caledonia, KQYB-FWSpring Grove
(La Crosse, WI) and KHME-FM/Winona, MN

$3.9 mition

e« WVBB-AMRichmond, VA $735,000

BUYER: Salem Communications
Corp., headed by President/CEO Ed
Atsinger Ill. Phone: 805-987-0400.
It owns 80 other stations, including
KFIA-AM & KTKZ-AM/Sacramento.
SELLER: Pacific Spanish Network,
headed by President Jaime Bonilla.
Phone: 619-426-5645
FREQUENCY: 105.5 MHz

KBZS-AM/Palo Alto (San
Francisco)

PRICE: $9 million

TERMS: Asset sale for cash
BUYER: Salem Communications
Corp., headed by President/CEO Ed
Atsinger lil. Phone: 805-987-0400.
It owns 80 other stations, including
KFAX-AM & KSFB-FM/San Fran-

POWER: 3kw at 1,011 feet

FORMAT: Christian CHR/Pop cisco.

Continued on Page 8

Continued from Page 4

advertising recession. He said, “| don't know what an ad recession means.
I know that in the last 20 economic downturns, only one time, in 1991, was
there a decline in radio and outdoor advertising, and that was about™.5%.”

Clear Channel Partners With i-Open,
Eller Moves Into Brazil

lear Channel's Adshel Mall Communications division has partnered

with i-Open to launch a series of three-sided advertising kiosks with

50-inch screens in selected shopping malis on the East and West Coasts.

The i-Open software allows advertisers to create ad campaigns from their
desktops and deliver them instantly to the kiosks via the Internet.

Clear Channel's massive outdoor operation, Eller Media, is buying Bra-

Coatinued on Page 8

OU 1l winthe precise target demos you select—with talk!

Improve your demos in the next book.
We invented Targeted Talk
Call now, 212 681 8181

SAE

O MEDIA
Programming Consultants.
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research
firm is hack®

Radio was a great industry to be in just a few years
ago: Listeners enjoyed listening to it. Advertisers
got good value advertising on it. And we all enjoyed
working in the industry.

Today, however, many stations are in the hands
of owners who think they can "save their way to
success." And they're denying their best PDs one of
the most important tools of all -- quality research on
their target audience's tastes.

But the best broadcasters know that listeners

STAR callout research

Perceptual studies

Format searches

Auditorium music tests

Touch Direct Marketing

AccuTrack

still matter -- and if you're working for one of them,
Strategic can help you satisfy listeners' needs.

Strategic Media Research has been leading the
radio research industry for over two decades: For
example, we built the industry's first major, quality-
controlled phone center. And we invented the very
concept of professional callout research!

To learn more, visit our new and improved
website at www.Strategic.fm or call Kurt Hanson,
Amy Vokes, or Dave Kerr at 1-312-726-8300.

Radio's leading research firm

180 N. Wabash, Chicago, IL 60601 | 1-312-726-8300 | www.Strategic.fm
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Transactions
Continued from Page 6

SELLER: In Radio License LLC,
headed by President John Douglas.
Phone: 415-434-1220
FREQUENCY: 1220 kHz

POWER: Skw day/145 watts night
FORMAT: Christian Talk
COMMENT: This transaction origi-
nally appeared with an undisclosed
price in the May 18, 2001 issue of
R&R.

WCOP-AM/Warner
Robins (Macon)

PRICE: Undisclosed

TERMS: Terms unavailable
BUYER: Chase Broadcasting inc.,
headed by President Gordon Van
Mol. Phone: 706-613-7030. It owns
no other stations.

SELLER: Toccoa Falls College,
headed by Exec. VP Wayne Gar-
dener. Phone: 706-886-6831
FREQUENCY: 1350 kHz

POWER: 5kw day/500 watts night
FORMAT: Religious

Minnesota

KSFF-FM/Caledonia,
KQYB-FM/Spring Grove
(La Crosse, Wl) and

| KHME-FM/Winona

PRICE: $3.9 million

TERMS: Asset sale for cash
BUYER: Mid-West Family Broad-
cast Group, headed by COO/Direc-
torThomas Walker. Phone: 608-273-
1000. it owns 24 other stations, includ-
ing WKTY-AM, WIZM-AM & FM &
WRQT-FM/La Crosse.

SELLER: Marathon Media Group,
headed by President Chris Devine.
Phone: 312-204-9900
FREQUENCY: 94.7 MHz; 98.3 MHz;
101.1 MHz

POWER: 2kw at 561 feet; 33kw at 607
feet; Skw at 742 feet

FORMAT: Soft AC; Country; AC
BROKER: Jack Minkow and Bob
Heymann of Broadcasting Asset

Management Corp.

PRICE: $735,000

TERMS: Asset sale for cash
BUYER: Salem Communications
Corp., headed by President/CEO Ed
Atsinger lil. Phone: 805-987-0400. It
owns 80 other stations. This repre-
sents its entry into the market.
SELLER: Cox Radio, headed by
President/CEO Robert Neil. Phone:
404-843-5000

FREQUENCY: 1380 kHz

POWER: Skw

FORMAT: Adult Standards

Satellite

Continued from l;aqe 4

that it will raise its monthly fee from
$9.95 10 $12.95 “may have been initi-
ated to offset a slower-than-expected
growth rate for the next 18 months.”
but Sirius Chairman/CEQO David
Margolese told WSJ what he'd earlier
told a Banc of America Securities
Media conference: “Our market re-
search has always indicated that the

On Monday XM Chairman Gary
Parsons appcared on CNNfn's
StreeiSweep. When asked if XM

would remain at $9.95 per month
despite the Sirius increase, he re-
plied, “*We think so, We are comfort-
able with the $9.95 price point. Cer-
tainly, we will look at that as we
come to market.” He noted that XM
shares have spiked up in recent weeks
and credited ihat to the successful
May 8 launch of “Roll,” the
company’s second satellite, and to
XM'’s keeping to its schedule: “We
are right on time and right on the dol-
lar program. Owr first radios are be-
ing manufactured right now, and we
expect to launch commercial service
at the end of the summer.”

Radio Business

A, 7
g :vh:.e.".'c__:,_

LN

s Ay ¥
Lo PRy

Continued from Page 6

zZilian companies L&C Outdoor and Klimes Outdoor. Eller will get 945 billboards along the prime highways leading
in and out of Sao Paolo in the L&C deal. The company, which also operates outdoor advertising companies in Peru,
Maxico and Chite, did not disclose the terms of either transaction.

Analyst Ups Four Radjo Issues To ‘Strong Buy’

irst Union analyst James Boyle said this week that he believes that a “radio upturn is kicking into gear” and that

large-market companies will lead the way, and he raised his ratings on Clear Channel, Cox Radio, Emmis and
Radio One to “strong buy” Boyle also upped his target prices on all four issues, raising Clear Channel's target from
$67 to $78 per share, Cox's from $28 to $33, Emmis’ from $32 to $41 and Radio One's from $24-$26 to $26-$28.

DMX, AEI Complets Merger

MX Music and AEI Music completed their merger eartier this week. The combined company, which will deliver

free, professionally programméd, commercial-free music to businesses and homes via the Internet, satellite and
broadband networks, will operate under the name DMX/AE! Music until rebranding is compieted next year. DMX
parent Liberty Digital owns 56% of the new company; AEl shareholders hold the rest. AE! founder Michael Malone
will act as Chairman of the new company, and Liberty President/CEO Lee Masters will sit on the board.

‘Your Revolution’ Nets indecency Fine

he FCC proposed a $7,000 fine against noncommercial KBOO-FM/Portiand, OR for broadcasting the rap song

“Your Revolution,” which the commission said contains “unmistakable, patently offensive sexual references”KBOO
countered that its mission is to provide a forum for “unpopular, controversial, neglected perspectives” and that “Your
Revolution™is “a feminist attack on attempts to equate politicat revolution with promiscuous sex™— the opening lyric
of the song is “Your revolution will not happen between these thighs™ — and thus is not indecent. The FCC rejected
that argument and has given KBOO 30 days to pay the fine or appeal.

Disney Downgraded To ‘Buy,’ EPS Estimate Upped

n Tuesday UBS Warburg analyst Christopher Dixon lowered his rating on Disney Co. stock from “strong buy” to
“buy” He said that the issue had hit his earlier intermediate price target, and he set a new target range of $40-$42
per share. While Dixon said he remains bullish on Disney for the long term, he doesn’t expect significant earnings
improvement before the first hatf of 2002.
Additionally, Wit Soundview's Jordan Rohan raised Disney’s eamings per share estimate from 25 cents to 33 cents
for Q1 2002 and from 88 cents to 97 cents for FY2002. He also lifted his target price on the issue from $32 to $39 per
share and maintained his “buy” rating.

Analysts Rate Ackerley, Hispanic ‘Buy,’ XM ‘Strong Buy’

eiterating a “buy” rating on the company, First Union Securities analyst James Boyle noted that Ackeriey's

Seattle radio cluster represents “a significant hidden value that could provide a catalyst 10 Ackeriey's share price
and an opportunity to delever its sagging balance sheet” Boyle estimated that the five-station cluster, which controls
about 11% of Seattie’s radio revenus, is worth between $125 miion and $150 milion and said that it would “generate
interest by several public groups if offered for sale”

Also this week, Lehman Brothers analyst William Myers initiated coverage on Hispanic Broadcasting with a ‘buy”

rating and a 12-month target price of $26. Wit Soundview analyst Timothy O'Neil reiterated a “strong buy” rating for
XM Satellite Radio with a price target of $40.

NAB Radio Board Names Directors

he NAB has filled four vacancies on its Radio Board. Joining the board are KLAC, KPWR & KZLALos Angeles
VP/GM Val Maki-Candido, for District 24 (Southern California, Guam and Hawali); WCKW-AM & FM/New Or-
leans GSM Stephen Levet, for District 8 (Louisiana and Mississippi); and KGAS-AM & FM/Carthage, TX owner/GM
Jerry Hanszen, for District 19 (Oldahoma and northern Texas). Additionally, Radio One President/CEO Alired Liggine

nev NI

o the Poar

-

As the radio industry changes, you need to change with it.

[f you're @ programmer, the Radio Advertising Bureau now offers you the opportunity to increase your knowledge of the business and
to your station. With your Certified Radio Marketing Consultant Programmers Accreditation (CRMC-PA}Y, vou'lt combine your expertise
Programming with the wital, career-building knowledge of Sales

To get a free copy of the CRMC-PA on CD-ROM, watch for it amriving on your desk soon, cail the Radio Advertising Bureau
at 1-800-232-3131 or log on at http://www.rab.com.

Get the credit you deserve. Get certified!

®
Radio

== ——
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Dan 0'Day’s Commercial Copy Makeover, Page 14

Industry Calendar of Events, Page 15

management

marketing

sales

“You cannot depend on y

PROGRAM YOUR BODY GLOCK
FOR MAXIMUM SUCGESS

B Cheap psychological tricks from Dr. Buff

" Pam Baker Did you ever wonder why it's
Sales & Marketing Editor

easier to close a deal in the
moming instead of in the late
afternoon? Do you know when
is the best time to ask for a
raise? Ever wonder when
you'‘re at your sexual peak? You
may not realize it, but the 24-
hour clock ticking inside of
you is incredibly precise. By
working with — instead of
against — your physiological
clock, you're guaranteed to
improve your personal and
professional life.

This whole “master body clock” theory fascinated
me when I recently met and spoke with Perry
Buffington — better known as “Dr. Buff” to fans
around the country who listen to his daily radio
feature, “ParentWise.” Buffington is a captivating
motivational speaker who has written several books,
including Cheap Psychological Tricks: What to Do When
Hard Work, Honesty and Perseverance Fail. He is also a
weekly columnist with the Universal Press Syndicate,
and he has appeared on dozens of television programs.
Some of his clients include American Express, AT&T
and the Disney Institute. “One of my biggest clients is
NASA,” said Buffington. “My job was to teach rocket
scientists how to be human.”

Since I'm always interested in improving creativity
and productivity, I asked Dr. Buff to explain how the
body clock works. “The body clock is roughly 24-26
hours a day, if it were free-running” he explained.
“The body clock is set by the sun, and you'll have
roughly eight different chemical bodies in one 24-hour
period. Each of these chemical bodies have different
abilities and different cravings.”

1asked Dr. Buff how we can tell if we're getting the
right amount of sleep. “The right amount of sleep
doesn’t vary that much from individual toindividual,”
he explained. “Seven and a half hours is the perfect
amount of sleep per night. There’sa sleep cyclejust like
there’s a body clock. Humans sleep on multiples of an
hour and a half. Imagineit this way: You put your head
on your pillow, and, assuming that you go right to
sleep, it takes 45 minutes to get down into the deepest
point in your first sleep cycle. If you're awakened
while in this deep stage of sleep, you feel disturbed. But
as soon as you reach this deep phase, you start on your
way back up to a shallow period of sleep, which takes
around 45 minutes — that's an hour-and-a-half sleep
cycle. Theideal sleep nightis 71/ 2 hours, and for some
reason it’s associated with life longevity.”

So let’s say that you go to bed at midnight and get
up at 6:30am. “You would be in deep, deep sleep and
worthless the entire day because you woke yourself in
your deepest, darkest sleep,” Buffington said. Always
plan your sleep night in multiples of 90-minute cycles,
and your sleep will be more relaxing and beneficial.
Sleep for 4 1/2 hours, six hours, 7'1/2 hours or nine
hours. Try it!

PROGRANBENG TOUR B0DY CLICK

To organize your day for maximum results and
productivity, follow the chart below, whichisbased on
the body’s circadian dlock and human physiology.

Waking Up

Golting Started

© Sexual psak

Retlating Te Pesple

© Meetings

© Maks and return phone calis

Lunch Break

® Susceptibiity to alcohol at highest levet
Drop In Hormene Lovel

© Nap time (18 minutes) or the “Ilusion of
Busy”

Angiytical Time

© Attend to details

© Avoid personal interaction, including phone
calls

© Recognize that pain is at its highest level
Exorcising And Spoading Time With Family
© Dinner

© Watch felevision

Second Wind

© If you need it (but don't expect it every night)
Slonp

 Least productive time of day

Don't forget the sleep cycles! Try to get 7 172
hours of sieep sach night or only allow
yourself siesp in multiples of 50-minute
cycles.

Once the alarm goes off and you begin to wake up,
your body begins to create the hormones that will sustain
you until about 2pm. One of the first hormones to kick in
triggers the craving for sexual activity. Scientists claim
that this particular body mechanism dates back
to prehistoric times, when nature drove man to
try to perpetuate the species before going out
into a very dangerous world.

“The body is wired for sex roughly between
the hours of Sam to 8am,” said Buffington. |
commented that most people have sex at night.
“This is a bad time to have sex, because you're
working opposite the body,” he continued. “If
the body is wired for sex, you won’t need as
much prompting or Viagra.”

This might explain why moming shows like
The Howard Stern Show are so well-received:
We're all homy creatures as we're getting ready for work
or driving into the office! “Your listeners are craving sex,”
explained Buffington. “That's why moming shows can
get away with a very provocative approach. If, however,
you play thatsame show 12 hours later, you'll get far more
complaints.”

MORINE DURST OF ENERSY

For most people, the most productive time of day
begins around 8amand lasts until noon. “This is a’people’
time of day, when we want to listen and understand, are
more likely to agree with one another and are willing to
compromise,” said Buffington.

Move sales pitches to the morning hours, have talent
meetings at 10am, conduct brainstorming sessions with
your staff before lunch and plan meetings with your
supervisor in the moming hours, especially if you wanta
raise.

1ipm-Som

You’ve made it through a productive morning; now
it's time to feed your face. Most people are starving and
want to scarf down a big meal, but wait! Dr. Buff
suggests that you'll feel better eating four or five small
meals a day, rather than three large ones. “Keep in mind
that your body is most susceptible to alcohol during this
time,” he warned. “If you have to go back to the office,
alcohol at lunch is only going to slow you down.”

After lunch you may notice that you don’t have any
energy; you feel like you need a nap. “The best thing you
can do is take an 18-minute nap after eating lunch,”
Buffington advised. “Those who go back to their desks
and work through their slumps are probably napping
but in a slightly different way. I call it the ‘illusion of
busy,” where the body is wired to do nothing. Many
other cultures recognize the biology of this time of day
and extend the lunch hour for ‘siesta.” If you take the
time to rest, you will become five times more productive
and reduce the risk of heart disease.”

WWATCH OUT FOR THE MASTY CYCLE

During the afternoon hours, when your body is

processing all the new chemicals from lunch, you
become unsociable and irritable. “This is the time when
your body gives you the nasty hormone,” said
Buffington. “You become very critical until around
5pm.” ’
PTwas rather surprised by this finding, because I've
always heard that after lunch is the best time to make
deals. “This is the wrong time of day to relate toanyone,”
said Buffington. “If there is a ‘no’ to be said, you are
guaranteed to hear it quicker and louder now.”

This is also the time of day when pain is most intense
— don’t plan a dentist appointment in the afternoon!
What should you be concentrating on? “If you have
things to proofread — a contract, a proposal, amemo —
do it now,” advised B: “You’ll be surprised at
the number of errors you'll catch and the corrections
you'll make during this analytic time of day.”

WONE AT LAST

When you finally get home and your spouse asks,
“How was your day?” you may be tempted to snap,
punch or yell. But Dr. Buff has a better idea: Exercise.
*You will be at your personal physical best at this time of
day,” he said. “If you have an East Coast team
playing a West Coast team in the late
afternoon, who should you bet on? Research
has shown that you should bet on the West
Coast team, because they’re playing on their
body dlock late in the afternoon, and the East
Coast team is way past their desire to be
physically active.”

THEGEML'S OO

“You need to be aware that 3am is called
“The Devil’s Hour,” because there are more
accidents between 3am and roughly 4:30am,”
Buffington warned. “Big industry accidents
happen to people who are trying to work the graveyard
shift while working against their body clocks. Companies
that are very concerned about preventing accidents
actually give employees breaks during this time.”

TUE CHALLENGE

Does reprogramming your body dock work? I
challenge you to try it for a month and give me your
feedback. I will also try this approach — believe me, with
R&R Convention 2001 less than a month away, 1 need all
the help I can get. So, go out and pitch your dlients in the
mommg,wnmyourpmposalsmtheaﬂmmonandget
jiggy with it before oommg mto the o(ﬁoe'



www.americanradiohistory.com

and Of Course,
the "1” word...

Combining the SMARTS of Selector
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B The Fire Burns Strong In The Windy City

This week’s GM Spotlight pays tribute to 27-
year radio afficionado Steve Ennen. “At US99,
we've been able to attain incredible results
thanks, in part, to the outstanding leadership of
Steve,” e-mails one R&R reader. “He’s a kind
soul with a lot of heart,” comments a staffer,
adding, “He makes coming to work each day an
exciting adventure.” Congratulations!

I decided to enter the world of broadcasting
because:

“While I was serving in the United States
Marines, 1 was placed into cryptic code
communications. When [ returned to Southern
Illinois University, I discovered they had one of
the top programs in the United States for radio
and television management.”

First job in broadcasting:

“Air personality at WEBQ/Harrisburg, IL
while attending Southern Illinois University. 1
became GM of the AM & FM only two years
later, at the age of 25.”

Career highlights:

“Building WUSN-FM (US99) into America’s
most-listened-to. Country station and becoming
the No. 1-revenue station in Chicago in 2000.”
The most challenging aspect of being a GM:

“Balance! Leading a team of individuals
toward their personal goals and making sure

that they are parallel with our corporate goals.

. Keeping everyone’s focus on results, not activity.”

My most unforgettable moment at a radio station:

“"Meeting Mel Karmazin.”

US-99

I'm most proud of:

“In the past year [ was able to establish a radio
scholarship at Southern Illinois University in
memory of my son Erich, who was only 19 when he

died. Receiving the Westbury Award for excel-

lence in leadership. Being selected as Major Market
Station of the Year by both the Country Music
Association and the Academy of County Music.
Serving on the executive council and board of
directors of the Country Music Association, as well
as being on the alumni advisory board of directors
for the College of Mass Communications and
Media Arts at Southern Illinois University.”

Who was the most exciting
artist you've ever met and
why?

“Meeting Garth Brooks
in 1991, when he was starting his rapid rise to
mega-star, was my most memorable artist
meeting. What impressed me most was how
Garth took care of our listeners and his fans. Garth
has that very rare ability to make whoever he is
talking with feel very special. We brought listeners
backstage, and he spent 30 minutes with them.
When they left, they had memories to last them a
lifetime, and Garth made them feel like they were
the most special people in the world. I was very
impressed with his unique ability.”

What are your five favorite records of all time?

“My favorite Garth song is ‘The River.* I can’t
honestly say I have five all-time favorite CDs. |
enjoy listening to new music, and right now I'm
enjoying the new Jamie O’Neal and Tim McGraw
— both CDs are fantastic.”

The best words of advice I've ever received were:
“From Dan Mason: ‘A passion for excellence

starts with the individual at any level’ — not just

from the top.”

You'd be surprised to know that....

“I grew up in Loda, IL, a small farm community
of 400 residents.”

CONTACT & TITLE

COMPANY NAME

ADDRESS

7P
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An Invitation to

LIFEbeat’s
BREAKFAST

With Special Guest Kevin Weatherly
Presented by Radio & Records

Co-chaired by Erica Farber — CEO and Publisher, Radio & Records
and Valerie DelLong — Sr. Vice President, Crossover Promotion, Universal Records

Please join Kevin Weatherly, Vice President of Programming of KROQ/Los Angeles,
LIFEbeat, the Music Industry Fights AIDS, and Radio & Records, as we mobilize the music industry
to join forces in reaching young people with a message of HIV/AIDS prevention.

The breakfast will be the lead event for R&R Convention 2001.

Location: Century Plaza Hote! & Spa Reflecting Pools Garden.
2025 Avenue of the Stars, Los Angeles, CA.

Date: June 14, 2001
Time: 9:00 AM - |1:00 AM

To reserve your tickets and for further information,
please contact Leslie Doyle at LIFEbeat. 212-965-8900, or Idoyleglifebeat.org.
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{ DAN O'DAY'S COMMERCIAL COPY MAKEOVER |

INTERVIEW WITH THE ADVERTISER

Last year I conducted an ad-
vertising seminar (for the
business and advertising com-
munity) for the Milwaukee
Area Radio Stations group.
After the formal seminar we
continued with a “client hot
seat” session. Business owners
| volunteered to sit onstage, one
at a time, while I helped them
identify their unique selling
propositions.

One of the volunteers owned a women'’s apparel
store. 1 asked what set her store apart from her
competitors’.

“The two things I always talk about are service
and selection,” she replied. “That’s what makes us
different.”

Uh-oh. Every store says it's got the best service
and selection. As a result, no one believes their
commercials.

So [ probed deeper, asking questions more or less
at random until we discovered this store’s pre-
emptive advantage.

Dan: Do you have competitors?

Client: I would say our biggest competitor is the
mall.

Dan: Why should someone come to your store to
shop instead of going to the mall?

Client: Because we have service. We are easy to
get to; you don’t have to haul yourself to the mall.
You can turn around in our store and not knock 10
things off of a rack. We have qualified salespeople.
We have what I consider a really good selection. The
two things I always talk about are service and
selection. That’s what makes us different.

Dan: The only problem with what you identify as
the two things that make you different is that that's
what all stores say. All stores say, “What makes us
different is our service and our selection.” What you
can do is prove this quantitatively. You can say: “If
you go to the store at the mall to buy a bathing suit for
this summer, you're going to be stuck with the two
choices they’ve already made for you, because they
only carry the two major brands that they can sell the
most of, in limited styles and limited sizes. They sell
atonof them, and they make alot of money that way.
However, if you come to our store, you'll find 36
different kinds of bathing suits. We aren’t limited to
those two manufacturers, like the mall store is.”

Or you can quantify it. If you can truthfully say,
“You might not know this, but according to Retailer’s
Monthly magazine, the average women’s clothing
store in a shopping mall has only X pieces of apparel,
while our store has 4-times X,” that can be powerful.

Everyone, however, is going on the air or in print
and saying, “"We have a wide selection,” and nobody
believes them. )

With service, everyone says, “It’s our people who
make the difference,” the implication being, 1 guess,
that their competitors don’t employ people; they
employ robots or androids.

But if you are going to say, “Every one of our
salespeople has passed an intensive, six-week course in
fashion,” then you can say, “Who do you want helping
you? Do you want the teenaged girl with the safety pin
through her nose working after school at the mall, or do
you want one of our fashion consultants, whom we sent
to Chicago for a six-week course at the Design Center,
where they learned about color and fabric and how to
flatter someone’s face and how to work with a mature
woman’s figure?”

That’s a great selling point. But when you say thatit’s
your salespeople who are different, is there anything
that objectively separates them from your competitors’?

Client: Yes, because I spend a lot of time making sure
they’re knowledgeable about the product.

Dan: How do you do that?

Client: Because I'm there.

Dan: But what is it that you do to make sure they’re
knowledgeable about the product?

Client: I talk to them.

Dan: Do you quiz them?

Client: No, but I make them active in decisionmak-
ing. They see the product from the minute it comes in the
back door to the minute it’s hanging on the rack. They
work on the floor.

Dan: Now this is interesting. What happens when
the product comes in the back door?

Client: They open the box, and they hang it up.

Dan: Is there discussion? Do they talk about where
it's going to go or who they expect to buy it?

Client: Yes, all of those things.

Dan: What kinds of things do they say?

Client: [Laughing] Depending.on whether they like
it or not?

Dan: Sure!

Client: “Isn’t this cute?” “Oh, that’s a really pretty
color.” “I wonder if this matches that other item that we
already have on the floor.” “Oh, 1 should call Suzy
Smith; she’ll love this.” “Can I order one for myself?” —
that’s a common one.

Dan: At the big stores at the mall are the sales clerks
there when the big boxes are unloaded?

Client: No.

Dan: Are the salespeople there when the clothing is
put on display?

Client: It comes in on rolling racks; I don’t know who
puts it out on the floor.

Dan: Now this could be something different, a
terrific commercial in which we literally tape-record the
room when a new shipment comes in, and we tell your
staff, “Look, we're taping this, but just forget about us
and.go ahead and have fun.” I think it would be a
wonderful commercial if we hear the salespeople. Your
salespeople are mature women, matching your cus-
tomer base?

Client: Yes.

Dan: So we hear these women joyfully greeting the
truck: “Oh, at last! I thought you’d never get here!” And
then the boxes are unloaded from the truck, and we hear
them ripping open the boxes.

“Oh, this is beautiful!”

“You know, we have a yellow frock in the front
window. We should put these two together; this would

really go well with it.”

“You know who would like this? Suzy Smith.
She comes in every few months, and she always
says if we ever get something with daisies on it, we
should tell her.” '

That could be edited into a commercial. You
can say, “In a typical clothing store in a big
shopping mall, the sales clerk first sees the dress at
the same time the customer does. But at our store,
here’s how it happens....”

I think what you've just described is
wonderful. | didn’t know that's what happens
when the merchandise first arrives at a boutique,
and I'll best most consumers don’t know that
either. That's great! You can say, “This is how it is
at our store. If you want, you go can to the big

_department store at the mall, and you'll get a
different high school girl every time. And if you
can get her attention between her talking to her
friends on the telephone to ask her a question,
she’ll say, ‘I don’tknow; I think they’reinback.” Or
you can come here.”

That's a great commercial. And maybe when
they go through the new arrivals, they won't like
something. Maybe they’ll say, “Who would wear
that?”

Client: No, their favorite phrase is, “Who
bought this?” And that would be me, because I do
all the buying,.

Dan: There are so many different things you
can do here. This could be part of a running gag:
“Oh, this is beautiful. Oh, 1 want this one for
myself.” And then, at the end, "Let’s see what’s in
this last box.” There’s a long pause, and then:
“Who buys this?”

And then you come inand say, “Hi, I'm so-and-
so, and I buy it! I buy all the clothes here. 1 think
everything | buy is great; my staff usually agrees
with me. Why don’t you come and see what you
like most?”

In fact, you could have a “Who Buys This?”
Special of the Week: “Who buys this? Who wants
to wear a green pantsuit?” And then you say,
“Well, my staff thinks I'm crazy, but we got a great
deal on it, I love the fabric, and it will be very cool
for summer. Come down to our store; we have if
on display. Cast your vote: Should we send it
back?”

It becomes an interactive aspect of your
advertising. Anyone who hears that commercial
and comes to your store will be sure to look at that
green pantsuit. They’ll want to know if you're
crazy or if your staff is crazy. You could hand out
buttons to the staff that say “Who Buys This?”

Even if the process you described of what
happens when the merchandise first arrives is
typical of what happens at small clothing shops
everywhere, your customers don’t know that.
Sharing this with them in your advertising will set
you apart in their minds.

This column is excerpted from The Dan O'Day Radio
Advertising Letter. For your free e-mail subscription,
send your request to danoday @danoday.com.with
“R&R Ad Request” in the subject line of your e-mail, or
subscribe oniine at www.danoday.com.

WwWwWw.americanradiohistorv.com
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COULD YOU SURVIVE WITHOUT BLOWING CHUNKS?

CHR/Pop WHYI (Y-100)/ Miami hosted the Y-100
Roller Coaster Survivor contest, awarding one
lucky listener a brand-new Kia Rio. The contest
began with 30 contestants who rode the Dania
Beach Hurricane roller coaster at Boomer’s amuse-
ment park in Dania Beach, FL. This 100-second
thrill ride is the only wooden roller coaster in the
state of Florida. It features a 100-foot drop and
travels at 55 miles an hour. Only one person threw
up — on herself!

When it was clear that the five finalists were not
willing to give up after riding the coaster for 37
hours, the rules stated that one contestant would be
randomly selected as the grand-prize winner of the .
car. Celebrating the big win are (I-r) Y-100 Pro-
motions Coordinator Omar Hernandez, winner

ZOOVIVOR Il ACROSS AMERICA

When CHR/Pop KZHT/Salt Lake City wanted to
raise money for the Boys and Girls Clubs of Greater
Salt Lake, they decided to do the un-thinkable —

management - marketing
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Rita Agrelo, Promotions Director Derick Pitts and
morning personality Fay from the Footy and the Chix
@ Six morning show.

send their Z Morning Zoo personalities Frankie
(Frank Corrigan) and Dangerboy (Patrick Essex) on
the road with no food, no car and no money!
Starting their journey at sister station WBFB/
Bangor, ME, the boys traveled over 2,700 miles in
seven days with the help of listeners, truck drivers
and good Samaritans. During the adventure
listeners were encouraged to make donations, and
more than $5,000 was raised to help complete the
new Youth Center at Poplar Grove. Congratula-
tions to the Z Morning Zoo — now, take a bath!

MARK YOUR CALENDARS

Important dates and events in the coming months

* May 30 — The Museum of Television and Radio
presents “An Evening With Larry King.” Beverly
Hills, CA; 310-786-1000

¢ May 31 — American Women in Radio & Television’s
26th annual Gracie Allen Awards. Plaza Hotel, New
York; 703-506-3290

* May 31-June 2 — Showbiz Expo. Los Angeles
Convention Center, Los Angeles; visit

* June 3 — 55th Annual Tony Awards. Radio City
Music Hall, New York; 212-764-7900

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

* June 11 — Service to America Summit & Awards
Gala 2001, presented by the NAB Education
Foundation and Bonneville Intermational Corp.
Ronald Reagan Building and World Trade Center,
Washington, DC; 202-775-2559

¢ June 13-16 — R&R Convention 2001, featuring the
42nd President of the United States, Bill Clinton, and
performances by Stevie Nicks, Shelby Lynne, The
Guess Who, John Waite and more. Century Plaza
Hotel, Los Angeles; register online at
www.rronline.com

* June 20-23 — PROMAX & BDA 2001. Miami Beach

| Convention Center, Miami; 310-789-1518

I

¢ June 28-Sept. 19 — Summer Arbitron

¢ June 28 - Country Radio Broadcasters present the
Country Music DJ Hall of Fame Induction. Renais-
sance Hotel, Nashville; 615-327-4487

* June 29-30 — Dan O’'Day’s Moming Show War
College. Hollywood Roosevetit Hotel, Hollywood,
CA; register at www.danoday.com

* July 12 — Prime-time Emmy nominations an-
nounced. Los Angeles. *

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

« July 24-26 — NAB Americas Radio and Television
Conference for Latin America. Ritz Cariton Resort,
Key Biscayne, FL; 202-429-7423

* Aug. 8-11 — Talentmasters’ 13th annual Morming
Show Boot Camp. Mandalay Bay Resort and Hotel,
Las Vegas; 770-926-7573

* Aug. 24-25 — Dick Orkin and Dan O'Day's
International Radio Creative and Production
Summit. Hollywood Rooseveit Hotel, Hollywood,
CA:; register at www.danoday.com

* Sept. 5-8 — 2001 NAB Radio Show. Ernest N.

Moria! Convention Center, New Orleans; 800-342-
2460

* Sept. 20-Dec. 12 — Fail Arbitron

1

|
|
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RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

HARVEST RESULTS WITH EVENTS

Does your station run a weekend automotive show?
Economics or business show? Cooking or computer
show? These types of specialty shows are just the right
ingredient for developing a sales promotion event. in the
case of Country WHUG/Jamestown, NY, The Farm &
Garden Show was the perfect vehicle for its client's Farm &
Garden Expo. By incorporating radio into its advertising
and marketing mix, the client’s sales message was
communicated directly to potential consumers, and the
results were staggering.

Category: Lawn & Garden

Market: Southern Chaut County, Catt County
and Northern Warren County, PA

Submitted by:  WHUG-FM/Jamestown, NY

Client: White's Sales & Service

Situation: White's Sales & Service has been serving the
people of Jamestown, NY and the surrounding counties for
over 50 years. Even though it is a well-established
company, it is a small operation and wants to make sure
that it stays ahead of its competition in the area: WalMart
and Central Tractor. The other major concern is the need
for increased revenue from its big-ticket item, the tractor.
When White's heard about WHUG's specialty program The
Farm & Garden Show, the company decided to earmark
more of its advertising budget for influencing the
program’s target audience, the homeowner. in the past
White's used Penny Savers, cable television and national
advertising on the Weather Channel through its coopera-
tive partnership with Husqvarna Outdoor Products.
Objective: White’s Sales & Service needed an aggressive
ad campaign that would result in greater visibility,
increased awareness of its newer products and services
and more tractor sales. .
Campaign: In conjunction with sponsoring The Farm &
Garden Show on WHUG, the client conducted its annual
three-day Farm & Garden Expo at the local mall. The Expo
was preceded by a two-month radio campaign, during
which time WHUG promoted White’s Sales & Service and
invited consumers to the mall to “sneak preview” various

" lawn and garden product displays. White's employees

staffed the event, demonstrating product features and
answering questions. This year, as in prior years, the client
reaped the benefits of both co-op funding and radio scripts
provided by Husqvarna.

Results: As a direct result of the Farm and Garden Expo,
White's Sales & Service sold 11 tractors very early in the
season. Since then it has reported tripled sales, all credited
to the company's advertising campaign. A White's
spokesman says, “We're just too darned busy!” The
company is convinced that it has what homeowners want:
excellent products and services. It is also convinced of the
power of radio to communicate one-on-one with custom-
ers in a way no other medium can. White’s is just one of
many businesses that realizes that radio brings a more
dynamic return on its co-op dollars through synergistic
multimedia initiatives.
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NEWS & VIEWS
New Publisher Royaity Demands Gould
Weigh On Webcasters,

Record Labels Alike

i More music-industry areas may soon be fesling the pinch

By Paul Maloney  The line of interested

RAIN: Radio And intemet parties looking to get

il paid in the highly
| uncertain (at least in webcast-

v

in3’s case) windfall from
online music continues to
grow. Now, as songwriters
and music publishers add
their demands to the tab,
music labels might be feeling
\ the pinch. Not only that, but

P AL webcasters could be seeing
another line added to their
royalties bill as well.

Representatives of the music publishing, record and
webcasting industries are in Washington, DC this week
to testify before the House Subcommittee on Courts,
the Internet and Intellectual Property. They include
artist Lyle Lovett, RealNetworks CEO Rob Glaser and
Vivendi Universal Exec. VP Edgar Bronfman Jr. Glaser
will also demonstrate MusicNet, the music-subscrip-
tion service his company plans to establish with AOL
Time Wamer, EMI and BMG.

The legal stage is familiar enough territory for the
major labels when it comes to dealing with the online-
music world. Their courtroom wrangling with Napster
and MP3.com over alleged copyright violations has
been well-documented. And the record
industry’s demands that Intemet-only
webcasters and broadcasters alike pay
copyright fees on song recordings led to
the passing of the Digital Millennium Copyright
Act and a showdown at the U.S. Copyright Office.

« Now it's the music publishing industry’s tum to
hold out its hand.

Publishers say that to stream music, compositions
must not only be performed, but also reproduced.
Broadcasters and webcasters currently pay fees to
organizations like ASCAP, BMI-and SESAC to play (or
perform) copyrighted music. But the technical reality is
that before they can be webcast, these songs have to
be encoded, or digitized, into a form that can be stored,
streamed or downloaded onto computers. Though the
labels and webcasters argue that streaming should be
treated as performance, publishers are fighting for the
larger royalty payment that comes with mechanical
reproduction.

RAIN: Radio And Internet News-
letter Publisher and Editor Kurt
Hanson is" a well-known re-
searcher and consultant who also
serves as Chairman of Strategic
Media Research, the firm he
foundedin 1980. AA/Nis available
daily at www.kurthanson.com.

Fatal Turn Of Events

This turn of events, especially should the courts
decide that music publishers are indeed due additional
reproduction royalties, could prove fatal to business
models that rely on the use of music online.

Publishers’ demands will make it more difficult to
establish interactive, or on-demand, streaming
services, in which consumers pay
a fee to hear specific songs at
specific times. The big labels have
been jockeying to launch such
services as a secure and profitable
aiternative to Napster. Though
they've been criticized for moving
too slowly (and, by doing so,
contributing to the success of
Napster), the major labels are now
showing signs that plans are in
the works for true interactive online-music services.

MusicNet is a proposed joint venture among
RealNetworks and AOL Time Wamer, BMG and EMI.
Universal and Sony (and possibly a third major player),
along with Yahoo!, have announced similar plans for a
subscription service called Duet. But these companies,
should the music publishers get their way, will be
obligated to pay a whole new level of rights fees to
songwriters for the use of their music online. Such new

publisher demands could fetter the companies’
abilities to operate subscription services.
In fact, this royalty issue has put the
record industry in the somewhat unfamiliar
position of being a defendant in a copyright-
violation case.

Untamiliar Position

Last December music publishers filed suit against
Universal Music Group, claiming that the company’s
FarmCiub.com online subscription service violated
copyrights by not paying publishers for the use of their
material. Universal holds that its existing agreements
cover the service.

Interestingly enough, the record labels’ arguments,
in a petition to the U.S. Copyright Office, against paying
additional publishing-rights fees sounded similar to
those webcasters used when presenting their royaity-
rate case against the labels; “To be compelling to
‘consuniers, a service must offer tens or hundreds of
thousands of songs, in which rights may be owned by
hundreds or thousands of publishers. No service
provider is eager to embark on individual negotiations
with all those publishers unless it is necessary.”

Digital Media Association Exec. Director Jonathan
Potter told Wired.com, “We find it exquisitely ironic
that the recording industry tries to define the sound-
recording license (the one it owns) as narrowly as it
can for webcasters, but the publisher’s license (the one

Continued on Next Page

A Light In The Darkness

These are dark days for streaming, soit'satreatto find a
traditional broadcaster doing its thing on the web.
MyStar Communications’ Adult Contemporary WTPi-
FM/indianapolis (www.wipi.com) is indeed a broadcast
outlet that's still available on the Internet.

Formatically, WTP! is probably a ot like the “soft rock”
AC in your town. | heard Carole King, Stevie Nicks, John
Mellencamp, Phil Collins and the like. Basically, after a
song that might have appeal to 25-54-year-old females
has successfully run its course ata format like CHR, Rock
or Country (that is, it researches well with test groups and
sold well at retail, yetisn't new anymore), it lands at this

| type of format. This format is not for the musically

adventurous, but it's probably the most lucrative music
radio format. These stations generally rack up significant
TSL for a demo that's quite appealing to advertisers.

1079

Listen NOW!

For some reason, there are two navigation menus on
WTPI's site — a horizontal one across the top and a
vertical one on the left. My first thought was that the left-
hand menu woukd be specific to each area reached by
clicking a button on the top menu, but that wasn't so.
Maybe there's some organizational scheme here that
escapes me, but my best guess is that there simply
wasn't enough room for all the choices in one place, so
the site’s designer broke the navigation into two areas.
The menus have different design styles, however, which
implies that they somehow operate on different levels.
It's a bit confusing.

Nevertheless, the site was easy enough to navigate
and explore. The station and the site showcase allthe on-
air personalities, not just the moming show (and that's
quite a job — there are so many DJs at this station, it
might drive cume by hiring half of its target audience).
There are a couple of schools of thought on this. My
theory is that if your station’s personality is worth
showcasing (and pity the radio professional who isn’t),
then do it. itadds to your brand and offers entertainment

. value to listeners that your competitors can't. This is
- especially important for an AC, the listeners of which
- mostlikely use the radio differently than, say, a hard-core

jazz fan.

But if you're going to do the personality thing, do it
right. The problem isn't that the WTPI personalities are
spotlighted or that they aren't interesting people. What's
wrong is that whatever it is that makes them compelling
or interesting isn’t highlighted. All the jock photos look

Continued on Next Page
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This past week saw the introduction of a new product that
can leverage the power of the Intemet and the telephone to
give your audience another opportunity to interact with
your radio station. Said product has already won over one
high-profile fan, Alternative WBCN-FM/Boston PD
Oedipus, who says, “RadioVoodoo is one of the most
exciting radio programming concepts
I've seen.”

RadioVoodoo is a software
solution that allows listeners, via the
phone or web, to record and upload song requests, shout-
outs, dedications and rants and to vote in song
countdowns. The use of live or recorded phone callers on
the air has long been seen as a powerful method of
connecting personally with listeners and adding energy

NEWS & VIEWS

RadioVoodoo Uses Technoloay To Let Your
Audience ‘Take Over’ The Station

and excitement to music programming’(especially that
geared foward younger demos). It's a concept that’s been
around for years (Anyone remember WLS-AM/Chicago’s
“Boogie Check™?) and remains vital in the form of such
programs as MTV's Tolal Request Live.

According to RadioVoodoo President/CEQ J. Scott
Hamilton, the product has been in
development for nine months, with

Albany on Urban WAJZ-FM and
Alternatives WQBK-FM and WQBJ. The official launch is
planned for this week, at WBCN-FM/Boston and KFSD-
FM/San Diego, with a national marketing campaign
kicking off in June. .

Continued on Page 18

Demands Could Weigh

Continued from Page 18

it pays royalties on) as broadly as possible.”

As evidenced, however, by its victories in Congress
and the Copyright Office, the record industry can be a
powerful lobbying force. The Recording Industry
Association of America is a substantial political donor;
according to an article from the trade site Webnoize,
the RIAA donated about $466,000 to both parties
during the 2000 election cycle.

What it All Means

What the publisher-record label squabble will mean
for webcasters isn't clear at this point. But so far in its
short existence, the oniine-radio industry has had to
deal with a growing list of financial obstacles to its
viability. While the general downtum of the economy
(especially the online economy) and rising bandwidth
costs for growing audiences are harsh realities, many
webcasters feel they are being hijacked by the demands
of copyright-holders.

Attorney Carey Ramos, representing music
publishers, has commented, “The reality is that
songwriters have been ignored — or taken for granted
— in the debate over distributing music on the
Internet. Some Internet companies and record labels
want the music publishers to let them use their music
for free, or eise have the government step in to force
the publishers to do so.”

Traditional radio broadcasters have long paid
publishing royalties to songwriters. When webcasting
came along, it was understood that webcasters were
likewise liable for these fees. Then came the demands
for royalties by the record industry. It was the pressure
of these obligations, as well as the financial demands of
AFTRA (for the right to stream radio commercials
featuring union talent), that compelled many major
radio broadcasters to drop their streaming activity
entirely last month. (Note that the AFTRA situation did
not affect Internet-only streams.)

These mounting obligations, along with less-than-
enthusiastic support from advertisers and audiences,
left many webcasters wondering how the industry can
possibly survive. And what happens if music
publishers, using the argument that webcasting
necessitates reproduction as well as performance
fees, demand even higher royalties? With the
possibility of even more fees on the horizon, the
outiook for webcasters may be beyond bleak.

Subscription Services Will Survive

The interactive-subscription service arena
shouldn’t have nearly the same struggle as webcast-
ers. Consumers have spoken: They want music
online. This is like watching a line of customers,
money in hand, form on the sidewalk before the
store’s even built. When the service is properly
established and the interface is simple and conve-
nient, the revenue will come.

Internet radio, for its part, is going to need more
muscle in its corner. DiMA, the largest trade associa-
tion, isn’'t an established or powerful-enough force,
and the National Association of Broadcasters — with
its abundance of lawmaker friends — was seemingly
asleep at the switch when the RIAA convinced the
Copyright Office that broadcasters must pay perfor-
mance copyright fees for webcasts.

The NAB needs to recognize that its interests
mirror those of pure webcasters more than they
conflict with them, and it needs to throw its support
behind a/l radio interests. Only with strong represen-
tation when decisions on issues such as royalty fees
are made will webcasters be able to survive.

Mites Copeland, former IRS Records executive and
current Ark21 Records CEO, insists that selling
records isn't a hugely profitable business. it generates
big revenues, for sure, but it also generates huge
expenses and high risk. Fine. So set royalty rates for

the past month spentin betatestingin -
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Continusd from Page 16
almost exactly alike (framing and composition), and all
the jocks were asked to answer the same lame questions
(when asked for their “favorite songs” or “favorite
movies,” most answered “Too many to mention”).

Why not chalienge the personalities and make them
contribute some of their creativity? Listeners think radio

. personalities are larger than life, so why disappoint
them? How about this: Have each personality write one
paragraph about something that a listener would be
interested to read, like the jock’s favorite moment witha
music celebrity, the most embarrassing or heartbreak-
ing or thrilling moment in their broadcast career, the
worst dues they’ve had to pay in their career or why a
certain cause or charity is important to them. They could
all be compelling stories. Things like this would serve to
attach a human element fo the station and brand —
again, things no competitor could do exactly the same
way.

The site does have personality (and useful
information) in its original editorial material, including its
CD and movie reviews. Here's an opportunity to expand
the station’s value to the listeners and also give them the
human element. Even if a certain listener thinks the
weekend jock who panned the listener’s favorite artist's
new CD is a blowhard know-nothing, the station has
made a memorable impression. This will always benefit
the station.

It's also quite nice to see a broadcaster making use of
an Internet “side channel.” WTPI offers a Smooth Jazz
Internet-only stream called “Nightbreeze.” it's a way to
offer something to the station’s listeners whose tastes
are closer to the fringe of WTPI’s musical offerings and
to hopefully prevent them from looking elsewhere. The
role that the “tucked away on a weekend moming”
specialty show has played for broadcast radio (WTPI:
does indeed have a Sunday-moming jazz show) can
now be filled by an Internet-only channel. without:
interrupting normal programming.

One finai thought: In the hour or so that | listened to
the stream, we never heard any mention of the website.
Granted, WTPI's listenership probably isn't the “wired
generation,” but when your station’s site provides both.
value to the listener and an opportunity for the station to
make another impression, you've got to push it.

— Payl Maloney

L}
webcasting and on-demand streaming as a percentage of
real profit. If a company is making money through the use
of an.artist's work, it should compensate the artist with a
fair percentage of that profit, but the artist's cut shouldn't
stand in the way of the business’ success. When a business
(and industry) succeeds, everyone should benefit. Maybe
then everyone will work together to help ensure that
success.
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Cox Returns Some, But Not All, Station Streams To The "Net

" ’b”m Dwitri Last Thursday it was reported by

For A Py Mo AllAccess.com that Cox Radio,

Intemet Newsletter one of the country's largest
broadcasting companies, had retumed its streaming to the
Internet. RAIN's crack team of interns did some research of
their own and found this to be only partially true.

As of earlier this week RA/N could confirm that, from a
small sampling of 21 Cox stations, only eight were streaming.
“Listen” links at most of the remaining station sites led to the
now-familiar “We are working with the numerous parties
invoived to resolve this situation” statement.

Contractual guarantees of higher payments for AFTRA
talent and the resulting requests by advertisers that stations
not stream certain radio ads caused many broadcast
companies to abruptly pull down their stations’ streams.
Unwillingness to anger high-paying advertising clients (and
uncertainty about their own liability for the hefty supplemental
payments) has meant no streaming for hundreds of radio
stations.

But it seems that at least some major broadcasters are
returning to the Internet. The last few weeks have seen
stations like WLS-AM/Chicago and WTOP-AM/Washington,
DC return to the 'Net. And with the reported return of Cox
properties’ streams, RAIN got on the case.

Whether or not any particular Cox station was
streaming didn't seem to be dependent upon format. For
instance, News/Talk stations might logically be expected to be
returning to the Internet more quickly than music stations,
since the uncertainty regarding music royalties isn’t an issue
for these outlets. But of the three Cox Talk properties we
checked, only WSB-AM/Atlanta was streaming, while News/
Talk WOKV-AM and Sports/Talk WBWL-AM (both in
Jacksonville) are still down.

Likewise, geography didn't seem to play a role. While
the two aforementioned Jacksonville stations are silent on the
"Net, sister Jacksonville stations WAPE-FM & WMXQ-FM are
now streaming. In every instance that RA/N found a station to
be streaming, it was through the StreamAudio system, which

Radio Voodoo

Continued from Page 17

Listeners of affiliate radio stations (via telephone or the
web, if they have amicrophone for their PC) callin and vote for
their favorite songs they've heard on the station, voice their
opinions, send greetings to friends, etc. The programming is
then created by RadioVoodoo's staff of DJs and sound
engineers and ends up being a two-hour mix of the top songs
with the listener voice elements interspersed throughout the
program.

Thelog of the show and listener drop-ins is presented to
the affiliate via the web, where it can be edited or rearranged
for total station control of the program. The result is a show,
ideal for evenings or a midday lunch program, that can be
positioned as “produced by the listeners, for the listeners.”

Additionally, to drive cume for the show, RadioVoodoo
sendsan e-mail notification to five “finalists” for every one on-
air opportunity on the show, letting them that know they
might be on the show. So for a show with 60 on-air listener
opportunities, 300 people would receive’ advance notice to

listen. The idea here is that not only will these people make a:

special “listening appointment,” they'll notify friends to tune
inas well.
The company’s board of directors includes the founder

INTERNET

NEWS & VIEWS

presumably replaced (or at least eliminated) the AFTRA spots.
(Cox Radio Interactive, the Intemet division of Cox Radio,
announced an exclusive strategic business alliance with
StreamAudio this past January.)
Station found to be streaming
WBTS-FM/Atlanta (CHR/Rhythmic)
WFOX-FM/Atlanta (Oldies)
WSB-AM/Atlanta (News/Talk)
WODL-FM/Birmingham (Oldies)
WAPE-FM/Jacksonville (CHR/Pop)
WRKA-FM/Louisville (Oldies)
WFJO-FM/Tampa (Rhythmic Oldies)
WDUV-FM/Tampa (B/EZ)
Stations not streaming
WEZN-FM/Bridgeport, CT (AC)
WDPT-FM/Dayton ('80s)
WJIMZ-FM/Greenville, SC (Urban)*
WHZT-FM/Greenville, SC (CHR/Rhythmic)**
KXME-FMMHonolulu (CHR/Rhythmic)
WOKV-AM/Jacksonville (News/Taik)
WMXQ-FM/Jacksonville ('80s)**
WBWL-AM/Jacksonville (Sports/Talk)
WSFR-FM/Louisville (Hot AC)**
KWEN-FM/Tulsa (Country)
KRAV-FM/Tulsa (AC)
KJSR-FM/Tulsa (Classic Rock)
KRTQ-FM/Tulsa (Active Rock)**
*Stream not yet operational
**RAIN unable to connect/stream silent

- — Holiday Dmitri

Holidsy Dmitri is a freelance writer in Chicago. She
received her bachelor’s degree in 1999 from Northwestern
University's Medill School of Joumalism. She is formerly
Senior Assoc. Editor of Velocity magazine and Website
Archive Editor of XLAR8R magazine. This is her first piece
for RAIN.

and the former VP of the web-community company Tripod (Bo
Peabody and Ethan Zuckerman, respectively), and AMFM |
Interactive founder Charles Armstrong.

Hamilton says, “Of course I'm biased, but | think we've
got the next big thing in radio with RadioVoodoo: a solution
that properly leverages the web, the phone and the audience to
produce must-hear radio with a built-in audience.”

— Paul Maloney |

The Right To Hovaltles?

Are record companies
“and publishers right
to demand royalties
for the use of their |
copyrights from Inter-
net radio when they ;:
don't get them from
other media? Can the webcasting industry handle’
these demands and remain a viable business? As ’
always, we love 1o hear from you. E-mail your ‘
thoughts to us at.feedback@kurthanson.com, and
follow the issues with RAIN: Radio And Internet ‘
Newsletter at www. kunnanson com.

E L il

WwWwWWwW.americanradiohistorv.com

Y

Radie And
Internet Newsletter

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

Net Chats

» On Tuesday (5/29), Babyface protege Jon B. tells
you why last names are so much cooler when
abbreviated, at 8pm ET, S5pm PT (www.yahoo.com).

« Also on Tuesday, hip-hop/R&B singer Alicia Keys
unlocks some secrets at 8:30pm ET, 5:30pm PT
(www.yahoo.com).

« Krystal reveals her secret identity as “Supergir”
this Tuesday (5/29) at 7pm ET, 4pm PT (www.yahoo.
com).

*»On Wednesday (5/30), reggae popster Shaggy
reiterates that he’s not the cartoon character from
Scooby Doo at 8pm ET, 5pm PT (www.yahoo.com).

* Also on Wednesday, Train keeps a rollin’ right onto
your computer screen at 7pm ET, 4pm PT (www.
yahoo.com).

¢ The beautiful Irish lasses of The Corrs will leave
you “Breathless” this Thursday (5/31) at 7pm ET, 4pm
PT (www.yahoo.com).

On The Web

* A 24-hour video webcast from country maverick
Eric Heatherly begins this Sunday (527) at 3pm ET,
noon PT (www.hob.com).

» On Tuesday (5/20), a 24-hour webcast from Chi-
town pop punkers Lucky Boys Confusion begins at

3pm ET, noon PT (www.hob.com).
—Frank Correia
Vivendi Universal Buys MP3.com

Vivendi Universal has purchased MP3.com for
$372 million. Universal plans to use MP3.com to
power Duet, an Intemet music-distribution
partnership between Universal and Sony that is
scheduled to launch his summer. Vivendi, which
battled MP3.com in court over copyright in-
fringement when MP3's Internet “music locker”
service included Universal artists, is paying $5
for each share of the music-distribution service's
stock, a premium on the issue’s May 18 close of
$3.01. News of the merger drove MP3's stock up
61% on Monday, the day the deal was announ-
ced.

EverStream Acquires AdAcoustics

Streaming programmer EverStream has pur-
chased AdAcoustics and its parent company,
The MusicBooth, which owns numerous patents
for targeted advertising via cable, satellite,
Internet and wireless networks. The deal ex-
pands Everstream's targeted-advertising reach
from the Internet to cable and satellite broad-
casting. Joining Everstream’s board are
AdAcoustics President Robert Wolfe and
AdAcoustics board member and former J. Walter
Thompson Worldwide Chaiman/CEO Burt
Manning. Wolfe will also serve as Exec. VP/
General Counsel for Everstream.
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Block The Ads,
Kill The Site

The first time I heard "Be careful what you
wish for: you just might get it” was in Willy
Wonka and the Choco- ¢ 3 :
late Factory. and it L
wasn’t a warning, it was §
pleasant advice spoken
gently to a little boy who
did the right thing and
actually got his wish.

This past year the

commercial Internet has
fallen from grace with
business and the public
alike for some obvious and not so obvious rea-
sons,

Take ad-blocking software.

At the very moment that software like Web-
Washer, PopupCleaner, Hiddensurf and Ad
Buster hit the 'Net, I felt that I had to sound
an alarm. You'll get no argument from me that
ads can be annoying, but they are the quid pro
quo for frec information. Kill those ads, and the
inevitable result is that the free information dies
too. Ya wanna pay subscription fees? I didn’t
think so, ya cheap bastard.

Even that is a sort of neutral. fact-based ap-
proach to the “end of the free "Net as we know
it” argument. As a broadcaster. I've become
more militant about it. We've all become a bit
too clever and smug for our own good when it
comes to web ads. and it's goiag to be our un-
doing. To take the information for free and em-
ploy a method of deleting the advertising is at
the very least disrespectful to the information
source and the advertiser and at worst the death
of the provision of that information.

And we're radio people: we should know
better.

Don’t want to take my word for it? Think
I'm a raving lunatic who has somehow fallen
in love with the banner ad? Check the archives
at wwwifuckedcompany.com. Do a text search
on “to supplement flagging ad sales revenues™
on Yahoo! News. A company going out of busi-
ness is the ultimate example of my point. If we
choose to use methods that make adventising
less effective or, in the case of ad-blocking soft-
ware, completely impotent, we are the archi-
teets of our own sorry, subscription-paying fu-
ture.

Don’t like ads? Fine. Ignore them. That's a
choice you are entitled
to make. But don’t em-
ploy technology to
prevent them from
loading. You are slit-
ting your own cheap throat. You are trading
long-term health for a misguided present. And
you'll get what you wish for: no ads. Because
there will be no pages on which to place them.

David Lawrence

Questions? Comments? david @ netmusic
countdown.com. or post to the Internet folder
on the www.rronline.com message board.

David Lawrence is heard on WGN/Chicago; is the
host of Online Today and Online Tonight, syn-
dicated high-tech/pop culture radio talk shows
trom Dame-Galiagher; 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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had David Fagin, lead singer for The Rosenbergs, on my show
for an interview this past week. The band have been featured as
one of our "Net Unknowns, and they've been plugging away at the
concert circuit, doing what indie bands do best: gathering.fans

along the road, selling CDs and T-shirts and hoping for the best. - 1

Fagin sounded almost dejected and defeated when it came to the
subject of radio airplay. “Nah, we’'ll never get on the corporately
controlled playlists on stations,” he said. “We’re doing it one-to-
one with our fans, hoping that they share one-to-one with their
friends.” He was referring to the band’s innovative promotion idea:
placing two identical CDs in every package sold in stores in the

I indies Give Up

hopes that buyers will pass one along to their friends.
“How can we expect anything when the deals are now being
made out in the open?” Fagin asked. “For $100,000 you get an

add. No money, no play...."

His voice trailed off, a verbal sigh and

shrug of the shoulders. Too bad. His band has an amazing sound
that mixes as well with Nelly as it did with David Gray and Dido on
the show. | hope it was just fatigue. If the great indie bands give
up, throw in the towel and don’t even try to influence the odd
program director who will take a chance on a new song just
because it is a hit and maybe spark others to do the same, we're

all poorer for it.

— David Lawrence
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CHR/Pop

ARTIST CDrTitle

D100 Mo Angel/ “Thankyou™

JANET All For You/ “You™

LIFENOUSE No Name Face/ “Hanging™ :
SHAGGY Hot Shot/ “Angel”

LENNY KRAVITZ Greatest Hits/ "Again”
COLDPLAY Parachutes/ “Yellow™
DESTINY'S CHILD Survivor/ “Survivor™
NELLY Country Grammar/ “Ride”

MOBY Play/“Southside”

UNCLE XRACKER Doubie Wide/ “Foliow™
CRAZY TOWN Gift Of Game/ “Butterfly”™
NELLY FURTADO Whoa Nelly!/ *Bird”
JENNIFERLOPEZ J. Lo/ “Play”

INCUBUS Make Yourselt/ “Drive”
SCLUB 7 7/“Dream”

MADONNA Music/ “Gid™ A
AEROSMITH Just Push Play/ “ Jaded”
LIMP BIZKIT Chocolate Startish.../ “Way"
AGUILERA, LIL' KIM, MYA & PINK Moulin Rouge/ “Lady”™
K-C18.40J0 X/ Crazy"

Country

ARTIST CO/Title

TIM MCGRAW Set This Circus Dowr/ “Grown™
BROOKS & DUNN Steers & Stripes/ “Nothing™
JESSICAANDREWS Who ! Anv/ “Who™

DIXIE CHICKS Fiy/ “Fall”

FAITHHILL Breathe/ “Wings™

KENNY CHESNEY Greatest Hits/ “Happen™
LEANN RIMES / Need Yow “Do”

TRAVIS TRITT Down The Road | Go/ “Great™
SARA EVANS Bom To Fly/ “Ask™

GARY ALLAN Smoke Rings In The Dark/ “Right”
LEE ANN WOMACK ! Hope You Dance/ “Call”
ALAN JACKSDN When Somebody Loves You/ “Somebody”
DIAMOND RiO One More Day/ “Day”

TOBY KEITH How Do You Like Me Now/ “Kiss™
MONTGOMERY GENTRY Carrying Or/ “Change”
AARON TIPPIN Peopie Like Us/ “People”

MARK MCGUINN Mark McGuinr/ “Steven”
GEORGE STRAIT George Strait/ “Anything”
BRAD PAISLEY Part I/ “Two"

KEITH URBAN Keith Urbar/ “Blacktop,' “Grace”

-~ Hot AC

ARTIST €0/Title

DIDO No Angel/ “Thankyou™

LIFEHOUSE Ao Name Face/ “Hanging”

U2 All That You Can't Leave Behind/ “Beautiful.” “Walk"
LENNY KRAVITZ Greatest Hits/ “Again”
COLDPLAY Parachutes/“Yellow™

INCUBUS Make Yoursett/ “Drive”

CREED Human Clay/“Arms”

NELLY FURTADO Whoa Nelly/ “Bird"

JANET All ForYou/ “You™

MOBY Play/ “Southside”

DAVE MATTHEWS BAND Everyday/“Space™
TRAIN Dsops Of Jupiter/ “Drops”™

MADONNA Music/ “Tell”

AEROSMITH Just Push Play/ *Jaded”

UNCLE KRACKER Double Wide/ “Follow”
VERTICAL HORIZON Everything You Want/ “Best”
FUEL Something Like Human/ “Hemorrhage™
THE CORRS /i Biue/ “Breathless™

DAVID GRAY White Ladder/ “Forgive”

LEE ANN WOMACK / Hope You Dance/“Dance™
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Urban

ARTIST C¥Title

JANET All For Youw/ “You™

INDIA.ARIE Acoustic Soul/ “Video™
2PAL Until The End Of Time/ “End”
SUNSHINE ANDERSON Your Womar “Before™
MUSI Ajjuswanaseing/ "Love”
DESTINY'S CHILD Survivor/“Survivor”
R. KELLY TP-2.conv “Fiesta”

OUTKAST Stankonia/ “Fresh”™

112 Part il “Peaches™

JLL SCOTT Who Is Jitl Scott?/ “Walk™
CASE Open Letter/ “Missing™

NELLY Country Grammar/ *Ride”
LUDACRIS Back For The First Time/ “Southern”
MISSY ELLIOTT Get Ur Freak Orv/ “Freak”
TANK Force Of Nature/ “Maybe™
GINUWINE ThelLife/ “There”

JAHEIM Ghetto Love/ “Could”

TYRESE 2000 Watts/ “Girls™

KOFFEE BROWN Mars/Venus/ “Party”
JOE My Name Is Joe/ " Stutter”

Smooth Jazz

ARTIST COTitle

SADE Lovers Rock/ “Sorrow,” “Side”

RICK BRAUN Kisses /n The Rain/ “Rain”
DAVE KOZ The Dance/ “Love”

KIRK WHALUM Unconditional/ “Forever”
ERIC CLAPTON Reptile/ “Reptile”

CHUCK LOEB /n A Heartbeal/ “Nocth™
RIPPINGTONS Life in The Tropics/ “Breeze”
NORMAN BROWN Celebration/ “Paradise™
JEFFLORBER Kickin' It/ “Snakebite”
WAYMAN TISDALE Face To Face/ “Hide”
FOUR 80 EAST Nocturnal/ “Bumper”

JEFF KASHIWA Another Door Opens/ “World™
CRAIG CHAQUICO Panorama/ “Cate”
MICHAEL LINGTON Vivid/ “Sunset”

BONA FIDE Royal Functior/ “Hip”

DAVID BENOIT Professional Dreamer/ “Miles”
GEORGE BENSON Absolute Bensor/ “Medicine”
RICHARD ELLIOTT Chilt Factor/ “Who?”
FREEDIE RAVEL Freddie Ravel/ “Sunny”

JEFF GoLuB Dangerous Curves/ 'Drop

Altemative

ARTIST CDTitle

INCUBUS Make Yourselt/ “Drive”

LIMP BIZKIT Chocolate Slartish.../ “Way"
LIFEHOUSE No Name Face/ “Hanging,” “Sick”
U2 All That You Can't Leave Behind/ “Eievation™
MOBY Piay/“Southside™

DAVE MATTHEWS BAND Everyday/ “Space™
LINKIN PARK Hybrid Theory/ “Crawling”
COLODPLAY Parachutes/ “Shiver”

STAIND Break The Cycie/“Awhile™

30D00RS DOWN Better Life/ “Duck”

TRAIN Drops Of Jupiter/ “Drops™

FUEL Something Like Human/ "tnnocent”
AMERICAN HI-F American Hi-Fi/ “Flavor™
PAPARQGACH Infest/ “Angels”

CRAZY TOWN The Gift Of The Game/ “Revolving,” “Butterfly”
TANTRIC Tantric/ “Breakdown”

DAVIO GRAY White Ladder/ “Forgive™

R.E.M. Reveal/ “Imitation”

OEPECHE MODE Exciter/“Dream”

coiLo 13 Ways To Bleed/ “No”

E-charts are basad on weekly rankings of CD sales.

ilad

include AlfyRadio, altavista:

radio, Amazon.com, Astist Direct.com. BamesandNoble.com. bott Radio. BN Radio, CDNo«m CDNow Radio, chmﬂmom Ciy Inlemet Rad»o DMX Music, FreeCiub.com, Gracenote.com,
iWonRadio, Lycos Radio, MediAmazing. MSN-Chat. Music Choice. Musicplex. MusicMatch, NBCi Radio, PEELRadio, Radko. Beonair Com, Radiowave.com, Radko Free Cash.com, Radio Free Virgin, Radio

Juntos, Radio on bay 9. Rollmosmeom Spinner.com, mmmwnmkmnmm TMMWPMWUBLM Data is weighted bzsed on traffic reports by web traffic mondor
5050

wWWwWw.americanradiohistorv.com

©2001 R&R inc.©2001 Onine T

. Net Music Countdown

May 25, 2001 R&R @ 19

il



www.americanradiohistory.com

20 © RaR May 25, 2001

Newsbreakers

Kelly Becomes PD
At WKDF/Nashville

R&R Music Meeting Marketing
Director Dave Kelly has been
named PD of Citadel’s Country
WKDF (Music
City 103)/Nash-
ville, effective
June 4. He suc-
ceeds Wes Mc-
Shay, who an-
nounced last
month that he
would be leav-
ing the station
when his con-

Kelly

the end of June.

McShay has left the station now
that Kelly has been hired.

*I'm a huge believer in and sup-

porter of R&R’s Music Meeting,

tract expired at |

The BMI Pop award is one of the highest honors that an artist can re-
ceive in the songwriting community. Songwriter Stephanie Bentley re-
ceived one recently for her song “Breathe,” recorded by Faith Hill, for
Pop Song of the Year. Pictured with Bentley (r) are EMI Music Publish-
ing Chairman/CEQ (and BMI's Publisher of the Year) Martin Bandier
and BM! President/CEQ Frances Preston.

so there wasn't much that would |

 WPLA/Jacksonville Makes Petibone PD

to working with [WKDF moming |

take me away from here,” Kelly
told R&R. “But I look at this as a
huge opportunity and look forward

personality} Carl P. Mayfield and
[afternoon driver] CC McCartney.
Music City 103 is moving in a di-
rection that's good not only for the
station. but for the format.”
Mayfield and McCartney were
both personalitics at WSIX/Nash-
ville when Kelly programmed that
station between 1995-2000. Kelly
spent the last 14 months with R&R
and was PD of WKCN/Columbus.
GA before his move o Music City.

Lebow

Continued from Page 1

company's radio division.

Lebow will oversee Emmiis’ sta-
tions in Chicago. Denver, India-
napolis, St. Louis and Terre Haute.
IN. He will remain based in
Westport. CT and will also help
Emmis Radio President Doyle
Rose, as needed. with the com-
pany's properties in Los Angeles,
New York and Phocnix.

“It’s so good to have David back

S

Just Added

d
1]

Clear Channel’s Alternative
WPLA/Jacksonville has filled its
! vacant PD position with Scett
Petibone. currently PD of Alterna-
| tive sister WXSR/Tallahassee, FL.
Petibone will join 'PLA on July |
to replace Rich Schmidt. who took
over as PD of WXTB/Tampa three
weeks ago (R&R 4/13). Interest-
| ingly, Schmidt also came to WPLA
' from WXSR.
| “Scott has successfully outper-
| formed the Tallahassce market and
will be a rerific asset to our great
WPLA stff,” said WPLA GM

David Manning. “I would also like
to thank Chumley for jumping in
and taking care-of all the program-
ming duties for the past three
weeks.”

Petibone told R&R, “I really am
excited. I know all the people [at
WPLA]. and they're all really tal-
ented and cool. The competitive
situation there doesn’t seem as cul-
throat as it is here. It gives me 3

chance to breathe a littie and listen |

to what the station and the people
are like and what I nced to do once
1 get there.” -

in the company again.” Rose com-
mented. “As the radio division
grew. and it was time to bring
someone in to help me oversee the
group, David was an obvious
choice. Not only is David one of
the brightest and best in the busi-
ness, he understands the Emmis
culture and our approach to radio.”

Lebow most recently served as
Exec. VP/Western Region for
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© WKLB/Boston
" KWJJ/Portland

Smurday Nights will Never be the Same
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AMFM, which last year merged
with Clear Channel Communica-
tions. In that position he oversaw
AMFM’s stations in L.A., San
Francisco, Chicago, Denver, Phoe-
nix and Minnecapolis. Before that he
was COO for the AMFM Office of
Product & Strategy, and he has held
positions with Arbitron, GAF
Broadcasting and Chase Broadcast-

ing.

KYNG.

“Shawn is the marquee sales manager in Dallas,” KHVN, KOAI & KRBV
VP/GM Dave Presher commented. “His success at all levels — local, na-
tional and as Director/Sales — is exceptional. Shawn has experience in all
facets of sales — agency, direct, nontraditional — and has exceptional
| relationships with buyers and key sellers in the market.

“Shawn joins an excellent team of sales managers in KHVN & KOAI
GSM J.R.Jackson and KRBV GSM Darrin Korzeniewski. We feel his knowt-
edge of CHR and the 25-54 market will help the entire infinity cluster”

EXECUTIVE ACTION

Nunn Named KOA! & KRBV/Dallas Dir./Sales

hawn Nunn has joined Infinity's Smooth Jazz and CHR/Pop KOA) &
KRBV/Dallas as Director/Sales. He was most recently in a similar
position at Clear Channel's crosstown KDMX & KHKS. Nunn's resume
also includes stints as GSM and LSM at KHKS and NSM at infinity’s former

Continued from Page 3

1 love his knowledge and manage-
ment skills.”

Hansen's radio career began in
| Sacramento, where he was on-air at

Progressive KSFM. From 1975-85
| he worked at AOR KSJO/San Jose.
first on-air as “Baby Leroy,” then
as the station's PD for the last five
years of his tenure.

In 1985 he joined EOR (Eclec-
tic-Oriented Rock) KESI/San An-
tonio as OM and subsequently held
| @ similar title at the then-nationally
syndicated Wave Network in Chi-
cago. He served as PD of heritage
Smooth Jazz WNUA/Chicago
from 1989 to 1996, when he suc-
l ceeded the late Steve Feinstein as

PD of KKSF/San Francisco. More
recently, Hansen oversaw opera-
tions for Gross Communications’
Bend, OR cluster.

Hansen told R&R. “I'm so
jazzed that John Geary invited me
to join KSSJ's staff, because it
means the opportunity to continue
the work of one of the best pro-
grammers in the country, Steve
Williams. I’'m also looking forward
to further collaborations with Allen
Kepler and the Broadcast Architec-
ture team. Northern California was
where | was born and raised. where
I met and married my wife and
where most of my friends and fam-
ily still live. so it's especially sweet
to return to the area to do what 1
love doing most.”

Lebow told R&R that the real
story isn’t his appointment, it’s the
overall growth Emmis has seen in
recent years. “The story is really
about [President/CEO] Jeff Smul-
yan, Doyle, [Exec. VP/Program-
ming] Rick Cummings and the em-
ployees at Emmis,” he says. “I'm
just the guy they’ve decided to
bring in to help oversee the results
of much of that growth.”

When asked why he decided to

return to Emmis, Lebow com-
mented. “I loved working with
Emmis. It was a great experience,
and I've always had a great respect
for Emmis. 1 took off for a year.
evaluated what 1 wanted to be do-
ing and where I wanted to do it and
decided that Emmiis is a great fit.
Emmis has grown tremendously
over the past several years, and that
growth dictated that someone come
in and help Doyle and Rick.”

‘During the period when Bo was not hosting our Saturday night show

I went crazy! Bo has the type of show that fits my station perfectly

We are a true music and personality radio station and that's what Bo does
It makes all the difference in the world to have him on Saturday nights
entertaining people like he's doing a morning show! The listener interaction
entertainment values are superb! | want top notch programming on the
station at all times and the Bo show takes Saturday nights to a new level”.

\\_\"\- Mike Kennedy KBEQ-FM Infinity Kansas City
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Clear Channel

Continued from Page 1

“It’s exciting to give great
people the opportunity to do more
and leverage their abilities across
our cluster,” Krampf commented.
“Michael is one of the finest PDs
in the country and is deserving of
this great opportunity.”

Clear Channel VP/Program-
ming, Western Operations Steve

Smith said of Martin's promotion,
“Michael’s track record in the San
Francisco Bay Area is phenomenal.
His talent, focus and drive are in-
credible assets to the company.”

In retated news, KMEL & KKSF
Marketing Director Katie Eyerly
has been elevated t6 Group Market-
ing Director for the San Francisco
cluster. KMEL also names Mari-
ama Snider MD.

Convention
Continued from Page 1

the Music™ and continuing through
the '70s with other smashes, in-
cluding “China Grove,” “Black
Water,” “Taking It to the Streets”
and “What a Fool Believes,” The
Doobie Brothers were a staple on
both CHR and Rock radio. They
broke up in 1982 but reunited oc-
casionally for special concert ap-
pearances. The group has reunited
once more and are currently signed
to WEA-distributed Pyramid
Records. They will perform at the
AC luncheon on Friday, June 15.
Also on Friday, CNN personal-

ity Lamy King will host a special

edition of Larry King Live at a
CHR session. His guest? Veteran
KIIS/Los Angeles and syndicated
personality Rick Dees.

On Saturday, June 16, R&R’s an-
nual Alternative Rate-A-Record
will include a guest appearance by
Jane’s Addiction and ex-Red Hot
Chili Peppers guitarist Dave
Navarro. He will be joined by a
panel of influential radio program-
mers as they rate a variety of new
releases. )

These new events join an all-star
lineup of keynote speakers, impor-
tant industry addresses and top-
flight entertainment already an-

CHRONICLE I

Bwrmhs

U2 frontman Bono, wife Ali, a
son, May 21,

WROX/Washington moming tal-
Connor Lennon, May 13.

Wamer Bros. Dir/National Pro-

motion Dave Lombardl, wife
Kelley, son Dante Vincent, May 10.

Metallica drummer Lars Ulrich,
wife Skylar, son Layne, May 6.

nounced for R&R Convention
2001, including an address by the
42nd President of the United States,
Bill Clinton. The ‘agenda also in-

cludes appearances by Rev. Dr. Al-

- Sharpton, a number of radio indus-
try group heads, record producer
David Foster, former MTV VJ Nina
Blackwood and researcher Larry
Rosin. Performances confirmed
thus far include Stevie Nicks,
Shelby Lynne, Sophic B. Hawkins,
The Guess Who and Nikka Costa.

FCC

Continued from Page 3
needs a broad understanding of
public policy, including “how to
anticipate the consequences gov-
emment actions may have on con-
sumers and the economy.”

Copps, the lone Democrat, told
the committee that his 15 years of
experience working on Capitol
Hill for Sen. Emest Hollings in-
stilled in him a “decp and lasting
loyalty to the legislative branch of
our government” and said his de-
sire to have a meaningful relation-
ship with Capitol Hill “comes not
just from my brains, but from my
bones.” “I cannot imagine being

effective in this job without having
a focused, ongoing and cooperative
relationship with all of you,” he
continued. “It’s always politic to
talk cooperation, but 1 just don’t be-
lieve this country can accomplish
what it needs to accomplish in tele-
communications or anything clse
without this kind of open commu-
nication.”

The nominees’ time in the hot
seat was short, especially compared
to what Powell endured. His con-
tinning as FCC Chairman is also up
for a vote, and commitice members
were much more critical of him
than they had been of the other

AARON CARTER Bounce
DESTINY'S CHILD Survivor

NELLY FURTADO I'm Like A Bird
BACKSTREET BOYS The Cal

‘NSYNC Byo Byo Byo - _
‘N SYNC Pop

LESLIE CARTER Like, Wow
ENFFEL 65 Biue (Da Ba Dee)
DREAM This Is Me
DREAM He Loves U Not

0-TOWN Al Or Nothing
SMASH MOUTH AN Star

A*TEENS Bouncing Off The Ceiling (Upside Down)
3LW No More (Baby I'ma Do Right)

AARON CARTER That's How | Beat Shaq

BAHA MEN Who Let The Dogs Out

HAMPTON THE HAMPSTER The Hampsterdance 2

@ Playtist for the week ending May 20.

g

88883%%&&223%3322&885

Powell answered questions on
familiar topics, including the rapid
pace of consolidation in the broad-
casting industry. Sen. Ron Wyden
comered Powell on the possibility
of just a few companies controlling
most of the nation’s media, point-
ing specifically to the FCC’s recent
approval of Viacom’s effort to own
two TV networks, and asked if it
troubled Powell that such “radical
concentration™ might happen on his
watch.

Powell fired back, “It troubles
me that it’s ascribed to me before
we’ve done anything. Many of the
scenarios you postulate would vio-
late the antitrust laws of the United
States. Antitrust would not allow
that to occur.”

Powell said he has genuine con-
cems about consolidation but that
it’s “healthy” for the FCC to review
rules such as ownership caps to en-
sure that the rules are still necessary.

The Senate Commerce Commit-
tee was scheduled to vote on the
nominations Thursday, then send
the nominations to the Senate for a

-+ final vote.

— Joe Howard

KLNA
Continued from Page 3

in that niche market is great. KLNA
will become the only commercial
tion serving the Sacramento area.”

Besides KFIA, Salem owns con-

* servative Talk KTKZ in Sacra-

mento. The company anticipates
closing the purchase of KLNA dur-
ing the first half of this year.

Salem also announced last week
that it is acquiring KBZS-AM/Palo
Alto (San Francisco), CA for $9
million from In Radio License LLC
and WVBB-AM/Richmond for
$735,000 from Cox Radio (see
Transactions, Page 6). The two sta-
tions will eventually launch Talk
formats. -

www.americanradiohistorv.com

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
PNI| Nall o 972-991-9200

DIFFUSER Tidal

DAVE MAVARRO Rexalt

PRIME STH 'm Stupid (Don't Worry)
STAIND Outside

Alternative

DAVE MAWARRO Rexall
PRIME $TH 'm Stupid (Dont Worty)
RADIOHEAD | Might Be Wrong
STABBING WESTWARD So Far Avay

FAITH HILL There You'll Be
SUGAR RAY When It's Over

Malastream AC

CARLY HENNESSY F'm Gonna Blow Your Mind...
FAITH HILL Thars You's Be
SUGAR RAY When its Over

Lite AC
FAITH HILL There You't Be

NAC
FATTBURGER Evil Ways
SPYRO GYRA Open Door

w©
AALIVAN We Neod A Resolution
JAMULE | Cry
JAHEND Just I Case
ALICIA KEVS Fallin'

ST. LUNATICS Midwest Swing

Altornative

Rorosa Cook

OURS Somatimes
PRIMUS My Name Is Mud
TRICKY Evolation Revolution

L

Active Rock
Stove Yoong/Cralg Altmaier

DROWIING POOL Bodies

Neritage Rock

Steve Yoong/Cralg Altmaler
No Adds

Net AC

Steve Young/Josh Hesiler

FAITH HLL There You'l Be

FAITH HILL There You'll Be

Heward _
Continued from Page 3
last year (R&R 2/25/00) Howard
was asked if he’d ever felt pressure
from the gay community t0 use the
pair’s radio show as a way to ad-
vance gay-related issues. He re-
plied, “Absolutely, but | also think
that just about anyone who is on
the radio has the same kind of pres-
sures from their own peer groups.
To succeed, we have to appeal to a
majority of listeners who are avail-
able, and the majority of listeners
out there aren’t gay.” )

Howard was also an accom-
plished stage and screen writer,
children’s novelist, music video di-
rector and features author.

Although Karel & Andrew had
been off the air and on vacation for
the past few weeks (following a re-
cent lineup shuffle at KFI that saw
John & Ken return to afternoon
drive on the station), they were re-
portedly set to retum to the air on
co-owned KLAC early next month.
Details of funeral arrangements for
Howard were not available at press
time.
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MONDAY, JUNE 4

National Frozen Yogurt Day
1919/The 19th Amendment to the
Constitution, guaranteeing

women the right to vote, is

passed by Congress.
1942/ The Battle of Midway begins.

1978/ Actor Rohin Williams weds ac- |

tress Valerie Velardi. They dix
vorce 10 years later.

Born: Dr. Ruth Westheimer 1928,
Angelina Jole 1975

In Music History

1967/ The Monkees picks up the
Emmy award for Outstanding
Comedy Series.

2000/ Eminem is arrested on weapons
charges outside a Detroit night-
club. The rapper is accused of
pulling an unloaded gun on his
wife and a male friend, who were
kissing in the club’s parking fot.
Eminem is also charged with
threatening the friend’s life.

| Bom: Freddy Fender 1937, Michslle

Philips (ex-Mamas & Papas)
1944

TUESDAY, JUNE 5

National Gingerbread Day

1967/ New franchises in the NHL are
awarded to the Minnesota North
Stars, the California Golden
Seals and the Los Angeles
Kings. The Seals are now extinct,
and the Stars shine bright deep
in the heart of Texas — Dallas.

Hockey comes to L.A.

1968/ Presidential candidate Senator
Robert F. Kennedy is shot by
Sirhan Sirhan. Kennedy dies the
next morning.

1993/in the Somalian capital of |

Mogadishu, 24 Pakistani U.N.
peacekeepers are ambushed
and massacred while inspecting
a weapons storage site.

1999/ Actor Ryan Phillippe weds ac-
tress Reese Witherspoon.

Born: Mark Wahlberg 1971

1959/Bob Zimmerman graduates
from Hibbing High School in
Minnesota. The aspiring folkie is
performing at coffeehouses un-
der a new name, Bob Dylan, by
the end of the year.

1977/ Alice Cooper's pet snake
Veronica, also featured in his
stage show, dies after being bit-
ten by a rat that was intended to
be her dinner.

1993/ Country legend Conway Twitty,
59, dies of an abdominal aneu-
rysm in a Branson, MO hospital.
Twitty took the No. 1 spot on the
Country chart 40 times over his
long career.

Born: Don Reld (The Statiers) 1945,
Nicko McBrain (Iron Maiden)
1954

WEDNESDAY JUNE 6

1844/The first YMCA is officially
founded, in London,

1932/The first gasoline tax levied by
Congress is enacted.

1933/ In Camden, NJ, the first drive-in
movie theater opens.

1978/ The ABC-TV news magazine 20/
20 debuts.

Born: Robert Englund 1949, Sandra

Bernhard 1955
=% $n Music History

1971/ Gladys Knight & The Pips
make their [ast TV appearance
together, on the final airing of
The Ed Sullivan Show. Knight
goes on to have several Pips-
free hits.

1989/ Chrissie Hynde tells U.K. re-
porters that her contribution to
a better environment is “fire-
bombing McDonald’s restau-
rants.” Three days later a gaso-
line bomb goes off in a.London
McDonald’s, leading to a po-
lice investigation of whether
Hynde's remark led to the attack.

Born: Gary “U.S."” Bonds 1939

THURSDAY. JUNE 7

National Chocolate Ice Cream Day

1955/ The $64,000 Question, a sum-
mer replacement show, pre-
mieres. The first show be-
comes the most watched and
talked-about program on TV.

1965/ Sony Corporation unveils its
consumer home videotape re-
corder. The price tag: $995.

1976/ The NBC Nightly News makes
its debut.

Born:Liam Neeson 1952, Mick “Man-
kind” Foley 1965, Anna
Kournikova 1981

In Music History

1993/ Atter years of squabbles over
location and design. ground is
broken for the Rock and Roll
Halt of Fame in Cleveland.

2000/ Eminem goes to court for the
tirst of many times on June 4's
weapons charges. He pleads
not guilty.

Born: Tom Jones 1940, Gordon Gano
(Violent Femmes) 1963

FRIDAY, JUNE 8

National Jelly-Filled Doughnut Day

1786/1ce cream is manufactured
commercially for the first time,
in New York City.

1966/ James Earl Ray is arrested in
London and charged with the
assassination of Martin Luther
King Jr.

1969/ U.S. troops begin their with-
drawal from Vietham.

Born: Barbara Bush 1925, Joan Riv-
ors 1933, Kesnen lvory Way-
ans 1958

1974/ Keyboardist Rick Wakeman
leaves Yes for the first time. He
stays gone until '76 and has
been in-and out of the group
several times since.

2000/ Sinead D’Connor announces
that she is a lesbian in an inter-
view with Curve magazine. Also
... Bruce Springsteen's “Ameri-
can Skin (41 Shots),” about the
police shooting of Amadou
Diallo, inspires the New York
City Police Benevolent Associa-
tion to request that its mem-
bers boycott The Boss’ upcom-
ing 10 shows in the city.

DATEBOOK

Born: Nancy Sinatra 1940, Boz
Scaggs 1944, Rob Pilatus (ex-
Milli Vanilli) 1965-1998

SATURDAY, JUNE 9

1534/French navigator Jacques *
Cartier becomes the first Euro-
pean explorer to discover the
St. Lawrence River, in present-
day Quebec, Canada.

1934/ The Disney cartoon character
Donald Duck makes his debut
as a bit player in the film The
Wise Little Hen.

Born: Dick Vitale 1939, Michael J.
Fox 1961, Johnay Depp 1963,
Natalie Portman 1981

i

1969/ Guitarist Brian Jones leaves
The Rolling Stones to start his
own band. He's found dead in
his swimming pool less than a
month later.

1994/TLC's Lisa “Left Eye” Lopes
sets fire to the home of her
boyfriend, Atlanta Falcons re-
ceiver Andre Rison. She later
pleads guilty to arson and is
sentenced to time in a halfway
house and probation.

Born: Cole Porter 1892-1964, Les
Paul 1915, Jon Lord (Deep
Purple) 1941

SUNDAY, JUNE 10

National Yo-Yo Day

1692/1n the Massachusetts Bay
colony of Salem Village,
Bridget Bishop, the first colo-
nist to be tried in the Salem
witch trials, is hanged after be-
ing found guilty of practicing
witchcraft.

1935/In New York, Alcoholics Anony-
mous is founded. Today there
are more than 80,000 local
groups in the U.S., with an es-
timated membership of nearty
2 million.

1940/ After two months of resistance,
Norway surrenders to Nazi Ger-
many.

Born: Judy Garland 1922-1969,

Elizabeth Hurley 1965, Leelee

Sobieski 1982

1940/Harlem, NY's famous Cotton
Club closes for good.

1966/ Tha Beatles’ “Rain,” the first
record known to have used re-
versed tape to achieve a musi-
cal effect, is released. Count-
less artists have since been
accused of using backward
tapes to add sinister subliminal
messages to their songs.

199072 Live Crew’s Luther Campbeli

and Chris Won Wong are ar-

rested in Florida for performing
songs from As Nasty as They

Wanna Be, which had been

judged obscene by a Florida

‘court the week before.

[

H

J. Lo Video Brouhaha Brewing

ho says “love don't cost a

thing™? Jennifer Lopez is
finding out how much it does cost.
Fans who can't get enough of the
singer-actress on the airwaves
and on the big screen may soon
get, in cyberspace and on store
shelves, a /ot more than just an
eyeful of the star, and Lopez is in
a court battle to keep it from hap-
pening.

What's all this about? Accord-
ing to the Star, a videotape of J.
Lo doing the nasty with an old
boyfriend (no, it's not P. Diddy)
has apparently found its way into
the hands of imprisoned rap mo-
gul Marion “Suge” Knight. The
‘zine says Lopez's old boyfriend
sokd the video to Knight, who ap-
parently plans to market the video
on the Internet.

Entertainment Weekly says
Knight plans to release another
racy video of J. Lo this summer,
called Suge Knight's The Real
Story: Down Low With J. Lo and
P, Diddy, described as “an uncen-
sored ‘re-enacted’ look into the
stormy relationship between
music’s Bad Boy and girl.” The
'zine reports that J. Lo’s lawyers
filed a lawsuit May 11 to block the
distribution of any unauthorized
sex video.

P. Diddy’s ex-gaipal tops the list
of FHM magazine’s “100 Sexiest
Women Alive.” Britney Spears is
third, Christina Aguilera is ninth,
Destiny’s Child’'s Beyonce
Knowles is No. 74, and Mandy
Moore is No. 94.

‘Love Ot Ansther Kind

R.E.M. frontman Michael Stipe
outs himselt in Time, telling the
'zine that he’s been “in a relation-
ship with an amazing man” for
about three years and describing
himself as a “queer artist” Stipe
avoided questions about his sexu-
ality in the past, the ‘zine says, but
he’s now more comfortable talk-
ing about it. Why? “I was being
made to be a coward about it,
rather than someone who felt like
it really was a very private thing,”
he answers.

Olivia Newton-John wants to
set the record straight: She’s not
a lesbian! According to the Globe,
rumors about her sexuality arose
as a result of an innocent remark
she made during an appearance
on The Tonight Show With Johnny
Carson in the 1970s. The singer
says that when Carson asked her
if she had more girifriends or boy-
friends, "I said girlfriends. Which
is true. | have a lot of girifriends
— female friends.” Carson re-
sponded, she says, with one of
his “only-Johnny-could-do-eye-
brow-raise kind of things,” which,
she recalls, went right over her
head. People may have gotten the

HAPPY BIRTHDAY, BOB —
Singer-songwriter Bob Dylan turns
60 this month, and the 'zines offer
their take on the big event. Rolling
Stone includes birthday greetings
from such artists as Bono, Don
Henley, Tom Petty and Joni
Mitchell, and Entertainment Weekly
refiects humorously on what the
music world would have been like
without him.

LeAnn Rimes’ message to her
father, Wilbur Rimes, during her
appearance recently at the Acad-
emy of Country Music Awards did
not leave room for misinterpreta-
tion — it was loud and clear. The
singer wore a custom-made tank
top emblazoned with dollar signs
and the word “Daddy” as a dig at
her father, whom she’s suing for
millions of dollars, and she also
performed a song poking fun at
him. (Us Weekly)

‘Revenge Of The Nerd

Weezer's Rivers Cuomo tells
Rolling Stone that he’s not both-
ered anymore when his band’s
music is labeled “geek rock.” “It
used to really piss me off, but that
was because when we first came
out, | had the wrong impression of
what we actually were,” he says. "l
mean, | thought of us as this
dreadfully serious, important rack
band, and | thought that for once
in my life | had finally overcome my
geeky self. And as soon as the
spotlight hit us, everyone said,
‘Hey, they're a bunch of geeks,
and it felt reaily disappointing.
‘Wow, I'm finaily a star, | thought,
‘but I'm just a bigger geek than
ever. More people are aware now
of how geeky | am.”

——Dew'tizheils”

Lifehouse frontman Jason
Wade is reluctant to define his
band in strictly religious terms. He
telis Rolling Stone, “I don’t even
like the word ‘religion. My music is
spiritually based, but we don’t
want to be labeled a ‘Christian
band, because all of a sudden
people’s walls come up, and they
won't listen to your music and
what you have to say. | think we
have a positive message of hope.
We're not trying to blatantly
preach. It all comes down 10 love”

wwWwW americanradiohistorv com
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72 millisn howvssholds

75 million bousoboide

Tom Cakderone Paul Marszalek
VP/Programming VPMusic Programming
Poys Adds
AGUILERA, LIL K0, MYA & POOX Lacy Marralade 26
EVE YOWEN STEFAN Lot Me Blow Ya Mind F FIVE FOR FIGHTING Superman (Irs Not Easy)
SANET A For You 2 .
MELLY Ride Wit Me » ALICIA KEYS Falln
OESTINY'S CHILD Survivor 2 TOOL Schism
STAMD tt's Boen Awhie 2
$HOOP 0OGG Lay Low 2 L
MRSSY ELLIOTY Get Ur Freak On 2
SUMat Fatlip 19 SANET AllFor You ]
WEEZER Hash Proe 19 | pomy yGwEn STEFA Soutrside u
TYRESE ! Like Them Girts 19
AALIYAH We Need A Resoluton 18 AEROSMITH Jaded i
LINION PARK Crawiing 18
UNCLE KRACKER Follow Me 18 LIFENOUSE Hanging By A Moment 3
CITY HGH What Would You Do? 18
TRAIN Drogs O Jupter (Tl Me) s UNCLE KRACKER Follow Me 19
R, KELLY WJAY-Z Fiesta 7 JENNIFER LOPEZ Pay 18
SUNSHINE ANOERSOM Heard h Al Before 16
DAVE MATTHEWS BAND The Space Between 15 DAVE MATTHEWS BAND The Space Between 18
TANTRIC Breakdown 15 )
STELLA SOLEN Kiss Kiss 15 NELLY FURTADO I'm Like A Bird 18
JARULE (LIL" MO 1 Cry 15 TRAIN Drops Of Jupiter (Tel Me) 18
JENNFERLOPEZ Pay 13 (Tenbe)
2PAC URL Untif The End 01 Time 13 STEVIE MICKS Every Day 17
112 Peaches And Cream 13
LIL' MO Supervoman 13 MATCHBOX TWENTY Mad Season 17
DREAM This IsMe ? .
MNCUBUS 1
THREE THE HARD WAY Lt Gett 2 D E
INCUBUS Drive ? FATBOY SLIM Weapon 0f Choce 16
COLD NoOne 11
LIFEHOUSE Hanging By AMoment " R.E.M. Imitation Of Lde 16
FATBOY SLIMWeapon Of Choice 10
CRAKG DAVID FllMe In 10 STING After The Rain Has Fallen 14
SALIVA Your Drsease 10 INDIAARSE Video 13
MATCHBOX TWENTY Mad Season 10
NEW FOUND GLORY Hi Or Miss. 10 BON JOVI Say It Isn'tSo 12
EVE 6 Here's To The Night 9
MUDVAYNE Dg 8 STELLASOLEN Kiss Kiss 10
mm’smmc«nm ; BLUES TRAVELER Gir Inside My Head 7
RADIOHEAD Pyramid Song 5 DAVID GRAY Please Forgve Me 7
OUTKAST SoFresh, So Ciean 5
JESSICASIMPSON Irresisiibe 5 BABYFACE There She Goes 6
GINUWANE There ftis 5
KB AW T 2 WALLFLOWERS L etters From The Wastetand 6
BACKSTREET BOYS More Than That 5 AGUILERA, LIL' 108, MYA & PINK Lady Marmalage 6
KOFFEE BROWN Woekend Thing 5 )
TYRESE VSNOOP DOGG. . JustA Baby Boy 5 60-60°8 Unforgiven 5
EDEN'S CRUSH Get Over Yoursalt 4
BAITHEY SPEARS Don't Let Me Be The Last.. 4 | OEPECHEMOOEDreamOn 4
WALLA FORD | Wanna Be Badt 4 EVERCLEAR Brown Eyed Girt 4
TRICK DADOY {3NS EXPRESS T ToDaHouse 4
POE Hey Pretty 4 JESSICASIMPEON ivesisable 4
2 Elevation 4
LINP ST My Way 3 SUNSHINE AMDERSON Heard R Al Before 3
0-TOWSE Al Or Nothng 3
J0EY MCMTYRE Ran B ke ?
MANDY MOORE in My Pocket 3 SHELBY LYNME Kilin' Kind 3
CASE Missing You 3
SUGAR AAY When Ifs Over 3 STAIMD ir's Boon Awhie 3
WNOUA COBTA L A Fsather 2
AMENCAN M- Favor OF The Waak 2 | "WACOBTALiwAFeater 2
MELLY FURTADO ' Lile A Bird 2 SLYCANTRELL Hit'Em Uip Style (Oops?) 1
OUVIA Bounce 2
SAMINA PARIS Look At Us 2 CRAIG DAVID il M In 1
m“um”.z.s:? Gy § ALICE COOPER IYs The Lie Things 1
SAMANTHA MUMBA Baby, Come Over (This..) 1 VNS Sirg 1
DOMAK Ghost Of You And Me 1
BLINK- 182 The Rock Show 1 MEGADETH Moo Psycho 1
DEPECHE MOOE Dream On 1
EVAN AND JARON From My Head To My Heart 1 U2Elevation -
Videa eyl o thewoek ncing Wy 2 FATH HILL There Youl B -
SUGAR RAY When It's Over -

36 million househelds

Cindy Mahmoud
VPMusic Programming
& Entertainment

VIDEO PLAYLIST

2PAC 1/AL Until The End Of Time

EVE I/GWEN STEFAN Let Me Blow Ya Mind
112 Peaches And Cream

MUSIO SOULCHILD Love

R. KELLY 1/JAY-2 Fiesta

TANK Maybe | Deserve

TYRESE ! Like Them Girls

CASE Missing You

SUNSHINE ANDERSON Heard It Ali Betore
JARULE LIL MO 1 Cry

RAP_CITY

ERICK SERMON Music

SNOOP DOGG Lay Low

XZIBIT Front To Back

EVE (/GWEN STEFANI Let Me Blow Ya Mind
JARULE LIL' MO I Cry

FOXY BROWN BK Anthem

REOMAN Let's Get Dirty

2PAC 1/RL Until The Eng Ot Time

THREE THE HARD WAY Let's Get It
PROJECT PAT Don't Save Her

Video piayhist for the week ending May 27.

GACKSTREET BOYS More Than That
SYLEENA JOHNSON | Am Your Woman

Video airplay for May 28-Apnil 3.

55 million households

Peter Cohen,
VP/Programming

Rap Adds:

AALIYAH We Need A Resotution
DOGGY'S ANGELS Pleezbaleevit

Pop Adds:

VALERIA Ooh La |a

Urban Adds:

JIMMY COZIER She's All | Got
JAHETM Just in Case
ALICTA KEYS Falfin®

Rock Adds:

DROWNING POOL Boces
MARILYN MANSON The Nobodies
UNION UNOERGROUND Revoiution Man

Adds for the week of May 28.

MAY 14-20 Adults 18- 34
Total Aucience
(95.9 million househokis) 1 Friends
1t ER 2 ER
é 2 Friends 3 WNEGrace
; 3 Law & Order 4 The Simpsons
4 WestWing S Makcoim in The Middle
5 WN & Grace
PO 6 X-Fiss
7 Everybody Loves Raymond 7 Law & Orcler
8 WhoWantsToBe A 8 Ally McBeal
Millionaire
(Tuesday) 9 The Simpsons (7:30pm)
9 Movie (Sunday)
10 That 708 Show
Like Mother, Like Son
10 Frasier Source: Nieisen Media Research
COMING NEXT WEEK
“Tube Tops * Shaggy, 3LW and Vitamin C per-
form from Orlando on the FOX Fam-
Christina Aguilera, Anastasia, iy Channel's Front Row Certer Me-
Aqua, Backstreet Boys, Enya,  morial Day special (Spm).
Lara Fabian, Nelly Furtado, Ricky * Boe Gees in Concert, from their
Martin, Nelly, Shaggy, Rod March 1999 performance in Sydney,
Stewart and Vengaboys perform  Austraka premieres on the FOX Fam-
from Monte Cario when ABC pre- ity Channel (8pm).
sents The Workd Music Awards, co-
hosted by Sisqo (Monday, 5/28,
gpm). Tuesday, 5/29
¢ Lovelinds Dr. Drew guest-stars
~ Satwrday, 8/26 on The Test, a new nightly series on
FX (11pm).
* Avant, I/t's Showtime at the
Apollo (check local kstings for Sime — -
and cheel T iednesdey, W30
 Backstreet Boys: Larger Than
T Sundey, B/ET | Lib o groups Kt notwork speci,
debuts on CBS and features clips
* Biuss Traveler, Behind he M- trom their recent concerts at LA's
sic(VH1, Spm). Staples Center and behind-the-
scenes footage (8pm).
- Thursday, 5/31
}
© AFl Life Achievernent Award: A
Tribute fo Barbra Strelsand airs on
| FOX and includes a performance by
Lauren Frost (8pm).

* Shella E., The Test

— Juie Gidlow

F All show'times are ET/PT uniess otherwise noted: sublract one hour for CT.

Check kstings for showings in the Mountain tme zone. Allkstings subject to change.

MISSY ELLIOTT Get Ur Freak On

STAIND It's Been Awhile

COLD NoOne

JURASSICS The Influence

TRAIN Drops Of Juprer (Tell Me)

EVE /GWEN STEFANI Let Me Biow Ya Mind
GORILLAZ Ctint Eastwood

CRAIG DAVID FiiMe In

$SNOOP DOGG Lay Low

SUM41 FatLip

SUNSHINE ANDERSON Heard It All Betore
DEPECHE MOOE Dream On

TANTRIC Breaiiown

NEW FOUNO GLORY Hit Or Miss.
STELLA SOLEN Kiss Kiss

CITY HIGH What Would You Do?

ALIEM ANT FARM Movies

David Cohn
General Manager

RADIOHEAD Pyramid Song
U2WalkOn

NELLY Ride Wit Me

AALIYAH We Need A Resolution
OUTKAST SoFresh, So Clean
FATBOY SLtM Weapon Of Choice
OURS Sometimes

SADE KGng O1 Sorrow

Video playtist frozen

wWWwWw.americanradiohistorv.com

FILMS

BOX OFFICE TOTALS
May 18-20
Tile S Weskend
Distributor (S To Date)
1 Shrek $42.34
DreamWorks® ($42.38)
| 2 The Mummy Returns  $20.43
Universal ($146.45)
3 A Knight's Tale $10.40
Sony ($31.87)
4 Angel Eyes $9.22
we* ($9.22)
§ Bridget Jones's Diary  $3.73
Miramax ($56.53)
6 Along Came A Spider  $2.35
Paramount ($67.65)
7 Driven $1.82
WB ($29.02)
8 Blow $1.40
New Line ($49.56)
| 9 Spy Kids $1.29
Miramax ($103.54)
10 Memento $1.28
Newmarket ($11.99)
“First week in release
All figures in milions

Source: ACNieisen EDI

COMING ATTRACTIONS:
This week's openers include
Pearl Harbor, starting Ben
Affleck, Kate Beckinsale and

Madonna

* MADONNA: WHAT IT FEELS
LIKE FOR A GIRL (Wamer Re-
prise}

This DVD single — which was
directed by Madonna's husband,
Guy Ritchie — features Ma-
donna “in a series of situations
not usually associated with the
female experience,” Warner
Reprise's press release states.
Those situations include stealing
a car and blowing up a gas sta-
tion, and Madonna says she
hopes the video — which was
banned by MTV and VH1 — will
“make people ask questions and
open dialogues”
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Point-Gounterpoint

O Allred and Taylor debate the issues from both sides '

€000 000000000000000800000000006000000vsssose

ake two talk hosts who are diametrically opposed on virtually every issue, and what do you
— get? A daily dose of hand-to-hand combat where, in the end, the two warriors shake hands and
go out for a friendly cup of coffee together.

At least that's the way it seems to
work with KABC/Los Angeles mid-
day hosts Gloria Allred and Mark
Taylor. The dueling duo take to their

Gioria Alired and Mark Tayilor

respective microphones — hers on
the left. his on the right — for two
hours of spirited conversation and
passionate disagreement each week-
day aftemoon, offering nearly every-
one somebody with whom they can
disagree.

Not every Talk station has em-
braced the idea of shows that feature
both the left and right points of view,
but Allred and Taylor is the poster
child for the genre. The show not
only presents the liberal vs. conserva-

tive point of view on political issues,
it also addresses the “Mars and Ve-
nus™ perspective on a whole variety
of life issues.

An Idea Whose Time
Had Come

The concept of pairing Allred with

Taylor had been kicking around the
halls of KABC for some time, but the
final decision to make it happen came
about a little over six months ago
when PD Erik Braverman decided
that it was an idea whose time had
come.
“I had wanted to pair Gloria, a
hard-edged liberal, with a conserva-
tive voice,” says Braverman, “But 1
knew that we wanted that voice to
belong to someone who was a little
more laid back and who was also a
real radio professional. Mark is a ra-
dio guy. Although he’s been on L.A.
radio for more than 20 years, Talk
radio is still a fairly new thing to him.
He is terrific with formatics, and he
is very well-informed on the issues.
His conservative perspective com-
bined with his mellow approach bal-
ances the program and tempers Glo-
ria’s more aggressive style.”

Braverman is also clear on why he

thinks the duo’s point-counterpoint
style is right for their early afternoon
time slot. “1 decided to put them on
from 1-3pm because they are the only
talk show addressing the issues of the
day at that time in a balanced way,”
he says. “KFI and KLSX are not even
doing issues-oriented talk, and KRLA
is doing hard-core conservative talk.”

How does he feel about the show
now that it’s been on the air for sev-
eral months? “1 couldn’t be more
pleased with the progress of Allred
and Taylor after just six months to-
gether on the air,” he says. "The
numbers speak for themselves in
their daypart. They are up in all dem-

—————

“I really believe that
what we are doing is
what listeners want
today. I think it's the
future of Talk radio.”

*

e

“Sure, we try to pitch each other on topics that we
know will really push the other one’s buttons once
we get on the air. I like to make him go crazy.”
[Gloria Allred] -

——

os across the board, book-to-book and
year-to-year, and | am thrilled.”

Day And Night

Allred and Taylor’s differences are
evident just by reading their resumes.
Allred, a practicing attorney, televi-
sion personality and longtime KABC
talk host, was born and raised on the
East Coast, where she attended the
University of Pennsylvania and New
York University before heading West
to get her law degree from L.A.’s
Loyola University School of Law. She
is well-known for her pioncering le-
gal work on behalf of women’s rights
and the rights of minorities.

An unabashed liberal, Alired was
named one of the 30 most-powerful
people in Los Angeles by Los Ange-
les magazine and one of America’s
25 most-imponant radio talk show
hosts by USA Today. Currently serv-
ing as President of the Women's
Equal Rights Legal Defense and Ed-
ucation Fund, Allred has been called
by Time magazine “onc of the na-
tion’s most-effective advocates of
family rights and feminist causes.”

The show’s conscrvative voice,
Taylor, grew up in the little town of
Nacogdoches. TX. He attended Tex-
as A&M University, where he stud-
ied for a career as a veterinarian.
“That’s probably why he is such an
animal today!” quips Allred. Some-
where along the way, however, Tay-
lor was bitten by the radio bug and
ended up as a DJ in Houston, San

Antonio and San Francisco before
landing in L.A., where he has been
an on-air fixture in the market since
1977,

Following stints at then music-for-
matted KFI-AM, KBIG-FM and the
Westwood One Radio Networks,
Taylor amrived at KABC in December
of 1998, hosting weckends and fill-
ins prior to his pairing with Allred
late last year. The father of four sons.
Taylor offers a laid-back style as an
antidote to Allred’s brash and in-
your-face attitude.

Although the two agree on virtual-
ly nothing, listeners can quickly hear
that there is mutual respect and admi-
ration between them. “The real secret
to their success is the fact that they
really like each other and respect
each other on and off the air,” says
Braverman. “Their on-air chemistry
is very real.”

In The Beginning

The first time Allred and Taylor
worked together, Taylor already had
a partner, with whom he was co-host-
ing a weekend show at KABC. “The
PD at the time, Drew Hayes, suggest-
ed adding Gloria to the show to see
what we would sound like together,”
Taylor recalls. “Although having
three of us on together didn’t really
click, when it was over, I felt that
Gloria and I really had some good
chemistry together.

Continued on Page 26

“| specialize in one thing: Increasing billing
at radio stations in the United States.”

Trwin |
Pollack

— 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 hilling... or the day is FREE!”

28 Charron Avenue #2, Nashia, NH 03063 ¢ Phone: 603-398-9300 Fax: 6035980200 « wawworwimpollack com
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News/Talk/Sports

Point-Counterpoint

Continued from Page 24

“Erik Braverman, who was Assis-
tant PD at that time. apparcntly made
the same note to himself, becausc
about a year and a half later. after he
became PD. he said he wanted Glo-
ria and | to try hosting a show togeth-
er again. | think we all felt that the
second time around was even better
than our first effort had been.”

Given the fact that Allred also
hosted her own weckend show at

e y————

“We really do like each
other, so we don't get
personal, and we don't
get ugly.”
—

KABC., the logical question is why
such-a strong and opinionated host
would want to trade her solo slot to
become part of a team. “Frankly,

management thought it was a good
idea.” Allred laughs. *“That’s the hon-
cst answer. But I decided to trust
their judgment and said. ‘OK. let’s
give shis a try.”

*1 found that | really cnjoyed being
on the air with Mark. He’s a very
casy guy to get along with,. he has a
great sense of humor, and lie has
somc very strong opinions along with
his conservative political views. Af-
ter trying it out a fcw times, | knew
we had something good going togeth-
er that was entertaining. To me, that
was onc of the most important issues:
Was this good radio entertainment? |
think it is, as well as being a fresh
opportunity to get my views out there
in a way that is different from what [
had been doing on the radio.”

Taylor agrees, saying that he feels
that part of the reason the show
works is because listeners are getting
to know Allred in a whole new way.
“The chemistry that we have togeth-
cr brings out parts of her personality
that people really may not have heard
from Gloria before.™ he says. “Gloria
is someone who has always been in-
volved in really hard-edged political
stuff, so I don"t think people have
cver really thought of her as someone

with a lot of warmth and a really
great sense of humor. She’s.really a
very funny and warm person.”

Not All Politics

Allred says that despite her co-
host's appreciated praise, people
shouldn’t mistake the feisty legal cru-
sader for being some sort of teddy
bear. “Trust me, we can tum on each
other in a nanosecond,” she jokes.
*Back in the fall, during the election,
we had some very heated debates.
Now, although we do still talk poli-
tics, we also talk about lots of other
subjects t00.” '

“That's true,” Taylor interjects. “We
don’t just alk left vs. right political
issues. For example, one afternoon re-
cently we were talking about fake
erect nipples for women. [ think that
particular show may have generated
more comments than almost any oth-
er show we have done together yet.”

And what point of view did Allred
take on that buming issue? I think I
took the ‘Fifth’ on whether or not [
had ever used them myself,” she says.

Taylor describes the duo’s on-air
repartee as being a little like a soap
opera. “Some people tune in just to
hear how we’'re getting along.” he

*Dependable Ratings
*Quality Audiences
sPredictable Profits

Get off the no-buy list...and onto the

must-buy list.

Some 400 stations rely on world class
talk from the WOR Radio Network.

Why? Because WOR Works!

Live w,
= eekdays 7.
w:":)dcon Venieng e.?'-" (A
Weekenq Ning

Here’s a little money advice from
The Dolans, America’s favorite
family of finance. If you want to
attract both listeners and
advertisers, affiliate with the show
that combines the hottest info

of the day with energized,
entertaining delivery.There's a
reason why Ken and Daria are
Syndicated Personalities Of The Year
nominees... great money-making

radio for over 10 years.
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“Some days you can tell that we are really getting
along, and other days it's a little more edgy. We do
get testy and cranky with each other.”

o

says. “‘Some days you can tell that we
are really getting along, and other
days it’s a little more edgy. We do get
testy and cranky with each other. It
changes daily, and [ think listeners
are definitely becoming more and
more aware of that.”

Using the marital analogy, Alired
adds, “It’s kind of like a married cou-
ple who like each other but who also
disagree with cach other a lot of the
time. We are definitely not white
bread. We both have strong opinions,
and we aren’t afraid to go after cach
other when we disagree — which is
most of the time.”

Taylor belicves that their chemistry
works because neither knows exactly
what the other will say once they open
the microphone. *“We never talk about
our positions on a topic before we goon
the air,” he says. “So if we end up
agreeing on something every now and
then, it’s really an honest thing. We
plan what we're going to talk about on
a given day, but we don't tatk about our
responses to those topics in advance.”™

Allred agrees. saying, “That's what
makes the show interesting for us and
for the listeners. We both throw out
topics. and our producer will suggest
ideas for topics to discuss. We say.
*Let’s go withf this one and that one.”
and then we walk away until it's time
to do the show together. Sure, we try
to pitch each other on topics that we
know will really push the other onc’s
buttons once we get on the air. I like
to make him go crazy.”

So What’s New?

The old point-counterpoint concept
has been around for years, and it’s a
mainstay of cable TV news these
days. So what's different about Alfred
and Taylor, in the hosts’ opinions?
“First of all, whenever you see most
of those point-counterpoint shows on
TV, it’s usually two white males.”
Allred points out. "I don’t know
about you, but I don’t call that diver-
sity. We're conservative and liberal.
but we're also male and female.
That's one big difference.”

Taylor suggests that they're updat-
ing the concept with a new approach.
1 don’t sce many stations doing this
style of show today, plus I think we are
doing it in a different way,” he says.
*The original formula was two people
with their established positions sitting

down and having an established de-
bate. We go in, on the other hand, with
whatever position we happen to have
on a given issue. [ don’t always have
to be the conservative Republican. [
happen to agree with legalizing drugs.
That doesn’t fit the profile, but that’s
OK if that’s how I feel. [ really belicve
that what we are doing is what listen-
ers want today. [ think it’s the future
of Talk radio.”

Asked if she thinks Taylor fits the
definition of “compassionate conser-
vative,” Allred laughs and says, "Ac-
tually, I'm still trying to find out what
that means. But seriously. it’s true
what Mark said, even though. mostly,
he is a conservative. What it’s really
all about for us is having fun and en-
tertaining people. We debate some
serious issues, but we still have a lot
of fun every day.”

Assessing Each Other

Assessing what Allred brings to
the show. Taylor says, “Gloria brings
her passion and credibitity. She is a
woman who is internationatly known
and has credibility. She also helped to
give me credibility in the beginning
that I might otherwise not have been
given by listeners.

*And maybe it sounds comy, but |
like her. [ think we'd be friends even
if we didn’t work together. We real-
ly do like cach other. so we don’t get
personal, and we don't get ugly. A
show like this could easily turn into
that, but it doesn't, because we like
and respect each other.™

There are a number of conscrva-
tive male voices out there who would
be happy to get a crack at Allred.
Why does she think Taylor is the
right daily jousting partner? “Frank-
ly. we're pretty evenly matched,” she
says. “When | walk into the studio, 1
know I'm going to have a good time
with Mark for the next two hours.
and that's important. | think that lis-
teners want smart radio. They know
that when we debate an issuc, we're
going to do it in an intelligent way.

“When I tease him about one of his
conservative heroes. I know he can
come right back at me, but when it's
all said and done, Mark is really a nice
‘guy. And it’s great to be able to be on
the radio with a nice guy who knows
how to have a debate without just get-
ting angry and storming out the door.”

WORCS!

www.americanradiohistorv.com

ZX TALK BACK TO R&R!

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

Call me at 858-486-7559, fax: 858-486-7232 or e-mail:
alpeterson @rronline.com



www.americanradiohistory.com

grlbcrt@mmlmc com

It's That Time Again

O How Oldies stations fared in the winter ratings

he residents of Charlotte have an appetite for NASCAR racing, the Carolina Panthers NFL team and the
2_Charlotte Hornets NBA team, but they obviously have a love for Oldies radio too.

In the recently released winter 2001 Arbitron book, three Old-
es-based stations saw ratings increases, including a 5.3-6.3 jump
in 12+ numbers for the market’s third-ranked station, Clear
Channel’'s WWMG. In addition to this spike for the "60s-based
station, Infinity's "80s-based WSSS saw a 4.4-4.9 increase, and

Radio One's Rhythmic Oldies moved 2.5-2.7 from the fall 2000 ~

book.

In general, the winter book is the worst of the year for Oldies,
but several stations in the nation’s top 50 markets showed signif-
icant gains. Among those is WMAK/Nashville. which moved 4.9-
6.0 from fall to winter to become the third-ranked station in Nash-
ville. WMAK PD Dave LaBrozzi last month became PD for Clear

Calis/City Fali 00 Winter ‘01  Ranking Nete
WFOX/Atianta 3.0 22 43

KEYV/Austin 41 44 ]

KFMK/Austin 43 39 40 Rhythmic
WQSR/Baltimore 5.3 49 6

WO0DS/Boston 44 44 6

WROR/Boston 3.0 35 9

WHTT/Buffalo 5.8 6.8 7
WWWS-AM/Buttalo 14 1.2 147
WWMG/Chariotte 53 6.3 3
WSSS/Charlotte 44 49 7 '80s
WCCJ/Charlotte 2:5 2.7 12T Rhythmic
WJMK/Chicago 28 3.2 8
WZZN/Chicago 2.1 2.2 16 ~80s
WMOJ/Cincinnati 53 5.2 6 Rhythmic
WGRR/Cincinnati 47 51 7/
WMJi/Cieveland 8.0 76 1
WZJM/Cleveland 36 37 13 Rhythmic
WJMO/Cleveland 1.3 1.8 16 Urban
WBNS/Columbus, OH: 5.1 49 8
WXMG/Columbus, OH . 2.8 25 1 Rhythmic
WXST/Columbus, OH 13 1.8 14T '80s

Channel Oldies WWSW (3WS) and Rhythmic Oldies WJlJ (The
Beat)/Pintsburgh. The 12+ numbers were also impressive for 3WS,
which recorded a 4.3-5.5 jump. The only station beating all the
competition was WMJI/Cleveland. which managed to remain on
top despite an 8.0-7.6 drop 12+.

Granted. 12+ numbers never tell the full story for Oldies ra-
dio. However, a look at how Oldies stations fared overall in the
winter book sheds some light on how *60s-based programmers
are doing against their peers at Rhythmic, Urban and ‘80s sta-
tions. For a more comprehensive overview, you can always get
a free look at the 12+ numbers on our
com.

at www.rrond,

Calis/City Fall ‘08  Wister ‘01 Raskiag Nete
KLUV/Dallas 4.2 4.1 77
KKDA-AM/Dallas 08 1.0 2 Urban
KTXQ/Dallas 2.0 0.8 23 Rhythmic
KXKL/Danver 4.2 49 67

KXPK/Denver 33 24 13

KDJM/Denver 2.9 21 15

WOMC/Detroit 4.6 49 5T

WGRV/Detroit 2.1 2.4 13
WMQX/Greenshoro 6.1 55 6

WORC/Martford 6.0 49 6

KDLE/Houston 27 29 13

KHPT/Mouston 2.8 25 14 '80s
KJOJ-KTIM/Houston 1.3 1.2 20 Rhythmic
WGLD/Indianapolis 6.0 6.5 4
WTLC-AM/Indianapolis 2.4 1.5 18T Urban
KCMO/Kansas City 43 5.5 4T

KSTJ/Las Vegas 4.0 42 9 '80s
KQOL/Las Vegas 5.2 39 1

KSFN-AM/Las Vegas 0.9 1.1 177

KRTH/Los Angeles 31 31 8T

KCMG/Los Angelss 2.2 2.3 13 Rhythmic

May 25, 2001 RaR ® 27

Calta/CHy Foll 00 Wister 81  Raaking Note
WRBOMemphis - 8.1 75 2 Urban
WOTO/Memphis 24 27 137
WJICEMemphis 2.2 13 17

WM/ Miami 3.1 29 131
WCMOMiami 34 28 147 Spanish
WMGE/Miami 29 22 17 Rhythmic
WRITMilwaukss 46 36 1N
WIMR/Milwaukes 19 2.2 14
KQOLMinneapeiis 42 37 9
WXPTMisnespolis 26 33 nT '80s
KZNR/Minnsapelis 15 1.6 14 Urban
(Aiso includes KZNT & KZNZMinneapolss.)

WMAK Nashville 49 6.0 3

WBZOMassau-Suflelk 2.7 25 12
{WCBS-FM/New York is tied at No. 7mNassau-Squolkmarm)
WTKL/New Orieans 55 5.5

KMEZ/Now Orisans 5.5 53 8

WCBS-FM/New York 41 40 4

WTiMMew York 23 27 137 Rhythmic
WVKL/Norfolk 38 5.4 7

WWSD/Nerfolk 40 39 11T Usban
WSVY/Norfolk 23 23 14 Rhythmic
WBHH/Morfolk 1.3 16 15 Urban
WSHE/Orlando 46 48 6T
WOGL/Philadeiphia 4.0 41 67

WPTP/Philadelphla 22 22 12 '80s

WEIM/Philadeiphis 21 2.0 13 Rhythmic
KOOL/Phoenix 5.7 55 2
WWSW/Plttshurgh 43 6.5 6
WlJ/Pittsburgh 35 31 1T Rhythmic

KVMXPortiand, OR 49 31 12 '80s

WWBB/Providence 5.8 56 4
WOUR-WTRG/Raleigh 5.0 49 7
KOLARiverside 48 52 31
KHYL/Sacramento 28 3.2 10 Rhythmic
KCCL/Sacramesto 0.7 28 12

KLOU/St. Louis 46 37 9

WMLL/S!. Lowis 26 _ 23 M7 Alt
KODJ/Sait Lake City 38 40 n

KISN/Salt Lake City 3.2 33 12 '80s
KONO/San Antonio 6.1 5.1 6T

KCJZ/San Antonio 2.0 21 14 Rhythmic
KCOR/San Antonio 24 1.8 15T Spanish
KJQy/San Disgo 32 44 AT

XHRM/San Oiego 36 29 10 Rhythmic
KBZT/San Diego 24 2.4 121 '80s
KMSX/San Diego 21 24 12T '80s
Ki0I/San Francisco 2.3 2.9 107 ‘80s
KFRC/San Francisco 2.6 2.6 1nr

KBSG/Seattle 48 43 6T

KBTB/Seatlle 1.0 3.0 10

KYPT/Seattle 24 26 13

WYUU/Tampa 2.8 32 127

WFJO/Tampa 2.8 25 15 Rhythmic
WBIG/Washington 36 4.0 6T
WJMO/Washington 2.7 2.2 1

Call 212.735.1111
(3 800
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Strike back with

PRODUCTION PARTS

The original oldjes imaging package.
’s now bigger, badder, and more versatile than ever.
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Investors

Continued from Page 1

companies — have had such a rot-
ten time of it since 2001 began when
he complained that “radio’s visibil-
ity has never been shorter.” “* We can
barely see into June. We're working
on selling next week — and maybe
this afternoon,” he said.

Mays, who described himself as
“optimistic to the first degree,” said
he must also be a realist in accept-
ing the current advertising climate.
Echoing remarks made during pre-
sentations by other group heads car-
lier in the day, Mays said consumer
confidence has not reversed itself
from its April decline, but he’s hope-
ful that it will in the second half of
the year. “Businessmen certainly
don’t want to stop.conducting busi-
ness,” he said.

When it comes to a business just
about to take off, Mays told the ana-
lysts that XM Satellite Radio was “‘a
great investment” for Clear Chan-
nel. Three years ago Clear Channel
paid $75 million cash to become one
of the founding investors in the sat-
cllite broadcasting company, joining
General Motors, DirecTV and other
major firms. Last weck Mays
praised XM's management and said
he sees the company as “a niche
business that can take advantage of
national feeds.” Clear Channet will
program 10 of XM’s 100 channels,
and Mays stressed, “We do not see
it as any remote threat 10 our busi-
ness.”

XM itself still has subscriber pric-
ing 10 wrestle with. Early last week
an XM spokesman told R&R that
the company had no plans to match
Sirius’ monthly subscription fee of
$12.95. But as its competitor’s price
increase began 1o sink in — and was
embraced by investors — XM Sr.
VP/CFO Heinz Swbblefield ac-
knowledged that an increase might
be in order. He noted at the Banc of

America conference that his com-
pany has “been in lock step with
Sirius™ for the past two years and
that the door is open for an increase.
“For now we’ll stick with $9.95 per
month,” he said, adding that XM is
enjoying the “flexibility” in pricing.

Stubblefield didn’t discount Sirius
CEO David Margolese’s remarks
that when the two companics’ receiv-
ers achieve interoperability, consum-
ers might be offered a bundled ser-
vice in which subscribers to one ser-
vice could pay a few dollars more a
month for access to the other service.

Emmis Seeks Annual
Revenue Of $1 Billion

When it was his turn at bat,
Emmis CEO Jeff Smulyan told the
conference that while the com-
pany’s radio division generates
some $300 million per year, it could
see as much as $1 billion if it ups its
major-market station count to be-
tween 75 and 100. “Owr goal is to
have five FMs in every market,” he
said. “In most markets Clear Chan-
nel already has its five FMs, so that
leaves a lot of stations.”

Would the company increase its
leverage to buy more stations now?
“Absolutely not,” Smulyan con-
firmed. “We are at the max with le-
verage, and we'll do everything to
bring that down.” He added that
Emmis would probably bring in
private equity or find other financ-
ing alternatives to fuel acquisitions,
which he said could happen later
this year.

Also in the works for later this
year, Smulyan said, is the very real
possibility that Emmis could split its
radio and TV opcrations if the
economy improves. He was hot to
split the two divisions into separate
stocks a year ago, but when the ad-
vertising market went soft, he
backed off the plan. And although
Smulyan refuses to “make any split
promises,” Emmis will likely re-

evaluate the possibility of splitting
the operations later this year if ad-
vertising bounces upward.

Big moves are also on the draw-
ing board for Entercom. Exec. VP/
CFO Steve Fisher said the group is
ready to go into a buying mode and
is now trolling for acquisitions. He
added that the company stayed on the
sidelines last year for financial rea-
sons when nearly everyone elsc in the
industry was bidding for Clear Chan-
nel spinoffs. “We did not feel 20-
times cash flow was right for us,”
Fisher explained.

Fisher is optimistic about local
radio’s future and said that, after the
acquisition mayhem of the late "90s
and the dot-com ad frenzy last year,
radio is learning to bolster local sales
and take better advantage of cluster-
ing.

That must have been part of what
Cumulus President/CEO Lew
Dickey was thinking when he said
his group, newly based in Atlanta,
is now focused on operations, not
acquisitions. Dickey, who was cred-
ited by Banc of America Securities
analyst Tim Wallace with getting the
nation’s second-largest group
through some pretty tough times in
the past 12 months and for position-
ing the group where “its prospects
are looking a lot better,” said the
company’s sales performance is im-
proving sharply. He pointed to im-
pressive QI results and noted that.
in order to lower debt. Cumulus
“would let go of nonstrategic assets
in certain markets.”

But Dickey isn't fecling any pres-
sure to sell. “For the right price, we'd
let them go,” he said. “The time to
sell is not when you necd money to
close deals, and we are past that
now.” And there’s litlle chance of
selling the entire company. “There's
too much growth potential to sell the
company right now,” he said.
“There’s still plenty of shareholder
value to gain.”

Court

Continued from Page 1

teachers’ union president and the
union’s negotiator. The tape had
been anonymously depasited in the
mailbox of a taxpayers organization
head, who gave it to Williams.
During the conversation, which
concemned the status of ncgotiations
between the teachers® union and the
local school board, the two dis-
cussed the.timing of a possible
teachers’ strike, and the union presi-
dent reportedly said of the board, “If
they're not gonna move for 3%,
we're gonna have to go to their
homes to blow off their front
porches. We’ll have to do some
work on some of those guys.”
Even though the conversation.
was taped illegally, Justice John
Paul Stevens wrote for the majority,

“A stranger's illegal conduct does *

not suffice to remove the First
Amendment shield from speech
about a matter of public concemn. We
acknowledge that some intrusions
on privacy are more offensive than
others. and that the disclosure of the

contents of a private conversation
can be an even greater intrusion on
privacy than the interception itself.
In this case, privacy concems give
way when balanced against the in-
terest in publishing matters of pub-
lic importance.”

The RTNDA voiced its support
for the decision, as association
President Barbara Cochran said,
*We are happy that the court agreed
with our position that to punish jour-
nalists for the publication of law-
fully obtained, newsworthy infor-
mation would contravene the First
Amendment.”

“It’s a terrific ruling,” said attor-

ney Jonathan Hart, a member of the:

Media and Information Technology
group at the law firm of Dow
Lohnes & Albertson. “It’s animpor-
tant decision because it didn’t allow
the punishment of journalists for
doing what they’re supposed to do,
which is to disseminate truthful in-
formation of public concem.” Hart
said that while there are individual
privacy issues-at play in-cases like
this, in this instance the court con-
sidered the public interest in the dis-
semination of information of higher

importance. “When the speech is a
matter of public concern,” he added,
“it takes precedence over the privacy
interests of the individuals.”

Cook
Continued from Page 3

country music that make him the
ideal person 1o lead our ccuntry
music programming division.”

Cook joined WW1 as VP of 24/7
Formats in 1996 and was elevated
to GM of the company’s Valencia,
CA operations in 1999. Prior to that
he spent 10 years as a Country ra-
dio consuliant. His programming
background includes PD stints at
Los Angeles Country outlets KHJ
and KLAC and Miami’s AC WMXIJ
and Country WGBS.

*I’m excited to take on the new
responsibilities as head of country
music programming,” Cook com-
mented. I have been involved with
the country music community for
over 20 years and look forward to
creating dn even greater partnership
between Westwood One and the
country music industry.”
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WITH BOB SHANNON

Tom Joyner: Fly Jock And More

Still the hardest-working man in radio

Most of us will never get this call.

“Hello.”

“Mr. Joyner? Stand by, please.”

Thirty or 40 seconds pass.

“Tom Joyner, is that you?”

Joyner recognizes the drawl.

"Yes, sir.”

Alaugh rings down the line. “Well,
you know, | may not be president
anymore, but I'm not dead,” says Bill
Clinton. “How ya doin’?”

Put Clinton and Tom Joyner on the air
together, and they’re magic. This wasn’t
lost on Clinton’s handlers during the
‘90s, nor was it lost on the man himself,
which is why he still calls.

That and Joyner’s 5 million listeners. “The show is a
match that lights the flame,” says Joyner. “It’s a responsi-
bility that I take seriously.”

He means what he says. His morning show is all
about fun and entertainment, but Joyner knows what's
important to his audience, and from time to time he’s
been compelled to raise his voice.

“I choose the battles I think we can win,” Joyner says.

KAYZ OUT OF THE BAG

New York politico Al Sharpton brought the memo
from Katz Radio to the press. When Joyner read it, he
saw red. There’d always been rumors of a no-Urban
dictate, but it was just talk, right?

Nope. The memo that advertisers and
buyers not spend time and money on Urban stations,
because the format’s listeners were suspects, not

“This memo proved it was real,” says Joyner. He took
it to his listeners, and they took it to the wall. Letters,
faxes, calls. In fact, so many people called the Katz office
in New York that they blew the phone system out.

Katz was embarrassed. Joyner’s advocacy campaign
was on the air for less than a week when the company
called him. "I told them we expected an apology, but
that it wouldn’t be enough,” Joyner says. He wanted to
know which advertisers had refused to buy black media,
and he wanted Katz to pitch them again. Katz agreed.
One of the companies was Dallas-based CompUSA.

Joyner turned up the flame.

Instead of phone calls, he asked listeners to send him
their CompUSA receipts. “We boxed up about $700,000
worth, took them over and said, 'Look, this is what
you're getting from African- American consumers,””
Joyner recalls.

Then Joyner looked into their corporate baby blues

Tom Joyner

and said, “If you want to continue to get this money, you
have to advertise on black media.” It’s not about black
and white, he told them, “It's about

CompUSA got it, did what he
suggested, and even gave everyone who'd
sent a receipt a 10% discount on their next

Rad.io does work.

DOWN ON HIS KNEES

Thls hurts.
“I'd climb up on the ampl:flers and
jump,” Joyner says. He'd leap off the

ddddde. “What I lacked in talent,” he says, “I made up
for in showmanship.”

He was in a working band called The Commodores —
yes, those Commodores, as in “Brick House” and “Easy”
— but when he got his first radio job at WABT/ Tuskee-
gee, AL, he left the group. Picture this: He slides on home
and tells his folks that he’s going on the radio, and they
say, Well that crazy group wasn’t going anywhere
anyway.”

WABT was a part-time gig. joyner s first full-time job
was at WRMA /Montgomery, AL. “I was a newsman, but
when anybody got sick, I'd fill in and deejay,” he says.
WRMA's afternoon jock had a fondness for the bottle. “1
hate that I did this,” Joyner admits, “but [ used to get
him whiskey just so I could go on the air. He's fine now,
went to AA. He 12-stepped.”

From Montgomery, Joyner moved up to WLOK/
Memphis, and from there it was north to St. Louis and
middays on KWK. That's where KKDA / Dallas Station
Manager Chuck Smith found him.

“He flew me to Dallas to listen,” says Joyner.

BIGD

KKDA was like no station Joyner had ever encoun-
tered. It was clean. It was so not cluttered. “The deejays
didn’t sound like any I'd ever heard,” he recalls.

Smith offered him morning drive. “On that radio
station? Me? I don’t sound anything like these people,”
said Joyner. Smith said he’d have to change his style
then. Al that rhyming and trash talking has to go.”

“He wanted me just to talk to people, to one person,”
explains Joyner. “He coached me and changed my style.”

So everything was coming up roses, right?

"It didn’t work at first, and I was about to be fired,”
Joyner says. “The Arbitron was horrible. Then the Pulse
came out, and I'd done pretty well.” For the few weeks

R A4{10.beonair.com
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in between, however, it was touch-and-go. KKDA had
even hired Joyner’s replacement.
“If you don’t have stories like that,” laughs Joyner,
“you’re really nothing in this business.”
Joyner kept his job and stayed at KKDA for five years.

THE CHAMP AND THE FLY JOCK

Muhammad Ali was another phone buddy.

“He didn’t know me from nobody, but he liked to talk,
and 1 had him on the air all the time,” Joyner says.

Bart McLendon, Gordon’s son, thought an interview
show with Ali might have legs. “You have this relation-
ship with Ali,” he told Joyner. “You'll do the interviews,
then we'll take your voice out, put Ali's in and do these
five-minute vignettes.”

It sounded good to Joyner. He quit KKDA, and it
might have been the greatest, except that a few weeks
into it, Ali decided it was too much work.

“But I quit my job,” complained Joyner.

“Well, come work with me,” Ali replied. “You canbe
my personal PR man.” Joyner says the job was a joke.
“How are you going to do PR for the world’s greatest PR
man?” he asks.

So, he crawled back to KKDA. “I think I stayed for a
year and a half, and then I went toChicago,” he says.

WVON, WBMX, WJPC, WGCI — all in Chicago. "I did
a lot of radio,” says Joyner. He even tried a TV show, but
it didn’t pan out. In 1983 he returned to Dallas and
KKDA. "A two-year deal,” he says. “Then, in 85, I started
fly jockin’.”

It’s still hard to believe.

For eight years Joyner did the morning show at
KKDA /Dalias then flew to Chicago and did afternoons
at WGCL. Even harder to believe is that he was No. 1 in
both cities at the same time. “The plan was to work
myself to death, retire and do a weekend show,” he says.

He wanted to be Casey Kasem. Instead, he went
nationwide in the morning at ABC.

LET ME TAKE YOU ON A SEA CRUISE

Tom Joyner is cruisin’.

Fantastic Voyage 2001 sails this week, and, yes, itis
sold out, with all proceeds benefiting the Tom Joyner
Foundation, an organization founded in 1998 to help
students at black colleges and universities continue their
education.

“Seven days of all-day, all-night partying,” Joyner
promises. Boyz Il Men, Isaac Hayes, Al Jarreau and
Bobby Bland — and they’re just the tip of the iceberg.
"It’s not a cruise for resting,” Joyner admits with a smile.

Tom Joyner is cruisin’, but this legend stuff doesn’t sit
well with him. “I'm not a legend,” he says. “Legends
don’t get up at three in the morning.”

Bob Shannon writes, voices, produces and consults from
his Bainbridge Island, WA-based business, bobshannon-
works. Shannon, who continues to consult his former
employer, TM Century, can be reached at bob@
shannonworks.com.

Rock and Roll Hall of Fame!!!

R&R e-thart reporters

1s your artist going for adds?
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CREATIVE PROMOTIONS

York would be shifting Dr. Laura

Schlessinger's syndicated talk program
from the 10am-noon slot to the 11pm-tam
shift due to less-than-desirable ratings. It's
now known who'll be taking the doctor’s shift,
effective May 29, ST has learned from a high-
level source at ABC that legendary Gotham
personality John R. Gambling will take
WABC's 9-11am time period, with Westwood
One’s syndicated Troubleshooter Tom Martino
taking the 11am hour. Gambling was dis-
missed from Buckley's crosstown WOR in
September 2000, ending 75 years of Rambling
With Gambling in morning drive. Gambling has
been hosting a Saturday-morning program on
WABC since his departure from WOR.

I ast week ST told you that WABC/New

Westwood One syndicated morning man
and WFAN/New York wakeup warrior Don
imus recently received a $30,000 donation
from the National Thoroughbred Racing
Association for his Imus Ranch, which pro-
vides children with cancer or serious blood
disorders and children who have lost siblings
to Sudden Infant Death Syndrome the experi-
ence of being a cowboy. NTRA aiso planned
to buy $30,000 worth of ad time on /mus in the
Morning. Imus decided to take the donation a
step further by betting $10,000 of the NTRA's
money on last week's Preakness Stakes with
the provision that he'd replace any funds
going to his charity if they were lost at the
track. Of course, any money won at the races
would go to the charity too. WFAN afternoon
co-host Mike Francesa added $5,000 to the
wager. How'd they do? According to
bloodhorse.com, Imus and Francesa made
$8,146. Imus now says he'll take the profits
plus the original $15,000 wager and “let it ride”
on the Belmont Stakes, set for June 9 in New
York. And, thanks to added donations from the
NTRA, the New York Racing Association and
regular /mus guest Bo Dietl, Imus will have a
total of $100,000 for his next charitable bet.
| The various parties will match any losses with
donations to the charity, guarantesing the
| Imus Ranch the full amount of the Belmont
| bet.

Joe Bauer, a 26-year veteran of KFMB-
| AM/San Diego, has resigned from the News/
| Talker and will take mornings at Clear Chan-

Records

{ * Former Atlantic/Nashville West Coast rep Jen-
[ nifer Shaffer joins WB/Nashvilie for similar duties.

* London Sire taps former Atlantic Dir/National
Promo Leisa St. John as its new VP/Promo.

¢ Ultimatum hires former Trauma promo rep Mari
Dew to handie Southeast regional duties.

* KMEL/San Francisco Asst. PD/MD Glenn
Aurs joins Priority Records as West Coast Nat'l
Crossover Promotion Director.

* R&R Advertising Sales Representative Dawn
Garrett joins Active Industry Research, handling
Alternative promotion.

* Rocketown Records hires former CCM Com-
munications Editorial Director April Hetner to
head up the label's media relations department.

WWW.americanradiohistorv.com

Street Talk.

WABC Gambling On Veteran N.Y. Talker

nel’s crosstown Adult Standards KPOP. Bauer
most recently co-hosted middays with Jack
Woods and spent 23 years with Mac Hudson in
morning drive. Bauer will assume his new
duties next month, replacing Ernie Myers, who
recently suffered a stroke. Meanwhile, rumors
are rampant that Woods — a.k.a. Chartie

Brown — will be once again teamed with

longtime partner Irv Harrigan (whose real
name is Paul Menard). When asked about a
possible reunion, Harrigan said the rumors of a
reunion “are just that — rumors.”

Meanwhile, KSDO/San Diego morning
talkers Sully & Scooter are guest-hosting
afternoons this week on crosstown Classic
Rock sister KGB. But don't think twice about a
possible format change to FM Talk for KGB. PD
Todd Little tells ST the station is “in no way,
shape or form™ veering from rock 'n’ rolt in
afternoons and that other candidates will have
on-air tryouts, beginning Tuesday.

’ Steinmetz To Head
Another Radio Group?

ABC Radio Station Group President Mark
Steinmetz has taken a voluntary separation
package from ABC owner Walt Disney Co. He
tells ST he’ll remain on ABC/Disney’s payroll
through the end of fiscal year 2001 (Sept. 30)
and that his position will then be eliminated.
ABC Radio President John Hare has taken
most of Steinmetz’s duties. Don't expect
Steinmetz to stay dormant for very long,
however. He says that accepting a lucrative
retirement package was “a good way for me to
look for a position outside of Disney — some-
thing | had been looking forward to for some
time. | would like something where my efforts
can affect the company's stock value. | have
been looking for other group-president jobs,
and | have been in contact with several compa-
nies. I'd like to work at a mid- to large-sized
company with major-market holdings — one
primarily in the business of radio” Steinmetz
has been associated with ABC since 1985,
when he joined then-Capital Cities-owned
KQRS-AM & FM/Minneapolis as VP/GM. Since
then he had added oversight duties for such
markets as Chicago and San Francisco,
sharing duties with Mitch Dolan.

Infinity's KBEQ/Kansas City last week
decided to give local motorists a break by
holding a May 18 promotion in which gallons of
gas would be sold at a frequency-related price
of $1.04. Two Entercom stations beat 'BEQ to
the punch, though, and on May 17 KYYS
offered gas at 99 cents a gallon, while KRBZ
sold gas at 96.5_cents. KBEQ PD Mike
Kennedy tells ST that his station had the last
laugh, however — KBEQ's Randy Miller
Morning Show ended up pumping close to
4,000 gallons of free gas!

Syndicated wakeup duo Bob & Sheri now
have a little addition to the morning team. Co-
host Sheri Lynch gave birth to her first child,
Olivia, on May 19. After taking three weeks off to

Continued on Page 32
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Street Talk.

Continued from Page 30

l enjoy her new bundle of joy with her husband,
! Mark, Lynch will return to her radio duties via
i a cribside ISDN line from her Charlotte home.
| “As happy as | am that we will both be able to
| keep doing the show, | have drawn up a new
| contract that specifically outlines no diaper

| duty” co-host Bob Lacey quips. “Let's face it, |

| get all the crap on this show already!”

‘Mix’-Up Sends KMSX
| Mailers To Bay Area

| KMSX/San Diego recently commissioned
| Miami-based marketing firm Smart Target to

| distribute personally addressed postcards
touting the $10,000 Song of.the Day contest
the station is running through today (5/25) to
local listeners. Unfortunately, close to 150,000
pieces were accidently mailed to homes in the
San Francisco Bay Area, where KZQZ
broadcasts on the same signal that 'MSX
does down south. KZQZ GM Allan Hotlen was
notified of the snafu Wednesday, the same
day a “significant” number of callers phoned
KZQZ inquiring about the 'MSX mailer. Hotlen
calls the mix-up “an honest mistake.”

Gary Smith, a suspect in a fatal Cincin-
nati shooting, surrendered peacefully to local
police May 16 — with a little help from WKRC
talk host Pat Barry. Smith was at large for two
days before contacting Barry during Barry's
afternoon shift. Smith was ready to turn
himself in, so Barry offered to pick him up at
the city's bus station and take him to police
headquarters. While Cincinnati’s police chief
called Barry’s actions dangerous, he offered
“nothing but praise” for his efforts.

Ted Turner has become a PD on Florida's
Space Coast! No, not that Mr. Turner. The
WSTH/Columbus, GA PD has accepted
simitar duties at WHKR/Melbourne-Titusville-
Cocoa. He starts at the Cumulus Country
outlet May 30. In other news regarding
Country PDs with well-known names, WGTR/
Myrtle Beach, SC MD/afternoon host Johnny
Walker receives a promotion and returns to
the PD chair. Walker was the station’s pro-
grammer before the arrival of Joey Dee last
year. Dee will now focus on his morning shift.

Congrats to Joe Riccitelli and the entire
team at Jive for reeling in 170 adds this week
for 'N Sync's latest single, “Pop.” The track
was delivered to radio via R&R’s Music
Meeting and proves that CHR/Pop loves
“Pop™

Steve Harmon has departed the Beasley
Country station. Morning news and traffic
anchor Andie Summers will be teamed with
Scott Evans for wakeups, starting today.

WLRS/Louisville PD Adam Fendrich
exits. Shane Collins, PD at crosstown sister
WDJX, assumes interim PD duties.

Telemedia Broadcasting debuts WGRX/
Fredericksburg, VA with a format PD Jeff
Beck calls “Country That Rocks” The syndi-
cated John Boy & Billy Big Show airs in
mornings. )

Longtime WUSA (W101)/Tampa-St.
Petersburg morning co-host Judd Otis died
Monday afternoon at his Tampa home after a

Popular WXTU/Philadelphia morning host

¢ Clear Channel sets Randy Michaels as Chair-
man/CEO and Ken O’Keefe as President/
COO.

* Mike Tierney tapped as Sr. VP of Epic Rec-

ords. V

* Bill Pugh picked as PD for WMVP/Chicago.
* Steve Hoffman recruited as PD of KRQR/San

Francisco.

¢ Burt Baumgartner boosted to Sr. VP/Promo-
tion at Columbia Records.

* Rich Fitzgerald upped to Sr. VP/Promotion for
Reprise Records.

« Ted Edwards recruited to be PD of KLOL/
Houston.

* Arista appoints Don lenner Sr. VP/Marketing
& Promotion and Roy Lott Sr. VP/Operations.
* CBS sets Nancy Widmann as VP/CBS Owned

AM Stations and Rod Calarco as GM of
WCBS-FM/New York.
* Roger Barkley joins KJOI/Los Angeles for

mornings.

* Mark Fowler sworn in as FCC Chairman.

* Bert Wahlen chosen to head new Westing-
house FM Group.

* Bob Hattrik elevated to VP/Programming for
Doubleday.

* Mary June Rose is boosted to Asst. PD/MD

of WBT/Charlotte.

¢ Gary Stevens promoted to Sr. VP of Double-
day Broadcasting.
* Trip Reeb hired to do overnights at WPLJ/New

- p

three-year battle with cancer. He was 54. Otis
held wakeup duties with Waitt Radio/North
Florida OM Bob DeCarlo from 1982-96 and has
also worked at WKBW/Buffalo, WRKO/Boston,
WDRC-FM/Hartford, KKBQ (79Q)/Houston and
KXGL/San Diego. Otis also had a hand in
launching WAAF/Worcester-Boston as an AOR
in the 1970s. In lieu of flowers, the family has
requested donations be made to hospices.

Glen Jones, who hosts a Sunday after-
noon program on noncommercial WFMU/New
York, will attempt to break the Guinness Book
world record for Marathon DJ Broadcast over
Memorial Day weekend. The current record is
73 hours, 33 minutes. Jones will take to the
airwaves Friday at 9am and must stay awake
until at least Monday at 10:33am. According to
Guiness rules, songs must be between two
minutes and six minutes in length, and invited
guests can't tak for more than a minute without
Jones chiming in.

if you have Street Tak, call the R&R News Desk
ot 310-768-1000, or o-mall streeitalk @ roniine.com
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7:00 pm

THURSDAY. JUNE 7, 2001

6:00 pm - 8:00 pm VIP Reception / Meet & Greet
Grand Casino - Tunica, MS
FRIDAY, JUNE 8, 2001
8:00 am Convention Registration
9:30 am Opening
"Welcome to the World of .
Broadcasting Press Conference”
10:30 am TV Forum 2001
"Everything You Ever Wanted to -
Know About Television Broadcasting”
Moderator: Fred Howard, CBS TV Media Gen
12:30 pm Working Lunch
Keynote Speaker: Dick Gregory
"Speak Out” / Live Entertainment / Door Prizes
3:00 pm R&R Music Meeting Presentation
Herb Jones and Al Machera
4:00 pm "What it Takes to Make it in a Major Market”
Moderator: Tony Brown, Program Director
V103 Atlanta
6:00 pm - 7:00 pm Cocktail Reception
8:00 pm "Rap Lives Forever”

A tribute honoring the visionaries of rap,
Mr. Joe Robinson and Mrs. Syivia Robinson

SATURDAY, JUNE 9. 2001

8:00 am Convention Registration
10:00 am "How will the Suspension of the FCC's EEO
Outreach Program Effect Minority Hiring and
. Diversity in the Broadcast.Industry?”
‘ Moderator: Rip Daniels, CEO American Blues Network
12:00 pm Working Lunch
3:00 pm "The Secret of Longevity in Broadcasting"
Moderator: Tony Brown, Program Director
V103 Atlanta
5:00 pm - 6:00pm ; Cocktail Reception

Awards Dinner - Honoring Rev. Jesse Jackson
Guest Speaker / Live Entertainment

www.americanradiohistorv.com

June 7, 8. &8, 2001

Marriott Hotel Downtown
Memphis. Tennessee

ONVENTION

REGISTRATION
_INFORMATION

Corporations/Record Companies
$250.00
Radio/Television Personnel
$250.00

College Students
(with current ID)
$100.00 |
FOR CONVENTION INFD:
1-888-291-0286
FOR HOTEL REGISTRATION:
1-901-527-7300

CONFIRMED PANELISTS
Cedric Hollywood, WEDR Radio - Miami
Michael Sauders, WJLB Radio - Detroit
Vinnie Brown, WBLS Radio - New York
Sam Weaver, KPRS Radio - Kansas City

Terri. Avery, WFXE Radio - Columbus
Carl Conner, KMJQ Radio - Houston g

IBBA
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Sound Decisions

Tween Generation Grows Up

3 Labels, advertisers increase efforts to lure 9-14 demo

adies and gentlemen, meet the “Tweens,” the lat&s-t demographic to grab the attention of Madi-
== son Avenue, not to mention the music business.

Over the past several months
Tweens, kids aged 9 to 14 years old,
have been growing in importance as
consumer products manufacturers
scramble to capitalize on every con-
ceivable demographic in order to
stimulate slumping retail sales. An-
other big reason? Entertainment sup-
pliers — namely TV networks, mag-
azines.and kids' Internet portals —
continue to invest in new content,
which in tumn creates new opportuni-
ties for advertisers to reach Tweens.

According to Wondergroup, a Cin-

R —

“We've decided not to go
out there and spend
money at pop radio,
because we'd end up

chasing our tail.”

T T o —

cinnati-based marketing and consult-
ing firm that specializes in the youth
market, the Tween demo influences
about $260 billion in annual purchas-
ing ($10 billion directly spent by
Tweens: $74 billion in family spend-
ing influenced by Tweens; and $176
billion spent by parents on their
Tween kids). Not surprisingly, candy
and snacks are the No. | and No. 2

expenditures, while music ranks No. ~

3. However, with Tweens aged 12-14
music climbs to the top spot.
Perhaps the best example of the
newfound power of the Tween mar-
ket is the success of Jive Records at-
ist Aaron Carter, who, with minimal
pop airplay except for Radio Disney,

had scanned over 100,000 copies of -

his album Aaron’s Party (Come and
Get It) nearly six months after it was
released. To date, the album has sold
over 2 million copies. "
The Radio Disney Effect

Acéording to Mecdiabase, Radio
Disney station KDIS/Los Angeles
played Carter’s song “I Want Candy™
999 times from Oct. 14, 2000 through
May 16. Only one play at pop radio
was monitored. Carter’s “That’s How
I Beat Shaq” received 1,096 plays at
KDIS from Jan. 12 through May 16,
while only 16 plays were monitored

at pop radio. During that time, how-
ever, Carter was all over cable net-
works such as Nickelodeon and the
Disney Channel, cither in concert or
featured prominently in sitcoms and
other programs.

Granted, Carter isn‘t the only
young act to benefit from exposure on
these outlets. MCA Records’
A*Teens received similar treatment
despite lower sales, and Interscope’s
Samantha Mumba was recently fea-
tured on the same channels. But
while record companies traditionally
have always kept a close eye on kids,
Carter’s double-Platinum success has
the labels redoubling their efforts,
especially since Nickelodeon, the
Disney Channcl and others are plow-
ing more cash into Tween program-
ming.

A February article in the cable
TV trade magazine Multichannel
News reported that Nickelodeon has
beefed up its Sunday-night slate to
appeal more to Tweens, and the
Disney Channel has added more
shows aimed at the demo through-
out the week. And music has been
a focal point. The success of shows
like Making of the Band and the
corresponding sales of groups like
London Sire/143 Records group
Eden’s Crush and J Records act O-
Town have also been extremely en-
couraging.

Tweaking Tween Shows

It’s the cable networks that have

led the charge. “Over the past two or
three ycars we've
really revved up
the presence of
music on the chian-
nel,” says Nickel-
odeon Sr. VP/Tal-
ent Paula Ka-
plan. “By doing
that, we've creat-
ed a ton of oppor-
and record com-
panics to partner
with us. And their interest keeps get-
ting higher.”  «

Kaplan, who's been with the chan-
nel for over seven years, says, “We
stgrted off mostly with one-off oppor-
tunities, like The Kid's Choice
Awands, but we have been featuring
more videos, more music-oriented
contests and more osiginal program-
ming that has music as its central
theme.

“We're seeing an increase in the
number of artists and record compa-
nies who are asking us to help sup-
port their music, because they realize
kids are a powerful demo when it
comes to spending. And what's great
about kids is that if they really like
an artist, they'll stay true to that art-
ist come hell or high water.”

On tap later this ycar on the mu-
sic side are concerts from Lil Bow
Wow, Steps, Dream, The Backstreet
Boys and Lil'’ Romeo. And Kaplan
says the channel “may well be look-
ing to do more.”

More Than Concerts
Program-ming Gary Marsh is also
feeling the label
love. Marsh re-
cently put a call
out to the labels
asking for artists
to record theme
songs for the chan-
nel’s programs. "1
got bombarded
with calls,” he re-
ports,

The Disney
Channel, which
had been featuring several concert
specials a year, plans to revamp its
music programming to integrate art-
ists into select shows. One big reason
is that concert specials can be easily
replicated by other kids networks, but
artist appearances in other programs
cannot.

“An Aaron Carter-Samantha
Mumba concert delivers around 1.3
million viewers, while the Aaron
Carter cpisode of What's Lizzie
Thinking? will deliver 1.5 million,”
notes Marsh. “We made it clear to the
labels that our decision was not based
on ratings. The ratings were fine. The
decision was made because we want
to provide programming that is sin-

+gujar and distinctive that our viewers
can’t get anywhere else.”

The nét result should increase art-
ist loyalty and album sales. *“The con-

Gary Marsh

" cert special helped draw attention to

Aaron Carter, but it’s his ongoing
presence in our shows that crystalliz-
es the audience's affection for him,”
Marsh explains.
Courting Corporations
In addition to working with TV
to ramp up their efforts to court cor-

WwWwWWwW.americanradiohistorv.com

Subs w Rutings
Nickalodaon 81.0 $1,046 14
TB8S B28 $808 12
Lifetime 798 $550
Cartoon Network 712 wa ™%
TNT 81.1 $1,180 0.9
USA 81.3 S800 09
ASE 803 8523 09
Disney Channel * 696 $557 08
Discovery Channel 81.7 $574 07
TNN 80.1 na 05
Ranked by average daily ratings, Feb. 2001.
Source: Cablevision magazine

porate America. Wondergroup Exec.
VP Greg Livingston says that dur-
ing the recent Kid Power convention
— an annual mecting on the youth
market attended by consumer-product
giants like General Mills and Coca
Cola — Eden’s Crush performed “so
that corporate executives could see
the group and see that they might be
able to tap into the group’s appeal.”

With music and Tweens a hot com-
bo, Livingston’s company has begun
to land more record-company clients.
In one forthcoming campaign, which
is centered around the back-to-school
season, 5 million products will be
given away, including CDs. “It’s the
20,000 CDs that really have kids ex-
cited,” Livingston says.

Not surprisingly, pop music re-
mains the genre of choice for
Tweens. Citing a May 2000 S Kids
study, Livingston says that 37% of
Tweens favored pop music; 19% fa-
vored rap and hip-hop; 12% favored
R&B; 6% favored rock; 5% favored
alternative: and 1% cach favored
metal or country.

“For Tweens, it’s more about be-
longing to a group and being accept-
ed than it is about individuality,” Liv-
ingston says. “Music from acts like
*N Sync and Britney Spears is some-
thing they can all relate to, as op-
posed to some metal or alternative
band. What's also going to be inter-
esting is to sec how long these kids
stay with their favorite acts. Boomers
still like the teen acts of the *60s, and
today’s acts are being branded so
strongly, there’s a good chance
Tweens will stay with them.”

That bodes well for artist develop-
ment, which is often scen as an oxy-
moron when used in reference to pop
acts. Nonetheless, Jive has proven
that it's possible, even if radio isn’t
a part of the picture.

“Radio Disney is a part of every
marketing plan we draw up for every
artist who might be relevant to the
channel,” says Jive Sr. VP/CHR Pro-
motion Joe Riccitelli. “That includes
artists’ who might be more on the
fringe for the station. We always go
through the record to see if there
might be some shot at making it hap-
pen, because we know there’s an au-
dience we can tap into. For our par-
ticular roster, Radio Disnecy has be-

come a cormerstone of the marketing
plan.”

The lure of Tween dollars is so al-
luring that two fierce rivals — Via-
com, which owns Nickelodeon, and
Disney — are putting aside their dif-
ferences to be involved with Carter’s
forthcoming summer tour. Riccitelli
notes, “Nick is sponsoring the tour,
but they’ve allowed Radio Disney to
be on site for the shows. That’s real-
ly amazing.”

Despite the rising tide for all
things Tween, Riccitelli isn’t holding
out hope that pop radio will join the
party. “We've tried, but the truth is
that the audience is still a little bit too
young for pop stations to take inter-
est,” he says. “There have been oth-
er labels that have tried, too, but I
haven’t really seen anyone bridge the
gap.

*“That’s why we’ve decided not 1o
go out there and spend money at pop
radio, because we’d end up chasing
our tail. We feel
we can reach the
audience and
sell-through the
project by focus-
ing on this spe-
cific audience.”

Going forward, -
the labels and
consumer-prod-
uct manufactur-
ers might have to
pay even closer
attention to their marketing cfforts,
especially in the wake of the FTC's
scathing report about marketing en-
tertainment products to kids. Kaplan
notes, “I don’t think it’s a secret that
we and other channels have reject-
ed videos for whatever reason, lyri-
cal conient or subject matter. That
isn’t anything ncw to Nickelodeon.
We have to be respectful of the au-
dience, which is something we've
been very careful about since the
beginning of the channel.”

Joe RicciteW

TALK BACK TD RAR!

Do you have questions, comments
or feedback regarding this column
or other issues?
e-mail me at:
swonz(@rronline.com
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Tricky’s Fortunes Get A Boost

Is Hollywood Records recording artist Tricky about
to enjoy the mainstream commercial success enjoyed by
fellow electronica acts Fatboy Slim and Moby?

It certainly seems so,
thanks to the big-time
buzz building at Alter-
native for his new
single, “Evolution Revo-
lution Love.” which is
getting airplay at some
of the format’s most in-
fluential stations. Key
Altematives playing the
song include KROQ/Los
Angeles, WKQX/Chi-
cago, WHFS/Washington, WBCN/Boston, KITS/San
Francisco, KNDD/Seattle, XTRA/San Diego, WSUN/
Tampa, KTCL/Denver, WRAX/Birmingham and
WROX/Norfolk. A handful of stations at Tripie A, in-
cluding KFDS/San Diego, WXPN/Philadelphia and
WRLT/Nashville, are also piaying it.

A veteran of London's electronica scene, Tricky began
his music career in the late *80s as part of the group The
Wild Bunch. He performed on Massive Attack’s
groundbreaking 1999 album Blue Lines and later went on
to release several solo albums, including Maxinguaye,
which Rolling Stone magazine chose as one of the best
albums of the "90s. He has also recorded with artists such
as Bjork. Garbage. Bush and Elvis Costello.

Despite such critical acclaim and commercial success
in Europe and beyond. Tricky has yet to attain the Plati-
num-plus status enjoyed in the U.S. by some of
electronica’s best-known and most-respected acts, in-
cluding Moby and Fatboy Slim. Tricky even admits —
in the online press kit promoting his new album — that
he purposely avoided recording mass-appeal records un-
til now. “This album is definitely more sensual than my
previous stuff,” he says. “All of my previous stuff has
been really dark and definitely not for radio, to delib-
erately stand away from radio. This album is less intro-
verted. It has songs everybody can relate to. but they still
sound like you've never heard them before.™

To accomplish that. Tricky enlisted the help of some
of music’s biggest stars for his Holiywood Records de-
but. The new album, titled Blowback. hits retail June
26 and features performances from Alanis Morissette.
The Red Hot Chili Peppers, Live's Ed Kowalczyk and
Cyndi Lauper. When Tricky delivered the finished al-
bum about two months ago, Hollywood execs immedi-
ately realized that he had hit pay dirt.

“When we listened to the album, we realized that
Tricky had given us a very uplifting, commercial rock
record that was thoroughly accessible to commercial
radio,” says Hollywood Sr. VP/Promotion Justin
Fontaine. *“We also knew that a lot of people would start
drawing comparisons to Moby, even though, musically,
there are substantial differences. But Moby did open a
lot of doors, and we wanted to capitalize on that.”

Hollywood opted to begin the record at Alternative.
Those efforts started at the specialty-show level and result-
ed in a No. | record. The label then began working sclect
Alternative stations. **At the beginning we wanted to get
the right stations involved and position the record and
artist as being important to the format,” Fontaine says.

“Fortunately, KROQ took the first step and really em-
braced the song, which got the ball rolling at radio. A
few weeks later we were able to get stations in San Di-
ego, Boston, Denver and Washington, DC. We had all
the right stations put their seal of approval on it. Now,
it's a matter of us convincing the rest of the panel.”

One big fan is KTCL MD/moming co-host Sabrina
Saunders. At a time when rap rock records still cast a

LI

long shadow at the format, Saunders says “Evolution
Revolution Love"” is proving to be a breath of fresh air.
“Tt has rescued us from all of the aggro-rock that’s out
there,” she explains.

Saunders. whose station has a history with Tricky. be-
lieves the record is reacting in Denver because “it's cool,
hypnotic. and. with [Live's] Ed on vocals. it also sounds
familiar. Plus, our listeners know who Tricky is and are
always interested in hearing his new music.”

Interestingly. Tricky's new album has presented Hol-
lywood with a unique challenge. that of taking care of
Tricky’s core underground following while simulta-
neously introducing the electronica star to the commer-
cial mainstream. To accomplish that. Hollywood placed
ads in underground magazines well in advance of the in-
store date, while ads in magazines like Spin were timed
around the June 26 release date. The label also set up
online listening parties and aggressively worked dance
clubs that feature electronica music. When airplay took
off, Hollywood moved up the releasc date by two weeks.

Hollywood Sr. VP/Sales & Marketing Daniel Savage,
who worked with Tricky while both were at Island
Records, observes, “We wanted to make sure we talked
to the core but at the same time tried 10 introduce new
people to his music. When I was at Island, we did really
well with his -albums, but we bumped into a glass ceil-
ing because of the music. It's really gratifying to finally
bring his genius to the masses.”

Tricky is slated to perform a handful of shows in the
U.S. in June before hitting the U.K. and European tour
circuit. He'll retumn in late July or early August.

For Takooft

Fans of mainstream singer-songwriter pop rock should
give Sacramento-based band Plate a close listen. The
group's song “Not Around Here" was added to hometown
Hot AC KZZO. Additionally. the track was played 14 times
at Hot AC KLCA/
Reno, NV last
week. with a pair
of plays during
middays and pm
drive and another
four during eve-
nings.

KLCA PD Car-
los Campos says
“Not Around Here" fits in perfectly with his station. “We
heard about their popularity in Sacramento and just de-
cided to try the song out. and we’ve been really pleased,”
he says. “We're getting a lot of curiosity calls asking
about the song.”

Plate have been gigging around the area for several
years. They have released a couple of albums and re-
ceived airplay at several area Rock-based stations. The
band even landed a sponsorship with Corona beer. But
it’s the recent airplay that is beginning to spur interest
in the band — and sales.

Comments vocalist-guitarist Mike Jones, “We're get-
ting some pretty good interest from the labels, and be-
cause of radio we’ve sold about 500 or 600 copies of the
album over the past five or
six weeks. It’s pretty no-
ticeable.” 2

Jones says the band’s (G = <SUU ALY
main focus is “to build on
the airplay and just basically keep on working.” The band
will be touring the greater Los Angeles area within the
month, opening for Tesla. Check out “Not Around Here™
in the Hot AC “Set Up” section at Music Meeting's
website at www.rrmusicmeeting.com.

Piate

— Steve Wonsiewicz
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Cornell, Rage Join Forces

Former Soundgarden frontman Chris Cornell is set to join
the politically charged rap rock band Rage Against The Ma-
chine, according to various published reports. Corneil, who
succeeds Zack de la Rocha as the band’s lead singer, toid
the Los Angeles Times that the deal — which had been
speculated about for months — is as close as possible to
being finished. “Until the boat founders on the shoalts, this is
as permanent as anything,” he said. The Times says the as-
yet-unnamed group has tapped Rick Rubin as producer and
will enter the studio in tate May to begin recording a new disc.
The group has already written at least 20 songs. Cornell's
manager, Jim Guerinot, told the Times, “I've never seen Chris
so excited, and that's echoed by [RATM drummer] Brad
[Wilk], [RATM guitarist] Tom [Morello] and [RATM bassist] Tim
[Commerford].” Morello totd RoltingStone.com that “jamming
with Corneli was off the hook. We were just making up new,
exciting rock. The music that we made in the couple of days
that we jammed together was really groundbreaking and fan-
tastic.” A deal is currently being negotiated whereby Epic
Records (RATM's label) wilt release the first album, while
Interscope/Geffen/A&M (Cornell's label) will reiease the
sophomore disc.

Dion Does Las Vegas

Following in the footsteps of legendary
artists like Frank Sinatra and Elvis
Presley, Celine Dion has inked a three-
year deal to perform five nights a week
at the Caesars Palace hotel and casino
in Las Vegas. To showcase the exclusive
gig, Caesar's is building a $65 million,
4,000-seat amphitheater shaped like the
Roman Colosseum with an enormous
stage located in the center. With ticket
prices ranging from $85-$150, the venue
could gross as much as $300 million. Ac-
cording to various published reports, Dion could earn be-
tween $45 million and $100 million.

Tour update: Tony Bennett begins a 22-city tour July 25
in Portland, ME. Supporting will be k.d. lang ... Guitar whiz-
zes Joe Satriani and Steve Val will team up for a 24-date
tour, beginning June 23 in Reno, NV ... Everclear embark on
a national headlining tour June 29 in Phoenix. American Hi-
Fi and Maytield Four will support.

This 'n’ that: MTV has included the new category Best Mu-
sic Moment in its 2001 MTV Music Awards, to be held June
7. Nominees include Jack Black singing “Let’s Get It On” in

- the movie High Fidelity, The Soggy
Bottom Boys performing “| Am a Man
of Constant Sorrow™ in Oh, Brother
Where Art Thou?, the Twisted Sister
bus scene in Road Trip; Piper Perabo
singing “One Way or Another” in Coyote
Ugly and the “Tiny Dancer” bus scene
in Almost Famous ... MTV News reports
Platinum-plus raprock band Incubus
‘have nearly completed work on their
next album, produced by Scott Litt ...
Smash Mouth have started recording
their third album, with producer Eric Valentine. The disc is

Celine Dion

‘expected to be released this summer ... Noted punk outfit

Fugazi are putting the finishing touches on their next album,
which is slated for release in September.

CONCERT PULSE
Avg. Grose
Pos. Artist {in 000s) Among this wesk's new tours:
1 ELTON JOHNBILLY JOEL $2.2475
2 u2 $1.777.4
3 BACKSTREET BOYS $1.715.7
« AcC ' $550.8 CULT,
5 MATCHBOX TWENTY $334.6 DEXTER FREEBISH
§ ALAN JACKSON $261.7 T MCORAW
7 SARAH BRIGHTMAN $241.1
§ DON HENLEY $230.7 FEMI KUT!
/K0, OCK! $209.0 SOCIAL DISTORTION
10 BARENAKED LADIES $201.0
11 90 DEGREES s $191.9
12 GODSMACK $187.0
13 PANTERA $161.1 | The CONCERT PULSE 13 courtesy of
14 ERYKAM BADU $1500 | “outin s Motenr
14 QUEENS OF COMEDY $157.9 Calbforrua 209-271-7900.
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The 411 On 311

Alternative, Active Rock and Rock are standing by Music Meet-
ing, and the formats are ready to download 311°s highly antici-
pated new single, “You Wouldn’t Believe.” The band delivered a
seminal rock-rhythm anthem years ago with “Down,” and we can
only imagine the impact of this one. This band have only magni-
fied their importance through relentless touring.

Have you heard the acoustic version of “Be
Like That” by 3 Doors Down? Triple A pro-
grammers are logging on at a high-speed clip
to check it out. Another act gaining a lot of
interest from the format through Music Meet-
ing is Idlewild. “Littlc Discourage™ is gener-
ating a lot of encouragement.

How much can Music Meeting help pro-
grammers? Ask a ton of Hot AC programmers
who relied on the system to grab the new sin- Sky Banlois
gle from *N Sync. Thanks to the folks at Jive
Records for coming to MM to spread the word (and sound).

Add sight 1o the list in the case of Valeria. We have a special
photo of this stunning new artist available by clicking on her new
single. “Ooh La La.” Look. Listen. Love.

Music Meeting wasn't surprised when Ja Rule’s “1 Cry” be-
came Most Added at Urban. The song remains a favorite for for-
mat registrants.

In Country, Music Meeting teamed with MCA to deliver a spe-
cial song download and interactive interview for the new Chely
Wright single, “Never Love You Enough™ The activity surround-
ing this one put real pressure on the servers!

We should take a moment to thank Country Marketing Rep Dave
Kelly. Dave came to Music Mceting 14 months ago, when the con-
cept was still a wild-eyed dream. Through Dave's vision, dedica-
tion and technical expertise. Music Meeting has become a tool for
hundreds of Country programmers. We salute WKDF/Nashville for
recognizing what a special talent Dave is by naming him PD. He will
remain involved with Music Meeting on an ongoing basis as a con-
sultant. We are blessed by his faith in this innovative system.

NEW MEDIA

NEWSMAKERSE
Radio One’s Tech Star

Monica Star, Operations Director Programming for Radio One,
is one of the most tech-savvy programmers in our business
7 today. Starg is truly a new-era radio
programmer, with experience and an
educational background that are not typical
of most radio professionals. Starr got her
degree in engineering and medicine, which
fueled her interest in new technology before
1 it was au courant. At 14, her interest was
s0 great that she built her first computer.
Starr recognizes the need for tech-
nological efficiencies in her day-to-day
routine, saying, “There is so much
information that | secure through Internet
and intranet applications. Ratings trends, content consideration
and news — all delivered when | need it. | am aiso becoming
increasingly reliant on my two-way paget so | can be
immediately responsive to the programmers | work with.” 1
Starr is just beginning to see programmers bravely forge |
into the new tech space. “A lot of industry people aren't
compietely comfortable with new tools, but they are leaming,” |
she says. “There is 5o much that technology can still provide.”
l Starr has become an advocate of Music Meeting and
testifies, “Typically, | find most applications to be limited. But
Music Meeting exceeded my expectations. It organizes the
music for me, and the one-touch Selector component is a
lifesaver. I'm encouraging all of our programmers to take
advantage of it.”
It ain't easy impressing someone who built computers at
age 4.

Monlica Star
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NEHN RELEARSES

The latest songs featured this week on Music Mesting
www.rrmusicmeeting.com

CHR/POP

98 DEGREES The Way You Want... (Universal)
ATC Why Oh Why (Republic/Universal)
BABYFACE There She Goes (Arista) -
BAHA MEN Best Years Of... (DrsamWorks)
LESLIE CARTER Like, Wow (DreamWorks)
EVERCLEAR Brown Eyed Girl (Capitol)
DEXTER FREEBISH My Madonna (Capitol)
MICKY LOVE Because Of You (DrsamWorks)
LOWFINGER (diot Radar (Smart)

TRICKSIDE Under You (Wind-up)

CHR/RHYTHMIC

MALIYAH We Need A Resolution (BlackGround)

ATC Why Oh Why (Republic/Universal)

BABYFACE There She Goes (Arista)

KOFFEE BROWN Waskend Thing (Arista)

SNOOP DOGG W/TYRESE Just A Baby Boy (Universal)
LUTHER VANDROSS Take You Out (J)

URBAN

BAD AZZ Wrong idea (Priority)

CRAIG DAVID Fill Me In (Wkdside/Atiantic)

LIL' ROMEO My Baby (Soufia/Prionity)

ERICK SERMON UMARVIN GAYE Music (/nterscope)
SILXX THE SHOCKER Pop Lockin’ (No Limit/Priority)
THREE THE HARD WAY Let's Get (t (Bad Boy/Anista)
USHER U Remind Me (LaFace/Arista)

URBAN AC

FAITH EVANS 1/C. THOMAS Can't Believe (Bad Boy/Arista)
MUSLQ Girl Next Door (Def SoulIDJMG)
LUTHER VANDROSS Take You Out (J)

COUNTRY

NEAL COTY You Got Lucky (Mercury)
CAROLYN OAWN JOHNSON Complicated (Arista)
MARK WILLS Loving Every Minute (Mercury)

ADU(T CONTEMPORARY

ANGELA AMMONS Big Girl (Universal)
POWDERFINGER My Happiness (Republic/Universal)

HOT AC

BAHA MEN Best Years Of .. (DrsamWorks)
LESLIE CARTER Like, Wow (DreamWorks)
FATBOY SUM Weapon Of Choice (Astraiwerks/Virgin)
DEXTER FREEMSH My Madoma (cuu)

SMOOTH JAZZ

FATTBURGER Evil Ways (Shanachie)

JANITA Angel Eyes (Carport)

JANTTA ('l Be Fine (Carport)

JIAMY SOMMERS 360 Groove (Higher Octave)
LUTHER VANDROSS Take You Out (J)

ROCK

DISLOCATED STYLES Liquefied (Roadrunner)

ERIC GALES Hand Wiriting On The Wall (Nightbird MCA)
MOKE My Degeneration (Ultimatum)

DAVE NAVARRO Rexall (Capitol)

200 STORY Mantaray (3:33/Universal)

ACTIVE ROCK

CALLING Wherever You Will Go (RGA)

DARWIN'S WAITING ROOM Fee! So Stupid... (MCA)
DISLOCATED STYLES Liquefied (Roadrunner)

FEMIX TX Theaesome (Drive-Thru/MCA)

ERIC GALES Hand Writing On The Wall (Mightbird/MCA)
MOKE My Degeneration (Uitimatum)

DAVE NAVARRO Rexall (Capitol)

PROFESSIONAL MURDER MUSIC Slow (Geffervinterscope)
200 STORY Mantaray (3:33/Universal)

ALTERNATIVE

AIR Radio #1 (Astralwerks/Virgin)

CALLING Wherever You Will Go (RCA)

OARWIN'S WAITING ROOM Feel So Stupid... (MCA)
DISLOCATED STYLES Liquefied (Roadrunner)

FENIX TX Threesome (Drive-Thr/MCA)

GORILLAZ Clint Eastwood (Virgin)

MANIC STREET PREACHERS Found That Soul (Virgin)
MOKE My Degeneration (Ultimatum)

DAVE NAVARRG Rexall (Capitol)

PLACEBO Special K (Virgin)
PROFESSIONAL MURDER MUSIC Slow (Geffervinterscope)
TURIN BRAKES Underdog (Save Me) (Source/Astratwerks)
200 STORY Mantaray (3:33/Universal)

U TRIPLE A

NR Radio #1 (Astrahwerks/Virgin)
WALLIE NELSON Wouldn't Have ... (isiand 10JMG)
TURIN BRAKES Underdog (Save Me) (Source/Astraiwerks)

i,

Music Meeting is an online ssrvice fres to commercially licensed broadcast radio “ ‘
ne

& secure, password- p|
categorized

rotectad system for auditioning and/or downioading. Songs are
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programmers and partlclpauno labei executives. Each week s0ngs are posted ontt ,,.

WwWwWw.americanradiohistorv.com



www.americanradiohistory.com

celebraté§

#2001

Diana Laird, KHTS/San Diego -

MUSIC MEETING congratulates Diana Laird, PD of KHTS/San Diego on

being the 2001st programmer to discover the benefits of using the leading

online source for new music. Diana has joined the ranks of thousands of
programmers who are beating their competition to all of the important

new réleases like N’Sync, Faith Hill, Janet, and more!!!

In just three months, Music Meeting has hélped 2,001 programmers save

time and hear more music. Log on to www. rrmusucmeetmg com and

find out what the buzz is all about No Hype — ]ust help!

J

tquil ando” R/R Sele"’"’/‘
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Together,
We Are Always In Tune

L.A. Reid and The Arista Family
Salute Radio One
and Black Music Month

Arista Records...

One Family, One Vision
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CR&R pays tribute to America's No.1 radio group serving Urban listeners )

Viewpoints differ about whether consolidation has
been a good thing for our business. There is certainly no
denying that there are fewer African-American
operators of radio stations in the United States today as
a result of the consolidation frenzy of the last five years.

In R&R's near-30-year history covering the radio industry, it
has witnessed the celebrated beginnings and often-disappointing
ends of hundreds of radio-group owners. R&R has remained a
major proponent of Urban radio since the format's beginnings,
nearly two decades ago.

Radio One is particularly admired for its Urban radio
programming strategies and marketing innovations. Its billboard
campaign in Los Angeles not only successfull"y migrated an
audience from one frequency to another, it pushed KKBT/Los
Angeles’ Steve Harvey Moming Show to No. 2 in the winter
2001 Arbitron survey.

In this special R&R is proud to present several exclusive
interviews with top Radio One management, including
founder and Chairperson Cathy Hughes, President/CEO
Alfred Liggins IIl., COO Mary Catherine Sneed and former
VP/Programming Steve Hegwood. I believe that their words

of wisdom will inspire you and confirm your respect for
these professional and talented individuals.

R&R’s rescarch presents a unique snapshot of Radio One’s top
properties, including KKBT/Los Angeles, KBFB/Dallas-R. Worth
and WKYS & WMMJ/Washington, DC. There is also an exclusive
R&B Gold tides emphasized by Radio One in 12 key markets.

We also have interviews with some of the hottest artists
being played on Radio One’s Urban stations: Luther Vandross,
Musiq Soulchild, India.Arie, Bilal, Jagged Edge, Case,
Jaheim, Profyle and Tank.

I singerely hope that you enjoy reading this tribute to Radio
One as much as we enjoyed preparing it.

« e« ACKNOWLEDGMENTS ¢+«

As R&R completes another successful Urban Special, |
would like to recognize the following people for their invaluable
help and contributions.

First, my deepest thanks to Asst. Urban Editor Tanya
O’ Quinn for compiling the artist features again this year. Tanya
loves the music, and it shows in her writing year after yean

WwWWwWWw.americanradiohistorv.com

I also owe a debt of gratitude to all the contributing writers
to this special, including Washington, DC Bureau Chief Jeffrey
Yorke, Director/Charts & Formats Kevin McCabe and Charts &
Music Manager Anthony Acampora.

R&R’s editorial and production team once again made the
special read and look great. Thanks to Managing Editor Richard
Lange, Brida Connolly, Frank Correia, Adam Jacobson, Debbie
Overman, and the design and production team.

Of coursc, our deepest thanks go to the entire Radio One
corporation, including Cathy Hughes, Alfred Liggins 111, Mary
Catherine Sneed, Steve Hegwood and everyone who gave
interviews for this special. Radio One is exemplary in the world
of broadcasting.

The adveRtisers also deserve grateful acknowledgment, as
specials such as this wouldn’t exist without their generosity
and support. Much of the credit is due to R&R’s Urban Sales
Executive, Robert Taylor.

Lastly, I'd like to thank Publisher/CEO Erica Farber, GM
Sky Danicls, Editor-in-Chicf Ron Rodrigues and Director/Charts
& Formats Kevin McCabe for their unwavering support of

Urban radio and music. Until next year...
— Walt “Baby” Love
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During the same time it was being chal-
lenged by members of Congress. as well as
stockholders of the Washington Post, be-
cause many of them were Nixon fans and
were mad at Katherine Graham and Post
Newsweek. which is the parent corpora-
tion, for giving the station to Howard
University.

There were several members of Congress
who felt it was a violation of the law that
says the government cannot own communi-
cations outlets. So Howard University, as
well as the radio station. were cmbroiled in a
lot of controversy and confusion about just
how to actually run a commercial facility.
Tony Brown was then the Dean at the
School of Communications. and he had
hired me as a lecturer on his faculty. He
knew me because of his frequent visits to
the University of Nebraska. We loved bring-
ing Tony Brown and other individuals to
Omabha, because. being so isolated, it wasn't
like being on the East Coast or the West
Coast. where a lot of opinionmakers would
come.

We had a campaign going on at the
University of Nebraska. We set up a black
studies department, and we recruited vari-
ous individuals, such as Tony Brown, to
come as regular lecturers there, to expose
the African-American community in Oma-
ha to what was going on in the world of
black America. Tony was aware that I had
been involved with this radio station, so
one day, when WHUR was in the process
of firing its sales manager once again —
you probably remember that it went through
a series of managers, general managers,
sales managers and program directors; it
was like a revolving door in the early days
— he asked me if I would take a look at the
radio station and see what I thought needed
to be done. | put together a proposal for
him to structure a sales division.

I thought that the first thing they need-
ed to do, since the station was Howard’s
first profit center, was structure a sales
cffort. Tony was impressed enough with
it to ask me if 1 would be the Sales
Manager. I became the first woman Gen-
eral Sales Manager of a broadcast facility
in Washington, DC, and within a little
less than three years | was the first wom-
an General Manager of a broadcast facili-
ty in the nation’s capital. It was Christ-
mas morning 1975, and the front page of
the Washington Post’s “Style™ section
said, “First Woman GM in Nation’s Cap-
ital.” To this day I don’t think that, even
when I was a kid, I ever had a better Christ-
mas than that moming, waking up to the
Washington Post announcing my appoint-
ment.

As would sometimes happen at Howard
during those days, they had discussed
with me whether or not I'd be willing to
assume the responsibility. I had worked
for a_gentleman named Tom Jones, who
was the General Manager when I was the
General Sales Manager, and I didn't even
know that they planned to let him go. That
Christmas morning was my first official
notice that I was the new GM. Half of me
was thrilled beyond compare, and the

OIOK I ICTOIOTCTOR 1R
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Cathy Hughes

other half of me was terrified, because |
was getting ready to be General Manager
No. 6 or 7, and the station wasn’t even 5
years old yet! It was an exhilarating as
well as a terrifying reality.

I realized that while I had done very
well building a sales effort for the station,
now [ had responsibility for sales and
programming. During that time the Pro-
gram Director was Andre Perry. I don't
know if you remember him.

R&R: Yes, I remember him.

CH: [ realized that I was responsible for
the whole kit and caboodle, including bot-
tom-line responsibility. Because, also dur-
ing this time, Howard University had de-
cided that it might not have been a good
idea for the university to accept the gift,
because it had been a cash drain on them
for five or six years. It had not yet tumed a
profit. And one of the things was that it was
a land-grant university.

Most people don't realize that the rea-
son Howard University cannot be part of
the United Negro College Fund is because
it is still, to this day, supported as a land-
grant college, which means that the majori-
ty of its funding comes from the federal
government. A lot of people question,
when they see the United Negro College
Fund Parade of Stars, “Why doesn’t UNCF
support Howard?" By federal regulations,
the federal government is responsible for
Howard.

Howard was founded f)y General Oliver
Otis Howard_in 1867 to educate cologca
soldiers or the children of colored soldiers.

He was wise enough — and able to get
through Congress — that Congress would
, always be responsibie for the maintenance
and operation of the school so that it would
not have to worry about having a future.

So Howard not only had a radio facility
that it didn’t know how to operate, it was
also, instead of being something that gen-
erated money, actually a cash drain on the
school’s resources. The people at the school
were unfamiliar with running a business —
they were not entrepreneurs. They did not
realize that it takes three. five, seven, some-
times 10 years for any entrepreneurial ven-
ture to really break even and start generat-
ing a profit. Howard University was about
as disgusted with having this radio station
as it could possibly be.

There was also a lot of experimentation
going on. Although it was supposed to be a
training facility for the students. it had no
student involvement when I became the
General Manager. There were a few interns
here and there, but the station was basically
staffed by radio veterans who looked at it
like any other job. So. the students were
frustrated, the university was frustrated,
and I saw it as a great opportunity to really
put together a meaningful student program
that could prepare them right out of col-
lege.

One of the things I'd leamed by then
was that a lot of students with communica-
tions degrees were showing up to interview
for jobs with having worked at their col-
lege radio stations as their only experience

{ @
“The reality is that the
opportunities are shrink-
ing for African Ameri-
cans in broadcasting.
Syndicated program-
ming, consolidation of
ownership — there are so
many realities now in
Urban radio that have
the net result of limiting
opportunities.”

Cathy Hughes
@® ;

and credentials. Commercial broadcasters
really did not consider that viable experi-
ence. and most college radio stations had
experimental formats — as was the case at
WHUR.

When I took over, the format was called
*360 Degrees of Blackness,” and we were
playing mainstream jazz as the majority of

the format. One of the examples I always
used to use when I would meet with my
staff and that I still talk about to this day:
Pharaoh Sanders has a 27-minute song in
which he holds one note for at least a good
five minutes. And this is what WHUR was
airing! Well, needless to say, that was not
an audience-getter or -builder.

While many college students are jazz
enthusiasts, I don't think times have changed
that much. Most college students like what-
ever the hip music of their era is. During
those days it was disco. While some of the
students definitely loved jazz. their music of
choice was dance music; they were going to
discos and dancing. | realized that one of the
first things I was going to have to do was
create a format that would attract an audi-
ence, starting with my own Howard student
body. It was very frustrating and discourag-
ing. As I would walk across campus. | would
hear WKYS, which at that time had a disco
format and was the No. | station in the
market. It was owned by NBC at the time. |
could hear WKY S and Donna Summer mom-
ing, noon and night when 1 crossed the
campus.

I realized that I needed to have some-
thing that the students, first and foremost,
would embrace, and that would then spread
throughout the city and go into the general
market. Well, that was not a very popular
opinion to have. [ also wanted a format that
the students could learn from as well as
execute.

Howard was very gracious with my
training, because | was very candid about
what I thought my limitations were. One
summer the school sponsored me for six
weeks at Harvard University, which offers
a broadcast-management course over the
summer. It still offers it, but now it’s very
much condensed — when [ took it, it was
six weeks long. The University of Chicago
was also doing a summer course in pro-
gramming. The summer that I went it was
called “Psychographic Programming,” and
it dealt with programming radio stations to
fit the lifestyle of your listeners.

This was during the advent of FM
coming into its own. The course dealt with
things like morning-magazine formats. Dur-
ing those days they didn’t have things like
a Tom Joyner Morning Show, particularly
not in Urban radio — it was strictly music
in the moming. I remember Sonny Jim
Kelsey in DC had a little gimmick called
*Gidget.” and Gidget told the time and the
weather. But time and weather and hot,
breaking news were about the only infor-
mation you were going to get. Moming
show formats were music-intensive, partic-
ularly in Urban radio during those days.
but also in general-market radio.

Continued on Page 42
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I kind of plugged into the bottom part of
the dayparts and started looking at the eve-
nings. Out of that course [ took at the Univer-
sity of Chicago and out of my desire 10 come
up with a program that would be staffed
exclusively by students and for students. a
program that would not only give them the
experience in a commercial facility they need-
ed, but would teach them something. I came
up with the concept of The Quiet Storm.

The first group of students that [ dealt with
had never heard of Dinah Washington, had
never heard any of Nat King Cole’s music and
thought that Louis Armstrong was a comedian
instead of one of the greatest musicians who
ever lived. The list was just endless in terms
of what these students did not know. Once 1
did a seminar for them, and [ talked about
Louis Jordan, and they were like. “Who?”
They knew a little bit about Oscar Brown Jr.,
because he has historically worked the col-
lege circuit, but in terms of the contributions
these individuals had made to music, it was
just amazing to me what they didn’t know.

1 saw The Quiet Storm as a 1caching 100l
that would not only acquaint my broadcast
students with the evolution of music — you
know, where rap came from, and. going all
the way back to spirituals, how we got to the
point in music where we are now — but at the
same time would give them something that 1
thought they would be interested in that was
different from the disco and dance music that
were our local music phenomena. At the same
time, the station had 10 have enough enter-
tainment value to attract an audience.

Thus, The Quiet Storm was born. Melvin
Lindsey became my most famous host and
student. He was a sophomore at the time of
The Quiet Storm. Interestingly enough, he

- 1

“Because we are so
proactive in terms of
superserving our listen-
ing audience, as well as
superserving our clients,
we have been able to
prevail where on paper
it might not look as if we
would be able to.”

Cathy Hughes

was my third host, and it was only out of an
emergency situation that he became the host.
Lindsey and Kevin Hooks, who has gone on to
become a great Hollywood producer, were my
two student interns. The university said that |
didn’t have an intern budget to pay them, so
their internships all had to be free. 1 paid
Kevin and Melvin out of my own pocket,
because | really needed some assistance be-
yond what | was budgeted for in terms of

staff, and [ also thought that, for as much
work as [ was putting on these two young
men, they deserved at least a weekly
stipend for getting there.

My second host of The Quiet Storm, the
best of all the hosts, was a young man by
the name of Don Roberts, who had incred-
ible talent. He was from Baltimore and
was so good by his junior year in college
that he was working

AM/Washington. Could you tell us how
you made that happen?

CH: Between WHUR and WOL was
WYCB/Washmglon. which we boughi
when it was 25 years old. It’s now part of
the Radio One chain. There was a group of
36 of the power brokers of Washington,
DC, with an average age of 62. That was
the old-line power structure of Washing-
ton. Before we had an clected mayor or
city council, we had what was called the
Federal City Council, which was appoint-

most people were accustomed to hearing and
religious programming. Instead of brokering
time, we would be responsible for 24 hours of
programming, and we would use the same
formatics of regular R&B radio but applied to
the Gospel format.

So 1 did this for them for about nine or 10
months, and then they ran out of money again.
They had given me enough moncy to get on
the air. We had staffed it, and we had incredi-
ble success. My biggest success story that [
get credit for, in terms of identification and

development of talent, is nor-

wecekends at a television
station in his hometown.
At that time The Quiet
Storm was only a week-
end show, and he an-
nounced to me that he
had an opportunity to do
television and that he
really preferred doing
television to doing radio.
1 said to him, *When do
you start?” and he said,
“Next weekend.”

So here 1 am with no
host. Melvin Lindsey
came to my office and
said, “Listen, I don’t have
a license, I'm scared to
open the mike, but my
best friend. Jack Schuler,

cse®
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Cathy Hughes recently raceived the NAB's Distinguished Service Award in Las
Vegas and celebrated her birthday af the same lime. Seen here (I-1) celebrating
into the night are songwriter Denise Rich; Music One VP/Programming, Gospe!
Jeff Majors; and Hughes.
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mally Melvin Lindsey, because
that’s in the secular world. My
real biggest success story was a
sister by the name of Vashti
McKenzie, who was a secretary,
and 1 hired her 10 be a Gospel
jock. She came to me one day
and told me that she had been
called. I'm Catholic; 1 didn"t
know what she meant. [ said,
“Who called you?" and she burst
out laughing. She said, “God.” |
was all sincere, and I said. “God
called you?” And she said. “No,
that means I have to go to divini-
ty school because I have a call-
ing. I’'m going to be a minister.”
I’m sure you're aware that Vash-
ti. McKenzie is now the first
female bishop in the AME

says that he’ll engineer

the board for me. So if you teach us how to
do The Quiet Storm, we'll hold it down
until you can find another student who's
willing to {ake it. But | definitely do not
want to be on the air. I want to get my
degree and go to law school.” I teased him
about that. Three days before he died he
asked if 1 would come and be with him. 1
spent the whole afternoon with him, and
he started teasing me, *1 sure am glad 1
didn’t listen to you, because I never want-
ed to do radio.”

The way it was conceived and was
working until the time that I left Howard
was that a student would have one full
year of hosting The Quiet Storm. 1 ex-
panded it to seven nights a week, and it
became No. | 7pm-midnight and was a
hot property. It was the host, as well as
two._ other students, both of whom also
would be understudies. They were all
responsible for music selection, and 1
made them prepare music lists before
they hit the air. They had to explain why
they were going to do what they planned.
They also had to give me a certain amount
of Carmen McRae and Nancy Wilson,
and they had to give me some Louis
Jordan. They could not just go wjth what
was popular. Then the next year there
would be a new team.

Each group of graduating broadcast
majors would have the credential of hav-
ing programmed and hosted a No. | show,
which | knew could enable them to get a
job in radio, as opposed to just saying they
worked at "HUR. .

R&R: Your biggest accomplishment,
the one that the world will always know
you for, was when you purchased WOL-
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ed by Congress, and it was our goveming
body. This Federal City Council decided
that Washington needed a black radio
station — this was before Howard re-
ceived "HUR.

Well, for 12 years the WYCB signal
had been dark, and the council had gone
through over $2 million trying to get it out
of the FCC. Part of the problem was that it
was just a group of well-meaning black
and white folks, all of whom were elderly
and had no concept of what to do with a
ridio station. They had started going
through all this money, their own personal

" resources, and they were on empty. They

came to me and asked me if 1 would leave
Howard and come get their station on the
air for them. They would double what
Howard was paying me. At that time How-
ard was paying me about $75,000 a year,
which was big money. For them to say that
they would double it would mean that I
would be making six figures-plus. But
more important to me at that time was the
opportunity to build a station from the
ground up. At that point I didn't have
aspirations to own a station. That was
unheard-of for a woman to even aspire to.

I told them yes, and I was able to get
thé station approved by the FCC, 1 was
able to get it through the process, and then
I built the station from the ground up. 1
created another format, which was the first
24-hour Contemporary Gospel format in
the country. Most Gospel stations were
sunrise-to-sunset stations, and most of
them heavily brokered airtime with preach-
ers. Contemporary Gospel was just begin-
ning to come out. | thought that it would
be a cross between the standard R&B that

Church. She’s really my biggest
blessing, my biggest success story.

Anyway, 1 did the format. The Federal
City Council ran out of money. They told me
that 1 had to put together a package and go
find financing for them. I told them that was
not a general manager’s job, and that if 1 were
to secure financing for them, I deserved an
equity position. They told me that if I thought
I knew so much, I needed to go get my own
radio station, because if 1 worked for them, I
would do what they said. Now, I'm like 31, 32
years old, and they’re like 65 or 70. It was like
a light bulb going on. These elders, who are
shakers and movers in the power structure of
Washington, DC, had enough confidence in
me to believe that 1 could go and shop a
financial package for them and told me that I
should do it for myself if I didn’t want to do it
for them, which was really a veiled threat. But
it made sense to me. I said, “Right. That's
what I'm going to do.” | resigned and put
together a financial package and started look-
ing for radio stations.

At that time, in the late *70s, WOL/Wash-
ington was ending its heyday as one of the
best R&B stations in the country. Soulfinger
was executed — hands bound behind him,
shot through the head, thrown in the middle of
the interstate — right after he had gotten off
the air. His wife was in the lot waiting on him,
and two guys told her to go on home, they
needed to talk to him. Within an hour he was
found murdered. The FCC was like, “Hmmm,
our backyard. Something must be going on,”
and it initiated this major payola investiga-
tion. WOL came up dirty. Sonny Jim Kelsey
and Egmont Saunderling and all of them were
accused by the FCC of not just payola, but
plugola,

Continued on Page 44
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Around the same time, Commissioner Ben
Hooks in the FCC was passing the distress
sell legislation, which said that stations in
trouble with the FCC would not have their
licenses lifted if they discounted the price and
sold to a minority. So WOL became the first
distress sell in the history of the policy. This
is the same time that I'm trying to find a
station with my.little financial package. And,
boom, right here in my backyard is WOL.

Dewey Hughes and | were married. Dewey
went on to win 14 Emmys for his television
work, but he started off in radio. Many years
earlier WOL had gotten into trouble on some-
thing else, and it was Dewey’s impeccable
record-keeping — as an intern, trying to learn
everything — that had saved the station’s
license. So Egmont Saunderling, who at that
time owned a chain of stations, as well as a
chain of black movie theaters, had a special
interest and owed him a favor. Dewey went to
him and said, “We want to buy the station,”
and he was like, “Well, can you get the
money?” So | went out shopping the package.

1 made 32 presentations. By the time 1 had
been rejected 15 or 16 times, my mother and
everyone else who thought they had my best
interests at heart told me that I could not get
financing, | needed to give it up and go get a
job. My mother thought 1 should go work for
the government. Other people said, “Go get a
job at another broadcasting company. You're
not going to be able to get this done.” My
33rd presentation was to a Puerto Rican
woman at Chemical Bank of New York named
Lydia Colon. It was her first week on the job.
1 start making my presentation, and she said,
“I’ll fund you.” It didn’t register, because 32
times. 32 men had told me no. 1 just kept
selling. And she said to me, *1 said 1 will do
the deal. Stop selling past the close.” That’s
something I teach people all the time now —
know when to shut up. Know when you’ve got
the order, because you can kill yourself if you
keep going.

So she loaned me $1 m|Il|on, and we were
able to buy WOL. Oct. 3, 1980 is when 1 took
over the station. The funding came in 1978 or
1979. Because it was held up with the payola
investigation and because the distress sell
policy was new, it took a long time between
getting the funding and actually getting my
hands on the station.

R&R: You ran the station, you had a radio
show, and you took care of a family. Tell us
what you had to do to do that.

CH: Well, I closed on the station on Oct.
3, 1980. This is when the prime rate went up
into the mid-20s. I was paying 2 1/2 points
over prime. This was during the recession,
when so many businesses closed their doors. |
hadn’t been in there a good year before the
prime just started escalating. Dewey did_not
like doing radio, because he had been in TV.
He decided that he wanted to move to Califor-
nia, where he remains to this day. 1 did some
research. 1 had leamed, while working at
'HUR and 'YCB, to do format studies. Instead

of deciding what format / wanted to do, |

neeed to find where the void in the market”

was.

The void in the market came back as
black Talk and information, so I decided
that what we would do would be black
Talk on WOL, not knowing, because I had
not seen the actual books at that time, that
the day before I closed WOL had $850,000
in record-company revenue on its books.
The day after I closed, that went from
$850,000 to zero, because 1 did a format
that was no longer of any value to the
record companies. | was literally cutting
off my financial foundation. When I took
over the station, we had about 42 employ-
ees. During those first two years I lost my
husband and my 42 employees. I was cut
down to about 18 employees.

Talk is the most expensive of all for-
mats to do. Where before

generated the whole 24-hour day was
contained in moming drive. Morning drive
became rhe thing to listen to if you were
black in Washington, DC

I had ratings that were rivaling the
FM’s in moming drive. | would have fours
and fives in the morning, and this was on a
thousand-watt AM. Listeners were writing
to the FCC and asking it to increase my
power, not realizing that that’s not some-
thing the FCC can arbitrarily do. They
would get up in the moming and drive to
their jobs in the District early so they
could sit at their desks and listen to the
show, because they couldn’t pick up the
signal out in the suburbs. | started adding
back, daypart by daypart, talk, until we
returned, finally, to 24 hours of talk, as
WOL is now.

After the seventh year the station had
turned the comer and generated a profit.
When I got the statement from my accoun-
tant, I called him up livid. | was constantly

once again creditworthy and could solicit
additional funding. During this time many
stations came up for sale. Many times | tried
to convince my board and my lenders to loan
me more money. Because, by this time, FM is
the thing, and.AM is just holding on for its
life unless it has 50,000 watts. [ have a 1,000-
watt AM at the bottom of the dial, and they
weren’t going to loan me any money to buy an
FM. And I needed a combo. At that time the
law said you could have one AM and one FM
in a market.

After the seventh year we were able to turn
the comer. We started generating a profit, and
I was able to secure another loan, for $9
million. | bought Magic 102.3 — that’s
WMMI. So | had a combo.

R&R: Now that you and your son are the
leaders in owning properties targeted to Afri-
can Americans, what's your vision for your
leadership capacity?

CH: Well, No. |, people applaud when
I'm announced as founder of one of the

largest black-operated broad-

one jock could do a whole
show, now it was taking
four or five people to do
one airshift, because you
had to have producers, news-
people, a host and a schedul-
er. And it was premature for
the listening audience, as
well as the advertisers. [ was
getting letters from listen-
ers saying, “Please stop do-
ing this Talk format; it's
embarrassing to black peo-
ple hearing black people
on the air cracking verbs
and being inarticulate.” So
I’'m fighting both my audi-
ence and my advertisers,
and at the same time bat-
tling my creditors, because |
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- Cangratulafing Cathy Hughes () on her birthday and her many bmadcasting
accompiishments are (r) promoter Rock Neuman, his wife and Radio One’s
Dewey Hughes.

cast companies in America,
and I tell them it’s nothing to
applaud. We have 62 stations.
Our No. | competitor is Clear
Channel, which has more than
a thousand. So if you look at
us being the largest black
group and compare it to the
size of our competitors, you’ll
realize that we must continue
to grow. We have been blessed
with having facilities in ma-
jor markets. Because we are
50 proactive in terms of su-
perserving our listening audi-
ence, as well as superserving
our clients, we have been able
to prevail where on paper it
might not look as if we would
be able to.

my interest rate is up 2 1/2

over prime, and I have no revenue com-
ing in. Advertisers are saying, “Black
folks don’t want to listen to information,
they want to listen to music.” And I'm
saying, “The research says that this will
work.”

Well, my bank finally makes a move
on me and tells me that I have to return to
music, that I cannot afford to continue
doing the Talk format. I refused. | told
them that under no circumstances could I
g0 back to 24 hours of music. That’s not
what I believed in, that’s not what 1
thought the market needed. And they said
to me, just like 'YCB’s board had said to
me, "Well, if you're-so smart, why don’t
you do it yourself?” So | said OK, and |
hosted moming drive, because I had no-
body whom I could afford to hire todoit. I
went back to music in the rest of the
dayparts. By this time I think God had
recognized the sincerity of my efforts and
started to abundantly bless my morning
show. Within a short period of time the
Washington Post was calling my moming
show “the voite of black Washington,”
and my ratings were skyrocketing. Eighl‘:y-
five percent of all the revenue that we

in trouble. 1 knew how to run a station. |
knew how to program it. I knew how to
sell airtime. But | was still in a learning
mode of how to run a broadcast business. 1
did not know yet how to be an entrepre-
neur. | was constantly under the gun with
my lenders on my financial statements,
and they had become sticklers. If you
don’t know what you're doing on paper, if
it doesn’t make sense, you can’t have a
successful business.

So I get this end-of-the-year financial
report from my accountant and call him
up. I said, "As much pressure as I'm
under, why in the world would you send
me this financial statement without the
brackets?’ And he burst out laughing. |
said, “This isn’t funny to me. I've got to
submit this today at the board meeting,
and here it is incorrect.” And he said,
“That’s because there are no brackets,
Cathy. You made a profit last year, $3,800.”
I said, "What?" He said, “You turned the
comer. You are now a profitable busi-
ness.” | cannot put into words the feeling
that went through me. It had taken me
seven years to get to that point.

Once we tumed that comer, we were

Los Angeles is a perfect
example. What has occurred with KKBT (The
Beat) is radio history. Never before has a station
gone from a 1.9 to a 4.5 in one book and taken
over a market the way Steve Harvey and the
moming show on The Beat have in L.A. It’s just
a miracle in Los Angeles that no one’s even
noticed that there was a frequency change. The
Beat used to be 92.3, and that doesn’t even show
up in our research.

That’s a miracle, because a frequency
change is the hardest obstacle for a broadcast
facility to overcome. It has buried many a
format, many a station, when they’ve had to
change frequency. The reality is that we have
to continue to grow our company. There are
still some major markets that we are not in.
We aren’t in New York, we aren’t in Chicago,
and there are still other pockets. Our specialty
is markets that have sizable or majority-
percentage African-American listening audi-
ences, and we still have a way to go before we
really have totally penetrated. a

R&R: Do you feel that it’s up 1o you,
meaning Radio One and its leadership, 1o
educate and give opportunities to our people
who want to be in the radio business?

CH: Absolutely. And the reality is that the

Continued on Page 46
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opportunities are shrinking for African Amer-
icans in broadcasting. Syndicated program-
ming, consolidation of ownership — there are
so many realities now in Urban radio that
have the net result of limiting opportunities.
At graduation time 1 used to receive easily
2.000 or 3.000 resumes. Now we’re down to
300 or 400, because students now know that
the opportunities are not there the way they
used to be. The students, many of whom may
still be majoring in communications, are
looking at fallback positions. They’re going
into public relations, they’re going into print,
they’re doing a host of other things. They’re
looking at cable and satellite, new technolo-
gy. whereas before everybody wanted to be an
air personality or a sales rep. It places on us a
special responsibility to keep the doors open
for African-American and women broadcast-
ers.

R&R: What’s something that you think
people should know about Radio One?

CH: 1 think they should know that even
though we are small by comparison to our
competitors, we believe in outworking them
and outserving our listeners, as well as our
client base.

My grandmama used to say to me, “Black
folks are expected to work harder and be
twice as smart.” Most black.folks reject that
and say that’s not fair. My grandmother used
to say, “Don’t reject that, baby. What's wrong
with that? That means that you will just be
that much better, which will make you that
much more successful.” And that’s basically
our corporate philosophy. We are definitely
concerned with the volatility of the stock
market now, but if you'll notice, we have
remained fairly constant in this volatile sea of

ups and downs. We believe in maintaining

and enhancing shareholder value. We are not
only meeting our numbers, we're exceeding
our numbers. We are running a tight corpora-
tion that is, according to Fortune magazine,
one of the best companies in the country to
work for.

But most important to me is that we are
not only providing opportunity, we are nurtur-
ing and developing quality African-American
and women broadcasters. | believe that most
entrepreneurs, panicularly African-American
entrepreneurs, spend most of their time wor-
rying about their bottom line and forget about
their front line. 1 believe that whén you
concentrate on and nurture and develop your
front line, your bottom line automatically
follows. When you spend time, effort and
resources on making certain that your staff
are the very best that they can be, it benefits
the company, but it also benefits them as

human beings. You give them skills; you.

provide them with talents and abilities that
they take with them whether they stay with
you or go elsewhere.

What happens nine times out of 10 is that
they want to stay, because they realize that
the company has an interest in them — not
just for what they can do for the company, but
also an interest in what they can do as human
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beings fulfilling their potential. That’s
how we operate, and that's how we've
been able to win.

I want to say to aspiring broadcast
entrepreneurs that, although the picture
looks bleak because the windows of op-
portunity have been closing rapidly —
particularly since the passage of the Tele-
communications Bill of 1996 — don’t be
discouraged. New owners are popping up
every day. Steve Hegwood is a perfect
example. One of my proudest moments
was the day that he bought his first radio
station. In my opinion, Steve Hegwood is
the best programmer in Urban radio today.
Even though what he did with The Beat is
nothing short of a miracle, my proudest
moment was the day that he closed on his
own station. Because 1 want to be the
catalyst. | want to be the steppingstone for
as many black owners of facilities as 1
possibly can. It’s great to produce success-
ful programming. It’s great to have
wealthy, successful sales reps. It’s great to
have managers and the rest. But the best
thing is to be able to create the window of
opportunity for owners to come through.

It tears my heart out for Stéve to be
leaving us, but there’s a side of me that is
cheering him, because he’s getting ready
to start his own group. Steve Hegwood's
company might one day outgrow Radio
One. 1 want to say to broadcasters, don’t
give up just because the windows are
closed. Find another one. Kick open a
door. Do like Steve. Hegwood. He's start-
ing off in small markets down South, but
he’s growing his company. His company
has been growing every year since he
purchased it. And Steve is going to win.
Barry Mayo first started out in Little
Rock. Who would want to go to Little
Rock? And Barry became one of the
greatest success stories in black radio.

ALFRED LIGGINS I

PRESIDENTICEQ,
RADIOONE

R&R: Having been raised in the radio
business since you were a child, what
things really stand out in your mind about
radio?

AL: Most of the things that stand out

.are what my mother had to go through in

order to start the business and how she and
my stepfather at the time did-everything,
including the moming show, and were the
chief cooks and bottle-washers. | remem-
ber the day we took over at WOL. We took
over at midnight, and-they were all excit-
ed. | was asleep, and they ran upstairs to
get me out of bed. I was like, “Can I go see
it tomorrow?” They got mad &t me be-
cause | didn't understand the significance
of it. ot n

In 1980 I must have been IS years old,
and | was certainly more concerned with
having fun than with what my career was

-~ M

going to be. When 1 look back. the thigg
that sticks out for me back in high school is
what my mottier and stepfather went
through. Essentially, 1 was put to work at
the radio station, but I didn’t have the same
appreciation for radio as a career and as a
business as a teenager that 1 do now. I came
to work for WOL as a salesperson when 1
was 21 years old. That's when I really
started to develop my appreciation for the
business and started to build a love for it.

R&R: When did you decide that you
really wanted to be in the radio business
as a professional?

AL: I started out as a sales rep in 1985,
and 1 made $36,000 my first year. That
was good, and 1 was excited. The second
year 1 made $60,000, and I was really
excited. I decided at the end of the second
year that this was really what 1 wanted. I
wanted to do radio if we could change the
manner in which Radio One was in radio.
For me, that was for us to enter into FM
broadcasting; we had only an AM at that
time. Once I got my mother and the
investors to believe in that same vision
and we started actively pursuing an FM
radio station, I felt that as long as we could
be competitive with other companies and
other broadcasters in the market, it would
probably be a career that I would be in-
volved in for a lifetime. And that’s exactly
what happened.

CACIOIOT R OIOR IR
Alfred Liggins

R&R: Where did you go to school?

AL: The University of Pennsylvania’s
Wharton School of Business. I graduated
from there in 1995. 1 did the Executive
MBA program, so I was able to continue
running Radio One and still get my MBA.
1 went to school on the weekends. 1
entered in 1993 and graduated in 1995.

R&R: What was that experience like?

AL: Because it was Wharton, which is
gencerally known as the best business school
in the country, and because it’s Ivy League,
it was fascinating to be involved in that
environment. | was already running a com-
pany that had a bunch of employees, and |
was doing multimillion-dollar deals at the
time, so it's not like I really learned
anything that helped me do my job better.
It was more about what graduating from
an institution like Wharton does for you in
terms of your contacts and your resume
and the level of respect people give those
institutions.

The program was quite rigorous, and I
had to refresh myself on a lot of things —

-~
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like calculus, which 1 hadn’t paid much atten-
tion to since leaving high school — in order to
get through the program. But it was very
rewarding. 1'd do it again in a heartbeat. |
highly recommend it for people who are
serious about wanting to be in business.

But it’s certainly not a criterion for being
successful in business, because our company
was successful before 1 went, though my
mother likes to say that Wharton did more for
me than I think it did. Maybe what it did for
me was give me credibility in her eyes — that
I"d be OK running the company. If that’s what
it did, that’s fine, and it worked.

R&R: Now that you have all these radio
stations, what's the most important thing for
your group to accomplish?

AL: To build the correct structure for the
company to succeed in the future, even if I get
hit by a bus, or Cathy Hughes does, or our
current management structure does. We need
to have people on the bench who are ready to
step up. Also, we bought a lot of stations that
have upsized, whether from a ratings stand-
point or a revenue-share standpoint, and we
need to go out there and capitalize on that.

R&R: Is it now up to you and Radio One
to give opportunities to other African Ameri-
cans?

AL: We've been doing that since the day
the company was founded. Our company has
historically been overwhelmingly African
American compared to other mainstream com-
panies. We've always looked at it as our
obligation to go out and do that. When we
look for managers, we think, “OK. we have to.
hire a general manager. Who's black that we
can go after?” Those people come up to the
top of the list first. We say, “Who's black and
good that we can go after?” and then we say,
“All right, who's not necessarily black, but
good?” Then we start comparing our options.

If there are two equally qualified candi-
dates for a job and one happens 10 be a
minority, we'll work really hard to ury to
make a deal with that person, because many
of these candidates have been disadvantaged
in the past in other mainstream companies.
It’s sort of our mandate. But, by the same
token, we've got a responsibility to our share-
holders. Cathy Hughes and Alfred Liggins are -
the largest, but there are significantly more
shareholders out there, including a lot of
African Americans, and we have a responsi-
bility to them to put the best people in the
jobs.

It’s odd, because if you look across our
company, you'll find that there are a lot of
African Americans — and it is a very diverse
company. There-are a number of Caucasian
people in the company who have significant
positions, and there are a number of women
who have significant positions. This is the
most diverse company in the entire radio
sector, and people tend to say, “Oh, wow,
there’s a white person in that position.” Well,
they don’t know how many black people I've
talked to about that job. Some of them may
have said that they were more interested in
staying with one of the major companies;
some of them turn out not to be candidates
that we would bet the ranch on. But we go

Continued on Page 51
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8=V 15 Plays 106 & Park
I 4 Plays Just Added!

- R&R 32*
Urban Network 35*
R&R Mainstream 36*

Crossover 34*
Top 40 Rhythmic 26*

:.T{;, |
5

playas gon’ play < '

* The follow-up to their smash hit, “No More (Baby I’'ma Do Right).”_}

- _ wWww.ILW.COM
ALL OVER YOUR TV NOW e MTV's TRL The Game is on and the following playas are winning!
Nicklelodeon ¢ BET » Disney Channel WNEZ Hartford 52 Plays
Rosie 0' Donnell ® Ricki Lake ¢ Jenny Jones WEMX Baton Rouge 35 Plays

KBTT Shreveport 33 Plays

Queen Latifah * Live with Regis and Kelly ALBUM WiiZ PR 31 Plays
Showtime at the Apollo AL LALLEE \WBTF Lexington 31 Plays
PLATINUM KRRQ Lafayette 29 Plays

Already on 77% of the Urban Panel mm Ta%T(tgngerv gg g::z:
6 Million in Total Audience WTLZ Saginaw 26 Plays
KDKS Shreveport 26 Plays
WBLX Mobile 26 Plays

b A
WAMO Pittsburgh 25 Plays
ON TOUR WITH N’SYNC IN MAY WANO st 23 plys

Produced by Sean Hall aka The Hitmaker for Sozo Entertainment « Managment: Michele Williams lor Big Cal Managment
“Epic” Reg. U.S Pat & Tm. Off. Marca Registrada / Epic is a trademark of Sofly Music Entertainment Inc, © 2001 Sony Music Entertainment Inc,

SN 12224
( EPIC ) NINE LIVES
e 7N

and many more!
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through a significant process in order to do
that. | think people focus on who's not black
in the company, as opposed to who is. If you
look at our makeup in comparison to any
other company, you're going to find that
we're overwhelmingly the leader in terms of
diversity.

If you get a job at Radio One and you're
African American and you like Urban radio,
and if you're smart and you work hard, you
get the training, you get groomed, and you
will get opportunity. Because we keep grow-
ing, and we need people to help us get there.
1 don’t know if people are looking to us to do
it, but we look to ourselves to do it, because
we've got to develop our own talent pool. The
general-market broadcasters haven't done it
for us. They're definitely not training. First of
all, they don’t own as many Urban radio
stations as they used to, because we've been
buying a lot of them. If we don’t train the
people, if we don’t give opportunity, who
will?

R&R: How big do vou want Radio One to
become?

AL: I don’t have a goal based on specific
size. I've got a goal that I want to create the
largest Urban radio broadcaster in the country
by far and then transform that company into
an Urban media company. Now how big does
that make us? It can make us significantly
bigger than we currently are, but | don’t really
have a specific goal in terms of size in order
to get there. I look at it in terms of what kind
of returns | can give our shareholders.

One of the reasons this company has got to
become an Urban media company is because at
some point there won’t be any more radio to
buy. Then what do we do with the cash flow
that we have in order to generate returns to the
shareholders? We've got to invest it in com-
plementary media businesses that will allow us
to get even greater returns. The need to rede-
ploy that capital for financial gain is really
going to drive the fact that this company is
going to have to diversify in the future.

R&R: How do you plan 10 grow the
Jacilities you already have?

AL: We plan 10 increase the ratings where
we believe we have upstart opportunity. We've
got a never-ending crusade to get the power
ratios for Urban stations higher. Our stations
typically operate above the average power
ratio for Urban stations. We've got stations
that have as high as a 1.3 power ratio, and I
think our power ratio on average across the
country is probably in the .9 range. We'1 like

"to see the average rise to about 1.0. The
national average is about .8.

R&R: Tell us about your new radio nei-§
work.

AL: We have a lot of radio stations with
significant African-American audiences, and,
in fact, if you add up all our stations today, I
think we’ve got a larger Average Quarter-Hour
than American Urban Radio Network. We're

of trying to figure out who to do it with
and how to execute it. We've had some
specific talks with a number of large
companies about joint ventures.

It’s a work in progress. It hasn’t come
together just yet, but I anticipate that when

we do announce it, it will be with the right '

partner, and we will offer programming,
and Radio One will be the base for distri-
bution. That's all I can say about it at this
point in time, but it just makes sense that
we be there. Westwood One essentially
partnered with Infinity, ABC has its radio
stations, Clear Channel now has a net-
work. It makes sense that we'd end up in
that business as well.

R&R: How do you think satellite radio
will impact conventional radio?

AL: Hopefully not as much as the
satellite-radio companies like to think it
will. Because satellite radio is mandated
as a national service, if it does impact
terrestrial radio, it will impact it from a
national standpoint — and I think it could
impact network advertising even more.
But, hopefully, instead of really impacting
terrestrial radio, it will help grow the
market, and terrestrial radio will continue
to thrive.

R&R: What would you like to address
that I haven't asked you?

AL: I'd like to say that there is no one
who is more committed to Urban radio and
the growing and nurturing of broadcasters
who have a passion for Urban radio than
Cathy Hughes and Alfred Liggins. Over a
20-year period we’ve proven that. We
don’t win every time we go out, but we've
always improved our stations significantly
over where they were before. We've done
a lot to maintain continuity with our man-
agement and émployees, trying to keep
them happy and on a growth trajectory in
their careers. It’s what we do. It's what we
love. So if you have a passion for this
particular type of business, as we do,
Radio One’s the place for you. 5

MARY CATHERINE SNEED
COORADIOONE .

R&R: What's your vision for Radio
One from a programming perspective?
MS: I think that what we want to do is
be wildly successful from both the ratings
and revenue standpoints at Radio One.
R&R: Do you want your programming
to be a model for other Urban stations?
MS: I don’t know if it needs to be a
model. Certainly, we have some things
that people might be able to take and apply
to their own stations, but they probably
also have a lot that we can leam from too.
i think that it just works for us. I don't
to be the same. Plus, there are some really

®

management and the programming at all
those stations?

_MS: It’s been really difficult, because
we have suffered some severe growing
pains. But what we' have that has helped
me a lot is a lot of people who are willing
to share. We've got a pretty incredible
brain trust in this company, and we are
finally learning how to use it. We spend a
lot of time with each other. 1 just got off
my weekly general managers® call. What

V'

“When we look for man- @
agers, we think, ‘OK, we
have to hire a general
manager. Wheo’s black
that we can go after?’
Those people come to the
top of the list first. We
say, ‘Who’s black and
good that we can go

" after?’ and then we say,
‘All right, who’s not
necessarily black, but
good?’ Then we start

comparing our options.”
P

@ Alfred Liggins )
we try to do is keep people who can help
each other in touch with each other. For
example, the producers of The Russ Parr
Morning Show have a call once a week.
The GMs have a call, the PDs have a call,
the sales managers and on and on. We
spend a lot of money on long-distance,
let’s just put it that way.

R&R: What's the rule, if there is one,
about the lyrical content of music aired on
Radio One properties?

MS: The “N-word" is absolutely forbid-
den. When | was in Atlanta, there were a
couple of times when it slipped through
with mixers, and they could hear me run-
ning down the hall. Absolutely not. And as
far as profanity, we do edit the music. 1
know there are some people who think
that's censorship, but that's what we do,
and we will continue to do it.

R&R: How do you go about finding
program directors and air personalities
Jor your stations?

MS: As far as finding program direc-
tors, we’ve been pretty successful promot-
ing from within. That's something that has
always been my goal. It allows you to
attract good people and be able to keep
them if they know there's opportunity
within the group. We've got a ton of

people. Mic Fox [at WFUN/St. Louis), |

Darrell Johnson [KBFB/Dallas), Robert
Scorpio [KKBT/Los Angeles), LaMonda
Williams [WCDX/Richmond], Kathy
Brown [WWIN/Baltimore] — those are
five PDs who have been promodted from
within the company. I would say that the
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Radio One, but I do like to give people from
Radio One the opportunity first.

That's pretty much what we’re doing right
now. I'm really proud of that. As far as air
personalities, I'm not a subscriber to the belief
that there’s no more personality in radio. At
our stations there’s a ton of personality. If | just
look at Atlanta and the talent that’s come out of
our station there, WHTA, it’s been dramatic. |
had a part-timer making $6 an hour on the
nighttime show with Ludacris. Now she’s in
L.A. doing middays, and he’s a big rap star. 1
think that air talents just need support, and they
need to be nurtured. It's as simple as that.
When people say there's no more personality
in radio, I think they’re crazy.

R&R: Is the trend of “street-sounding”
personalities going to continue?

MS: If it’s a younger format, it certainly
will. And that’s not necessarily bad. It sounds
like the format. One of the things that make
me crazy is the station voices everybody uses.
They all sound so much the same, and they
generally don’t sound like the format.

R&R: You've said that you think it's good
to have PDs who are versatile.

MS: Yes. We've got program directors in
our group who could probably do a number of
different formats if they wanted to. They're
doing Urban, obviously, because that’s what
they love. That’s their first choice.

R&R: What's the most important thing for
you to accomplish as Radio One's COO?

MS: Giving value to our shareholders and
just watching the talent develop, from sellers
to traffic directors to air personalities to
promotion directors. That’s what 1 like more
than anything. It’s always rewarding when
you bump into somebody you worked with 10
or |5 years ago, and they started out perhaps
as an intern, and now they’re a PD. There’s
nothing that beats that feeling.

R&R: Will Radio One’s programming
signature always be the young-end approach.
targeting 18-t0-34-year-olds with mainstream
urban music?

MS: I don’t know if that’s our signature.
We've got some very successful Urban AC
stations that we’re really proud of. Balti-
more’s Magic, WWIN-FM, does great in that
market. Then we’ve got Raleigh’s WFXC,
and we’ve got "CDX in Richmond. which
does great. And certainly in the markets
where we only have one station, it may be a
young-end station, but we want to have an
adult Urban in every one of those markets.
That would be the goal.

R&R: What should we know about Radio
One that we don’t know?

MS: | think that the most important thing
is that we're not a mom-and-pop company
anymore. When the company started out years
ago, Cathy Hughes struggled, and she strug-
gled for so many years. The one thing she’s
been able to do is adapt and grow. That's one

" of the things 1 admire most about Radio One.

When I came to the company, it was really
a small company. The systems weren't great.
Now it’s a big corporate company. We've got
témrific sysiems. We've got an incredible
situation M corporate. We've got the smartest

also starting to provide a lot of programming  seccessful Urban stations owt these tht  first place we look is within our own broadcasting CFO in America, Scott Royster.
for our own stations. Network radio is a are mot owsed by RadioOne. compeny. That doesa’t mean that we're  He's just brilliamt.
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And I've watched Alfred grow too. He is
now definitely a President/CEO of a major
broadcasting company. And certainly Ms.
Hughes has grown. That's the one thing that |
admire most about her, the way she came
from where she did and was able to adapt and
accept change. A lot of people don’t do that.
This has all been a huge, huge deal for her.

R&R: Any final statements or comments?

MS: I wish the economy would get better.

STEVE HEGWOOD

PRESIDENT/CEO,
ONTOPCOMMUNICATIONS

R&R: What do we call you?

SH: I'm the CEO and President of On Top
Communications, based in Lanham, MD. We
have three sjations. A simulcast, WRXZ &
WFFM in Albany, GA. and WRJH in Jack-
son, Ml

R&R: All of these are mainstream Urban?

SH: Yes.

R&R: You're the former VP/Programming
Jor Radio One. How long did you do that?

SH: Six years.

R&R: As a programming consultant for
Radio One. what do you do 10 help on a daily
basis?

SH: Obviously, I spot audience trends. 1
spot potential ratings issues and problems in
each individual market. For example, on a
monthly basis | review the trends for each
individual market that we're in. 1 look for
promotional opportunities. [ help with mak-
ing recommendations as to air lalent or possi-
ble new program directors, new sign-ons or
that kind of thing. I work with the program
directors at any of the individual stations that
may need more special attention.

R&R: How did the programming help
Radio One in_its earlier days?

SH: We were able to convince Alfred and
Cathy that if you've got the ratings, the
revenue will comne — if you.can acquire the
proper salespeople and sales-management
structure. I will tell you that it's much easier
for a station with incredible ratings, like a
WRKS/New York or WERQ/Baltimore, 10
achieve its sales goals. When you have rat-
ings of that son. it's much easier. So the focus
was. if you get the ratings, we'll find a way 10
get the revenue. We focused on our program-
ming to be able to improve the ratings on
stations that were underperforming. Then Al-
fred. Mary Catherine and the sales managers
and general managers of each individual sta-
tion would spend the time conventing those
ratings into revenue.

R&R: So programming really was-signifi-
cant in the early years? .

SH: Very much so, as it is in any broad-
casting company. Let's face it. [CHR/Pop}
WHTZ (Z100)/New York and {CHR/Pop]
KIIS-FM/Los Angeles would not be the pow-
erhouses in revenue that they are if they did
not have incredible ratings.

R&R: Many people downplay pro-
gramming these days. There's so much
cookie-cutter programming.

SH: Any time you're very successful at
what you do. you're going to be ridiculed
and questioned. I've learned over the years
that whether you’re as successful as Ford or
if you're as successful an Internet company
as Microsoft, you're going to be ques-
tioned. Someone’s going to oppose some
facct of your business. You can't argue the
success of Radio One — or Clear Channel.

We get it all the time: “Why does Radio
One play all this...?:" What are we sup-
posed to play? A bunch of obscure music
that no one knows? Our game plan is to
play the hits, get the audience and tum it
into revenue. It's that simple: A, B, C. That
was our game plan. Play the hits. create
some entertaining air personalities, serve
the community and get ratings, and you
will get revenue. It’s not rocket science.

R&R: Are hip-hop's negative images a
necessary part of Radio One’s success? If
so, why? If not, why are they allowed?

SH: | know for a fact that during my six
years at Radio One we didn’t take hip-hop
as a negative thing. Look at the biggest,
most popular records and artists that are out
right now in African-American music or
R&B and hip-hop music. I didn’t necessar-
ily scrutinize a Jay-Z record as to what he

CACRCROIOE XA A R

A

A CHCRCAOR IO K JOMN
Steve Hegwood

was saying-and whether it was a negative or
a positive image. The key was, is this a hit
song?

Now if there are glaring, obvious nega-
live images in a song, we refrain from
playing that record. But. again, our game
plan is 10 play the most popular, familiar
music. That equates to playing the hits that
appeal to the 18-10-34 demographic. Then
we can educate and entertain those people,
whether it’s with a“Sunday-moming talk
show, Steve Harvey. Russ Parr doing a
breast cancer seminar on the radio station
or a domestic-violence show. These are all
things that we've done in conjunction with
playing Jay-Z, DMX, Mary J. Blige and Jill
Scott.

As | said earlier, we didn’t look at it as
“Let’s go play negative rap to create con-
troversy.” The game plan was and is to play
the most popular music that appeals to the
1arget demographic that we're going after..
If your station’s an adult station, then you

———'—MWWW—
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@

play the adult music that appeals to your
audience. That was-our philosophy in pick-
ing music. From our People’s Expos to
Summer Jams to Birthday Bashes or what-
ever, at the end of the day the game plan is
to get your audience together to enjoy
themselves.

All of the DC and Baltimore stations
have Stone Soul Picnics that involve all of
our stations. It's primarily centered around
the Urban ACs, but all of our other stations
are present. It’s “Bring the entire family
out. and let's have a wonderful day.” Nor-
mally hip-hop artists don’t perform at those
events. but the R&B artists are there. The
hip-hop artists normally perform at the
Summer Jams and the Birthday Bashes.
which are more targeted toward the 18-34
demographic.

These records that you're pointing out.
I'm sure they’re on Clear Channel stations,
they're on Infinity stations, they’re proba-
bly on Blue Chip stations, they're on any of
these other major groups. The answer for
me is that we, again, look for the most
popular music. Period.

The one thing I do say is that the record
companies have done a decent job of clean-
ing up as many edits as they can. Some-
times we even get what's called a “squeaky
clean™ edit for stations. It really depends.
There arc different types of mainstream
Urbans. WHTA/Atlanta is much younger
and more aggressive than WKYS/Wash-
ington.. So there may be a record that’s
played on "HTA that is not played on *KYS.
WERQ is probably the most mature of the
mainstream Urbans that ‘Radio One has.
'ERQ and WQOK/Roanoke and WCDX/
Richmond are very, very mature Urban
radio stations. So they aren’t as to-the-
edge, they don't play as many hip-hop
titles, and they’re not as borderline offen-
sive.

It depends on each individual station in
each individual market. For example, on
KBFB/Dallas we played Mystikal's **Shake
Ya Ass.” KBFB was very, very young and
very, very radical. Since then we’ ve backed
the station down to make it a tad more
R&B- or mainstream-friendly.

Initially, whether it's a WLLD in Tam-
pa or a WPGC/Washington or a competi-
tor in any of our markets, the game plan is
to get an audience and transform that
audience into revenue. Clearly, the key is
that sometimes it doesn’t work 10 be just a
second Urban in a market that's carbon-
copying the mainstream Urban station.
Why would | leave a radio station for the
exact same thing on another radio station?

That’s another thing 1 forgot 10 men-
tion: Most of our FM properties were
challenged-signal FM stations, with the
exception of the Clear Channel spinoffs
and a few others. Most of our stations were
not full-service or licensed to major cities.
They were “move-ins,” as they call them.

R&R: How is Radio One grooming
younger people for opportunities within
the company?

SH: We've got a couple of great exam-
ples. Darrell Johnson. in Dallas now,
worked for me as a PD at. WRXZ in

Albany, GA. We moved him from Albany to
Atlanta, where we worked on his craft, and
Mary Catherine worked closely with him as
well. We developed him more, and when the

: @

“We’ve been pretty
successful promoting
from within. That’s
something that has
always been my goal. It
allows you to attract
good people and be able
to keep them if they
know there’s opportu- !
nity within the group.”

Mary Catherine Sneed

@ - J

Dallas opportunity came about, he wanted to
go. We thought he was great for the station,
and we moved him there.

Kathy Brown, who was over at the Balti-
more facility, has been promoted to OM of
the DC and.Baltimore stations. She oversees
WMMJ, WWIN and WERQ, and she also
oversces the Urban ACs in the Richmond
area, WKJS and WPLZ. So we’re developing:
people in that respect. to give them more
responsibilities, to work within the chain and
to work within our system. I'm sure there are
others. ’

Darryl Huckaby is probably going to have
additional responsibility, especially after my
departure. He was responsible for putting the
Charlotte station, WCCJ, on the air.

R&R: What makes programming most
effective, other than hit records?

SH: The old stationality thing. Obviously.
the one thing that has made the Radio One
stations that carry Russ Parr’s show stand out
is Russ Parr. He is an incredible talent. I use
him on the On Top Communications stations
as well. Russ is an incredible way to start the
day. I'm so thankful to God that we’ve been
blessed enough to have him for the years that
we’ve had him, and | hope Radig One contin-
ues to have him, which I'm sure it will. He's
the one thing that gave us dur uniqueness in
Washington, DC, when the ’KYS vs. WPGC
battle began. He is a unique talent, and he’s
able to cut through the clutier of all the other
morning talent in the market.

Community involvement is also impor-
tant. The things you do in your community, if
you do them in a positive manner, will only
come back 10 benefit your radio station —
maybe not immediately, but long term. The
other thing would be the uniqueness of your
station. If your direct competitor is doing
something, try not to copy that. Do something
else that gives your station its own credibility.
That’s basically it.

We're all going to play the hits. Right now
the toughest challenge is that everybody knows
how to play the hits. You have to do things
around playing the hits to give your station its
own uniqueness, whether it's a morning show,

Coatimed on Page ™
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RADIO ONE'S RED-HOT PORTFOLIC

Broadcaster amasses 46 stations in 16 markets
A ]

Here’s a snapshot of Radio
One’s present radio holdings,
ranked in order of market size.
The company operates stations
in numerous formats in addition
to its Urban and Urban AC
properties. Ratings data are
reflective of Arbitron’s winter
2001 survey period, except for
Augusta, GA, which is based on
fall 2000 ratings data.

LOS ANGELES
CALLS: KKBT-FM

Nickname: 100.3 The Beat

Frequency: 100.3 MHz

Format: Urban

12+ ratings: 3.6 (No. 8)

Facts ’n’ figures: Radio One acquired KKBT
following AMFM's merger with Clear Chan-
nel. KKBT debuted in 1989 at 92.3 FM with
a Hot AC format and eventally flipped to
Urban in early 1990. KKBT was launched |
by Evergreen Me- |
dia under the guid- |
ance of then-GM
{ Jim de Castro and

! OM Liz Kiley.
Mike Stradford was brought in as KKBT's
first PD following its switch to Urban, while
The Beat’s first MD was Frank Miniaci, |:
who launched the station as a Hot AC with |
Kiley.

The Beat leaned adult in its early days
and has undergone a successful transforma-
tion under Radio One’s ownership. Person-
alities over the years have included John
London, Diana Steele (who's returned to
San Francisco), Theo (now at crosstown
KCMG), John Monds (now a moming host |
at WHUR/Washington) and Frankie Ross
(now at crosstown KJLH).

A plethora of talented individuals have
worked at KKBT. Former GM Craig Wil- |
braham, who was brought in by de Castro,
helped make the station one of the top- |
billing properties in Los Angeles.

In September 1999 KKBT shifted direc-
tion to hip-hop and R&B, launching a direct
attack on Emmis’ crosstown CHR/Rhythmic
KPWR. In the months following KKBT's |
format tweak, the station was divested to
Radio One. Under current GM Nancy Leich- &
ter and former VP/Programming Steve Heg-
wood, KKBT moved to 100.3 FM and in ¢
September 2000 hired comedian and WB |
Television star Steve Harvey for momnings.
Since Harvey's arrival KKBT has soared to

first place among all English-language sta-
tions in mornings.

PHILADELPHIA
CALLS: WPHI-FM

Nickname: Philly 103.9

Frequency: 103.9 MHz
Format: Urban

12+ ratings: 2.6 (No. 15 — tie)

Facts *n’ figures: WPHI was acquired from
Jarad Broadcast-

'90s. It was at one Phl")’ )
time a simulcast L" 03:9
of Alternative sis-

flipped the station to a young-skewing Ur-
ban format as “Philly 103.9” 10 do battle
with Clear Channel's WUSL (Power 99) a

ing in the latc
ter WDRE/Nassau-Suffolk. Radio One
few years ago.

CALLS: WPLY-FM

Nickname: Y-100

Frequency: 100.3 MHz

Format: Aliemative

12+ ratings: 2.6 (No. 15 — tie)

Facts ’n’ figures: WPLY was acquired in
the late "90s from Greater Media Radio Co.
(not 10 be confused
with Greater Me-
dia), and the Al-
ternative format
has remained in
place. WPLY continues to be a force in its
1arget demo of adults 18-34, ranking fifth in
Philadelphia.

DALLASFT. WORTH
CALLS: KBFB-FM

Nickname: The Beat

Frequency: 97.9 MHz

Format: Urban

12+ ratings: 4.2 (No. 6)

Key personalities: Russ Parr (syndicated),
Marie Kelly, Action Jaxson and Da Show,
featuring Head-
crack, Supa K and
Keynote.

Facts ’n’ figures:
KBFB was ac-
quired last year following the Clear Chan-
nel/AMFM merger. It adopted a hip-hop
and R&B presentation last fall and imme-
diately made an impact, ranking first in
teens in its first book. Darrell Johnson was

< )

=3

: CALLS: KTXQ-FM
Nickname: Magic 94.5
Frequency: 94.5 MHz
Format: Urban AC
12+ ratings: 0.8 (No. 25 — tie)
Key personalities: Eddie Coyle and Maria,
Tommy Dupree, Smokin’ Kevan Browning,
Jason Taylor and Al Roberts.

Facts *n’ figures: KTXQ was acquired in a
Channel/AMFM merger. The station moved
from its origi-

102.1 MHz to

94.5 MHze,

resides. Under PD Garry Leigh, the station
evolved from Rhythmic Oldies to Urban AC
Service Broadcasting’s KRNB-FM.

complex deal that was part of the Clear

nal home of

where it now

in April 2001 and will directly take on |
CALLS: WDTJ-FM

Nickname: 105.9 Jamz

Frequency: 105.9 MHz
Format: Urban
12+ ratings: 3.9 (No. 12)

Facts ’n’ figures: WDTJ was acquired in |/

the mid-"90s and
rose from the ash-
es of contempo-
rary jazz WJZZ.

signed to be and has successfully been a

| competitor to heritage Clear Channel Urban

WILB. WDTJ may have pulled off its
biggest coup last month, however, when the

| station hired John Mason, who had been

transferred from Radio On¢/Atlanta to pro- |

gram KBFB, and:‘veteran Music Director

Marie Kelly was hired as its MD/midday .

personality.

WWAALamerican

i

WILB’s moming host for nearly two de-
cades.

CALLS: WOMK-FM

Nickname: Kiss 102.7

Frequency: 102.7 MHz

Format: Urban AC

12+ ratings: 1.0 (No. 22)

Facts ’n’ figures: Radio One acquired this
frequency in the late *90s. The company

. initially launched WDMK as an AC sta-
| tion. A short time later, the station adjusted

its playlist and re-
emerged with its |
current presenta-
tion, Urban AC
“Kiss 102.7 —

kiss

[ Ot s s 2 30

Detroit's Adult R&B station.” The station
is one of three Urban ACs in the market-
place and competes against WGPR and !
WMXD.

| was the lone Boston Ur-

i on WBOT-FM, WILD
| WDTJ was de- I

market-

place.twas | MAJIC 102.3 FM
ety WILLIRNSTON'S 85T VARIETY OF MTS & QLS
running sec- -

CALLS: WCHB-AM

Frequency: 1200 kHz
Format: Gospel
12+ ratings: 0.7 (No. 27)

BOSTON

CALLS: WBOT-FM

Nickname: Hot 97.9
Frequency: 97.9 MHz
Format: Urban

12+ ratings: 2.0 (No. 19)
Facts ’n’ figures: The
station, located in sub-
urban Brockion, MA,
was purchased by Ra-
dio One in 1999 and
became Beantown's
first Urban FM. WILD-
AM PD Sieve Gousby now oversees both
WILD and WBOT.

Soninas b o bor lp B9 LS

CALLS: WILD-AM

Frequency: 1090 kHz
Format: Urban AC
12+ ratings: 1.1 (No.
25)

Facts *n’ figures: WILD

ban outlet for decades.
When Radio One signed

3
X
z
{
b
<

segued to Urban AC and was sold by the
Nash family to Radio One in 2000.

WASHINGTON, DC
CALLS: WMMJ-FM

Frequency: 102.3 MHz

Nickname: Majic 102.3
Format: Urban AC

{ 12+ ratings: 5.7 (No. | — tie)

Facts ’n’ figures: WMMJ is one of two
heritage Urban ACs in the Washington, DC

ond to Howard University’s WHUR until
Radio One took the syndicated Tom Joyner
moming show away from "HUR and moved
it 1o "MMJ. The station instantly gained a
tremendous listener base and, for the first
time in its history, ranked No. | in the
Arbitron ratings (tied with CHR/Rhythmic

i competitor WPGC).

Continued on Page 57
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The New Choice For Urban Radio

The radio industry’s
leading comedy
service. Make
your stations
stand apart from
the rest.

g

> _/Across America

“Black History . "' A blend of centemporary and
Everyday”... traditiensl gospel music with
hosted by NY interviews and information
alrponcn.llty ; 3

e ey X hosted by Mike Roberts.

Hip-Hop
Gospel music
with a positive
s e L and spiritual
M l N U 'l‘ E 8 message.
Daily thought provoking, and motivating 5 %
words to start your day hosted by motivation- F%/ b%& ,f/,;,,,taa / Mjg

al speaker Ed Gray.

“aﬂgelou’s

rOCvV.

Jackle Thomas examines On WO”‘[ETL AAVWaKO! "'L‘ .
the issues and concemns A daliy celebration...nepirational
of African-American : and poetic. -
L 8 5
America
Hears

A look at the fegends of
R&B, hosted by D.C. air
personality T.C. Bandit.

o«
x
«
E
z
o
a
<
«

212-869-1111 ext. 245
urban@unitedstations.com

S
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CELEBRATING BLACK MUSIC MONTH |

ATLANTIC RECORDS

ATLANTIC RECORDS SALUTES

RADIO ONE
MUCH CONTINUED SUCCESS!
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Continued from Page 54

CALLS: WKYS-FM

Frequency: 93.9 Kiss-FM

Format: Urban

12+ ratings: 5.3 (No. 3)

Facts *n’ figures: WKYS is DC’s heritage
Urban radio station. Radio One acquired it
from NBC as one of its
first radio properties.
Along with WMMJ,
WKYS is part of one of
the top Urban clusters in
the country. The station is focused on 18-34
adults and is the flagship for Russ Parr’s
morning show. WKYS continues to be one
of the company’s highest-billing stations,
taking in $34 million in 1999.

CALLS: WOL-AM

Frequency: 1450 kHz
Format: Urban Talk
12+ ratings: 0.5 (No. 31)

Facts ’'n’ figures: WOL-AM has been the
voice of Washington’s African-American
decades and
was where Ra-
Cathy Hughes hosted a talk program. The
station is simulcast on WOLB-AM/Balti-

community for T
dio One CEO = ! d i
more.

CALLS: WYCB-AM

Frequency: 1340 kHz

Format: Gospel

12+ ratings: 0.7 (No. 27)

Facts ’n’ figures:
WYCB completes
Radio One’s power-
ful DC cluster by
targeting the Afri-
can-American community with a Gospel
format.

HOUSTON-GALVESTON
CALLS: KBXX-FM

Frequency: 97.9 MHz

~~*WYCB

B

T gy g rang

Format: The Box
12+ ratings: 6.6 (No. 2)’

the Clear Channel/AMFM divestiture. The
station has been at or

9795
L 3

Houston market al-

most since its incep-

former PD Robernt Scorpio (now PD at
KKBT/Los Angeles). The moming show,
Hatta, Shelley Wade, J. Mac and Jimbo. The
rest of the airstaff includes Carmen Contr-

Facts °n’ figures: KBXX was acquired in
near the top of the

tion in the mid-"90s under the guidance of
The Box Morning Playas, is helmed by Mad
eras, G.T., T. Gray, Bassman and Mean

e T Y m’hall [ TYTITY

RADIO ONE

exsnoe NUMNAT 0N With & DUNISE sesens

RADIO ONE'S RED-HOT PORTFOLIO

Green. The station also dominates the 12-17
Frequency: 102.1 MHz
12+ ratings: 4.6 (No. §5)
Facts ’n’ figures: Majic 102 was Houston's
years. When o
the station was mm
tered with
KBXX, KMJQ evolved to Urban AC. The
25-54 target demo thanks to the expertise of
PD Carl Conner. KMJQ is also Houston's
Other personalities include R&R Industry
Achievement Award nominee Kandi East-
min® J.J. Williams.
Frequency: 97.5 MHz
Nickname: Hot 97.5
12+ ratings: 3.5 (No. 12)
Facts ’'n’ figures: Back in the mid-'90s
launched un-
der the guid-
Mary Catherine Sneed and former VP/Pro-
gramming Steve Hegwood. The station has
younger end of heritage Urban WVEE. “Hot
97.5™ has also been the training ground for
KBFB/Dallas PD Darrell Johnson.

CALLS: WAMJ-FM
Nickname: Majic 107.5
Format: Urban AC  ~
Facts ’'n’ figures: WAMJ launched as an
Urban Oldies station a couple of years ago
One has used the 6kw outlet as a complement
to WHTA, which targets the 18-34 demo.
Frequency: 1080 kHz
12+ ratings: N/A
Facts 'n’ figures: This station was acquired
ny's merger with AMFM. It failed 10 show
up in the most recent ratings survey for

and 18-34 demos.
Format: Majic 102
heritage Urban radio station for several
eventually clus-
station continues to b