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Womack Hits Another Country No. 1

MCA/Nashv:Ile s Lee Ann Womack is firmly estab-
| lished as a Country
f.’..’ 1 { superstar as "I
o | Hope You Dance”
. moves to No. 1 on
' this week's ,Country
{ Chart. The song
f was produced by
MCA/Nashviite's

J perennial hitmaker,

Mark Wright.

Aifp?}y Date:
- July 17th
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Industry Achievement Awards Issue

This week R&R puts the spotiight on the R&R Industry
Achievement Award winners, o
who were announced at g

R&R Convention

2900. You voted for

yuur favorite

stations, PDs, MDs,

record labels and

label execs, and now

we introduce you to the

wWinners.

jamn T
—

+

-

>

LIUT U

-
A l‘
U
- n ™ -
I - n* -
I
NRININE
Produced by Steuart Smith, Keith Stegall. and rk
Manage

Visit: www.mercurynashville.com


www.americanradiohistory.com

“They Stood Up For Love”

The New Single from
The Distance To Here

#1 Most Added At Rock Radio!
#4 Most Added At Alternative!

Flainumin the USA Holand 8 soul Alrca - wg Most Added At Active Rock!
Double Platinur Canada. Australia & New Zealand
Sold Out international Tour Begar June 9th - OV @I 60 Stations Total! First Week!
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'management + marketing + sales

Can you produce your own station
concert? Sales & Marketing Editor Pam
Baker talks with concert promoters at
SPX/Avalon about how stations around
the country are successfully producing
their own concerts while accumulating a
substantial amount of nonspot revenue.
Also in this week's Management,
Marketing & Sales section, the GM
Spotfight honors KPWR (Power 106)/Los
‘Angeles’ Val Maki, and Infinity
Promotions Group's Jeanine Brillon- '
Jonkins shares her valuable sales tip on
reading, research and relationships.
Pages 10-16

R&R INDUSTRY

AWARD WINNERS

We encourage you to read each format

section this week, as all of the editors

spotlight the R&R Industry Achievement

Award Winners from this year’s

convention. Find out more about these

phenomenal radio and music executives.
Pages 34, 44, 46, 63, 76,

86, 95, 100, 112, 120

IN THE NEWS |

o David Kantor to exit
AMFM Radio Networks

» 3Com acquires Kerbango l
for $80 million

+ SBS names Chuck Brooks VP/West
Coast, Dennis Roberts GM for KSAH
& KLEY/San Antonio

¢ Meg Stevens becomes
PD at WGAR/Cleveland

+ Reggie Jordan now Clear ChanneV/ .
Richmond VP/Market Mgr.

Page 3

THIS 1] WEEK

CHR/POP
|« N SYNC it's Gonna Be Me (Jive)

CHR/RHYTHMIC
«EMINEM The Real Slim Shady (Aftermath/Interscope)

URBAN :
+ JAGGED EDGE Let's Get Married (So So Def/Columbia)

URBAN AC L :
* CARL THOMAS | Wish (Bad Boy/Ansfa)

COUNTRY
« LEE ANN WOMACK t Hope You Dance (MCA)

[ AR |
» FAITH HILL Breathe (Warner Bros.) |
HOT AC |
. VERHCAL nomzon Everymmg You Want (RCA)

 NAC/SMOOTH JAZZ

» JAMES & BRAUN Grazin' In The Grass (Warmer Bros.)

ROCK N I
« CAEED With Arms Wide Open (Wind-up) |

ACTIVE ROCK
« METALLICA | Disappear (Holtbwood)

ALTERNATIVE ’
» 3 DOORS OOWN Kryptonite (Republic/Universal}

ADULT ALTERNATIVE
« MATCHBOX TWENTY Bent (Lava/Atlantic)
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12-24s: The Future Of Radio

| Edison study shows how to attract key demo

By StEve WonsiEwicz
R&R MUSIC EDITOR
swonz@rronline.com

Despite declining TSL among 12-24-year-olds,
radio in general outpaced the Intemnet and TV as
the medium of choice for music among teens and
Atwentysomethings. That’s according to an Edison
Media Research study called “Radio’s Future —
Today's 12-24-Year-Olds.” which was unveiled

THE INDUSTRY’S NEWSPAPER

_during R&R Convention 2000.
Presented by EMR President/co-founder

EDISON/Ses Page 35

Rosin

Emmis Settles Sinclair Suit; Swaps For KZLA

I After paying $220M for St. Louis sextet, Emmis trades four to Bonneville

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

More than a year after it
became embroiled in
a lawsuit over buying
the rights to Sinclair
Broadcasting's six
radio stations and
one TV outlet in St.
Louis from former
Sinclair CEO-desig-
nate Barry Baker, §
Emmis agreed to a
settlement last week

owning a second FM in Los
Angeles.” Emmis also owns
KPWR (Power 106)L.A.
Smulyan noted that
this was the third
major Emmis radio
acquisition in the last
two weeks — first
was the acquisition
of three Hearst-Argyle
stations in Phoenix,
and then the pur-

nel spinoffs Denver

that allows it to ac- ' and Phoenix —
quire  Sinclair’s Siroige and “demonstrates
WRTH, KIHT, KPNT, our strong commitment.to
KXOK-FM, WIL-FM & growing our radio group.”

Smulyan had been criti-
cized by Wall Street anaiysts
for buying 15 TV stations
from Lee Enterprises for
$562 million last month. At
Louis, to Bonneville in ex- the time he said he under-
change for KZLA/Los Ange-  stood — and expected — to
les. take some heat from the

Emmis Chairman/CEO  Street, but assured the invest-
Jeff Smulyan said the deal ment community that there
achieves “both-our immedi- were plenty of radio deals in
ate goal of reaching closure Emmis’ future.

WVRV — but not KDNL-
TV — for $220 million.
Emmis also plans to swap
WRTH, WIL & WVRY, as
well as its own WKKX/St.

chase of Clear Chan- -

Emmis Fiscal Q1

Beats The Street

Emmis has rocketed into the new
century with returns that should hush
naysayers and delight investors.

The intemational multimedia com-
pany, which is generally seen as a
radio industry beliwether of financial
performance, last week reported its
earnings for the fiscal first quarter
ending May 31 with after-tax cash
fiow up 80% over the same period a
year ago. ATCF soared from $12.2
million, or 38 cents per share, to an
astounding $22 million, or 46 cents.

Broadcast cash flow was up nearly
44%, from $26.9 million to $38.7 mii-
lion. The Indianapolis-based group’s
net revenue grew 39%, from $72.4
mitiion to $100.5 miliion. Net income
per share jumped from 1 cent to 8
cents and beat First Call analysts’
estimate of a 6-cent gain. On a same-
station basis, net revenues increased
almost 18%, and BCF was up 22%.
Same-station domestic radio rev-

on Sinclair and, more impor-
tantly, our iong-term goal of

| enueincreased 27%, and BCF rose
EMMIS/See Page 35 | o

EARNINGS/See Page 35

m
Braverman Gets PD
Post At KABC/L.A.

By A1 PeTERsON
R&R NEWS/TALK EDITOR
alpeterson@ rronline.com

Al the rumors of the past few
wceks became reality last Friday

s (6/23), when
KABC/Leos
Angeles Asst,
| PD Erik Bra-
verman was
officially pro-
moted to PD
for the ABC
Radio News/
Talk station.
Braverman
has been serv-
ing as interim
PD since the recent departure of
Drew Hayes.

*1 couldn’t be happier in an-
nouncing Erik’s promotion,”
said KABC President/GM Bill
Sommers. “He brings a wealth

BRAVERMAN/See Page 35

Braverman

St. Roller Coaster
B Analyst downgrades
spark stock selioff

Several media analysts
weighed in with downgrades last
week, causing radio stocks to fall
on Wall Street.

First, A.G. Edwards analyst
Michael Kupinski encouraged in-
vestors to “underweight” the ru-
dio broadcasting sector on expec-
tations of slower advertising
growth next year. He downgraded
Clear Channel, Westwood One,
Disney and Viacom from *accu-
mulate™ to “maintain position” on
Friday (6/23), causing significant
decreases in thgse companies’
share prices. Clear Channel, the
largest radio group, with about
900 radio stations, fell more than
5%, down $4 per share t0 $74.25.
Infinity parent Viacom was off
$2.25 10 $64. Westwood One —
which syndicates such shows as
Don Imus. G. Gordon Liddy and
Don & Mike — was off more
than $3.43 10 $35. And Disney,
which owns ABC, decreased
$1.875 10 $39.625.

“Although there are no com-
pany-specific reasons for our rat-
ings changes and the current

ANALYSTS/See Page 35

923,

What’s The Frequency, L.A.?

AMFM's KCMG (Mega 100) and
KKBT (92.3The Beat) are set to
swap Los Angeles frequencies
today (6/30) at Spm. Mega’'s
“Jammin’ Oldies™ format will
move 10 92.3 FM, whileThe
Beat's Urban programming
will reside at 100.3. Pictured
here are the stations’ new logos,
reflecting the new frequencies.

The switch is the resuft of Radio One’s
deal to buy KKBT, its format and the 100.3 frequency as part of the
Ciear Channel-AMFM spinoffs. The transaction is expected to close
in the third quarter and marks Radio One’s entry into L.A.

_Both stations have been promoting the switch on-air, and KCMG
even inserted “Mega 92.3 FM™bumper stickers in last Sunday’s Los
Angeles Times. The station is conducting a contest in which t's giv-
ing away a total ot $92,000 in cash and prizes to drivers displaying
the new sticker.

AMFM Taps Martin
As Dir./Prog. For
KMEL & KYLD/S.F.

By Toxy Novia
R&R CHR EDITOR
movia @ rronline.com

AMFM has
promoted
CHR/Rhyth-
mic KYLD/
San Francisco
PD Michael
Martin to the
newly created
position of Di-
rector/Pro-
gramming for
KYLD and
CHR/Rhyth-
mic sister KMEL. Martin re-
places KMEL PD Joey Arbagey,
who has exited.

“The decision to combine the
programming leadership over
two uniquely successful radio

Martin

MARTIN/See Page 27

Latest Spring Phase Two Arbitrends: www.rronline.com
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everclear

# 1 Most Added

KIIS-FM  WXKS WSTR KBKS
WFLZ Y-100 WNCI wKal
WDRQ WKFS KALC KDND
KHTS KZZP wBlLli KKRZ
WPRO KSLZ WNKS WRVW
WKSL KZRT WAKS KQKQ
WKIE Kbwe WXSS WKRQ
wDJX KXXM wPLJ KYSR
WABB WFLY + 100 More

wonderful

the first single from

Songs from an American Movie, Vol. One: learning How To Smile
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Kantor To Exit
AMFM Radio Nets

David Kantor. who departed the
President’s post at ABC Radio Net-
works in October
'97 to accept
similar duties at
® AMFM Radio
Networks. will
leave AMFM
@ upon the closing
of the company’s
merger with
Ctear Channel
Communica-
tions.

As a result of
the AMFM/Clear Channel union,
AMFM Radio Nets will be placed
under the same umbrella as Kraig
Kitchin-led Premiere Radio Net-
works. In an interview with R&R.
Kantor commented about how that
led to his decision to leave.

“Thanks to some soul-searching,
I really know that 1 am an entrepre-
neur.” he said. *I really enjoyed
working in the boutique atmo-
sphere | had back at AMFM, and |
really enjoy working with talent. |
don’t have anything planned, but |
would like to stick with that.
There's a lot of opportunity out
there now, and this one is the right
opportunity to take advantage of. |
don’t plan on being in the network
radio business in the nearterm.”

Kantor added that he will most
likely become a consultant. for the
combined AMFM/Premiere and
has already agreed to work with
“close friend and business associ-
ate” Tom Joyner on the develop-
ment of several African-American-
focused Internet and television ini-
tiatives.

During his 2 1/2-year tenure at
AMFM Kantor helped lure Casey
Kasem to the company and resur-
rected American Top 40 for the leg-
endary countdown host. While at
ABC Kantor helped create and de-
velop such programming as Radio
Disney and ESPN Radio. Kantor
rose to President of ABC Radio
Nets in 1996. and before that
served as VP of the division. Before

Kantor

joining ABC in 1991, Kantor |

served as a VP of Cox Cablevision.

R&R Observes
Independence Day

Due to the Independence Day
holiday, R&R's Los Angeles. Nash-
ville and Washington, DC offices
wilt be closed Monday, July 3 and
Tuesday, July 4. R&R will process
and publish all news and charts on
Wednesday, July 5.

HOW TO REACH US RADIO & RECORDS INC./ 10100 SANTA MONICA BLVD., 5TH FLOOR, LOS ANGELES, CA 90067

CIRCULATION:

NEWS DESK:

R&R ONLINE SERVICES:
ADVERTISING/SALES:

Atlanta Burned Again j
1

| The 13th Annual T.J. Martell Music Industry Roast, held in New York
City, was termed “Atlanta Burns Again,” as the 2000 roastee was none
other than WNNX (99X)/Atlanta PD Leslie Fram. Pictured Here(l-r) are
WNNX's Jimmy Barron, Susquehanna’s Brian Philips, V2 Records’ Malt
Pollack, RCA Records’ Ron Poore, Columbia Records’ Kid Leo {event
chairman), Randy Lane Company's Randy Lane, Sean Demery, Fram,
Universal Records’ Monte Lipman, Capricorn Records’ Nan Fisher and
JustWest Entertainment's Lanny West.

Kerbango, which developed the
first standalone Internet radio, has
been sold to 3Com for $80 million.
The deal is expected to close in the
2001 fiscal first quarter.

Kerbango’s standalone Internet
radio appliance was introduced this
year. It can pull in virtually any sta-
tion that streams over the Intemet,
along with the multitude of Internet,
only stations that are emerging.
Kerbango'’s other products include
the Kerbango Tuning Service. a
global directory for accessing
Internet audio, and its website
| (vww.kerbango.com). which helps

-users find more than 5,000 stations
around the world.

| *Joining 3Com is like strapping a
booster rocket to Kerbango,” said

Kerbango CEO Jon Fitch, who will

become VP/GM of 3Com’s Internet
| Audio Division. “3Com has the

3Com To Acquire Kerbango For $30 Mil.
B RCA will manufacture Kerbango Intemet Radio

manufacturing, distribution and
strategic partnerships — as well as
a proven track records and a strong
brand with consumers — which we
intend to immediately leverage. We
chose 3Com because the two com-
panies have the same goal: to cre-
ate radically simple and rich net-
work solutions for consumers that
will fuel the adoption of Internet
appliances like Kerbango’s Internet
Radio.”

In a separate announcement,
Thomson Multimedia signed on to
brand and distribute an RCA-brand
Internet radio that utilizes the
Kerbango Internct Tuning Service.
After its acquisition of Kerbango
closes. 3Com intends to follow a
similar licensing strategy of form-
ing alliances with key distribution
partners to increase distribution of
the Kerbango product and services.

Brooks Becomes VP/West Coast For SBS
B Roberts rises to KSAH & KLEY/San Antonio GM

Spanish Broadcasting System
has continued to realign its man-
agement tcam west of the Missis-
sippi River, placing a former
Rodriguez Communications execu-
tive in charge of all its stations in
the region and naming a Rodriguez
l GM as head of its.two stations in
San Antonio.

Chuck Brooks has accepted du-
ties as VP/West Coast for SBS. In
his new role Brooks will oversee
SBS’ Los Angeles, Riverside, San
Francisco. Dallas and San Antonio
properties. SBS recently agreed to
acquirc KFOX/L.A. KREA/River-
side, KXJO/S.F. and KSAH/San
Antonio from Rodriguez, as well as

1

310-788-16256  310-203-8727
310-788-1699  310-203-9763
310-788-1675  310-553-4056
310-553-4330  310-203-8450

moreinfo @ rroniine.com
newsroom @ rroniine.com
jin@rronline.com

hmowry @ rronline.com

KXEB & KTCY/Dallas from
Rodriguez subsidiary New World
Broadcasters, for $165.2 million in
cash and stock. Brooks had been

instrumental in adding those sta- I

tions to the Rodriguez fold.
Brooks is a veteran of Spanish-
language radio. having begun his
carcer at KESS/Dallas. He then be-
came Sales Manager of KLAT/
Houston for then-owner Latin
American Broadcasting. Following
that station’s purchase by Tichenor
Media Systems (now Hispanic
Broadcasting), Brooks relocated to
Chicago to serve as GM of WIND and,

$BS/See Page 35
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WBBS/Syracuse PD Meg Ste-
vens has been named PD at Clear
Channel sister WGAR/Cleveland.
She begins her new duties at Coun-
try WGAR on July 24.

Stevens succeeds Clay Hunnicutt,
who is returning to Chattanooga,
TN as OM for Cumulus’ five-sta-
tion cluster, in addition to being PD
| of Country WUSY. Clear Channel

is searching for Stevens’ replace-

Stevens Heads To WGAR/Cleveland As PD

*1 look forward to joining the tal-
ented staff at WGAR.” Stevens told
R&R. *“You don't get any more for-
tunate than [ am at this point in my
carcer. It’s a legendary station. and
1 hope [ can add something to it.”

A seven-year veteran of WBBS,
Stevens has served as PD for the
past two years and was Asst. PD
prior to that. Her decade-long ca-
reer in the Syracuse market also in-
cludes a stint at WAQX.

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON, DC BUREAU:

NASHVILLE BURERAVU:

| ment at WBBS.

Clear Channel/Richmond Elevates Jordan

Reggie Jordan has been named VP/Market Manager for Clear

| Channel's WRNL, WRVA, WRCL, WRVQ, WRXL & WTVR/Rich-
mond and the Virginia News Network. He will also serve as VP/GM

‘ for WRNL. WRVA, WRCL & WTVR, having served as WTVR's VP/
GM.

WRVQ & WRXL VP/GM Linda Forem will remain in her position and
report to Jordan. Carl McNeil. who was VP/GM for WRNL. WRVA and
the Virginia News Network, assumes the newly created Richmond Di-
| rector/Sales position, while WTVR GSM Jean Massey will add GSM du-

ties at WRCL when the Clear Channel-AMFM merger closes.

“Reggie’s appointment as Market Manager is a tribute to his outstand-
ing performance with WTVR for the last seven years!” said Clear Chan-
ne! Eastern Regional Sr. VP George Sosson. “We wish Reggie and Carl
well in their new positions.”

v

WEBSITE: www.rronline.com

310-203-8727  kmumaw @ rronline.com

310-553-4330  310-203-9763  mailroom@ rronline.com
202-463-0500 202-463-0432 rrdc @ rronline.com
615-244-8822  615-248-6655 Ihelton @ rronline.com
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Radio Business

Bloomberg Ranks Radio Exec Earnings Bloomberg

CJ AMFM’s Steve Hicks comes out on top

By JENNIIR MaRKHAM
R&R WASHINGTON BURFAU
Jjmarkham@ yronline.com

According to a survey conducted by Bloomberg. radio execu-
tives were among the highest-paid businesspeople between May
31, 1999 and May 31, 2000. The wire service surveyed the 500
largest U.S. companies by industry, including media and enter-
tainment. banking. diversified finance, insurance, computers and
software, Internet and telecommunications businesses.

The survey results showed that
AMFM Vice Chairman/COO Sieve
Hicks was the clear radio winner.
boasting total pay of $16.5 million.
which includes a $752,000 salary, a
$1 million bonus and $14.8 miilion
in stock.

Pay figures were taken from cach;
company’s latest proxy statement
filed between May 31. 1999 and May
31, 2000. Total pay was defined as
salary. bonuses, the estimated value

at grant of stock options during the
year. the value at grant of free shares
of stock awarded. payouts made on
other long-term incentive plans and
“all other compensation™ as defined
by the Sccurities and Exchange
Commission.

Viacom President/COO Mel
Kammazin and Clear Channel Chair-
man/CEO Lowry Mays cach made
$12.1 million last year, with
Karmazin earning a $500,000 salary,

a $6 million bonus and $2 million in
stock. Mays® salury was $972.000. his
bonus was $2.75 million. and his
stock was worth $8.2 million. Ameri-
can Tower's Steve Dodge made $4.2
mitlion, Cox Radio’s Bob Neil raked
in $1.16 million. and Hispanic
Broadcastings McHenry Tichenor
made $1.14 million. Also on the list
were Westwood One’s Joel Hollunder,
with total pay of $856.000, and. ncar
the bottom of the media and enter-
tainment roster, Viacom Chairman
Sumner Redstone, with $114.000.
R&R previously reported (4/14)
that. according to0 Business Week, the
salaries of CEOs of publicly traded
companies rose 17% in 1999, with av-
crage compensation rising to $i2.4
million. up from $10.6 million in 1998,

SAG/AFTRA Strike Ends Ninth Week;
No Progress Reported

O Radio industry seems unaffected

July I will mark the beginning of the third month of the SAG/
AFTRA strike. An agreement has not been reached as yet be-
tween the advertising industry and the two unions, which together
represent more than 135,000 entertainers who are still protesting
residual wages paid to actors appearing in television commer-

cials.

On Monday (6/26) the strike en-
tered its ninth week as union mem-
bers picketed AT&T's Chicago cor-
porate office. AFTRA/SAG accused
AT&T of “aggressively pursuing
commercial production since the
strike began.”

On May 24 R&R reported that the
unions had distributed leaflets at an
AT&T sharcholders meeting in Chi-
cago because, SAG/AFTRA claimed.
the company was using nonunion tal-
ent in commercials traditionally made

with union actors. "o

However. AT&T Public Relations
Director Mike Pruyn told R&R at
the time, “Only one commercial has
been produced™ since the strike be-
gan. He added. “We have been a
longtime supporter [of the unions].
and we arc hoping for a quick reso-
lution 1o the strike.”

AFTRA/SAG said that AT&T
CEO C. Michael Armstrong told
union members that he would “look
into” signing the unions’ interim

agreements. which would allow
AT&T to produce union commercials
during the strike. However. the unions
report that there has been no action
from AT&T.

While this strike is clearly affect-
ing the television industry. according
o AFTRA/SAG. the radio business
scems untouched thus far. Radio
Advertising Burcau President Gary
Fries told R&R, “There may be some
isolated incidents. but overall. radio
advertising has not been affected.”
Fries added that he is not fearful
about the strike because there has
been no indication yet that there is
anything to fear.

In fact. for local and national radio
ad revenue combined. Q2 numbers

$AG/Ses Page 8

BUSINESS
BRIEFS

Japanese Listeners Similar To Those In U.S.

An Arbitron study conducted last November and December for the Japa-
nese NAB found that 69% of the Japanese population listens to radio
during the week. Almost three-quarters (74%) of that country’s in-car com-
muters listen to radio, compared to 80% of U.S. drivers. The data from the
study is available for free on Arbitron’s website at http:/mt2000japan.
arbitron.comin Japanese and English.

In related news, 19-year Arbitron veteran Brad Bediord is elevated to
VP/Asian Marketing. He will continue to manage the West Coast division of
the company’s radio station services.

Cox Offering Should Net $344.5 Million

n early June’Cox Radio said it would offer 8.8 million shares of class A

common stock, and last week the group set the share price at $29. Cox
Enterprises will purchase an additionat 3.6 million shares in a private place-
ment at the same price, while the underwriters were granted the option to
buy an additional 1.3 million shares to cover overatloiments. Lead-man-
aged by Credit Suisse First Boston and Morgan Stanley Dean Witter and
co-managed by Allen & Company, Banc of America Securities, First Union
Securities, Robertson Stephens and Salomon Smith Barney. the offering
was expected to be consummated this week.

American Tower To Offer 12.5 Million Shares

oston-based American Tower expects {o raise about $514 million by

selling 12.5 million class A shares. Certain stockholders will aiso seil
1.18 million shares, which are expected to raise about $49 million. Lehman
Brothers will handle the public offering, which was expected to settle
this week.

Tribune Sells Education Businesses

Saying it wants to focus on its broadcasting, publishing and interactive
operations, Tribune Company sold Tribune Education to McGraw-Hill
on Monday (6/26) for about $635 million. The deal foliows Tribune’s recent
acquisition of the Times-Mirror Co.

NextMedia Buys WHBC-AM & FM For $43.5 Million

arl Hirsch's NextMedia will take over Beaverkettle Co’s Canton, OH
duo July 1. News/Talk WHBC-AM has been on the air since 1925 and
was acquired by its present owner in 1939. AC WHBC-FM went on the air

Coatinued on Page 8

R&R Radio Stock Index

This weighted index consists of a.ll publicly traded companies that derive
more than 5% of gross revenues from radio advertising.

Change Since
One Year Age 612610 WI9M0  Owe Vear Age  S/19-4/26
Radio Index 29980 31508 344.80 +6% -8.62%
Dow Industrials 10.855.56 10,404.75 10,499.30 4.15% -90%
S&P 500 134284 144148 1464.96 +7135% +1.57%

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

Irwin
Pollack

Broadcasting's Leadcr in
Sales and Management
Training.

— Irwin Pollack
(603) 598-9300

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

28 Charron Avenue #2. Nashua. NI 03063 ¢ Phone: 603-595-9300 Fax: 603-398-0200 ¢ www.irwinpollack.com
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And no one offers you the range and quality of music that we do.

BMI operates as a non-profit-making organization of songwriters, composers
and music publishers that licenses songs for public performance.

For the power of music.’

“I Will Always Love You™ Writer: Dolly Parton. Publisher: Velvet Apple Music. “Nowhere To Run” by Brian Holland, Lamont Dozier, and Edward Holland Jr. © 1965 Renewed. 1993 Jobete
Music Co.. Inc. All rights controlled and administered by EMI Blackwood Music Inc. (BMI) on behalt of Stone Agate Music (A Division of Jobete Music Co.. Inc.)
All nghts reserved. Internationai copyright secured. Used by permission,
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Badlo Business

DEAL OF THEWEEK J8 2000 DEALS TO DATE

. Dollars To Date:  $7,145,143,426

TRANSACTIONS AT A GLANCE

. KATD-AM/Pittsburg, CA (San Francisco) $4.5 million

® KXSS-AM & KLZZ-FM/Waite Park and
KKSR-FM/Sartell, MN $5 million

® FM CP/Warsaw, MO $47,500

® KHIX-FM/Cartin, NV (Elko) $225,000

© WJRZ-FM/Manahawkin, NJ (Monmouth-Ocean)

o WVRV- Fm St. Lﬂllk, (Last Year: $1,770,780,863.90)
KXOK-FM/Florissant; Doliars This Week:  $285,127,500
KPNT-FM/Ste. Genevieve; (AR 7 6,00
and WRTH-AM, KHT-FM ™ -

& WIL-FM/St. Louis, L SR aded Thes. Yaar: (Last Ye%)
IO M Stations Traded This Week: 18
(Last Year: 26)
TRANSACTIONS

Emmis Increases Presence In St. Louis

O Bllys six stations from Sinclair for $220 million

RV-FMIEast St Louis-

| | SELLER: StarCom, headed by
— - | President Dennis Carpenter. Phone: |
KATD-AMIPittsburg (San

| (320)253-9600
KXOK-FM/Florissant; Francisco) FREQUENCY:-1390 kHz; 103.7 |
KPNT-FMW/Ste. Genevieve; | PRICE: $4.5 million | MHz; 96.7 MHz
and WRTH-AM, KIHT-FM & | TERMS: Asset sale for cash l :’g‘;’:gef f;g&avgsgkggn'feh: okw |
- | BUYER: Radio Unica, h
WIL-FWSt. Louis, iL adio Unica, headed by | o MAT: Adult Standards; Classic

PRICE: $220 million

TERMS: Asset sale for cash
BUYER: Emmis, headed by Presi-
dent/CEQ Jeff Smulyan. It owns 23
other stations, including KSHE-FM/
Crestwood, MO & WXTM-FM/
Jerseyville (St. Louis), IL. Phone:
(317) 266-0100

SELLER: Sinclair Communica-
tions, headed by Chairman David
Smith. Phone: (410) 662-4700
FREQUENCY: 101.1 MHz; 97.1
MHz; 105.7 MHz; 1430 kHz; 96.3
MHz; 92.3 MHz

POWER: 44kw at 518 feet; 100kw at
561 feet; 100kw at 1,375 feet; Skw;
80kw at 1,027 feet; 100kw at 910 feet
FORMAT: Hot AC; Classic Rock; Al-
ternative; Adult Standards; Classic
Hits; Country

COMMENT: In a related transaction,
Emmis has signed a letter of intent
to swap WRTH-AM, WIL-FM, WKKX-
FM & WVRV-FM/St. Louis to
Bonneville in exchange for KZLA-FM/
Los Angeles.

ot iy
Waite Park and KKSR-FMW/ |- Nevada

Chairman Joaquin Blaya. it owns 15
other stations, including KIQI-AM/
San Francisco. Phone: (305) 463. |
5000

SELLER: Peoples Radio inc.,
headed by President Joe Rosa.
Phone: (408) 259-2988
FREQUENCY: 990 kHz

POWER: Skw

FORMAT: Talk/Sports

Rock; AC

FM CP/Warsaw

PRICE: $47,500

TERMS: Asset sale for cash
BUYER: D&H Media LLC, headed
by member Vance Det.ozier. Phone:

| (660)747-7043
n— — | SELLER: John Mahatfey. No phone
Minnesota listed. |

]

Sartell

PRICE: $5 million

TERMS: Asset sale for cash
BUYER: Regent Communications,

KHIX-FM/Cariin (Elko)
PRICE: $225,000
TERMS: Asset sale for cash

!
\

| headed by President Beth Colon. It

$6.5 million

© WHBC-AM & FM/Canton, OH $43.5 million

® WBZK-AM/York, SC $500,000

¢ KGBC-AM/Galveston, TX (Houston) $745,000
© KXGM-FM/Muenster, TX $4.11 million

FREQUENCY: 96.7 MHz |

BROKER: Greg Merrill of Media |
Services Group

COMMENT: This transaction repre-
sents a construction permit (CP) for
KHIX, a Class C facility recently re- |
located from Ely, NV.

WJRZ-FMIManahawkln
(Monmouth-Ocean)

PRICE: $6.5 million
TERMS: Asset sale for cash
BUYER: New Jersey Broadcasting,

owns three other stations, including
WRAT-FM/Monmouth-Ocean.
Phone: (973) 538-1250

SELLER: Jersey Shore Broadcast-
ing Corp., headed by Owners Jo-
seph Knox and Brent McNally.
Phone: (732) 349-1100
FREQUENCY: 100.1 MHz
POWER: 3kw at 499 feet

FORMAT: Country

BROKER I.ury Patrick of Patrick

TERMS: Asset sale for cash
BUYER: NextMedia Group, headed
by President Steve Dinetz. It owns 42
other stations. Phone: (303) 256-6222
SELLER: Beaverkettie, headed by
President Rex Hexamer. No phone
listed.

FREQUENCY: 1480 kHz; 94.1 MHz
POWER: 15kw day/5kw night; 45kw
at 515 feet

FORMAT: News/Talk; AC

__ South Carolina

WBZK-AM/York

PRICE: $500,000

TERMS: Asset sale for cash
BUYER: Baker Family stations,
headed by President Vernon Baker.
it owns 13 other stations. Phone:
(540) 552-4252

SELLER: Clover Broadcasting,
headed by Curtis Sigmon. No phone
listed.

FREQUENCY: 980 kHz

POWER: 3. 1kw day/250 watts night
FORMAT: Oidies

BROKER: John Pierce & Co.

headed by Chairman/CEO Terry
Jacobs. It owns 40 other stations, in-
cluding WJON-AM, KMXK-FM &
WWJO-FM/St. Cloud, MN. Phone:
(606) 292-0030

headed by Manager Bruce Brazil.
Phone: (312) 204-9900
SELLER: L. Topaz Enterprises,
headed by President Dale Ganske.
Phone: (608) 831-8708

BT | oo & Cormrar

WHBC-AM & FM/Canton
PRICE: $43.5 million

(Baker Family Stations) and Force

(Clover Broadcasting)

Continued on Page 8

What's on /iis mind.

ILife death and afterhife. Inner peace a
outer-hmits. Peter Wersshach has lots on his nuind
as he takes listeners on the Quest for the
unknown and unknowable
Monday to Friday. 6p-mid PT (9p-3a ET)
Satcom C5. TR 23, Sedat 31

.3

the Qucst

WEISSBACH

AT

BROADCAST PROGRUMAING
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Stllniernet Stations

On-air digital
Live Assist and/
stations for simulta

audio streaming.

®ols for Highly-Targ

Content crec o 1 with
synchronized title/ar
& related info, .J e lr :
mented by grqp
e-commerce serv

Music rotationand
event scheduling;,,L }1.,.
from the World's #” iy
music and eveni—

scheduling
company.*

OpenData™
(XML) interface
l for seamless
| data exchange
between
systems.

WWW.ICSWOIKS.COm
info@rcsworks.com

In USA call
(914) 428-4600, ext. 178 * — All music rotation and event scheduling is iniu! compiiance with DR

“liennium Copynight Aci) provisions
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.......................................

Transactions
Continued from Page 6 |

e Texas i

KGBC-AM/Galveston ~
(Houston)

PRICE: $745,000
TERMS: Asset sale for cash
BUYER: Prets/Blum Media Co.

SELLER: Harbor Broadcasting
Co., headed by President Pete
Miller. Phone: (409) 744-4567
FREQUENCY:1540 kHz

POWER: 1kw day/250 walts night
FORMAT: Oldies/Adult Standards
BROKER: Bill Whitley of Media Ser-
vices Group Inc.

KXGM-FM/Muenster

PRICE: $4.11 million

TERMS: Asset sale for cash
BUYER: First Broadcasting LP,
headed by member Ronald Unkefer.
Phone: (214) 855-0002

SELLER: Gain Alr inc., headed by
President Charles Henderson.
Phone: (940) 668-1065
FREQUENCY: 106.5 MHz

POWER: 6kw at 328 feet

FORMAT: AC

e T S ——

SA6

Continued from Page 4

climbed to 22% for the month of April,
compared 1o last year's local sales in-
crease of 19%. National numbers also
went up. 32% this year.

SAG Acting Director/Communica-
tions Greg Krizman told R&R, “Ad-
vertising agencies are reporting
record numbers for revenue and are
crying poverty when it comes to com-
pensating actors. All we are asking
for is our fair share."

On June 14 the unions and the ad-
vertising industry, represented by the
Association of National Advertisers
and the American Association of Ad-
vertising Agencics, went back to the
bargaining table. However, Krizman
told R&R. "Nothing happened. It
was an exploratory talk organized by
federal mediators to see if cither side
was willing to give in. At this point
the answer is a big, fat no.”

While Krizman agrees that the r-
dio industry is not being affected by
the strike. he feels differently about
the television industry. “We have re-
duced the number of commercial
shooting days in Los Angeles, and the
picketing has been extremely effec-
tive. Not only are we targeting large
cities such as Los Angeles and New
York, there is also activity in Denver,
Orlando and Portland. We are also
reaching the interior of the country,”
he old R&R.

Krizman reported that union mo-

*

“There may be some

isolated incidents,
but overall, radio

advertising has not
been affected.”

Ga& Fn'esl
e

rale is high and that the unions are
“holding their own, considering who
they are up against.” That is, the ad
industry, which has continued to shoot
commercials despite the strike.

On Tuesday (6127) the ANAJAAAA
reported that it had been able to shoot
862 new commercials between May 15
and June 15 using nonunion talent. Ac-
cording 10 AAAA Joint Policy Cormmit-
tee Counscl Ira Shepard, “This is dia-
matic evidence that the industry has been
able to continue widespread commercial
production during the strike at the same
levels as in years past. This.is consistent
with the Joint Policy Committee’s find-
ings that union session fees are down
73%, and nonunion session fees are up
by 1.400% in the most recent strike pe-
riod. All indications ase that c(xnmaclal
production is, in fact, increasing.”

- Jennifer Markham

s e et

&

in 1947.Canton is rated by Arbitron twice a year, and in the fall ‘99 survey WHBC-AM & FM placed second and first,
respectively. Rex Hexamer will remain the stations' President/GM, and NextMedia President/COO SkipWeller says
the company has "no intention of making any changes to the stations' format or staffing”

Regent Doubles Up In St. Cloud, MN

egent will acquire StarCom Inc.s KXSS-AM, KKSR-FM & KLZZ-FM for $5 million and will begin operating the
stations through a time-brokerage agreement July 1. Regent, which already owns WJON-AM, KMXK-FM &
WWJO-FM in St. Cloud, expects the deal to close by the end of the year.

Secret Gets KEYI-FM/Austin

lear Channel Oldies station KEYI-FM/Austin was part of a trio going to Hispanic Broadcasting for $127 million
until the DOJ's Antitrust Division nixed the deal. Last week Secret Communications chief Frank Wood, a 33-year
broadcasting veteran, acknowledged to R&R that he had stepped in and picked up a new piece for his radio puzzie.
“Occasionally a deal pops up, and | see opportunity” Wood said. “This was an economic opportunity” He added
that the deal had to be done quickly to avoid holding up the AMFM merger, but he declined fo discuss financial details.
The other two Clear Channel stations that were supposed to go to Hispanic — KXPK/Denver and KKFR/Phoenix —
were soid to Emmis for $108 milion.

Cumulus Closes On WWXZ-FM/Tupelo, MS

umulus has closed on the deal for WWKZ-FM, Tupelo, MS, paying Broadcasters & Publishers more than $2.9
million for the CHR/Pop outlet. Cumulus owns four other stations in the market.

Radio Unica Pays $4.5 Million For KATD-AM/San Francisco

adio Unica recently bought KATD-AM from People’s Radio, but no price was disclosed (R&R 6/16). R&R

has learned that the price is $4.5 million. Radio Unica intends to move KATD's Skw signal at 990 kHz from the
San Francisco suburb of Pittsburg to Sacramento, atlowing the company's 10kw day/1500-watt night KIQI-AM/San
Francisco to increase its signal.

FCC Actions

arsha MacBride, who has been Commissioner Michael Powell's legal adviser on mass media and cable issues,
will leave in late July to become VP/Government Relations in the Walt Disney Co’s DC office. Powell calied
MacBride “an outstanding public servant with exceptional ieadership™ and said her absence from his office will be“felt
profoundly”
*Geraid Faulhaber has been named the FCC's Chief Economist. Faulhaber is a professor of Public Policy &
Management at the Wharton School of the University of Pennsylvania, and he will assume the FCC position on July
1 for one year. Faulhaber will replace Howard Shelanski, who has served as Chief Economist since last July.

Ackerley Group Expects Strong Q2 Results

anagement at the Ackerley Group, the Seattle-based media and entertainment group, said Tuesday (6/27) that it
expects an after-tax cash fiow of at least 20 cents per share based on strong performances by the company’s
outdoor media and television segments.
“The positive treids in same-store revenues at our outdoor media companies and television stations have contin-
ued to date.” says co-President/COO Denis Curley. Ackeriey owns seven TV stations in several markets and five
radio stations in the Seattle-Tacoma area. it also owns the NBA Seattie SuperSonics and theWNBA Seattie-Storm.

Lowry Mays Set For NAB Radio Show

ou Dobbs, host of United Stations Radio Networks' syndicated Lov Dobbs/NBC Financial Report, is slated to
moderate a one-on-one discussion with Clear Channel Chairman/CEO Lowry Mays at the NAB Radio Show. The
Radio Show willbe held in San Franensco  Sept. 20-23.

e

www.webcasti.com *

1.888.697.2860 *

" TR A (e TR e I Telal §IH UEIH -

Start Your Station Omnline
with

WEBCAST.com

THE Interactive Webcasting Solution.
..from BRS Media Inc.

Bufilding amd Branding
the Powaref the WebY

is your address on the Net

G@Ga%&@@mmm@@“@mmmm

clot.

www.kwkz.fm www.kiss92.fm

wwwpowerlOé fm

www,660.am www.850.am
www.talkl 190.am

www.brsmedia.com



www.americanradiohistory.com

If time is money, what
could you get for an extra
radio commercial every

ten minutes’

~ If you'’re in the radio business to
) make money (and who isn’t)
you need

“Cash’’

Through an exclusive time-
shifting process, Cash creates
additional broadcast time to
sell. It does it in real time, right
on the air. It does it without
reducing program content. It
does it without affecting pitch
or creating a ‘‘chipmunk effect,”
It does it in stereo or mono. It
does it in variable amounts,
adding from zero to five
minutes, within two minutes to
two hours.

Cash, from Prime Image - you
don’t need one unless you want
to make some.

The Digital Video People

662 Giguere Court #C, San Jose, CA 95133 - Tel (408)867-6519 Fax (408) 926-7294 Service (408)926-5177
Primeimagein@earthlink.net * www.primeimageinc.com
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© Emmis’ Val Maki in the GM Spotlight, Page 12

* Making marketing directors accountable, Page 14

¢ Radio Gets Results with EdgeFest in Dallas, Page 16

VIR

management marketing - sales

“Never interrupt your enemy when
he is making a mistake.”
— Napoleon Bonaparte

,y Pam Baker You don't need a magic wand to

Sales & Marketing Edtor ~ PTOduCe a successful station con-
pambaker@ rronfine.com cert, just a clear and concise

= plan, a strong sales strategy and
lots of hard - work and effort. The
results? Incredible listener loy-
alty, effective station branding
and unlimited options for
nonspot revenue!

In Los Angeles several amaz-
ingly successful station-produced
concerts have recently taken place,
including Alternative KROQ's
Weenie Roast 2000 and CHR/Pop
KIIS-FM’'s Wango Tango 2000.
Here's a brief rundown of those events.

KROQ'’s Eighth Annual Weenie Roast, Saturday,
June 17, at Edison Field in Anaheim, CA. Sold-out show
(45,000 attendees) with performances by Incubus, Lit,
Everclear, Cypress Hill, Godsmack, Third Eye Blind,
Stone Temple Pilots, No Doubt, Moby, Creed, The
Offspring, Limp Bizkit, Ozzy Osbourne and Komn.
Ticket prices were $45 and $55. A conservatively
estimated $1 million in nonspot revenue was generated
by the event.

KIIS-FM’s Million Dollar Wango Tango 2000,
May 13 at Dodger Stadium in Los Angeles. Hosted by
‘N Sync, the sold-out concert (65,000 attendees)
featured Enrique Iglesias, Jessica Simpson, Sugar Ray,
Lenny Kravitz, Brian McKnight, The Goo Goo Dolls,
Marc Anthony, Eiffel 65, Bosson, Sisqo and Hanson.
Ticket prices ranged from $35 to $95. KIIS generated
more than $2 million in nonspot revenue with the
event.

For this article | spoke with two hands-on players
from SFX/Avalon: Promotion Director Jolene Pellant
and VP/Booking Nick Masters. SFX Entertainment
(www.sfr.com) is the world’s leading promoter,
producer and presenter of diversified live entertain-

ment.
OPTIONS! OPTIONS! OPTIONS!

What concert optioris do radio stations have?
According to Pellant, there are two basic choices. “The
first option is a rental, which is the simplest deal for the
promoter to be involved in because it just rents the
building,” Pellant explains. “Usually, what the
promoter receives is a fee for the facility, if it's an owned-
and-operated facility. What the venue would keep is the
ancillary revenue, which includes the concessions and
parking, but it wouldn’t keep any money on the ticket
sales, and it wouldn't retain any sponsorship rights
unless it was to the name and title of the venue. For
instance, Irvine Meadows Amphitheater is now called
Verizon Wireless Amphitheater. The radio station is
required to identify the concert location as Verizon
Wireless, and it cannot sell any sponsorships that
compete with Verizon’s services.”

It your station decides to rent a venue, be aware of
the realistic costs associated with producing a concert.
“This is the biggest risk for a radio station because the
station is responsible for everything: artists’ fees,
production costs and making sure everything is
covered in the ticket prices,” says Pellant. “But:it's also
the biggest possible gain for the radio station because it
has an unlimited ability to sell sponsorships. It recoups
any percentages over what the net costs would be with

—[ SALES & MARKETING |

STATION CONGERTS - BiG RISKS, BIGGER REWARDS

M Is your station up for the challenge?

the ticket prices, so the ticket revenues pay off all the fees,
and the radio station keeps the rest.”

Most radio stations don’t have the manpower or the
know-how to produce concerts on their own. SFX and
other show producers can help stations with the
production elements of putting on a concert.

Production costs may include, but are not limited to,
lighting, staging,. stagehands, sound systems, a floor
plan and seating, parking, security, catering, artists’
requirements and coordination with the press. “At
Wango Tango we had to fly in ‘N Sync for the day
because they were on tour,” notes Pellant. “So you have
to consider unexpected costs.”

Another element to consider seriously is renting big
screens. “If you're going to go with a big venue with all
the modern technology, you need to have big screens
and video,” says Masters. “I don’t think it’s fair to.ask a
customer to pay that kind of money to sit there and not
be able to see.” Don’t look at renting big screens as just
another cost: It’s a sales opportunity.

The second option for radio stations is co-promoting a
concert in conjunction with a promoter. “The radio
station accepts some of the financial risk, but not all of
it,” says Pellant. “It may split the fees for paying the
artist, or it may turn over a certain amount of airtime to
promote the event and to run commercial spots. There is
always some sort of payment involved. That doesn’t
necessarily mean it’s a cash transaction, but if it’s trade,
it has to be a massive level of trade.

“There is a station in North Carolina that is taking
this year’s Christina Aguilera show and turning it into
its own radio concert. The promoter is taking all the risk
as far as production costs, and the radio station is
providing. extensive promotional and advertising
expaosure, as well as securing sponsor partners.”

In a co-producing partnership SFX would also
inclide its building sponsors in the show, thereby
limiting the radio station’s sponsorship categories. For
example, if Budweiser is the official beer of the arena,
that category is off-limits to the radio station.

Obviously, a major draw for any concert is the artist
lineup. “Ticket prices are always determined based on
what the artists require as payment,” says Pellant.
“That's the No. 1 way of setting a ticket price. That cost
depends on the radio station’s ability to book the show
and work with the record labels.”

Masters adds that the artists’ fees vary among
markets. “The more important the station, the easier it is
to obtain the services of the artist,” he says. This is a
situation where good, strong relationships with record
labels pay off. “Britney Spears played at last year's
Wango Tango,” says Masters. “KIIS approached the record
label and worked out a deal. For most radio concerts, the
radio station books the artists through the record labels.”

What if you’re not in a top-25 market, or you're an
Oldies or Classic Rock station? “SFX has the ability to
bring in artists lower than the rate card based on our
relationships with them,” says Pellant. “So we may be
able to negotiate a better deal.”

THE FREE SHOW DEBATE

Another type of station concert is the free show,
which is typically underwritten by a sponsor or

sponsors. All the tickets are distributed through the radio
station or the radio station’s clients — for example, at a
retail outlet. That would be a rental situation, where the
station recoups its money through sponsorships, or the
station’s marketing budget covers all the costs of the
concert.

Is a free concert a good idea? “I don’t believe in free
tickets,” remarks Masters. “I believe that the value has to
be perceived. I've dealt with stations in the past that have
done free shows, and I don’t think people appreciate a
free show. I'm not saying that tickets need to be $95, but
I'm saying that there should be a value attached to those
tickets so people will pay more attention. It will mean
more to them when they get them — when they buy them
and when they win them. If you win free tickets to a show
that was already free, what’s the point?”

Classic Rocker KLOS/Los Angeles PD Rita Wilde has
adifferent take on the free concert approach. “During the
past five years KLOS has put on two free concerts, one
featuring ZZ Top and the other headlined by The Black
Crowes,” says Wilde. “If we subscribed to the
philosophy that our audience doesn’t appreciate a free
concert, why would we ever want to give away anything
like regular concert tickets, CDs, money, movie tickets or
trips? Are those things devalued because they are free?
I've worked in this market for over 20 years, and I have
never enicountered a listener who didn’t appreciate
something gratis. Isn’t the whole idea toendear ourselves
to our listeners?”

Would KLOS ever produce another free show? I
would love to,” says Wilde, “but in this day and age ithas
become more and more cost-prohibitive. If we had the
opportunity, we most certainly would.”

IT'S MORE THAN JUST SINGING

“We seem to hear a lot of talk about the high cost of a
concert ticket,” comments Masters. “But look at the value
that people are getting and the fact that they went to that
show and saw all those artists at one time. They didn’t get
a full hour-and-a-half or two-hour show out of each act,
but if they, over the course of a year, bought tickets to see
each one of those acts, it would be a hell of a lot more
money.

“And it’s an experience. There was a lot more going
on at Wango Tango than people singing. There were
effects on the stage, there were games, they had an
amusement park in the parking lot before you came in —
there was a lot happening.

Masters goes on, “The. pop shows are really great,
because in most cases it’s the first concert experience for
these children, and in many cases it’s the first concert
experience for their folks. They come and play by the
rules, and they obey them — they’re just a joy. Doing
these shows, like the one we just did with ‘N Sync at the
Rose Bowl, was great! Everyone has fun. We had 57,000
people there and no problems. It was awesome!”

“SFX produces over 70 radio shows annually around
the country,” remarks Pellant. “Each deal is structured
differently, so the costs depend on the type of deal the
station chooses.” The best advice is to contact your local
SFX or other promoter and schedule a meeting with all
the station’s key players and brainstorm ideas. SFX or a
local promoter can assist your station in developing and
executing a realistic game plan. Don’t get frustrated —
remember, you can always take these big ideas and scale
them.down to fit your station.

Www.arﬂerlcan radiohistorv com
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Experience. Stability. Vision.

And Bob Agnew.

When Bob Agnew joined Susquehanna, he came home...
to the city he loved, and an opportunity he relished.
Susquehanna needed to make some changes at
KNBR, a heritage AM station in San Francisco. It was
to become Talk & Sports. There would be no more music.
Everyone in the business knows that format
changes can lead to chaos. But with Susquehanna it was
different. “They have the vision to make changes,” says
Bob, “and they’re smart enough to stay the course and not
panic.” Hired as the Program
Director to implement
the transition, Bob is now
KNBR’s Operations Manager.
In Bob’s words, “When you
work for Susquehanna
Radio, you can make a
difference and you can
grow. You not only have
opportunities to succeed,
but you can create

opportunities as well.”

Make a Sound-Career Choice!

With operations in major markets across the USA,
Susquehanna offers a number of employment options.
For more information about radio career opportunities,

call our Human Resources Department at (717) 852-2132.

F‘-SUSQUEHANNA
fllxzaoio coxe

A subsidiary of Susquehanna Pfaltzgraff Co.

Bob Agnew

Operations Director
KNBR, San Francisco

140 East Market Street @ ¥York, PA 17401
(717) 852-2132 B Fax (717) 771-1436

www americanradiohistorv com
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management « marketing ¢ sales

This week’s GM Spotlight pays tribute to 18-year
radio veteran Val Maki of Emmis’ highly success-
ful KPWR (Power 106)/Los Angelés. One R&R
reader writes, “Val’s smart, she works extremely
hard, and she’s fair.” Another col-league adds,
“She’s guiding the radio station to new heights in
ratings and revenue.” Con-
gratulations!

I decided to enter the world of
broadcasting because:

“1 won a Minnesota state high
school speech contest and then
had to record the speech at a
local radio station. Even though
the equipment was intimidat-
ing, it got me interested in the
magic, fun and entertainment that are in our
business.”

First job in broadcasting:

“As a Traffic Manager-in-training and reception-
ist at KRSP-AM & FM in Salt Lake City.”
Career highlights:

“Sixteen years with Emmis and having had the
privilege of being based at or working directly

for some of the best stations in the world: Power
106, WKQX/Chicago, KSHE/St. Louis, WFAN/

M Lil’ Mak-Valli in the Power house!

New York, WLOL /Minneapolis and others.”
The most challenging aspect of being a GM:

“Making sure I'm focused on the results stuff,
the people stuff — getting input, providing
direction and support, then removing barriers so
people can fly as fast as they can — and the big-
picture stuff, all without get-
ting too bogged down in the
administrative stuff.”

My most unforgettable mo-
ment at a radio station:

”We’re working on one right
now! There really are too
many. The Power 106 staff
creates unforgettable mo-
ments all the time. Last year
Power did the first-ever sold-out arena hip-
hop show in the country. That was

VP/BM - KPWR-FM (Power 106)/Los Angeles
- (Emmis Communications)

VAL MAKI

“I've been given lots of
good advice, but here’s
some: The Emmis Eleven
Commandments, includ-
ing, ‘Be passionate about
what you do and compassionate about how you
do i’ and ‘Admit your mistakes. And from
[Emmis Chairman/CEO Jeff] Smulyan’s Essen-
tial Rules for Emmis Managers: ‘Hire people
who are smarter than you’ and ‘Never mistake
kindness for weakness.'”

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

“1 have lived in eight markets and have enjoyed
all of it. Also, the town where 1 grew up had
about as many people as the floor 1 lived on in my
apartment building in Manhattan, a perspective
1find very valuable.”

followed up by the first Dre-Snoop
reunion, in Hawaii. You had to be there.”

I'm most proud of:

“Personally, it’s the relationship I have with
my family members. Professionally, it’s
that I am lucky enough to be at the No. 1
standalone radio station in the country.”

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

rni__ng Obsession

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

costing hundreds of dollars.

give-aways. Just roll off what you need and cut.

Durable banners for an affordable price.

A

for a free price quote.

©2000 Reef Industries, Inc.

UV stabilized plastic won't fade indoors or outdoors.

Simply FAX your logo and color separation information

PLASTIC
BANNERS

N
ARIKO

l it Vo o

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

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

Reef Industries
9209 Almeda Genoa
Houston, Texas 77075
1-800-231-6074
713-507-4200 - Fax: 713-507-4295
E-mail: ri@reefindustries.com
www.reefindustries.com
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"HERO RADIO will

" .Lee Abrama. Legendary Radio Programmer

anywhere on the plarfet! h-o mhsdhe all-new live,
24-hour music and personality format for ratﬁ- dehvered daily
to your station complete with auto-control STelia s
Sharply targeted and carefully researched, nm
exciting live personalities (punctuated by ZIPPO in the
MORNINGC), incredible prizes and contests, jingles, promos,
and the hottest modem mainstream CHR oldies ever assembled
on one format. HERO RADIO is all energy, all hit, and skillfulty
balanced bétween rhythm, new wave, pop, and rockl We've
reinvented and Opdatedhe okgosformatto reach today's most

,!-r-

/L

H/GH HVHMV RO(I( TRQTR ™

_.m]\ G FORMA IFORIRADIO!

spontaneous, afﬂuent wﬁmm 25-54 listeners. Radio is

changing at a lightning pace, and now is the time to get ready.
HERO RADIO ams you with our exclusive, dynamic, standout
programming, custom localization, plus, the magnetic HERO
RADIO M eting platform for your sales team.
There's room for a Ml avery radio market, and one of your
stations Is probably perfect for i. Join the rapidly growing
number of stations already poised to launch with us right out of
the box! Download cd quality demos and infomi&tn at
s lheror o . oo call us toll free at
(877)437-HERO. Reserve your market exclusivity now!

BORN ON THE 4TH OF JULY

The World Premiere Launch July 4th, 2000

NEWE
NEW|

L

and National Radio Consultant.
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PUT ME IN, COACH!

By Michello England = ™ ™ot market

- ing and promo-
tions professionals I talk to in the radio industry,
the more it surprises me that those professionals
are often not vital members of the teams that
determine the marketing plans for their ra-
dio stations. I know marketing directors, sales
managers and GMs get frustrated because the
internal sales process doesn’t always run
smoothly (duh), but do they realize that the
people responsible for executing sales pro-
grams are being left in the dark? When you
don’t know why you’re being asked to do
something, you’re driving down the road
with no destination.

Not only are marketing directors
not informed about plans, they are
being wasted as a vital resource for
determining those plans. Marketing
people think in terms of communi-
cating benefits to generate results.
They know what it’s like to put to-
gether a concept, project or promo-
tion that is designed to meet a tar-
geted goal. Yet these are the same
staff members who are not a part of
— and wha, even more shamefully,
are often unaware of — station bud-
get goals and how management
hopes to achieve them. Sales departments are
left only to execute without a handle on
management’s plans, so each sales request is
too often looked at like the first notice to pay
the phone bill: Avoid until you get the “discon-
nect letter,” then deal with it as best you can.
There is little proactive desire without a buy-in
to the plan.

PART OF THE PROCESS

To be fair, all the blame cannot be placed on
management. Marketing directors need to voice
their desire to be part of the process. When you
are a part of determining the plan, you are also
accountable. The turnaround in my perspective
was amazing when specific sponsorship pack-
ages for large station events were actually my
suggestions. My work had a purpose that | un-
derstood, and I accepted it as a means for us to
achieve our revenue goals. I was in.

Managers, if you are not using your market-
ing directors to help you determine station strat-
egies and tactics to achieve revenue goals, you

are ignoring a tremendous asset. And you mar-’

keting professionals, if you are not honing your
skills and asking for a chance to be involved,
you are missing an opportunity to provide di-
rection for your staff — and a- purpose to the
madness!

A REAL-LIFE STRATEGY

A good friend of mine in marketing at a heri-
tage Classic Rock station asked me for help. She
was dealing with new owners, who had

brought new revenue pressures and a lack of
direction. Once operational issues had been
addressed, here is how I suggested she start
planning.
Objective:

¢ Increase revenue by 15%: local by 10%, na-
tional by 5%.
Strategies:

* Increase the station’s share by two ratings
points in core demo.

¢ Determine the station’s highest-billing and
potentially high-billing accounts, and develop
specific plans to meet those clients’ needs and
win a higher percentage of their budgets.

¢ Create true, solid NTR pro-
grams that are quantifiable and do
not originate from or replace ad-
revenue billing.

Tactics:

¢ Construct memorable activi-
ties, events and promotions with
programming, and include criteria
for evaluation (think like a radio
consumer, and play the ratings
game). Evaluate the competitive
environment along with the uni-
verse of radio. What is real? How
can we get our consumers to re-
member us? What makes us appeal-
ing? Look at your promos, contests and 1Ds: If
you were channel surfing and heard them,
would you remember?

* Work with the sales manager and staff on
accounts. Look at the big picture. Who is our
future? How can we satisfy our best advertis-
ing customers to win more business? Are we
meeting their needs above all the other stations
on the buy? Build relationships with the clients
that mean the most to you, and attack potential
clients head-on.

* Create opportunities for secondary ac-
counts, but keep those opportunities manage-
able and realistic. Continually analyze the sec-
ondary accounts with the sales manager to de-
termine which have the potential to be prima-
ries and how you can get them there.

* Research and explore possibilities for NTR
programs. Think of consumers other than typi-
cal radio advertisers. Would consumers respond
to a station magazine that could be funded by
typical print advertisers? Can you create a part-
nership with an Internet service provider to pro-
mote membership and share in fees? Think of
ways to take revenue from companies’ print,
Internet, event and promotions budgets. Don’t
confine yourself to your radio habits. How can
you leverage your station or group to advertis-
ers as an interactive medium?

Bring the plan for your station, along with
this issue of R&R, to your next promo meeting.

Michelle England owns England Marketing Group.
She can be reached at mengland@c3mail.com.

ALES TIP
oJJIEIWEEK

Jeanine Brillon-Jenkins,

Exec. Dir., Infinily Premotions
Group/los Angeles

There are three R’s for sales and market-

ing professionals: Reading, research and
relationships.

Reading: Read relevant daily and
weekly trades, such as The Wall Street Jour-
nal, Brandweek, Promo Magazine and Business 2.0, to find out what
is happening in your prospect’s industry. Has the company re-
cently downsized or re-created itself? Does it have a new product
rollout? Look at your prospect’s website; company sites can often
provide a wealth of information about current products and na-
tional promotions. Educate yourself on your prospect’s history
and find out who your prospect’s parent company is, what their
annual revenue is and where they're headquartered.

Research: Research to find out the title of the decisionmaker
you want to call and have a basic understanding of what your
prospect company does. These things will be critical in creating
the positioning statement you’'ll use when you are attempting to
set your first appointment. Many times I have had salespeople
come to me and say, “They asked me to call their advertising
agency.” In some cases being sent to the agency may be an ad-
vancement and not a brushoff, but in most cases being sent to the
advertising agency when you know you are speaking to the
decisionmaker means that you didn’t position your phone call
correctly — it didn’t seem to make sense for the decisionmaker to
deal with you. For example, talking to a national brand manager
about a project in a single market will probably not be important
to that person. Talking to a regional sales manager about a 12-
market mobile sampling tour — no matter how relevant it is to
the brand — will probably lead nowhere.

Relationships: Building relationships and selling face-to-face
are always easier and more cost-effective than dealing with people
who are out of your area. Although your prospect’s parent com-
pany may be headquartered out of your market, always try to
find a local decisionmaker you can meet with in person.

Remember, as you build lasting relationships with your pros-
pects, that the people vou are meeting with are there to do a job,
and so are vou. Make sure that you know where the people vou're
working with want to go within their companies. If you can help
them get there, they’ll probably take you along,

R&R invites all sales managers and AES to contribute favorite sales ad-
vice for the Sales Tip of the Week. Not only will you help other AEs around
the country, you'll also get your photo in R&R. For more information,
contact Pam Baker at (310) 788-1654 or via e-mail at pambaker@

Survivor Island contest. WFLZ-FM/Tampa created a “desert island”
out of 150 tons of beach sand in its parking lot, complete with a
cascading waterfall and palm trees, and the island became the
contestants’ “home” for five long days. Pictured is MJ Kelli teasing
one of the contestants. Andrew Duvall from St. Louis won the

$10,000 grand prize.

| 10NISTOrY com
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T RETRO COUNTRY USA  LOST iN ﬂls 80’S

A hip, informative two hour spotlight Parachute pants, fat

on the hottest country hits of the 80s. shoelaces, Cosby

Great no-burn hits in a hot format your Show, and Purple

listeners will look for- Rain gave us some of

ward to every week- T .., the most fun and

end. _ SRSl S unique moments in

: history. Lost in the 80s targets listeners

Host Ken Cooper - : in both the 18-49 and 25-54 demos and can -
(WRBQ/Tampa, KZLA/LA, NBC, TNN) iy be @ great specialty program for both [t
creates big weekly tune-in on America's é)'k'fv}"ft’:: 1 Urban Adult and Mainstream formats.
most respected country stations. Adding e retrocountry.vom v
Retro Country USA is like adding a fresh Every week, WALR/Atlanta’s Derrick Jonzun
promotion to your station every weekend ... it gives your air and Melissa Summers spotlight classic 80s
staff something to promote, and something your listeners music and pop culture with features like
will look forward to. Now on over 100 stations including 80s Classic Moments, One-Hit Wonders,
WRBQ Tampa, WDSY Pittsburgh, WKKX §t. Louis, WSOC 80s Club Jam, and Top Eight 80s.

Charlotte...and just added WYNY Y-107 New York!

' RETROPOP REUNION

| The great music from the mid eighties
through the mid-nineties defines the
culture of the video music era. And it

80’S TIME CAPSULE

A daily Monday through Friday 30-second feature perfect
for Urban Adult and mainstream radio.

bursts every weekend Vignettes feature 80s news, actualities, factoids, movie
from a great four hour v 4 and music clips based on Datelines hugely popular Do You
show designed to fill LTRSS VRPAT T Know What Year it Was? time lines. Works well as a morning
a feature airshift or afternoon dmre feature.
and put a spike in your rcmngs Air it E 0
Friday or Saturday nights, Saturday or e TSR
Sunday mornings. Rp——
Every week, Joe Cortez features sound bytes :
from the era's szand movies, plus clips of news events that RlSE UP
made the era’s biggest headlines. Plus, every show features is a positive country
a "mini-countdown", looking back at a particular week in program that delivers
. one year. qu ratings and changes
lives without changing
with JORN irren _Yhe soundof your

station. Host John Ritter '

plays established country artists like Garth Brooks

Randy Travis, Alabama, LeeAnn Rimes, Diamond Rio, Kathy

Mattea, Brain White, and hot new Christian artists like Dove

award winning Mid-South, Rebas sister, Suzi Luchsinger, Paul
Overstreet, Charlie Daniels, and Marty Raybon.

Each week we interview top country artists, and you'll hear
of life changing experiences in our segment, Food for Thought.

= i

Listen to these programs right
ncw nt www.broadcastamencq.com

Call Superadio today to check availability in your market - 508-480-9000
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PEOPLE: YOUR COMPANY'S GREATEST ASSET

This is the story of an en-
"”’ck Kazan trepreneur who started
with little and built an incredible fortune. John
Tu, along with his partner David Sun, sold 80%
of their firm Kingston Technology in 1996 for a
staggering $1.5 billion in cash and stock. The
buyer was Softbank, a Japanese conglomerate.
Then, in a remarkable show of generosity, Tu
and Sun set aside $100 million as bonuses for
the 450 employees working for them at the time
because they believed their success was a re-
sult of the outstanding work of these people.

Subsequently, Softbank got
into financial difficulty and sold
the company back to Tu and Sun
for $450 million. Today, Fountain
Valley, CA-based Kingston, ama-
jor supplier of computer memory
modules, has 2,000 employees,
offers 5,000 products globally and does $1.5 billion
in annual sales. Recently, | interviewed Shanghai-
born, 58-year-old John Tu to find out how the com-
pany became so successful and ask what advice he
could offer to benefit you.

Tu’s and Sun’s success sprang from adversity. In
1986 they owned a small high-tech firm that they
sold for $5 million. Tu, who had come to America in
1972 with little money or business knowledge, says
this was “the American dream come true, beyond
our wildest imagination. We were not sure what to
do with the money. A friend of David's who was a
stockbroker said he should manage it for us. We
trusted him and said, ‘Please be conservative.” At first
it went well, but then he wanted to do better for us.
October 17, 1987, was Black Monday for the stock
markets, and everything was collapsing. We couldn’t
reach the stockbroker, and so we drove to his home.
He was so upset. He looked like a broken man and
kept apologizing. We'd lost everything, and we owed
a million dollars each. We knew that unless some-
thing happened soon, we’d be out on the street.

“But if this disaster hadn’t happened, Kingston
would never have happened, because we were so
comfortable with what we had. Even when you are
at the end of your rope, you should never give up
hope. When disaster strikes, there’s a reason why

THE RDAD TO

SUCCESS

it's happening. You may not know it at that time, but
it will tumn into an opportunity. We came up with a
business idea to build and market a computer
memory product. We had no money, no contacts and
no reputation for doing that, but the timing was right
because there was a shortage. We couldn’t afford to
give terms to our customers, so we received cash,
which allowed us to start without capital.”

What was the key to their success? “We treated
people the way we wanted to be treated. We made it
easy to do business with us, so people liked us, and
the word spread very fast. In life, everything is about

people and relationships. The suc-
cess of Kingston was made pos-
sible by all the people. The team
that is this company we call ‘fam-
ily.” The priority of publicly traded
companies is the bottom line, and
people become expendable. What
you lose is your best asset, which
is people.

“In a competitive environment, very few companies
can dominate by saying, ‘1 have something you don't
have.” Technology and change happen too fast today.
Tomorrow what you have will become a commodity.
How do you keep yourself successful? You must differ-
entiate yourself. If it's with pricing, it just gets cheaper.
That’s a losing strategy. You must have value added
for your customers. It's service, service and service.
Who's behind the service? It’s the people, so the prior-
ity to us has always been the people.”

Another key factor in Tu’s and Sun’s success is ac-
cessibility. They don’t have private offices, butinstead
sit in open bays with their employees. This keeps
them directly involved in every aspect of the
company’s activities and shows employees that they
don’t treat themselves better than anyone else. It also
reinforces their belief that the greatest asset in any
company is its people, a lesson well worth remem-
bering in a people-driven business like radio.

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

MARK YOUR CALENDARS

Important dates and events in the coming months

© June 29-Sept. 20 — Summer Arbitron.

* July 11 — Major League Baseball All-Star Game. Turner
Field, Atlanta.

® July 12 — 2000 Arbitron PD Seminar Series: Beyond
the Basics. Marriott City Center, Minneapolis (before
The Conclave); (612) 349-4000.

« July 13-16 — The Conclave 25th Learning Conference.
Marriott City Center Hotel, Minneapolis; (612) 927-
4487.

® July 22-25 — NAB Executive Development Seminar for
Radio Broadcasters. Georgetown University, Washing-
ton; (202) 775-3511.

® Aug. 3-5 — Morning Show Boot Camp 2000. Wyndham
Canal Place Hotel, New Orleans; (770) 926-7573.

¢ Aug. 15-17 — NAB/Latin America Broadcasting
Conference. Loews Miami Beach Hotel, Miami; (202)
429-3191.

¢ Aug. 24 — 2000 Arbitron PD Seminar Series: Beyond
the Basics. Marriott Boston Newton, Boston; (617) 969-
1000.

* Aug. 26-29 — American Women in Radio and Television
49th National Convention: “A Century of Progress, a
New Century of Promise.” Regal Biltmore Hotel, Los

_Anggles; (707) 605-3290.

® Sept. 13-14 — 2000 Arbitron PD Seminar Series:
Arbitron 101. Arbitron headquarters with accommoda-
tions at the Sheraton Columbia Hotel, Columbia, MD;
(410) 730-3900.

* Sept. 15-0ct. T — 2000 Olympics. Sydney, Australia.

* Sept. 20-23 — NAB Radio Show. Moscone Center, San
Francisco; (202) 429-4194.

o Sept. 21-Dec. 13 — Fall Arbitron

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

THE DOCTOR ON THE EDGE!

It's “image, image, image” when you're targeting the Generation X & Y crowd. The
Chancellor Marketing Group in Dallas teamed up with cutting-edge footwear
manufacturer Dr. Martens to sponsor the main stage at KDGE's EdgeFest concert.
Held April 29 at the Starplex Amphitheater, the concert featured performances by
Everclear, 311, The Mighty Mighty Bosstones, Stir, Bowling For Soup, Dynamite
Hack, Spiender, The Nixons, Stroke
9 and Oleander.

Category: Concerts
Market: Dallas-Fort Worth

Submitted By: Chancellor Market-
ing Group and KDGE (94.5 The
Edge)/Dallas

Client: Dr. Martens

SITUATION: More than just 30-
second and 60-second ads, radio is
ajotal solution provider, and radio’s
advertisers now have myriad platforms for their messages. Dr. Martens, an
established footwear brand, found valuable synergy in a major presence at EdgeFest.
Chancelior Marketing Group Sales Promotion/Events Manager Jon Volmar reports
that 20,000 tickets to the event sold out within two hours. “Advertisers looking to
target the Gen-X and -Y audience were eager to getinvolved in the many sponsorship
opportunities. That included several national and local sponsors,” EdgeFest was
great for Or. Martens, which has enjoyed its identification with youth and the
counterculture for decades.

OBJECTIVE: Dr. Martens had a simple aim when it chose to get involved with
EdgeFest. Identification with the event strengthened the “edgy™ image of the brand
and secured a strong position in the minds of fashion-conscious consumers. For
KDGE, the event supported the station’s brand and provided nontraditional revenue
streams.

CAMPAIGN: After the retail event sold out, KDGE launched numerous “Ticket
Raids” with various retailers. These live remotes — with traffic-generating ticket
giveaways — provided a chance for other retailers to get involved in the event. Dr.
Martens created offsite attention for the event through a monthiong gift-with-
purchase program, giving away tickets at seiected retailers. The concert venue
provided additional opportunities for booths and banners for KDGE advertisers. Dr.
Marten’s presence at the event was unmistakable: a giant balioon in the cfassic Dr.
Martens boot shape, a variety of promotional items (temporary tattoos, visorsetc.)
distributed from their booth and a 20-foot-by-60-foot banner along the back wall of
the venue. “Dr. Martens was everywhere,” says Volmar, “and the kids who went to
the festival will remember that Dr. Martens was a sponsor of a very cool event.”
Volmar reports that the 2000 EdgeFest generated more than $340,000 in sponsor
revenue, a station record.

RESULTS: KDGE AE Lance Ludwig reports that Dr. Martens used a nearly no-lose
strategy. “When a manufacturer like Dr. Martens wants to build its brand with
consumers, it's all about fifestyle,” he says. “They wanted to blur the lines between
the station and the advertiser as much as possible, creating a one-on-one
relationship with helr best consumers, our listeners. EdgeFest was the perfect
platform.” Dr. Martens is involved with similar events around the country.

——— RAB TOOLBOX

More marketmg mformanon and resources from the HAB

Here you'll find more marketing information and resources from the RAB. For more
information, call the RAB's Membr Service HelpLine at (800) 232-3131, or log on
to RadioLink at www.rab.com.

FROM RAB’S PRIVATE EYE TARGET REPORT

Alternative/Aduit Alternative: Compared to all U.S. adults 18+, the
Alternative listener is 37% more likely to have changed jobs in the
last 12 months; 55% more likely to identify him- or herself as
“somewhat liberal”; 55% more likely to have purchased a new car in
the last two years; and 934% more likely to be an Internet user.
FROM RAB'S RADIO MARKETING GUIDE AND FACT BOOK

Radio’s weekly reach among adulit concertgoers 18+ in the past
year: Attended country music concert (95.2%); attended rock or pop
music concert (96.4%); attended opera, symphony or theater
(94.9%). (The Media Audit, January 1999-March 2000 National
Report, Radio)

—————
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Ex-Radio Execs launch Flrsl
0f 83 Planned 'Net Stations

By Kurt Hanson From media critic Tom
RAIN- Radio And Feran in the June 17
Internet Newsletter Cleveland Plain

Dealer: “They call the announcers ‘lJs,’ for
internet jockeys, instead of
DJs or VJs. The music is on
hard drive, s0 no one spins
any discs, and they
webcast online instead of
broadcasting over
airwaves.

“Program director ‘Big Dave’
Eubanks said he’s leaming a
whole new vocabulary at
ClevelandHits.com, the internet
music and entertainment website that launched this
week.

“It may look like he's doing the same sort of work
he did as a disc jockey and program director
at ‘Jammin’ 92' [WZJM, now Rhythmic Oldies), the old
contemporary-dance FM, but he sees it as [being) as
different from radio as it is from TV ...

“Its single audio channel will feature "any genre of
music listeners want to hear,’ Eubanks said, ‘from pop
Britney and 'N Sync to alternative to rap to house to

'80s,’ and the target audience is ages 18-34.

“About half the music will be programmed by
Eubanks and his staff. The rest will be decided hourly
by users clicking their choices, in a process the site
calls ‘musical democracy in action’ ...

“Eubanks, working the midday online shift, leads a
24-hour young staff including broadcasting school
graduates and club DJs. They work out of an all-black
studio, designed to reduce downloading time for the

. streaming video from six wall- and ceiling-mounted

cameras ...

“[President Mike] Hilber said he got the idea for
ClevelandHits.com from a newspaper story that
suggested webcasting ... would be the solution to the
homogenization of radio formats caused by ownership
consolidation ...

“They started work on the project last year with
backing from Golenberg Schmitz Capital Partners [and)
the Los Angeles venture capital firm of former
Clevelanders Glenn Golenberg and Clarence Schmitz ..."

“This is not some disgruntied disc jockey site,’
Hilber said. ‘It's a huge undertaking.’ He and Wilson

Continued on Page 20

in Assaciation With
Radio And

If you'd like to contribute your obser-
vations on ClevelandHits.com, the Metal-
lica vs. Napster battle or Emmis’
jobcityusa.com site, please join the dis-
cussion at RAIN: The Radio And Inter-
net Newsletter. Look for the feedback
form on the RAINhomepage, www.kurthan
son.com.

RAIN features regular updates on these
issues, plus other news of interest to radio
programmers and managers.who want to
keep in touch with the world of Intemet
radio. A fresh issue of RAIN is available
every day at www.kurthanson.com.

What's Your Opinion?
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Metallica-vs.-Napsier cartoons
ruie at CampChass.com
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Website Without Streaming:
Arrow 93 Does It Successfully

Infinity’s Classic Rock KCBS (Arrow 93)/Los Angeles,
run by former programmer Dave Van Dyke, is an
interesting example of a successtul station website
(www.arrowfm.com) that's designed to complement
listening that's done on a radio rather than via stream-

ing.

Arrow 93 was the nation’s first “'70s Oldies” station when it
debuted in the early '90s. A couple of years ago, when
crosstown KLSX segued
from Classic Rock to FM 4IQE 0 14’93,: M
Talk, the station made a
minor format adjustment
to take the vacated Classic
Rock position in the mar-
ket. The station’s PD since
its debut has been former WLS-AM/ChicagoAnimal Stories co-
host Tommy Edwards.

In the mid-1990s Arrow 93 was also one of the first stations
inthe country, it notthefirst, to use “Now Playing” billboards as
part of its outdoor advertising. The feature now appears on the
homepage of its site in One of the most attractive treatments
you'li find.

The website has a three-person full-time editorial staff, and the
station recently hired full-time salespeople for the site as well.

The opening page is updated daily and almost always
includes references to current events — an allusion to Who
Wants to Be a Millionaire, an alert about an Arrow core artist
appearing on TV, info abouta concert rebroadcast, etc. it’s clear
that if you come back tomorrow, the information will have
changed.

13.1fn  She' 's S So Cold - Ro
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Although Arrow 93 plays only classic rock on the air, the
website gives the station achance to tie in with current releases
from its core artists. For example, the site's “Listening Studio”

- features a 2 1/2-minute montage from Santana's Supematural.

Each montage in the Listening Studio is introduced by a
different Arrow personality, and the feature is sponsored by
Virgin Records Online. Of course, there is alsoa link to purchase
CDs.

“I Need to Know"™ (the name is presumably a reference to the
Tom Petty song), also known as the “Music (D Zone,” is an
absolutely excellent feature. “So you hear a song on Arrow 93,”
reads the site, “and you’re about to smash your radio trying to
figure out what the song is called ... Select a day and hour
[within the past three days), and you'll get a list of songs and
artists played on Arrow 93." You can hear also snippets of each
song.

“Ask Dr. Music™ is an on-air feature that works well on the
website. A couple of music-related questions — on Friday (6/
23) there was a question about whether Bob Dylan's song
“Hurricane™ was based on real events — are answered on the
page. “Ask Dr. Music™ features are available as archived audio,
and site visitors. are encouraged to tune in to Arrow every
moming at 8am for more.

Rock'n’ roll trivia is another feature that works whether or not
you're listening to the station. Forty-seven different quizzes are
archived on the site. Also, the “This Day in Rock & Roli History™
page draws traffic from around the world, according to Van Dyke.
(The site gets a prominent listing on the Yahoo! web portal.)

The Arrow 93 site proves that even if you don't stream your
audio, you can still come up with a site that can reinforce the
image of your radio station, encourage additional listening,
provide quality customer service and bring in additional
revenues.

wwWwW americanradiohistorv com
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Get up close and

vour listeners are on-line; spending hours a week surfing the net. Wouldn't it be nice to corral the
power of the Internet and get real-time song and perceptual information from them?

NetQuest makes it easy by linking your website visitors directly to the NetQuest song survey. Set the
recruiting parameters based on demographics, gender, ethnicity, cume and preference, even music
clusters. Customize the look and feel of NetQuest to match your website and provide a fun, interactive
experience for your-listéners while collecting meaningful and actionable music research at the same
time. (Did we mention NTR possibilities?)

NetQuest is a product of ComQuest Callout, the leader in callout research software. Qur interactive
systems have collected over 50 million scores around the world. We don’t design websites and we
don’t consult radio stations. Qur singular mission is.providing software solutions that empower radio
stations to produce accurate in-house research. Now we are pleased to offer this cutting-edge
Internet-based technology-to your station.

If you're serious about seizing the opportunity that is the Internet, or even if you're still shaping your
station’s “Web Strategy”, you need NetQuest in your research arsenal. Give us a call to see how easy
itis to get up close and personal with your listeners today.

Music & Perceptuzal Research on the Internet netquest

A Product of ComQuest Callout

WWW.songsurvey.com email:rocky@callout.com 619-659-3600

Copyright© 2000 ComQuest, LLC

www americanradiohistorv com
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Ex-Radio Execs Lau

nch First

0f 83 Planned 'Net Stations

Continued from Page 18

intend Clevelandhits.com as the first entry in their
nationwide Hits Network, which will establish separate
sites for 82 other cities, each offering local personali-
ties, promotions and requests ...

“[Eubanks] said the Webcaster has a promotional
budget equal to that of the old ‘Jammin’ 92," and a van
with the ClevelandHits logo sits outside the facility. ‘If
you want to get your message out, | firmly believe you
have to hit the streets,’ he said. ‘That's why we've got
the van.”

Some Background

Hits Network President Mike Hilber spent 16 years
as SM for Zapis Communications. CEQO Tom Wilson
operates Sports Marketing Inc; owns TV stations in
Missouri, llinois and Nevada; and has managed and
co-owned various Cleveland radio stations, including
WDOK, WWWE and WRMR.

I spoke to Hilber recently about his plans for the
site.

R&R: Mike, what's the rollout schedule for your 83
markets?

MH: | want to act as a sales manager on this project
for the next 120 days or so to build a foundation of
sales. | just want to hand-hold that myself. The end of
that period will trigger another four or five stations
being faunched in the next 12 to 14 months. Chances
are we'll be choosing East Coast markets so | can get
to them easily — Atianta, OC, Boston, Detroit,
Columbus and Philadelphia-are the likely ones.

R&R: How many salespeople do you have, and
what kind of experience do they have?

MH: | have four so far and will eventually replace
myself as sales manager. They have a little bit of radio
station experience, but, actually, they're more Internet-
savvy.

R&R: What are your marketing plans? How will
people find you?

MH: Television. I've got a spot that's been adjusted
from a radio spot.by Robert Michelson in San
Francisco. That will start somewhere around the
second week in July. Interviews are also ag important
thing for us. We'll interview any. young-skewing artist
who sells tickets. And e-mail — we'll send out an
e-mail every single day telling listeners what's going to
be new on the site tomorrow.

So far, it's going great. We've had 400 people
register as users in three days, just from the newspa-
per coverage. The chat room’s full, and they're voting.
You know, it's amazing how inexpensively you can
build a radio station when there’s no license involved!

Planting The Riag

Hitber told me that his firm intends to put a looped,
taped version of the format onto each of its planned 82
additional sites in the near future “to plant [its] flag.”
The company has registered domain names
for its various target markets, including
www.newyorkhits.com, www.lahits.com,
www.bostonhits.com and www.puertoricohits.com.

According to the press release, ClevelandHits.com
is being streamed by Star-Bak, “pioneers in website
hosting and streaming-data technology.”

~ Somewhat oddly, given that it's an interngt venture,
neither the firm’s venture capital firm nor its streaming
company seem to have websites.

From The Wall Street Journal:“To cast a wider net for
job seekers, one online recruitment service is trying a
new medium: urban.radio. sta-
tions.

“Jobcityusa.com, a New York ===

presence helps it reach about 4 miilion people a week
— 75% of them from minority groups ‘often missed by
traditiona! recruitment efforts’ ...

“The radio stations air career-advice shows based
on content jobcityusa produces for the Internet,
including 10-minute cal-ins and e-mail chats with
recruiters about job-hunting. Targeted commerciais for
jobcityusa air on the stations, and the website carries
ads for the radio stations.”

Emmis Launches Gareer Website %
Tied In With N.Y.C. Stations

Apparently, the site design for jobcityusa.com
(www joboityusa.com) was licensed from a Cleveland-
based firm called Job Options
(www.joboptions.com),
which also has deals with Xoom,

job board, shares programming g :'_:'.'_'E"m Earthlink, Deja.com and others.
and ads with three New York — According to the press release
radio stations that have mainly t?i i“‘:‘-‘ e o o ® announcing the deal earlier this
African-American listeners. [CHR/ = : year, Emmis stations are provid-
Rhythmic WOHT, NAC/S) WOCD peen 2 o ing $4 million in advertising to
and Urban AC WRKS/New York] R jobcityusa.com.
and the website are owned by ‘""“;&f;".';:_',."".;:,_::' Incidentally, that press re-
Emmis Communications ... Sl lease begins, “More than 3
“Jobcityusa supplies program- oo mesiinins oG mmm million minority radio listeners
ming to the stations in exchange — - in the New York Tri-State area
for airtime. Jt says the radio s smm—— s — New York, New Jersey and

Connecticut — are searching the Internet daily to
find jobs on a new partnered website, jobcity
usa.com.”

That is, of course, a-lie — uniess every singie one
of the three stations’ listeners was using the site the
moment it launched, which seems unlikely. The week
that sentence was written, actual site usage was
probably closer ta.a few hundred peopie than it was to
3 million.

Radio And
Internet Newsletter

READER FEEDBACK

RAIN readers (and a ClevelandHits exec) offer
their opinions.

From a RAIN reader:

Local radio stations can easily combat this approach
by providing great websites and streaming their own
music to reach their target audiences. In other words,
why go to ClevelandHits.com to hear CHR when you can
already get it on your favorite local CHR station?

From CievelandHits.com PD Dave Eubanks:

In response to the reader who said, “Local stations
can easily combat this approach,” | would like to submit
that Hits Network and
ClevelandHits.comare
designed to simply
offer at-home enter-
tainment consumers
another choice. We
are taking our place
alongside radio.

ClevelandHits.com
and Hits Network are
not format-focused.
We are offering an
opportunity for listen-
ers to have their
voices heard and par-
ticipate in the actual
programming of the
site. In offering a true choice to consumers, we enable
them to interact and have instant results. After all, isn't
that what the internet was actually designed to do?

All Hits Network sites wili be locaily operated and
designed for their respective cities. We will aiso be
focusing on local music scenes, offering an outlet to
local groups who can't get any exposure on the air, even
though they sell out local venues.

There is so much music out there that deserves to be
heard, and no one station or format can handie the load.
We are another choice.

From consultant Bill Goldsmith:

Well, I'd say they have a long way to go. The site
design is — ahem — a bit hard on the eyes. During the
noon hour the day | listened they had a grand total-of 13
responses to their online request feature — and each
listener can select up to seven songs. Plus they make the
curious choice to give people who choose the 56k
streaming option better video {of a DJ at a control board)
and worse audio than those who choose 28.8. Wait a
minute, folks — this is radjo, right?

These are all fixable. But what about the concept
itself? There are good reasons why you don't find any
broadcast stations playing Offspring, Lipps Inc. and
Enrique Iglesias in the same half-hour (as | heard during
the time | listened to ClevelandHits.com). The whole
concept is a step backward to the “if it’s a hit, we'll play
it" era of '60s Top 40. Why would anyone think that
would be a good thing?

The reason those stations worked was that they were
generally the only places you could hear any hit music.
You sat through Henry Mancini to hear the new Stones
single (or vice versa) because that was the only piace
you could hear it. Why woulid a contemporary listener
suffer through Madonna and ‘N Sync to hear Stone
Temple Pilots when they could more easily, by turning
on the radio, sit through Nirvana and Limp Bizkit
instead? Or by tuning into another Internet channel, find
something that homes in on their personal tastes more

“In offering a true
choice to consum-
ers, we enable
them to interact
and have instant
results. After all,

isn’t that what the
Internet was
actually designed
to do?”

—Dave Eubanks

s -
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Earlier this month, as part of R&R Convention 2000 in
Los Angeles, rock consultancy Jacobs Media hosted its
Jacobs Media 2000 Summit for several dozen Active
Rock and Alternative programmers. The keynote
speaker was Jason Calacanis, editor and publisher of a
variety of Internet-oriented trade publications, including
The Silicon Alley Reporter and Digital Music Weekly.

Calacanis concluded his speech by visiting a
website called CampChaos.com
(www.campchaos.com), which offers a number of
short Flash cartoons that show CampChaos’ take on the
Metallica vs. Napster controversy. The first cartoon,
Napster BAD!, succinctly expresses Metallica’s position
as: “Money good. Napster bad.”

After extremely positive audience response to
Napster BAD!, Calacanis showed two of its follow-ups:

READER FEEDBACK

From 3WK Undergroundradio GM Wanda Atkinson:

| always scope out the “competition,” and the
ClevelandHits idea sounded interesting, so imagine
my dismay (and competitive delight) at discovering
another fine mess the terrestrial radio mind has
declared to be “Internet radio.”

Terrible-looking site — so busy | get a headache.
Our sales manager described it as “a trip to Coney
Island on a budget.” But the worst problem is that the
audio quality was so bad at 28.8 that | couldn't hear
anything. It was buffering so badly that every syllable
was garbled. It even timed out on me.

Maybe this is an opening-day problem, but | tend
to think they're putting all their money into marketing
and press releases and nothing into content, design
or audio quality. And letting your listeners program
your content? Korn into Britney Spears? Keep up the
good work, guys.

| despair of terrestrial radio ever “getting” internet
radio. But at the same time, I'm delighted they don't.
Give us “amateurs” a chance to build our audiences!

iNTERNET

Metallica Vs. Nansler carlonns
Rule At CampChaos.com

This rock band, featuring Lars Ulrich and James
Hetfield, sund Napster in May of this year
A METALLICA METALLICA

METALLICA METALLICA

“Regis” asks a simple question in CampChaos.com’s
Metallica Millionaire.

MetalliGreed, in which actual members of Motley Crue
give their take on the issue,.and MetalliCOPS, in which
Metallica bandmembers bust a fan they catch down-
loading an"MP3.

They're all available at CampChaos.com, along with
a new entry in the series, Metallica Millionaire. |
strongly recommend you watch them in the order
above, as the jokes buitd on one another. And a word of
warning: Napster BAD! and MetalliCOPS in particular
feature incredibly foul language. They are not for even
slightly sensitive ears.

- ‘-e

MM\ &( I3

CampChaos.com’s version of Metallica frontman James
Hetfield.

—
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SporisYA! is a Spanish- and Portuguese-language sports
portal serving Hispanic markets inthe U.S., Latin Americaand
Spain. As part of the partnership the companies will cross-
promote each other on one another's websites, and they plan
to jointly cover the summer Olympics in Sydney, Australia.

Jin De Lasto Sels 100,000 AN Shares

SEC documents revealed that former AMFM Vice Chairman
and Radio Group President/CEQO Jim de Castro sold the
shares through Salomon Smith Bamey on June 14. Based on
that day's closing price, the shares were worth about $7.3
million. De Castro is in the process of establishing his new
Internet venture, Nothing But Net.

Medadmerica Jo Reoresent RadioMO/.com

Interactive radio station website and audio streamer
RadioMOl.com has chosen MediaAmerica as its ad rep.

Moty Fool Puls Plig On Magazine

The Alexandria, VA-based financial advice empire Motley
Fool, which began with a syndicated radio show, toldR&R that
it will stop publishing its year-old, financially successful
monthly print magazine in July. The company doesn’t want to
make the investment to expand the magazine's format and
beef up its circulation of 15,000. It will continue to offer advice
on such things as stocks, college savings programs and
retirement funds on its website at www.fool.com.

AW Adds 7o List Of Ralaibrs

XM Sateliite Radio announced agreements to market and sell
XM-ready radios and service through regional retailers The
Good Guys, Ultimate, Al & Ed's, CarToys, Sound Advice and
Mobile-One, as well as cataiog retailer Crutchfield. XM had
previously announced retail deals with national retailers Circuit
City and Best Buy, as well as the.regional chain Tweeter.

Lixctronks Resarh Joms USAORS Cosbiion

Electronics Research, amanufacturer of transmitter equipment,
antennas and towers for radio and TV broadcasting, has forged
a joint technology and marketing agreement with USA Digital
Radio. ER will develop, test and promote FM combiners and
filters that are compatible with USADR's 1BOC technology.

Internst Newsletter

Come on...let us
do the HARD work!

We'll take all the
hassles out of
running your
contests

and pools!

$1,000,000 GIVEAWAYS. ... Survivors pools. ..
moming show contests. . .baby pools.. .sports &
entertainment events. .. THE SKY IS THE LIMIT!

FUN for your listeners! Increase your website
traffic, generate NTR income and website stickiness
while collecting valuable demographic information.

ALL SET UP BY US ON YOUR WEBSITE
AND RUN FOR YOU FREE OF CHARGE!

CALL DIAL COMMUNICATIONS TODAY!
212-768-7474 o visit us at

www.interactivepools.com/radio

[Y
%ractivePools.com, inc.

Your pool, Your rules, No hassle!
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Heard on over
400 U.S. affiliates
and in more
than 50 countries

~ around the world!

For more information

contact your Premiere

representative at 818-377-5300

PremiereRadio.com
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_Welcome to the loudest, hairiest
show on the radio! Every week Dee

Snider hosts 2 twisted hours of pure

rock & roll, guaranteed to make you ’ ’ "
s
with
through the House Of Hair and
remember the days when “air guitar” ea S‘ll er

was a national pastime! mﬁh .
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bang your head... “80s style! Comb
‘ sy =] (= \T—RaWsSIS=1 For more information contact your Premiere Radio Networks representative at (818) 377-5300.


www.americanradiohistory.com

INTERNET

NEWS & VIEWS

June 30, 2000 R&R © 25

Manage ’Net
Exp jons

Co-branding is a phrase we heard a lot at R&R
Convention 2000. What does it mean? Doces it
reatly help? What about the draw away from your
site? After all, there’s reatly not much sensc in
putting the togo lor a really strong brand on your
site if it's just going to
tead people away to the |
strong brand’s site ... or is
there?

Ovenall, the attendees
at several of the extreme-

COUNTRY TURNOVER

factors of e-mail, faxes and phone calls can keep people apart for years.
That's what made R&R Convention 2000 so much fun for me: I got to
mest several of the representatives from our reporters (and hang out
“with them in the suites) as well as some of the NMC affiliates. Come to
think of it, it's always been that way in radio, hasn't it?
Dueling URLS: For both sides of the Napster/iabel controversy and
a horrifying iook at what might have been if Courtney Love had become
a mathematician instead of a grrri rocker, check out Love's Salon article
a www.salon.com/tech/feature/2000/06/14/iove/index.htmi and an
opposing view from Michael Robinson, the Bay Area artist who has
moved from MP3 to Liquid Audio at www.stopnapster.com.

You can telf that the concert season is Underway and that fans are
rushing home to check out the latest releases after the show is over.
Nearly one hatf of the Country E-Chart artists this week are new to the
top 20, and the movement is both on the sales side and in the refreshing
of playlists on the streaming side. Similar turnover is happening on the
NAC/Smooth Jazz side of things, while the Urban, Hot AC and CHR charts
are settling in for the summer. Not to fear ... new releases. are on the
way, and 'Net fans are-early adopters.

Great Meeting Ya: In the world of the Internet, it's not so rare for
partners never to meet face-to-face and to make millions of dollars with
each other before running into each other on the street. The distancing

ly well-run Internet ses-

= David Lawrence

sions expressed disap-
pointment in the actual CHR/mp Uman
results of e-commerce b,
through partnership and  Dayid Lawrence LW TW ARTIST CO/Title LW TW ARTIST CD/Title
Y : 1 1 BRITNEY SPEARS Oops! ... | Did It Again/“Oops!” 1 1 TON! BRAXTON The Heat/“Man™
o0-bomding. o 2 2 MATCHBOX TWENTY Mad Season/“Bet” 2 2 EMINEM Marshal Mathers LP/"Shim"
Mike Kramer, Marketing Director at WAAF. 3 3 'NSYNC No Strings Attaches/“Gonna” 3 3 WHITNEY HOUSTON Greatest Hits/“Script”
offered. “We've promoted the heck out ol our 9 4 CREED Human Clay/“Higher” | & 4 JOE The Wood Soundtrack/~Wanna”
website on the air. we've got buy buttons on the 4 5 MACY GRAY On How Life Is/"Try" ! 5 5 CARLTHOMAS Emotional/“Wish”
What's Playing Now page. and we've sold 21 5 & SANTANA Supernatural/“Mara” 6 6 DONELL JONES Where | Wanna Be/“Wanna™
CDs. Total.” For all that elfort on-air. it's pretty : : ::'N&'\jﬂtﬂﬂggmﬁmﬂsw;shm' 8 7 MARYMARY Thankful/Shackles”
Searihat direct salts ans - WP RIQUE | nrique/"Be” 10 8 SISQO Unleash The Dragon/“Incomplete™
L~|L.ll' that dircet sales ‘f"’ not the road lu-.\uu.css 10 -9 SAVAGEGARDEN Affirmations~Crash” 79 OMK fhen There Was X/-Party” P
for WAAF. but according to Kramer. “It’s about 16 10 MOBYPlay/“Body 8 10 KEVON EDMONDS 247/"No”
imaging. not profit, and I'd secommend that anyone 14 11 VERTICAL HORIZON Everything You Want/“Everything” 11 11 DR DRE Dr Dre 2001/~Episode”
stilt do this. even if it makes little or no money™* 6 12 MARC ANTHONY Marc Anthony/*Sang™ 12 12 TEMPTATIONS /'m Here/"Here”

It all comes down to expectations: yours and 15 13 STING Brand New Day/"Desert” 13 13 AALIYAH Romeo Must Die/~Try"
the listeners’. Your expectations can be way too 12 14 CHRISTINA AGUILERA Christina Aguilera/“Turn” 16 14 LUCY PEARL Lucy Peart/"Dance”
hlgh cspcciully cunsidcring the h\‘pc over the In- 11 15 FAITHHILL Breathe/“Breathe™ 17 15 D'ANGELO Voodoo/Send”™
rermet. We've been fed stories f(;r several years 19 16 GO0 GOO DOLLS Dizzy Up The Girl/~Broadway™ 20 16 JAGGED EDGE JE Heartbreak/“Martied”

F g 3 ) L 18 17 REDHOT CHILI PEPPERS Californication/*Otherside™ — 17 DESTINY'S CHILD Writing’s Dn The Wall/~Jumpin™

now about the dcal!l of hruck-ux@:nmnur rcl.ml- 17 18 TONIBRAXTON The Heat/*Man” — 18 BRIAN MCKNIGHT Back A One/"6.8.12"
ers and the impending “Net retailing explosion. — 19 SiSO0 Unieash The Dragor/“Incomplete” 15 19 MYA (/JADAKISS Fear Of Flying/Best™
It hasn’t happened. and although online holiday 13 20 WHITNEY HOUSTON Greatest Hits/“Kiss™ - YOLANDA ADAMS Mountain High ... Valley Low/"Heart”
shopping has been steadily increasing over the
last few years. that is hardly an indication that our C t y N AC /S th J
most venerable reat-world retail stores have any- oun r moo azz
thing to worry about. LW TW ARTIST CD/Title ) LW TW ARTIST CO/Title

People are much more inclined to get in the § ; ::;:"}:X%‘I‘;f: e/’ :’::;__V”” Dance/“Hope ; ; g;f:::m’;;‘;;gg;}ﬁ:;‘zg'smme'

S Gy mall Jod ety Somsirg righLdy 10 3 COLLINRAYE Couldn't Last A MomenbMoment” 5 3 BONEYJAMES & RICK BRAUN Shake It Up/*Grazin™
PR (O i RO PENTIhes) G I Wal): CoN- 1 4 DIXIECHICKS Fy/Ear” 4 4 RONNY JORDAN Brighter Day/Londan”
tomer service issues aside. web buying is stilt a 4 5 CLAY WALKER Live, Laugh, Love/~Chain” 20 S URBAN KNIGHTS Urban Knighls 3/Sweet”
bit cumbersome and. for some. untrustworthy. 18 6 KENNY CHESNEY Everyiwhere We Go/"What” 14 6 BRIAN CULBERTSON Somethin’ Bout Love/"Really”
What does this mean for you? Well. even if 6 7 ANDYGRIGGS You Won't Ever Be Lonely/"She's” 117 JEFF GOLUB Dangerous Curves/ Two™
you sell'a few thousand CDs a week on your site - 8 CUCV Dﬂyl!nggr U;condmbml/ ;:Uncondmonal' [ 6 ; :‘mﬂwl”ﬂ “Strong”
ey ey St AE T AR fhe — 9 ERIC HEATHERLY Swimming In Champagne/“Flowers™ - Tomorrow Today/“Loved”
a f'“‘l'"'_"z)"f:n::ry(:.“"‘j‘; ol l‘:‘“\‘c’"é"f) - — 10 RASCAL FLATTS Rascal latts/Daylight” , 7 10 BEBEL GILBERTO Tanto Tempo/August
A L D IROSA IS 20 11 TIMMCGRAW Place in The Sun/~Change” - 9 11 NORMANBROWN Celebration/"Celebration”
amounting to $500-$1.500 profit — worth the — 12 LONESTAR Lonely Grilt™Now" | 13 12 JAYBECKENSTEIN Eye ContacySunrise”
tinke you give your site on the air? Or could you 16 13 KEITHURBAN Keith Urban/*Everything” [ 12 13 RIPPINGTONS Live Across America/“Kabuki”
scll that time for more per minute than you make — 14 TRACE ADKINS More/“More” 17 14 BOB JAMES Joyride/“Roof”
per week? — 15 CHAD BROCK Yes!/“Yes!” ' 15 15 KEN NAVARRO /siang Life/“Island”
And why isn’t it working? Maybe because — 16 REBA MCENTIRE So Good Toge!her(‘ae' ] 1 — 16 MARK WHITFIELD SouIConve/sa!ion/“Whatsvev'
el P PSSl SXPEOL YW 19 BT TR — 19 CLINTBLACKD lctrfied/“Been” — 19 LARRY CARLTON Fingerprints/“Fingerprints™
or to hear your talk hosts onfine. not be cajoled 1120 TOBY KEITH How Do You Like Me Now/Country” , — 20 TOM GRANT Tune It in/“Tune”
to buy everything in sight Their expectations are — — 3 = | — < B
that you are.an entertainment outlet and that your H t AC Alw abv
site is a place where they can find information. o ! m e
chat. community and pictures of your air person- LW TW ARTIST (JlJ/TitleEm_v l LW TW' ARTIST CD¥Title
alities. not a retail establishment. The moment 11 MATCHBOX TWENTY Mad Seasor/"Bent” 21 CREED Human Clay/"Arms”
you cross the line from, 2 2 STING Brand New Day/"Desert” | 3 2 MATCHBOX TWENTY Mad Season/“Bent”
“Hev. if R ~ 3 3 VERTICAL HORIZON Everything You Want/“Everything” | 4 3 METALLICA Mission: Impossible 2 Soundtrack/" Disappear”
cy. 1 you wanl to buy N 5 4 DONHENLEY inside Joby/~Home" 5 4 3DOORS DOWN Better Lite/*Kryptonite”
4 WXXX baschall cap. < 4 5 MACY GRAY On How Life Is/“Try" | 1 5 PEARL JAM Binaural/"Nothing”
they're over here.” to a § 6 6 SANTANA Supernatural/*Smooth” 6 & APERFECT CIRCLE Mer De Homs/“Judith”
Buy Me! button next to cvery ~ 8 7 CREED Human Clay/Higher | 7 1 LIMP BLZKIT Mission: Impossible 2 Soundtrack/“Look™
CD cover on your site, you've. moved out of the § 11 8 THIRD EYE BLIND Bive/"Never” | 9 B  EMINEM Marshall Mathers LP/“Slim™
casual arcna andsinto the pushy. Is that what you s ‘92 ‘: m%%mmﬁa -B’z;;"e' e "o ‘: :I:::‘:J:;‘:‘-E P“b?;:e"g"-a‘://—i?" .
Lt I sy T thar Wk ORI want’ c 0ny/">an o nema /" Adam’s”
IR TN LT LALSRES Sl M et | N 14 11 'NSYNC No Strings Attached/*Bye" - — 11 KIDROCK History Of Rock/American”
GRSTTNgE, Conmmuile’, damlRagmisi, oe 13 12 RED HOT CHILI PEPPERS Cafifornication/ Otherside™ 1112 RED HOT CHILI PEPPERS Californication/Otherside”
countdomvir.com. § 7 13 TRACY CHAPMAN Teliing Stories/*Teliing” 12 13 MOBY Play/~Pgrcelain”
§ 15 14 GOOGOO 00LLS Dizzy Up The Girl/"Broadviay” 15 14 INCUBUS Make Yoursell/"Pardon”
; ; . i ot b 18 15 SAVAGE GARDEN Affirmation/"Crash” 13 15 KORN /ssues/"Make”
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dicated high-tech/pop CUhfl'e radio talk shows ~ 18 ENRIQUE IGLESIAS Enrigue/With” 18 18 RAGEAGAINST THEMACHINE The Battic Of Los Angeles/*Sieep”
from Dame-Gallagher; and is the host of The Net 17 19 NINE OAYS The Madding Crowd/“Absolutely” 1719 LIMPBIZKIT Significant Other/“Stutf”

Music Countdown radio shows from United 20 20 BEN HARPER Burn To Shine/"Kisses™ 16 20 NO OOUBT Ex-Girlfriend/"Simple”

Stations. A 25-year radio veteran, Lawrence was a
founder of the American Comedy Network. is the
voice of America Online, and is a leading expert on
Intemet antertainment,

E-charts are based on weekly rankings of CD sales. downloads and streams of artists onlne compiled and tabulated directly from the logfiles of reporting websttes. Reporters include Amazon com
BarnesandNobie.com. CONOW.com, CtieckOut.com. ChoiceRadio.com. City Internet Radio. DiscJockey com. The Everstream Network.GoGaGa com. KIiStmi.com, Launch com, Lycos Radio.

NetRadio.com. NYLrveRadio.com. Radio Free Virgin and Spinner.com Datars weighted based on traffic reports by vreb trathc monitor MediaMetrix. Charts are ranked with a 50/50 methodology
of sales data and streammg/arplay data for the six reporting formats. © 2000 R&R Inc. © 2000 Online Today, Net Music Countdown
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Newsbreakers

Epic Ups McPherson
To EVP/A&R-Urban

Epic Records Group has pro-
moud David McPherson 10 Exec.
VP/A&R-Urban
{ Music. Based in
New York and re-
porting 10 ERG

Anthony.
McPherson will
direct the group’s
A&R activitics
and oversee its
urban music de-
partment.

“Since joining
the company, David has helped
bring the Epic Records and 550
Music A&R cfforts to a whole new
level, signing and nunuring a serics
of artists who will help to define the
future of both urban and pop mu-
sic.” Anthony said. “David’s broad
musical tastes and committed ap-
proach to A&R development give
the Epic Records Group a tremen-
dous advantage in the market-
place.”

McPherson was most recently Sr.
VP/A&R-Urban Music at Epic
Records/550 Music, a post he had
held since 1998. He began his carcer
in 1991 at Mercury Records, where
he worked in a variety of areas, in-
cluding publicity, marketing and
A&R, leaving the label as Director/
A&R. He then joined Jive Records
as Director/A&R and was subse-
quently promoted to VP/A&R.

McPherson

Grullon ‘Nueva’ GM
As Mega Flips WGNE

Mecga Communications has
named Rafael Grullon GM for
WGNE/Daytona Beach. Clear
Channel has sold the station’s 98.1
MHz signal to Mcga. while Renda
Broadcasting is acquiring WGNE's
intellectual property. Thanks to an
immediate LMA with Clear Chan-
nel. Mega signed on “La Nueva
98.1"" — featuring a Tropical/Span-
ish Contemporary hybrid format —
last Friday (6/23) at noon.

President Polly |

— Welcome to

3 ADDICTIVE TALK RADIO

clapltol Records has

’ apped Michasl
Steele as Sr. Director/
Pop Promotion. Based in
Los Angeles, he reports
to Sr. VP/Promotion Burt
Baumgartner and wift di-
rect the label's pop field
staff.

“We're delighted to have
someone with Michael's
extensive national promo-
tion experience and strong
industry contacts joining

Steele Now Gapitol Sr. Dir./Pop Promo

our team,” Baumgartner
said. “We look forward to
working with him.

Steele was most re-
cently Exec. VP/GM at
Hitmakers magazine. Prior
to that he was VP/Promo-
tion at A&M Records in
New York (1997-98), VP/
Promotion at EMI Records
(1992-97) and National Di-
rector/Promotion for MCA

o= e N b
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Thomas Tapped As PD At WFBQ/Indy

WTUE & WXEG/Dayton PD Mike Thomas has been named PD for
AMFM'’s Classic Rock WFBQ/Indianapolis. 'FBQ OM Marty Bender,
who has been programming the station, will continue to oversee the out-
let, as well as sister stations WRZX & WNDE,

“Obviously "FBQ is an incredible radio station with a ton of heritage
and a veteran airstaff,” Thomas told R&R. “I'm just excited about the
opportunity to work with the staff that Chris Wheat and Marty Bender
have put together. There is so much talent there, and I'm looking forward
to feeding off their talent and helping. Q95 continue to be the incredible,
award-winning radio station that it already is. The trophy case speaks for

itself in that building!”

Thomas has been at the Dayton stations since late last year. He had
previously programmed WYMG/Springficid, IL.

Mega, which will change the
station’s calls to WNUE, is making
a full-fledged effort to make “La
Nueva™ an Orlando station. “The
signal is extremely strong and cov-
ers all of Orlando,” Grulon told
R&R. “We're very happy with it,
and our job is to make it sound bet-
ter. It is the only Latin FM in a
ninc-county arca that is commercial
— and 100,000 watts.”

Grullon will serve as interim PD
until a permanent replacement is
found. He most recently served as
GM of Mega's Boston propertics
and launched the company's FM in
Philadelphia; its Washington, DC
stations: and its Tampa-St. Peters-
burg properties. “[ was hired to help

o

launch all of these stations, and
now [ will be staying in Orlando to
run ‘La Nueva,”” he told R&R. Be-
fore joining Mega, Grullon served
as PD of WTEL-AM/Philadelphia
under Beasley Broadcasting.
When asked why he decided on
a format that is 60% Tropical (fea-
turing Jerry Rivera. Marc Anthony,

Elvis Crespo and Gilberto Santa

Rosa) and 40% contemporary (fea-
turing Shakira, Fey, Mana and
Ricky Martin), Grullon said. “The
market represents a mix of Puerto
Ricans, Dominicans and others
from throughout Latin America. It

makes more sense to place a CHR |

format on the FM so you can get a
wider audience.”

Sochacki To Oversee Metro’s Great Lakes Region

Metro Networks has promoted Jill Sochacki to VP/Regionat Director
of Operations, Great Lakes. She was most recently Director/Opera-
tions, San Francisco and will now oversee all operational matters for the
Great Lakes region, including Charlotte, Detroit, Grand Rapids and
Greenville, SC.

Sochacki reports to Metro/Shadow Broadcast Services Regional VP/
Great Lakes Tony Rizza, who commented, “Metro Networks is pleased to
have Jill as part of the management team. Her managerial skills and expe-
rience on-air and behind the scenes give her unique qualities that wiil be
greatly utilized in the Great Lakes region.”

A 22-year broadcasting veteran, Sochacki first joined Metro in 1996. Be-
fore working in San Francisco, she was Director/Operations, Denver for Metro.

Galluzzi On Board As Gobstopper Teams With Palm

alm Pictures, the new record company founded by entrepreneur Chris

Blackweli, has partnered with noted produoer Steve unywhltos
Gobstopper Records. Concur-
rently, Lilywhite has named former
MTV Sr. VPMusic & Talent Patti
Galluzzi as a partner in the new
record company. Galluzzi will be
based in New York.

The Paim-Gobstopper deal re-
unites Lillywhite with Biackwell.
Liltywhite produced the first three
U2 albums for Blackwell's island
Records.

Gobstopper is Lillywhite’s first
record label venture, and Palm will
provide marketing, promotion and

Lillywhite Galluzzi

distribution for the company. The Parlance of Our Time, by Elwood, is the
first album bearing the Gobstopper logo to be distributed through Palm. It
was released in May. Lillywhite produced three tracks on the album: “Sun-
down,” “Red Wagon" and “Picture of You”

Kilgore To Manage Citadel/Syracuse

Citadcl/Syracuse, NY Director/Sales Ed Kilgore has been elevated to
Station Manager for the four-station cluster of WNSS, WAQX, WLTI
& WNTQ. He replaces GM Michac! Doyle, who accepted a job with
Entercom/Rochester. NY (R&R 4/28).

“1 am very grateful to Citadel Communications for the opportunity,”
Kilgore told R&R. “I believe the Citadel/Syracuse cluster is one of the
finest groups of radio stations in the country, and this is the finest assem-
blage of broadcast personnei [ have ever encountered. | look forward to
the challenges that lie ahead and to the success and prosperity | hope we
will all enjoy.™

Kilgore began his radio carcer in Symcuse with WTVH-TV as an AE.
He then went to New City Communications as an AE. rejoined WTVH
as LSM and NSM, then moved to Pilot Communications as NSM and
LSM for WLTI & WNTQ. He was.later promoted to Director/Sales for
the cluster.

“America, Good Moming” |
with PHIL PALEOLOGOS
5:00 - 9:00 a.m.”

“Ask the Doctor”
with DR. DERRICK DSILVA
10:00 a.m.”

9:00 -

“On the Line”
with DAVID STEIN
10:00 a.m. - Noon*

YOU CAN'T TURN US OFF!

FREE SHOWS - ALL BARTER! % FREE ADS in your local paper (Call for details) % 2 Networks % 80 Talk Shows % 24 Hours a Day -

TALK AMERICA

(781) 828-4546

*All Eastern Time
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National Radio

® WESTWOOD ONE broadcasts
Reba McEntire: The Singer's Diary, a
90-minute concert special, on Saturday,
Aug. 19 and Sunday, Aug. 20.
Additionally, WW1 andWoridWresting
Federation Entertainment present Sum-
mer Slam Preview, a two-hour radio spe-
cial on Saturday. Aug. 26 from 8-10pm
ET. it features WWF performers and a
listener call-in. For more information, call
TellyWong at (212) 641-2057.

Records

* AMY DeROUEN is upped to OM/Art-
ist Relations for Lava/Atlantic Records.
She was previously Executive Assis-
tantfor Lava.

| Promotion for the

PROS ON
THE LOOSE

Lisa Adams, KBBT/Portiand
APD/MD, (503) 469-9036.

¢ BARRY BEN-

SON segues to
Nat. Dir./Urban |
Promotion-A&R for [
Rhino Records.
Prior to this he was |
Assoc. Dir./Urban

comparny.

® STACY KREISBERG is tapped asVP/
Business & Legal Affairs for Jimmy and

Doug's Farmclub.com, and LARRY
LINIETSKY is now VP/Business Devel-
opment for the label.

Industry

® SUPERTRACKS names new
hires: ADAM SEXTON is Chief Mar-
keting Officer. He was previously
Arista Records VP/Product Manage-
ment. ALLEN GRAZER is now VP/
Engineering. He is a veteran of the
IT industry. AMELIA BRYANT
moves to Sr. Dir./Distribution Pro-
grams. She was Sr. Dir./Marketing

| tor Universal Music. MANDY

BARTON joins as Sr. Business De-
velopment Analyst. She was previ-
ously Project Coordinator for the
Madison Project.

CHR: KBTE/Corpus Christi. TX
moming driver Chuey D. adds MD
stripes,

Country: Ben Walker is on after-
noons at KRST/Albuguerque. and
the station adds CIliff Dumas &
Lisa Monroe for mornings ...
WSSL/Greenville. SC morning
show co-host Chris James exits.

News/Talk: Dave Goucher does
Boston Bruins play-by-play for
WBZ-AM/Boston ... Dan Hoard is
now football and basketball an-

nouncer for University of Cincinnati
games on WLW-AM/Cincinnati.

Records: Michael Kauffman be-
comes Sr. VP/Sales & Catalog De-
velopment for The Verve Music
Group. and Nate Herr is named Sr.
VP/Marketing & Production for the
company ... Alan Kennedy rises to
Sr. Dir./Intemational Product Devel-
opment for Atlantic Records ... Uni-
versal Records taps Doug Koch and
George Marolda as co-Heads of the,
company's finance department.

Industry: Musicblitz inks a distribu-
tion deal with Koch International ...
Enigma Digital taps Tammy Kizer

as its Sr. Dir/E-commerce ... Tony
Dunaif is upped to VP/Business
Development for MTV and VHI.

CHRONICLE

CONDOLENCES

Music manager Forest Ham-
Iiton Jr., 55, June 15.

Bmrns

WROO/Jacksonville morning
co-host Dee Davenport, husband
Terry, son Jacob Keith, June 22.

Roadrunner Records VP/Pro-
motion Dave Loncao, wife Laurie,

June 30, 2000 R&R ® 27

daughter Riley Ava, June 16.

Martin
Continued from Page 1

brands like KMEL and KYLD was
not an casy one.” remarked AMFM/
San Francisco Market VP Doug
Steme. “"But having Michael's mu-
sic knowledge and strategic instincts
at the ready allows us to take this
step forward.”

AMFM Exec. VP/Programming
Steve Smith told R&R. “At this
time in the development of KMEL
and KYLD. i can’t think of a stron-

ger programmer than Michael to
lead the two stations to higher lev-
els of ratings success. Michael is a
true, programming warrior and is
uniquely qualified to maximize each
station’s entertainment potential.”
Martin added. “Over the years
both KMEL and KYLD have made
their mark in Bay Area radio. My
goal is to keep both stations on the
leading edge in their respective for-
mats while growing combined mar-
ket share. Both stations’ staffs are

intensely passionate about their
products. so I am very grateful for
this opportunity.”

Martin joined KYLD in 1992 as
MD. then was promoted to PD in
1996. He was MD at KiIS/Los An-
geles before coming to KYLD.
Martin also currently serves as
Exec. Producer of AMFM Radio
Networks' Hollvwood Hamilton's
Rithm Top 30 Countdown (R&R
5/26) and consults AMFM's KGGI/
Riverside.

NATIONAL
RADIO
FORMATS

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Sary Knol|

nock.

PAPA ROACH Last Resort
OUEENS OF THE STONE AGE The Lost Anl Of..

Alterastive

MXPX Responsibility
PEARL JAM Light Years

CHR/Met AC

No Adds

Mainstream AC

EVERCLEAR Wondertul
LEANN RIMES | Need You

Lite AC
JOE | Wanna Know

NAC
DAVE KOZ Can't Let You Go

uc
AALIYAH /DMX Come Back In One Piece

BROADCAST PROGRAMMING
Kon Moultrie » (800) 426-9082

Alternative

Teresa Cook

BT /M. DOUGHTY Never Gonna Come Back Down
VERTICAL HORIZON You're A God

WHEATUS Teenage Dirtbag

Hot AC

Josh Hosler
NO DOUBT Simple Kind Of Lite

Josh Hosler
JAY Z L/UKG Big Pimpin
SPLENDER | Think God Can Explain

Rhythmic CHR

Josh Hosler
JAGGED EDGE Let's Get Marned

Soft AC

Mike Bettelli
No Adds

Mainstream AC

Mike Bettelll
WESTLIFE Swear it Again

Detilah

Mike Betteili
No Adds

JONES RADIO NETWORK
Jon Holiday  (303) 784-8700

Adult Hit Radio

| M McKay

BEN HARPER Steal My Kisses
JOE ) Wanna Knaow

Rock Classics

| Rich Bryan

No Adds

Soft Hits

Rick Brady
LARA FABIAN | Will Love Again

RADIO ONE NETWORKS
Tory Mauro » (970) 948-3339

Choice AC

Yvonne Day
No Adds

New Rock

Steve Lelgh
DEATHRAY My Lunatic friends
SR-71 Right Now

| Charlie Cook » (805) 294-9000

Bob Blackburn

Jeff Gonzer
No Adds

Soft AC

Andy Fuller
No Adds

Bright AC

Jim Hays
SISTER HAZEL Change Your Mind

Serv
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PROMOTIONS

RESULTS MARKETING

CREATIVE

- 800-786-80N « www.resultsmarketing.com
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Whitney's ‘Drug Dealer’

Tells All!

W hitney Houston Is this
week’'s National Enquirer
cover girl. In the "zine, “Uncle Rob”
— who claims to have supplied
drugs to Houston and her husband,
Bobby Brown, for more than a de-
cade — spills the beans about
Houston's and Brown’s drug activ-
ity. He says Houston spends more
than $100,000 a year freebasing
cocaine and even ventures into the
dealer’'s dangerous New Jersey
neighborhood to buy it from him di-
rectly.

Speaking of potential jail sen-
tences, Puff Daddy is taking box-
ing lessons to prepare himself just
in case he receives one, accord-
Ing to the Star. The ‘zine reports
that Puff’s really throwing himself
into i1, pumping lron and training
nearly every day, and he hopes to
be able to practice in the ring with
real fighters. However, his girl-
friend, Jennifer Lopez, is afraid
he'll get hurt and is urging him to
take up golf instead.

Who The Guys Want

...Or don'twant, as is the case
with Enrique iglesias and his fa-
ther, Julio Iglesias. Cosmopolitan
reports that even though Enrique
enjoyed Christina Aguilera’s
company recently at a New York
nightclub, it doesn't look like love
is in the air. Enrique is having
such a hard time fending off
Christina’s advances that he has
apparently stopped taking her
phone calls. And the Star reports
that Julio recently dumped his fi-
ancee and live-in lover, Miranda —
the mother of two of his children’
and the woman he called “the love
of my life” — for the maid!

Pult out the Kleenex, girls, be-
cause Backstreet Boy Kevin
Richardson found the girl he did
want — and married her, People
reports. The lucky lady who took
one of People's Sexiest Men Alive
off the market is Richardson’s long-
time girlfriend, Kristin Willits, whom
he met in 1993 when they both
worked as performers at Disney-
MGM Studios. The big event took
place June 17 outside Richardson's
hometown of Lexington, KY.

Mother’s Little Helper

Mick Jagger obviously doesn't
need any help in the love depart-
ment, but he's going to be helping
ex-wife Jerry Hall ... in the baby-
sltting department! "Zines includ-
ing Newsweek, US Weekly and
the Globe report that Hall will re-
place KathleenTurner in the Lon-
don stage production of The
Graduate on July 29 and, like
Turner, will even appear nude in
one bedroom scene. Jagger will
support Hall by baby-sitting their
four kids while she’s at work. What
a guy! Maybe they could play with
his new baby....

MISCONCEPTION — Toni Brax-
ton says one of the biggest mis-
conceptions people have about her
is that she's sexy all the time. She
tells US Weekly, “ had a date with
this guy once, and | had on jeans
and a big flanne! shirt, and he said,
‘Oh, | didn’t expect you to look like
that.’ | said, ‘Did you expect me to
come to the door in a red sequined
dress?’ He said, ‘I think | kind of
did.”

Songwriting’s
Mysterious Origins

Macy Gray is among those on
Entertainment Weekly's “it” list this
week. On songwriting, Gray says,
“Say | go out one night and | drink,
smoke, have sex, curse and eat
starches at 4am, and conse-
quently | sleep all day and miss all
my requirements. | wake up feel-
ing inferior, and that's what in-
spires me to write.”

- Kiits? - -

Speaking of inspiration, Paul
McCartney's fashion designer
daughter, Stella McCartney, is
featured in this month’s Vogue. In
the 'zine Stella says that some-
times her dad gives her some
crazy fashion ideas. “My dad's just
adorable. He'll think of a little idea,
and ! look at him and go™ — in
mock condescension — “0O-K,
Dad. Whatever! I'll kind of afiow
him to share it. And he’s like,
*Kilts?™"

A Better Man

In the Globe another Beatle
baby, Julian Lennon, disses his
father, John Lennon, for aban-
doning him and his mother,
Cynthia, for Yoko Ono. But he
hopes his father's mistakes will
help make him a better person. He
says, “Dad was a wonderful-artist,
but not a great person. | hope |
can learn by his mistakes and not
repeat them.”

Maybe Pearl Jam's Eddfe
Vedder could learn some lessons
from Julian. He says he doesn’t
mind that people consider him an
angry, whiny grouch. “The fact that
we're perceived as humorless
pricks allows me to go into a bar,
sit in the corner, and not have ev-
aryone come say hello. There's a
nice force field that goes along
with that” (George)

— Deborah Overman

Each weak 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.

CYBERSPACE

Hot new music-related World
‘Wide Web sites, cool cyber-
chats and other points of inter-
est along the information super-
highway.

'Net Chats

* Rocker Bif Naked bares all
for you — chatwise, that is —
on Friday (6/30) at 7pm ET, 4pm
PT (chat.yahoo.com).

* Holy dogs! It's a chance to
speak with trio Stir on Monday
(7/3) at 9pm ET, 6pm PT (www.
twec.com).

* The doc-
toris in! Rap
with Dr. Dre
about Em-
inem and
others on
Friday (6/30)
at 9pm ET,
6pm PT (chat.msn.com).

* Talk tunes and flicks with
songwriter Glen Ballard, pro-
ducer of the Titan A.E. sound-
track, on Wednesday (7/5) at
9pm ET, 6pm PT. (www.sonic
net.com).

* Find out what he thinks
about solo life apart from The
Newsboys when you chat with
Phil Joet on Thursday (7/6) at
9pm ET, 6pm PT (chat.yahoo.
com).

On The Web

¢ Ska-meisters Perfect Thy-
roid will grab you by the throat
on Monday (7/3) at 4pm ET/
1pm PT (www.twec.com).

-
-

Dr. Dre

MUSIC & MOVIES

CURRENT

* BIG MOMMA'S HOUSE (So So Def/Columbia)
Singles:J. DUPRI & NAS {/MONICA I've Got To Have It
DA BRAT That's What 'm Looking For
LIL BOW WOW Bounce With Me
Other Featured Artists: KANDI, JAGGED EDGE

& BLAQUE, JESSICA

® GONE IN 60 SECONDS (Island/IDJMG)
Single: CULT Painted On My Heart
Other Featured Artists: DMX, GOMEZ, MOBY, ICE CUBE
® MISSION: IMPOSSIBLE 2 (Hollywood)
Singles: LIMP BIZKIT Take A Look Around ...
METALLICA | Disappear+
Other Featured Artists: ROB ZOMBIE, GODSMACK, TORI AMOS

® ROAD TRIP (DreamWorks)

Single: SUPERGRASS Pumping On Your Stereo

Other Featured Artists: BUCKCHERRY, RUN-D.M.C., KID ROCK
* ROMEO MUST DIE (BlackGround)

Singles: AALIYAH | Don't Wanna

AALIYAH Try Again

Other Featured Artists: DESTINY'S CHILD, GINUWINE

* TITAN A.E. (Capitol)

Single: LIT Over My Head (Java/Capitol}
Other Featured Artists: POWERMAN 5000, JAMIROQUA, URGE

COMING

* NUTTY PROFESSOR Ili: THE KLUMPS

Single: JANET Doesn't Really Matter (Def SoulIDJMG),
THE PERFECT STORM (Sony Music Soundtrax)

Single: JOHN MELLENCAMP Yours Forever

Music & Movies lists current and upcoming film soundtracks as well as
singles appearing on R&R's format charts and other featured artists.

- INRISIC DATEBOOK

MONDAY, JULY 10

1968/Eric Clapton-announces the end
of Cream.

1970/After featuring such rockers as
Jimi Hendrix in 1969, the New-
port Jazz Festival reverts to the
all-jazz format it had relied on
since 1954,

1979 Chuck Berry is sentenced to four
months in prison for income tax
evasion.

198(/Bob Marley & The Wailers begin
what will prove to be Marley’s last
tour with a show in Dublin.

1986/Grateful Dead frontman Jerry
Garcia enters the hospital in a
diabetic coma.

Born: Arlo Guthrie 1947

TUESDAY, JULY 11

1959Folk legend Joan Baez makes her
first recording, taped at the New-
port Folk Festival.

1967/Kenny Rogers, having just left
The New Christy Minstrels, an-
nounces the formation of The
First Edition.

1977/Cher and then-husband Gregg
Allman become parents to son
Elijah Blue.

1979Neil Young's Rust Never Sleeps
album and movie are released.

1995/R.E.M. bassist Mike Mills has
emergency abdominal surgery in
Germany while the band is on
tour in Europe. The next seven
shows are canceled.

Born: Richie Sambora (Bon Jovi) 1960,
Suzanne Vega 1960

WEDNESDAY. JULY 12
1962/ The Rolling

8s perform for
the first time, at the Marquee Club
in London.

1969/ Supergroup™ Blind Faith, featur-
ing Eric Clapton, Ginger Baker
and Steve Winwood, begin their
firstand oniy U.S. tour.

1975/K.C. & The Sunshine Band make
their chart debut with “Get Down
Tonight.” The disco staple will be
the first of four No. 1 hits for the

| band.
| 1979%Soulful singer Minnie Riperton
dies of cancer in Los Angeles at
age 31. .
Born: Christine McVie (ex-Fleetwood
Mac) 1943, Eric Carr (Kiss) 1950-
1991

THURSDAY, JULY 13

1977/A blackout in New York ends a Boz
Scaggs show. The blackout lasts
two days and leads to arson and
rioting throughout the city.

1985The Live Aid concerts, organized
by Boomtown Rats frontman Bob
Geldof, are held in Philadelphia
and London. Nearly 1.5 billfon
people watch the televised show,
and the Live Aid effort raises mil-
lions for African famine relief.

Released: The Shirelles’ “This Is Dedi-
cated to the One | Love" 1961,
Steppenwolf's “Born to Be Wild"
1968

FRIDAY, JULY 14

1967/The Who begin their first U.S. tour,
opening for Herman's Hermits.

1989 The first closed-captioned video
airs — Cyndi Laupers “My First
Night Without You.” Captioning
has since become standard.

Axi Rose: Welcome fo the jungle!

l 1992/Guns N’ Roses' Axl Rose surren-
dersto St. Louis police. He'd been
! charged in 1991 with inciting a

riot when he dove into the crowd
in pursuit of a fan taking pictures.

1995/Atter a protracted battle, George
Michael receives his release
from Sony and signs with
DreamWorks, which reportedly
bought out his contract for $40
million.

Born: Woody Guthrie 1912, Tanya
Donelty (Belly) 1966

SATURDAY, JULY 15

1966/The sou! classic “When a Man
Loves aWoman” becomes Percy
Sledge’s only gold record. Also

The Beatles' Yesterday and

Todayis released, complete with
controversial “baby butchers”
cover art. Capitol Records quickly
reissues the album with an in-
NoCcuouS cover.

1989/Pink Floyd perform for over
150,000 fans at a free concert in
Venice's St. Mark's Square.

1995/ passenger is shot and injured
when Queen Latifah’s BMW is
carjacked in New York, Latifah is
unhurt.

Born: Linda Ronstadt 1946, Alicia
Bridges 1948, Trevor Horn 1949,
Joe Satriani 1956

SUNDAY, JULY 16

1972/Smokey Robinson plays his last
show with The Miracles, in
Washington, DC.

1976/ otk-pop duo Loggins & Mes-
sina announce their breakup.

1981/Singer-songwriter Harry Chapin
is killed in an auto accident in
Jericho, NY. On this day in 1987
Harry Chapin Park is dedicated in
Brooklyn Heights.

Born: Stewart Copeland (ex-Police)
1952

— Brida Connolly
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72 million househoids

PLAYS

EMINEM The Reai Slim Shady

DR. DRE The Next Episode

AALIYAH Try Again

MATCHBOX TWENTY Bent

JAY-Z1UGK Big Pimpin®

PAPA ROACH Last Resort

RED HOT CHILL PEPPERS Calrforrication
METALLICA | Disappear

TONI BRAXTON He Wasn't Man Enough
EVERCLEAR Wondertul

JOE | Wanna Know

NINE DAYS Absolutely (Story Of A Girl)
BUSTARHYMES Get Out

DEFTONES Change {In The House Of Flies)

JESSICA SIMPSOX | Think {'m In Love With You

‘N SYNC It's Gonna Be Me

ND DOUBT Simple King Of Lite

BRITNEY SPEARS Oops! ... 1 Dd It Again
CREED With Arms Wide Open

KDAN Make Me Bad

3D00RS DOWN Kryptonite

APERFECT CIRCLE Judth

KINA Girl From The Gutter

AALIYAH /DMX Come Back In One Prece
P.0.0. Rock The Party (Off The HOOK)
UNCLE KRACKER Yeah Yeah Yeah

KID ROCK American Bad Ass

SANTANA EVERLAST Put Your Lights On
BACKSTREET BOYS The One

MANDY MOORE | Wanna Be With You
HANSON H Only

D'ANGELO Send tOn

$ISQ0 Thong Song

THIRO EYE BLIND 10 Days Late
TIMBALAND & MAGOO We At It Again
LUCY PEARL Dance Tonight

BLINK-182 Adam's Song

DMX Party Up (Up In Here)

KITTIE Chariotte

TRAVIS Why Does It Always Rain On Me?
DABRAT What'chu Like?

GO0 GOO DOLLS Broadway
CHRISTINAAGUILERA | Turn To You
FOO FIGHTERS Breakout

BBMAX Back Here

LIT Over My Head

A KELLY Bad Man

NEXT Witey

NELLY Country Grammar

WESTUIFE Swear It Again

JSAGGED EOGE Let's Get Marned
DESTINY'$ CHILD Jumpin’ Jumpin®
VITAMIN C Graduation (Friends Forever)
DYNAMITE HACK Bayz-N-The-Hood
STAIND Just Go

DISTURBED Stuprdy

STONE TEMPLE PILOTS Sour Girt

MACY GRAY Why Didn't You Call Me?
ICE CUBE Helio

DONELL JONES Where ) Warina Be

LIL KM No Matter What They Say

Video playlist for the week ending June 24

55 million households

Peter Cohen,
VP/Programming

National Top 20
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SAMMIE Crazy Things | Do

EMINEM The Real Slim Shady

§1800 Thong Song

‘N SYNCIts Gonna Be Me

NELLY Country Grammar

BRITNEY SPEARS Oops! ... | Did It Again
PAPA ROACH Last Resort

JESSICA SIMPSON | Think I'm in Love With You

NEXTWiey

CREED With Arms Wide Open
JUVENILE | Got That Fire

R. KELLY Bad Man

MXPX Responstbility

JERMAINE DUPRI & NAS UMONICA I've Got To Have It

A*TEENS Dancing Queen
KELLY PRICE As We Lay
KITTIE Chariotte

816 TYMERS Get Your Roll On
DRAMA Double Time

YING YANG TWINS Whistie While You Twurk

Video playlist for the week ending June 25.

78 million houssholds

Wayne Isaak
EVP/Programming

ADDS

JANET Doesn't Reaity Matter

8.8. KING/ERIC CLAPTON Riding With The King

MOTLEY CRUE Heil On High Heets
R. KELLY Bad Man
WYCLEF JEAN It Doesn't Matter

INSIDE TRACKS

MALY GRAY | Try
VERATICAL HORLZON Everything You Want

XL

CREED Higher

MATCHOOX TWENTY Bent

RED HOT CHILI PEPPERS Otherside
STING Desert Rose

VEATICAL HORIZON Everything You Want

NEW

BON JOVIits My Life

CREED With Arms Wide Open

JANET Doesn't Really Matter

MACY GRAY Why Didn't Yoy Cali Me?

W. HOUSTON/E. IGLESIAS Could | Have This Kiss...

REDHOT CHet| PEPPERS Calfornication

LARGE

3 DOORS DOWN Kryptonite
BACKSTREET 80YS The One

MARIAH CAREY Can't Take That Away (Mariah's Theme)

FOO FIGHTERS Breakout

GO0 GOOC DOLLS Broadway

DON HENLEY Taking You Home
FAITHHILL Breathe

NINE OAYS Absolutely {Story Ot A Girl)
NO DOUBT Simple Kind Ot Life

STONE TEMPLE PHLOTS Sour Girt

MEDIUM

TONI BRAXTON He Wasn't Man Enough
LARA FABIAN | Will Love Again
ENRIQUE IGLESIAS Be With You

JOE | Wanna Know

KINA Girl From The Gutter

B.B. KING/ERIC CLAPTON Riding With The King

METALLICA | Drsappear
SINEAD 0'CONNOR No Man's Woman
TRAWIS Why Does it Always Rain On Me?

CUSTOM

WYCLEF JEAN it Doesn't Matter
IRON MAIDEN The Wicker Man
DONELL JONES Where | Wanna Be
R. KELLY Bad Man

K10 ROCK Only God Knows Why
LUCY PEARL Dance Tonight
BRIAN MCKMIGHT 6. 8. 12
MOTLEY CRUE Hei! On High Heels
KELLY PRICE As We Lay

LEANN RIMES { Need You
SANTANA VEVERLAST Put Your Lights On
SPLENDER| Think God Can Explain
CARL THOMAS | Wish

Video airplay from July 3-9.

36 million households

Cindy Mahmoud
VP/Music Programming
& Entertainment

VIDEO PLAYLIST

JAGGED EDGE Let's Get Married

MARY J. BLIGE Your Child

DONELL JONES Where | Wanna Be

OR. DRE V3NOOP DOGG The Next Episode
D'ANGELD Send 1t On

RUFF ENDZ No More

CARL THOMAS | Wish

AVANT Separated

DA BRAT /TYRESE What'chu Like?
NEXTWitey

RAP CITY

EVE 1/JADAXISS Got It All

JUVENILE | Gol The Fire

81G TYMERS Get Your Roil On

NELLY Country Grammar

DA. DRE /SNOOP DOGG The Next Episode
Lit* KIM No Matter What They Say

DA BRAT UTYRESE What'chu Like?

SUSTA RHYMES Get Out

DMX /81300 What You Want?

THREE 81X MAFIAStippin’ On Some Syrup

Video playkst tor the week ending July 2.

TELEVISION

TOP TEN SHOWS
JUNE 19-25
Totsl Audience
(95.9 milion househoids)
1 Survivor
2 NBA Finals Game 6
(Indiiana at Los Angelos)
3 WnoWantsToBe A
Millonaire (Sunday, 9:30pm)
4 WhoWants To Be A M-
Nonaire (Thursday, 9:30pm)
5 WhoWanisTo Be A M-
Konaire (Thursdey, 9:30pm)
6 WhoWantsTo Be A
Milionaire (Tuesdsy)
7 WhoWantsTo Be A
Miltionaire (Sunday, 9pm)
8 NBA Finals Tip-Off Game 6
9 60 Minutes
10 Dateline NBC (Tuesday)

Persons 12-17

1 NBA Finals Game 6
(indiana at Los Angeles)
2 Survivor
(Sie) WWF Smackdown!
" 4 Simpsons
5 Making The Band
6 Malcom in The Middile
7 Drew Carey Show
8 Making The Band (9om)
9 Wonderful Worid Of Disney
(Model Behavior)
10 6th Annual Blockbuster
Awards

Source: Nieisen Media Research

COMING NEXT WEEK

All show tmes are ET/PT un-
less otherwise noted; subtract
one hour for CT. Check listings
for showings in the Mountain
time zone. All kistings subject to
change.

Friday, 6/30

*Go-Go's, The Tonight Show
With Jay Leno (NBC, check lo-
cal listings for time).

¢ Disna Krall and Mark
isham perform on PBS' Ses-
sions at West 54th (check local
listings for time and channel).

~ Saturday, 7/1

* Phish, Hard Rock Live
(VH1, midnight).

~ Sunday, 7/2

* Ringo Starr narrates Holy-
wood Rocks the Movies: The
Early Yoars, a documentary that
serves as the kickoff to AMC's

four-day marathon of rock 'n’ roll-
themed movies (10pm ET/7pm
PT).

Monday, 7/3

* Judy Collins is featured on
Lifetime's Intimate Portrait
(7pm).

«BrianWileon, The Lale Show
With David Letterman (CBS,
check local kistings for time).

Tuesday, 7/4

* Ray Charles and Lee Ann
Womack perform from Washing-
ton, DC on A Capitol Fourth
2000 (PBS, check local kstings
for time and channel).

*Push Stars, Lale Late Show
With Craig Kibom (CBS, check
local kstings for time).

~ Wednesday, 7/5

* Sheryl Crow & Steve Earle,
Dawvid Letterman.

Thursday, 7/6
+ Alison Krauss performs on

PBS’ Evening at Pops (check lo-
cal kstings for ime and channel).

— Julie Gidlow

Al show times are ET/PT uniess otherwise noted. subtract one houwr for CT.

RED HOT CHILI PEPPERS Catfornication
LEOMA MAESS Charm Attack
EVERCLEAR Wondertut

APERFECT CIRCLE Judth

MINE INCH NAILS Start* ckers Inc.
FIONA APPLE Paper Bag

N0 DOUBT Simple Kind of Lite
RICRARD ASHCROFT A Song For The Lovers
PATRICE STRIXE / ALEXA 8¢ Rdin’
STOME TEMPLE PLOTS Sour Girl
TRAIS Why Does it Alays Rain On Me?
IDOORS DOWN Kryptonite

F00 AGHTERS Breakout

ENUNEM The Rea) Stim Shady

MXPX Responsibility
CYPRESS HILL Superstar

PAPA ROACH Last Resort

NINE DAYS Absolutey (Story Of A Girl)
KINA Girl From The Gutter

LUCY PEARL Dance Tornight
MICKELBACK Leader Of Men

SINEAD 0'CONNOR No Man's Woman
K10 ROCK American Bad Ass

LT Over My Head

GUSTER Fa Fa (Never Be The Same)
THIRD EYE BLIND 10 0ays Late
FENDX TX AN My Faut "
GO0 GOO DOLLS Broadviay

SPOOKS Things I've Seen

ELWO0O Sundovn

MOBY Body Rock

VIOLENT FEMMES All | Want

MACY GRAY Why Drdn't You Call Me?
MATCHBOX TWENTY Bent

H2804 imitation L eather Jacket

Video playlist for the week June 1925,

www americanradiohistorv com

FILMS

BOX OFFICE TOTALS
June 23-25
Title S Weekend
Distributor {$ To Date)
1 Me, Mysell & irene $24.20
Fox* (524.20)
2 Chicken Run $17.50
DreamWorks* ($17.50)
3 Shaft $12.70
Paramount (842.35)
4 Gone In 60 Seconds $9.45
Buena Vista (568.85)
5 Big Momma's House $8.54
Fox (885.22)
6 Mission: Impossible2 $7.58
Paramount ($188.88)
7 Gladiator $3.85
DreamWorks ($165.43)
8 Titan A.E. $3.73
Fox ($16.89)
9 Dinosaur $3.25
Buena Vista ($126.81)
10 Boys And Girls $3.23
Miramax ($14.19)
Al figures in millions
* First week in release

Source: ACNielsen EDI

COMING ATTRACTIONS:
This week's openers include The
Perfect Storm, starring George
Clooney and former recording art-
ist Mark Wahiberg. The film's
Sony Classica! soundtrack con-
tains original music by James
Horner as well as the movie's
theme song, “Yours Forever; per-
formed by John Mellencamp.

Now playing in special engage-
ments is Jesus’Son, starring Billy
Crudup and recording artist Jack
Biack. The fim’'s Mammoth/Uni-
versal soundtrack showcases
two cuts each by Wilco (“She's a
Jar” and “Airline to Heaven”) and
Joe Henry (“Jesus’ Son™ and
“Unchain My Heart"), along with
Floyd Cramer’s “Last Date," Joe
Tex's “The Love You Save (May
Be Your Own),” Barbera Mason's
“Yes, I'm Ready” Peggy Scoftt &
Jo Jo Benson's “Lover's Holiday!
Jommy Roe's “Sweet Pea,
Doug Sahm's “(Is Anybody Go-
ing To) San Antone” Paul Revere
& The Raiders’“Indian Reserva-
tion;” SSgt. Barry Sadler's ‘The
Ballad of the Green Berets” and
The Louvin Brothers'The Fam-
ily Who Prays”

— Julie Gidiow
VIDEO

sTHETALENTED MR. RIPLEY
(Paramount)

Matt Damon and Gwyneth
Paltrow star in this feature film,
which carries a Sony Classical
soundtrack with Sinead O’Con-
nor's “Lullaby for Cain,’ Charlie
Parker's “Ko-Ko." Miles Davis'
“Nature Boy" Dizzy Gillespie's
“The Champ”and more.

— Julie Gidiow
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Ne ws/ Talk

AL PETERSON

Bucking Talk’s GConservative Tid

O Providing “worldwide progressive Talk radio” is the Boulder

station’s mission

hile Talk radio does have its liberal-leaning ;'oices scattered here and there around the
dial, it’s tough to deny that the majority of News/Talk stations tend to offer listeners a

pretty conservative menu of programs overall. After all, conservative Talk has been a win-

ning formula that has catapulted the format to the top of the ratings pile in cities and towns across
America. Besides, everybody knows that a liberal-leaning Talk station could never succeed.

Everybody. that is, except the
people working at KWAB-AM/Boul-
der and its owners. San Francisco-
based media, telephone and finance
company Working Assets. With pro-
gramming de-
signed to be an
alternative to
conservative Talk
radio and a dedi-
cation to “intelli-
gent news and
talk that focuses
on progressive
and current is-
sues concerning
the economy. en-
vironment. poli-
tics and human rights.” KWAB was
launched on-air and online last Octo-
ber under GM Chuck Lontine.

Lontine was named to head the
fledgling station following a 20-year
career that began when he was a
teenager at the old KLZ-AM/Denver.
"1 started out as a gofer there while
going to college.” Lontine recalled.
“Over time | worked my way up and
eventually got on the air as a news re-
porter and anchor. In 1982 [ moved

Chuck Lontine

into sales, ultimatcly becoming
NSM. In 1985 I was offered the op-
portunity to work at KOME-FM/San
Jose for a little company called Infin-
ity Broadcasting.

“I stayed around the Bay Area for
a number of years. working for Olym-
pic Broadcasting at KKCY-FM. be-
fore moving to WLS-AM/Chicago.
where | got my first introduction to
major-market Talk radio working
with Tom Tradup and Drew Hayes.
Following that I moved to WYSP-
FM/Philadelphia. then 10 the suburbs
to become GM at WLAN-AM&FM/
Lancaster, PA.

“After five years there I returned
home to KHOW-AM/Denver as GSM
and stayed there through the transfer
of that station from Noble 10 Jacor in
1996. 1 was very fortunate to land a
position as Director of National Sales
for Tribune’s Denver cluster, where |
remained until the KWAB opportunity
came up last year.”

Charting A New Course

While not everyone would charac-
terize the chance to manage a 1.000-
watt liberal AM Taiker in Boulder a