NEWSSTAND PRICE $6.50

The Fresh Prince Of AOL

Will Smith’s new Columbia single, “Black Suits Comin’
M]IB »] (Nod Ya Head)," last
week shattered AOL

Music’s previous “First
Listen" record with more
than 853,000 streams in
one day. This week Mr.

| Smith goes to the top of

| the Most Added columns
at both CHR/Pop and

J CHR/Rhythmic.

MAY 17, 2002
All Aboui The People Meter

How much do ycu know
about the Portable People
Meter? Not much, you say?
This week consultant Mike
McVay lays out all the stats,
facts and figures about
Arbitron’s new electronic
measurement device, due to
begin live mearsurement next

RADI0 & RECORDS. yar. et h whae tr,

v starting on Page 1.
www.rronline.com

For Immediate Airplay

The first new nrusic in over 2 years
from the reigning CMA Femate
Vocalist of the Year.

“It’s a lead-pipe smash’.
Eric Logan, OM, WQYK, WYUU-Tampa

Produced by Mark Wright
" &Lee Ann Womack

ARSTA

2002 MCA Nastwille, a division of UMG Recordings. ¥
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Impacting HOT AC May 20

“Shelia Nichalls is one of the originals. A hypnotic performer who follows her muse
& leaves an unforgettable impression. ‘Wake’ up fo this new vpice.”
- Chris Patyk, APD/MD Star 98.7-KYSB

“She’s a very creative, intelligent song writer ... coupled with Glen Ballard’s structur2, “Faith” is very tantalizing.”
- Smokey Rivers, PD/Y98-KYKY

“Snelia Nichalls combines sweetness and attitude with excellent songwriting to creale a truly unique sound.”
- Steve McKay, PD/WPTE

“Faith ... the lyrics ar2 uplifting and feassuring at a time when audiences are laoking for more.”
' " -Billboard, “New and Newsworthy”

“She's musical, paetic, tender, ard original. She is not writing for the marketplace, rather, she is writing from the soul.”
- Glen Ballard, Producer/Writer

Check out her performance on The Late Late Show wtih Craig Kilborn June 4
The Album Wake In Stores Now

Prcduced by Clen Bailard

e2866TL WO
K?XZOPZ&Q ?{%%QRBISD ©12002 Hollywood Records, Inme. shellanichoils.com
— essexglrl,com
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management ¢ marketing ¢ sales

What’s your People Meter 1Q? If it’s
anything less than perfect, consultant Mike
McVay offers a great roundup of Arbitron
People Meter facts in one great location,
and it begins at the bottom of this page.
The meter is already undergoing testing in
Philadelphia and will begin active
measurement in less than a year. This
week's Management, Marketing & Sales
section contains another insightful article
from Judy Carlough, who urges
broadcasters to more carefully analyze and
evaluate their sales efforts. And consultant
John Lund offers a mid-spring-ratings
period tuneup and checklist. Qur MMS GM
Spotlight honoree this week is none other
than Infinity/Dallas VP/GM Dave Siebert.

Pages 8-14

As a rock 'n’ roll jock in Top 40's heyday,
Gary Stevens led the life of his dreams. He
rose through the ranks to become head of
a major radio group, and, when that group
was sold, moved on to broker a few billion
dollars’ worth of stations himself. The
story is in this week's Legends.

Page 27

= Big City/N.Y. flips to dance-influenced
Tropical as “Rumba 107.1"

= SBS flips KXJO/S.F. to
KPT! “92-7 Party”

» Kevin Robinson appointed
WZFS/Chicago PD

Page 3

CHR/POP

« PINK Don't Let Me Get Me (Arista)

CHR/RHYTHMIC
« ASHANTI Foolish (Murder Inc./Det Jam/IDJMG)

URBAN
« ASHANTI Foolish (Murder inc./Def Jam/1DJMG)

URBAN AC
« LUTHER VANDROSS I'd Rather (J)

COUNTRY
* ALAN JACKSON Drive (For Daddy Gene) (Arista)

AC

« CELINE DION A New Day Has Come (£Epic)

HOT AC
« CALLING Wherever You Will Go (RCA)

SMOOTH JAZZ
« JEFF GOLUB Cut The Cake (GRP/VMG)

ROCK
= PUDDLE OF MUDD Blurry (Flawless/Getfen/interscope)

ACTIVE ROCK
« GODSMACK | Stand Alcne (Republic/Universal)

ALTERNATIVE
« UNWRITTEN LAW Seein’ Red (/nterscope)

TRIPLE A
= SHERYL CROW Soak Up The Sun (A& M/interscope)

v

THE INDUSTRY'S NEWSPAPER

www.rronline.com
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No Room At The Inn!

@ R&R Convention 2002 HQ hotel is sold out

Merv Griffin’s Beverly Hil-
ton hotel, the headquarters ho-
tel for R&R Convention 2002,
is sold out for June 13-15. A
waiting list has been created,
and registrants are being di-
rected to nearby backup hotels.
Get in on the action! Register
now for the radio and record in-
dustries” best annual convention
at wiww.rronline.com.

By Jor: HowarD ;
R&R WASHINGTON BURFAU
Jjhoward@rronline.com

As it struggles to ramp up
its service to compete head to
head with rival XM. Sirius
Satellite Radio reported do-
ing better than Wall Street ex-
pected. The Joe Clayton-led
satcaster’s QI net loss appli-
cable to common sharehold-
ers widened from $64.4 mil-
lion to $90.1 million, but per
{ share that loss improved from

Sirius: 150,000 Subs In °02

Bursting with energy over the news he had to
share, Sirius Satellite Radio President/CEO
Joe Clayton seized the chance during Tuesday’s
conference call with investors to talk up the
strides his company has made. While the calt
was scheduled to announce the company’s Q1
financial results, Clayton touched on everything
from a new deal with automaker DaimlerChrysler
to its national service roliout ptan to production
delays with aftermarket radios.

Clayton said Sirius was slated to expand into
Alabama, Indiana, Kentucky, Michigan, Missis-
sippi, Ohio, Tennessee, Texas, West Virginia and
Wisconsin on May 15, taking Sirius’ availability

SIRIUS/See Page 25

Clayton

———

Hirsch

$1.34 10 $1.22 — ahead of First
Call/Thomson Financial analysts’

consensus eslimate
of $1.26 per share.
Sirius® EBITDA
loss grew 25%, to

| $45.3 million.

Sirius Exec. VP/
CFO John Sceifo
told investors on
Tuesday that the
biggest change for
the company in Q1
was the existence of
revenues: Sirius gen-
erated $4.000 in
revenue from the
412 subscribers it
signed up in four
test markets and

Sirius Beats The Street As Revenue Trickles In

W Satcaster implements cost-cutting steps; Entravision, NextMedia rev up

took in another $34,000 in ad-
vertising revenues for the
quarter. Minus agency fees.
the company’s net rcvenues
were $33,000.

Scelfo said the company
has $423 million in cash
and marketable securities
and added that it will need
about $400 million to carry
it into Q2 2003. In a Tues-
day SEC filing Sirius said it
will need to raise another
$290 million to carry it
through 2003. But Scelfo
reported that the company
is taking cost-cutting steps
to help it through, including
vacating one of the three
floors it currently occupies
in its Rockefeller Center
headquarters. Scelto esti-
mates the company will save
$2 million annually as a re-
sult of the move.

* While they operate in dif-
ferent circles in the radio
world. Sirius and Entravision
can both brag about finishing

EARNINGS/See Page 4

Station Playlists
Go To R&R ONLINE

= Changes made to
AC, Hot AC charts

Effective this week, R&R has
expanded the reach of its playlist
information by moving the data
1o the World Wide Web at wwwu:
rronline.com.

“We arc extremely excited
about the opportunity to provide
more playlist information to our
customers than ever before.”

R&R Director/Charts Anthony ou%h rglwew. wite
Acampora commented. “By focu‘s];:l c:ﬁ-v:houghts

moving this important data to

McVay

our website. we will feature the
40 most-played songs for all
monitored reporters — giving
our readers access to all the sta-
tions, not just a select few.

In addition. users can reference
the week the song was added
by each station.”” The only excep-
tion will be the Smooth Jazz for-
mat. whose playlist information

PLAYLISTS/See Page 16

on playing the ratings game
under the rules a diary-based
system imposes on us. And
we've self-imposed other
rules, like placing the highest-
appeal songs or strongest
news issues of the day in the
first quarter-hour. Reinforcing
the call sign and frequency
afier every song so diarykeep-

Programming And
' The People Meter

By Mike McVar &
Davin ROGERSON

The first resuits
coming out of the
Arbitron Portable
People Meter tests
suggest that our ap-
proach to radio pro-
gramming may have
to undergo a thor-

, ers will recall them
has become almost
| paramount in our
programming minds.
Dead segues have
died.

Though cume is
still important, less
emphasis has been
placed on it recently
— particularly with
cuts to marketing
budgets limiting our
outside advertising resources.
And another part of the prob-
lem we’ve experienced in
gaining cume is an age-old
dilemma: “l know half my
marketing budget works, but
I'm not quite sure which
half.”

Arbitron’s goal is to deploy

See Page 8

A S1LIAL G p e
APPILARANCE, By

KIIS-FM/Los Angeles morning
man Rick Dees is his usual animat-
ed self as he readies his latest movie
tie-in. The Clear Channel CHR/Pop
station is preparing to plaster Dees’
alter ego around town, and Scoo-
by-Doo himself will appear at KIIS's
Wango Tango concert to greet the
crowd and introduce artists with his
trademark laugh. Scooby-Doo the
film opens nationwide on June 14,
the day before Wango Tango takes
place at the Rose Bowl in Pasade-
na, CA.

GC, Viacom Say
Telecom Act A
Benefit To Radio

Parties filing remarks in the
reply-comment window of the
FCC’s ongoing radio ownership-
limit review aren’t making the
job any easier for the agency.
While some of radio’s most in-
fluential players ask the com-
mission to maintain or loosen
current restrictions, they face vo-
cal opponents who tell the FCC
to stop the consolidation stam-
pede before all the little guys get
trampled.

The industry’s biggest player
told the FCC that consolidation
has benefited consumers in the
form of ad prices that have been
driven down. Clear Channel
pointed 1o two separate studies
— one by MIT Economics Pro-
fessor Jerry Hausman and an-
other by Glassman-Oliver Eco-
nonmic Consuliants Sr. VP

TELECOM/See Page 25

Winter Phase Two Arbitrend results: www.rronline.com
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Got free before the add date
KROQ WXRK

KNDD  LIVE105  WHFS

WENX  WBCN WAAF

and that's not all

[
¥ |
g

“Erom the opening guitar hook to the feedback at the end, CET_FREE is a 2 minute-cannon
bast that doesn’t stop™ Pat Ferrise/WHFS
'This is-a battle cry for pop cultures-The debut album of the year'-Aaren Axelson/LIVE-105°

"Gt Froe-makes me-Want to-de very bad things'-Chrie Muckiey/04X

Get Free T first single from the debut album "Highly Evelied"

“Produced by Bob-Schibapt Mixed by Ancy Wallass—Execitive Producer Andrew Stater Mappged by Winterman & GoRfsiein

Q2002 Capio!- Retords, ditc,” ,%
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Big City/New York
Ready To ‘Rumba’

By Anas JaconsoN
R&R RADIO EDITOR
ajacobson@rronline.com

NEW YORK — On May 7. Big
City Radio’s “New Country Y-107"
quadcast ended 5 1/2 years of ser-
vice by playing Garth Brooks’ “The
Dance.” The next day. after several
hours of stunting with construction
sounds. Big City selected a rumba
as its next dance.

The four stations — WWVY/River-
head, NY; WWYY/Stroudsburg,
PA; WWZY/Monmouth-Ocean;
and WYNY/Westchester: — are
now known as “Rumba 107.1" and
are airing a unique. dance-influ-
enced Tropical format featuring cur-
rent tropical hits. Spanish-language
hip-hop and English-tanguage ma-
terial from such artists as P. Diddy,
Enrique Iglesias and Kylie Mi-
nogue. Rumba will target second-
and third-generation bilingual His-
panics aged 18-49.

Big City hopes to score big with
the stations. As the company points
out in a press release announcing
Rumba’s arrival, just three FM sta-
tions have been serving the 3.8 million
Hispanics in the New York metropol-
itan area.

Big City Radio President/CEO

Charles Fernandez, who is also the |

interim GM for the company’s New
York operation, is personally over-
seeing Rumba’s launch. “The His-
panic population is the fastest-grow-
ing population in the U.S,, and we
have Spanish radio stations in the
top three Hispanic markets in the
country — Los Angeles, Chicago
and, now, New York,” he said.
“This gives us opportunitics to sell
Spanish media in all three of these
high-revenue-generating markets,
as well as in Miami through our af-
filiate station WSUA.”

Rumba will be challenged not
only by Spanish Broadcasting Sys-
tem’s crosstown Spanish AC
WPAT and Tropical WSKQ and
Hispanic Broadcasting’s Tropical
WCAA, but also by its own limi-
tations. Big City is relying on its
Westchester and Monmouth-Ocean
towers to obtain coverage through-
out the five boroughs of New York
and the Hispanic-rich areas of
northern New Jersey.

To assist with its coverage of Brook-
lyn and Staten Island, WWZY’s tower
was recently moved from Long Branch.

RUMBA/See Page 25

R&R Observes
Memorial Day

Due to the Memorial Day holiday,
R&R's Los Angeles, Nashville and
Washington, DC offices will be
closed on Monday, May 27.

Forming A Committee

It's a meeting of ithe minds as these congressmen and radio people
pause for a quick picture in front of the Capitol in Washington, DC.
Senators John McCain and Ted Kennedy join Westwood One host
Jim Bohannon on the nationally syndicated America in the Morming
talk show every day to debate pressing political issues during the
“Face-Off" feature. Seen here are (I-r) McCain, Westwood One VP/
News Programming Bart Tessler, Bohannon and Kennedy.

' Calarco To Head Cumulus/Westchester
I CBS vet set to manage WFAS-AM & FM & WFAF

Rod Calarco has been
named Market Manager for
| Cumulus’ News/Talk WFAS-

AM and AC WFAF-FM &

WFAS-FM/Westchester.

He replaces Chuck Benfer,

who was promoted last

week to VP/GM of Cumu-
lus’ mid-Hudson Valley
stations.

Calarco was previously
Sr. VP/Radio for eMadi-
son, a company that de-
veloped a browser-based system
for the buying and selling of pri-
mary media, and Sr. VP/Program-
ming & Sales for WorldSpace
Corp., which delivers digital radio

| signals to Asia. Africa and Latin
| America. He has also served as
Exec. VP of Westwood One Radio

Calarco

Networks and was VP of
CBS-owned FM stations
from 1990-96. From
1980-90 Calarco held key
posts at CBS, including
VP/GM of WCBS-FM/
New York.

“Rod is the man for Cu-
mulus/Westchester,” Cu-
mulus Regional Director
Vince Cremona told R&R.
“He's originally from
Westchester and fits right
in. He has an outstanding back-
ground and track record, and he’s
in touch with all the major play-
ers on Madison Avenue. And
since Rod replaces Chuck Benfer,
who stepped up to a larger cluster

CALARCO/See Page 16

SBS Throws ‘Party’ In San Francisco

Spanish Broadcasting System on
May [1 flipped San Francisco-area
Rocker KXJO to an English-lan-
| guage CHR/Rhythmic station as

KPTI, “The Bay Area’s Pure Dance
| Channel, 92-7 Party.” KPTI will be
programmed by SBS Exec. VP/
Programming Bill Tanner — who
has been PD of similarly formatted
stations in Miami and Orlando —
National PD Pio Ferro and VP/
Programming Jesus Salas, who
programs the company’s three Mi-
ami FMs.

SBS Chairman/CEO Raul Alar-
con said the new dance format is
a natural fit with the company’s

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

310-788-1625  310-203-8727
310-788-1699  310-203-9763
310-788-1635  310-553-4056
310-553-4330  310-203-8450

morsinfo@rronline.com
newsroom @ rronline.com
kmccabe @ rronline.com

hmowry @ rronline.com

Spanish-language radio stations.
“We try to match our formats to
the available audience within each
station’s primary signal range, and
KPTI has an excellent signal in
the San Francisco, Oakland and
Alameda areas, particularly in the
entertainment districts,” he said.
“Our mission will be to create a
dance music sound that will ap-
peal to the area’s greatest strength,
its ethnic and cultural diversity.”

Tanner said, “The Bay Area is a
natural for this format. We'll be a
music-intensive format with no disc
jockeys, where pure dance music is
the star.”
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Robinson PD At Salem/Chicago’s ‘Fish’

Former WIMK/Chicago
PD Kevin Robinson has
been named PD of Salem’s
crosstown Christian AC
WZFS (The Fish). He
succeeds Cliff Tredway,
who left the position last
month.

Robinson worked at In-
finity’s Oldies WIMK for
10 years before exiting in

Allen To WJBT & WSOL/Jacksonville PD

Russ Allen has been named PD
for Clear Channel’s CHR/
Rhythmic-Urban AC com-
bo WJBT & WSOL/Jack-
sonville, effective May 20. |
Allen comes on board to fill
the vacancy created when
Aaron Maxwell returned to
Richmond to program the
company’s CHR/Rhythmic
WBTJ.

“After doing some exten-

March. The station experi-
enced record ratings during
his tenure, at one point
placing No. | 25-54 for 25
consecutive rating periods.
Robinson served as PD at
Classic Rock WVIC/Lan-
| sing, MI before moving to
WIMK.

ROBINSON/See Page 16

Robinson

to be given this opportunity. I am
very excited to join the
i Clear Channel/Jacksonville
Bl team and to have the
chance to work closety
| with [VP/Urban Program-
ming] Doc Wynter.”
Allen most recently
programmed Cox Radio’s
KTHT/Houston. Before
that he held PD posts at
WIHM/Orlando, KSOL/

sive traveling and playing a Allen San Francisco and WERQ/
lot of golf, I look forward to Baltimore. His resume also
moving on (o this new assignment,”  includes stints at WPGC/Washington

Allen told R&R. “I feel really blessed ~ and WIOQ/Philadelphia.
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BY MolLIE ZiiGLER
R&R WASHINGTON BUREAU
mziegler@rronline.com

Barron’s Forecasts Blue Skies
For Clear Channel

J Analyst ups radio-industry revenue forecast for ‘03

“Clear Channel’s fortunes may be about to change — again,”
Barron’s magazine said this week, pointing to pacings that indi-
cate radio-industry ad spending will grow 7%-8% by next year.
The magazine said the upturn will benefit Clear Channel Com-
munications, which derived 65% of its $8 billion in 2001 rev-
enues from advertising clients and commands 10% of all radio

advertising.

As for Clear Channel’s expansion
into other businesses. Barron s said the
company could deliver growth rates
in the midteens if it can “deliver on its
promise to offer both mass reach and
niche marketing™ across its diverse
media platforms. Two years ago a
Barron’s cover story on radio, titled
“Party’s Over,” sent industry stocks
down and prompted radio group heads
and analysts alike to speak out against
the article.

Clear Channel’s Q! was termed a
“significant turning point for radio op-
erations” by Morgan Stanley’s Michael
Russell, who expects increasing mo-
mentum in Clear Channel’s radio divi-
sion into Q2 and predicts broadcast cash
flow increases of 7% in Q2, 11% in Q3
and 19% in Q4. He also foresees Clear
Channel’s outdoor division will see a
staged recovery, beginning in Q2.

“We anticipate increased operating
leverage from radio and outdoor as the
year progresses,” Russell said. “Most
operators are noting sequential im-
provement month over month, which

should bode well for 2002’s second
half.”

“Clear Channel’s radio segment is
benefiting from a marked improve-
ment in ad-revenue growth,” said
Robertson Stephens analyst James
Marsh, who believes the segment
should improve through 2002. While
he noted that the company aggres-
sively cut ad rates last year, he believes
Clear Channel is “poised to outper-
form” and is proving that its clustered
portfolio of stations can effectively
manage ad inventory and, in turn, drive
demand and pricing for advertising
time. Marsh reiterated his “buy” rat-
ing on the stock at a $63 target price.

Meanwhile, Barrington Research’s
James Goss raised Clear Channel from
“market perform” to “accumulate” in
response to better-than-expected EPS,
revenue and EBITDA during Q1.

As for the industry overall, CIBC
World Markets’ Jason Helfstein ex-
pects 6.5% growth in radio revenue
next year, up from his previous esti-
mate of 4.5% growth. Additionally, he

Radio Heavyweights

Named To FCC

By Jor Howarn
R&R WASHINGTON BUREAU
Jjhoward@rronline.com

Council

Clear Channel Chairman/CEO Lowry Mays, Infinity CEO
Mel Karmazin and Cumulus Chairman/CEO Lew Dickey are
among the 41 newly named members of the FCC’s Media Se-

curity and Reliability Council,

created by the commission to

develop measures that will, it says, ensure “the robustness and
security of the broadcast and multichannel video-programming

distribution industries.”

Other council members include
NAB President/CEO Eddie Fritts,
Radio One Chairperson and founder
Cathy Hughes. Emmis Chairman Jeff
Smulyan, Hispanic Broadcasting
President/CEO Mac Tichenor,
Susquehanna Radio President/CEO
Peter Brubaker, XM President/CEOQ

Hugh Panero and NPR President/CEO
Kevin Klose.

Tribune President/COO Dennis
FitzSimons, who was the only mem-
ber named when the council’s creation
was announced by the FCC, chairs the
group, which is set to hold its first
meeting on May 17.

Earnings
Continued from Page 1

QI ahead of analysts’ estimates. In
what Chairman/CEQ Walter Ulloa
called a “breakthrough quarter,”
Entravision’s net loss improved from
$10.3 million (49 cents per share) to
$8 million (38 cents). First Call/
Thomson Financial had estimated a
loss of 44 cents. Pro forma net rev-
enues increased to $49.1 million and
broadcast cash flow improved to $12.2
million, 13% increases in both areas.
Pro forma EBITDA improved 18%,
reaching $8.5 million. On a same-sta-

tion basis, net revenues improved 16%
and BCF grew 26%.

Revenues in the company’s radio
division improved 17%, to $14.8 mil-
fion, with BCF in the division grow-
ing 28%, to $4 million. Ulloa credited
ratings gains at Entravision’s proper-
ties in 2001 for the growth. During a
conference call, company President/
COO Philip Wilkinson pointed out that
Entravision’s radio division saw an
11% improvement in national adver-
tising and a 23% boost in local adver-
tising, contributing to a 17% revenue
gain in the segment — a 23% swing
above the segment’s Q4 results.

upped Regent Communications’
2003 revenue forecast from 5%
growth to 7%. Helfstein said he iis giv-
ing Regent management the benefit of
the doubt for 2002’s second half and
upping the company’s full-year 2002
revenue estimate from $61 million to
$65 million and its target price from
$7.50 to $9.

Tuming to Entravision Commu-
nications, which recently reported its
Q! earnings, Salomon Smith
Barney's Niraj Gupta retained his
“neutral” rating on EVC stock, as
well as bis $15 price target, but raised
his 2002 revenue estimate by 1%, to
$233.8 million, and elevated his
EBITDA forecast by 6%, to $60.7
million. Meanwhile, Merrill Lynch’s
Jessica Reif Cohen said Entravision’s
QI results were in line with her ex-
pectations and retained her “neutral”
rating and $16 price target on the is-
sue, which she called “a high-quality
pure-play on the booming economy of
Hispanic U.S.A.”

Jefferies & Co.’s Frederick Moran
downgraded Regent stock to “accumu-
late” from “buy,” based on soft Q1
results, continued start-up costs and a
fully vaiued stock price. However, he
maintained his $8 price target and in-
creased his 2002 net revenue estimate
by 2%. to $65.1 million, and his BCF
estimate by 4%, to $20.2 million. His
EBITDA estimate is up slightly, to
$14.3 million.

Salemn “breezed past” Robertson
Stephers analyst James Marsh’s esti-
mates for revenue. broadcast cash
flow, EBITDA and earnings per share,
the analyst said, so he raised his esti-
mate for Salem’s 2002 revenue by 2%,
to $166.2 million. At the same time,
toreflect higher depreciation expenses,
he reduced his 2002 EPS estimate by
120%, to aloss of 1 cent. Marsh main-
tained his “buy” rating and $33 price
target on the issue.

Meanwhile, CIBC’s Helfstein raised
his 2002 estimates for Cumulus Me-
dia to come in line with company guid-

| ance: He expects reported revenues of

$238.7 million, up from his previous
estimate of $234.3 million, and
EBITDA is setat $76.5 million, up from
$74.5 million. On a pro-forma basis —
less Cumulus’ pending deal with Wicks
in Saginaw, M1 — Helfstein increased
his revenue estimate by 4%, to $248
million, and his EBITDA estimate by
19%, to $80.6 million.

Ulloa said that radio and TV are
“clearly the engines driving” the
company’s growth, noting that 80% of
the company’s revenues come from
those two divisions. Meanwhile,
Entravision forecasts growth of 7%-10%
for its Q2 revenues and BCF, with total
revenues of $60.5 million to $62 mil-
lion and BCF ranging from $22 million
t0 $22.5 million. It predicts revenues in
its radio division will grow 12%-14%,
to $19.9 million-$20.3 million.

® Carl Hirsch and Steve Dinetz’s
NextMedia saw QI net revenues in-
crease 32%, to $19.2 miltion, and BCF

EARNINGS/See Page 17

www americanradiohistorv com

BuUusINESS BRIEFS

Week’s Web Listening Peaks After Day 0f Silence

Webcast ratings company MeasureCast reported that 19% of listen-
ing during the week of April 29-May 5 came on Thursday, May 2,
the day after hundreds of streamers participated in a Day of Silence pro-
test against the Copyright Arbitration Royalty Panel’s proposed webcast
royalties. April 30 was the second-busiest listening day of the week, and
the day of the protest — during which most participating webcasters ran
PSAs on the CARP issue rather than shutting down their streams — came
in third. Overall, intemet listening was up 8% for the week.

Tribune, Entercom Amend Denver Deal

ribune Co. and Entercom Communications have amended their

December 2001 deal to facilitate Entercom’s $180 million purchase of
Tribune’s three Denver radio stations, KOSI-FM, KEZW-FM & KKHK-
FM. Under the new arrangement, Entercom has agreed to buy KOS! and
KEZW immediately for $125 million, and Tribune will use those funds to
purchase WTTV-TV and WTTK-TV/Indianapolis from Sinclair Broadcast-
ing. Entercom will pay the remaining $55 million for KKHK when Tribune
finds another attractive TV property. As part of the companies’ agree-
ment, Tribune must be aliowed to find appropriate TV properties before it
lets go of the radio stations. it was reported in December that Entercom
would be responsible for finding TV stations for Tribune to buy — in fact,
information from Tribune sources said Entercom would buy the TV sta-
tions, then spin them off to Tribune — but Entercom Exec. VP Jack Donlevie
told R&R that IRS rules allow the companies to structure the deal in such
a way that Tribune can agree to buy the TV stations, then collect money
for the radio properties from Entercom without significant tax repercus-
sions.

Will IBOC Muscle Out Satellite Radio?

Anew report by technoiogy research company in-Stat/MDR says that
the features that will be available for free with in-band, on-channel
digital radio will be enough to satisfy most consumers — and those con-
sumers will, as a result, opt against pricier satellite radio. The report says,
“As iBiquity technology is added to more and more stations, there will be
a divergence between the number of digital receivers sold and the sub-
scriber base of the two [satellite-radio] services.” However, the report goes
on to say that both satellite radio and IBOC will gain increasing accep-
tance over the next five years and that the success of digital radio will
depend largely on auto manufacturers, because many consumers’ first
experience with digital radio will be in automobiies.

Sharpton-Led Group Wants More Diversity At XM

ISharpton’s Natlonal Action Network has sent a consultant to Wash-

ington DC to view XM Sateliite Radio’s public inspection file, saying
that the satcaster “lacks diversity in management.” XM VP Corporate Af-
fairs Chance Patterson told R&R he doesn't know offhand how many
minorities XM has in management, but he said the NAN complaint stems
from XM's decision not to broadcast the group’s urban ministries pro-
gramming. Patterson said, “They're primarily interested in having their
content ptayed on XM. We're not going to do that right now, and we've
indicated that to them.” He said XM may want to work with the NAN in the
future, but added, “We're very comfortable with the diversity of our pro-
gramming.” The NAN consultant met with XM last week, and Patterson
said programming information will be provided per the consultant's re-
quest.

ABC To Seek Review Of Latest nalen; AAHS Judgment

BC and Children’s Broadcasting Corp. have been battling in court

for years over whether the idea for ABC's Radio Disney Children's
format was stolen from CBC, and a district court judge has awarded CBC
$1.5 million for breach of contract and $8 million for misappropriation of a
trade secret — in this case, a customer fist. ABC spokeswoman Julie
Hoover told R&R that her company disagrees with the damage award,
especially considering a 1999 court finding that ABC’s breach of contract
was immaterial, and will seek further review. ABC and CBC had an agree-
ment for use of children’s radio network Radio AAHS, which CBC devel-
oped, until 1996, when ABC left the partnership and founded Radio Disney.
CBC won a $20 million award from a federal jury in 1998, but that deci-

Continued on Page 17

R&R Stock Index

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

Change Since
sriom1 si02 sr10m2 SI001 S32-S110/02
R&R Index 257.72 24447 24525 5%  +0.3%
Dow Industrials  10,910.44 10,006.63  9939.92 -83% -0.6%
S&P 500 125518 107343 105499 -16% -1.7%
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Classic Jam

Glasslc Jam
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Q: What do WEBLS, WKTU, WYNY, WBMX, WDSY, WZPT, WHQT,
KFKF, KSD and KIMN have in common?

A: They all win in their markets with Superadio’s retro shows!

unhosted shows.
Supermixx 80'S

Four-hour mix of 80's pop

hits perfect for CHR, Hot-AC
and Modern AC stations.

Classic Jam
Four-hour mix of 80’s and 90’s
Hip-Hop and R&B hits.

Classic Jam Mini-Mbox
7 minute mix of 80’s and 20’s
q Hip-Hop and R&B hits.

Oldies Jam

Four-hour mix of 80's R&B
and Funk perfect for Urbaa-AC
and R&B Oldies stations.

City Jam
Four-hours of dance and
cross-over classics.

Kool Jam
Four-hour mix of R&B favorites from
the old school era of 70’s and 80s.

Old Skool Mini-Mixx

7 minute mix of R&B favorites
from the old school era of
70’s and 80's.

And the best part ...

All of these shows are hit-intensive and

| programmed for radio by industry leaders.

» §2Retro Pop Reunion

»¢ Joe Cortez brings you four-

hours of the “Biggest Hits of the
Video Music Era,” 80's & early 90’s.

'Retro Country USA
& Ken Cooper delivers
two-hours of the greatest country
of all time each weekend.
Now in our 5th year!

Lost in the 80's
Derrick Jonzun and Stephanie
Williams take listeners back-in-the-
day with this two-hour R&B
retrospective.

80’s Time Capsule- - -
One-minute daily vignette of pop - -
culture and R&B music frivia. ..+

Call Superadio today to check availability in your markek: 508 480 9000

-for visit: www.superadio.com)

www americanradiohictorv com
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Radio Business

DEAL OF THE WEEK 2002 DEALS TO DATE

Dollars to Date:

$565,509,787

(Last Year: $3,864,125,728)

Dollars This Quarter: $176,741,062

¢ KRFT-AM/De Soto (Last Year: $315.436,435)

(St. Louis), MO . . .
$1.63 million Stations Traded This Year.(m . 12%3
Stations Traded This Quarter: 117

All Sports Goes For Triple Play In St. Louis

(Last Year: 151)

O Picks up its third signal in the city; Waitt makes a buy in Minnesota

| .
Missouri

KRFT-AM/De Soto
(St. Louis)

PRICE: $1.63 million

TERMS: Asset sale for cash
BUYER: All Sports Radio LLC,
headed by President Greg Marecek.
Phone: 314-962-0590. It owns two
other stations, KFNS-AM & FM/St.
Louis.

SELLER: The Raftt Corp., headed
by President Jerome Friemel.
Phone: 281-564-7064
FREQUENCY: 1190 kHz

POWER: 10kw

FORMAT: Dark

WQLS-AM & WJRL-FM/
Ozark (Dothan)

PRICE: $750,000

TERMS: Asset sale for cash
BUYER: Styles Broadcasting Inc.,
headed by CEO Kim Styles. Phone:
850-234-8388. It owns one other sta-
tion, WTVY-FM/Dothan.

SELLER: Jimmy Jarrell. Phone:
334-821-0744

FREQUENCY: 1210 kHz; 103.9
MHz

POWER: 10kw day/4 watts night;
25kw at 292 feet
FORMAT: Gospel; Country

WKLN-AM/St. Augustine
Beach (Jacksonville)
PRICE: $225,000

TERMS: Asset sale for cash
BUYER: Westshore Broadcasting
Inc., headed by COO Mike Smith.
Phone: 727-576-2234. It owns three
other stations, including WSOS-FM/
Jacksonville.

SELLER: Chesapeake-Portsmouth
Broadcasting Corp., headed by
President Nancy Epperson. Phone:
336-765-7438

FREQUENCY: 1170 kHz

POWER: 830 watts

FORMAT: Adult Standards

| |
KONI-FM/Lanai City
PRICE: $1.15 million
TERMS: Asset sale for cash
BUYER: Hochman Hawaii Pub-
lishing Inc., headed by President
George Hochman. Phone: 808-
332-0119. It owns two other stations.
This represents its entry into the
market.

| SELLER: Dixon Broadcasting Inc.,

| headed by President lvan Dixon Ii.

Phone: 808-875-8866
FREQUENCY: 104.7 MHz
POWEF: 29kw at 492 feet
FORMAT: AC

WWKM-AM/Harrison
PRICE: $10

TERMS: Asset sale for cash
BUYER: Laurie Foster. Phone: 231-
723-9433. Foster owns no other sta-
tions.

SELLER: David Carmine. Phone:
989-53¢-7105

FREQUENCY: 1540 kHz

POWER: 1kw

FORMAT: Country

KLCH-FM/Lake City
(Rochester)

PRICE: $280,000

TERMS: Asset sale for cash
BUYER: Waitt Radio Inc., headed by
Vice Chainman Steven Seline. Phone:
402-330-2520. It owns 53 other sta-

| tions. This represents its entry into the

market.

SELLER: Sorenson Broadcasting
Corp., headed by President Dean
Sorenson. Phone: 605-334-1117

| FREQUENCY: 84.9 MHz

TRANSACTIONS AT A GLANCE

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

© WQLS-AM & WJRL-FM/Ozark (Dothan), AL $750,000
¢ WKLN-AM/St. Augustine Beach (Jacksonville), FL $225,000
© KONi-FM/Lanai City, HI $1.15 million

© WWKM-AM/Harrison, Ml $10

© KLCH-FM/Lake City (Rochester), MN $280,000

o KYMN-AM/Northfield, MN $800,000

¢ AM CP/Lockwood (Billings), MT $125,000

& WARR-AM/Warrenton, NC $68,000

¢ KGBC-AM/Galveston (Houston-Galveston), TX $900,000
& WAUH-FM/Wautoma, Wi $50,000

POWER: 6kw at 328 feet
FORMAT: Lite Rock

KYMN-AM/Northfield

PRICE: $800,000

TERMS: Asset sale for cash
BUYER: James Ingstad. Phone: 701-
237-3775. He owns seven other sta-
tions. This represents his entry into the
market.

SELLER: KYMN Inc., headed by
President Wayne Eddy. Phone: 507-
645-5695

FREQUENCY: 1080 kHz
POWER: 1kw

FORMAT: AC-News/Talk

AM CP/Lockwood
(Billings)

PRICE: $125,000

TERMS: Construction permit for cash
BUYER: Hi-Line Radio Fellowship,
headed by Second Chair Roger
Lonnguist. Phone: 406-949-4308. It
owns six other stations. This repre-
sents its entry into the market.
SELLER: Seeger, Guest & Fort,
headed by President Edward
Seeger. Phone: 843-849-0076
FREQUENCY: 1450 kHz

POWER: 1kw

FORMAT: N/A

BROKER: American Media Services
Lc

WARR-AM/Warrenton
PRICE: $68,000

TERMS: Asset sale for cash
BUYER: Quad Divisions Inc.,
headed by CEO Logan Darensburg.
Phone: 919-776-4100. it owns no
other stations.

SELLER: Johnson Media Group,
headed by President Jimmy John-
son. Phone: 252-257-5557
FREQUENCY: 1520 kHz

POWER: 5kw

FORMAT: Gospel/R&B

KGBC-AM/Galveston
(Houston-Galveston)
PRICE: $900,000

TERMS: Asset sale for cash
BUYER: SIGA Broadcasting Corp.,
headed by President Gabriel
Arango. Phone: 713-868-5559. It
owns three other stations, including
KLVL-AM/Houston-Galveston.
SELLER: Prets/Blum Media Co.,
headed by President Richard Prets.
Phone: 409-763-1633
FREQUENCY: 1540 kHz

| Continued on Page 17

SAGA Communications of New England,

ED CHRISTIAN - President/CEO
bas agreed to purchase the Assets of

WKNE AM/FM  WKVT AM/FM

Keene, NH

Brattleboro, VT

»m Tele-Media Company of Vermont, LL.C

RoBERT TUDEK - Chairman
for $9,075,000. closed May 1, 2002
We were privileged to represent Tele-Media in this transaction.

Frank Boyle ¢ Co., LLC

Tel: 203 969.2020 Fax 203 316.0800 Fboylebrkr@aol.com

wWWW americanradiohistorv com
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Stalied on the
road to success?

e \a

Need a jumpstart?

Rise above the industry’s
new challenges. Seize the
essential knowledge and
mandatory tools it will take
to win in the new millen-
nium. Learn what it takes to
energize yourself and your
staff to attain a new
confidence and attitude.

Recharge! Renew! Refresh!

Register NOW for the
2002 Conclave!

July 25-28, 2002 aneapolls Marriott City Center

Conclaye ZOO0= G
DioriSH N

Conclave Z2002-The L.earning Conference

* Friends of the Conclave Tuition, just $199. Extended earlybird tuition expires 4/30/02
For details, call 952-927-4487 or visit www.theconclave.com

These organizations are proud partners of the 2002 Conclave: All Access, Arbitron, BDS Radio,
First Mediaworks, McGathy Promotions, Mediabase 24/7, and Troy Research.

www americanradiohictorv com
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= Infinity/Dallas’ Dave Siebert in the Spotlight, Page 12

s John Lund’s midbook tuneup, Page 13

® Judy Carlough on treating advertisers right, Page 14

management - marketing

“Man needs, for his happiness, not only the enjoyment of

this or that, but hope and enterprise and change.”
— Bertrand Russell

PROGRAMMING AND THE PEOPLE METER

Continued from Page 1

the Portable People Meter as a credible improvementon
current measurement systems. [t will provide a better
basis for advertisers’ planning and buying, as well as

format. As an industry, we’ve got to be happy.

As programmers, the PPM means we'll be getting
measurements of all listening occasions to our stations.
That means marketing directors and program directors
willneed to spend more time together working out how

improved information for radio sales and
programming. In spring 2002 the PPM ex-
panded to the entire Philadelphia DMA with a
sample of 1,500 people ages 6 and over.

The PPM is a simple device that looks like a
pager. It can be clipped to a belt or carried in a
pocket or purse, and it works passively — in
other words, no pencils or paper. An inaudible
code is embedded in the audio of radio and TV
signals, cable channels, Internet audio and the
audio of any media outlet that installs the PPM
encoder.

The PPM captures cross-media listening and view-
ing. The advantages of that to advertisers and agencies
alike are clear, and those advantages flow through to
radio as well. Imagine being able to track when your TV
commercials were placed, what percentage of existing
and potential listeners saw them and, even further, how
many of those people then tuned in to your station.
Well, quicker than Harry Potter can wave a magic
wand, what you imagine has become reality: In tests
conducted in Manchester, England, one station has
already been able to calculate the new listeners brought
by its television campaign.

PROGRAMMING FOR REAL-LIFE LISTENING

The Portable People Meter ratings estimates are
based on actual listening, rather than reported listening
measured by paper diaries. That means rounding of
listening times, misperceptions about and misidentifi-
cations of stations and other diarykeeper errors will be
eliminated. You’'ll even get credit for short-term listen-
ing — the channel surfing or in-car button-pushing
diarykeepers may choose not to record — as long as it
adds up to five minutes within a quarter-hour. That’s a
big methodological change: The diary system requires
five minutes of continuous listening within a quarter-
hour, depending on crediting rules.

The greatest impact of this on programming will be
in the way we approach average share and cume, both
functions of TSL, and cume, which is a function of
marketing. So let’s take a look athow we’ll programin a
PPM world.

Initial PPM numbers suggest that cume is up
significantly for radio. The meter tests have shown an
average daily cumulative audience of 75.9%, as
opposed to the 66.0% shown by diaries. The PPM is also
picking up increases in listening occasions and in the
number of stations listeners tune in to: The figures show
that PPM listeners tuned in to radio 4.4 times a day, as
opposed to three occasions recorded by diarykeepers,
and the number of stations PPM carriers listened to was
close to twice the number recorded in diaries. These are
things we programmers have suspected for some time
and have experienced in real life, but we’ve had nothing
to back up our suspicions.

Additionally, while we'll see higher cume, TSL will
likely dip. Indeed, that’s exactly what’s been shown in
the early figures: PPM data showed an average of 18
minutes per day less listening time compared to diaries.

BEING BETTER BROADCASTERS

In fact, listening has most likely been happening the
way the PPM shows all along — it’s just that the diary
hasn’t been able to measure these things as precisely.
The great thing about these figures is that they pos-
itively impact radio as a whole, almost regardless of

ROGERSON|

to attract more cume. When people are tuning
around the dial, it’s your marketing director’s
objective, pureand simple, to get them to stop at
your station. Then it's the PD’s job to'hold on to
them.

If your listeners are returning to radio 4.4
times a day, your marketing will have to remind
them to 1eturn to your station. Radio is very
| much driven by mood, and new ways of
| marketing may consider hitting that chord:
“When you need to relax, tune to Lite Rock 100”
or “When you need to know how the traffic’s
going, tune to News Radio 610.” Showing how your
station can be used will likely be the best theme to use in
external marketing,.

EVERY QUARTER COUNTS

With the PPM, programming givens about the value
of the first and third quarter-hours go out the window.
Results so far show that PPM carriers start listening to
the radio in almost equal numbers in each quarter-hour.
That contrasts dramatically with diaries, where 47% of
listening start times are recorded in the first quarter-
hour and 28% in the third.

The PPM numbers mean that all quarter-hours are
important. You won’t be able to hide away songs with
less appeal. All songs will have to have immediate
appeal. And the same goes for News and Talk stations:
The topics you cover will require a careful balance, all
around the hour.

The implication of all this is that-programmers will
have to concentrate even more on product develop-
ment. We want to keep listeners with us as long as
possible to drive up TSL and, consequently, station
share. And this is about more than just playing the right
songs: It's about vertical and horizontal promotion.
Vertical promotion means telling what’s happening
later that hour on your show and in the hours that
follow. Horizontal promotion is talking about what's
coming up tomorrow on your show to create day-to-
day tune-in.

Habitual listening will be less affected by measure-
ment changes, but the behavior of listeners who sample
other stations (for even five minutes) will be recorded.
The PPM will have an immediate impact on music
testing, commercial load, jock content — in fact, all
aspects of programming. We’re going to need to be
better broadcasters and programmers than ever, every
day, in all that we do, if we're going to increase TSL (or
even keep what we have).

The old ideas about front-loading commercial
clusters will mear: nothing. Loading the first and third
quarter-hours with all the big “power” songs will be
useless. The Portable People Meter will much more
accurately show the real use of radio. That means
programmers must work diligently at dotting the i’s
and crossing the t's. Everything will have to sound
good, and the station will have to be the best it can be.

The pressure on radio stations to impact PPM holders
may turn out to be enormous if ratings samples become
significantly smaller. In Philadelphia a sample of only
1,500 people is being used across the entire year. The final
commercial size of the Philly panel will be larger, but we
don’t know yet what it will be. But if the panels turn out
to be drastically smaller than diary samples, that will
leave little margin for error. Again, building cume willbe
critical to the success of your station.

THE EARLY NUMBERS

The results of Arbitron’s testing of the Portable People
Meter with a panel of 1,500 people in the Philadelphia
metro show signs that things are going to change — a
lot — under the PPM.

* PPM-captured data shows more radio-listening
events per day: 4.4, as opposed to 3.0 as measured by
diaries.

* PPM data shows listeners using more than twice the
stations every day than the diary data shows: 2.2 vs. 1.0.

* PPM data shows an average of 18 minutes per day
less listening time than diaries.

* Start times {(when listeners say they begin listening)
as shown by the PPM are very different from diary data.

1 PPM Start Times [ Diary Stant Times

26%
47%
== 25%
13%
25%
28%
Fourth quarter-hour } 24%
12%

* Total-day AQH ratings have been similar in both
sets of measurements. Earlier PPM measurements
showed lower moring and midday use and higher
weekend and overnight listening, but the figures for
October 2001 recorded usage more similar to what
diarykeepers recorded, along with higher afternoon
drive listening.

Arbitron expects to be able to deliver more data from
the Philadelphia study soon, and the rest of the ratings
are expected by fall. The earliest we'll see a full survey
is fall 2003, and then it will be only for Philadeiphia.

The Portable People Meter is still quite a way off for
most of us, but it is not too early to begin the good
broadcasting habits that will benefit you when the PPM
comes around — especially given that what the PPM
will reward you for is also good radio:

|

First quarter-hour

Second quarter-hour

Third quarter-hour

PPM AFFECTS EVERY ASPECTS OF MEDIA

The Arbitron PPM rollout is international. No
matter where in the world you are reading this, the
PPM will affect measurement of listening and
viewing levels.

Because minute-by-minute data will be collected,
you'll be able to compare the impact of particular
songs, news bulletins and talk issues on your station.
You'll be able to see where your listeners go when
they tune out. It's.more than standarg ebb and flow;
you'llbe able to identify the’key hotbuttons that drive
listeners to your station. Music stations, that means
you’ll need to play people’s favorite songs frequently.

Immediacy of research will be critical. You'll want
to get information back as soon as possible to make
the changes you'll need to get positive movement in
the ratings. New forms of research that can give
immediate results, such as online music testing, will
start to gain currency over larger attitudinal and

Continued on Page 12

wWWW americanradiohistorv com
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Luncheon Chairs

Py Anbony “The Quintessential Music Leaders of
fr B The New Generation.”

Charles Goldstuck

Craig Kallman

The Music Group of UJA-Federation of New York
and The Music for Youth Foundation

Jeff Kwatinetz

Peter Lewit
SO0 cordially invite you to attend the
Kedar Massenburg '
Music ViISIONARY OF THE YEAR
Marci Klein
L. A. Reid
Awaro Luncueon ror 2002
Sylvia Rhone
Andy Slater honorin g
Mitch Slater

Steve Stoute

Daniel Glass

John Sykes
Van Toffler President
Artemis Records
Greg Thompson
Charlie Walk
Barry Weiss FI‘E[' [IaViﬂ
Tom Whalley Co-Founder & Partner
Davis, Shapiro &Lewit
Tribute Journal
Chairs For their boundless dedication to family, friends, and philanthropy
Will Botwin
Lyor Cohen Wednesday, June 19, 2002
Monte Lipman 12:00 Noon
(s The Pierre
Ken La Ballroom
€n .
e Fifth Avenue at 61st Street
New York City
East Coast Chairs

Charlie Feldman R.S.V.P. Ron Brien at (212) 836-1126 or brienr@ujafedny.org

A For information regarding journal ads, please contact
Evan Lamberg Stacy Schierman at (212) 836-1147

Event Hosts

Danny Goldberg @ UJA-FEDERATION OF NEW YORK

Steve Shapiro www.ujafedny.org

www americanradiohictorv com
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Don’t Miss The
Radioe and Record Industries’ =
Most Exciting Event!

GENERAL SESSIONS

FEATURING

AN EXCLUSIVE
AFTERNOON
L WITH J
AEROSMITH'S

1 8. 8. 0.8.8.8.0.0.0 ¢

STEVEN

TYLER

GLIVE
DAVIS

* INTHE *
MORNING

— -

© WEDNESDAY: JUNE 12, 2002

¢+ 12:00 - 6:00PM™
Razgistration Opens

2+ 4:00-6:00rPm
R&R Exclusive!
The Ultimate Record Buyer Study |l

© THURSDAY: JUNE 13, 2002

X

¢ 9:30am - 12:00pm
Jacobs Media Private Client Meetings

12:15 - 1:45pm
Alternative & Active Rock Awards Lunch
i* 2:00 - 5:30pMm

jocobs media
R&R/Jacobs Media Rock Summit

4:00 - 5:30Pm

** CHR/RHYTHMIC
Rate-A-Record

+* 6:00 - 8:00rPm
Opening Cocktail Party

.s
.

© FRIDAY: JUNE 14, 2002

:* 9:00 -11:00am
GENERAL SESSION
> Clive Davis In The Morning
> Radio: State Of The Industry

> R&R National Industry
Achievement Awards

:» concurrent sessions:
11:30am-1:00Pm

> ALTERNATIVE
4th Annual Rate-A-3ecord

> SMOOTH JAZZ
Ratings, The Golden Egg

> HOT AC

Trailblazers: Breaking Today’s
Hot AC Barriers

R&R convention:2002 Agenda Subject To Change

www americanradiohictorv com

@ FRIDAY: JUNE 14, 2002 (Continuea)

concurrent sessions:
1:15 - 2:45pm
> SMOOTH JAZZ AWARDS LUNCH

> ALTERNATIVE/ACTIVE ROCK
The Mentors Panel

3:30 - 5:00pPm
> CHR/POP

Meet CHR’s 15 Most Important People
> URBAN

The Future Of The Urban World

> ROCK/ACTIVE ROCK
2nd Annual Rate-A-Record, Rate-A-Wine

> AC
How To Connect With Women

¢+ 5:00 - 6:30Pm
GENERAL SESSION
An Exclusive Afternoon with
Aerosmith’s Steven Tyler
2 6:30 - 7:30pm
R&R Pop Awards Show

2* 7:30 - 10:30pPm
R&R Rhythmic Awards Show

© SATURDAY: JUNE 15, 2002

2+ 10:00 - 11:15am
Arbitron

= concurrent sessions:

11:30am - 1:00Pm

> MULTI-FORMAT
Cluster Mentality: Programming Multiple
Formats Without Losing Your Sanity

> SMOOTH JAZZ
Rate-A-Record, Rate-A-Wine
1:15-2:45pm

> SMOOTH JAZZ
Will The Circle Be Unbroken?

> ROCK/ACTIVE ROCK
The Artists Panel
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RR convention: 2002

* The Beverly Hilton Hotel s Beverly Hills, California %

June 13-15

registration:
o S 5

2 - STy T e 1; > g . ".‘MTVONFEEAﬂm jon (0 all ',ZEM&%%GWMT
5 {+ ONLINE registration at: WWW.rronline.com
¢+ FAX this form to: (310) 203-8450 -GINGLE-ON-OR-BEFORE-MAY-3,0000 — 4 §425-EA0H—
:* HOTLINE: (310) 788-1696 O 3 OR MORE* MAY 4 - JUNE 7, 2002 s+ $450 EACH
* MAIL to:
B BONVENTIONS00S () SINGLE MAY 4 - JUNE 7, 2002 s« $475 EACH
PO BOX 515408 (O EXTRA THURSDAY COCKTAIL TICKETS 2¢ $85 EACH

Los Angeles, CA 90051-6708

Please print caretully or type in the form below. Full payment must accompany
registration form. Please include a separate form for each registration. Photocopies
are acceptable. Regi are rion-trar )

(O ON-SITE REGISTRATION AFTER JUNE 7,2002 2o $550 EACH
* All 3 Attendee Names Must Be Submitted Together

In addition. .. if you work in the Alternative, Active Rock or Smooth Jazz formats
you may choose to attend one of the following lunches. PLEASE CHECK ONE ONLY!

—— ALTERNATIVE & ACTIVE ROCK (Thursday)

SMOOTH JAZZ (Friday)

Your lunch selection is FINAL. Seating wlil be limited and ticket
holders witl gain entrance on a first-come, first-served basis ONLY!

0 mai I i ng add ress g If you do not select a lunch, you will not receive a lunch ticket!

Name © method of payment:

Title
ncl S

Call Letters/Company Name Format visa() Mastercard(() amex(") Discover(() check ()
Street

Account Number Exp. Date
City State  Zip

Print Cardholder’s Name
Tefephone # Fax#

Cardholder’s Signature
E-mail CANCELLATION POLICY: All cancellations must be submitted in writing.

A full refund less a $100.00 administrative fee will be issued after the convention
if notlfication Is received on or before May 3, 2002. Cancellations received
between May 4-17, 2002 will be subject to a $150.00 administrative fee.

No refund will be issued for cancellations after May 17, 2002 or for “no shows.”

notel: |

MERV GRIFFIN'S ' Tell them it’s the Radio & Records Convention.

Please do not call R&R for hotel reservations. Thank you.
* To confirm your reservation, your arrival must be
guaranteed by charging two nights deposit to a major
credit card, or you may send payment by mail.
Deposits will be refunded only if reservation is

cancelled by May 24, 2002.

TYPE OF ROOM
SINGLE/DOUBLE

CABAR 3 .00 2+ Reservations requested after May 24, 2002 or after
S ————— the room block has been filled are subject to availability
sﬁ — 5350;00_and 40, and may not be available at the convention rate.
~ HOUSE SUITES _$800.00 and up. 2« Check in time is 3:00 pm; check out time is 12 noon.
Visit Our Website at www.rronline.com Mailing Address: The Beverly Hilton Hotel
For Other Hotel Recommendations 9876 Wilshire Boulevard, Beverly Hills, CA 90210

www americanradiohictorv com


www.americanradiohistory.com

12

® R&R May 17, 2002

YIMN

management « marketing » sales

(

N

RR )

5P O

e )lniie

DAVE SIEBERT

VP/GM & Dailas-Ft. Worth
Market Captain: KLUV-FM, KOA!-
FM, KVIL-FM, Dallas Cowboys
Radio Network (Infinity)

This leader thrives on his people’s success

Dave Siebert, who serves as VP/GM for Dallas sta-
tions KLUV-FM, KOAI-FM & KVIL-FM and as In-
finity / Dallas-Ft. Worth Market Captain, is a lifetime
broadcaster completely at home with his work who
couldn’t imagine doing anything else. And when
one looks at the success his stations are enjoying,
it's no wonder: In the winter ‘02 book, KVIL jumped
from 13th to fifth 25-54, KOAI improved to third
25-54, and KLUV finished No. 1 35-54 and 35-64.
One market observer calls Dave “amazing” and
says, “He’s taken all three stations and turned them
into winners.” But, along with his stations’ ratings
and revenue success, Dave gets his greatest satis-
faction from maintaining team loyalty and seeing
his people grow and succeed — true benchmarks
of a respected leader. Congratulations!

I decided to enter the world of broadcasting
because....

“Sports was my first love, butl always had my
heart set on radio. I thought it was a cool thing. I
majored in advertising at Kent State, and one of
my brothers owned a small ad agency, so [ did
some time interning with him. But I really liked
the other end of the business and decided to get
into radio.”

First job in broadcasting:

“After college, in 1982,  went down to Florida
to stay with another of my brothers. Two weeks
later I answered a classified ad for one-kilowatt
daytimer News/Talk WQSA /Sarasota, went in
for an interview and was hired as an AE at $500 a
month. [ was 22. [ got an order my very first day,
for alawn and garden account at $400 for a month.
I made $40 — I was so excited!

“I worked there four years and earned enough
to buy a house. In "86 I was recruited as GSM for
Clear Channel’s KTOK/Oklahoma City. I was
there for a couple of years and was then recruited
by my Sarasota owner, Jim Seemiller, to become
GSM for Adams Communications” KHIH/Den-
ver. In 1989 I was promoted to GM at KOOL/
Phoenix, and later 1 ran KCBQ-AM & FM/San
Diego. In 1992 John Tenaglia at TK Communica-
tions asked me to come to Dallas to serve as VP/
GM for KLUV, and I've been here since. This past
year we picked up KVIL, KOAI and the Dallas
Cowboys Radio Network.”

How do you find good salespeople?

“We’ve had really good luck recruiting people
who have never done anything in this business
before. For example, 60% of the sales staff at
KLUV are in their first radio job. They've been
selling insurance or computers or have been

schoolteachers — careers with really good work
ethics. They‘re smart, innovative thinkers, they
make a lot of sales calls, and they understand the
dynamics of the business and who influences the

decisions.”

The most challenging aspect of being a GM is....

“We have a real radio family here, and, now that
we have so many people, my biggest challenge is
making sure that everyone feels they're part of itand
that my department heads pass that along. We need
loyalty; that's really important. We’ve had very
limited turnover at these stations. There’s no
question in my mind that Infinity is by far the best
broadcasting compzny in the world, and they treat
their people right. We believe in trust, and we try to

do what we say. They can count on us.”

Any unusual moments in your career?

“In 1992 at KLUV our van was stolen in the
middle of a remote we were doing inside a club. The
nextday a listener called to ask, ‘Are you guys doing
a remote in my backyard? Because your van’s out

here!’”

Who are your mentors, and why?

“Mel Karmazin has absolutely helped take me to
the nextlevel. And also Farid Suleman, in particular.
Bill Figenshu, to whom I report now, is just an
awesome executive. Early on Jim Seemiller helped

me along too.”

How would you describe your management style?

“I try to be fair, extremely involved, helpful and
active. I really manage by walking around and do a
lot of meetings in the hallway. I'll talk with
everybody, and my door is always open. I still go out
on a lot of sales calls too. Ultimately, I try to
encourage and manage the heart. If [ can keep them

loyal and happy, they’ll do a good job for us.”

The best words of advice I ever received were....

“Work hard and be happy with what you're

doing. I'm happy every day. I just love this.”

If Lweren't in the radio business, I'd probably be....

“This isinmy blood —it's all I've ever done inmy
adult life. To be honest, I can’t imagine doing

anything else.”

I'm most proud of....

“Our people. There are a lot of people who have
been here for nine or 10 years with me, and the best
thing has been to see them grow, make a lot of
money and get recognized in the business. They're
really the ones who have made me. Withouta doubt,
F've got the most talented people in the business in

Dallas, by far.”

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

J

PEOPLE METER

Continued from Page 8
perceptual studies. [nstant feedback also means your
research dollars will go further.

Measurement is continuous, 365 days a year, 24 hours a
day. The implication: No rest for the wicked. You'll be on your
feet 52/24/7. Remember, the PPM will measure radio and TV;
that is, it will monitor how an individual divvies up the time
he or she is able to commit to being entertained or informed.

Record labels will be able to track songs that are receiving
airplay and monitor their growth before committing big
money to external marketing. They’ll be able to determine
almost immediately whether they have a hit on their hands. if
people are tuning out when a song comes on, it’s highly
unlikely that song will be a hit.

A creative services department will be able to use PPM
information to better understand what types of commercials
cause the audience to tune out and what keeps people tuned
in. | can even imagine a radio station using research to
determine how many commercials a radio user will listen to
at any one time. f that station found that listeners will sit
through three spots, but not four, or that listeners will stand
for three spots, but some of them drop out at four and a lot
of them tune out at five, the station could opt to play only
four commercials at a time. That station could then charge
more money for an advertiser to be first in a stopset. This
could be a whole new way to use yield management.

PPMs are carried by people who are part of a panel
recruited in much the same way TV set-top-meter respon-
dents are recruited, and they stay on the panel for months (or
a year) at a time. That’s very different from the diary system,
which uses a new sample every week, and it means that
numbers should be more stable under the PPM. More
importantly, any measured shifts in listening over time will be
real. Consistency will pay off.

Stations targeting men 18-34 should benefit most from
PPMs and their more thorough data-capturing systems.
That’s because, along with the meter’s greater accuracy,
compliance is more stable across age and gender lines than
it is for diaries. For example, teens have more discretionary
time to listen to the radio, but they seem to feel they have
little time to fill out Arbitron diaries. The PPM should take
care of that.

METERS COST MONEY

Arbitron says PPM measurement will cost more than
diaries and that radio won't be able to absorb the whole cost.
So whether the PPM will become a reality depends on
whether other media buys in to the methodology. Advertising
agencies, television and the Internet will all need to be paying
customers of Arbitron. It will take maney to turn this dream
into a reality.

When the Portable People Meter arrives, where you run
your commercials in the hour, loading the first and third
quarter-hours and encouraging listeners to “write it down”
will alf seem antiquated. We could say that the PPM is the
wave of the future. But if media and advertisers recognize its
potential and commit the resources, the PPM is now.

McVay Media President Mike McVay is a 32-year broadcast
veteran who consults for several nationally syndicated
programs and for clients in Australia, New Zealand, Asia,
Latin America and Europe. He can be reached at 440-892-
1910 or mevaymedia@aol.com.

Strategic Media Solutions/Sydney, Australia Managing Dir-
ector David Rogerson has more than 25 years of experience
in media and communications. Strategic Media Solutions, a
research-based consultancy, serves media companies in
the Asia Pacific Rim. Contact Rogerson at +61-2-9532-1299
or smspacific@aol.com.
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MIDBOOK TUNEUP AND SPRING RATINGS CHECKLISTS

By John Lund Week No. 8 of the spring Arb-
itron began May 16. The station

that makes the greatest impact in a market wins the
ratings. With the book more than half over, it's
time to perform a programming checkup for your
stations.

Consider the necessary ingredients fora
winning station:

¢ Consistent and targeted music

* A great morning show

* Creative, aggressive advertising

* Memorable promotions and stunts

* Effective contesting and listener in-
volvement

MAKE YOUR MIDBOOK ADJUSTMENTS

Strategic meetings involving all depart-
ment heads should be held weekly. Con-
tinually analyze the market for opportunities to better
position the radio station, and be certain that every
opportunity is exploited. Stay home or move into a
hotel for a day and listen attentively to the station,
away from the telephone and other distractions. Take
notes, and compare your station to the competition.
Radio is flexible. One beauty of radio programming is
that you can fine-tune and make adjustments to
enhance the sound right now and have a palpable
impact on the last half of the book.

More things you can do right now: Spend a day in
the production studio to improve the station’s unique
sound. Create the best promos in the market, with
imaginative and inventive production, and give your
station a singular stationality. Look for wavs to en-
hance the station’s passion, attitude and enthusiasm.
Remember, programmers with limited resources
but unlimited imagination — can drive the competi-
tion crazy and captivate listeners.

COMBAT THE COMPETITION

Brainstorm with staff members ways to enhance
promotions and the overall programming thrust. Here
are some suggestions:

0 Adjust commercial stopsets to be competitive, and
get back to the music before your competitors do.

0 Reduce spot inventory whenever possible. Move
spots and stopsets within dayparts to give the illusion
of playing more music.

0 Enhance promos with stronger copy and produc-
tion values. Sell the station’s benefits more effectively.
U identify the vulnerabilities of your competitors’
weekend lineups. Schedule your best talents in key
hours. Listeners often try a station for the first time on
the weekends, so make your weekends sound perfect.
Promote weekday listening on the weekends.

MORNINGS, MUSIC AND MARKETING

Your midbook analysis must include the station’s
“three m’s”: mornings, music and marketing.
Scrutinize the music. In addition to a personality-
driven morning show, music is the primary reason
listeners come to FM. Make the music familiar to the
target audience, and own the music position with your
core listeners. As part of your thorough midbook
music analysis, you should:
Q Evaluate your music software.
O Check your music logs and scheduling instructions
for proper balance in tempo, gender, genre and mood.
0 Hand-edit music logs daily.
U Find a careful balance of current songs each week,
and avoid too many unknown artists in one cluster of
tunes. Drivetime music should be very familiar. Con-
sider programming “brand names” within your
rotation rules. Make artist familiarity a major criterion

for selecting music and adjusting categories.
Q Review the music rotation often. Know the turnover
ratio for each music category and emphasize the
categories most important to primary format listeners.
Play the best-researched music. Depending on format,
new songs may be exposed in nonprime
dayparts prior to daytime rotation. Recognize
the limits of playing unfamiliar tunes.
Additionally, coach your talent in the art of
relating to the music and going beyond just
giving the artist and title. Listeners love the
biggest hits in the format, so these should be
presold on the air. Back-announcing songs is
also important, especially for new or lesser-
known songs and artists. And remember,
listeners want to know which artists are hot,
what’s new and exciting in the music world and
when their favorite bands are coming to town.
Produce stagers to identify the top hits. Freshen
your musicand production, and keep the concert calendar
up to date.

Make your morning show the best in the market.
Morning shows command big audience tune-in. Here’s
what yours should sound like.

Q It must be topical and user-friendly.

0 Devise morning show benchmarks keyed to habitual
listening. These become time markings for listeners to
meastre their morning routines. Recurring elements, like
a major contest or listener involvement, should occur at
set times. Minor bits and one-time events can float during
the hour.

QO Create fresh new benchmarks, bits, elements, shtick
and routines.

0 Relate to the audience and provide ways for listeners to
make appointments with the morning show. Listeners
should be able to know the time when they step out of the
shower by what’s happening on your show. They should
know when the birthdays begin and pass a certain corner
when the 7:30am news starts.

Q Give listeners reasons to smile or laugh with com-
pelling content in every break.

0 Encourage morning show stunts to create talk and
market awareness during the second half of the book.
Well-conceived pranks are to moming radio talent what
hit movies are to actors.

Intensify marketing in the last weeks of the book.
Find new listeners with external advertising while you
superserve your present fans. Pls control time spent
listening and drive high AQH shares.

{J Strengthen the station’s position during the last haif of
the book. Market like crazy!

Q Tap every possible source for outside marketing: TV,
outdoor, direct mail, telemarketing, the Internet, personal
appearances, etc.

) Repetition builds recognition. Ensure a constant flow
of promos and liners.

Q Apply reach and frequency techniques to marketing
the station.

Q Reach 100% of your cume multiple times a day to
effectively reach and sell the audience.

O Market aggressively, wisely and creatively.

1 Be in touch with the public. Understand and anticipate
their needs and perceptions.

ENHANCE TALENT PERFORMANCE

Schedule frequent meetings with station talent to
discuss their performance during the ratings sweep. Some
things you can do to recharge on-air enthusiasm:

O Schedule individual talent meetings for aircheck
reviews, and provide ideas to develop each talent’s
potential.

O Conduct a summit with the program staff to restate
goals, rekindle attitude and keep everyone focused

TOP 10 TRAITS OF
WINNING STATIONS

Research has proven that winning stations have many
things in common. With amonth to go before the spring
book winds down, consider Lund’s Top 10:

1. Music. The best music, plain and simple, is the
most important thing on a winning FM station. You
cannot give music selection and programming 100
much attention.

2. Teamwork. Surround yourselt with loyal, depen-
dable people who have the ability and willingness to
operate as a team.

3. Simplicity. Most great stations are simple stations,
crystal-clear in all they do. They are never confusing to
listeners.

4. Fun. An abstract quality that is a part of every
winning radio station. Sounding fun and having fun
talent are necessities for winning.

5. Excitement. Call it energy, drive or show biz, but
it's something every winning station has. Andlisteners
feel it.

6. Originality. While some say there’s nothing new,
there are plenty of ways to sound unique. Set yourself
apart from other stations in the market.

7. Localism. All great stations are involved in their
communities. Period. Not sounding local is not an
option for a winning station.

8. Preparation. Coach Bobby Knight said it best:
“Everybody wants to be a winner, but not everybody is [
willing to prepare to win.”

9. Consistency. Determine what you want your
station to be and where you wantitto go. Use research
to discover the opportunities. Create a strategic plan
and stick to it. Short-tarm commitments only work a
short time.

10. Passion. The single most important quality of a
radio station. The person who programs the station
must have passion, just like everyone else on the staff.
Passionate programmers produce listeners who are
passionate about their favorite station, and TSL
among P1s soars. If you don’t absolutely love what you
do, get out of radio!

through the ratings war.

0 Cover the basics and the big issues, like the station’s
Arbitron goal, target demo and contest execution.

0 Evaluate formatics and clocks, and clean up the
clutter.

Q Make sure consistent selling of the station name and
positioning statement is evident in every daypart.
How many times an hour do talents say the station’s
name and dial position?

Hold a special meeting to coach your talents to
“think like Arbitron.” Remind them to tell what's
coming up in the next 20 minutes, the next hour and
tomorrow. They should give the audience great
reasons to listen longer, promoting ahead in every
stopset to build TSL beyond the commercials. The
talent should use Arbitron-diary language in liners,
including words like call letters, station name and dial
setting.

PDS: FOCUS ON LEABERSHIP

The PD’s goal is to shape the station’s sound and
create the programming “DNA” that makes the
station sound unique. In these last weeks, fine-tune the
product to perfection.

U Be sure you understand what Arbitron’s diary
editors know about your station. Use the rating firm’s
website at www.arbitron.com to check the accuracy of

Continued on Page 14

www americanradiohictorv com


www.americanradiohistory.com

14 ® R&R May 17, 2002

VIMNS

sales

management » marketing

[ have never been a fan of

exhaustive evaluation. I
hate folks who endlessly
analyze research and ponder
every angle, every possibil-
ity, every what-if. Analysis
paralysis. Waste of time.

By Judy Carlough

But there’s one place where
I think radio could spend a
great deal more time evaluat-
ing and studying information,
and that’s in the area of
advertiser performance. For
instance, I'll bet you can’t
answer the following ques-
tions:

Do you know who your 10 best advertisers are this
year? How do they compare with your 10 best from
2001, 2000 and 1999?

Why are these advertisers your best? Just because
they’re your biggest? Or pay on time? Or require little
maintenance? Or pay high rates?

What can you tell me about these advertisers’
relative performance? 1 mean things like billing
history, average unit rate and promotional involve-
ment.

How about the campaigns they run? Brand
awareness? Weekly promotions? Blowout sales? How
well are you managing these advertisers’ expecta-
tions? Do you even know their expectations?

How well do they understand radio? How devoted
are they to our medium? Are there any new members
of their teams who need education and training in
radio? Can you provide it?

What new services or products could you provide
that would increase these advertisers’ spending or
rates? Make them more loyal? Get them to recommend
you to others?

I know that very, very few stations (or groups) can
provide this level of information, either locally or
nationally. Yet without this type of information, you're
never going to be able to identify your best clients,
recognize how much they contribute to your bottom
line or develop better marketing systems to reach,
retain and grow them as customers.

RADIO RUNS BEHIND

Radio is far behind other industries when it comes
to customer evaluation. (When I say “customers” here,
I'm speaking strictly of advertisers. Radio is excellent
at evaluating its other customers, the listeners.) Think
of your own life: I'll bet some of your best customer
experiences are with companies that treat you very
well, with excellent followup, frequent-user clubs,
marketing bulletins, special discounts and offers, VIP
incentives, etc. And I'll bet some of your worst ex-
periences are with companies that don’t value your
business, especially if you're a frequent customer.

In my case, the hotel business springs to mind for
examples of the best and worst. My experience with

KNOW AND LOVE YOUR ADVERTISER FRIENDS

Big Hotel Chain A is terrific: They always have my profile,
they frequently upgrade my room, and the person at the
reception desk usually says, “Welcome back.” I've even
gotten fruit baskets, and they mail and e-mail me discount
offers on a regular basis.

Big Hotel Chain B (a direct competitor of A) never
seems to know who [ am, never offers an upgrade (and
TI've asked!), and they always ask me, “Have you stayed
with us before?” I'd stayed there three weeks in a row —
shouldn’t they know that? I'm invisible! You’d think I was
a one-night stand. Then [ see the chain’s national ad-
vertising, promising benefits I know it doesn’t deliver.
Which hotels do I avoid whenever I can? And which chain
do I badmouth to my frequent-traveler friends? You bet.

WHY WE LOSE CUSTOMERS

Lack of customer evaluation is one reason why the
advertiser-turnover rate is woefully high in radio com-
pared to other incustries. Do you even know your
advertiser-attrition rate? Do you know if it's increasing or
decreasing? What it means to your bottom line is clear and
simple: For every dollar in business you lose, you must
replace thatdollar before you can grow. And it’s axiomatic
that it's far more expensive to add new business than to

Lack of customer evaluation is one
reason why the advertiser-turnover
rate is woefully high in radio
compared to other industries
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retain old business. Thus, every dollar lost in old business
erodes your profit margin, unless you're replacing it with
low-effort new business at substantially higher rates.

Why don’t we know more about our current ad-
vertisers? History. Precedent. That's how we’ve always
done it. Isn’t that the lamest excuse for continuing a poor
business practice?

Think of some of the immediate benefits of doing
customer analysis:

* It allows you to say “Thank you.”

¢ It gives you a platform for asking what customers
would like more or less of.

* It can lead to valuable new services, designed by you
to fulfill specific customer needs.

» It helps you manage customers’ expectations and
create satisfaction.

* It provides a road map to identity other top
prospects.

e It can lead to testimonials and referrals that can
trigger new business.

* It makes you more of a partner in the customers’
minds {a big help when you have to deal withabad ratings
book or a new competitor).

e [tcan neutralize the fallout if your top AE goes across
the street.

Superserve your core group of best advertisers. You
should constantly send them information that will help

Do you even know your advertiser-
attrition rate? Do you know if it's
increasing or decreasing?

them run their businesses. Note: I did not say
“constantly send them sales proposals and other
things that will serve the radio station’s interest.” Your
contact with them should be 80% nonselling — or soft-
selling, like sending a one-sheet about the great
success of your last concert, blood drive or Mother’s
Day contest. How about a taped greeting from your
morning team thanking customers for their business
and offering to do the voice message on their tele-
phone answering system?

There’s lots of free stuff you can pull from websites,
whether it's the RAB's (wuww.rab.com), Arbitron’s (wiwrw.
arbitron.com) or a website related to a client’s industry.
Even sending relevant articles about an advertiser’s
business shows that you're trying to help, not just
make a sale.

But before you can send relevant anything, you
have to know what your advertisers consider
valuable. That means asking them. And that means,
first, knowing who they are and what they mean to
you.

KNOW THE WORST

Another, more subtle, benefit of advertiser analysis
is that it can help you identify your worst customers.
The time sponges. The late-pays. The promo-mon-
sters. Smart business operators recognize that elimin-
ating customers that drain your resources is an
important way to improve profitability. When was the
last time you and your sales staff sat down and said,
“Who are the ones we shouldn’t even bother with?”
Not all customers are good customers, and you can
only tell who's who by doing the analysis.

Ore final item for your consideration: What if the
80-20 rule holds true, and 80% of your profitability
comes from 20% of your advertisers? Shouldn’t you be
reinforcing your relationship with that 20% to prevent
attrition and nurture growth?

Reduce the turnover and accelerate your growth.
Know your advertiser friends. Be good to them. Love
‘em plenty so they’ll love you back.

Judy Carlough is a 20-year radio veteran who has served
as an LSM, GSM and VP/GM for companies including |
ABC, RKO and Infinity. As Exec. VP/National Marketing
for the RAB, she has eamed a reputation as radio’s
goodwill ambassador. Carlough has also worked for
Arbitron in advertiser services and has just launched Big |
RadiO Initiatives (Big ROI), a company that creates and
executes innovative sales, marketing and client retention
| programs for radio groups. You can reach her at
| jearlough@att.netor 508-791-5949.

RATINGS CHECKLISTS
Continued from Page 13

your Station Information Profile. This listing is vitally
important. Send Arbitron any necessary revisions to
amend your profile midbook. If a competitor has listed
the names of your talents or features as its own, notify
Arbitron immediately.

Q Focus talent on the station’s covenant: ratings ex-
cellence in spring.

O Build the station on a strong foundation of pro-

gramming elements: frequent name mentions, strict
formatics, positioning, presentation and promotion of
listener benefits.
Q Freshen the sound of your big spring contest.
Additionally, hold a midbook technical tuneup. Be
sure that nothing is missing, broken or keeping the talent
from doing their jobs efficiently and with positive
attitudes. Check the telephones, the digital automation
system and the apparent loudness and audio chain, and
fix anything that doesn’t work.

www americanradiohistorv com

Now you've reviewed all your goals and done
everything you can for the spring book. Rest assured,
though: Tomorrow you can review everything again and
be even better than you were today!

John Lund is President of the Lund Consultants to Broadcast
Management and Lund Media Research, a full-service multi-
format radio-consulting and research firm in San Francisco. He
can be reached at 650-692-7777 or john@ lundradio.com, or
visit his website www.lundradio.com.
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Base Wehcast
Fees On Revenues
As the Copyright Office convenes 1o deter-
mtine the methodology that will be used 10 es-
tablish fees for webcasters streaming copy-
righted music, one thing :

is clear. A per-song. per- #

listener fee — based on [&

business models that ~

Iell out of fashion long ¥ N
before the dot-com bust

is not. going to work.

Of all the models
available. the only one
that seems 10 ensure a 4
reasonable rewurn o David Lawrence
copyright holders and
that will still allow anyone to play in the space
is a combination of revenue-based fees and an
alternative minimum that makes sure no one
goes without paying something.

ASCAP, BMI and SESAC understand this
model very well: 1U’s the one they use for their
performance-lec structure, and it’s been
praised in the ongoing discussion of the Copy-
right Arbitration Royalty Panel’s proposed
webcasting fees. In general. webcasters would
pay a different rate if a site features advertis-
ing. and they'd pay based on the size of their
siles. There would also be a fairly reasonable
minimum of a couple of hundred dotlars yearly
that should be doable for even a hobbyist site
that wants 1o run nothing but rare B-sides ol
old jazz arlists.

Along with webcasters. terrestrial broadcast-
ers are watching all this closely. Broadcasters
are in flux over whether simulcasting their sig-
nals makes any sense or will ever make any
money. Groups like Clear Channel, Susque-
hanna and others are participating in the con-
versation, just in case the lay of the land
changes and there ¢merges a clear profit model
that appeals to the big and medium-sized com-
panics that dominate broadcasting. As of now,
the math doesn’t work for them. even with the
50% broadcasier discount.

Legislators are listcning. Some 20 inembers
of Congress recently got together and wrole a
letter 10 the Librarian of Congress saying that
the current methodology works against Con-
gress’ avowed desire 10 encourage new tech-
nologies. Given the state of the webcasting
community today and the tanking of webcast
advertising rates and sales. fees that might
have worked four ycars ago certainly won't
today and will, in fact. kill the marketplace that
copyright holders hope to profit from. The
members ol Congress who signed the letier
would like to make sure that the librarian is
fully aware of the intent
of the Digital Millenni-
um Copyright Act. m
) The Copyright Of- AFTIOIC Eom—
fice has to balance
three separate considerations: [t must make sure
that copyrighis are protected. that the public gets
access 10 webcast material and that webcasters
can make a go ol this space as a business.

Driving companies out of business would be
counterproductive. As one ¢-mail comment sub-
mitied during last week’'s webcasters” meeting
in Washington. DC said. soine of a lile is bet-
ter than none of a lot. We'll see what happens
on May 21. when the Copyright Office’s deci-
sion on the CARP-proposed royalties is due.

. — = m— ==
Oavid Lawrence is heard daily on more than 150 radio stations

on his nationally syndicated Shows: Onfine To-night, a nightly
high-tech and pop cullure talk show; the East Coast morning
drive news slot for CHET Radio and XM's Channe! 130: and Net
Music Countdown, the official countdown for music heard via
the Internet. He is based in Washington, OC and is heasd on
hundreds ol stations, Including WGN/Chicago, KFBK/Sacra-

mento and WBT-AM & FM/Charlotie. You can reach him at
l david@nelmusic countdown.com of by calling 800-396-6546. |
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CHR/Pop

ARTIST COritle

ASHANTI Ashanti/ “Foolish™

NICKELBACK Siiver Side Up/“Remind,” “Bad”
JA RULE Pain Is Love/ “Time"

SHERYL CROW C'mon, C'mon/"Sun”

PINK Missundaztood/ “Don’t"

LUDACRIS Word Of Mout/ “Roll”

PUDDLE OF MUDD Come Clean/ "Blurry”
LINKIN PARK Hybrid Theory/ “End”

GOO GOO DOLLS Gutterflower/“Gone™

NO DOUBT Rock Steady/ “Hella"

CELINE DION A New Day Has Come/ “Day”
SHAKIRA Laundry Service/ “Clothes™
ENRIQUE IGLESIAS £scape/“Escape”

ALICIA KEYS Songs in A Minor/ “How™
FATJOE J.O.S.E/"Luw”

KYLIE MINOGUE Fever/ “Out”

ALANIS MORISSETTE Under Rug Swept/“Hands”
JENNIFER LOPEZ J. Lo/ “Funny,” “Alright”
CRAIG DAVID Born To Do 1Y/ *Walking™
MICHELLE BRANCH The Spirit Room/“Wanted”

Country
ARTIST COfTitle
ALAN JACKSON Drive/“Drive”

SDGGY BOTTOM BOYS O Brother Where...7/“Sorrow”

TOBY KEITH Pull My Chain/"List"
EMERSON DRIVE Emerson Drive/ “Sleeping”
GEDRGE STRAIT The Road Less Traveled/“Living”

CARDLYN OAWN JOHNSDN Room With AView/“Dont” |

KENNY CHESNEY Ao Shoes. No Shirt.../“Young”
TRAVIS TRITT Down The Road ! Ge/ “Modern”
BRAD PAISLEY Part 11 /“Miss™

KEVIN DENNEY Kevin Denney/“Jessie”

RASCAL FLATTS Rascal Flatts/ “Movin™

CHELY WRIGHT Never Love You Enough/ “Jezebel”

TOMMY SHANE STEINER Then Came The Night/ “Angel”

LONESTAR /'m Already There/“Day”

STEVE AZAR Wailin’ On Joe/“Don't”

TRICK PONY Trick Pony/ “Just”

TAMMY COCHRAN Tammy Cochran/"Cry”
WILLIE NELSON The Great Divide/ “Mendocino™
GARTH BROOKS Scarecrow/ “Squeeze™

ANDY GRIGGS Freedom/“Wanna"

Hot AC

ARTIST CO/Title

NICKELBACK Siiver Side Ug/“Remind”
SHERYL CROW C 'Mon, C Mon/*Soak™

GOO GOO OOLLS Gutterfiower/“Gone™

ALANIS MORISSETTE Under Rug Swep¥/ "Hands”
CREED Weathered/ “Sacrifice”

NO DOUBT Rock Steady/ “Baby”

VANESSA CARLTON Be Not Nobody/ “Miles”
MICHELLE BRANCH The Spirit Room/ “Wanted”
JEWEL This Way/“Standing™

LINKIN PARK Hybrid Theory/ “End”

EDOIE VEDOER / Am Sam/“Hide™

CELINE DION A New Day Has Come/ “Day”
PUODLE OF MUBD Comie Crean/ “Blurry”

PINK Missundaztood/ “Party”

JOHN MAYER Room for Squares/“Such”

THE CALLING Camino Palmero/ “Wherever”
KYLIE MINOGUE Fever/“Out”

JIMMY EAT WORLD Bieed American/ “Middie”
NATALIE IMBRUGLIA White Lilies isiand/“Wrong”
LEANN RIMES Coyote Ugly/ “Fight”

® e~ e N =W
R L R

1310
141
16 12
113
10 14
20 15
19 16
—-17
— 18
12 19
—20

15

Urban

ARTIST Cofitle

JENNIFER LOPEZ J. Lo/ “Funny”

ALICIA KEYS Songs in A Minor/“How™
ASHANTI Foolish/ “Foolish”

JA RULE Pain Is Love/“Down”

"N SYNC Celebrity/“Grrlfriend”

MARY J. BLIGE No More Drama/“Rainy”
LUDACRIS Word Of Mout/ “Saturday”

TWEET Southern Hummingbird/"0ops”

R. KELLY & JAY-2 Best Of Both.../ "Money,” “Take™
ANGIE STONE Mahogany Sou! /“Wish”

ANN NESBY Put it On Paper/ “Paper”

FAITH EVANS Faithtuily/ “Love”

USHER 8701/*Call"

MUSIQ Jusiisen/ “Halfcrazy”

GLENN LEWIS World Dutside My Window/“Forget”
REMY SHAND Way / Feel/"Message™

LUTHER VANORDSS Luther Vandross/“Rather”
GERALO LEVERT Gerald's Worid/“Good”

DMX The Great Depression/ “Miss™

MAXWELL Now/ “Work™

Smo;th Jaé

™
1
2
3
4
5
6
7
8
)

510
41
1212
8 13
— 1
915
— 1
1817
-8
2019
152

201
— 14
— 15
— 16
16 17
15 18
1919
172
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ARTIST COMitle

CELINE DION A New Day Has Come/"Day”
ENYA A Oay Without Rain/ “Time”™

ALICIA KEYS Songs in A Minor/ “Fallin™
ALFONSO BLACKWELL Refiections/“Shutfie”
GREG KARUKAS Nightshift/ “Nightshift
DAVID BENQIT Fuzzy Logic/ “Snap™

NDRAH JONES Come Away With Me/“Why"
CHRIS BOTTI Night Sessions/ “Through™
JOYCE COOLING Third Wistv “Daddy-0"
WAYMAN TISDALE face To Face/ “Hide™

KIM WATERS From The Heart/"Davn”

EUGE GROOVE Fuge Groove/ “Sneak”

RUSS FREEMAN To Grover With Love/ “East”
CRAIG CHAQUICO Shadow & Light/ “Luminosa™
BRIAN CULBERTSON Aice And Siow/ “About”
STEVE COLE Benveen Us/“Into

JEFF GOLUB Do it Again/“Cake”™

BONEY JAMES Ride/“RPM”

RICK BRAUN Kisses in The Rain/“Use”
RIPPINGTONS Life /n The Tropics/ “Caribbean”

Altemative

ARTIST COTitle

NICKELBACK Silver Side Up/“Bad”

SYSTEM OF A DOWN Toxicity/ “Toxicity™

LINKIN PARK Hybrid Theory/ “End,” “Papercut”
PUBOLE OF MUDD Come Ciean/ “Blurry,” “Dritt”
P.0,0. Satelite/"Youth,” “Boom”

BLINK-182 Take Off Your Pants And Jacke/ “First”
JIMMY EAT WORLO Bleed American/ “Middle”
STAINO Break The Cycle/“You™

HDOBASTANK Hoobastank/ “Crawting,” *Running”
GOO GOO OOLLS Gutterflower/“Gone™
UNWRITTEN LAW Eiva/“Red”

INCUBUS Moming View/ “Nice,” “Warning”
WHITE STRIPES White Blood Cells/ “Fell”
CREED Weatherea/“Breath”

KORN Untouchables/ “Stay”

311 From Chaos/ “Amber”

GOOSMACK The Scorpion King/ “Alone”
WEEZER Maladroit/ "Dope™

STROKES /s This I/ “Explain®

X-ECUTIONERS Built From Scratch/ “Down”

E-charts are based on weekly rankings of CD sales, downloads and streams of artists online
compiled and tabulated directly from the logfiles of reporting websites. Reporters include
Amazon.com, AT&T.net, B&N Radio, BarnesandNoble.com, BellSouth Radio, bolt Radio,
CDNow.com, ChoiceRadio.com, Denver 93.3 Radio, DMX Music, Gracenote.com, iWonRadio,
Launch.yahoo.com, MusicMatch, Music Choice, Radio.Beonair.Com, Radio Free Virgin, RealOne,
Spinner.com, The RadioAMP Network, The Digitai Music Network/DMN.com (Frozen), and Voice
Of America-Music Mix — Music Mix. Voice Of America-Music Mix is weighted based on traffic
reports by web traffic monitor MediaMetrix. Charts are ranked with a 50/50 methodology of sales
data and streaming/airplay data for the six reporting formats. © 2002 R&R Inc. © 2002 QOnline

Today, Net Music Countdown.
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- Jracenote.

Hugo Cole

General Manager/Data Services
www.gracenote.com

charts @gracenote.com

Gracenote has well over 1 million unique daily
users of the CDDB Music Recognition Service.
Each time a consumer inserts an audio CD into
a computer with a CDDB-enabled Intemet con-
nection, track information for that CD is dis-
played on the user's computer or device, and
the data is anonymously aggregated by CDDB.

Here are the 50-most-played CDs last week:

DiGITAL ToP 50°

LW TW ARTIST Atbum Title Weeks On
1 1 LINKIN PARK Hybrid Theory 76
2 2 SYSTEM OF A DOWN Toxicity 36
15 3 ORIGINAL SOUNDTRACK Spiderman 2
4 4 ALICIA KEYS Songs In A Minor 46
7§ EMINEM Marshall Mathers LP 83
6 & CREED Weathered 25
11 7 U2All That You Can't Leave Behind 82
13 8 JDHN MAYER Room For Squares 6
3 9 NICKELBACK Silver Side Up 35
§ 10 CELINE DION A New Day Has Come 7
10 11 BEATLES One 69
8 12 ENYA A Day Without Rain 62
12 13 LUOACRIS Word Of Mouf 24
9 14 SHAKIRA Laundry Service 26
14 15 PUDDLE OF MUDD Come Clean 23
36 16 VANESSA CARLTON Be Not Nobody 2
16 17 P.0.D. Satellite 2
25 18 ORIGINAL SOUNDTRACK Moulin Rouge 28
17 19 BLINK-182 Take Off Your Pants & Jacket 48
23 20 NELLY Country Grammar 80
18 21 PINK Missundaztood 19
29 22 USHER 8701 3
26 23 NORAH JONES Come Away With Me 3
21 24 LIMP BIZKIT Chocotate Starfish And. 83
41 25 TOOL Lateralus 47
30 26 ORIGINAL SOUNOTRACK D Brother..? 22
20 27 ASHANTI Ashanti 6
22 28 VARIOUS ARTISTS Now That's What |... 8
50 29 MARY J. BLIGE No More Orama I
24 30 JARULE Paln Is Love 32
34 31 KYLIE MINOGUE Fever 1"
31 32 STAIND Break The Cycle 51
28 33 PINK FLOYD Echoes (The Best of Pink Floyd) 27
— 34 UTADA HIKARU Sakura Drops 1
39 35 JACK JOHNSDN Brushiire Fairytales 2
32 36 BRITNEY SPEARS Britney 27
42 37 DISTURBED The Sickness 40
33 38 ENRIQUE IGLESIAS Escape 19
— 39 TOM WAITS Alice 1
19 40 COLOPLAY Parachutes 27
— 41 ORGINAL SOUNOTRACK Coyote tUgly 51
— 42 ALANIS MORISSETTE Under Rug Swept 10
— 43 MR. CHILDREN It's A Wonderful World 1
44 44 RADIOHEAD Kid A 25
— 45 WEEZER The Green Album 26
37 46 SHERYL CROW C’'mon C'mon 4
43 47 LENNY KRAVITZ Greatest Hits 83
— 48 INDIA.ARIE Acoustic Soul 2
— 49 STROKES Is This t? 10
27 50 CRAIG DAVID Born To Do It 22

www americanradiohistorv com
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Katz Elevates Knox
To Diversity Role

Brian Knox has been promoted
from VP/Managing Director of
Katz Urban Dimensions to VP &
Director/Diver-
sity for Katz
Media Group.
Knox will be re-
sponsible for di-
recting the firm's
diversity initia-
tives internally
while serving as
a liaison to such
industry organi-
zations as the
National Assn. of Black-Owned
Broadcasters, the Black Broadcast-
ers Alliance and the Urban League.
He will also continue his efforts to
overcome advertisers’ “no-urban
dictates.” acting as an advocate for
the KMG's more than 125 Urban
radio-station clients,

*I am confident that Brian will
have great success in this new po-
sition,” said KMG CEO Stu Olds,
to whom Knox reports. “Brian’s
experience, intellect and strong
drive to succeed make him an ex-
cellent choice.”

Knox said, "I am very excited
about my new role here with the
Katz Media Group. I look forward
to leading our efforts as they relate
to recruiting people of color. We
also want to increase the skills of
our existing minority talent pool
and allow them to realize their ca-
reer goals here at Katz.”

Before taking on his most recent
position in 1999 Knox spent 10
years at Interep. There he served as
VP/Marketing of the Urban Radio
Format Network, a division he
helped develop.

Knox

Christopher Joins
MC Media Radio Grp.

Bob Christopher has been
named to the newly created position
of Director/Programming & Opera-
tions at MC Media Radio Group’s
New Orleans properties. Christo-
pher will oversee programming at
Spanish AC WFNO-AM and Busi-
ness/Financial Talker WGSO-AM,
reporting to recently named MC
Media Radio Group Exec. VP Ken
Miller.

“This is a very exciting opportu-
nity for me,” Christopher told R&R.
“Unlike so much of the business to-
day, this is a locally owned and op-
erated company, and it will be a lot
of fun to work for an operation that
is focused on the community instead
of stockholders. MC Media has al-
ready had a lot of success with its
publishing ventures. and I'm looking
forward to working with the com-
pany to help build an equally suc-
cessful story on the radio side.”

Christopher was most recently
with crosstown News/Talker WWL-
AM, where he was OM of the now-
Entercom-owned station from
1989-99. Prior to that he was OM
at KTAR-AM/Phoenix from 1984-
89, Christopher’s career also in-
cludes on-air stints as news anchor
at the legendary WCFL/Chicago
and as morning host and news an-
chor at WKIS/Orlando.

Spur Of The Moment

here.

San Antonio Spurs and Los Angeles Lakers fans supported their
teams at a pep rally held recently in San Antonio. The event featured
an NBA banner measuring 60 feet by 110 feet, which was large
enough to qualify it as the world’s largest NBA flag. Several San An-
tonio and Los Angeles radio stations aired remote broadcasts from
the occasion, including Clear Channel’s News/Talk WOAI-AM/San
Antonio and Sports KTKR/San Antonio, whose booths are pictured

__ Ji

MTV Networks Expands Graden’s Duties

MTV Networks Music
Group has promoted
Brian Graden from Presi- |
dent/Programming for |
MTV and MTV?2 to Presi-
dent/Entertainment for
MTV and VHI. Graden
will continue to report to
President/MTV & MTV2 |
Van Toffler and remains
based in Los Angeles and
New York.

Graden, who will still
oversee programming at MTV and
MTV2, will also be responsible for
developing the programming strat-
egy and development slate for VH1.
The programming, music, news and
production teams will now report to
him. Concurrently, VH1 Exec. VP/
Programming & Production Fred
Graver will move to an indepen-
dent production role as Exec. Pro-
ducer for some of VHI’s high-pro-
file projects.

Graden joined MTV in July 1997
as Exec. VP/Programming and was
promoted in January 2000 to his
most recent post. He was formerly
Exec. Producer of Comedy Central’s

Graden

hit animated series South
Park and before that ran
Foxlab, FOX's home for
new and experimental
projects, where he over-
saw an array of program-
ming initiatives. He also
owned a company that
produced several shows,
| including The Dating
Game, for national syndi-
cation.

“Brian is uniquely suited
for this role in taking VHI to the
next level, given his extraordinary
track record at MTV,” MTV Net-
works Music Group President Judy
McGrath said. “He is one of the
most talentzd and creative program-
mers in the television business.

“From South Park to The Os-
bournes, Brian has proven that he
knows how to discover new cre-
ators, seek out those culturally rel-
evant hits and connect with a spe-
cific audience in a most creative and
original way. I am looking forward
to bringing his vision to the next
generation of music television for
VHL.”

Robinson
Continued from Page 3

“For Salem, it is extremely im-
portant that we find individuals
who believe in the mission of our
company,” Salem/Chicago GM
Dave Santrella told R&R. “We
also look for people who believe
in working in a mainstream radio
environment and can help the
company prosper within this set-
ting. Kevin brings both of those to
the table. He believes in what we

are trying to accomplish.”
Robinson said, “I had set my
sights on something within the Chi-
cago market. This is an excellent
opportunity for me. Salem is a won-
derful company, and The Fish al-
ready has a super staff. [ believe the
format is exciting, with artists and
a message that can reach the com-
munity. The fuse has been lit for
this format to explode, and we are
just seeing the tip of the iceberg for
Contemporary Christian music.”

Calarco
Continued from Page 3

in the mid-Hudson Valley region,
it's a win-win, and everyone is
happy.”

Calarco told R&R, “I’ve ad-
mired Vince Cremona since he put
WEBE/Bridgeport, CT on the air

and maintained it as a major force,
I’'m also very happy to be back at
WFAS. I started my radio career
here, so I've come full circle.
Throughout a wonderful career,
all the basics that I learned early
on here at WFAS, I carried with

www americanradiohictorvy com
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EXECUTIVE ACTION

with whom | have ever worked.”

station operations.

Lawrence Named First President/Vice Chairman

ary Lawrence has been named President and Vice Chairman of the
Board for First Broadcasting, effective June 3. Lawrence has been
a First board member since 1999 and previously headed the technology
transactions group for Akin, Gump, Strauss, Hauer and Feld, which rep-
resents First. He leaves Akin Gump after 20 years at the law firm
“I searched for a year to find the right person to fead this company,”
First Chairman/CEO Ron Unkefer said. “Then | realized he was right un-
der my nose. Gary is the brightest and most skillful and ethical executive

Unkefer said that First, which developed such broadcast properties as
WYAV/Atlanta, KMEO/Dallas and KZMP/Dallas and later soid them, is build-
ing its own operating group and soon plans to retum to major-market

Artemis Appoints Wolod Midwest Promo/MFg; M_gr.

rtemis Records has named Richard Wolod Manager/Midwest Re-

gional Promotion & Marketing. Based in Chicago, he reports to VP/
Promotion Mitch Mills and will be responsible for regional muitiformat ra-
dio promotion and marketing for the entire Artemis roster.

“We are thrilled to have someone with Richard's experience and knowl-
edge of the record business on the Artemis team,” Mills said. “Having
successfully promoted a multitude of artists throughout his career, he will
become a key player in furthering the growth of our artists. He is a wel-
come addition to our promotion staff.”

Prior to joining Artermis, Wolod spent 20 years at Wamer Bros. Records,
most recently as a Chicago-based National Altemative Representative.

RIAA Promotes Rosen To Chairman/CEQ
3 Sherman rises to President of trade group

Music-industry trade group the
Recording Industry Association
of America has promoted Presi-
dent/CEO Hilary Rosen to Chair-
man/CEO and Sr. Exec. VP
Cary Sherman to Presi-
dent. Sherman remains
based in Washington, DC
and continues to report to
Rosen.

Rosen has been with the
RIAA for 15 years and has
been the group’s driving
force in trying to develop a
legitimate market for digi-
tal music, in enforcing
copyright law and in lead-
ing the music industry’s anti-cen-
sorship efforts.

Sherman has been with the RIAA
since 1997 and earlier worked with
the group as outside counsel when
he was a partner with the law firm
of Amold and Porter. As Sr. Exec.
VP, he has served as the RIAA’s
chief legal counsel and coordinated
the organization’s policy, business,

Rosen

government affairs and legal objec-
tives.

“Hilary has provided great lead-
ership for the record industry dur-
ing a time of significant
change,” EMI Recorded
Music North America
Chairman/CEO David
Munns said. “Her ability to
defend our interests and
promote our marketplace is
exceptional, and the team
she has built is first-rate.”

About Sherman’s new
post, Rosen said, “Cary has
been a real leader within
the RIAA and the industry.
He is a talented executive, a creative
musician and a great strategist.”

In related news, the RIAA has
promoted Michael Huppe to VP &
Antipiracy Counsel/Operations,
Jonathan Whitehead to VP &
Antipiracy Counsel/Internet & New
Media, Stanley Pierre-Louis to
VP/Legal Affairs and Brigette
Tenor to VP/Administration.

Playlists

Continued from Page 1

will continue to be printed in the
newspaper for the time being.

Two other changes of note: R&R
is expanding the Hot AC chart to 40
positions, and R&R’s recurrent rule
at AC has been modified. Songs be-
tween positions 11 and 15 will
move to recurrent after 50 weeks.

me. All of my predecessors have
done a great job reinforcing our
Westchester voice. My challenge
is to maintain that voice and con-
tinue to grow our audience share.”

That is an addition to the existing
rule, under which songs below No.
15 are removed after 20 weeks on
the chart.

R&R AC/Hot AC Editor Kid
Kelly said, “When R&R started its
Hot AC chart in April 1994, it had
30 positions and 38 stations. Now
we have nearly 90 stations, and we
felt this was a great opportunity to
expand the chart because the format
is important to developing artists.

“With AC, we found that songs
were moving to recurrent at radio
but remaining on the R&R chart,
After talking to key programmers,
we feel this move will help create
a better barometer of new music in
the format.”
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National Radio

¢ COMMON GROUND, the weekly
world-affairs program, expands to an
hourlong, newscast-compatible pro-
gram, beginning July 2. It will be offered
free of charge to all stations via the
Public Radio Satellite System and on
CD. For more info, visit www.common
groundradio.org.

® THE NATIONAL GEOGRAPHIC
CHANNEL makes the following an-
nouncements:

A new weekday 60-second news
feature called “National Geographic
Channel Today” will be distributed by
Creative Broadcast Consulting free of
charge on a market-exclusive basis.
For more info, contact Creative Broad-
cast at 847-677-8400 or info @syndi
cation.net.

Stations in select markets will re-
ceive “Travel Minutes,” a travel-re-
source feature. For more info, contact
Barbara Fallon at 202-828-6635.

® PREMIERE RADIO NETWORKS
AND HOST COMMUNICATIONS will
air the one-hour The 127th Preakness
Stakes live from Pimlico Race Course
in Baltimore at 5:30pm ET on May 18.
For more info, contact Amir Forester
at 818-461-5404.

Records

¢ KIM GARNER is promoted to Sr. VP/
Marketing, Artist Development & Me-
dia Relations at Universal Records.
She was previously Sr. VP/Marketing
& Artist Development for the company.

 Jive Records makes the following an-
nouncements:

JANET KLEIN-
BAUMis uppedto |
Sr. VP/Artist Mar-
keting. She was
most recently VP/
Artist Marketing.

Kleinbaum

MICHAEL TE-
DESCO is pro-
moted to VP/
A&R, Rock. He
has been with the
company since
1988.

Tedesco

Changes

’80s: Jefferson-Pilot Radio Network’s
syndicated Bob & Sheri replaces
Dave Smith in momings at KBZT/
San Diego.

Christian: The Protestant Hour will
launch a television program, Day /.
on July 7, and adds the United Church
of Christ to its production partnership
... WMKL (The Call)/Key Largo, FL
hires Kelly Downing as Develop-
ment Director.

CHR: WKFR/Kalamazoo, MI wel-
comes Ray Thomas for nights.

News/Talk: WLEE/Richmond an-
nounces its new lineup: /nius in the
Morning, 6-10am. The Tony Korn-
heiser Show, 10am-noon; The
O'Reilly Factor. noon-2pm; The G.
Gaordon Liddy Show, 2-4pm; The Big
Show with Jim Jacobs, 4-6pm; and
The Sean Hannity Show, 6-9pm.

Spanish News/Talk: Jennifer Harris
joins Lotus” KWKU & KWKW/Los
Angcles as International Sales Rep.

Radio: EWTN Global Catholic

names John Pepe Nat’l Marketing
Mgr./Radio.

Records: Marianna Annas is named
VP/Legal & Business Affairs for
BMG Distribution ... EMI CMG ac-
quires a 25% interest in Gotee
Records ... Lost Highway appoints
Jim Flammia Sr. Dir/Media & Art-
ist Relations ... The Elektra Entertain-
ment Group appoints Anne Kristoff
VP/Press & Artist Development ...
Arista appoints Mary Ann Malone
Dir/A&R Research ... Kelly Mullens
is named VP/Corporate Communica-
tions for Universal Music Group ...
Rhino Entertainment/Wamer Strate-
gic Marketing promotes Dee Mur-
phy to VP/Sales ... George Nauful
launches Black Iris Records, a subsid-
iary of Mesa/Bluemoon Records ...
Tim Reid is upped to VP/Marketing
Director for MCA Records ... Warner
Music Group names Janine Rich-
ardson VP/Special Events ... Chris-
tine Wolf is named VP/Publicity. East
Coast for MCA Records.

Industry: Larry Webman is upped
to VP of Little Big Man Booking, and
Jonathan Adelman joins the agency
... Lone Wolf Management VP J.W.
Williams retires.

Transactions
Continued from Page 6

POWER: 1kw day/250 waits night
FORMAT: Oldies/Sports

COMMENT: $50,000 earnest money
has been deposited in escrow. Siga will
enter into a TBA and pay Prets/Blum
$20,000 a month until FCC approval

PROS ON

THE LOOSE

Brent Alberts, PD, WNRQ/
Nashville, 615-641-3303 or www.
brentalberts.com.

of the sale been obtained. All money
paid will be credited toward the pur-
chase price, and the balance will be
due in cash at closing.

nsin |

S0
WAUH-FM/Wautoma
PRICE: $50,000

TERMS: Asset sale for cash

BUYER: Hometown Broadcasting,
headed by Member Tom Boyson.
Phone: 920-361-3551. It owns one
other station. This represents its entry
into the market.

SELLER: Raymond Cal. Phone: 715-
342-0758

FREQUENCY: 102.3 MHz

POWER: 6kw at 151 feet

FORMAT: Country

Newsbreakers
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Continued from Page 4

Small-Market Ratings Provider Under State Investigation

B ridgeport, WV police last week raided the home offices of Holly Lafontaine, operator of Ratings With Resulits,
and the company is now under investigation by the state of West Virginia. Ratings With Results claims it
provides AQH, cume and daypart breakdowns to small-mariet radio stations based on diary responses. Last week's
raid came following nearly 30 complaints to police, all from stations that said they'd never received reports after
Lafontaine cashed their checks. Cliff Shank, President/GM of KGGG. KSKU & KXKU/Hutchinson, KS, told R&R
that a check mailed to Lafontaine on April 1 for a sample report of Reno County, KS was cashed three days later, yet
he had not, as of May 10, received the report. Shank said he's been receiving unsolicited faxes from Ratings With
Results since 1998. In the solicitations, obtained by R&R, stations are offered monthly surveys for a $100 fee.
Shank says numerous calls to Lafontaine went unanswered until May 10, when she called and explained that the
report had been delayed due to a variety of health problems and mentioned that her sons are deaf and mentally
disturbed. Bridgeport police were unable to locate any research material or results on a computer confiscated from
Lafontaine’s home and turned the machine over to West Virginia's white-collar crime unit.

Could Clear Channel And Viacom Expand To The U.K.?

nited Kingdom broadcast regulators on May 8 drafted a communications bill that would give foreign companies

the right to own TV and radio stations throughout Great Britain, and Morgan Stanley's Michael Russell says he
believes both Clear Channel Communications and Viacom may, as a result, expand into the U.K. — if such a
move would serve as a springboard for expansion of their pan-European portfolios. Clear Channel and Viacom
already have outdoor businesses throughout Europe. Though he said the law will make it “open season on U.K.
radio acquisitions,” Russell wamed that expansion into Great Britain would provide only modest gains in either
company's radio revenues because of the comparatively small size of the market.

Arizona House 0Ks Ban On Noncompetes

Arizona's House of Representatives has approved a bill that bans future noncompete clauses for radio and TV
employees. The bill originated in the State Senate; Gov. Jane Hull's approval is needed for it to become law.

Cumulus To Raise $144 Million In Stock Sale

umulus Media plans an offering of nearly 10 million shares of stock, through which it expects to raise $144

million. According to an SEC filing, the company is beginning a public offering of 7.7 million shares of class A
common stock. An additional 1.2 million shares are earmaried for overallotments, and 800,000 shares held by the
State of Wisconsin Investment Board and 30,552 shares held by ING Capital make up the rest of the offering.
Cumulus plans to use $55.6 million of the amount raised to pay for its recently announced acquisition of Wilks’
Saginaw, Ml cluster. The balance may be used for other acquisitions and to pay down debt or be put into short-term
investments.

Interep Raises $5 Million In Private Placement

nterep is raising $5 million through an equity offering of 50,000 shares of preferred stock. Company CFO Bilt
McEntee told R&R that every share of preferred stock can be converted into 25 shares of common stock at the
shareholder’s discretion and explained that, while Interep has “plenty of funds” for the rest of the year, a $5 million
interest payment it must make in July prompted the equity offering. “This is a seasonal business,” he said, “and the
first two quarters are users of cash.” He noted that the offering is good for Interep because it allows it to raise

additional funds instead of taking on new debt

NAB Bestows Award On Cox’s Ferguson

Cox Radio Director/co-COO Dick Ferguson will receive the NAB's 2002 National Radio Award during the
organization's annual Radio Show, set for Sept. 12-14 in Seattle. “He’s radio inside and out, and he's led the
way in helping solve regulatory, political, technology and financial issues for our business,” NAB Exec. VP/Radio
John David said. Ferguson recently completed eight years on the NAB board of directors, including two years as
Chairman of the Radio Board and two years as Joint Board Chairman.

Earnings

Continued from Page 4
grow 22%, to $5.5 million. Operating
income increased from a loss of ap-
proximately $200,000 to income of
$2.1 million, while net loss widened
from $2.8 million to $20 million. Ra-
dio-division net revenue increased
10%, to $13.6 million, and BCF in-
creased 20%, to $4.2 million.

¢ Radio Unica’s QI net revenues
increased 45%, to $8.2 million, while
revenues related to the radio-broadcast
business rosc 18%, to $6.7 million.
The net loss improved from $10.3 mil-
lion (49 cents per share) to $8 million
(38 cents). First Call/Thomson Finan-
cial had estimated a loss of 44 cents.
EBITDA before stock-option compen-
sation expenses improved 45% over-
all, to a loss of $2.7 million, and im-
proved 41% for the radio division, to
$2.9 million. Same-station revenues
improved 20%.

Exec. VP/CFO Steve Dawson told
investors that Radio Unica expects Q2
radio revenues to improve 5%-7%
and overall revenues to grow 8%-
10%. In related news, the company
has secured a $20 million senior ob-
tained credit facility from GE Capi-
tal and expects to close on the facil-

ity by June 30.

® Revenues in Gaylord’s media di-
vision were flat at $5.3 million, and
EBITDA slid 46%, to $521,000. The
media segment — which includes
three radio stations and Acuff-Rose
music publishing — also saw an op-
erating loss, losing $106,000 in QI
2002, compared to an operating profit
of $328,000 in the same period last
year.

Gaylord said the declines were due
to “lower ad revenue in a slowly re-
covering economy” but that it expects
changes made at its radio stations to
show positive results in Q3. Gaylord's
overall net income slid from a $24
million (72 cents per share) profit a
year ago to a net loss of $5.6 million
(17 cents) this year.

* DG Systems’ revenues slipped
21%, to $15 million, and EBITDA
dropped 29%, to $2.0 million. How-
ever, DG narrowed its operating loss
from $1.3 million to $392,000. The
company blamed the lower revenue
and EBITDA figures on lower satel-
lite-receiver sales and overall weak-
ness in advertising. Discounting a
one-time noncash charge of $131.3
million, or $1.86 per share, DG’s net
loss in Q1 was $86,000, or break-
even on a per-share basis. With the re-
structuring charge reflecting the com-
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pany’s amended accounting principles,
DG’s QI net loss was $857,000, or |
cent per share. That’s an improvement
from a loss of 2 cents per share in QI
2001.

® While Jones Media’s network-
radio revenues declined 5%, to $9.4
million, EBITDA for network radio
grew 89%, to $1.7 million. Overall,
company revenues were flat at $18.6
million, while total-company EBIT-
DA increased from $309,000 to $2.9
million, thanks to cost-cutting mea-
sures taken in 2001 and the net effect
of a cable investment. While the
company’s net loss was $14.6 million,
that included a $10.7 million charge
attributable to an accounting change.
Without the charge, the company’s
net loss would have been $3.9 mil-
lion, compared to $6.3 million in Q!
2001.

Looking ahead, Jones forecasts Q2
revenues of $24 million and EBITDA
of $7.3 million. For the full year,
Jones anticipates $82 miltion in rev-
enues and EBITDA of $17.5 million,
with the network-radio division ac-
counting for $43 million in revenues
and $11 million in full-year EBITDA.

— R&R's Julie Gidlow and Adam
Jacobson contributed to this report.
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MATT POWELL Ten Gallon Heart CORNERSHOP Lessons Leamed From Rocky, Mark Shands uc
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Bill Evans SAARAH Cioat Avy SN, Leanne Flask JENNIFER LOPEZ UNAS I'm Gonna Be Alright i
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BRAXTON BROS. So Oivine week ending May 11. §. ME'SHELL NOEGEOCELLD Pocketbook e ! NoAdds
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MONDAY, MAY 27

1937/8an Francisco’'s Golden Gate
Bridge opens after five years of
construction.

1941/ British naval forces sink the
state-of-the-art German warship
Bismarck off the coast of France.

1994/ Author and Nobel laureate

Aleksandr Solzhenitsyn returns |

to Russia after being expelled for
two decades.

Born: Louis Gossett Jr. 1936, Adam
Carolla 1964, Joseph Fiennes
1970

In Music History

1976/ Steve Martin releases his come-

dic hit “King Tut.”

=X

Wish he'd won that
Grammy after all....

1987/During a concert at Italy’s
Flaminlo Stadlo, U2's sound sys-
tem generates enough volume
and vibration to set off earth-
quake alarms in two excluslve
Rome neighborhoods near the
performance arena.

Born: Bruce Cockburn 1945, Siouxsie
Sioux (Siouxsie & The Ban-
shees) 1957, Neil Finn (Crowd-
ed House) 1958, Lisa “Left-
Eye” Lopes (TLC) 1971-2002

TUESDAY: MAY 28

1935/ John Steinbeck’s first success-
ful novel, Tortilla Flat, is pub-
lished.

1987/Matthias Rust, a 19-year-old
pilot from West Germany, em-
barrasses Soviet government
offlcials when he penetrates
Soviet air defenses and lands
his Cessna in Moscow's Red
Square.

Born: tan Fleming 1908-1964,
Rudolph Giuliani 1944

In Music History

1976/ The Allman Brothers Band an-
nounce they are breaking up.

1988/ WGRX/Baltimore announces a
fictional “Lovestock” concert to
be held over Memorlal Day
weekend, with acts including
Jimi Hendrix, Traffic, Steely
Dan, \.ed Zeppelin, The Beatles
and The Doors featuring Jim
Morrison. Thousands of listen-
ers comb the Battimore hills in
search of the nonexistent festi-
val.

Born: Gladys Knight 1944, John
Fogerty 1945, Kylie Minogue
1968

WEDNESDAY, MAY 29

1957/Edmund Hillary and his Sherpa
guide, Tenzing Norgay, become
the first people to reach the peak
of Mount Everest.

1989/ President Ronald Reagan trav-
els to Moscow for his fourth
summit in three years with So-
viet Premier Mikhait Gorbachev.

Born: Bob Hope 1903, Annette Bening
1958, Rupert Everett 1959

DATEBOOK

In Music History
1959/ Despite rain, Herndon Stadium in
Atlanta hosts one of rock's first
outdoor concerts. Performers in-
clude Ray Charles, B.B. King,
Ruth Brown and The Drifters.
1972/ Mike Oldlield refeases Tubular
Belis, which later becomes the
theme to the thriller The Exorcist.
1989/ An airplane carrying Bobby Brown
loses an engine over the Pacific
Ocean and lands in Hawaii with
only four minutes of fuel left.
Born: Danny Elfman 1953, Melissa
Etheridge 1961, Noel Gallagher
(Oasis) 1967

[l THURSDAY, MAY 30

1431/ Joan of Arc is martyred in Rouen,
France. After refusing to acknowl-
edge church authority, she is
burned at the stake.

1911/Ray Harroun wins the first India-
napolis 500 in his Marmon Wasp.
His speed averages 74.6 miles per
hour.

1971/NASA launches the Mariner 9
probe to photograph the surface
of Mars.

Born: Mel Blanc 1908-1989, Ted Mc-

Ginley 1958

He's the patron saint of
JumpTheShark.com.

In Music History

1987/ Beastie Boy Adam Horovitz (a.k.a.
Adrock) is arrested in Liverpool
when a can of beer he throws into
the audience hits a 20-year-old
woman during the band’s perfor-
mance at the Royal Court.

1990/ Midnight 0il perform on a flatbed
truck In front of Exxon’s New York
corporate offices to bring atten-
tion to environmental abuses.

1997/ Singer Mariah Carey and Sony
President Thomas Mottola an-
nounce they have “mutually and
amicably™ agreed to a trial sepa-
ration.

Born: Benny Goodman 1909-1986,
Wynonna Judd 1964, Tom Mo-
rello (Rage Against The Machine)
1964, Stephen Malkmus (Pave-
ment) 1966

FRIDAY, MAY 31

1985/ Apple's board of directors blames |

Steve Jobs for the Macintosh's
lackluster sales and fires him. He
returns as CEQ in 1997.

1990/ Seinfeld debuts on NBC but does
not gain mass popularity until its
third season.

1996/Benjamin Netanyahu is elected
Prime Minister of Israel.

Born: Clint Eastwood 1930, Joe Namath
1943, Lea Thompson 1961,
Brooke Shields 1965

fn Music History

1976/ The Who qualify for the Guinness
Book of World Records title of
“Loudest Rock Band” when their
concert at the Charlton Athletic
Grounds in England reaches a
sound level of 120 dB using a
76,000-watt PA system.
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And we wonder why he
has hearing problems..

1997/ Neil Young is forced to postpone
his 16-country European tour af-
ter cutting his index finger while
slicing a ham sandwich. Doctors
say he needs three weeks for the
cut to heal, allowing him to start
the HORDE tour as headliner
without any probiems.

Born: John Bonham (Led Zeppelin)
1948-1980, Vicki Sue Robinson
1954-2000, Darryl McDaniels
(Run-D.M.C.) 1964

URDAY, JUNE1

1880/ The first pay-phone service de-
buts in New Haven, CT at the
Connecticut Telephone Com-
pany offices. Customers pay an
attendant who ailows them to
use a telephone.

1968/ Helen Keller dies in Westport,
CT at age 87.

Born: Andy Griffith 1926, Marilyn
Monroe 1926-1962, Cleavon
Little 1939-1992, Mark Curry
1964, Heidi Klum 1973

In Music History.

1967/ The Beatles release Sergeant
Pepper's Lonely Hearts Club
Band, which goes Gold almost
immediately.

1973/ Soft Machine drummer and vo-
calist Robert Wyatt falls through
a third-story window during a
party, breaking his back and para-
lyzing him from the waist down.

Born. Pat Boone 1934, Ron Wood
(Rolling Stones) 1947, Alan
Wilder (ex-Depeche Mode)
1963, Alanis Morissette 1974

NDAY, JUNE 2

1865/ Confederate General Edmund
Kirby Smith agrees to the sur-
render terms put forth by the
Union, dissolving the Confeder-
ate Army and officially ending
the Civil War.

1912/ Carl Laemmle merges his Inde-
pendent Motion Picture Company
with several other Hollywood stu-
dios, creating Universal Pictures.

1953/ Elizabeth ) is formally crowned
Queen of England in a ceremony
at Westminster Abbey. itis the first
time that a coronation is broadcast
live on television.

Born: S1acy Keach 1941, Dana Carvey
1955, Nikki Cox 1978

In Music History

1989/ Then-Rofling Stone member Bill
Wyman marries 19-year old
Mandy Smith in Suffolk, England.

1991/ Vanilla lce is arrested in Studio
City, CA after pulling a shotgun
on a man who asked about his
necklace.

1992/ Rapper Freedom Williams quits
C+C Music Factory and sues
Robert Cliviltes and David Cole
for back royaities.

Born: Charlie Watts (Rolling Stones)
1941, Chubby Tavares 1950, Tony
Hadley (Spandau Ballet) 1960

— Keith Berman

'rines
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Smells Like Mean

Forgel George Lucas and his
“Clone Wars": Both Rolling
Stone and Spin cover the battle for
Kurt Cobain's iegacy in articles
dubbed “The Nirvana Wars." Each
music mag gets behind the bick-
ering between Cobain's widow,
Courtney Love, and former Nir-
vana members Dave Grohl and
Krist Novaselic over unreleased
Nirvana material and the market-
ing of future Nirvana product.

“Up in the altercations of hor-
rors and bad things that ever hap-
pened in the history of rock 'n’ roll,
this is up there,” Love tells RS. “If
they didn't have my persona to
front it, they'd never have gotten
away with it.”

Former drummer Groht points
out that only three people know
what it was like inside the band:
“You have 10 have been with Krist
and Kurt and ! in the shed behind
the guy's house in Tacoma, WA,
when we where writing Never-
mind or when we were writing
songs for In Utero.”

“Courtney is irrational,” says No-
vasellc. “Everything is a fucking
disaster, and we're sick of deal-
ing with her. And that's why we
want to kick her out.... We've got
to sit here and talk to you about
her shenanigans.... it's always
been like this, ever since | re-
member her. Fucking high bull-
shit. Just look at what she leaves
in her wake.”

Groht fears that another legacy
will follow Nirvana. “From now on
the band will be remembered for
three things rather than two. The
first being music, and the second
being the loss of Kurt. And now,
this bullshit. | just feel like it's
been poisoned; something that
was beautiful and pure has been
poisoned by all of the things that
the band stood against.”

Bling-Bling For-The
_ Child Swing

Wondering what to get pop star
Brandy for her baby shower?
Well, trustworthy tabloid the Star
exposes the secrets of her regis-
try. The singer expects friends
and family to dig deep into their
pockets tor items like a $700
Prada diaper bag! Other items
not found at Old Navy include a
$395 sterling silver necklace, a
$200 matching bracelet, and
$350-$500 cashmere sheets. No
word on whether Brandy's kid will
be featured on MTV Cribs.

Thar He Blows

Moby lands on the cover of
Spin and is also featured in Roll-
ing Stone. “I've been on tour with
some really handsome rock
stars,” the self-deprecating
electro-artist tells Spin. "My con-
clusion is that there are musi-
cians in the world who women
want to sleep with, and there are

pirit!

BRANCH-ING OUT — Students at
Santa Rita High School in Tucson,
AZ recently won a free Michelle
Branch concert after building a
house for Habitat for Humanity. “1
haven’t been back to school for a
while,” the singer admits. “It was
pretty awkward. One kid had a sign
that said, ‘Michelle, Can | Do You?'
The principal felt really proud.”
(Rolling Stone)

musicians in the world who
women want to meet. | think | defi-
nitely fall into the latter category.”
But the chrome-domed techno
whiz doesn’t want to appear un-
grateful. “| love the fact that the
people who buy my records tend
to be smart and open-minded and
sensitive. There's just a part of me
that feels inadequate because |
don’t look like Dave Navarro.’

Hair Today... Gone
Tomorrow?

Colombian pop goddess
Shakira is featured in TV Guide,
where she says her appeal is all
about the music: “l can dye my
hair green tomorrow, and that
won't affect my artistry. The true
connection that exists between
my fans and me is not based on
this sexual link. It's because they
identify with something that I'm
saying through my songs.”

Speaking of hair dye, Rolling
Stone reports that Pink has
signed a marketing agreement
with Bally's Total Fitness, the
sponsors of her upcoming tour, to
create a hip-hop dance-aerobics
class called "Get Your Body
Started.”

Pants Marching

How's this for being there for
your fans? During a Dave Mat-
thews Band show in Detroit, fan
Dave Leslie enjoyed a little too
much brew, passed out and was
taken to the infirmary. Matthews
then visited the unconscious
Leslie and signed his jeans “I'll
see you in Cleveland (slow down).”
Matthews had the hospital staff
snap a Polaroid as a certificate of
authenticity. “I thought it was one
of my friends in the picture until |
looked at it twice,” says Leslie.
"God, we bought so much beer
that day.” Don't expect to see the
pants on eBay, however, as Leslie
plans on having them framed.
(Rolling Stone)

— Frank Correia

Each week R&R sneaks a peek through the nation's consumer mag-
azines in search of everything from the sublime to the ridiculous in
music news. R&R has not verified any of these reports.
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Tele ws:on/Fllms

72 mitlien households

Tom Calderone

VP/Programming
NO DOUST Helia Good 40
EMINEM Without Me 40
P. DIDDY t/USHER & LOON | Nezd A Girl 38
NAS One Mic 37
SHAKIRA Underneath Your Clothes 37
LUDACRIS Saturdays (Coh...) 31
BUSTA RHYMES I/P. DIDDY... Pass The Courvoisier 26
NAPPY RDOTS Awnaw 25
ASHANTI Foolish 25
KORN Here To Stay 24
ALICIA KEYS How Come You Oon't Call Me? 22
PUDDLE OF MUDD Orift & Die 22
PINK Don't Let Me Get Me 2
GOO GOD DOLLS Hese Is Gone 2
CHAO KRDEGER t/JOSEY SCOTT Hero 2
MUSIQ Halferazy 20
USHER U Don't Have To Call 20
MOBY We Are All Made Of Stars 18
MARY J. BLIGE 1/JA RULE Rainy Dayz 19
WHITE STRIPES Fefl In Love With A Girl 19
ANGIE STONE Wish | Didn't Miss You 17
BRANOY Full Moon 18
TRUTH HURTS Addictive 16
SUM-41 What We're All About 15

AVRIL LAVIGNE Complicated 15
DASHBOARD CONFESSIONAL Screaming Infidelities 14
LINKIN PARK Points Of Authority 13
UNWRITTEN LAW Seein’ Red 13
JOHN MAYER No Such Thing 12
COLD Gone Away 12
B2K Uh Huh n
HOOBASTANK Running Avay 1"
BRITNEY SPEARS Overprotected 1
AVANT Makin' Good Love |
WEEZER Dope Nose "
N.E.R.0. Rock Star 10
JA RULE (/CHARLI BALTIMORE Dowin Ass Chick 10
P.D.D. Baom 10
CAM'RON t/JUELZ SANTANA Ch Boy 10
INCUBUS Warning 9
ALIEN ANT FARM Attitude 8
PAUL MCCARTNEY Lonely Road 8
G. DEP Special Delivery 8
MICHELLE BRANCH Al You Wanted 7
IMX First Time 7
ANOREW W.K. Party Hard 7
RES They-Say Vision [
SHERYL CROW Soak Up The Sun 5
GOOSMACK | Stand Alone 5
LENNY KRAVITZ Stillness Of Heart 5
KYLIE MINOGUE Can't Get You Qut Of My Head 5
VANESSA CARLTDN A Thousand Miles 4
LIL" BOW WOW Take Ya Home 4
MAXWELL This Woman's Work 4
3RD STRIKE No Light 4
FAT JOE /ASHANTI What's Luv? 3
X-ECUTIONERS It's Goin’ Dawn 3
OUARASHI Stick Em Up 3
HIVES Hate To Say | Told You So 3
YING YANG TWINS Say 1 YiYi 3
DEADSY The Key To Gramercy Park 3
TWEET t/MISSY ELLIDTT Oops (Oh My!) 2
PHANTOM PLANET California 2
CALLING Adrienng 2
JAGGED EDGE | Got It 2 2
RAPHAEL SAADIO {/D'ANGELD Be Here 2
SYSTEM OF A DOWN Toxicity 2
NAUGHTY BY NATURE t/aLW Feels Good 2
BIG TYMERS Still Fly 2
DEFAULT Deny 2
WYCLEF JEANPJ's 2

Video piayiist for the week ending May 11.

55 miltion households

Peter Cohen,
VP/Programming

Rap Adds

No Adds

Pop Adds

No Adds

Urban Adds

No Adds

Rhythmic Adds

No Adds

Rock Adds

No Adds

Adds for the week of May 20.

= = S

75 million households

Paul Marszalek
VP/Music Programming

ADDS

CEE-LO Getting Grown
CREED One Last Breath
AALIYAH More Than A Womar (re-add)

MUSIC FIR

Plays
SHAKIRA Underneath Your Clothes %
SHERYL CROW Soak Up The Sun %
CELINE DION A Nesv Day Has Come 26
GDO GDOD DOLLS Here Is Gone %
PINK Don't Let Me Get Me 23
ND DDUST Hella Good 18
ANASTACIA One Day In Your Life 17
MARC ANTHONY ['ve Got You 17
THE CORRS 1/BONO When The Stars Go Blue 17
JIMMY EAT WORLD The Middie 17
CHAD KROEGER 1JOSEY SCOTT Hero 17
MARY J. BLIGE f/JA RULE Rainy Dayz 17
MICHELLE BRANCH All You Wanted 16
DEFAULT Wasting My Time 16
JOHN MAYER No Such Thing 16
MOBY We Are All Made Df Stars 16
VANESSA CARLTON A Thousand Miles 186
NICKELBACK Too Bad 15
JENNIFER LOPEZ Alive 12
LENNY KRAVITZ Stillness Df Heart 12
PAUL MCCARTNEY Your Laving Flame 10
CALLING Adnienne 9
BRANDY Full Moon ]
DIRTY VEGAS Days Go By ]
FIVE FOR FIGHTING Easy. 8
JEWEL Break Me 8
COURSE OF NATURE Caught In The Sun 7
NORAH JONES Don't Knows Why 7
TOMMY LEE Hold Me Down 6
RES They-Say Vision )
BADLY DRAWN BOY Something To Taik About 4
TWEET /MISSY ELLIOTT Dops! (Oh My) 3
WHITE STRIPES Fell In Love With A Girl 3
CRAIG DAVID Walking Away 3
ASHANTI Foolish 3
ANGIE STONE Wish | Didn't Miss You 2
2ERO 7 Destiny 2
311 Amber 2.
RAPHAEL SAADIQ {/D'ANGELD Be Here 1
JILL SCOTT Gimme 1
MUSIO Halfcrazy 1
TENACIOUS 0 Tribute 1
USHER U Don't Have To Gall 1
Video alrplay for May 20-26.

36 miltion households

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEO PLAYLIST

MARY J. BLIGE t/JA RULE Rainy Dayz

BUSTA RHYMES /P. DIDDY... Pass The Courvaisier
CAM'RON 1/JUELZ SANTANA Oh Boy

JA RULE #/CHARLI BALTIMDRE Down

P. DIDDY / USHER & LOON | Need A Girt

FAT JOE VASHANTI What's Luv?

AVANT Makin’ Good Love

BIG TYMERS Still Fly

ASHANTI Foollsh

MUSIO Halfcrazy

RAP CITY

BIG TYMERS Still Fly
BUSTA RHYMES t/P. DIDDY... Pass The Courvoisier
NAS One Mic

CAM'RDN f/JUELZ SANTANA Oh Boy

JA RULE /CHARLI BALTIMDRE Down Ass Chick
NAPPY ROOQTS Awnaw

KHIA My Neck, My Back.

YING YANG TWINS Say [ YiYi

EMINEM Without Me

IRV GOTT PRESENTS JA RULE. ASHANTI. ..

Down 4U

Video piayiist for the week ending May 19.

=

(M1

COUNTRY MUSIC TELEVISION

56.8 miftion households
Brian Philips, Sr. VP/GM
Chris Pari, VPMusic & Talent

| ADDS

-

No Adds

| TOP 20

TRAVIS TRITT Modern Day Bonnie & Clyde

WILLIE NELSON t/LEE ANN WOMACK Mendocino.
EMERSON ORIVE ! Should Be Sieeping

GARY ALLAN The One

BRAD PAISLEY I'm Gonna Miss Her

TOBY KEITH My List

TAMMY COCHRAN | Cry

DARRYL WORLEY | Miss My Friend
MONTGOMERY GENTRY Didn't |

ALAN JACKSON Drive (For Daddy Gene)

TRACE AOKINS Help Me Understand

CAROLYN DAWN JOHNSON | Don't Want You To Go
KENNY CHESAEY Young

TOMMY SHANE STEINER What If She’s An Angel
TIM MCGRAW Angel Boy

BROOKS & DLNN My Heart is Lost To You

PATTY LOVELESS {/TRAVIS TRITT Qut Df Control.
REBA MCENTIAE Sweet Music Man

STEVE AZAR [ Don't Have To Be Me (Til Monday)

ALISON KRAUSS 1/UNION STATION Let Me Touch You.

| HEAVY

ALAN JACKSON Orive (For Daddy Gene)

BRAD PAISLEY I'm Gonna Miss Her

DARRYL WDRLEY | Miss My Friend

GARY ALLAN The Dne

TOBY KEITH My List

WILLIE NELSON f/LEE ANN WOMACK Mendacino...
TRAVIS TRITT Modern Day Bonnle & Clyde

ALISON KRAUES f/UNION STATION Let Me Touch You..

| HOT SHOTS

4

REBECCA LYNM HOWARD Forgive
KENNY CHESNZY The Good Stuff
STEVE AZAR { Don't Have To Be Me (Til Monday)

Heavy rotation songs receive 28 plays per veek.
Hot Shots receive 21 plays per week.

Information current as of May 14.

i)
114}
. Hild:
(] RINCAILVA
JUNTRY
14.3 mitiion househotds

[ ADDS

BELLAMY BROTHERS Over The Ling
JDE NICHOLS The Impossible
RHDNDA VINCENT I'm Not Over You

STYLES {/PHARDAHE MONCH The Lile
NAS One Mic

EMINEM Without Me

BUSTA RHYMES I/P. DIDDY... Pass The Courvoisier
CAM'RON I/JUELZ SANTANA Oh Boy
HIVES Hate To Say | Told You So
LUDACRIS Saturday (Ooh...}

MUSID Haltcrazy

NORAH JONES Don't Know Why

MDBY We Are All Made 01 Stars

JOHN MAYER No Such Thing

TRUTH HURTS {/RAKIM Addictive

KDRN Here To Stay

MARY J. BLIGE I/JA RULE Ralny Dayz
ALICIA KEYS How Come You Don't Cali Me?
ZERD 7 Destiny

WHITE STRIPES Fell In Love With A Girl

David Cohn
General Manager

INCUBUS Warning 2

RAPHAEL SAADIQ I/D'ANGELD B Here
311 Amber

ND DDUBT Hella Good

THURSDAY Cross Qut The Eyes

NAPPY RDDTS Avnav

ANGIE STONE Wish | 0idn't Miss You
BOX CAR RACER | Fezl So

Video piaylist for the week of May 13-19.

| TOP 10

BRAD PAISLEY I'm Gonna Miss Her

ALAN JACKSDN Drive (For Daddy Gene)
ANDY GRIGGS Tonight | Wanna Be Your Man
KENNY CHESNEY Young

RASCAL FLATTS I'm Movin' On

TRICK PONY Just What | Do

DARRYL WDRLZY | Miss My Friend

TOBY KEITH My List

GARY ALLAN The One

TRAVIS TRITT Modern Day Bonnie & Ciyde

Information current as of May 10.
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TELEVISION

TOP TEN SHOWS

Total Audience
(105.5 miltion households)
ER.
csi/
Friends
Survivor: Marquesas
Friends (8:30pm)
Law & Order
Everybody Loves Raymond
Will & Grace
Law & Order: Special Victims Unit
West Wing

DOUWO®NINAWN

-

May 6-12

 Adults
1849

ER.
Friends
Friends (8:30pm}
csi/
Will & Grace
Survivor: Marquesas
Will & Grace (9:30pm)
Law & Order
9 Everybody Loves Raymond
10 West Wing

D@NDN AW -

Source: Nielsen Media Research

COMING NEXT WEEK

Tube Tops

Alabama, Brooks & Dunn,
Kenny Chesney, Sara Evans,
Alan Jackson, Toby Keith, Martina
McBride, Willie Nelson, George
Strait, Travis Tritt, Lee Ann Wo-
mack, Trisha Yearwood and Hank
Williams Jr. with Kid Rock are slated
to perform when CBS presents the
37th annual Acaderny of Country Mu-
sic Awards, hosted by Reba McEntire
(Wednesday, 5/22, 8pm ET/PT).

Friday, 5/17

* Marc Anthony, The Tonight
Show With Jay Leno (NBC, check
local listings for time).

* The Strokes, Late Night With
Conan O'Brien (NBC, check local
listings for time).

* Kelly Joe Phelps, Late Late
Show With Craig Kilborn (CBS,
check local listings for time).

" Saturday, 518

* Barry Manilow performs his
greatest hits and more on Ulimate
Manitow, a concert special taped at
Hollywood's Kodak Theater (CBS,
9pm ET/PT).

* Method Man guest-stars on
Mad TV (FOX, 11pm ET/PT).

* Moby, Saturday Night Live
(NBC, check local listings for time).

* Kirk Franklin, Showtime at the
Apolio (check local listings for time
and channel).

Sunday, 5/19
¢ Cher, Behind the Music (VH1,

Monday, 5/20

* Radio's newest national talk
host, Bill O'Reilly, is interviewed
and Bryan Adams performs on Jay
Leno.

« Jaguares, Conan O'Brien.

¢ Cee-Lo, Craig Kilborn.

* Cold, Last Call With Carson
Daly (NBC, check local listings for
time).

Tuesday, 5/21

 Celine Dion, Jay Leno.

» The Breeders, Conan O'Bren.
* Travis Tritt, Craig Kilbomn.

+ Coal Chamber, Carson Daly.

Wednesday, 5/22

* Tommy Lee, Jay Leno.

* Patty Loveless, Late Show
With David Letterman (CBS, check
local listings for time).

* Rubyhorse, Conan O'Brien.

* Phil Lesh, Craig Kitbomn.

Thursday, 5/23

* Mary J. Blige, Cher, The Dixie
Chicks, Celine Dion, Shakira and
special guests Stevie Nicks and
Anastacia are set to perform live
from the MGM Grand on VH1 Di-
vas Las Vegas, for which Wayne
Newton serves as announcer
(9pm ET/PT).

* Jimmy Buffett, Jay Leno.

* Marc Anthony, Carson Daly.

* Joey Mcintyre, Poliitically incor-
rect With Bill Maher (ABC, check lo-
cal listings for time).

8pm ET/PT). — Julie Gidlow
FILMS
BOX OFFICE TOTALS
May 10-12
Title Distributor § Weekend § To Date
1 Spider-Man (Sony) $71.41 $223.04
2 Unfaithful (FOX)* $14.06 $14.11
3 The New Guy (Sony)* $9.00 $9.00
4 The Scorpion King (Universal) $4.92 $80.93
5 Changing Lanes (Paramount) $3.81 $57.30
6 The Rookie (Buena Vista) $2.62 $68.23
7 Murder By Numbers (WB) $2.42 $27.46
8 lce Age (FOX) $1.57 $171.02
9 Panic Room (Sony) $1.50 $93.09
10 Life Or Something Like it (FOX) $1.41 $13.20

“First week in release. All figures in millions. Source: ACNieisen EDI

COMING ATTRACTIONS: This
week’s openers include About a
Boy, staring Hugh Grant. The fitm's
ARTISTdirect soundtrack features
all new songs by Badly Drawn
Boy.

Now playing is ESPN's Ultimate
X, an IMAX documentary on ex-
treme sports. The film's Hollywood
soundtrack sports two tunes by 3rd
Strike — “Paranoid” and "No Light”

— along with Suicide Machines’
“Permanent Holiday,” Fatboy Slim's
“Praise You,” Tricky's “Christian-
sands,” Pennywise’s “Who's on
Your Side,” Feeder's “Just a Day,”
Guided By Voices' “Skilis Like This,”
Foo Fighters' “Leam to Fly,” Hand-
some Devil's “Bring It On” and
Grand Theft Audio’s "We Luv U."

— Julie Gidlow
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Don’t Get Gaught Off Base

O Fighting back when the competition is your market’s

baseball station

By Jim Glass

he crack of the bat, the umpire s familiar shout of “Play ball!” and the roar of the crowd. Do
— any sounds define summer in America better than these?

While the prospect of a
summer filled with games
may be music to the ears
of a team’s flagship sta-
tion, if you are not the
baseball station in town,
You may. as a manager. be
hearing an entirely differ-
ent song from your sales
department.

Selling, programming
and promoting against the
station with your commu-
nitv’s favorite teant presents chal-
lenges. But consultant Jim Glass
says it also presents opportunities
Jor stations that are willing 1o
think unconventionally.

This week Glass, who speciuliz-
es in News/Talk and Sporis pro-
gramming and marketing for
Cleveland-based McVay Media.
offers his tips on making the most
of the boys of summer — even
when they aren't on your radio
station.

Why Not Just Sign Off?

So your No. | competitor has
your town's tecam on the air for the
entire summer. Major- or minor-

Jim Glass

league, flagship or affiliate
market — it makes no dif-
ference. Some would say it
| just means your station’s
| entire summer is a waste.
So roll up the sidewalks,
save a few bucks by turn-
ing the transmitter down a
few watts and wait for the
fall, right? [ can hear the

teeth now. How can we
program? How can we sell
against America’s great pastime, hot
dogs, Mom and apple pie?

First, let's look back at Bill
Veeck's baseball legacy. Veeck
never backed away from the plate,
no matter how large or small the
challenge. Remember the politi-
cally incorrect — by today’s stan-
dards, at least — midget? He had
a single at-bat, but who will ever
forget it?

Ask yourself, do you have
enough base “balls” to go to the
plate with the baseball station for
six months out of the year? Do
you have the guts to stand in the
batter’s box to make a few bucks?
Unfortunately, many radio stations

wailing and gnashing of

assume they are facing three
strikes every year, beginning April
1, and they give up through the
end of September. What a shame!

Do you have any idea how
much money the station across
town is spending in hard Ameri-
can dollars for the right to air nine
innings of crowd noise and the
crack of the bat? They’re shelling
out seven to eight figures if you’re
in a major-league city and four to
six figures if you’re in a league-
affiliate city.

Minor-league rights can certain-
ly be lower, but, considering that
billing availability is also reduced,

T TR e P e

Ask yourself, do you
have enough base
“balls” to go to the
plate with the baseball
station for six months
out of the year?

o e b e e T
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A SOLID TRIPLE

Sharing a Kodak moment recently at the Rick Scott Sports Radio Con-
ference are (l-r) ABC/ESPN Radio’s John McConnell, WIP/Philadelphia‘s
Tom Bigby and Arbitron’s Bob Michaels.

the risk and the return on invest-
ment are not that much different.
Not only should you sign on,
but find an extra watt or two and
then dance all the way to the bank.
After all, you are saving money
right from opening day. It’s here
that the creative masters of the
revenue universe — the Bill Veecks
of radio on your staff — need to
step up with dollar-generating,
cash-accumulating ideas.

Steal The Thunder

You can steal much of the
game-day benefits by simply act-
ing as though you have the play-
by-play, both on and off the air. |
know that sounds too easy, but
think of it this way: Ninety-five
percent of the play-by-play will
occur outside of the important
dayparts — mostly in evenings
and weekends. Therefore, your
competitor is spending tons of
money in secondarily budgeted
dayparts. Your advertising rates in
those dayparts can be positioned
as much more reasonable.

Create as much confusion as

you can in the mind of the Pl
baseball listener. Don’t be afraid
to guerrilla market what your
competitor is paying dearly for,
and don’t be afraid of the typical
team threats for doing so. Remem-
ber, the club wants to sell tickets
as much as it wants to protect the
flagship station, so there is always
a middle ground.

Go ahead and program pregame
shows and postgame /0th Inning
shows just as though you had broad-
cast the game on your station. And
don’t forget to gear up your promo
machine to create the perception that
you are the fans® station.

Most importantly, be aggressive.
If radio is anything, it is a promo-
tional monster. Bill Veeck would
have gone crazy with a great radio
station like you have, but he had to
settle for newspapers.

Here’s another great tactic for
stealing some thunder from the flag-
ship station: Since you will be pro-
hibited from using the home-team
play-by-play voice employed by

Continued on Page 22

No one has
more
on the ball.

No one tackles the world of sports or the world in general like Keith Olbermann. Now,
Olbermann continues the legacy of legendary sportscaster Howard Cosell, as host of
ABC Radio Networks' Speaking of Sports and Speaking of Everything.

kemBERMANN

SPEAKING OF SPORTS...
SPEAKING OF EVERYTHING

Call Todd Fowler today at
(972) 448-3302.

Telling it
like it is.

www americanradiohictorvy com
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Don’t Get Caught Off Base

Continued from Page 21

the radio station, contact the oppos-
ing teams to get game actualities
and their permission to use the au-
dio in postgame shows and within
your sports programming.

Be aware, however, that major-
league baseball does not allow use
of play-by-play audio within pro-
mos for any stations other than
those that are affiliated with the
team, so don’t cross the legal line.
MLB rules permit only limited use
of this audio within bona fide sports
programming for 24 hours follow-
ing the game. Often, teams will pro-
vide those clips via a telephone
connection or over the Internet.

Use Drivetimes Effectively

Include 90-second game-specif-
ic features in morning and after-
noon drive that include audio clips
recorded by your staff, either at
the ballpark or via telephone. To
keep the features fresh during the
week, change the topic each day
by rotating different subjects, such
as player or coach interviews,
great games from the past, profiles
of former players and “Where are
they now?” segments; reports on
the next team coming into town;
and who in the minors is most
likely to be called up. You can
come up with even more ideas if
you just encourage your staff to be
creative and think outside the bat-
ter’s box.

Make sure your staff is in week-
ly contact with the team to collect
interviews and maintain an ongo-
ing relationship. Don’t be afraid to
ask for a one-on-one player or
coach interview at least one time
each week, and don’t always ask
for the front-line players.

The team’s stars are usually the
least available. Go for the people
everyone else ignores, such as the

bench and position coaches, since
they actually enjoy the attention.
Remember, the team wants to sell
tickets. For the team, your station
is extended marketing. For you,
it’s good programming.

s g =

Remember, the team
wants to sell tickets. For
the team, your station is
extended marketing. For

you, it's good
programming.

T

Always make sure your station
has someone on the field during
batting practice and in the locker
room following each home game.
Be sure your call letters are clear-
ly visible at the stadium. If you
really want to get the big story, it’s
important that the players and
coaches see your call letters as of-
ten as possible. If you can’t afford
a full-time person, a part-timer or
a baseball-crazy intern will work
just fine. The goal is to maintain
daily visibility with the team.

A Few More Great ldeas

Pick the important home games
and get your guerrilla-marketing
staff out on the streets at 5am on
game day, hanging banners within
two blocks of the ballpark any-
where and everywhere a plastic sign
can be attached. Four hours before
game time, check to make sure the
signs are still displayed, because
your competitor probably also has a
guerrilla-marketing staff.

Also, be sure to look for signage
opportunities surrounding the stadi-
um. Hang banners on buildings,
storefronts — anywhere you can

barter a spot or two for placement.
If necessary, rent a crane to hang a
four-foot-by-40-foot banner that can
be seen from the ballpark. It doesn’t
cost as much as you might think,
and barter often works for the com-
pany that supplies the crane.

If your budget permits, fly an
airplane pulling a banner during
the first three innings of weekend
games. Or try renting inflatable
baseballs to place around the
high-traffic approach areas to the
ballpark. Again, you can usually
barter these items, and the inflat-
able-baseball companies will of-
ten go so far as to supply you with
stickers with your call letters to
place on the baseballs.

Now I will be sexist, but, then
again, this is marketing! If you
have bumper stickers, magnets or
anything to hand out, hire three or
four young ladies in extremely
short red skirts, red high heels and
low-cut, tight-fitting tops with
your call letters across the front to
pass out your message.

Remember, two out of three bod-
ies with game ticket are male, and 1
guarantee even the guy with a lady
on his arm will take a second look.
Isn’t this what marketing is all
about? However, do keep in mind
that executing some of these sugges-
tions may require a city permit.

S N

If radio is anything, it
is a promotional
monster.

i ——

Follow The Money

Let’s talk about finding the dol-
lars. First, elways make sure your

“{ NOW, THAT'S THE TICKET

Susquehanna/Dallas Market Manager and KTCK (The Ticket)/Dallas GM
Dan Bennett accepts the 2002 Sports Radio GM of the Year award from
ESPN's Kenny Mayne at this year’s Rick Scott Sports Radio Conference.

sales department pays close atten-
tion to the play-by-play broadcast
on your competitor for potential
advertisers. Assign a different ac-
count executive to provide a com-
mercial monitor of a game broad-
cast each week, then quickly get
out into the market with a locally
focused sales package directed at
each in-game sponsor’s message.
Remember, even the network’s
advertisers may have a local con-
nection.

Again, you have to think out-
side the batter’s box and find the
vehicle that is attractive to them.
Just offering spots at reduced rates
is not enough. Create a commer-
cial opportunity that is connected
to the team, yet is an entitlement
sponsorship that is available only
on your station. Be careful,
though, since you cannot use the
team name, logo or image without
the team’s permission. But that
problem is fairly easy to get

around creatively.

Finally, here’s another idea for
getting some sports marketing
dollars for your station. Marketing
dollars are always easier to secure
than advertising dollars. Baseball
and beer are married, so why not
approach your largest sports bar to
sponsor a Bud Light Night at
Joe’s? Everyone who is named
Bud gets something free during
your promotion as they watch the
game on TV. Guess what every-
one in the bar that night will say
their name is? What else — Bud!

Relatively speaking, it is only the
first inning of this season. With a bit
of creative thinking and some low-
cost guerrilla marketing, you can
compete with the hometown team’s
station throughout the summer.

Reach Jim Glass at McVay Me-
dia at 440-238-7801 or e-mail
him at radiowatch@glassmedia.
biz.

T
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o SRBiATON JONES RADIO NETWORKS

Source: ARB Su 01-Fall 01 AQH Share; subject to limitations.

WSB Atlanta

A35-54 14.3 to 17.2 Rank #1
M35-54 20.5 to 23.8 Rank #1

WPTF Raleigh-Durham

A35-54 2.4 to 7.8 Rank 2nd

M35-54 3.1 to 10.0 Rank #1

Winning Personality.
=00 Ratings to Prove it! el
O Rgg gy

KRMG Tulsa

o

WSKY FM Gainesville
A35-54 10.6 Share Rank 2nd
M35-54 14.7 Share Rank #1

Amy Bolton 800.611.5663

Paul Douglas 404.962.2078

A35-54 7.9 to 14.1 Rank #1
M35-54 7.6 to 20.5 Rank #1

"%rm

jonesradio.com “rarwoms
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§ ..very generous
2 with her time and
consideration fo#,;i
A _ | uur vertisers.
WJR Radlo, Detroit - : . § Y RS o Tom PARKER

Program Director ot

. | WGST-AM, Atlanta

“.instantcume— " % = T W« steady audience"‘f%
and star power!” ; e | increases...”
Jeff Hillery "-g:l' i . 1 Greg Ashlock

Program Director Station Manager

TalkRadio 570 KLIF, Dallas KFl, Los Angeles

Source: Arbitron Winter 20112 MSA_ Persons 25-54 AOH.

KFI-AM, Los Angeles, winter ‘01 1o winter ‘02, ersons 2554 +20% increase.
*WJR-AM, Detroit, winter o1 to winter ‘02, persans 2550 +17% Increase.
~WI0D-AM, Miami, winter ‘01 to winter ‘02, Parsons 2554 +79% Increase.

Far more information, call Trevor Oliver 818-377-5314
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Ratings

“Was WKSI-FM until March

rronline.com

*Was Classic Hits until January 16

“Was Country until December 25
* *Evoived from CHR/Pop in November

ol = =" - _ R
12+ WINTER 2002 ARBITRON RESULTS
Middlesex-Somerset-  Salt Lake City-0gden- Providence-Warwick- Columbus, OH - #36
H Station (Format) Owner Fa'0l Wi'02
”’"0”, NJ e #33 Pmllﬂ - #34 Pawtllcket - #35 WNCI-FM (CHR/Pop)  ClearChan. 7.5 8.8
Station (Format) Owner Fa’01 Wi'02 Station (Format) Owner Fa'01 Wi'02 Station (Format) Owner Fa'01 Wi'02 WTVN-AM (Full Serv.)  Clear Chan. 88 83
WLTW-FM (AC) ClearChan. 69 58 KSFI-FM (AC) Simmons 87 7.3 WPRO-FM (CHR/Pop) Citadel 66 88 WSNY-FM (AC) Saga 71 75
WHTZ-FM (CHR/Pop)  ClearChan. 4.7 5.0 KSL-AM (N/T) Bonneville 7.6 6.0 WWLI-FM (AC) Citadel 77 64 WCKX-FM (Urban) RadioOne 7.0 6.8
WMGQ-FM (AC) Gr.Media 39 47 KXRK-FM (Alt.) Simmons 4.0 51 WWBB-FM (Oldies) ClearChan. 59 6.0 WBNS-FM (Hot AC) Radio Ohio 7.3 6.4
WAXQ-FM (CI. Rock)  ClearChan. 3.7 4.5 KZHT-FM (CHR/Pop)  ClearChan. 4.7 51 WHJY-FM (Rock) Clear Chan. 67 5.9 WCOL-FM (Country) Clear Chan. 57 6.0
WOHT-FM (CHR/Rhy) Emmis 43 45| KUBL-FM (Country) Citadel 55 47 WCTK-FM (Country) Hall 54 55 | WBZX-FM (Act Rock) North Amer. 5.0 5.1
WKXW-FM (Talk) Millennium 52 44 KRSP-FM (Cl. Rock) Simmons 3.9 45 WPRO-AM (Talk) Citadel 4.5 50 WLVQ-FM (Rock) Infinity 5.1 5.1
WXRK-FM (Alt.) Infinity 3.9 4.2 KSOP-A/F (Country) KSOPinc. 3.8 44 WSNE-FM (Hot AC) ClearChan. 38 4.7 WHOK-FM (Country) Infinity 29 35
WCBS-FM (Oldies) infinity 47 4.1 |  KOSY/KRAR (AC) Mercury 5.0 4.1 WAKX/WWKX (CHR/Rhy) AMAEnter. 34 41 | WMNI-AM (AdultStd.) North Amer. 26 3.2
WABC-AM (Talk) ABC 47 40 KENZ-FM (Triple A) Citadel 28 40 WBRU-FM (Alt.} BrownUni. 32 34 WFJX-FM (CI. Rock) Ctear Chan. 27 27
WOR-AM (Talk) Buckley 3.7 34 KBER-FM (Rock) Citadel 3.4 38 | WHJJ-AM(NT) Clear Chan. 4.1 34 WODB-FM (Oldies) Associated 1.6 2.2
WSKQ-FM (Tropical) SBS 24 33| KQMB-FM (Hot AC) Simmons  2€ 35 WPLM-FM (Soft AC) Plymouth Rock 3.4 32 | WJZA/WJZK (Sm.Jazz) Scantiand 2.4 2.1
WBLS-FM (Urban) InnerCity 3.2 3.0 KODJ-FM (Oldies) Clear Chan. 4.4 34 WJMN-FM (CHR/Rhy)  Clear Chan. 25 24 WXMG-FM (Rhy/0) RadioOne 24 20
WKTU-FM (CHR/Rhy)  Clear Chan. 3.7 2.9 KNRS-AM (Talk) Clear Chan. 3.6 3.2 WWRX-FM (Alt.) Phoenix Media 2.2 2.2 WCLT-FM (Country) ~ WCLT Radio 26 19
WPLJ-FM (Hot AC) ABC 34 29 KBEE-FM (AC)" Citadel 2.2 3.0 WBMX-FM (Hot AC) Infinity 1.7 21 WBNS-AM (Sports) Radio Ohio 2.3 1.8
WFAN-AM (Sports) Infinity 2.4 27 KISN-FM ('80s) ClearChan. 2.8 29 WCAB-FM (Classical) Charles River 2.0 21 WEGE-FM (CI. Rock)  North Amer. 1.5 1.6
WTJM-FM (Urban AC)}* Clear Chan. 24 27 KKAT-FM (Country) ClearChan. 25 26 WFHN-FM (CHR/Rhy) Citadel 18 21 WWCD-FM (Alt.) Ingleside 16 1.6
WOXR-FM (Classical) NY Times 1.5 26 KTCE/KUUU (CHR/Rhy)  Millcreek 3.0 2.6 WEEI-AM (Sports) Entercom 1.2 1.7 WAZU-FM (Act. Rock) Infinity 1.3 1.5
WQCD-FM (Sm. Jazz) Emmis 3.8 25 KBZN-FM (Sm. Jazz) CapitolBr. 2.6 2.0 WAAF-FM (Act. Rock) Entercom 1.3 1.5 WJYD-FM (Gospel) RadioOne 1.0 15
WNEW-FM (Talk) Infinity 19 24 KURR-FM (C!. Rock) Clear Chan. 2.2 2.0 WBZ-AM (N/T) Infinity 24 1.5 WSMZ-FM (Urban) Stop 26 13 15
WMTR/WWTR (Adult Std.) Gr. Media 14 2.3 KCSL/KUDD (CHR/Pop)™* Millcreek 2.1 1.8 WODS-FM (Oldies) Infinity 1.3 14 WCVO-FM (Christ. AC)  WCVO Inc. 18 14
WCBS-AM (News) Infinity 2.8 2.2 KWLW-AM (Country/0) Clear Chan. 10 1.8 WBCN-FM (Alt.) Infinity 09 1.2 WVKD-AM (Gospel) Saga 09 10
WRKS-FM (Urban AC) Emmis 16 2.0 KCPX-FM (Alt.) " Mercury 2.0 15 WBSM-AM (N/T) Citadel 0.8 12
WPAT-FM (Span. AC) SBS 18 19 KKDS-AM (Adult Std.) Carison Com. 0.8 1.4 WJFO-FM (AC) Deane Broth. 0.4 1.1 | me—
WINS-AM (News) Infinity 1.8 1.6 KSGO-AM (Reg. Mex.) Utah Spanish 0.9 1.3 WSKO-AM (Sports) Citadel 1.4 11
WCTC-AM (N/T) Gr.Media 19 15| KWKD-FM(Act. Rock)  Millcreek 2.1 1.3 WZRA/WZRI ('80s) Citadel 15 1.1 [_as Vegas = #41
WOHA-FM (Rock) Gr. Media 1.3 15 KALL-AM (N/T) Clear Chan. 1.7 12 WCIB-FM (CI. Rock) Makkay 13 1.0 T e e M )
WCAA-FM (Tropical) Hispanic 1.2 1.3 KFNZ-AM (Sports) Citadel 1.6 1.1 WTKK-FM (Talk) Gr.Media 1.0 1.0 | KWNR-FM (Country)  Clear Chan. 60 7.7
*Switched to CHR/Rhythmic on March 15, *Evoived from Hot AC during January | SHSEH Eoab) Begslg 7 R o7
became WWPR-FM on April 16 **KCSL-FM was KFVR-FM until January :fsTFE_'FFx(:"')M H,'"""“,V jg g?
***was Classic Rock until mid-November Urlaﬂdﬂ - #39 KSNE-FM((:(?). ez mafgﬁ;f 60 58
o Station (Format) Owner Fa'01 v/i'02 KLUC-FM (CHR/Rhy) Infinity 56 56
Charlotte-Gastonia- . WL'ESFFFTW((TZB) g:eargzan- ;g % KOMP-FM (Act. Rock)* lotss 45 51
= A - - ear Lhan. - R KQOL-FM (Oldies, Clear Chan, 5.2 48
Rock Hill - #37 Norfolk Vlfglﬂla Beach Wﬂmm ((gg;r;;rr\‘/)) | fctg g?; ;; KMXB-FM((HOtA[))) ifinity 53 4.2
Station (Format) Owner Fa'01 Wi 02 - WJIHM- Yy nfini 77 KFMS-FM (CHR/Pop)  Clear Chan. 3.1 4.1
WNKS-FM (CHR/Pop) infinity 6.6 7.0 ”ewﬂ ort News #38 , WOBO-AM (N/T) Cox 54 51 | KSTJ-FM (80s) Beasley 4.0 37
WBAV-FM (Urban AC) nfinity 60 65 \i;gmf;‘;\;lm;grban) . r%whnerr] Fa .315 w:7o; WXXL-FM (CHR/Pop) - Clear Chan. 5.1 5.1 KXNT-AM (Talk) Infinity 4.2 36
WPEG-FM (Urban) Infinty 64 64 | o e (ac) Eﬁtemgm- B 3 WCFB-FM (Urban AC) Cox 54 46 | KRRN-FM (Span.Con) Entravision 1.3 3.4
WSOC-FM (Country) Infinty 5.1 61 | yyes £m (Gospe) b 6 Bd WOMX-FM (Hot AC) Infinity 32 43 | KKLZ-FM (Ct. Rock) Beasley 2.8 33
WRFX-FM (Cl. Rock) ~ Clear Chan. 56 5.9 p S WMMO-FM (Rack AC) Cox 45 40 | KVEG-FM (CHRRhy)'* KempBr 24 30
WLYT-FM (AC) CkarChan. 65 58 | NOR-FM (Act. Rock) Saga 64 58 | wLOO-FM (Sm. Jazz) Gross 39 36 | kmz0-FM (AC) Infinity 4.8 2.8
. ’ ’ ’ WWSO0-FM (Urban/O)  Barnstable 2.8 5.7 WOCL-FM (Alt) Infinity 39 34 3 I | :
WKKT-FM (Country) ~ ClearChan. 54 5.3 ) KXPT-FM (Cl. Hits) Lowws 4.2 25
WLNK-EM (Hot AC) Jefi-Pilot 44 50  NGH-FM (Country) Barnstable 5.2 5.5 WSHE-FM (Oldies) ~ ClearChan. 4.1 33 | KOWN-AM (NT)  RadioNevada 1.8 16
h ) ’ : WCMS-FM (Country) ~ Barnstable 4.4 5.2 WHTQ-FM (CI. Rock) Cox 29 29 " i |
WWMG-FM (Oidies)  ClearChan. 4.8 4.8 KOAS-FM (Sm. Jazz)  DesertSky 21 16
WRT-AFF (Talk) Jeff-Piot 67 a4 NVKLFM(UbanAC) - Entecom 44 5.1 WJRR-FM (Act. Rock)  Clear Chan. 44 28 | KyGS-FM (Urban) DesertSky 1.7 16
WENO-FM (Alt) ClarChan. 37 33 | \WNVZ'FM(CHRARRy)  Entercom 53 47 | wpYo-FM (CHR/Rhy) Cox 27 28 | KENO-AM (Sports) Lotus 09 10
o iy ’ ’ WNIS-AM (Talk) SinclairTele. 5.0 46 WNUE-FM (Tropical) Mega 28 25 N ) Lo ’ ’
WSSS-FM ('80s) Infinity 3.2 3.1 KLSQ-AM (Spanish/0) Hispanic 1.2 1.0
N 3 WPTE-FM (Hot AC) Entercom 4.4 43 WHOO-AM (Adult Std.) ~ Genesis 1.7 1.8
WCHH-FM (Urban) RadioOne 3.1 3.0 WAFX-FM (Cl. Rock) Saga 61 44 ‘ .
WNMX-FM (Adult Std.) GHB 17 21| yeoremian) ST of aor [ ) ClearChan. 24 1.7 | *Eyolved from Rock during January
WNOW-AM (Reg. Mex.)Baker Family 1.6 1.8 ' S e WOQTM-AM (Sports)  ClearChan. 1.3 1.3 | ~+was Urban AC until December
WENZ-AM (Sports) iny 13 15| W Eg“y’j’) ) GarChan. . 24 30| WPCV-FM (Country) Hall 07 1.0
= = L - m. Jazz ear Chan. 0 2 . ; i
WXRC-FM (Cl. Rock) Pacific 09 15 WBHH-EM (Urban) Clear Chan, 24 29 WRMQ-AM (Tropical) Florida Br. 09 10
WKOC-FM (Triple A)  Sinclair Tele. 16 22 e e e e —— - 5
WTAR-AM (N/T) Sinclair Tele. 14 16 . lndlanapﬂlls - #40
= WJOI-AM (Adult Std.) Saga 15 12 Allstlﬂ = #43 Station (Format) Owner Fa'01 Wi'02
GI’EE”SbOI’ O'WIIIStOII WGH-AM (Sports) Barnstable 0.8 1.0 Station (Format) Owner Fa'ot wio2 | WFMS-FM (Country) Susquehanna 9.3 10.6
Sal Hiah Point - #42 WXGM-ATF (AC) WXGMInc. 04 1.0 | gaSEEM (Country)  ClearChan. 7.3 82 | WFBO-FM(CLRock) ClearChan. 8.4 856
aiem-nign roint - KQBT-FM (CHR/Rhy) Infiniy 55 7.2 | WIBC-AM (N/T) Emmis 89 76
Station (Format) Owner Fa'01 Wi'02 KKMJ-FM (AC) Infinty 4.9 5.7 WGLD-FM (Oldies)  Susquehanna 6.8 6.3
WJMH-FM (CHR/Rhy) Entercom 82 83 = = KLBJ-AM (N/T) LBJS 63 56 WHHH-FM (CHR/Rhy)  RadioOne 6.0 6.0
WTOR-FM Country) Ckarcren. 79 82 | FOrmat Abbreviations KROX-FM (Alt) LB-S 44 52 | WNOU-FM(CHRPop)  Emmis 55 53
WOMG-FM (Urban) Entercom 7.2 75 AC-Aduit Contemporary, Adult Std. - Adult Standards, | KVET-FM (Country) ClearChan. 6.4 5.1 WTLC-FM (Urban AC)  RadioOne 51 4.9
WMOX-FM (Oldies) Entercom 63 68 | B/EZ-Beautiful/Easy Listening, CHR/Pop- | KAMX-FM (Hot AC) Infinity 34 45 | WRZX-FM (Alt) Clear Chan. 65 4.8
WMAG-FM (AC) ClearChan. 7.5 6.1 Contemporary Hit Radio/Pop, CHR/Rhy- |  KEYI-FM (Oldies) LBJ-S 47 42 | WTPI-FM (AC) MyStar 3.7 4.8
WKZL-FM (CHR/Pop) Dick 62 57 | Contemporary Hit Radio/Rhythmic, Cl. Hits-Classic | | gJ-FM (Rock) LBFS 36 38 | WYXB-FM (Soft AC) Emmis 56 48
WVBZ-FM (Rock) ClearChan. 36 49 n';f/f(': ng‘;\g‘asmﬁ'gc"&fskceﬁf;'nggl’;’sF‘;{"esemecf KHFI-FM (CHR/Pop)  ClearChan. 36 35 | WGRL-FM (80s)*  Susquehanna 1.1 35
WSJS/WSML (N/T) Infinity 48 48 | peoiont Mexican, Sm. Jaz-Smooth Jazz sgén. Ac. | KHHLFM (Reg. Mex)" AmigoBr 11 33 | WENS-FM (HotAC) Emmis 3.8 3.0
WKRR-FM (C1. Rock) Dick 34 35 | gpanich adult Contemporary, Spanish Con-Spanish | KGSR-FM (Triple A) LBJ-S 4.0 32 | WIZPL-FM (Hot AC)*" MyStar 39 28
WOZN-FM (Hot AC)* Entercom 3.0 30 Contemporary, Span N/T-Spanish News/Talk, KFMK-FM (Rhy/0) ClearChan. 2.8 3.0 WNDE-AM (Sports) Clear Chan. 1.9 22
WTHZ-FM ('80s) DavidsonBr. 25 24 Spanish/0-Spanish Oldies, Triple A-Triple A, Urban/ KXMG-FM (CHR/Rhy) LBJ-S 19 27 WTTS-FM (Triple A}  Sarkes Tarzian 1.7 2.2
WEND-FM (Alt.) Dalton 22 22 AC-Urban Adult Contemporary, Urban-Urban KPEZ-FM (CI. Rock) ClearChan. 31 26 WYJZ-FM (Sm. Jazz) RadioOne 2.1 22
WKXU-FM (Country)  Curtis Media 1.7 2.1 Contemporary, Urban/O-Urban Oldies. KQOA-AM (Reg. Mex.) YellowRose 1.6 1.6 | WTLC-AM (Urban/O) RadioOne 1.2 20
WKEW/WPOL (Gospel) Truth Br. 25 20 KVET-AM (Sports) Clear Chan. 23 14 | WXIR-FM (Christ. AC)  Radio 1500 16 16
WWCC-FM (Country)  Clear Chan. 20 17 SAME-DAY I KTND-FM ('80s) Simmons 1.0 1.3 WXNT-AM (N/T) MyStar 16 10
WDCG-FM (CHR/Pop)  ClearChan. 1.0 1.3 RATINGS RESULTS KROM-FM (Reg. Mex.)  Hispanic 0.0 12

©2002 Arbitron. May not be quoted or reproduced without prior written permission from Arbitron.
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SUSANNA PEDRAZA * spedraza @ rroniine.com

PUBLISHER/CEQ

OPERATIONS MANAGER

LEGAL COUNSEL

DIRECTOR OF CONVENTIONS
DIRECTOR HUMAN RESOURCES
EXECUTIVE ASSISTANT
EXECUTIVE ASSISTANT
RECEPTIONIST

MAILROOM

ADMINISTRATION

ERICA FARBER * efarber@rronline.com

PAGE BEAVER « pbeaver@ rronline.com

LISE DEARY ¢ lise @rroniine.com
JACQUELINE LENNON ¢ jennon @rroniine.com
LIZ GARRETT « jgarrett @ rrontine.com

TED KOZLOWSKI » tkozlow @ rronline.com
KAT CARRIDO ¢ kcarrido @ rroniine.com
JUANITA NEWTON ° jnewton@rronline.com
ROB SPARAGO ¢ rsparago @ rroniine.com
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Telecom
Continued from Page 1

Stephen Stockum — that show the
average cost for radio advertising is
actually lower in markets that have
experienced greater consolidation.

The company also cited a study by
the BIA Financial Network that said
diversity of radio formats has in-
creased since the passage of the Tele-
communications Act of 1996. Clear
Channel added that issues of diver-
sity and competition are “more than
adequately addressed by today’s
media marketplace,” which the com-
pany said features an “ever-expand-
ing array of media sources and an
increasing variety in radio-station
formats.”

Viacom, meanwhile, argued that
consolidation has been a boon to mi-
nority ownership, directing the com-
mission to a Minority Media & Tele-
communications Council study to
prove the point. That study shows, as
stated in Viacom's reply comments,
that the number of minority-owned
or -controlled stations has surged
50% since the act was passed, from
367 to 555. Viacom also noted that.
while the number of actual minority
owners has decreased. the drop-off
among minorities (14%) has been
less severe than throughout the en-
tire industry (25%).

Butinits own reply comments the
MMTC told the FCC, “The low
level of minority ownership in radio
is a national disgrace. Redressing
that horrible historic wrong should
be the commission’s first objective
in this proceeding.”

Despite that statement, the
MMTC said that it occupies the

“sparsely populated middle of the
debate between those advocating
reregulation and those advocating
deregulation” and encouraged the
commission to set ownership limits
below the point where a particular
market “tips” — in other words, be-
fore the point where large operators,
or “platforms.” exercise such control
over a market that independent own-
ers can't survive.

The MMTC argued that, while
small operators need to be protected,
platforms that don't threaten to tip a
market also deserve protection, be-
cause they can provide variety
within mainstream formats and can
undertake local initiatives that
smaller operators cannot.

But the National Association of
Black-Owned Broadcasters was
much harder on the large companies
and urged the FCC to eliminate its
policy of granting waivers of its
ownership rules. That way, NABOB
said, parties that exceed the limits
operate in violation of the rules while
they find buyers for excess stations.
NABOB also asked the FCC to be-
gin considering as part of its standard
public-interest review the impact on
minority ownership in a market and
to consider a station being run un-
der an LMA as an “attributable in-
terest” for the company running the
station.

But the NAB believes all the ar-
guing is pointless, because the FCC
has no authority over radio-owner-
ship limits. The NAB said the limits
setin the Telecom Act are definitive
and argued that “the commission
lacks the authority to reduce the level
of ownership consolidation explic-
itly allowed by Congress or to refuse
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to approve radio-station transactions
permissible under the statutory limits.”
The NAB also pointed out that
consolidation has not produced anti-
competitive effects, but, rather, has
benefited consumers by expanding
programming diversity. In fact, the
NAB argued that if tighter radio-
ownership levels were enacted now,
they might create “'significant com-
petitive imbalances™ between the
early consolidators and other groups,
which would then be “permanently
barred from competing effectively
with the groups that consolidated

most quickly.”
— Joe Howard

Rumba
Continued from Page 3

| NJ to Atlantic Highlands, NJ. It's not

clear if Big City plans to keep
WWVY, which was dark for several
days before Y-107’s departure.

While Big City executives
cheered Rumba's arrival at a May 8
party. the change in format left coun-
try music fans without an outlet to
turn to in the nation’s largest market.
Itis the first time in close to 30 years
that neither New York nor the nearby
Nassau-Suffolk market is home to a
Country radio station. When the
original WYNY became CHR/
Rhythmic WKTU in spring 1996,
New York was left without a Coun-
try station until Big City predeces-
sor Odyssey Commiunications
launched Y-107 in December 96.

Concurrent with the format flip,
Y-107 PD/afternoon host Marty
Mitchell and morning talent Ray
Rosse have exited.

Sirius

Continued from Page 1
to 28 states. He added that the ser-
vice will be available in 38 states by
June 1 and that Sirius is on track to
meet its national service-rollout tar-
get of July 1. “It’s still exhibition sea-
son for us,” Clayton said. “After July
1 it will be a whole new ballgame for
Sirius.”

And Clayton believes there will be
plenty of players in the game, in the
form of the 100,000-150,000 sub-
scribers he forecasts Sirius will en-
roll by year's end. While Clayton an-
nounced on Tuesday that the com-
pany signed up 412 subscribers in
Q1, he was quick to point out that
represents only Sirius' first five or six
weeks of sales to consumers in the
company’s four test markets. Clay-
ton expects the number of subscrib-
ers to grow substantially in the sec-
ond half of the year, especially in Q4,
after Sirius completes its national
rollout and has expanded its retail
presence.

Clayton also said that Sirius has
done no national advertising — ex-
cept for limited marketing in test mar-
kets — and won't, through June. He
said the company only expects to
sign up a few thousand subscribers
before the July 1 national rollout, at
which point, he said, “the clock starts
ticking” for his company.

Speaking of time, industry observ-
ers have been wondering what time-

frame DaimlerChrysler was following
for installation of Sirius-ready radios in
its vehicles. Lately there’s been specu-
lation about whether Chrysler would
delay installing the radios in its cars un-
til the 2004 model year; it had previ-
ously been expected to begin offering
Sirius in its 2003 model lineup.

To quell those concems, Clayton
announced a new agreement with
the car company through which
Sirius radios are expected to be
widely available beginning this fall,
as a dealer-installed option at
Chrysler dealers. They'll also be
available as a factory-installed option
on select vehicles for the 2003 model
year. Sifius said Mercedes-Benz is
expected to begin offering Sirius ra-
dios at some U.S. dealerships by
next year as well.

Clayton drove home the impor-
tance of Sirius' relationship with its au-
tomotive partners by pointing out that
Sirius maintains separate staffs in De-
troit that deal exclusively with Daimler-
Chrysler and Ford. He also said the
company is opening an office in
Irvine, CA to deal with Asian manufac-
turers and some of Ford's West Coast
operations.

Sirius is also working toward strik-
ing agreements with individual deal-
ers, including those that sell vehicles
from manufacturers that have exclu-
sive deals with rival XM. Sirius VP/
Corporate Communications Jim
Coliins told R&R that both companies
have the option to make individual

agreements with car dealers, no
matter what line of autos the dealers
sell.

So, if a consumer wants an XM
radio but is interested in a Chrysler
vehicle, the dealer can install an XM
radio in the vehicle despite Sirius'
deal with the company, because the
exclusivity extends only to factory-in-
stalled radios. “Both sides are ap-
proaching that venue as a potential
market,” Collins told R&R.

Clayton said, “We think that the
car dealerships will be very important
as a standalone channel, and it will
drive demand by accelerating factory
installations.”

While he did his best to paint a
rosy picture, Clayton admitted that
production delays for aftermarket
radios have posed a problem.
“Ramping up production continues
1o be our biggest challenge.” he
said. But he also said that Ken-
wood has redoubled its efforts and
said other manufacturers are pro-
gressing as well. Clayton said he
hopes to have 300,000 aftermarket
receivers in the retail pipeline by
year's end.

Clayton also announced an addi-
tion to Sirius’ management ranks:
Former IMAX Exec. VP Mary Pat
Ryan has joined the company as
Exec. VP/Marketing. Ryan is
charged with generating demand for
the service and will work closely with
Clayton.

— Joe Howard
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Behind The Nominees

L

[ This year's R&R Industry Achievement Award contenders

ho or what is a “Norton™? What’s the deal with “The Drive”? Why is KZOK/Seattle PD
—— Carey Curelop flabbergasted at his nomination for Classic Rock PD of the Year?

While 1 don’t have the answer to
that last question, this week’s col-
umn uncovers the mysteries behind
the first two — along with some
other things you may not know
about this year’s Industry Achieve-
ment Award nominees in the Classic
Rock category.

What Drives The Drive?

When Bonneville decided on March
15, 2001, to debut a Classic Hits for-
mat on its just-acquired WNIB/
Chicago, some in the radio industry
may have scratched their heads in be-
fuddlement. After all, Bonneville owns
crosstown Classic Rocker WLUP(The
Loop). Why steal listeners from your
sister station?

WNIB, which changed its calls to
WDRYV and began calling itself “The
Drive,” did anything but hurt its loud-
er, edgier sibling. With a unique
playlist, The Drive has successfully
conquered the 25-54 demo and prov-
en to be one of the most successful
major-market launches in the Classic
Hits format.

WDRYV is led by Bonneville/Chica-
go VP/Programming Greg Solk and
prides itself on simply playing the mu-
sic that adults throughout the region
love. In fact, The Drive’s principal
marketing slogan is “No hype. No sil-
ly morning man. No goofy games. We
play your music.”

But The Drive also happens to be
the home of one of Chicago’s best-
known rock ’n’ roll radio personal-
ities, Bob Stroud, who regularly posts
the station’s strongest ratings during
his midday shift. Stroud has been a
Windy City air talent since 1979, and
his Rock ‘n’ Roll Roots program has
aired for more than 20 years on such
Chicago stations as WMET, WLUP,
WXCD and WXRT. He’s also the
frontman for Rockestra, an 11-piece
R&B act.

Solk tells R&R, “All of us at The
Drive are thankful to be nominated
for Station of the Year after our first
year on the air. We believe that we
have created something extremely
special and unique for Chicago, and
it’s really been a great ‘older brother’
station for our Rocker, The Loop. We
more than co-exist with The Loop —
we collectively dominate the market
for male listenership.”

The Best Of The Best

The other stations nominated in the
Station of the Year category are ABC’s
KQRS/Minneapolis; Clear Channel
pair WRFX/Charlotte and WFYV
(Rock 105)/Jacksonville; Saga’s
WAQY (Rock 102)/Springfield, MA;
and, the lone returnee from last year,
Citadel’s WQUT/Johnson City.

“We saw our nomination for Clas-
sic Rock Station of the Year for the
second year in a row, and it’s awe-
some!” said WQUT PD John Patrick.
*Thank you so much for recognizing us
once again.” The Citadel station contin-
ues to see impressive numbers across
the board and features the syndicated
John Boy and Billy — based at WRFX
— in morning drive. More about them
later in this column.

KQRS always has solid, across-the-
board ratings, and The KQ Morning
Show regularly clobbers the competi-
tion. Other key components to KQRS’s
success, in addition to the programming
expertise of PD Dave Hamilton, are
midday host Wally Walker, afternoon
talent Ray Erick, evening host Lisa
Miller and overnighter Mei Young.

WAQY enjoys solid ratings not only
in its home market of Springfield, MA,
but also in nearby Hartford. Rock 102
scored a 2.4 there in the just-released
fall book after scoring a 2.6 there in the
summer '01 Arbitrons. Not bad for a
station that bills itself as “Springfield’s
Classic Rock” and focuses on the Pio-
neer Valley of Massachusetts.

Rock 102 happens to be the home of
moming maniacs Bax and O’Brien
(and Nikki), who continue to stun the
Bay State with their antics and guest
interviews. Rock 105, led by PD Glenn
Stewart, also features John Pullo in
middays, Bob Kester in afternoon
drive and Brian Terenzini in the 7pm-
midnight shift. Frank Maxwell and
Linda Steele handle overnights and
weekends. For more on WFYV, check
out the Classic Rock column in the
April 19 issue of R&R.

The Year’s Top Programmers

When R&R phoned Carey Curelop
to discuss his nomination as Classic
Rock PD of the Year, he asked, “Gee,
how’d 1 get this?” Perhaps it’s because
of KZOK’s steady climb toward the
top of Seattle’s ratings. Aside from a
small dip in summer *01, KZOK’s great
ratings have been augmented even fur-
ther by the Oct. 1, 2001 arrival of Bob
Rivers and his moming antics. In the
winter Arbitrons, KZOK climbed to
seventh place 12+,

“In the latest ratings we are meeting
and exceecing the No. | audience we
enjoyed in the past,” Rivers says. For
more on him, check out the Classic
Rock columnn in the Sept. 28, 2001 is-
sue of R&R.

Of course, Curelop’s nomination is
based on KZOK s entire performance,
and the Infinity station is also the home
of midday talent Steve Slaton, after-
noon duo Robin & Maynard and
market veteran Gary Crow, who has
the 7pm-midnight slot.

Other PD nominees are KRXO/
Oklahoma City’s Jeff Couch and
WFBQ/Indianapolis’ Mike Thomas —
familiar names to R&R readers, as both
have been profiled in this column in the
past couple of years. Nominee Mike
Beck of WAFX was featured in the Jan.
25 issue. He writes to say, “I'm very
honored 1o be nominated for the
award. 1 am sure that your profile on the
station must have been a major factor,
so I want to say thanks. It’s a big thrill.”

By the way, R&R staffers had noth-
ing to do with the nomination process.
The nominees were chosen based on a
round of balloting that R&R conducted
in Februarv. The eligibility period was
March 2001 through February 2002.

[ classic rock

WSFL/Greenville, NC — which
features the syndicated John Boy &
Billy Big Show in morning drive
(again, more on them later) — is led by
PD Jeff Sanders. When told of his
nomination, he commented, “It’s unbe-
lievable. I program five or six stations,
50 it’s fantastic that I’'m being singled
out for *SFL. It means my career is
complete. [ can quit the business now.
Seriously, this station is successful be-
cause of the team | have in place, and
this will mean so much to them.”

Garner Goin is being nominated for
KRFX/Denver’s performance in not
only the Mile High City, but also in
nearby Ft. Collins, CO. KRFX regular-
ly challenges Brill Media’s Country
KUAD for top honors in the market
and is anchored by Lewis and Floor-
wax in wakeups.

Mouths Of The South
Returning as nominees for Classic
Rock Personality/Show of the Year are
three perennially huge morning teams:
KGB/San Diego’s Dave, Shelly &

www americanradiohistorv com

Are we joking? Dream on.
Mone other than Asrosmith's
Steven Tylar will appear at
R&R Convention 2002. He'll
debut the videa for the band's
nenw single, “Girs of Summer,”
coming in mid-May from Asro-
smith's forthcoming afbum of
| greatest hits and new studio

fracks.
Tyliar weill also Sea Eme o hang
oul, play some Irscks from the al
| burm end answer your questions du-
Ing & unique, freawhaeling, multifor-

mat, Oprah-atyle sassion set for Friday, June 14. Also scheduled 1o spask
thet dey: J Aeconds founder Cive Davie, who onginally signed Asrosmith.
Regiatration i open Bt wwwronime.com, whene there t elso informa-
tion on avefable hotsls in the Bevery Hills, CA area

Aerosmith Inked
For R&R Convention

Aerosmith

Chainsaw; WFBQ/Indianapolis-based
syndicated talents Bob & Tom; and
KKZX/Spokane’s RadioMen, featur-
ing C. Foster Kane, Jim Amold and
Luna Moon — who happens to be a
radio woman. New to the list of can-
didates this year are the aforemen-
tioned John Boy & Billy, Norton in the
Morning and Jim Ladd.

Yes, John Boy & Billy air on
WQUT and WSFL, but they’re based
at Clear Channel’s WRFX and enjoy a
huge fan base throughout the U.S., pri-
marily in the South. Overall, WRFX
enjoys huge 18-49 and 25-54 numbers
on a consistent basis and boasts such
air talents as midday host Jeff Kent,
afternoon-driver Mr. Bill and nighttim-
er Tim Rhodes.

The station offers a wide variety of
“Classic Rock That Really Rocks,” and
its hallmark afternoon feature is a two-
hour block of nonstop music sponsored
by Budweiser. Among the more cre-
ative features that set 'RFX apart is
“Grits at Six,” featuring a double shot
of Southern rock from the likes of The
Allman Brothers Band, ZZ Top and
Lynyrd Skynyrd.

Big In Buffalo

So who is this Norton guy, and why
is he nominated? Norton in the Morn-
ing, featuring Larry Norton, is the
dominant morning show among 25-54
listeners in the fiercely competitive
Buffalo radio market. The crew is
based at Citadel’s WGRF — always a
top performer and a 2001 nominee for
Classic Rock Station of the Year.

WGRF/Buffalo PD John Hager
tells R&R that Norton has been in
mornings at "GRF for 14 years, and
sidekick Rob Lederman has been a
part of the program for 11. Gary
“Puff” Pufpaff, Christine Klein and
producer Russ Burton round out the
ensemble cast.

“All are native Buffalonians,” Hag-
er says. “Norton is well-known for his
community involvement, including
his annual Make-A-Wish Radiothon,
when he stays on the air for 20 con-
secutive hours. Last year WGRF
raised nearly $200,000 during Nor-
ton’s radiothon.

“Rob is a local comedian who did
the comedy circuit for years and

owned his own comedy club. Gary is
the sports guy and contributes to
WGRF’s Buffalo Bills broadcasts —
we’ve been the team’s flagship station
for the past four years. And then there’s
Chris Klein, who is the newsperson
and the show’s lone female.

“The show has been No. 1 25-54 in
all but two of the last 21 books. It’s a
very Buffalo-based show. The talent
all grew up and continue to live
here. We feature weekly appearances
during Bills season by the team’s head
coach and star players, and, like all
good morning shows, there are some
very distinct and contrasting person-
alities on Norton in the Morning
whom the audience can identify
with.”

A Late-Night Legend

Lastly, who in our industry is not
familiar with Jim Ladd? The master of
free-form radio, Ladd presently holds
the 10pm-2am shift at KLOS/Los An-
geles. Ladd began his career in 1971
at pioneering rock station KNAC/
Long Beach, CA. He joined KLOS a
short time afterward for what would
be the first of three stints at the sta-
tion. Upon his first departure from
KLOS, Ladd joined former AOR
competitor KMET. He quickly gained
a legion of fans as the midday talent
for “The Mighty Met,” and spent nine
years at the station. Ladd returned to
KLOS in 1997.

He also became nationally recog-
nized as the host of /nnerview, which
aired for 12 years on more than 150
stations across the U.S. In addition, he
served as co-host of Westwood One’s
1990 broadcast of the Knebworth con-
cert and is the creator, writer and host
of Headsets, a weekly 60-minute com-
mercial-free “musical journey that
combines mind-expanding music with
spoken word to create an environment
that forces the listener to turn off the
TV and turn on your mind.”

Ladd is also the author of Radio
Waves: Life and Revolution on the FM
Dial, published in 1991, He’s also been
featured in four major motion pictures
and is a member of the Rock and Roll
Hall of Fame.

Best of luck to all of this year’s nom-
inees.
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Gary Stevens: The 5-Billion-Dollar Man

‘Stevens goes to Wall Street — I kinda liked that’

By Bob Shannon

I don’t know much about the French I took, but 1
do know savior-faire when I see it.

The early '60s. Gary Stevens,
already a major-market jock at WIL/
St. Louis, had his sights on the Big
Apple. “Ron Lundy and all the guys at
WIL wanted to go, so | did too,” he
says. “New York was like the Holy
Grail.”

By 1964, the year he went to
WKNR/Detroit, Stevens was still
sending out tapes and working the
phones. “Ruth Meyer at WMCA was
receptive to my contact, but I wasn’t
interested in the all-night show,”
Stevens says. Even then his game plan
was to find a place where he thought
he could grow.

“In those days they auditioned you in a studio,”
Stevens says. “Talk about being intimidated.” Inside
the booth, an old, rusty engineer stared him down.
“Whadda ya need, kid?” Outside, a crowd gathered
to watch. Nerve-racking! Adding insult to injury,
Stevens’ headphones weren’t right. “No process-
ing!” he says. He felt left-footed. When he didn’t get
the job, he figured that was all she wrote.

He underestimated the power of French post-
cards.

BETWEEN THE MOON AND NEW YORK CITY

WKNR's signal was piss poor, but Stevens says
that didn’t get in the way. “There were three Rockers
— CKLW, WJBK and WXYZ — and we knocked ‘em
all off,” he recalls. “KeeNeR" was only supposed to
be a place for him to hang his hat until something
better came along. “We never fully unpacked, but
then the station did really well, and we all took to
the market and stayed,” he says.

Long enough to earn a vacation

“My wife and | went to Europe,” says Stevens.
“And, for a schmooze, | sent Ruthie Meyer a
postcard from Paris.” A week or two later he got a
telegram from WMCA asking if he wanted to
audition again. “I told Ruth, ‘If you wanna hear me,

Gary Stevens

o

you gotta hear me in my natural habitat.

snuck into town a day early. Not
knowing this, Stevens threw out the
format. The next morning Meyer called.

“Well?” Stevens asked.

“Iwas here yesterday.”

“Oh, shit!”

“And you broke every format rule in
the book.”

“Uh huh?”

“And it was great,” said Meyer. “I

loved it.”

“Eight Days a Week” was all over the
radio, but what Stevens remembers
most is the lights of Manhattan. “I'd
never seen anything that big all lit up at
night,” he says. He looked down at the

city and thought, “My God, there’s 8 million people
out there.”

In the spring of 1965 Stevens replaced B. Mitchell
Reed on WMCA. It was the whole enchilada. He had
no way of knowing his future was going to be less
about playing records and more about making deals.

GARY AND THE PIRATES

[ don’t know much about English gun laws, but in
1966 bobbies didn’t holster up and, mostly, people
didn’t get shot.

Don’t hoid me to exact details, but here’s what
happened next: Reg Calvert, the owner of one of
England’s pirate radio stations, was murdered. "After
the killing somebody said, ‘These are a bunch of
gangsters, and it’s not fun anymore,”” Stevens
explains.

Parliament responded by passing The Marine
Offenses Act, which made it illegal to provision the
pirates. For all intents and purposes, the pirate age
was over, but not before Stevens got to play. He still
did nights on WMCA, but during the day he record-
ed an hourlong show at the Brill Building for
Swinging Radio England. “I visited the ship once
when it first signed on,” says Stevens. “We went out
and back on a Dutch tender from Felixstowe.”

In other words, come to Detroit. Meyer

But pirate radio was never about smooth sailing,
and in November of 1966 Radio England signed off.
Stevens, still with WMCA, signed on for another
show on Radio City, but by February of the next year
it was over too. By then Stevens was becoming
disenchanted with jocking.

“It was a wonderful couple of years,” he says
today, “but then we got caught up in protests and the
Vietnam War, and the music started changing. It
wasn’t much fun to be on the air anymore.”

THERE AND HERE

Stevens moved to Europe.

“I sold film and mutual funds and had a really
good time,” he says. But by 1970 he wanted to come
home. Get a programming job, right? Nope. “1 went
looking for a job as a GM.”

Doubleday Broadcasting. KRIZ/Phoenix. Halfway
through the interview, Stevens was offered the job,
but on the day he was supposed to leave Europe, he
had second thoughts. “My wife took me to the
airport three times before I caught the last plane out,”
he says.

If you read last week’s column, you know that
Stevens went from KRIZ to KDWB/Minneapolis.
What you don’t know is that the research systems
that John Sebastian and Steve Casey set up at KDWB
opened doors at the other Doubleday O&Os. “Their
systems became a power base for me, and 1 was
named Sr. VP of Research,” says Stevens.

Then, on Dec. 7, 1977, Stevens was made President
of Doubleday Broadcasting.

WALL STREET

Stevens had been President of a major broadcasting
group and was well-known in New York. When the
first round of deregulation began — remember, this
was 20 years ago — he realized that asset-based
investment bankers didn’t understand the radio
business.

By this time Doubleday had sold most of its
stations, and Stevens was soon to be out of work. “If
you're leaving a job, it’s got to look decent,” he says.
He knew he had to market himself to the industry.
“And the notion of Stevens going to Wall Street —
well, I kinda liked that.”

Since 1986 the Gary Stevens Company has orches-
trated radio station sales worth more than $5 billion.

And that, my friends, is savior-faire.

Bob Shannon can be reached at
bob @shannonworks.com.
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‘One Sweet Deal For Mariah & Jeny

3 romo vet Jerry Blair has been tapped to
run Mariah Carey’s new multimedia

company, which includes her own record
label. “Our primary focus will be on her record,
but, ultimately, our plans are to
sign other artists to the label,” Blair
tells ST. The label, still officially
unnamed, will feature a small staff
and “a family atmosphere,” Blair
says. As far as other opportunities,
“The possibilities are endless in
media, Internet, merchandising,
publishing, fashion, TV and film
production, print media, etc.,” he
says. “It's a big world out there, with a lot of
potential. This new venture will basically
become thz guarantor of Mariah's legacy.”

Jerry Blair

As the saga of Beasley (WPOW) vs. Cox
(WPYM) continues in Miami, ST has received
responses from both parties following the May 8
prefiminary hearing that found in favor of Cox
Radio. “We're very pleased with the judge’s
ruling,” says Cox attorney Rudy Aragon. “This
is just another garden-variety case that we
intend to defend vigorously.” Says WPOW
(Power 96} PD Kid Curry: “We never expected

| to win. Emergency injunctions are rarely granted

in cases like these. We knew that four different
criteria must be met, and we also knew we
wouldn't meet some of those criteria. But we did
state our case and will move forward with our
suit.

“The $10 million suit was filed as a result of
the incorrect and largely inflated number of
commercials that 'PYM claims we play,” Curry
continues. “l don't have a problem with a ‘too
many commercials’ attack; | do have a problem
with someone dreaming up totals.” So, what's
next? “Both parties are now engaged in taking
depositions and exchanging documents — all
the usual pretrial procedures,” Aragon tells ST.
“By the way, Beasley has requested a jury tridl.”

WNKS (Kiss 95.1)/Charlotte PD John
Reynolds had to get creative after his tower
was struck by lightning, blowing out the contro!
board and scaring the crap out of pm driver
Adam Smasher. “The studio-transmitter link still
worked, but the studios were inoperable,”
Reynolds says. Thinking quickly, he plugged a
CD player directly into the STL, dropped in
Eminem’s “Without Me,” and hit “repeat.” The
song played for three hours while engineers
worked to get the board back online. Confusion
ensued as a resuit of the nonstop Eminem play:
“TV stations started calling,” Reynolds says.
“Then the cops showed up. People thought
something was wrong because the same song
was playing over and over and no one was
talking.” Kiss was finally back up at 9:30 p.m.
“And Interscope is very happy about the 35
extra spins,” says Reynolds.

Infinity Hot AC KLLC (Alice @ 97.3)/San
Francisco is looking for a morning co-host in
two unique ways: It's inviting listeners in for live
on-air auditions, and (shudder) it’s playing every
aircheck on the air! “It's like Radio Survivor,”
says PD John Peake. The station’s website
(www.radioalice.com) has a page where
listeners can dump on, er, “review"” all the tapes.
“You can tell we've pretty much hit the wall
creatively when we're reduced to playing
airchecks as entertainment,” says Peake.

www americanradiohistorv com

Talk about an unforgettable first day for
brand-new WNCI/Columbus, OH Morning Zoo
stunt boy Andre “Fiuffer” Friederich. He's
bloody but unbowed after his inaugural, un-
scripted stunt: a car accident, live on the air.
According to PD Jimmy Steele, “Fluffer graduat-
ed from college last Saturday and hit the road
Monday for his first stunt: We sent him out in a
limo to hand out dollar bills.” As bad luck would
have it, Fluffer's limo was rear-ended during the
live broadcast. “We knew immediately some-
thing was seriously wrong,” says Steele. It took
several anxious minutes for a dazed Fluffer to
locate the still-active cell phone. “I'm told he
climbed out of the car, still bleeding from the
nose and face, and started handing out bloody
dollar bills to paramedics,” Steele says. Fluffer
suffered a broken nose and assorted bruises.

After years as a CHR/Rhythmic reporter,
Infinity's KTFM/San Antonio, a victim of
declining ratings over the last year or so in the
face of direct competition from KBBT, makes a
musical shift to the far less congested Pop lane
as “The New 102-7 KTFM, San Antonio’s Best
Hit Music” and is now consuilted by Steve
Rivers. “I'm excited about working with Mark
Jackson and the KTFM programming team on
the brand-new version of KTFM 2002,” says
Rivers. “The station will focus on playing all the
hits that appeal to Latinos in San Antonio.
We've got the legendary Dr. Drex and crew
quarterbacking morning drive, GM Joe Earnest
and PD Mark Jackson are pumped and ready to
rock, and the KTFM staff is primed for a CHR
jihad. What could be more fun than that?”

Continued on Page 30

Rumbles

* Premiere Radio Networks has notified af-
filiates of Rick Dees’ syndicated morning show
that those syndication efforts will cease, effec-
tive July 19.

 After only six weeks, PD John Mainelli ex-
its Buckley's WOR-AM/NYC. Mainelli can be
reached at jmainelli @ compuserve.com.

 Veteran broadcaster Scotty Brink, VP/Op-
erations & Programming for Michael O'Shea’s
New Northwest Broadcasters, feels the sting of
the budgetary axe as his position is eliminat-
ed. President/COO Ivan Braiker also exits.

*PD Travis Loughran exits Diamond CHR/
Rhythmic KBMB (103.5 The Bomb)/Sacramen-
to.

* George Kenyon, longtime GM of ABC CHR/
Pop WDRQ/Detroit, exits.

* After three years in mornings at Infinity CHR/
Rhythmic KLUC/Las Vegas, Chet Buchanan
segues to momings at Clear Channet CHR/Pop
KKRZ (The New Z100)/Portland, OR, effective
June 3.

*OM Jerry Dean hires a sidekick for Kra-
mer, morning guy at Entercom Hot AC WMBZ
(94.1 The Buzz)/Memphis: Dana Fox from the
local Metro Traffic bureau.

* Changes at Citadel/Worcester, MA: OM Pete
Falconi assumes PD duties for Hot AC WXLO,
replacing Chase Murphy. Meanwhile, Becky
Nichols, PD of WOTX-FM/Concord, NH, is
named Asst. PD/MD/middays at WXLO. She’li
assist Falconi in running the other stations in
the cluster.
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The Only Static You'll Get
Is From The Caller On Line 1

You may get a lot of noise from an opinionated cailer, but

your show sounds crystal clear to the radio audience. That
is if you have a Gentner Broadcast Telephone System

from Harris.

Although the system’s console looks like an ordinary
telephone your talk show host will see the difference
immediately. Not only is the

sound incredibly clean and Gentne’:

crisp, the system includes

two built-in digital
hybrids so you can

conference up to four

on-air callers
simultaneously. And each
one will be heard loud
and clear. Even Mr.
Cranky on line 1.

Which brings us to another important point.

Gentner Broadcast Telephone Systems have
multi-colored line indicators so your host knows who's
on the air, who's on hold, who is talking to the producer
and who has been screened. Plus, the host can screen calls
off the air while other callers are on the air. So if the guy

on line 1 isn't a good fit for today’s show - he's history.

There's much more to know, of course, including Gentner's
6 or 12 telephone line capabilities, available software to
customize a system to your specific requirements, and

network solutions that let you connect multiple studios.

To learn all that a Gentner Broadcast Telephone System can

do for your operation, contact your local Harris representative.

SERVICE
SYSTEMS
AUTOMATION

TRANSMISSION

VTR e T=Td (o <tOorv com
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’ Boob-a-licious!

WXTB (98 Rock)/Tampa squeeze toy
Bubba The Love Sponge girds his loins in
preparation for his own
personal “*Aammorial Day.”
Says MD Launa Phillips,
whose own, um, melons of
destiny currently grace the
station’s billboard cam-
paign, “Bubba is looking for
the best assets in Tampa
Bay. E-mail a-picture of
your rack to www.blls.com,
and he’ll post it on his site for all the horny
cyber-surfers to vote on. The winner gets

$500!” Yes, math majors, that is $250 per boob.

KISW/Seattle is undergoing some major
changes under new PD Dave Richards. Gone:
midday personality Dan Wilke, night jock
Damon Stewart, weekend personality Debbie
Letterman and Music Coordinator Mike Trock-
alakis. Inbound: WRQC/Ft. Myers FL PD Kylee
Brooks joirs as Asst. PD/middays. Scott
Vanderpool remains in afternoons, followed by
Rover Radio at night with Rover, formerly of
KXTE/Las Vegas. Howard Stern remains in
mornings. New to weekends: Lisa Wood from
crosstown KUBE and Woody from KNRQ/
Eugene, OR.

WWWQ (Q100)/Atlanta wants to be your

Sugar Daddy for a year. The winner of a station

contest géis the use of a swanky penthouse
apartment in Elton John's neighborhood with-all
utilities paid, an Audi TT
convertible, $1,000 a month
clothing allowance and a free
cell phone and DirecTV. “You
also receive a TV, DVD
player and home theater with
surround sound that you get.
to keep, plus a ton of free
CD$ and CVDs,” says Q100
OM Dylan Sprague. “This is
the perfect contest for any
struggling young professional making $40,000-
50,000 a y=ar — you can just stick that whole
check in the bank and live off all the free
dinners and stuff for a year, after whichthe
Sugar Daddy dumps your ass — nothing
personal.”

Wanna
Sugar Daddy?

Infinity's News KFWB/Los Angeles is
auctioning off a slightly used Russian space;
shuttle. Th2 minimum bid: a mere $6 million.*
Bids will be accepted via www. kfwb.com until-

Rumbles, Part Il

» David “Fingers” Bell exits the PD post at
Clear Channel AC WDDV/Sarasota, FL to be-
come Executive Producer of the syndicated
Todd Schnitt (a.k.a. MJ Kelli) talk show, based
at sister WFLA/Tampa.

* WWCK (CK105-5)/Flint, Mi PD Beau Dan-
iels relinquishes hls stripes but remains in af-
ternoons. OM John Shomby is running the
show for now and seeks a replacement.

¢ Hot AC WYYY (Y94)/Syracuse, NY ups pm
driver Captain John Smith to MD. (A frustrat-
ed Pocehontas is still stuck driving the station
van.}

¢ Jourral Broadcast Group CHR/Rhythmic
KQCH/Omaha flips frequencies to 94.1, replac-
ing Country KMXM. The 97.7 signal previously
occupied by KQCH becomes KBBX-FM (La
Maquina Musical), simulcasting Spanish AC
sister KBBX-AM.

www americanradiohictorv com

| St(eet Tglk®

Kevin
Weatherly

* Rob Dillman selected President/CEO of Gold
Circle Entertaingnent.
* Bruce Mittman chosen President/Radio for

Phoenix Media Communications.
ority Records. v
e *Butch Waugh tapped as Sr.
i A VP/GM of RCA Label Group/
o Nashville.
&
i Philadelphia.
* Paul Peterson picked as PD
: of KZON/Phoenix.
* WFMI/Milwaukee goes Pop/Al-
* Kevin Weatherly accepts the
PD chair of KROQ/Los Ange-
les.
ed Exec. VP of Maverick. -
* Stacy Cantrell promoted to
PD of KQKS/Denver.
(KX104)/Nashville.
* Jim Morrison made PD of KSD-FM/St. Louis.
* Jeri Love promoted to ND of WINS/New York.
Houston.
* KMPC/Los Angeles goes “Hitparade” with
John Flez as PD.
« Jeff Salgo named PD of KWST/Los Angeles.
sas City.
* WABC/New York goes Talk, with Dan Ingram
-and Ron Lundy doing the last music shifts.
National Promotion for Arista
Records.
» Ken Curtis chosen as PD of
WLEE/Richmond. !
May 22 at 6pm ET. The shuttle, nicknamed
“Buran” (Russian for “flies like rock”), made one
unmanned flight in November 1988 and has
been gathering dust ever since at the Baikonur

* Andrew Shack elevated to Exec. VP of Pri-
* Mictox named PD of WPHI/
Butch Waugh temative with Chris Kerr as PD.
* Ronnie June Dashev appoint-
* Erle Younker tapped as VP/GM of WWKX
* Ken Rogulski recruited as OM of KODA/
* Dave Popovich picked as PD of KSAS/Kan-
«.Scott Jackson appointed VP/
Jéﬂ Salgo
A
Cosmodrome in exotic Kazakhstan.

Hubbard Broadcasting is set to launch a
new Talk format on its most recent acquisition,
WIXK-AM & FM/New Richmond, WI, which
covers the Twin Cities. GM Todd Fisher confirms
the new format will primarily target women.
Hubbard already programs conventional Talk on
KSTP-AM/Minneapolis.

If you have Street Talk, call the R&R News Desk -
at 310-788-1699, or e-mail streettalk @ rronline.com
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swonz@rronline.com

RIAA’s 2001
Sales Tales

[J Consumers flock back to pop, rock still
champ, country dips again

wealth of hits from such acts as Lifehouse, "N Sync, Shag-
gy and Train helped propel sales of pop repertoire to its

“Consumer Profile” survey.

The annual study shows that
pop garnered a 12.1% market
share. up from last year's 11%,
making it the second most popu-
lar genre in the U.S. Last year pop
ranked No. 3.

Rap/hip-hop, last year’s big gain-
er, slipped 1.5% to 11.4% of all rep-
ertoire sold. The slip was mostly due
to a dip in rap purchases from 10.3%
of all music sold to 9.1% in 2001.
Making up for that, however, were
strong sales of urban/R&B music,
which captured 10.6% of the market,
up from 9.7% last year.

All told, (he combined rap/hip-hop
and urban/R&B categories accounted
for 22% of all music sold, down
slightly from 2000°s record-setting
pace of 22.6%. Among the acts con-
tributing to those sales were Nelly, Ja
Rule, Jennifer Lopez, OutKast, Alicia
Keys and Jay-Z.

The surge in pop and urban/R&B
sales, however, wasn’t enough to
dethrone the seemingly perennial
genre champ, rock, which account-
ed for 24.4% of all music pur-
chased. That’s down slightly from
last year's 24.8%, and it marks the
seventh consecutive year of declin-
ing sales tor the genre. which saw
its popularity peak in 1994 with
35.1% market share. Albums like
Staind’s Break the Cycle, Linkin
Park’s Hybrid Theory and Creed’s
Weathered were key contributors.

Country, which until 1998 was
the nation’s second most popular
form of music purchased bv con-
sumers, saw its sales ranking slip
yet again. The genre slipped to
10.5% of music sold last year from
2000’s 10.7%. 1t's the sixth consec-
utive year of sales declines, accord-
ing to the R1AA report.

Other gerire highlights: Religious

TALK BACK TO R&R!

Do you have questions, comments
or feedback regarding this column
or other issues?
e-mail me at:
swonz@rronline.com

highest level since 1991, according to the RIAA’s latest

and New Age sales surged impres-
sively, with the former climbing to
6.7% of sales in 2001 vs. 4.8% the
prior year. The latter doubled to
1.0% of purchases. Many observers
say the sales jump reflects increas-
ing awareness of the musical styles,
additional hit repertoire from both
genres crossing into the mainstream
and the tragedy of 9/11, which
helped propel sales of more intro-
spective and positive repertoire.

RIAA President/CEO Hilary
Rosen says, “It’s exciting 1o see
the retail market becoming more
diverse. Music fans are finding
more places to purchase their fa-
vorite music. The changes in genre
popularity are also encouraging,
proving, once again, that the di-
verse musical palate of the Ameri-
can consumer remains strong. The
record companies remain commit-
ted to giving consumers what they
want, especially in terms of genre
and format.”

The RIAA’s 2001“Consumer
Profile” was conducted by Peter D.
Hart Research Associates via a na-
tional telephone survey of 3,153
consumers who had purchased music
in the past month. Data is weight-
ed by age and sex to reflect the
U.S. population. The study has a
margin of error of 1.8%. The com-
pany allows consumers to classify
their own purchases by genre. Here
are some of the other key findings.

Age

Music-purchasing by age showed
very little change. Kids aged 10-14
and 15-19 accounted for 21.5% of
all sales, down slightly from last
year’s 21.8%. That’s up from
1999°s nadir of 21.1%, but it’s still
far below the average market share
of around 25% that was prevalent’
throughout the early to mid-"90s.

On the other end of the spectrum,
the 40-plus crowd comprised 34%
of the market vs. 33.4% in 2000.
That equaled the high-water mark
set in 1999, and it’s well above the
24%-26% market share levels expe-
rienced throughout most of the *90s.

Sales to the 20-29 demo inched

=T===—=r7 T — e — e == = = ST g
Rock Sti
ock Still Rules In Record Sales
Market Share By Genre

Genre 92 ‘93 94 95 ‘96 97 ‘98 '99 00 01
Rock 316 30.2 351 335 326 325 25.7 25.2 248 24.4
Pop 1ns 19 10.3 101 9.3 94 10.0 103 1.0 121
Rap/Hip-Hop' 8.6 9.2 7.9 6.7 89 10.1 9.7 10.8 12.9 14
Urban/F&B? 9.8 106 9.6 1.3 121 12 128 10.5 9.7 106
Country 174 187 16.3 16.7 14.7 144 141 10.8 10.7 105
Religious® 2.8 3.2 33 3.1 43 4.5 6.3 5.1 4.8 6.7
Jazz 38 31 30 3.0 33 2.8 19 30 2.9 34
Classical 37 33 3.7 2.9 34 28 33 35 2.7 3.2
Soundtracks 0.7 0.7 1.0 0.9 08 12 1.7 08 0.7 14
New Ags 12 10 1.0 0.7 0.7 08 06 05 0.5 10
Oldies 08 1.0 08 1.0 08 08 0.7 0.7 09 08
Children's 05 04 04 05 0.7 09 04 04 0.6 05
Other 5.4 4.6 53 7.0 5.2 5% 79 9.1 83 79

Market Share By Demo

' Includes rap and hip-hop. ? Includes R&B, blues, dance, disco, funk, fusion, Motown, reggae and soul. * In-
cludes Christian, gospel, inspirational, religious and spiritual. * Includes ethnic, adult standards, big band, swing,
Latin, elzctronic, instrumental, comedy, humor, spoken word, exercise, language, folk and holiday music.

Cell 92 ‘93 ‘94 '95 ‘96 97 '98 ‘99 ‘00 01
10-14 8.6 8.6 7.9 8.0 7.9 8.9 9.1 8.5 8.9 8.5
15-18 18.2 16.7 16.8 174 17.2 16.8 15.8 12.6 12.9 13.0
20-24 16.1 15.1 15.4 153 15.0 138 122 12.6 125 12.2
25-29 138 132 12.6 123 125 1.7 1.4 10.5 10.6 109
30-34 122 1.9 11.8 121 1.4 1.0 1.4 10.1 9.8 10.3
35-39 10.9 1.1 1.5 10.8 1.1 1.6 126 10.4 10.6 10.2
40-44 7.4 8.5 7.9 4745 9.1 8.8 8.3 93 9.6 10.3
45+ 122 141 15.4 16.1 151 16.5 181 24.7 238 237
\ Market Share By Sales Outlet
Outlet ‘92 ‘93 ‘94 95 ‘96 97 ‘98 ‘99 '00 ‘01
Record Store 60.0 56.2 83.3 52.0 499 51.8 50.8 44.5 424 425
Other Store 24.9 26.1 26.7 282 BIlE5) 319 34.4 38.3 40.8 42.4
Tape/Record Club 1.4 129 15.1 143 143 1.6 9.0 7.9 7.6 6.1
Ads/Toli-Free Numbers 3.2 38 3.4 4.0 2.9 27 29 2.5 2.4 3.0
Internet* N/A N/A N/A N/A N/A 03 1.1 2.4 32 229
° Does not include record club purchasés made over the intemet.
Market Share By Format

Format 92 ‘93 ‘94 '95 '96 97 ‘98 '99 ‘00 ‘01
FullHength CD 46.5 511 58.4 65.0 68.4 70.2 748 83.2 89.3 89.2 i
Full-length cassette 436 38.0 321 25.1 193 18.2 14.8 8.0 4.9 3.4
Singles (all) 75 9.2 7.4 75 9.3 93 68 5.4 25 2.4
Music Video/DVD® 1.0 13 08 0.9 1.0 0.6 10 0.9 08 11
Vinyl LFs 13 03 0.8 0.5 0.6 07 0.7 05 0.5 0.6
® 2001 is the first year in which music DVDs were calculated separately.
L _Total U.S. S_ales (in millions $) )

92 '93 ‘94 ‘95 96 97 '98 ‘99 ‘00 ‘01
9,024 = 10,047 12,068 12,320 12,534 12,237 13,724 14,585 14,323 13,741

downward to 22.9% of all purchas-
es in 2001 vs. 23.1% the previous
year. In the 30-39 cell, sales totaled
20.5%, virtually unchanged from
last year’s 20.4%.

Sales Outlets

In what could prove to be a mile-
stone in music retailing, record pur-
chases at nontraditional music

outlets nearly equaled record-store
sales. Other store sales, which in-
clude purchases at such retail giants
as Best Buy, Wal-Mart and Target,
jumped to 42.2% of all sales last
year, up from 40.8% in 2000. In con-
trast, traditional record-store sales
remained essentially flat at 42.5%
vs. 42.4% in 2000.

Purchasing via music clubs and

www americanradiohictorv com

the Internet fell last year, with the
former declining to 6.1% from
7.6% of all music sold, while the
latter experienced a falloff to 2.9%
from 3.2%. Consumers said they
bought more music last year via
TV, newspaper or magazine adver-
tisements or toll-free numbers, in-
creasing those purchases to 3.0%
from 2.4%.
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Trust Company Paying Dividends

In an industry where trust isn’t easily gained, both
programmers and label execs are putting their faith in
an Alabama-based band called Trust Company.
Things are looking rock-solid for the young group in
the two biggest markets, as both K-Rocks (WXRK/
New York and KROQ/Los Angeles) are lending their
airwaves to the impressive strains of the band’s lead
single, “Downfall.”” Other major-market players in both
Alternative and Active Rock are also throwing their
weight behind the band well before the May 21 add
date, including stations like KRXQ/Sacramento,
WFNX/Boston and WAQZ/Cincinnati.

Trust Company’s story begins in the unlikely environ
of Montgomery, AL, where guitarist-vocalist Kevin
Palmer and drummer Jason Singleton began forging
their hard rock sound some cight years ago. Josh
Moates joined in on bass, and soon guitarist James
Fukai rounded out the group then known as 41 Down.

Alter yeurs of touring and two self-reteased albums,
they caught the car ol’ Washington-based indie label
[>Cide. The label hustled the group into the studio to
cut a full-length, True Parallels, but things really be-
gan heating up when stations around the band's home
turf began spinning songs from the unreleased CD.

Trust Company

Active Rocker WTKX/Pensacola not only spun
“Downfall” (then known as “*Peach Fuzz”), it featured
the group at its annual festival last year, alongside acts
like Godsmack.

"TKX Mb Mark Dyba watched Trust Company
gain a following through local gigs, but he was really
blown away afier seeing the group at Pensacola’s an-
nual Spring Fest last year. “They had added another
guitarist, James, and it really fleshed out their sound,”
he says. "It was like, *‘Whoa!” They were great live,
they sounded awesome, they played awesome, and
they had the songs. We asked them to play at our "TKX
concert last year, and 1 guess that’s where they started
getting some label interest. Next thing you know,
they’re opening for Puddle Of Mudd and have a CD
coming out.

“*Downfall’ is pretty true to the original, ‘Peach
Fuzz,”™ Dyba says of the current single. *“We’ve been
playing it since last year. it’s a kick-ass tune, and when
you hear the full album, there’s plenty more to play.
Our DJs are educating the audience. People are catch-
ing on that Trust Company is 41 Down.”

Geften Presilent Jordan Schur heard about Trust
Company from its’ Jefi Rabhan, who now manages the
band. “We heard the demo and loved it,” Schur says. “1
went to see the band at a small rehearsal space on a Fri-
day. Thirty to 40 seconds into the first song | said, ‘ You

guys are just what I’m looking for. You're the real deal.”™
By Monday, Schur had signed the group.

Schur was quick to start the courting process. “They
were leaving the next moming to fly to New York to
showcase for everybody,” he recalls. “I said, ‘We gotta
do this.” | brought them back to our oflice. | kept every-
one in our company here until about 8pm that night and
walked the band through the entire company. They met
every radio person, every retail person and every new-
media person.”

With a deal in place, Schur knew that the ideal pro-
ducer would be Don Gilmore, who happened to have the
same atiomey as the band. “By the end of the week [ had
the group back in town to play for Don Gilmore,” Schur
says. “At the end of that showcase Don felt fike | felt.
We had a long talk with the band, because they needed
10 be open-minded and allow Don to get involved with
them so the songs could jump up and the choruses could
get bigger. They were fantastic about it. They totally
wanted that kind of suggestion from their producer. We
made this record, and it came out amazing. Andy
Wallace did a great job of mixing it.”

Lest the band be confused with Sum 41, System Of
A Down or any similarly named outfits, 41 Down
opted for a new name. and the Trust Company brand-
ing began.

“Jt will remind people of Linkin Park, to a certain de-
gree,” says Schur of the band’s sound. “But iU’s its own
thing; it’s authentic. It reminds me of when Limp Bizkit
came up. People would compare them to Korn, saying
they couldn’t tell the difference, but there was a huge
difference. Basically, the story here is that there’s nobody
singing like Kevin. He sounds like nobody clse on the
radio, and it’s always really important for a band to have
their own sound and their own profile.”

“Big hooks, great lyrics, heavy guitars — it’s just onc
of those things,” says Getten/A&M/Interscope head of
national rock promotion Ron Cerrito.

“Betore the record was even done, they went on two
weeks of touring with Puddle Of Mudd,” Cerrito con-
tinues. “They got an amazing response live. Mike Peer
from K-Rock in New York saw the band at Roseland.
and {Geften/A&M/Interscope Sr. VP/Promo] Brenda
Romano turned Kevin Weatherly at KROQ onto the CD
as well. Subsequently, both K-Rocks added it about four
weeks ago, before we even had a mastered copy of the
record. We got the mastered copy of the record the next
day. We started burning copies and sending it out to
people. Lo and behold, it started snowballing.”

And expect more hits to come. The consensus among
those familiar with the full-length is that “Downfall” is
just the tip of the iceberg. “Every song is like a two-lis-
ten hit,” says Cerrito of Trust Company’s upcoming al-
bum, The Lonely Position of Neutral, scheduied for an
in-store date of June 25. *It’s really a solid record.”

“| truly believe that they’re writing timeless, hit
songs,” Schur says. “Their record is one of the best
records I’ve been involved with ever, period.”

Besides radio support from some major tastemakers,
the group will be on the road with some of rock’s hot-
test acts. Trust Company are currently sharing stages
with Adema and will then spend their summer on the
main stage of the Vans Warped tour and opening dates
for nu-metal icons Korn.

Back in Pensacola, WTKX is still behind the band.
“We’re fired up about them,” says Dyba. “We’re proud

of those guys.”
— Frank Correia
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Carey Island Bound

About four months after being released by Virgin Records,
singer Mariah Carey has Inked a worldwide multialbum deal
with Universal Music Group label Island Records. No terms
were disclosed, but sources say the deal could reach as high
as $20 million. Carey, who received about $30 million from her
Virgin buyout, will get approximately $8 million for the first al-
bum and $6 million to $7 mil-
lion each for the next two. Is-
land has the option on a
fourth recording. Additionally,
Carey will have her own label
within UMG, which will be
headed by promotion veteran
Jerry Blair. UMG also will
market Carey's recordings on
a companywide basis.

Commenting on the deal,
Island Def Jam Music Group
President/CEQ Lyor Cohen
said, “Despite offers from
many of our competitors, we
are delighted that Mariah has
chosen Island as the place to begin the next phase of her un-
precedented career. The hallmark of Island Records has al-
ways been to take the current modei of bringing music to the
fans, turn it on its head and redefine it for a new generation.
And, thanks to the overwhelming support of [UMG Chairman/
CEO) Doug Morris, that's exactly what we are going to do with
Mariah by taking advantage of Vivendi Universal’s unparalleied
brands and resources. This will literally be a companywide ef-
fort at all levels.’

Carey, who is aiready in the process of recording her next
album, noted, “I'm incredibly happy. It's a tremendous and un-
precedented opportunity to be working in tandem with Doug.
Lyor and {Interscope Geffen A&M Chairman] Jimmy (lovine],
and to have the benefit of their powerful international forces
led by [Universal Music International Chairman] Jorgen Larsen.
They have collectively helped redefine pop music, and | am
excited to be part of their family.”

Mariah Carey

Smith Sets Streaming Record

Will Smith’s eagerly awaited new single, “Black Suits
Comin' (Nod Ya Head),” was streamed a record-setting
850,000 times by AOL members and web music fans around
the world on the first day (5/7) of its exciusive premiere on AOL
Music’s First Listen program. The song, which surpassed all
previous First Listen first-day numbers, is the leadoff singie for
Smith's forthcoming Columbia Records album, Born to Reign.
It's also the theme for Smith's upcoming summer movie, Men
in Black II. Born to Reign hits retail June 25.

This 'n’ that: The Rolling Stones kick off a national tour
Sept. 5 in Boston. The band, which flew into New York in a
blimp to make the announcement, will play 32 dates at stadi-
ums, arenas and clubs ... Muiti-Platinum hard rock band Tool
begin their summer tour July 11 in Bakersfield ... Platinum-plus
R&B vocalist Monica is working on her new J Records album,
which should be released in August ... Rock band Saliva will
begin recording their sophomore album, tentatively titled Back
Into Your System, by the end of the month. The disc could be
released by August.

CONCERT PULSE
Avg. Gross
Pos. Artist (in 000s} Among this week's new tours:
1 PAULMCCARTNEY $2.475.0
CROSE ! ]
2 Y, STILLS, NASH & YOUNG $1,126.2 508 DYLAN
3 ‘NSYNC $1,108.0
4 DAVE MATTHEWS BAND $8403 HYROCRISY
5 NEIL DIAMOND $7185 JOHN MAYER
5 BARRY MANILOW $437.8 NNENNA FREELON
7 ROBIN WILLIAMS $363.1 SHOKIN. GROOVES 2002
8 LINKIN PARK $299.5 TRty
9 ALAN JACKSON $2906 NI
10 MARY J. BLIGE $277.3 OUTKAST & THE ROOTS
11 KIDROCK $2513 WIDESPREAD PANIC
12 INCUBUS $2235
13 DOWN FROM THE MOUNTAIN $219.3 "F’ff?',“;‘ERLPU,ASE ;sPcou"esy ot
olistar, a publication of Promoters
14 ENRIQUE IGLESIAS $215.1 | Oniine Listings, 800-344-7363,
15 KENNY CHESNEY s214.4 California 209-271-7900.
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HITS Top 50 Albums

»1..}; e e e ————————— —— I
' THE INDUSTRY’S NO. 1 RETAIL CHART May 17, 2002
woTw ARTIST ALBUM LABEL POWERINDEX CHANGE
- 1 Musia Juslisen Def Soul/iDIMG 252,313 —
8 2 CELINE DION A New Day Has Come Epic 146,436 +51%
-— 3 LAURYN HILL MTV Unpiugged No. 2.0 Columbia 126,293 —
3 4 ASHANTI Ashanti Murder Inc./Def Jam/IDJMG 112,270 -10%
4 5 SOUNDTRACK Spiderman Roadrunner/Columbia/IDIMG 106,867 -8%
/ 6 SHERYL CROW C’'mon, C'mon A&M/interscope 104,128 +7%
2 y! KENNY CHESNEY No Shoes, No Shirt, No Problem BNA 100,905 -20%
6 8 VARIOUS Now Vol.9 urv 88,344 -10%
9 9 JOSH GROBAN Josh Groban 143/Reprise 79,908 +6%
1 10 BIG TYMERS Hood Rich Cash Money/Universal 77,823 -52%
" 1" SOUNDTRACK 0 Brother, Where Art Thou? Laost Highway/IDIMG 66,390 +16%
10 12 PINK M!Ssundaztood Arista 61,470 +5%
e A VANESSA CARLTON Be Not Nobody A&M/interscope 60,879 -43%
12 14 SHAKIRA Laundry Service Epic 59,770 +8%
2285, NORAH JONES Come Away With Me Blue Note 48,970 +27%
27 16 ALAN JACKSON Drive Arista 47,351 +33%
15 17 BONNIE RAITT Silver Lining Capito! 44,990 +5%
19 18 LINKIN PARK Hybrid Theory Warner Bros. 44,676 +9%
— 19 NAUGHTY BY NATURE licons vr 42,408 —
18 20 PUDDLE OF MUDD Come Clean Flawless/Geffen/Interscope 42,199 +1%
16 21 LUDACRIS Word 0f Mouf Def Jam South/IDIMG 41,797 2%
21 22 NICKELBACK Silver Side Up Roadrunner/IDIMG 41,447 +5%
24 23 NO DOUBT Rock Steady interscope 41,393 +3%
25 24 JOHN MAYER Room For Squares Aware/Columbia 41,020 +11%
30 25 ENRIQUE IGLESIAS Escape Interscope 40,599 +21%
13 26 SOUNDTRACK Scorpion King Universal 40,214 -16%
26 27 NAPPY ROOTS Watermelon, Chicken & Gritz Atlantic 38,737 +8%
— 28 COAL CHAMBER Dark Days Roadrunner/IDJMG 38,102 ==
33 29 BRANDY Full Moon Alantic 37,912 +16%
— 30 TOM WAITS Blood Money Anti/Epitaph 36,776 —
— 3 TOM WAITS Alice Anti/Epitaph 36,394 —_—
28 32 SYSTEM OF A DOWN Toxicity American/Columbia 34,991 +1%
2008138 USHER 8701 LaFace/Arista 34,587 +3%
32 34 MICHELLE BRANCH Spirit Room Maverick/WB 34,326 +4%
313 GO0 GOO DOLLS Gutterfiower Wamer Bros. 33,788 +2%
48 36 ENYA Day Without Rain Reprise 32,689 +21%
41 37 ALICIA KEYS Songs in A Minor J 32,647 +1%
34 38 FAT JOE Jealous Ones Stili Envy Terror Squad/Atlantic 32,368 1%
14 39 SOUNDTRACK Star Wars Episode |1:Attack... Sony Classical/Columbia 31,604 -32%
17 40 TWEET Southern Hummingbird Gold Mind/Elektra/EEG 31,250 -27%
— 4 BARRY MANILOW Uitimate Manilow Arista 31,199 —
37 42 ALANIS MORISSETTE Under Rug Swept Maverick/Reprise 30,826 -3%
38 43 JA RULE Pain is Love Murder Inc./Def Jam/IDJMG 30,440 2%
44 44 JIMMY EAT WORLD Jimmy Eat World DreamWorks 30,371 +7%
42 45 P.0.D. Satellite Atlantic 30,049 +2%
40 46 MARY J. BLIGE No More Drama Mca 29,635 -3%
46 47 CREED Weathered Wind-Up 28,398 +5%
— 48 VARIDUS Family Values Tour 2001 Elektra/EEG 28,825 —
43 49 B2K B2K Epic 27,976 -3%
39 50 AVANT Ecstasy Magic Johnson/MCA 27,722 -9%

© HITS Magazine Inc.

0\ ALBUMS
Musiq For The Masses

When last we heard from Def Soul/ID-
JMG’s Musiq, his
name was Musiq
Soulchild and he
was at the forefront
of a burgeoning
neo-soul move-
ment that would ul-
timately generate
millions (and mil-
lions) in sales and

Musiq Soulchild

set the stage for the career development of
some authentically musical artists.

Is a No. | album-chart debut “devel-
oped™ enough for you?

Thanks in no small part to his Urban hit
“Halfcrazy,” Musiq moves more than
250,000 this week. Other impressive de-
buts belong to Columbia/CRG’s Lauryn
Hill, whose MTV Unplugged No. 2.0
scored a solid No. 3, and TVT’s Naughty
By Nature, who come in at No. 19.

Rounding out the top five are Epic’s
Celine Dion at No. 2, Murder Inc./ID-
IJMG's Ashanti at No. 4 and Roadrunner/
Columbia/IDIMG/Sony Classic’s Spider-

Man soundtrack. Spider-Man barely edg-

es out A&M/In- g
terscope’s surging :
Sheryl Crow,
who posts a 6% §
gain this week.
Speaking of
gains, clearly the
adults are driving
this week’s market-
place. Besides Ce-
line’s 52% increase (maybe her No. 1 AC hit
“A New Day Has Come” should be “A New
Mother s Day Has Come”), the O Brother,
Where Art Thou? soundtrack, Norah Jones
(into the top 15 this week as “Don’t Know
Why” starts crossing over with adds at AC

Naughty By Nature

and Hot AC), Alan [%
Jackson, Bonnie
Raitt and Enya all
experience healthy
gains.

And, speaking
of adults, how
about that nuity
Tom Waits? His
two Anti/Epitaph
albums debut with virtually identical sales
at Nos. 30 and 31.

Other notable increases go to Aware/
Columbia/CRG's John Mayer, Inter-
scope’s Enrique, Atlantic/Atl G’s Bran-
dy and DreamWorks’ Jimmy Eat World.

Celine Dion

www americanradiohistorv com
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Dave Keeps Going,
And Going.s... ;

Response to Music Meeting’s exclusive download of the new
Dave Matthews Band track was through the roof, as “Where Are
You Going™ has received over
250 hits since we premicered it.
The first track from the forth- |
coming album Busted Stuff is
generating a huge buzz. Congrats
1o the staft at RCA for a great re-
introduction to a carecr artist.

Over at Country. it’s all about
the ladics. First up. we have the
talented gals of SHeDAISY and
their new track, “Mine All
Mine.” which enjoys a No. 49
debut on the Country chart this
weck. Comprising sisters
Kristyn, Kelsi and Kassidy Osborn (no relation to Ozzy). SHeDAI-
SY is in full bloom with this track from the forthcoming album
Knock on the Sky. The sky’s the limit for this talented trio — check
out their new track today.

Another 1aiented temale pertormer 1s Lee Ann Womack, who
made a huge impact st Country radio with / Hope You Dance. Wom-
ack returns with “Something Worth Leaving Behind,” the title track
from her upcoming tourth al-
bum. With introspective lyrics
and wonderful vocals, this is one
track worth checking out.

Pleasing crowds is nothing
new 1o New Jersey native Ja-
heim. When he was just 15, he
& won the notoriously tough talent
show at the Apollo Theater not
once. not twice, but three times.
1 Nowadays you can find the tal-

ented crooner on the airwaves.

Music Meeting has two remix

versions of his fatest. “Any-
thing.” available tor your listening pleasure at Urban. Urban AC and
Rhythmic.

Atlanta rapper Ludacris has been in the fast lane since his Del
Jam debut. Back for the First Time. so it's no wonder he wants ev-
eryone out of his way with his latest single. “Move B***h.” Check
out his belligerent style on this track from Word of Mouf.

Once rapper who's been around since before the term Dirty South
was coined is Scarface. The father of Southern thug rap is gunning
for the top with “Guess Who's Back?’ Find it in Urban and Rhyth-
mic. And y*all remember Young MC. right? He had a top 10 smash
back in "89-"90 with “Bust a Move™ and cven won a Grammy tor
Best Rap Pertormance. Well. we've got new music fron the Young
one. as he delivers the bass-laden groove of “'Feel the Love.” And if
you're looking for even more of a party vibe. check out Vwala’s
“Say So.” Both tricks can be found in Urban and Rhythmic.

Shifting 10 the bard rock world, we've got a handful of new bands
with great new songs. Arista upstans Adema have been enjoying a
breakthrough year thanks to strong tracks like “Giving In” and “The
Way You Like It.” Now they'll have you “Freaking Qut™ with their
latest. Get your freak on in Alier- — . - -
native, Active Rock and Rock. Ty
warner Bros. act Dry Cell first
rocked the Queen of the Damned 4[ oy

1" 8

Lee Ann Wemack

&
G

soundtrack with “Body Crum-

bles.” and now they e ready to go

primetime with their lull-length
Disconnecred. Check “em out in 1
the same formats as Adema. -

Al Active Rock and Rock,
we've got a dynamic duo with
new music: Headstrong and
Nonpoint. Headstrong's "Swing
Harder™ will knock you out with
its slamming guitars, and Nonpoint's “*Your Signs” shows signs that
this band is ready for the main event.

Over at Alternative, The Vines are entwining programmers in their
infectious sonnds with the rockin® track “Get Free.”” Talk about a
kick-ass song. Get free of those towering CD stacks and log onto
wwwrrnusicmeeting.com today to hear the latest singles.

Dry Cell

— Frank Correia
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Week 0f 5-20-02

CHR/POP

ABANDONED POOLS The Remedy (Extasy)

ENRIQUE IGLESIAS Don't Tum Off The Lights (/nterscops)
FIVE FOR FIGHTING Easy Tonight (Aware/Columbia)

KELLY OSBOURNE Papa Don't Preach (Epic)
NELLY Hot In Herre (Fo’ Reel/Universal)

CHR/RHYTHMIC

ALl Breathe in, Breathe Out (Universal)
CLIPSE Grindin' (LaFace/Arista)

E-40 f/FABOLOUS Automatic (Jive)

JENE Get into Something (Motown/Universal}
LABY MAY Round Up (Arista)

LUDACRIS Move B*tch (Islfand/IDJMG)
MARY MARY In The Morning (Columbia)

STYLES {/PHARACHE MONCH The Life (Rawkus/MCA)

YOUNG MC Feel The Love (Stimulus)

URBAN

ALl Breathe in, Breathe Out (Universal)

E-40 1/FABOLOUS Automatic (Sick Wid' Itiive)
LADY MAY Round Up (Arista)

LUDACRIS Move B*tch (Island/IDJMG)

MARY MARY In The Morning (Columbia)

MS. JADE Big Head (Beat Club/Interscope)

SMILEZ & SOUTHSTAR Who Wants This (ART/STdirect)

SWIZZ BEATZ Guilty (DreamWorks)
YOUNG MC Feel The Love (Stimulfus)

URBAN AC

No Adds

COUNTRY

BLACKHAWK One Night In New Qrleans (Columbia)
DARYLE SINGLETARY That's Why | Sing This Way

(Audium)
DAVID NAIL Memphis (Mercury)

LEE ANN WOMACK Something Worth Leaving... (MCA)
TOBY KEITH Courtesy Ot The Red... (DreamWorks)

AC

ELTON JOHN Original Sin (Rocket/Universal)
HALL & OATES Do It For Love (BMG/Heritage)
OLETA ADAMS Love Was Spoken Here (Pioneer)

HOT AC

DIRTY VEGAS Days Go By (Capitol)
JACK JOHNSON Flake (Enjoy/Universal)

SMOOTH JAZZ

BONA FIDE El Dorado (N-Coded)
FISHBELLY BLACK Freefall (Rhythm & Groove/Q)

JOE MCBRIDE Woke Up This Morning (Heads Up)

JONATHAN BUTLER Wake Up (Warner Bros.)
LARRY CARLTON Morning Magic (Warner Bros.)
REMY SHAND Take A Message (Motown)
SPYRO GYRA After Hours (Heads Up)

ROCK

ADEMA Freaking Out (Arista)
AEROSMITH Girls Of Summer (Columbia)
DANZIG Wicked Pussycat (Spitfire)
DAVID BOWIE Slowburn (Columbia)

DRY CELL Body Crumbles (Warner Bros.)
HEADSTRONG Swing Harder (Temper Temper) (RCA)
MARAH Float Away (Artemis)

NONPOINT Your Signs (MCA)

SOIL Breaking Me Down (J)

SYSTEM OF A DOWN Aerials (Columbia)
TRUST COMPANY Downfall (Interscope)

ACTIVE ROCK

A Nothing (Mammoth)

ADEMA Freaking Out (Arista)

AEROSMITH Girls Of Summer (Columbia)
DANZIG Wicked Pussycat (Spitfire)

DRY CELL Body Crumbles (Warner Bros.)
HEADSTRONG Swing Harder (Temper Temper) (RCA)
NONPOINT Your Signs (MCA)

SDIL Breaking Me Down (J)

SYSTEM DF A DOWN Aerials (Columbia)

TRUST COMPANY Downfall (/nterscope)

ALTERNATIVE

A Nothing (Mammoth)

ADEMA Freaking Qut (Arista)

CORNERSHOP Lessons Learned...
(XL/Beggars Group/V2)

DAVE MATTHEWS BAND Where Are You Going (RCA)
DRY CELL Body Crumbles (Warner Bros.)
MARAH Float Away (Artemis)

PAUL OAKENFOLD Ready... (Maverick/Reprise)
SWITCHED Inside (/mmortal/Virgin)

SYSTEM OF A DOWN Aerials (Columbia)
TRUST COMPANY Downtall (/nterscope)
VINES Get Free (Capitol)

TRIPLE A

BRYAN FERRY Goddess Of Love (Virgin)

CHRIS ISAAK One Day (Reprise)
DAVEMATTHEWS BAND Where Are You Going? (RCA)
DAVID BAERWALD Compassion

(Lost Highway/{DJMG)

DAVID BOWIE Slow Burn (Columbia)

JOHNNY IRIDN Frontage Road (Yep Roc)
JULIANA HATFIELD Every Breath You Take
(Zoe/Rounder)

LDUISE GOFFIN Instant Photo (DreamWorks)
PHIL LESH & FRIENDS Night Of A Thousand Stars
(Columbia)

PHIL LESH & FRIENDS Real Thing (Columbia)
PROMISE RING Become One With Anything One Time
(Anti/Epitaph)

Going For Adds™ is based on information provided by record labels, which is subject to .
change without notice. R&R’s Music Meeting is a secure and password-protected Inter- “qmd Illﬂlll

net service auditioning and/or downloading current music. Each week songs are posted
online for participating radio programmers and record label executives. Not every title
appearing in Going For Adds is available on Music Meeting.

St

wwuw.rrmusicmeeting.com
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How To Keep Women Interested

] Ways to attract female diarykeepers and keep them tuned in

11 had the answer to the question “What do women want?” I’d be writing self-help books
instead of radio columns. This week I’ve decided to focus on how you can do a better job of
— getling women to listen to your station a little longer. And in a format that suffers from low
TSL figures, any bump could be significant.

in this “[ want it now™ world, Ar-
bitron is hard at work on new techno-
logical wonders. like the Portable
People Meter. In the meantime, the
ratings firm is also taking information
from the diary and new studies to the
next level. | have been an over-the-top
fan of Arbitron’s many studies cover-
ing everything from the Internet to
what [ consider one of their very best
research topics, “What Women
Want.”

In that study, released in July 2001,
Arbitron and Joint Communications
examined the listening habits of 1,060
female diarvkeepers. Now, with fresh
summary information culled from that
study, the two companies are ready to
reveal a more in-depth look at what
makes women tune in and tune out
your radio station.

Nine Factor Groups

Factor groups are like a CT scan
of your listeners. They serve as a
way of looking deeper to see connec-
tions that aren’t obvious on first anal-
ysis. There are nine factor groups
driving tune-in. Each of these nine
groups is looking for music when it
first turns on the radio, yet each of
them is attracted to a specific aspect
of radio programming. Remember
this about factor groups: They are
another look at vour audience; they
are not the only look.

To put this in perspective, even if’
it’s not specifically identified in the
following descriptions of these factor
groups. a major reason why each
tunes in to radio is *to hear lots of
music they like.” The No. | reason
they tune out is “too many commer-
cials.” With that in mind, let’s take a
look at nine factor groups that link
reasons and factors for tuning in to ra-
dio and tuning out of radio 1o issues
of personal importance.

Mood Seekers: This group is look-
ing for radio to change their mood.
They "strongly agree” that “[ listen to
radio to relax” (91%) and “radio
keeps me company” (91%). Thev
want to feel good (90%), reduce stress
(86%) and escape day-to-day life. In-
terestingly. they are verv responsive
to radio advertising and have the
highest percentage (along with “lon-
ers™) that “strongly agrees” that radio
advertising is an important factor
when deciding on what to buy. Their

e E—— e

Overall, most women
tum off the radio because
they hear too many
commercials or they
hear rude announcers
saying something
inappropriate for their
kids to listen to.

e |

top four formats are AC, Oldies, CHR
and Religious.

Infoholies: Even though this group
loves music, the top two items they re
seeking from radio are information-
oriented. They “strongly agree” that
“they want news and news headlines™
(96%), as well as “information that
keeps me up-to-date” (92%). But then
they want music. Even though they
want radio to keep them informed,
they are very high in demanding ra-
dio that they can listen to with their
kids. Their favorite formats are News/
Talk, followed by AC and CHR.

Laughers and Gamers: When
this group tunes to radio, they’re look-
ing to laugh and to play contests.
They spend more time with radio than
any other factor group (four hours a
day). Although music is their No. |
tune-in item, “funny DJs” is a very
strong No. 2 (88% “strongly agree”).
They want DJs to make them laugh
(78% “strongly agree™). This is an
active group of women who are twice
as likely as any other factor group to
be members of a frequent-listener
club and to respond when targeted by
direct mail.

Over half (55%) “strongly agree”
that ““radio contests are fun to listen to
even if | don’tplay them.” This group
drives contesting. However, even
though they like to laugh and play
contests. they are very vocal that they
want radio to broadcast things that are
OK to listen to with the kids (75%
“strongly agree™). Their top formats
are AC. Country, CHR and Urban.

Worried, Poor and Angry: The

www americanradiohictorv com

name says it all. They worry about
evervthing from their health to their
kids and money. Sixty-nine percent
“strongly agree” that they never have
enough money. An amazing 92%
“strongly agree” that “they worry a lot
about their children’s safety.” They
spend more time with TV (3.4 hours
a day) than any other factor group.

When they do listen to radio, mu-
sic is their No. | reason for tuning in.
But they don’t really have expecta-
tions about what they can get from
radio. They just want it to make them
feel good and to relax them while
keeping them informed. They are
overwhelmed by time pressure
80% “strorgly agree™ that they don’t
have enough time for themselves.

Direct miail is reaching this group.
A much higher percentage of this
group, compared to others, mentions
that they have been targeted by direct
mail. Their most-preferred format by
a significant margin is AC, followed
by CHR and Rock (defined in the
study as AOR).

Just Music Fans: This factor
group just wants music — and lots of
music they like. They don’t want talk.
They don’t want contests. They don’t
even think contests are fun to listen to
even if they don’t play them. “Just
Music Fans” is one of the three fac-
tor groups (including “Worried, Poor
and Angry™ and “Laughers and Gam-
ers”) who have been most effective-
ly targeted by direct marketing. How-
ever, they do not respond well when
targeted. Their favorite format is AC,
followed closely by CHR. Favorite
format No. 3, Country, is far behind.

Optimists: This outgoing, versatile
group sees everything in a positive
light. They think they can be what
they want to be and that hard work
results in success. They’re under low
stress and find it very easy to wind
down. Even though music is the most
important reason they listen to the ra-
dio, they want to be kept up-to-date
with what’s going on.

This group is very pro-woman.
Seventy percent of them *‘strongly
agree” that they will tune out radio
stations that have “an anti-woman at-
titude” —- the highest percentage of
any group. These optimists love AC,
with CHR and News/Talk their sec-
ond and third choices.

Sports Fans: This factor group is

= o e

e e SRk g S B 7

Connecting The Dots To Better TSL

What do women want, and what factors drive tune-in and
tune-out? By looking at factor groups, programmers and
marketers can get a better understanding of the elements
that divide and bind together women who listen to the ra-
dio. In a nutshell, according to an Arbitron-Joint Commu-
nications study, there are nine types of women who tune
in to radio.

Tune-in Factors

¢ Mood Seekers. They use radio to change their mood, especially
to make them feel good and relax.

« Infoholics. Radio keeps them informed.

¢ Laughers and Gamers. They want to laugh, play contests and have
fun.

* Worried, Poor and Angry. Radio is an escape, a way of tuming
oft and finding comfort in music.

* Just Music Fans. Radio is a Jukebox. They want to hear Iots of
music they like and nothing else.

* Optimists. They love to hear their favorite songs and to be kept
up-to-date. They're looking for radio that reinforces their positive attitude
toward the worid.

*Sports Fans. Mostly, they're listening to music they like, including
up-to-date songs. However, they really enjoy sports information and play-
by-play broadcasts. The only other factor group of women who enjoy
spors in any way is “Infoholics.”

¢ Loners. Although women in this group spend a lot of time by them-
selves, they really respond well when radio reaches out to them and visits
their workplace. Although they don't spend as much time with radio as
other factor groups, when they do listen, it makes a big impact.

* Risqué Fans. This young, liberal, Internet-savvy crowd likes radio
with an edge. Although they enjoy laughing, they aren’t too blig on con-
tests. And, although they don’t want radio to get too rude, they are the
least likely to tune out because of rude announcers or inappropriate con-
tent.

Tune-Out Factors

Three factors lead women to tune out (tum off the radio or change
stations). Overail, most women turn off the radio because they hear too
many commercials or they hear rude announcers saying something in-
appropriate for their kids to listen to. However, when tune-out behavior
is subjected to factor analysis, three distinct types of tune-outs emerge.

* Wrong Song and Ad Haters. This group is hypersensitive to hear-
ing the wrong song or advertising that is annoying. They push the but-
ton or tumn the radio off very quickly when they hear songs they don't
like or hear any advertising that is annoying (this includes too many com-
mercials, as well as specific commercials that irritate them).

* Insensitive Content Dislikers. The name says it all. They don't like
rude disc jockeys, they don't like radio that's hard to listen to with their
kids, and they don't like hosts they don't agree with. These elements get
a hair-trigger negative response. Watch out if you are rude during the
workday. This group Is twice as likely to be listening to the radio at work
than elther of the other tune-out factors.

* No Time to Listen. Although this group likes radio, they tune out
when they have no time Ieft to listen. They're just too busy. They'd like
to listen more, but they have something else to do. They're especially
negative on contests (they don’t tune In because of them, they tune out
when they come on) because they're so short on fime that they’d rather
have more music than a contest. This group is most likely to think that
you've lost your mind if you run a promo that says something like, “Now
we play more of your favorite songs so you can listen longer.” They
couldn't listen longer if they wanted to.

= T

really driven by sports and sports in-
formation. Almost all interest in sports
among women in the total survey is
concentrated in this one factor group.
Just to keep it in perspective, they
love music. too, and cite it as the No. |
reason they tune in (o radio. Their two
favorite formats are AC and CHR,
with Country, Urban and Rock farther
behind.

Loners: This tactor group is most
likely to “strongly agree” that they
spend a lot of time by themselves.
They seem to be somewhat antiso-
cial. Even though music is very im-
portant to them, they spend less
time with radio than any other tac-
tor group (2.7 hours a day). They
have a disproportionately high in-
terest in business and financial news
(second only to “Infoholics™). They
are much more likely than any oth-

er group to think of themselves as
conservative and have the highest
demand for radio that “should
broadcast information that is help-
ful in raising my chiidren.”

They seem to have a conflicted
opinion about disc jockeys. On one
hand. 63% “strongly agree” that they
want DJs and hosts to give them in-
side information on what’s going on,
but they are just as likely (63%) to say
that “*DJs taik too much.” Making lon-
ers happy means keeping it short and
focused.

From an advertising standpoint,
they’re attractive, and tied with *“Mood
Seekers” at No. 1 in agreement with
the statement “Radio advertising is
important to help me make decisions
about what to buy.” Not surprisingly,

Continued on Page 42
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WE ARE ALL MADE OF STARS

THE FIRST TRACK AND VIDEO FROM THE NEW ALBUM 18
IN STORES MAY 14TH

MOBY.CCM V2MUSIC.COM
MANAGEMENT: MCT

v;,_ "

Most Added at Mainstream and Adult Top Forty!

WSTR/Atlanta G105/Raleigh WPRO/Providence WTMX/Chicago
KLLC/San Francisco KALC/Denver WPTE/Norfolk KRBZ/Kansas City
WSSR/Tampa KAMX/Austin  WKZN/New Orleans KZZ0/Sacramento
KQMB/Salt Lake City and moby more

“This song is exactly what radio needs right now ~ balance! Moby is a credible artist who is very
visible and very, very cool. We all take chances but | consider this song no-risk airplay.”
— Tom Gjerdrum, KALC/Denver

“2 LISTENS AND YOUR HOOKED! | LOVE THIS
SONG! WE EVEN USE IT AS AN ANTHEM FOR
‘ALL THE STARS’ ON THE CAROLINA

~ HURRICANES HOCKEY TEAM DRIVING FOR

~ THE STANLEY cupi Go:cAnes'” D o e
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Callout Amerlca®

EXCLUSIVE NATIONAL MUSIC RESEARCH Es TIMATES May 17, 2002
CavLout Americae Song selection is based on the top 25 tittes from the R&R CHR/Pop chart for the airplay week of April 22-28.

CHR/POP : CatLour AmeRrrca
HED = Hit Potential ® $ DEMOGRAPHICS REGIONS N
TOTAL AVERAGE
Ay Hot Scores
g

g

g

2| WOMEN  WOMEN ~ WOMEN MID-

5 12417 18-24 25-34 | EAST SOUTH WEST WEST

ARTIST TITLE LABEL(S) WoW 3w 4w
L e By ANTHONY ACAMPORA |

JIMMY EAT WORLD The-Middie (DreamWorks) 3.94 3.66 3.80 3.68 654 12.7[4.08 3.81 385 (392 393 3.83 4.07 .
hat a great research week for
LINKIN PARK In The End (Warner Bros.) 385 3.74 382 3.86 741 234|387 376 391 [3.70 414 373 3.80 Jimmy Eat World’s “The Mid-
I dle” (DreamWorks). The band posted the
MICHELLE BRANCH All You Wanted (Maverick:W8) 383 379 378 3.84 661 17.1{407 3.70. 362 [3.68 3.74 4.06 3.85 | topspotin RateTheMusic’s Hot AC and
I Altemnative surveys and ranked top five
PUDDLE DF MUDD Blurry (Flawless/Geffen/Interscope) 383 371 3.71 3.5 705 188371 3.96 3.86 [3.57 4.09 3.84 3.82 | inthe CHR/Pop survey. Then, for good
measure, the track vaults to No. | on
HE) NICKELBACK Too Bad (Roadrunner/IDIMG) 375 376 376 3.70 57.3 10.2|3.72 3.72 3.84 (358 420 3.61 3.60 | Callout America. “Middle” is testing
across the board. ranking first with teens,

NICKELBACK How You Remind Me (Roadrunner/IDJMG) 375 376 3.74 3.61 77.3 26.8|3.65 3.78 3.84 (359 3.96 3.76 3.67 | second 18-24 and third 25-34.
’ . . . Nickelback remain red-hot. Their
VANESSA CARLTON A Thousand Miles (A&M/interscope) 3.75 376 3.69 374 624 154 3.84 361 3.75 [3.74 3.66 3.84 376 | jyieq single, “Too Bad” (Roadrunner/

IDIMG), ranks fifth overall this week,

PINK Don't Let Me Get Me (Arista) 372 381 369 376 69.8 205|372 371 374 (360 3.84 387 360 [ oot women 18.24
. " ; and a solid fourth 25-34. Their first sin-
SHAKIRA Underneath Your Clothes (Epic) 385 359 371 367 683 200|361 373 363 [366 375 378 342 | S O e Me” e il
AALIYAH More Than A Woman (BlackGround) 361 356 3.70 364 437 10.5|3.65 361 350 346 3.86 3.48 3.67 | 'estingiop five—and Chad Kroeger’s
duet with Josey Scott, “Hero,” is mov-

HP) BUSTA RHYMES Pass The Courvisier () 361 — — — 400 7.8 }3.87 336 3.35 [3.64 3.39 371 3.70 | inguptheairplay chart. )
- S R - Michelle Branch ranks third over-
CALLING Wherever You Will Go (RCA) 360 362 370 3.64 78.8 285|354 354 3.72 |3.59 3.78 3.40 364 | 2ll this week with “All You Wanted”
(Maverick/ WB). “Wanted” ranks sec-
FAT JOE F/ASHANTI What's Luv? (Terror Squad/Atlantic) 3.60 3.70 382 359 68.3 24.9|3.63 3.69 3.44 {360 3.71 3.66 3.44 | ond with teens and ninth among wom-

’ —— = en 18-24.

DEFAULT Wasting My Time (TVT) 358 3.65 3.51 353 63.9 195351 3.60 3.70 [3.31 4.09 355 3.46 Early reaction to Busta Rhymes’
- “*Pass the Courvoisier” (J) is strong: The
ASHANTI Foolish (Murder Inc./Def Jam/IDJM&) 358 3.65 3.62 3.68 66.1 251|355 3.77 3.34 {344 370 3.70 3.48 | song debuts at No. 10 overall with a

3.61. It ranks third out of the box with
P. DIDOY H/USHER & LOON | Need A Girl (Bad Boy/Arista) 358 3.711 368 3.79 52.0 144|364 3.64 3.34 |350 3.79 3.64 3.38 teens, scoring a 3.87— with significant

ight airplay.
JENNIFER LOPEZ Ain't It Funny (Epic) 355 345 357 3.5 69.8 29.3 |3.45 3.63 359 [3.46 360 3.67 3.44 11.50233 nominee India.Arie con-
82K Uh Huh (Epic) 350 358 — — 520 137 |3.75 3.46 3.00 |3.40 361 3.72 327 g“‘e\ﬁla"e:’“‘(m,';:"n‘}aixzz:{;Z,Zni‘:
INDIA.ARIE Video (Motown) 350 359 347 — 522 149|360 322 3.74 (338 348 366 3.43 | Scvenhinthedemo.

Along with Michelle Branch, two

i L . 62 3. ! / 813 ] ] I i ! 1 other ladies are closing in on the top
USHER U Don't Have To Call (LaFace/Arista) 349 362 359 348 563 17.8|3.53 358 318 (334 363 365 333 | O K e chaut, Ashan,

JARULE F/ASHANTI Atways On Time (Murcer Inc.Def Jam/DJMG) “3.47 3.46 3.56 3.44 754 33.4 | 329 3.64 3.57 |3.25 346 3.72 3.46 | i ranks fourth in the important 8-24
cell with “Foolish” (Murder Inc./Def

NO DOUSBT Helia Good (/nterscope) 346 320 338 — 585 151 |3.57 333 344 |347 355 3.16 3.63 | Jan/IDIMG), and Vanessa Carlton

ranks fifth overall and with teens and
G0O0 GOO DOLLS Here Is Gone (Warner Bros.) 345 345 335 344 615 163 [3.40 344 352 |3.51 3.63 3.40 3.26 sixth 25-34 with “A Thousand Miles™

N (A&M/Interscope).

‘N SYNC Girlfriend (Jive) 338 341 359 341 646 24.4|3.42 354 3.09 (340 3.40 352 3.19 R&R is in the process of convert-

ing Callout America subscriptions to e-
ENRIQUE IGLESIAS Escape (Interscope) 3.35 3.41 350 333 67.8 23.2|340 328 3.33 [3.50 3.60 2.85 3.43 mail. If you currently receive our fax

and would like to receive Callout
KYLIE MINOGUE Can't Get You... (Capitol) 328 3.02 3.29 311 705 285)3.18 3.40 3.30 |3.05 3.45 3.20 3.43 America via e-mail, please contact our
TWEET Oops (Oh My) (Gold Mind/Eiekira/EEG) 322 325 309 321 60.0 251|317 341 3.04 {321 326 3.25 317 g‘,’f:),?;,‘j,};‘g@"?‘,}f,“,,i;‘;;*;j,“’ R

Total sample size is 400 respondents with a +/-5 margin of error. Total average favorability estimates are based on a scale of 1-5 (1 = dislike very much, 5 = like very much). Total familiarity represents the percentage of
respondents who recognized the song. Total burn represents the number of respondents who said they are tired of hearing the song. Songs must reach 40% familiarity before they appear in print. Hit Potential (HP)}
represents songs that have yet to chart in the top 25 on R&R's CHR/Pop chzrt. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and
markets: EAST: Boston, Nassau-Suffolk, New York, Philadelphia, Pittsburgh, Providence, Washington, DC. SOUTH: Atlanta, Dallas, Houston, Miami, San Antonio, Tampa. MIDWEST: Chicago, Cincinnati, Cleveland, Colum-
bus, Detroit, Kansas City, Milwaukee, Minneapolis, St. Louis. WEST: Denver, Los Angeles, Portland, Sacramento, Salt Lake City, San Diego, San Francisco, Seattle. © 2002, R&R Inc.

INTRODUCING
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WE SLASHED THE DELAY
TO KEEP TALENT HAPPY
WHEREVER THEY ARE.

e | ORBAN OPTIMODFM 8400 v 20

MAKE THE BEST SOUNDING ALREADY OWN B400? UrPGRADE FOR FREE FROM FTR.ORBAN.COM |
PROCESSOR EVEN BETTER
Orban/CRL Systems, Inc. | 1525 S. Alvarado St. | San Leandro CA 94577 USA
Tel: 1.510.351.3500 | Fax: 1.510.351.0500 | email: custserv@orban.com | web: www.orban.com
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P "3 CHR/Pop Top 50

May 17, 2002
WEEK  ARTIST TITLE LABEL(S) e PLAYS mP%?o%s:ISONS e Most Added-
1 1 PINK Don't Let Me Get Me (Arista) 8275  -352 908801 14 1310 www.rradds.com
3 @ ASHANTI Foolish (Murder inc./Def Jam/IDJMG) 7736 +284 916010 9 1290 | o oy
i /]
] © VANESSA CARLTON A Thousand Miles (A&M//nterscope) 7635 +503 958522 13 1300 WILL SMITH Black Suits Comin (Nod Ya_.) (Columbia) 95
2 @ MICHELLE BRANCH Alf You Wanted (Maverick/W8) 7606 +45 831818 18 12900 | CReep One Last Breath (Wind-up) 50
4 € FATJOE F/ASHANTI What's Luv? (Terror Squad/Atlantic) 7500 +49 919815 11 119/0 | SEVEN AND THE SUN Walk With Me (Atiantic) 3
5 @ SHAKIRA Underneath Your Clothes (Fpic) 7467  +172 809056 13 130/0 | C.KROEGER F/J. SCOTY Hero (RoadrunnerColumbia/DIMG) - 29
9 @ NODOUBT Hella Good (Interscope) 6270 4443 678620 7 13100 gI"R"T’;"Jgf;2slggfg§"3y“;ga%)’“"pe’ gg
7 8  PUDDLE OF MUDD Blurry (Flawless/Geffen/Interscope) 6030 -621 618038 17 1300 | aNASTACIA One Day In Your Life (Epic) 20
11 @ P.DIDDYF/USHER & LOON | Need A Girl (Part One) (Bad Boy/Arista) 5371 +757 712542 7 117/2 | AVRIL LAVIGNE Complicated (Aristz) 20
10 10  LINKIN PARK In The End (Warner Bros.) 5061 571 502038 22 109/0 | MOBY We Are All Made Of Stars (V2) . 18
8 11 JENNIFER LOPEZ Ain't It Funny (Epic) 4852 -1007 483766 19 1280 | JOHNMAYER No Such Thing (Aware/Columbia) L
13 (D  DEFAULT Wasting My Time (TVT) 4476 +352 464840 12 11972
17 @  JIMMY EAT WORLD The Middle (DreamWorks) 4363 +438 559914 9 12673 r U & O r f e
20 (D USHER U Don't Have To Call (LaFace/Arista) 4048  +212 488778 8 1190 “sparkle”
14 15 GO0 GOD DOLLS Here Is Gone (Warner Bros.) 4001 -55 442378 9 117/0 B ]
23 @  NELLY Hot In Herre (Fo’ Ree//Universal) 311 4720 395010 4 11772 Sor; :00 popyspi:.é-
25 @ EMINEM without Me (Shady/Aftermath/interscope) 3606 +1163 436539 2 12273 R&R Hot AC: D-D!
12 18 ‘N SYNC Girlfriend (Jive) 3565  -846 441455 18 128/0 Modern Adult Monitor 25*- 23*
19 19 CALLING Wherever You Will Go (RCA) 3430 -390 359608 30 1190 Adult Top 40 Monitor 29*- 28*!
18 20 KYLIE MINOGUE Can'’t Get You Out Of My Head (Capitol) 3211 -637 292056 19 129/0 Musical guest on
15 21 ENRIQUE IGLESIAS Escape (/nterscope) 3204 764 439871 15 1210 Conan O’Brien May 22nd!
22 € B2KUhHuh (Epic) 3169 +80 355137 9 1120 THE ISLAND DEF Ja MUsIC GROUP B
16 23 TWEET Oops (Oh My) (Gold Mind/Elektra/EEG) 3164  -831 267260 10  116/0
26 @ JENNIFER LOPEZ F/NAS I'm Gonna Be Alright (Epic) 3088  +636 340065 4 1245 Most Increased
21 25  INDIA.ARIE Video (Motown) 2838  -275 287608 12 120/0 Plays
28 €@ CRAIG DAVID Walking Away (Wildstar/Atlantic) 2747  +442 305479 6 110/0 —
29 @ NICKELBACK Too Bad (Roadrunner/IDJMG) 455 4175 203308 7 wwon | ,;P;QXSE
30 @ SHERYLCROW Soak Up The Sun (A&M(/nterscope) 2313 4232 210470 9 A0/ | el e (StadyAttermatinterscope)  +1163
27 29  CELINE DION A New Day Has Come (EpIC) 2175 -214 234570 12 107/0 WILL SMITH Black Suits Comin’ (Nod Ya...) (Columbia) +865
24 30  JARULE F/ASHANTI Always On Time (Murder Inc./Def Jam/IDJMG) 2157  -377 236328 20  120/0 | P.DIDDY FAUSHER & LOON | Need A Gir..) (Bad Boy/Arisiz) +757
35 @ DIRTY VEGAS Days Go By (Capitol) 1937  +499 251390 4 108/24 | C.KROEGERFU. SCOTT Hero (RoadunnerCombi/DIMG) +753
32 @  PAULINA RUBIO Don't Say Goodbye (Universal) 1028 4222 29476 5 015 | NELLYHotlnfere (Fo feetUniersa) 4720
JENNIFER LOPEZ F/NAS I'm Gonna Be Alright (Fpic)  +636
36 @ AALIYAH More Than A Woman (B/ackGround) 1824 +448 256387 4 91/13 VANESSA CARLTON A Thousand Miles (A&M/interscope) +503
33 34  JADE ANDERSON Sugarhigh (Columbia) 1536 -195 143776 6  104/0 | DIRTY VEGAS Days Go By (Capitol) +499
34 35 BRITNEY SPEARS Overprotected (Jive) 1463 146 150338 6  101/0 | AALIYAH More Than A Woman (BlackGround/Virgin) ~ +448
31 36  RES They-Say Vision (MCA) 1457  -294 141166 10  102/0 | MO DOUBT Hella Good finterscope) e
40 €D CALLING Adrienne (RCA) 1258  +103 135788 3 76
42 @ COURSE OF NATURE Caught In The Sun (Lava/Atiantic) 150  +122 83334 5 64/ lgos t P Iayted
48 @ MARYJ. BLIGE Rainy Dayz (MCA) 100 4267 156672 3 71/ ecurrents
49 @ BRANDY Full Moon (Atfantic) 1096 +255 104280 2 76/8 ARTIST TITLE LABEL(S) TOTAL PLAYS
@ CHAD KROEGER F/AJOSEY SCOTT Hero (Roadrunner/Columbia/DJMG) 1055 +753 95777 1 95/29 | NICKELBACK How You Remind Me (RoadrunnenDJMG) 3421
45 @ SOLUNA For All Time (DreamWorks) 1055 4130 79685 5 715 g‘::l‘é JD Aﬁ}l'oﬁg Baa';'é'y(ﬁ/flflj;s’,gﬂ;’jt’/‘;n B gﬁgg
41 43 LUDACRIS Roll Out (My Business) (Def Jam South/IDIMG) 1010 91 95032 16 86/0 CREED My Sacrifce (Wind-up) 1748
38 44 P.0.D. Youth Of The Nation (Atlantic) 985  -320 127406 13 102/0 | PINK Get The Party Started (Arista) 1674
47 @ MARC ANTHONY I've Got You (Columbia) 982  +139 142212 2 1B USHER U Got It Bad (Laface/Arista) 1671
50 @ BUSTARHYMES Pass The Courvoisier (Part It) (J) 964  +133 119727 3 65/6 hf]“gguwﬁj C;;‘b‘ F'(%‘,‘JS“;O’VL‘;"""Q“‘ (Curd) }igg
39 47 OUTKAST The Whole World (LaFace/Arist) B0 332 00 15 T | tovaoo e e
@  WILL SMITH Black Suits Comin’ (Nod Ya...) (Columbia) 865  +865 123732 1 96/95 | SHAKIRA Whenever Wherever (Epic) 1364
@ LUDACRIS Saturday (Qooh! Qoooh!) (Def Jam South/IDIMG) 841 +81 77283 1 49/8 LIFEHOUSE Hanging By A Moment (DreamWorks) 1352
46 50 FABOLOUS Young'n (Holia Back) (Desert Storm/Elektra/EEG) 832 -83 101817 15  66/0 :Eﬂ'msﬂfgg mlg éfgﬁgffgfﬁﬁgmm 5 :m
= | i
1’3;/(52%2'21/)1015320?:'5. Monitored airplay data supplied by Medi'abase"Researcn, a division of Premiere Radio Networks. Songs ranked by total plays for the airptay week . —
of /02- . t ini I i t i If tw ied i i i | . f
e B e e ey v o | R&R Saton Playsts have moved 0 the wb.
reporting station. Songs unreported as adds do not count toward overall total stations playing a song. Most Increased Plays lists the songs with the greatest week-1o-week l See all of our monitored reporters at
incregsqs in total plays. Gross Impressions equals Average Quarter Hour Persons times number of plays (times 100). Average Quarter Hour Persons used herein with www.rronline.com.
permission from the Arbitron Company {copyright 2002, The Arbitron Company). (C) 2002, R&R. inc.
S oA URBOEr
peste Powerline
: Adult Contemporary Music [ &
P . amilyNet
Contemporary Christian music program with , S MagasziSerSt;)IB Pt
artist interviews hosted by Dave Tucker. S Country Crossroads 6350 West Freeway
“ / Country Hits and Interviews
WEEKLY PROGRAMS - - Fort Worth, TX 76116-4511
FREE! - i | The Baptist Hour .
FOLLOWED BY A :24 PROMO SPOT : Contemporary Christlan Music 800-266-1837
VOICE OUT 28:00 e lo . :60 Features www.FamilyNetRadio.com
COMPACT DISC e Family, Health & Fitness email: info@FamilyNetRadio.com
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T e S
°May 1 7, 2002
R&R’S EXCLUSIVE REPORTED OVERVIEW OF NATIONAL AIRPLAY Most Added-
RTISTTITLE LABE!
v&‘sse} v?glsi ARTIST TITLE LABEL(S) E‘EEE PT.:V-S u.wg%%s)sﬁms wg:ﬁgu m‘ﬂn‘gw"y :)HEEU One L::t) Breath (Wind-up) A;‘:
1 1 PINK Don't Let Me Get Me (Arista) 3040 -48 88554 12 520 | WILL SMITH Biack Suits Comin’ (Nod Ya..) (Columbia) 28
2 @ MICHELLE BRANCH All You Wanted (Maverick/WB) 2857 460 84506 17 510 ‘S‘g‘,’éﬁ‘m‘TL,{“E"’SSZE%EESV&’;"{;’;?%Z" b E
3 © VANESSA CARLTON A Thousand Miles (A&M/interscope) 2838 +127 82981 12 51/0 C. XROEGER F/J. SCOTT Hero (Roadrunner Columbia/lDIMG) 12
4 @ SHAKIRA Underneath Your Clothes (Epic) 2647 +28 75191 11 49/0 LUDACRIS Saturday...) (Def Jam South/IDJMG) 10
6 @  ASHANTIFoolish (Murder fnc./Def Jam/IDJMG) 2617 4216 77415 7 510 | JOHN MAYER No Such Thing (Aware/Columbia) 7
7 @ NODOUBT Hella Good (Interscope) 2429 4230 69635 6 520 | AALIYAH More Than A Woman (BlackGroundVirgin} 6
5 7  PUDDLE OF MUDD Blurry (Flawlss/Geffen/interscope) 212 335 65708 17 46D | Lo s GoBy (Garic) 6
g plicated (Arista) 6
8 @ FATJOE FASHANTI What's Luv? (Terror Squad/Atiantic) 2179 475 62891 11 470 | p.DIDOY FIUSHER & LOON | Need A Gir. (Bad Bop/Arista) 4
9 @ GOOGOO DOLLS Here Is Gone (Warner Bros.,) 2113 +40 62312 8 510 | BRANDY Full Moon (Atiantic) 4
11 ) JIMMY EAT WORLD The Middle (DreamWorks) 1888  +130 56138 9  51/0 | MARYJ. BLIGE Rainy Dayz (MCA) 4
12 @  DEFAULT Wasting My Time (TV7) 1715 +19 50784 12 46/1 ;:'(',‘PTL‘IJ,?E"EE e {”‘gg e 1
21 @ P.DIDDYFAUSHER & LOON | Need A Gir(Part One) (Bad Boy/Arista) 1550 4319 44154 5 474 | SORIALOELL Right Up Your Faco (Curt) 4
17 @ SHERYL CROW Soak Up The Sun (A&M/Interscape) 1479 458 42465 9 501 | MOBY We Are All Made Of Stars (V2) a
18 @ USHER U Don't Have To Call (LaFace/Arista) 1470 +49 44269 8 45/ | EMINEM Without Me (Shacy/Aftermat/interscope) 3
14 15 LINKIN PARK In The End (Warner Bros.) 1407 126 41057 20 370 ggbgl’:“}\ma‘hmﬁ{gga’gg})’gg‘;g — g
10 16  JENNIFER LOPEZ Ain't It Funny (Epic) 1368  -486 38841 20 380
19 @ NICKELBACK Too Bad (Roadrunner/IDJMG) 1308  +13 35095 6 500
13 18 ENRIQUE IGLESIAS Escape (Interscope) 1287  -268 40990 14 390
24 {© CRAIG DAVID Walking Away (Wildstar/Atiantic) 1208 +190 34790 5 502
20 20 INDIA.ARIE Video (Motown/Universal) 1155 -84 32064 11 400
16 21 KYLIE MINOGUE Can't Get You Out Of My Head (Capitol) 1124 -392 36163 18 36/0
22 22 CALLING Wherever You Will Go (RCA) 1014 173 29063 30 3400
35 @ EMINEM Without Me (Shady/Aftermath/Interscope) 999 4488 29350 2 473 |-
29 @ NELLY Hot In Herre (Fo' Reel/Universal) 976  +264 26279 2 4571 Most Increased
15 25 'NSYNC Girlfriend (Jive) 968  -555 29187 16 320 Plays
23 26 TWEET Oops (Oh My) (Gold Mind/Elektra/EEG) 977 254 23144 9 380
31 €@ JENNIFER LOPEZ F/NAS ' Gonna Be Alright (Epic) 08 w228 20017 2 A2 | LR
26 @ B2KUNHuh (Epic) 825 456 20794 6 S| eynew without Me (ShadAftermatvinterscope)  +488
28 @ CALLING Adrienne (RCA) 776 +43 21260 3 40/0 | c.KROEGER Fil. SCOTT Hero (RoadrumnerCobimbiadDIMG) +376
30 € SOLUNA For All Time (DreamiVorks) 752 459 25432 9 4573 P. DIDDY FAUSHER & LODN | Need A Girl.. (Bad Boy/Arista) +319
36 € PAULINA RUBIO Don't Say Goodbye (Universal) 643  +166 18750 3  32/3 | NELLYHotIn Herre (Fo’ ReelUniversal) +264
34 @ COURSE OF NATURE Caught In The Sun (Lava/Atiantic) S AN B 5 BN | R e Ea o
; . m Gonna Be Alright (Epic)  +228
25 33 P.0.D. Youth Of The Nation (Atlantic) 557 -306 16552 13 20/0 DIRTY VEGAS Days Go By (Capitol) 4225
33 34  JADE ANDERSON Sugarhigh (Columbia) 555 78 14461 5 320 | ASHANTI Foolish (Murder Inc./Def Jam/iDJMG) — +216
27 35 CELINE DION A New Day Has Come (Epic) 555  -180 14669 11 2771 | CRAIG DAVID Waling Away (Wildstar/Atiantic) ~ +180
43 @  AALIYAH More Than A Woman (BlackGround/Virgin) 505 +187 16451 2 356 ﬁ:bm'; ";3;’"} *g;‘n*} g"a""(‘;)"O gg’f’;z; ‘;V”;’Zgz’g’”) *} gg
€ CHAD KROEGER FIJOSEY SCOTT Hero (RoadrumnerColumbia/lDIVG) 494 4376 12953 1 4212 | gy . BLIGE Raiy Daye (MCA) =
48 €  DIRTY VEGAS Days Go By (Capitol) 472 4225 13427 2 29/6 JOHN MAYER No Such Thing (Aware/Columbia) +146
42 €  MARC ANTHONY I've Got You (Columbia) M2 6t 2 282 | BRMDY :gllwl\mnn(/;ﬂana_c) — +}gg
32 40 RES They-Say Vision (MCA) g2 230 1205 0 210 | IMMYERTBORD %Zus'a‘j]‘;'ewﬁlef;”"w‘}lfn ;’5 el i
46 @) BRANODY Full Moon (Atiantic) 07 4138 10824 2 348 | weuaviene Compltaed (dists) i
38 42  JA RULE F/ASHANTI Always On Time (Murder Inc./Def Jam/IDJMG) 402 -38 9172 19 15/0 WILL SMITH Black Suits Comin’ (Nod Ya...) (Columbia) +93
47 @ MARYJ. BLIGE Rainy Dayz (MCA) 400  +151 9210 3 22/4 | MARC ANTHONY I've Got You (Columbis) +86
44 m KACI Just An Old Boyfriend (Curb) 355 w42 10169 2 32/2 FAT JOE F/ASHA!ITI What's L-uv? (Terror Squad/Atiantic) +75
37 45 BRITNEY SPEARS Overprotected (Jive) 36 151 8255 4 170 TD';'SPTL?,?ENEE ,F\Uve:ydir;;aﬁe"rye {H%/:)y) (143/Reprise) :ég
D  JOHN MAYER No Such Thing (Aware/Columbia) 308 +146 9450 1 257 | WICHELLE BRANCH All You Wanted (MaverickWB)  +60
39 47  ALANIS MORISSETTE Hands Clean (Maverick/Reprise) 268 132 9432 16 110 | SOLUNA For Al Time (Dreamiorks) +59
45 48  TINANOVAK Been Around The World (Spere/Arista) 230 52 5822 2 18/ | SHERYLCROW Soak Up The Sun (AGM/nterscope)  +58
@ RUBYHORSE Sparkle (/sland//DJMG) 220 +43 5812 1 200 EfﬂKNlT"jJ;:JeT ff:f,'c),e B *gg
49 @ LUOACRIS Saturday (Oooh! Ooooh!) (DefJam Sout/iDJMG) 217 +12 5617 2 2010 | muastacia One Day In Your L (Eui) s
USHER U Don't Have To Call (LaFace/Arista) +49

52 CHR/Pop Indicator reports. Songs ranked by total plays for the airplay week of Sunday 5/5-Saturday 5/11. '
¢ © 2002, R&R Inc. CREED One Last Breath (Wind-up) +48

| R&R’s Year-End Chart Pack
NOWSAVAIDABLE!,

Includes year-end charts for all R&R formals from
1974 through 2001! Call (310) 788-1637,

Tﬁﬂ y&ﬂr s / "' n e WG w or email “ibennett@rronline.com”

RADID & RECORDS, ING, Only
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98YCR plays the hits. Our playlist con-
sists of multiformatted music, from Linkin
Park to Ja Rule. Something for everyone!
Our top requested artists at this time are
Ashanti, Fat Joe w/Ashanti (where did she
come from?), P. Diddy, Nickelback,
Shakira, Default and, one of my favorites,
Jimmy Eat World. We test songs be-

MD, WYCR LQBYCR)/York, PA
fore add dates with a feature called “Sur-
vive or Dive”: Three songs go against

98YC
each other each night, and, by listener

votes, one takes a dive. It gives the listeners a chance to voice their opinion
on possible future hits and makes them think they have a say in what we
play. Our weekly features include The Power Hour (dedications and re-
quests), our three-song dance mix (which may or may not be songs on our
playlist), “Flashback Fridays” ("80s music at noon and 5pm), Pseudo-Beat (a
new music show) and Airplay (unsigned local artists). « 98YCR proves that
radio can be fun, diversified, appease the listeners and still play the hits!

THE

QR 1=

RECOR

Sally Vicious

NE

s predicted (actually, it was a lucky guess),
IDJMG played leapfrog with Warner Bros.
Ashanti’s “Foolish” (Murder Inc./Def Jam/
IDJMG) scoots up from 3-2* while Michelle
Branch’s “All You Wanted” (Maverick/WB)
slides from 2-4* ... It might not be “A Thousand
Miles,” but A&M/Interscope artist Vanessa
Cariton travels three spots (6-3*), claiming
Ashanti's former position. And, yes, Pink’s
“Don't Let Me Get Me” (Arista) is still resting at No. 1 ... The controversial Eminem
heads the Most Increased Play list with “Without Me" (Shady/Aftermath/
Interscope). This contentious tune gains 1,163 plays and moves from 25-17°.
Second on the M.I.P. list is Will Smith, who debuts at 49" with “Black Suits..."
(Columbia). The song gains 865 plays ... Ludacris’ ode to the weekend, “Satur-
day (Ooh...)" (Def Jam South/IDJMG) debuts at 49°, and the Chad Kroeger/
Josey Scott duet “Hero” (Road Runner/Columbia/IDJMG}), from the Spider-Man
soundtrack, swings into No. 41* ... P. Diddy's “| Need a Ginl" (Bad Boy/Arista)
claims the third slot for most increased plays with a +757. Diddy’s serious about
his search for a soulmate, as he enlists the help of Usher and Loon. Together,
they elevate this emotionally driven hunt from 11-9* ... Though Eminem gains
the most airplay, Atlantic recording artist Brandy enjoys the biggest chart move:

“Full Moon” rises 49-40".
y 50 — Tanya 0’ Quinn/Asst. Editor
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waeeL: 143/Reprise

By TANYA O’ QUIKN /ASSISTANT EDITOR

icture yourself looking at a mall directory.

You find the “You Are Here” arrow and feel
a sense of relief now that you’ve got your bear-
ings. Consider 143 Records to be that arrow for
the music industry. By way of Reprise, 143
points you toward some good music with the
new act Dropline, whose debut album, You Are
Here, places you sinack dab in the middle of a
great band with an even greater musical story to
tell.

With roots in New Jersey, Massachusetts and
Ilinois, lead vocalist-guitarist Steve Sulikowski,
guitarist-vocalist Jonathan Berry, drummer-vo-
calist Chad Norris and bassist Eric Houlihan
combine, according to their bio, “the tried and
true virtues of great songwriting, lyrics and
melodies with staying power and musicianship.”
When Sulikowski and Houlihan met during a
chiunce encounter, they found that they shared a
desire to write and perfonn original music. The
duo moved to Los Angeles to pursue their dream
and met another duo with the same aspiration -
Berry and Norris. With all four musicians shar-
ing the same goal, they united to form a rich re-
source of styles. With the goal of producing
original music, the group combined their indi-
vidual experiences into one expansive library of
subject material from which they could draw.

Landing a residency in a Hollywood night-
club enabled the guys to stay musically fulfilled
while their day jobs paid the bills. Dropline saw
their audience grow as word of mouth spread,
and a handful of hard-core fans soon tumed into
an assembly of record-company talent scouts.
After performing showeases in Los Angeles and
New York, the band were offered a deal by[43
Records founder David Foster.

Talented producer Paul Ebersold (Spacehog,
3 Doors Down, Sister llazel) understood
Dropline’s song-oriented ensemble sound and

Dropline

jumped aboard the project. You Are IHere is the
result of that collaboration. The first single. “Fly
Away From Here (Graduation Day),” is some-
what of a coming-of-age tune. The energetic
track supports the inspirational and hopeful mes-
sages in the lyrics. | could be wrong, but I’m feel-
ing a celebration of rebirth as I review the single.
Like a student at graduation, the song’s subject
moves from one stage of life to the next as a spiri-
tual transition takes place. “I should’ve paid at-
tention to myself/l found that | was someone
else/Once a child, but now I’ve grown within,”
sings Sultkowski. “Celebration through the night/
Circle around this firelighl guess this pack of
woes will pass for friends/Said who's that com-
ing up to me?/Hope and opportunity/l better grab
it fast/Hope it never ends.” “Fly Away...” seems
to embrace the ideology that anything is possible.

Dropline’s secret to success is their perfect bal-
ance of continuity and creativity. The continuity
comes with their steadfast dedication to their pas-
sion and the creativity flows throughout their
expressive writing, passionate music and excit-
ing performances.

TELL US WHAT
YOU THINK!

Share your opinion
about this column — go to
www.rronline.com and click the
Message Boards button.

OWN YOUR EVENTS

If no one can see your signs, do they know who staged the event? Make sure you claim
ownership at all your events with cost-effective, disposable plastic banners.

We print your logo using up to four
spot colors.

V]

Perfect for concerts, events and
giveaways.

V]

V]

Packaged on a roll and easy to use.
Up to 3' High and 6' Wide

Durable

Weather-resistant

\/]

\/]

\/]

1-800-23

iy
1-6074

P.0. Box 750250 Houston,
Texas 77275-0250
713/507-4200 713/507-4295 FAX

ri@reefindustries.com
www.reefindustries.com

ROTIAN |
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America’s Best Testing CHR/Pop Songs 12+
For The Week Ending 5/17/02.

BY MEBLABASE™

C RaterneMusiccom

LW Familigrity Burn

Artist Title (Label)

TO Familiarity Burn

MICHELLE BRANCH All YouWanted(Maverick/W/B) 416 4.18 94% 23% 4.17 94% 25%
VANESSA CARLTON A Thousand Miles (A& M/Interscope) 411 4.02 92% 23% 4.04 92% 25%
PINK Don't Let Me Get Me(Arista) 410 410 97% 29% 4.09 98% 30%
LINKIN PARK In The End(Warner Bros.) 4.07 415 97% 44% 4.23 97% 42%
JIMMY EAT WORLD The Middle(DreamWorks) 4.04 401 77% 13% 4.07 7% 15%
CALLING Wherever You Will Go(RCA) 396 400 94% 40% 4.03 95% 39%
NICKELBACK Too Bad (Roadrunner/IDJMG) 392 3.8 7% 13% 4.00 74% 14%
DEFAULT Wasting My Time(TVT) 391 38 74% 15% 4.08 72% 12%
NO DOUBT Hella Good(/nterscope) 389 390 87% 17% 3.93 90% 16%
GO0 GOO DOLLS Here Is Gone(Warner Bros.) 389 4.00 80% 13% 4.01 82% 13%
PUDDLE OF MUDD Blurry(Flawless/Geffen/Interscope) 3.88 400 91% 31% 3.98 91% 31%
ENRIQUE IGLESIAS Escape(/nterscope) 3.88 3.93 96% 30% 3.8 96% 30%
CRAIG DAVID Walking Away (Wildstar/Atiantic) 3.85 - 63% 9% 3.89 61% 9%
JENNIFER LOPEZ Ain't It Funny(Epic) 377 379 9% 40% 3.85 97% 39%
NICKELBACK How You Remind Me (Roadrunner/IDJMG) 377 388 98% 54% 3.97 99% 51%
FAT JOE F/ASHANTI What's Luv?(Terror Squad/Atiantic) 3.76 3.87 8%% 32% 3.80 89% 32%
P. DIDDY F/ USHER & LOON | Need A Girl (Part i}(Bad Boy/Arista) 371 366 B81% 20% 3.74 B84% 20%
SHERYL CROW Soak Up The Sun(A&M/interscope) 3.70 3.59 7€% 15% 3.61 78% 18%
*N SYNC Girlfriend (Jive) 369 371 9% 41% 3.85 100% 40%
NELLY Hot in Herre(Fo’ Ree/Universal) 368 343 65% 14% 3.65 61% 13%
ASHANTI Foolish(Murder Inc./Def Jam/IDJMG) 367 375 8% 27% 3.65 84% 29%
JENNIFER LOPEZ FEATURING NAS I'm Gonna Be Alright(Epic) 366 362 59% 12% 3.73 59% 11%
USHER U Don't Have To Call (Arista) 364 364 83% 25% 364 8% 25%
SHAKIRA Underneath Your Clothes(Epic) 364 371 97% 37% 3.61 98% 40%
B2K Uh Huh(Epic) 359 346 72% 18% 3.61 % 19%
EMINEM Without Me(Shady/Aftermath/Interscope) 3.59 - 70% 16% 3.59 70% 16%
INDIA ARIE Video(Mowtown/Universal) 358 348 T76% 22% 3.57 6% 21%
CELINE DION A New Day Has Come(Epic) 355 360 81% 23% 3.44 88% 26%
KYLIE MINOGUE Can't Get You Out Of My Head (Capitol) 348 342 9% 50% 344 97% 55%
TWEET Oops (Oh My)(Gold Mind/Elektra/EEG) 318 325 82% 35% 3.19 84% 38%
Total sample size is 1001 respondents. Total average favorability estimates are based on a scale of 1-5. (1=dislike very much, 5=like
very much). Total familiarity represents the percentage of respondents who recognized the song. Total burn represents the number
of respondents who said they are tired of hearing the song. Sample composition is based on persons 12+. TD = Target Demo (Females
18-34). Persons are screened via the Internet. Once passed, they can take the music test based on their format/music preference.
RateTheMusic.com results are not meant to repiace callout research. The results are intended to show opinions of participants on the
Internet only. RateTheMusic is a registered trademark of RateTheMusic.com. The RTM system is available for local radio stations
by calling 818/377-5300. RateTheMusic.com data is provided by Mediabase Research, A division of Premiere Radio Networks.
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New & Active
JOHN MAYER No Such Thing (Aware/Columbia)
Total Plays: 734, Total Stations: 51, Adds: 14

TRIK TURNER Friends + Family (RCA)
Total Plays: 514, Total Stations: 40, Adds: 3

AVRIL LAVIGNE Complicated (Arista)
Total Plays: 465, Total Stations: 56, Adds: 20

TINA NOVAK Been Around The World (Spere/Arista)
Total Plays: 449, Total Stations: 37, Adds: 2

ANASTACIA One Day In Your Life (Epic)
Total Plays: 413, Total Stations: 67, Adds: 20

A1 Caught In The Middle (Columbia)
Total Plays: 387, Total Stations: 39, Adds: 3

NAPPY ROOTS Awnaw (Atfantic)
Total Plays: 378, Total Stations: 31, Adds: 5

RUBYHORSE Sparkle (/sland/IDJMG)
Total Plays: 362, Total Stations: 35, Adds: 5

DJ SAMMY & YANOU Heaven (Robbins)
Total Plays: 314, Total Stations: 18, Adds: 6

CREED One Last Breath (Wind-up)
Total Plays: 280, Total Stations: 56, Adds: 50

Songs ranked by total plays

PLEASE SEND
YOUR PHOTOS

R&R wants your best snapshots
(color or black & white).

Please include the names and titles
of all pictured and send them to:
R&R c/o Mike Davis:

10100 Santa Monica Blvd., 3rd Floor
Los Angeles, CA 90067

T T T T

Keep Women Interested
Continued from Page 36

these solitary women lead the pack in “strong-
ly agreeing” (30%) with the statement “I like it
when people from a radio station visit my work-
place,” compared to 13% of the full sample.
Their tavorite format by far is Rock, followed
by News/Talk and AC.

Risqué Fans: This group has an interest in
rude, edgy humor. And even though they like ra-
dio with a bit of an edge, music is still the No. 1
draw for this group. Interestingly, even though
they like risqué and edgy radio, that doesn’t
mean they like rude announcers. Fifty-seven
percent of them “strongly agree™ that they tune
out when they hear rude announcers. Among
other factor groups, a far larger number “'strong-
ly agree™ that they tune out rude announcers.
Risqué fans are more interested in laughing than
in rudeness or risqué humor. In other words, if
it isn’t funny, don’t be rude.

They are the youngest (average age 32) of
any factor group and have the highest percent-
age of Internet users (75% have logged on dur-
ing the past week). More of them listen to the

radio at work than any other factor group, and
a significant majority (64%) “strongly agree”
that they are liberal. However, keep this in per-
spective: Only 41% of them “strongly agree”
that “they like it when DJs use rude or risqué
humor.” Their favorite format is AC, followed
very closely by News/Talk. Alternative comes
in a strong No. 3.

Source: Summary from “What Women Want:
Five Secrets to Better Ratings,” Arbitron, Inc.
and Joint Conmmunications. For more informa-
tion, contact Thom Mocarsky at thom.mocar
sky@arbitron.com or Joint Communications
CEO John Parikhal ar (203) 656-4680 or by e-
mail at parikhal@aol.com.

TALK BACK TO R&R!

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

Phone: 310-788-1663
E-mail: tnovia@rronline.com
Fax: (310) 203-9763

!
WALKING FOR WENDY
Universal/Motown Sr. VP/New Technologies Steve Leeds hosted the fourth annual MS Walk
for Wendy in Ridgewood, NJ. Named for Leed's wife, a former radio programmer who suf-
fers from the disease, this year's event was well-attended by industry members. Seen here
are (l-r) Steve Leeds, the MS Society’s Janet Browner, Michelle Dase-Lipman, Wendy Leeds,
Howard Stern producer Gary Dell’Abate and Universal Records President Monte Lipman.
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CHR/Pop Reporters

Stations and their adds listed alphabetically by market
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O Atlantic Recording artists Nappy Roots shine

hen| first heard of The Nappy Roots, I have to admit that I was thinking, “What a funny-
ass name for a group to have.” When I heard that the name of their first album on Atlantic
Records was Warermelon, Chicken and Grits, however, I realized that they are just coun-
try boys who want to make good music for the people.

Nappy Roots formed while the
members were attending West Ken-
tucky University in Bowling Green,
KY. They were that group of guys
who were always in the comer at par-
ties, battling each other and unafraid
to put their lyrical skills on display.
The huge buzz they created in their
college community led to them re-
cording their first independent album
in 1998, Country Fried Cess. They
then got their hustle on by touring the
college circuit and selling their own
album. At that point, Atlantic Records
came calling.

R&R: Who makes up The Nappy
Roots?

NR: Fish Scales (the Dutch Mas-
ter), Skinny Deville (the Country
Poet), Big V (a.k.a. Valentine, just
looking for wine, weed, women and
country ham), Clutch (spreading love,
peace and happiness out of Louis-
ville), B. Stille (a.k.a. the buffalo from
Kentucky) and R. Prophet (Oakland’s
galloping ghost).

N e i Ml e

“Nappy prides itself
on staying humble.
We came a long way,
but we have so much
farther to go.”

R T e e S A

R&R: Tell us about how you guys
got your first break. Were you guys
doing a tremendous amount of shows
around your town to get your name
out there?

NR: We were doing what we’re
doing now, but it was on a college lev-
el. We were doing house parties,
going to radio and getting in the
newspapers and magazines, but we
weren’t getting paid for it. We would
have to ante up for gas money to get
to the spot to do the show so we could
get our music out to the public.

The good thing about college is
that it’s like its own world. It’s small,
but it’s like a whole world. You have
folks who do videos and radio, so it

Nappy Roots

was like the world, but we were in our
own little part of West Kentucky Uni-
versity. We utilized everything we
could. My man Tommy Jewel put to-
gether our first low-budget video for
“Country Rose.”

Then we got a phone call from a
little bird who said, “Y’all are it.”
We were in Kentucky, minding our
own business, making music, put-
ting out underground albums, We
were two months away from selling
our first album when we got that
phone call. We thought they were
bullshitting and hung up. The man
called back and said, “This is the
real deal. This is Atlantic Records,
and we want to meet with you
guys.” We hooked up, and that’s it.

R&R: Now that you guys are on
Atlantic and have your first album
out, do you ever reflect on those days
when you were doing all that free
work? Does it trip you out that some-
one from a major label was checking
Jor you like that?

NR: We had our own store, we had
our own music, and we were selling
our own product. We weren’t con-
cemed with trying to get a deal at the
time. Atlantic Records came to us in
*98 and put us into the game of this
whole music thing. We weren’t real-
ly trying to do that, but it was an
opportunity that came knocking, and
the chance of a major record label
coming to Kentucky and signing any-
body at that time was rare, so we
jumped at it and opened the door.
We're the roots of hip-hop coming out
of Kentucky, and we’re nappy, and
we’re sticking together.

R&R: You guys hooked up in col-
lege in '93. Did it ever get difficult
being together so long before getting

your break in the music industry?

NR: Any obstacles that you can
throw in front of us, we’ve already
overcome. You can’t throw nothing in
front of us to break us up that we
haven’t beer through. That ain’t gon’
happen. We're naps.

R&R: Fer those who haven't had
the chance to check out your album,
explain your individual styles and what
people can expect from the album.

NR: You're going to see six hun-
gry individuals who have been signed
since 1998, who have been impatient-
ly waiting and studying the game and
seeing how it’s been unfolding and
seeing where people went wrong and
where people were successful. You’re
going to see six artists who work hard
and appreciate what they do for a liv-
ing and love doing it. You’re going to
get a good album. A lot of thought,
time and effort went into this album.
This is no fly-by-night album. This is
the album we’ve been working on
since 1998.

Nappy Roots are six grown men,
and when I say that, I mean that we
are all our own, and we all bring our
own angle. We bring six different an-
gles, and nobody has the same style.
You’ll know us as soon as we come
on the track. There’s great variety on
the album, from the beats to the styles
to the whole feeling of it.

R&R: [Does your current album
contain any of the songs that were re-
leased on your independent album,
Country Fried Cess?

NR: Everything is brand-new on
Watermelon, Chicken and Grits. We
started recording in 1998, and two
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“Any obstacles that you
can throw in front of us,
we've already overcome.
You can’t throw nothing
in front of us to break
us up that we haven't
been through. That ain’t
gon’ happen.”
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| recently had the opportunity to check out a live performance by Mo-
town recording artist Remy Shand, and | was blown away. I've listened
to his debut album, The Way I Feel, countless times and felt that it was
good, but never did | expect that Shand possessed so much talent. At
the show it was brought to my attention that he had written, produced,
arranged and mixed the entire album, and this was evident during his
performance as he ran from instrument to instrument, amazing the
packed house. Not only was the crowd made up mainly of women, there
were also people there of every ethnic background. Shand may not be
getting a ton of airplay at Rhythmic radio right now, but he's going on
tour with Sheryl Crow, so | expect that to change soon. | have to give
props to Michael Johnson, Jennifer “Jenn Boogie” Norwood and Amon
Parker for giving me an opportunity to check out one of the most talent-
ed new artists out right now.

On the music tip this week, P. Diddy and his “l Need a Girl" (Bad
Boy/Arlsta) will soon be in the No. 1 position on the Rhythmic chart, giv-
ing Diddy ammunition for the release of his hot remix album We invent-
ed the Remix. The album will contain “| Need a Girl Pt. 1 and Pt. 2,”
Ashanti & The Notorious B.I.G.’s “Unfoolish,” “Special Delivery (Remix)”
and “That's Crazy (Remix)” with Snoop, Missy Elliott and Black Rob.

How huge is the Cam'ron record? “Oh Boy” (Roc-A-Fella/IDIJMG) con-
tinues to move up the chart, giving the Roc and Def Jam another poten-
tial top-five record. The Big Tymers’ “Still Fly” (Cash Money/Universal)
is starting to get the props it deserves from programmers because of
the huge club and mix-show reaction that it's getting. Usher's next sin-
gle is “Can You Help Me” (Laface/Arista), but, honestly, | love “Twerk It
Out” so much that | wish that was the next one.

Talking to my peoples in the mix-show community, Clipse’s “Grind-
in™ (Arlsta) is starting to react in the clubs. Def Jam got some heat with
Nore’s “Nothing” (IDJMG) and Ludacris’ “Move B***h" (Def Jam South/
IDJMG), which is getting huge reaction in the South. Other joints you
need to be checkin’ for are Knoc'tumal's “Muzik” (L.A. Confidential/Elek-
tra), Scartace flJay-Z & Beanie Sigel's “Guess Who's Back™ (Def Jam
South/IDUMG) and Rob Jackson f/Lady May's “Boom, Boom, Boom™
(Arista).

In closing, I'd like to remind you of some of the events that we
have locked down for the upcoming R&R Convention, set for June
13-15 at the Beverly Hills Hilton. On the morning of Friday June 14 J
Records founder/Chairman Clive Davis will appear at a session where
he will speak to attendees. There will also be a surprise performance
from one of his artists. Later that morning we will have a session
where Clear Channel President Randy Michaels and Emmis Radio
President Rick Cummings will talk about the state of radio. That same
afternoon Def Jam/Def Soul President Kevin Liles will talk about mar-
keting, promotion and more. So, get registered and come on out to
this year's R&R Convention. Holla!

songs actually made it from that ses-
sion, “Hoes Down” and “Life’s a
Bitch.”

R&R: What's going to be your next
single after “Awnaw"?

NR: The next single is “Po’ Folks.”

R&R: It seems like your style is
like that of OutKast or Goodie Mobb.
Who influences you and your sound?

NR: Being in Kentucky, you're
touching a lot of other states. You
really ain’t West Coast, but you’re too
far west to be east and too far north
to be south. We’re touching a whole
lot of music, so we’re influenced by
a lot of sounds. We’re just taking it in
and spitting it back out. We even have
tracks from the West Coast by Mike
City and Troy Johnson, so it’s a vari-
ety of sounds.

R&R: How does it feel to go to dif-
Jerent cities and hear your song on the
radio and see your video on MTV and
BET?

NR: It feels good, but Nappy
prides itself on staying humble. We
came a long way, but we have so
much farther to go. We don’t want to
be complacent, but it feels damn
good. We came all the way from Ken-
tucky, went all the way east and came
all the way west, rapping with our
brothers. It feels good.

We compare ourselves to a basket-
ball team. We don’t want to get too
excited over this first winning streak.
We know we’re going to go through
some harder times, so we’re focusing
on the championship at the end. It’s
going to be a long, hard grind.

R&R: When most groups come
out, they have a picture in their minds
of where they want to be in a few
years and what they are hoping to
achieve in the music industry. With
Yyou guys just getting your start, what
is your ultimate goal?

NR: We want to blaze our own trail.
We’re breaking ground doing stuff that
no other hip-hop group has done and
coming from a spot that no one really
came from. We’re setting trends and
changing the game. And it’s not be-
cause we’re forced to do it, it’s because
we’re doing what we like to do, and
we’re having fun. We’re not pressur-
ing ourselves to be like anybody else
or to make X amount of sales.

1t’s all about staying who we are.
We had a conversation this moming
about how you have to appreciate
what you got, or God will give you a
piece of that humble pie and take it all
away. We constantly get reminded
that we’re not all that, we’re just
blessed with a talent to make music.
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RANK ARTIST TITLE LABEL
1 TRUTH HURTS f/RAKIM Addictive (Aftermath/interscope)
2 P.DIDDY f/USHER & LOON | Need A Girl (Bad Boy/Arista)
3 USHER U Don't Have To Call (LaFace/Arista)
4 BUSTA RHYMES Pass The Courvoisier (/)
5 FAT JOE f/ASHANTI What's Luv (Terror Squad/Atlantic)
6 ASHANTI Foolish (Murder Inc./Def Jam/IDJMG)
7 JERMAINE DUPRI {/LUDACRIS Welcome To Atlanta (So. So Def/Columbia)
8 CAM'RON Oh Boy (Roc-A-Fella/IDJMG)
9 EMINEM Without Me (Shady/Aftermath/Interscope)
10 NELLY Hot In Herre (Fo