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BY CHUCK TAYLOR

IN THE PAST 40-PLUS YEARS, AC radio has taken
on more personalities than Sybil.

Since its first musical musings in the early 1960s, its incarna-
tions have included quality music, mood music, beautiful music,
easy listening and middle-of-the-road. Today’s adult contempo-~
rary has spokes that include soft rock, adult top 40, adult R&B
and rhythmic AC.

Through 1t all, the female-driven format has maintained its
relevance by evolving with the times. According to the latest M
Street tally, the various AC brands are heard on 1,680 U.S. sta-
tions, second only to country’s 2,026.

AC’s long road from there to here may have more twists and
turns than any other popular radio format. While top 40, rock
and country have tweaked themselves as musical trends ebbed
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and flowed, AC has reinvented itself outright—from the days
of standards and show tunes to instrumental “elevator music”
to the low-key liit of Barbra Streisand and Neil Diamond to
today’s brighter mix of contemporary artists and top 40 hits
from previous decades.

In the beginning, the notion of a format that would draw the
attention of grown-up women was not so much a strategic deci-
sion as an opportunity for station owners to broadcast original
programming on the vast wasteland known as FM stereo.

At the advent of the 1960s, most outlets chose to simply simul-
cast their AM signals, but early adopters were eager to show off
the aural quality of the other band, even though tke majority of
consumers were nowhere close to owning FM receivers.

THE EARLIEST MODEL

A model of an adult-oriented format already existed in a few
markets. As early as 1960, WGAY-AM Washington, D.C., was
playing clusters of instrumental music, calling itself
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The Carpenters

ROF

“Washington’s Quality Music Radio.”

Similar stations are reported to have been on-air in New
Jersey and Los Angeles.

Billboard was on the tip of the new format, debuting its Easy
Listening top 20 chart July 17, 1964. The first act to top the
survey was Brook Benton with “The Boll Weevil Song,” a nov
elty version of a traditional American song that also reached
No. 2 on the pop and soul charts. Subsequent chart-toppers
included Connie Francis, Elvis Presley, the Lettermen, Ray
Charles and Bobby Vinton.

In November 1962, the chart was renamed Middle-Road Singles,
and in May 1964, it became Pop-Standard Singles. In 1965, the tally
increased to 40 positions and began better monitoring easy-listening
stations, instead of simply deleting rock titles to compile the chart.

HEY, THIS FM MIGHT WORK
As FM radios became increasingly prevalent in automobiles and
homes, station owners began to see the revenue potential of their
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HAT IT IS, WHAT IT WAS

stereo signals and worked to provide a savvy alternative to the
more youth-driven top 40, which still commarded -he AM air-
waves. Easy-listening stations were positioned for a female audi-
ence tuning in at home—in fact, the 10 a.m-3 p.m. shift was
deemed “housewife time” in the industry. The goal was to pro-
vide background music, unobtrusive and soothing.

Because AC stations were not personality-tased, few owners
were willing to invest in high—caliber air staff. That gave rise toa
new breed of automated stations, which employed gargantuan
reel-to-reel-based workstations that spat out songs and locally
recorded weather, and logged spots in order from carts.

BEAUTIFUL, QUALITY, MOOD MUSIC
Alongside casy listening was the other aduit format: beautiful
music. This alternative largely comprised breezy instrumental
versions of top 40 and easy-listening songs. Muzak made the
brand a calling card; by the mid-1970s, the wildly popular but
wholly unhip format was also known, not so flatteringty, as eleva
tor or dentist’s office music.

The leader of this movement was Jim Schulke, a former
Paramount Pictures executive who designed an automated easy
listening format based on 15-minute “matched flow” music seg-
ments. Tempo and song selection were determined by the time
of day, with meticulous attention paid to breaks, which were brief
and as unintrusive as possible.

Beautiful-music stations were making a profit, boasting TSL.
of up to eight hours while other formats were averaging two.
WDVR Philadelphia (now Jerry Lee’s WEAZ) became the first
stand-alone beautiful music FM to bill $1 million.

At its peak, when Schulke Radio Productions was sold to
Bonneville in 1984, it was programming nearly 200 stations,
including such cleverly branded outlets as WPCH (Peach)
Atlanta; WLYF Miami, WLIF Baltimore and KYLF Des
Moines, Iowa (each calling itself Life); WEZW (Easy) Milwaukee;

WLAK (Lake) Chicago; and KQY'T (Quiet) Phoenix.




The legendary Drake-Chenault also became a primary syndi-
cator of automated AC programming. Its Contempo 300 pro-
vided 50 AM and FM stations with “bright, contemporary, easy
listening/MOR for today’s 18- to 49-year-old.”

SING, SING A SONG

Over time, vocals began to work their way into beautiful music,

giving such artists as Perry Como and Andy Williams new life.
Beautiful-music stations then came up with an idea to show-
case Christmas music during the holidays, with the Carpenters,

Johnny Mathis and Persy Como played ir long sets the day
after Thanksgiving and ¢n Christmas Eve and Christmas Day.
That tradition, of course. continues today—in greatly exagger
ated fashion—garnering the format consistently generous
fourth-quarter ratings.

In April 1979, Billbeard changed the name of its Easy
Listening chart to Adult Contemporary and included 50 entries,
heralding the maturation of the format. Rarely were instrumen-
tals played anymore as tae brand developed its own roster of
superstar acts, albeit bor-owed from the softer side of top 40.

Celine Dion

Staples included Anne Murray, Dionne Warwick, Roberta
Flack, Barry Manilow and, yes, Barbra and Neil

ALL FOR ONE AND ONE FOR FM

By the 1980s, music stations had begun their mass exodus from
the AM dial, and the radio landscape shifted dramatically.
Where album rock, classical and AC formats had dominated on
the roomy FM dial, now space had to be made for thousands of
top 40 and R&B outlets.

Meanwhile, the target audience for beautiful music had
outgrown its appeal to advertisers, and the brand diminished
with lightning speed. By the end of the decade, the Living
Strings’ covers, Captain & Tennille and Seals & Crofts were
mere memories,

A handful of beautiful-music stations remain, almost as
curios, including WKTZ Jacksonville, Fla., and KNCT
Killeen, Texas. Not surprisingly, both are noncommercial
XM Satellite Radio, Sirius Satellite Radio, Music Choice and
DMX all offer a take on the once-mighty beautiful-music and
casy-listening formats. There is even a nostalgic Web site,
easylisteninghq.com, that provides audio streaming and a fond
journey back through time.

FOLLOW THE MIDDLE OF THE ROAD

To take the place of beautiful music, a younger, hipper easy
listening playlist took hold, hinting at today’s soft-rock genre,
spinning the best from country and pop by the likes of Eddie
Rabbitt, Sheena Easton, Hall & QOates, Kenny Rogers, Juice
Newton and Christopher Cross.

By the mid-1980s, AC was synonymous with Phil Collin
Elton John and Rod Stewart, artists who are still often readily
embraced. The target remained 25-54 females, except instead of
providing a background for ironing and doing laundry, AC
shifted its image to “your at-work network.”

A NEW BREED OF AC

About 10 years later, in March 1996, Billboard launched the
Adult Top 40 chart as a response to the increasing dominance
of hip-hop on mainstream top 40 radio. The female-driven for-

mat became home to the ladies of Lilith, mixing the likes of
Sarah McLachlan, Jewel, Alanis Morissette and Sheryl Crow
with comfortable bands like Matchbox Twenty, No Doubt and
Collective Soul.

Throughout the 1990s, mainstream and adult top 40 contin
ued to develop their own stable of artists, while AC became a
destination spot for Celine Dion, Gloria Estefan and Jim
Brickman. By the close of the decade, top 40 had become so
hip-hop-centric and polarizing that many of the artists who
once lent the format its softer side were banished from it. AC
happily took them on as core acts.

Today, straight-ahead AC commands the most stations in the
adult contemporary genre, with 689 outlets nationwide. Adult
top 40 is next with 416 stations, followed by soft AC (346 sta
tions), adult R&B (201) and modern AC (28).

It is notable that an AC station, WLTW (Lite-FM), has been
No. 1 in radio’s top market, New York, for 30 of the last 34
Arbitrons, including the last 14 in a row. It has topped the rat.
ings with 25-54 females for 34 consecutive books.

Led by lengtime PD Jim Ryan, WLTW has single-handedly
nudged the format to stretch its wings, focusing less on the
Supremes and more on such titles as Cher’s “Believe” to make
AC brighter and more contemporary.

In 2005, AC stations target baby boomers in almost every mar-
ket in the United States, if not the world. Promiment AC out-
lets shine in Belgium, Iceland, Denmark, Switzerland, the
United Kingdom and Spain. And, thanks to a station in
Illinois, WSWT (Lite Rock 107), it even plays Peoria.  ® "
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BY TONY SANDERS

SIT BACK, RELAX AND ENJOY THE SHOW.

IT'S AN EFFORT TO TAKE THE FIGHT out of talk
radio, to make it a little softer, a little more laid-back. More like
a conversation.

Bonneville Broadcasting is the second major U.S. broadcaster
to commit to a format that targets women who like talk radio, but
do not like the confrontational tone that dominates so much of it.

As of late April, there were three other owners in the format
across North America: CHUM Group’s CFUN Vancouver,
Hubbard Broadcasting’s WFMP-FM Minneapolis-St. Paul and
Geddings & Phillips’ AM simulcast WXNC/WKMT
Charlotte, N.C.

G&P has already bailed on the format. On Jan. 1, its simulcast
signed on as “The Conversation Station” but by early May had
reverted to a Latin format.

Bonneville, meanwhile, is devoting its newly constructed
KUTR Salt Lake City to the format—it signed on May 9.

Chris Redgrave, VP/sales manager at Bonneville’s heritage
news/talk KSIL. Salt Lake City, is charged with turning
KUTR into a success. Redgrave expects to lose $1.2 million in
the station’s first year of operation, “and then I want to break
even,” she says.

Redgrave is quick to emphasize that Bonneville’s commit-
ment seems unusual for broadcasters that have an eye on the
bottom line. “I think a lot of times radio stations are not
afforded the possibility and the opportunity [to operate with a
loss], especially in this day and age, with so many publicly
traded companies,” she says. “It’s really hard to turn around to
an owner and say, ‘Hey, by the way, we’re going to lose over a
million dollars this year. Are vou cool with that?’”

Still, Bonneville’s board of directors approved KUTR’s
budget along with the expected loss. In fact, the radio group is
building studios for the new station in the building that also
houses KSL. “I’m proud that this company 1s willing to make
that kind of commitment to this community and to this station
and to the people that are going to be a part of it,” Redgrave says.
“We’re hoping to not lose as much as they’ve given us to lose.”

‘This is more than just

scrapbooking and

recipes. Way more. It's

6

all of the things that
we talk about in talk
radio, just in a
different way.’
—-AMANDA DICKSON

www.BillboardRadioMonitor.com

Amanda Dickson, co-host of KSL’s “Utah’s Morning News
With Grant and Amanda” and assistant PD at KUTR, 1s reach-
ing out to the community to find the right blend of talent.
KUTR’s programming goal is to put together artists, politicians,
journalists and business people and form a personality lineup that
will take their local notoriety and transform it into listener loyalty.

A few of the personalities have some broadcast experience, but
for the most part, each person will be taught how to run a board.
“All [elements] of a show, the rhythm of a show, is controlled by
the person on the board,” Dickson says, “and I want them to
have that control, when they’re ready.”

Redgrave adds, “A lot of these people are experts in their field,

but it’s like they’re starting over. They’re kind of [like] a rookie,
if you will, learning how to run a board, how to do radio. But
they’re very driven individuals, so I think that’s going to be won-
derful combination.”

But until they master their responsibilities, KLTR will be
staffed with professional board operators and producers,
Redgrave says. “We’re doing it right, and I think that goes back
to what I said before about Bonneville and the board of directors
signing off on us being able to lose the kind of money to get this
launched correctly.”

MEET THE TEAM, HOUR BY HOUR
KUTR’s morning show is “Wakin® Up With Rebecca and
Kurt.” Rebecca Cressman comes from Brigham Young
University’s KBYU-TV, where she was a reporter. Cressman
did morning radio before that, Redgrave says, and is the only
person onboard who is an experienced broadcaster.

“I think that’s why it is going to work,” Dickson says. “These
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people are going to connect with the audience in a way that maybe
a bunch of us seasoned broadcasters wouldn’t, because none of
these people are aware of what their voices sound like. What
they’re aware of is their opinions and their thought processes and
their compassion. That is what I think will speak to the audience,
because 1 don’t think women are as concerned with the dulcet
tones as they are with what the content is. [They're more con-
cerned with] ‘Is she real? Can I relate to that?””

Cressman’s co-host Kurt Bestor is an Emmy Award-winning
composer of film scores, TV themes and carols who has been a
Utah celebrity for many years. He is probably best-known in Salt
Lake City for his Christmas concerts at the symphony hall.

Liz Hale, left, and
Rebecca Cressman

“The Dr. Liz Hale Show” airs 9 a.m.-noon. Hale comes from
Latter Day Saints Services. “Her background is clinical psychol-
ogy,” Dickson says, “where she focused on marriage and family
therapy. And then, at LDS Services, she ran the eating-disorder
clinic there, where the focus was on young womzn. She has a lit-
tle bit of media background. She did some weekl; appearances on
KIRO-TV Seattle as their expert on relationships.”

From noon to 3 p.m., “Ask a Woman” puts three women into a
two-person time slot by having the three hosts share the positions.
“It’s not rotating hosts,” Dickson insists, “it really is job sharing.”
The idea came from co-host Connie Sokol, who runs a profes-
sional-motivation business. “She has six childrer,” Dickson says.
“She said, ‘I want to do this, but who has the time? If you’re really
serious about this, then walk the walk.” We said OK.”

Sokol’s co-hosts are former Republican Rep. Enid Greene and
Salt Lake Tribune columnist Holly Mullen. Redgrave says the two
have “opposing viewpoints, if you were looking at it politically.”

Rabbi Shmuley Boetech has left the Talk Radio Network and



has struck out on his own. His show will air from 3 p.m. to 6 p.m.

“Rabbi Shmuley is going to be coming to us live,” Redgrave
says, adding that “we’re his first client, and we’re very excited
about working with him.”

Cox Radio’s syndicated *“The Clark Howard Show” follows
from 6 p.m. to 9 p.m., with WOR Radio Network’s “The Dr. Joy
Browne Show” airing 9 p.m.-midnight. A repeat of Howard’s
show airs from midnight to 4 a.m., and Jefferson-Pilot’s “Bob &
Sheri” program fills the 4 a.m.-6 a.m. slot.

The station’s weekend offerings include plenty of local program-
ming as well, complemented by ABC Radio’s “Satellite Sisters™ on
Saturdays (3 pm.-6 pm.) and Sundays (11 a.m.-2 pm.).

ORIGINS OF A FORMAT
KSL/KUTR PD Ron Arquette says that to many women, the
phrase “talk radio” means “a talk show with a very opinionated

ABC FIRST TO AIR
WITH POPE JOHN
PAUL Il REPORT,
FOX CLAIM FOR
FIRST IN ERROR

BY TONY SANDERS

ox News Radio has revised its claim to have been
first on the April 2 news of Pope John Paul II's
death. The network now says it went on the air
for affiliates at some time after 2:56 p.m. EST.

Last month, Fox claimed to have been first with the
news, saying it first reported the pope’s death at 2:55
p.m. However, ABC News Radio disputed this claim.

ABC provided Billboard Radio Monitor with proof that
it was, in fact, first with the radio report of the pope’s
death. ABC affiliates were advised of the news at 2:55
p.m. and were able to take the special report from ABC
News Radio at exactly 2:56 p.m.

“We do a one-minute closed-circuit countdown before
our reports. In this countdown, we tell stations the topic
of our bulletins or special reports so they can decide
whether to take the report on their station. This allows
many stations to go on-air and break the headline of our
reports, then take our reports themselves,” ABC News
Radio VP Steve Jones says.

CBS, CNN and AP Broadcast each have similar,
closed-circuit systems for advising their radio affiliates
of bulletins. AP Broadcast affiliates also have the bene-
fit of the AP wire service, which is the organization’s
preferred method for informing AP Broadcast affiliates
of upcoming bulletins.

A representative for Fox News Radio says the radio
network aired its first radio report at 2:56:03 p.m. Fox
was unable to provide audio proof supporting this claim
or offer an affiliate that aired the report at this time.

The AP wire service ran its first bulletin at 2:54 p.m.
The first on-air report by AP Broadcast’s radio services
came at 2:59 p.m.

CBS Radio News aired its first bulletin at 2:58 p.m.,
while CNNRadio broke the news at the top of its 3 p.m.
newscast. ece

host and an in-your-face approach. We’re trying to attract the
type of female listener who feels very comfortable in coming to
this radio station. She can converse and have a nice discussion on
whatever issue it’s all about.”

Dickson adds, “It’s not that the topics themselves are any dif-
ferent. The content or the focus of the issue may be exactly the
same—it’s the way in which it’s discussed [that is different]. This
is more than just scrapbooking and recipes. Way more. It’s all of
the things that we talk about in talk radio, just in a different way.”

CFUN uses the slogan “Life happens . . . We talk about it.”
Program manager Stu Ferguson describes his AM’s format as
“relationship talk.” The format debuted on CFUN in fall
2001. Consultant Walter Sabo was involved with its creation
along with Ferguson, calling it “kind of a mutual” development
that took place.

Ferguson says the format works, but it’s a long haul to prof-
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itability that requires a commitment by management. In the
end, Ferguson says, it’s worth it. “We’ve got nine salespeople,
all women, and we’re rocking,” he says, noting the station is
making a profit.

Ferguson wouldn’t say exactly when CFUN shifted from red
ink to black but he notes that “you have to expect it to take a few
years. We're never going to be a ratings leader, but just like with
a smooth jazz station that might earn a 3 share, it’s a really valu-
able 3 share.” Part of that value, he says, is reflected in the fact
that “each host [in different dayparts] has all of the sponsorship
opportunities of a morning show.”

Ferguson adds that CFUN has hit and exceeded its long-term
goal of using local talent in key dayparts, neting that the morn-
ing show is now live and local. Elsewhere, while the lineup com-
prises mainly local talent, it airs such syndicated hosts as Dr.
Laura Schlessinger, Dr. Joy Browne and George Noory. e ©
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t seems like every day, another station named after a guy that
“plays what they want to” signs on. And even though this
year’s format du jour affects AC stations more than any other
format, adult top 40 KIMN (Mix 100) Denver has not only
continually topped last year’s sign-on of KJAC, its ratings have
actually risen since Denver’s Jack attack.

PD Dave Popovich has only been at KIMN since February,
but that has been long enough to see the station go from a 3.0 in
the fall book to a 3.3 in the winter.

“The station is really one of the few pop-oriented stations for
women over the age of 30,” he says. “Denver is a rich radio mar-
ket in that there are a lot of great radio stations and a lot of music
variety available on the dial. And most of the stations on the dial
are rock-based. Mix 100 is one of the few music radio stations
targeted to 25- to 44-year-old women.”

Former PD Ron Harrell, now OM of adult top 40 WDVD
Detroit, was at the helm of KIMN through the fall and winter
books. He says he was slightly nervous when KJAC signed on.

“We had been told that the Jack format was going to impact
|adult top 40s] more than anyone else,” he says. “We watched
them pretty cautiously, and they came on with a lot of marketing.
They had a decent spring debut, and we had an uncharacteristi-
cally soft spring. I think they definitely impacted us for that
book, but we bounced back pretty quickly. So we cautiously
watched what they were doing.”

Harrell didn’t make any big reactionary changes to KJAC. “I
do everything in threes,” he says. “If I have to do any more than
three points, I usually don’t make them. The three things that
helped KIMN was that first off, we were a broad-based station to
begin with. The heritage of the station had been AC until it mor-
phed into adult top 40. So we could play Nickelback, MercyMe
and Phil Collins, and we had a pretty healthy gold appeal on the
station. That’s a key in fighting these very broad Jack formats.
Another factor was that Infinity came along at the right time with
some badly needed research, both music and perceptual after Jack
launched, and that’s a critical need for anyone trying to fight these
stations: getting current, relevant rescarch information.”

The third thing that helped KIMN’s continued success is
the station’s staff. Popovich points out that he was only at
KIMN for one month of the winter book, and that Keith
Abrams, Infinity’s VP of programming for Denver, and assis-
tant PD/MD Michael Gifford deserve the lion’s share of praise
for the station’s impressive ratings.

Among other staffers, Popovich and Harrell single out Dom
Testa and Jane London and “The Big Mix Morning Show.”
“Dom and Jane are definitely a key attribute,” Popovich says.
“They’re a favorite with the target demo, are part of the heritage
of the Denver market and have done really well.”

“Michael Gifford was guiding the ship after I left, and he was
part of a veteran staff that knew exactly what the station needed,”
Harrell adds. “The staff had been through some really good
trench warfare in the market, especially Dom and Jane, and I
think a successful morning show is critical for any station being
attacked by one of these Jack/Bob/Ben stations.”

VARIETY IN THE MARKET

Popovich points to the variety of not just KIMN, but the whole
Denver radio landscape, as something that might have impeded
Jack’s progress. “What was interesting about Jack in this market is
that [triple-A] KBCO and all of the other stations in this market
have always played a lot of music that you’re not going to hear in

DESPITE JACK,
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other markets,” he says. “That’s the most refreshing thing about
this market that I’ve seen since we got here. There are a lot of good
radio stations that play a lot of great stuff you won’t hear anywhere
else. That’s great for the consumer.

“There are a lot of deep-variety, rock-oriented radio stations
here,” Popovich continues. “There’s really only a handful of pop
music stations targeted to women over the age of 25. I think that’s
one of the most unique things about this market. It was interest-
ing when Jack went on the air here. It had a meteoric rise, and has
been declining steadily since that rise. The marketing and the
freshness of the concept got a lot of people to sample them, but
they mostly went back to where they were listening before.”

Popovich calls Jack a fresh marketing move at a time when

*
Dave Popovich, center, with “The Big
Mix Moming Show"” hosts Dom Testa
and Jane London
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there have not been many new brands created for radio. “In some
markets, it will do better than others,” he says. “But again, in this
market, you have stations that play a wide variety of music. The
appeal was fresh, and it got people to sample the station, but
once you get beyond the ‘Oh, wow’ factor, you've got 1o ask if
there are other factors that will keep you listening to a radio sta-
tion. I think that’s the problem, whether it’s here or anywhere,
that Jack stations face—keeping the brand alive.”

Harrell says that KJAC has been operating at a disadvantage
since it signed on. “It was a brand-new signal, so they started
with zero cume,” he says. And while KIMN was affected
initially, looking at the ratings of younger-leaning adult top 40
competitor KALC (Alice), Harrell surmises that more modern-
based adult top 40 stations are more susceptible to attack from
Jack stations.

Popovich hasn’t made any major changes since arriving. I
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