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AIRPLANE MONITOR’ TAKES OFF ... A FEW
MINUTES T0 REFLEGT ON ITS HISTORY

Over the last five years, Airplay Moni-
tor’s relatively small editorial staff has spent
a lot of ime polishing its product, which
leaves very little time for publicizing it,
something that’s driven home to us at least
once a week by various radio station re-
ceplonists (Or even consumer-press writ-
ers) who think the name of this publication
is “Airplane Monitor.” Despite this, the four
Airplay Monitor magazines becamme near-
instantaneous successes among the indus-
ury's deaisionmakers as they rolled out over
the course of 1993, proving that the de-
mand for accurate airplay data was so
great that we just had to putitout there—
the industry took care of the vest.

But we couldi’tlet onr hith anmversary
year (which, as former publisher Michael
Ellis points out, is now three-fourths over)

pass completely without stopping to reflect
on the changes that this publica-
von—and the industiry it
serves—has been through. This
special issue of Airplay Monitor
combines the regular features
found m our Country, R&B,
Rock, and 'lop 40 Airplay Moni-
tors with a special look back at
the impact of monitored airplay
on the industry and at the
biggest artsts, songs, and labels
of the Monitor era in every for-
mat we cover. If you're secing Anrplay
Monitor for the first timne at the National
Assh. of Broadcasters fall radio show, or if
you have access to only one of our publica-
tions on a regular basis, this special issue is
meant to show the full breadth and depth
of the four Monitors (which become four
separate publications again next week).
Irom the beginning, i’s been our inten-
tion to ofter radio programming and label
promotion stafls Broadcast Data Systems in-
formation in an easy-to-use package and in
as imely a manner as possible. And since
1994, when our country publication be-
came the lirst Monitor to oller news and ed-
itortal features, we've tried to ofler the in-
dustry a forum for the serious (although not
solemn) exchange of programming ideas—
a rade magazine without chchés (although
we hope to help take your business to the
“next level” anyway) or record hype. At a
ume when most trades are as much in the
record-promotion business as the journal-
1ism business, it means a lot to us when ma-
jor progranumers tell us they consider ours

the only one without a hidden agenda.

While any overview of the last five years
shows a massive change in this industry’s
mind-set toward the way in which records
should be charted and promoted, we re-
alize the job isn’'t done for any of us. The
advent of monitored airplay in the early
"90s changed what the industry was able
to see. It did not obliterate the sometime
mentality that pursuing chart success is
more important than actually selling
prodnct. The ongoing controversy in
country radio about reporting-station
ethics bears witness to that. And so far, the
chief diflerence between country and oth-
er formats, in that regard, is the public na-
ture of the debate.

The good news here is that, lor the first
time, a debate is indeed taking place in
public. And that when the country com-
munity was ready to talk, 1t
chose Country Airplay Monitor,
which first covered the report-
ing-ethics issue Oct. 4, 1996. If
our publications can continue to
help facilitate those discussions,
1t will be as signilicant an ac-
complishment as helping abol-
ish the terms “paper add” or
“unreported airplay” from the
industry vernacular. At the end
of the day, the support for this
publication from both sides of the business
shows that people want honest informa-
tion and the most accurate research possi-
ble 10 help them cope with an industry
that has become infinitely more complex
over the past hive years.

Among i1ts many feature arucles, this
week’s special combined issue surveys the
development of the four Anrplay Monitors
and then changes over the past five years.
I’s a history that was, and continues to be,
written with your help and continued
feedback. We're always looking for new
and better ways to disull the BDS data at
the heart of this publication and to contin-
ue to expand the edirorial oflerings that
will make Airplay Monitor not just your
trade of choice but your only trade. For
this we’re counting on your continued in-
put. While the likeliliood of us being
caught up in full deadline frenzy is prett
good at this publication, you'll always have
access o our decisionmakers. And you''ll al-

ways have our gratitude for your support,

SEAN ROSS
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WE COULDN'T SKIP THE ‘THANN-YOUS’

When Airplay Monitor’s managing editors turn in a profile of a PD or record executive, I usu-
ally instruct thern to skip the shoutouts—the several paragraphs in which a PD feels compelled to
thank everybody on the staff by name. Still, | hope Airplay Monitor’s managing editors—Dana
Hall, Marc Schiffman, Jeff Silberman, and Phyllis Stark—will overlook my glaring inconsisten-
cy here and accept my gratitude for the immense time and effort they put into this publication
under normal circumstances, much less weeks when there are [80-page special issues involved.

Every member of the Airplay Monitor stafl, from copy editor Carl Rosen to production man-
agers Barry Bishin and Marcia Repinski and their teains, work under similar conditions, doing
the jobs that are handled by two or three siaflers at any other trade. Rather than rewrite the mast-
head in prose form, the achievements of Team Monitor, and the industryites who have support-
ed it from its inception, are celebrated both individually and collectively throughout this publi-
cation, but a few folks who made unusual contributions to this issue should be singled out.

Art director Ray Carlson has spent a lot of 1998 helping revamp the overall look of Airplay
Monitor, a publication that was originally intended to be functional, not visually dynamic. In be-
tween, he's somehow managed to help deliver our largest slate of special issues ever, bringing this
one to fruition with the help of the production department’s David Tay.

Director of charts Theda Sandiford-Waller began generating the information that became the
basis of the Monitor Record Book pages of this speaal several months ago, initially foreseeing it
only as part ot her weekly Top 40 Airplay Monitor column, the Spin. Thanks go to her, chart pro-
duction manager Michael Cusson, rock chart manager Anthony Colombo, and Monitor’s Gor-
don Murray for the heavy lifting behind most of the charts, as well as to Joe Wallace and the
Broadcast Data Systems staff for the most-played singles of all time.

Monitor’s sales stafl’ led by Hank Spann, has shattered all house records for the largest issue
ever. Spann’s sales staff, Lee Ann Photoglo, Jeff Somerstein, and Sharon White, owe advertising
production managers Lydia Mikulko and Len Durham and advertising services manager Alyse
Zigman a debt of gratitude for making it all fit somehow, as do I.

Finally, a note of thanks to publisher Jon Guynn, whose vision this issue was and who made sure
we all looked up from the grindstone long enough to celebrate our own birthday this year. Thanks
also to Billboard Music Group president Howard Lander for his ongoing commitment to Mon-
itor and for his help in making Monitor’s specials take shape this year. More than just a com-
memorative, this fifth anniversary issue is meant to be one that the record and radio industries find
useful all vear. Those who contributed to it (and to the development of Airplay Monitor and BDS)
can be proud of it 1ight away. SEAN ROSS
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DR. DETEGTION. . . OR, HOW
WE BEGAN TO MONITOR AND
LEARNED TO LOVE THE SPINS

by Jeff Silberman
with additional reporting
by Dana Hall, Sean Ross,
Marc Schiffman, and
Phyliis Stark

Spins. Plays. Rotations. Airplay. Day-
parts.

By themselves, they’re innocuous
terms, vague radiospeak. However,
when they’re attached to chart numbers
compiled by Broadcast Data Systems
and published in the four Airplay Mon-
itor magazines, they add up to the mea-
sure of a record’s success, not only on
radio, but, more often than not, at retail.

Shortly before the turn of the decade,
BDS came into being. Five years ago,
Airplay Monitor debuted as the pub-
lished resource for that information. It
has since become radio’s and the record
industry’s most reliable and honest mea-
suring stick for airplay exposure.

To best appreciate how Monitor be-
came the standard by which records’
and radio’s weekly dance of the discs is
judged, one need only look back to how
this business used to be done in the era
when all trade publications, including
Billboard, relied on reported airplay,
called in by the stations themselves—
numbered radio station charts in Bill-
board’s case, a combination of rotations
and numbered charts at other trades.

“When stations called in their list, peo-
ple took the programmers’ word for
what they were doing,” says A&M senior
VP of urban promotion Dave Rosas, an
R&B programmer in the late *80s. “And
not everyone was honest about what
they were playing.

“It was not uncommon for a label rep
to ask a major-market station’s PD or
MD to report something without play-
ing it,” Rosas recalls. “There were
[R&B] songs back in the '80s that went
to No. 1 and probably didn’t even have
album sales of 100,000. So now here
comes BDS, the police.”

“It was all about pushing hot reports,”
MCA VP of top 40 promotion Steve Zap
recalls. “I remember asking program-

TED EDWARDS

JIM ELLIOTT

mers to move my songs from light to
medium rotation, and proof of expo-
sure was inconsequential.”

Epic Records VP of marketing Ron
Cerrito worked in the Billboard chart
department in the late '80s. He recalls
that “in the old days, when we took re-
ports at country, for instance, a record
would climb two notches every week un-
til it hit No. 1 and then immediately

tion—record-company propaganda in-
spired by radio broadcasters trying to
get things they didn’t deserve.”

Not everyone was a happy camper in
the Land That Truth Forgot. “Working
for an independent label, Tommy Boy,
I had to rely on people saying they were
playing our records, when I really had
no clue what their ‘medium rotation’
meant,” recalls now-retired promotion
veteran Mike Becce. “Plus, for a guy
who worked by himself, I needed access
to a system that could verify airplay.”

But over the course of the early '90s,
these concerns would eventually be
gone with the spins. And frankly, every-
one gave a damn.

A NEW GAME IN TOWN

The story of BDS' early days, its initial
reception from the label and radio com-
munity—warmer in some quarters than

If someone said they were playing a song
in heavy, there was no accountability to
prove it. It was a brutal game that was

costing the labels a lot of money.’
Lynn Shults
General Manager
Hayes Street Music

drop to No. 20. We knew that wasn’t ex-
actly what was going on airplaywise.”

“Prior to BDS, the charts were tre-
mendously manipulated by people with
deep pockets,” recalls Hayes Street Mu-
sic GM Lynn Shults, who was a Bill-
board chart manager during the tumul-
tuous changeover to BDS data. “Also,
you had no SoundScan, so there was
manipulation in both promotion de-
partments and marketing departments.
Very few people had access to any valid
information.

“If someone said they were playing a
song in heavy, there was no accountabil-
ity to prove it. It was a brutal game that
was costing the labels a lot of money,”
Shults adds.

“A lot of programmers admire war
strategizing,” says WCKW New Orleans
PD Ted Edwards, a veteran of both the
record and radio sides. “One of the ways
you can distract your enemy is through
propaganda, which is misinformation.
Back then, a lot of us were program-
ming our stations based on misinforma-

others—and the launch of Airplay Mon-
itor are detailed in separate stories in
this issue. Suffice it to say, once BDS
monitoring began, and both radio and
records had access to the same informa-
tion, the way the promotion and airplay
game was played changed dramatically,
especially once some reps could see the
disparity between what was being re-
ported and what was actually being
played.

“When I was doing research for every-
one at [Active Industry Research], it
shocked me how a record’s profile
looked so good in R&R, yet sometimes
60% of stations that had it in their top 10
weren't even playing it once a day,”
Arista VP of pop promotion Jim Elliott
recalls.

“You had to change the way you pre-
sented music to MDs and PDs,” Colum-
bia senior VP of promotion Charlie
Walk says. “You had to focus and discuss
the true merits of the record. So much
of the past was, ‘Do me a favor and give
my record a 10-point jump to help its

chart position nationally.” All of those
factors were fabricated in many cases,
but now reality was setting in.

“Promotion people, who based every-
thing on relationships and not music
savvy, had to relearn promotion, learn
what Selector was and how songs were
dayparted,” he continues. “They had to
learn how to speak intelligently to PDs.
In turn, knowing the spins weeded out
records that may have been priorities
but weren't hits.”

“It makes us be a lot more careful in
selecting the music that we present to
radio,” Epic Records Nashville senior
VP of national promotion Jack Lameier
says. “[Now a song needs to work] in the
first few weeks without the underwriting
we could do in putting up a fagade of
success that wasn’t there anymore. It's
either there or it isn’t, and BDS has
changed the country business.”

“You had to become a better promo-
tion person,” independent promoter
Tom Callahan of Callahan & Associates
says. “Promotion people, in general, use
information a lot better and a lot more
to their advantage. The research has
played a much greater major role be-

Continued on page 8

REVOLUTIONARIES

Reality can be a very
tough concept. But I'd
rather have reality
than bullshit.’

Danny Buch,
Senior VP of Promotion
Atlantic Records
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HOW WE LEARNED TO LOVE THE SPINS

Continued from page 7

cause of BDDS. Now, as a promoter, I lis-
ten more to what they’re saying with re-
search, and the mix of their music is
more important in my approach to
them.

“Now, it’s more important for promo-
tion people to maintain the record,” he
adds. “Getting spins is as important as
getting the add. If the record is being
spun, you have something to talk about
at the station.”

“It forced everyone to realize that pa-
per adds were never any good, and this
cleaned up that problem,” says Clear
Channel/Miami VP of programming
Greg Steele. “If a radio station is confi-
dent enough to put a record on its
playlist, they should be playing it. Now
you can analyze how much of a commit-

ment they're making by the number of

spins they’re giving a record. Now
everyone can see how a record’s really
doing.”

“1 recall specific instances where pro-
grammers were telling me they were
playing something 18 times, and I could
show them it wasn't true,” Universal se-
nior VP of promotion Steve Leeds
notes. “And when I told them they were
wrong, they weren’t aware of it. They
would go back to their computer and
find that there were glitches in Selector.
In general, BDS forced people to take a
look at how they programmed.”

“Coming from a record-promotion per-

REVOLUTIONARIES

‘The truth is self-
evident for everyone to
see. There’s no hiding
behind the curtain like

the Wizard of 0z.’

—Brian Burns,
Operations Manager

Capstar/Raleigh, N.C.

spective, the most important element is to
be able to get a record started and heard
by an audience. Once the record reaches
[a medium or heavy rotation], it's there not
because the PD wants it there, but because
the audience—through requests and call-
out—really wants to hear it,” says Jeff
McClusky, president of McClusky and As-
sociates.

BDS was also a godsend for indepen-
dent labels that were often the victims of
unreported airplay, something that was
as rampant in the pre-BDS era as paper
adds. “I always put stations in two cate-
gories—P1s, which plaved our records,
and PUs, which didn’t,” says Robbins
Entertainment’s Heidi Jo Spiegel, the
head of promotion for Next Plateau
back then. “BDS finally put us in the
game. Being at a small independent like
Next Plateau, I didn’t have locals to
know what was happening in individual
markets, so I'd know where to spend the
money to make the records bigger. Now
I know where to market the product ef-
fectively.”

For labels of all sizes, BDS provided a
detailed road map to the multi-format
success that has come to define hit
records in the late '90s. “Monitored air-
play has allowed us the opportunity to
patiently nurture our music, particularly
focusing on crossing records from for-
mat to format and from market to mar-
ket,” Columbia Records Group senior
VP Jerry Blair states. “We’ve been able
to sustain and develop success stories on
records that do not fit the ‘instant grati-
fication’ mold. It gave us the belief and
understanding that a hit song can take
52 weeks to reach its peak, a la Sophie B.
Hawkins’ ‘As I Lay Me Down,’ the tangi-
ble evidence to follow our belief 1n
Shawn Colvin’s ‘Sunny Came Home,’
and many other examples.”

Senior VP of promotion Danny Buch
goes as far as noting, “I've been at At-
lantic for 20 years, and we’ve only been
the No. I label for the past five years
[that] Monitor has been around. The re-
alities of SoundScan and BDS have
helped catapult us to No. 1.”

MEANWHILE, AGROSS THE STREET

The impact of BDS was not lost on the
other trades. They, too, had to adapt
their charts to meet the new reality,
many of them adding charts that repli-
cated BDS spin counts but that were still
based on conventional reports.

“1 was aware of BDS probably earlier

PROOF POSITIVE: THE FIRST
BANDS BROKEN BY BDS

Airplay is nice, but the bottom line for the music business is sales. Here’s how
some label reps first used BDS to break their bands at retail:

* Before monitored airplay, album cuts rarely made it to a station’s playlist if
they weren’t being worked. “When I first heard about BDS, I was a co-national
at Virgin,” A&M'’s Dave Rosas recalls. “We were working the After 7 project; it
was their second album. We had released one single, but it just did OK—it didn’t
really sell. Well, I wanted one single, someone else wanted a different single.
And here comes this brand-new BDS monitoring, which showed that radio was
playing ‘Baby I'm For Real.’ There was our answer—and we were about to come
with a completely different record. It had something like 400 spins as an album
cut, which back then was quite good, because there were less stations being mon-
itored.”

* “When I was at Atlantic, BDS was very instrumental in finding a hit record
for Hootie & the Blowfish,” McGathy Promotions’ Mark Fischer recalls. “I did a
report every week for Val Azzoli and Danny Goldberg. BDS was a useful tool
when married to SoundScan; we really saw this record literally break market by
market. As we got the dayparts happening, the record responded. It was a wag-
on train from the East Coast to the West. It took nine months to get to Califor-
nia.

* “Jon Secada’s Just Another Day’ was one of those records that didn’t blow the
phones off the hook,” notes Universal’s Monte Lipman, then with SBK. “It just
crept up the charts. As the research kicked in, we saw rotations increase, which

1
|
|

enabled us to close the record out.”

Charlie Walk remembers. “BDS actually

try, from format to format.”

only country station. “We figured out

Lyric Street president Randy Goodman.

* “Sophie B. Hawkins’ ‘Damn I Wish I Was Your Lover’ was
on the charts for 17 weeks and would not die,” Columbia’s

week after week. We could see a growth of rotations in the right
dayparts on credible stations. We just spread it across the coun-

* And the hits keep on happening. Just recently, Lari White’s
best sales market was Chicago, despite no airplay at Chicago’s

WMIL Milwaukee hitting the record hard was boosting sales in Chicago,” notes

helped relay our story

that bleed-over from

JEFF SILBERMAN

than most people since I was at R&R at
the time, and we were originally offered
the system,” says former rock editor
Harvey Kojan, now PD of WNOR Nor-
folk, Va. “That had a direct impact on
me trying to bring more [of a] sem-
blance of reality [to] the reports.

“I had always heard . . . that people
would report songs they weren’t play-
ing, but I didn’t have the tools to prop-
erly monitor what was going on. I often
said that since 1 didn’t have access to
BDS, I was like the cop without a gun.
It had a iremendous impact on making
people honest about what they reported
they were playing.”

“I certainly recognize the fact that
there was a certain amount of inherent
accuracy to [a monitored airplay] situa-
tion,” adds All Access president Joel
Denver, a former R&R editor and per-
haps its most visible figure. “When com-
pared with a mixture of sales, requests,
call-out, and all the things people used
to do, this had to be a more accurate
representation.”

Brian Burns, OM of Capstar’s Ra-
leigh, N.C,, stations, was at Network 40
when he and the publication’s Dwavne
Ward conceived of their own version of
spin methodology soon after BDS hit.
“Initially, the record labels were less
than excited [about the new chart
methodology] because it was clear that
chart manipulation was going to become
obsolete,” he says. “Conversely, some
very major programmers were reluctant
to report actual spins because they

STEVE LEEDS

couldn’t manipulate the system . . . and,
in effect, were giving away trade secrets.
They didn’t want other stations seeing
what they were playing.”

“They felt robbed, like something was
being taken from them without any re-
course,” Denver adds. “Their clocks, ro-
tations, and secret weapons, which com-
petitors could only get through their
own monitoring or from Monday Morn-
ing Replay [which relied on hand mon-
itoring of radio stations], was now avail-
able for everyone to see.”

“Were people concerned? Yes, but we
adapted to the system,” notes Island VP

Continued on page 10
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in 1887, most CHR stations on weekends sounded like they had undergone a “charisma bypass.”

A parade cof feeble 18-year-old part-timers and 60’s-sounding countdown shows infected CHR
with chronic adult ratings-droop. Every weekend the grown-up demos went away.

Then exactly 11 years ago, the incredible live Open House Party debuted on KISS108/Boston.
instead of predictable, ho-hum ten-in-a-row, the airwaves crackled with superstar guests,
live performances, cutting-edge production, live studio audience, and the incredible electricity
of host John Garabedian. Open House Party
John Garabedian’'s immediately became their highest share daypart!

OPEN HOUSE PARTY

Pictured here are just some of the superstar guests (& \ °

who have appeared live on Open House Party in the

last 60 days! Every Saturday and Sunday night, aver :

A\ half of America's major-market CHR stations throb _copwmmrsaiom

I in unison to the beat of "the biggest party on the £ hs 4 &

planet”, building big ratings and premium sales Ei LLL NIGTr

dollars on America’s most respected major market O Sl sty

CHR stations!

NOW WAKE UP YOUR MONDAY THRU FRIDAY TOO!

backsireer boys
Lwith john gﬁbedian Now your Monday through Friday |ate nights/overnights can have
> the legendary excitement of Open House Party. All Nite Café is
= hosted from Hollywood by the exciting and talented Todd Newton.
Seen nightly on "E" Entertainment Television, Todd is one of the ten
best saunding CHR jocks in Americal

Now these same superstar guests, exciting contests and features, and great
cutting-edge production can be yours Monday-Friday to build charisma

for your listeners and give your sales department something

to sell at premium rates!

] \“ IT'S LIKE COMPARING HOME MOVIES
o/ine TO HOLLYWOOD!

Because Todd interviews Hollywood's biggest stars
every day, RIl Nite Café is compelling listening,
loaded with hot gossip, exciting features, and big
stars even the biggest radio stations can only dream
of getting. And the top testing hits from America’s
best CHR research.

Your call letters and liners are flawlessly dropped
into the program production by Superadio’s digital
interface, making Todd Newton sound like he's
broadcasting from your studio! Lots of optional windows
accommogate your station promos and "indie spins.”

Joday's tignt radio budgets force managers to increase quality
and reduce averhead. Rll Night Cafe immediately frees you
{0 increase your promotion and morning show budget while
simultaneousiy boosting Iate night listening!

Get a spectacul ircheck of Rl Nite Café I CALL SUPERADIO AT'
iy tacular aircheck o ite Café now!

Tl'lgn;o‘ﬁ?qa(e to what you're doing. 1.508.480.9000

2 A OR E-MAIL: CAFE@QSUPERADIO.COM.
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HOW WE LEARNED TO LOVE THE SPINS

Continued from page 8

of promotion Dave Sholin, who was the
top 40 editor of Gavin when BDS de-
buted. “When 1t all shook out, it turned
out for the better. New technology
changes things, and we all have adapt-
ed. Change isn’t always welcomed by
any of us, because we have to learn new
ways of doing things. Once we do, it’s all

I
AR

13 WAYS TO NEED YOUR MONITOR

Because of BDS and the Airplay Mon-
itor publications, the industry has a ton
of spin counts at its disposal. How to use
them? Let our readers count the ways:

1. Know exactly what your peers are doing.
“It’s a great way to track credible sta-
tions, whether it’s B.]J. Harris at WFLZ
Tampa, Fla., or Tommy Austin at KKRZ
Portland, Ore., or Rob Morris at KDWB
Minneapolis. You can spot records that
are starting out there,” says KI1S Los
Angeles PD Dan Kieley.

“I1f we see a lot of stations on a record,
we certainly see where those stations are

‘We’re completely out
of the realm of trusting
the record rep or
trusting the local
record store. We now
have a completely
different paradigm,
and the paradigm is
actual spins.

Steve Goldstein
Executive VP
Saga Communications

playing it. In a case like Brian Setzer,
he’s got the No. 2 record in Chicago.
Cumulative spins are like 15. We're cu-
rious as to what’s going on here. How
did this happen? This tells us it’s a street
marketing campaign,” says WRCX Chi-
cago PD Dave Richards.

2. Helps research-deprived PDs. “Since |
don’t have a budget for research, BDS is
my main tool in making programming
decisions. It’s the only tool that I have,
in terms of raw numbers, when I look at
the entire country. I don’t just look at
the charts; 1 like to see what other sta-
tions are playing. I can compare one
song on several different stations in one
region and make decisions based on
that,” says WAMO-FM Pittsburgh PD
Ron Atkins.

“For those stations that can’t afford re-
search, they can look at stations in their
region where they might know research
is being done and use it as a means for
comparison. If not mirror some of that
station’s list, at least ask the question,
‘Why wouldn’t we play these records in a
similar rotation?’ ” says R&B consultant
Tony Gray of Gray Communications.

3. Can tell you when songs are ready to re-
search. “Radio always has to be cognizant
of spins on a record, so you’ll know
when it's actually being heard by your
P2s and P3s for call-out,” says KDMX
Dallas OM Jimmy Steal.

“We always look at spins as far as fa-
milarity. We know that if a song is spun
around 150 times, you should see some
signs of it working. Most stations that do
not have call-out track stations that have
it. When songs keep steady rotations,
you know it probably is showing up well
in call-out,” says Michael Newman of
Steve Smith Consulting.

4. Great for evaluating recurrents. “We
use spins to sometimes determine
whether to retire [a song] to recurrent
or to kill it,” says Newman.

5. Provides untainted numbers for objec-
tive decisions. “lts beauty is in its simplic-
ity. BDS just reports facts, then lets ra-
dio and records interpret their true
meaning. No matter what the top 30
most-played records are on a station,
you can’t really [know] what it sounds
like unless you pull a song-by-song
[monitor]. Rather than having maga-
zines try 1o draw a lot of conclusions, the
raw data lets the PDs, MDs, and consul-
tants draw their own conclusions,” says
Capstar’s Burns.

| ing. We use a rolling chart as well,” says |

GHARLIE WALK

6. Create your own charts. “Using BDS, |
can run a most-played list of nine other sta-
tions that do call-out