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Follow Ja Rule

Ja Rule vaults to the top spot on the CHR/Rhythmic
gchart this week with “Between Me and You” (Murder

j : T Inc./Def Jam/
I f"/{gf Sl (DJVG). The track,

which features
Christina Milian, also
) W Y “Li climbs to No. 5 at
! o Urban and debuts at
“‘-""""“"“ No. 5 on R&R’s

SARCE T Sl - po) Callout
T, op Callou
) F 63% America survey.

Mindy

McCready

‘scream”

@

OCTOBER 20, 2000
KROQ Is So ‘Money’!

L.A’s heritage Alternative KROQ saw its best ratings
book ever in the summer 2000 Arbitrons, finishing first
18-34. With its successful Kevin & Eean morning show
and a current-focused playlist, KROG has never seen
such stellar results. One component of the station’s
fortunes is a guy named “Money Read abgcut his role
at KROQ in Jim

Kerr's world famous
Alternative

column,
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U2 BEAUTIFUL DAY

IMPACTING CHR/POP NOW

Early:
KIIS-FM 24x KISS 108 15x KZZFP 18x G105 30x

Modern Rock BCS 6* R&SR Alternative )
Adult Top 40 BRS 28* RSR Hot AC )

AAA BDS 1* RS8R Adult Alternative @)
Mainstream Rock BDS 14+ R&R Rock @

g0!

Jmmy & Doug's FARMCLUB.com 10/30 (USA) o
Saturday Night Live 12/9 (NBC)

All That You Can't Leave Behind
INn Stores 10.31 .00

Frmeiple Management: Duolin & New Yok AAVAVAVAVAVN Ug .COm
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management ¢ marketing ¢ sales

Did you plan a career in radio sales, or did
you just fall into it? Sales & Marketing
Editor Pam Baker takes an entertaining
look at leading sales trainer Chris Lytle's
book The Accidental Salesperson: How to
Take Control of Your Sales Career and
Earn the Respect and Income You
Deserve. This wesk's Management,
Marketing & Sales section also contains a
valuable sales tip from Leon Frank that
outlines steps for creating a motivating
compensation program. Columnist Dick
Kazan gives advice on servicing clients
after the sale, Chris Witting examines the
power of affirmations, and our GM
Spotlight honors Infinity’s George
Nicholaw.

Pages 10-16

DARS: READY FOR TAKEOFF

What does the faunch of satellite radio
mean for terrestrial broadcasters? CHR
Editor Tony Novia dissects Sirius and XM
to find the answer.

Page 42

* Robert Taylor joins R&R
as Urban Sales Rep

* John Cook heads to
KRBV/Dallas as OM

¢ Radio One taps new PDs: Darrell
Johnson at KBFB/Dallas, Marv
Hankston at WAMJ/Atlanta

¢ Pat McMahon appointed
PD at KDMX/Dallas

* Tony Kidd assumes
WTMI/Miami GM duties
Page 3

CHR/POP

« 3 DOORS DOWN Xryptonite (Republic/Universal)

CHR/RHYTHMIC

+ JA RULE ... Betwesn Me ... (Murder Inc/Def Jam/IDJMG)

URBAN
» MYSTIKAL Shake Ya Ass (Jive)

URBAN AC
 YOLANDA AOAMS Open My Heart (Elektra/EEG)

COUNTRY
« JOHN M. MONTGOMERY The Little Gir! (Atlantic)

AC
« BBMAK Back Here (Hollywood)

HOT AC )
« CREED With Arms Wide Open (Wind-up)
NAC/SMOOTH JAZZ

* DAVE KDZ Can't Let You Go (Capitol)

ROCK
* 3 DOORS DDWHN Loser (Republic/Universal)

ACTIVEROCK
3 DODRS DDOWN Loser (Republic/Universal)

ALTERNATIVE _
* GREEN DAY Minority (Reprise)

ADULT ALTERNATIVE

» U2 Beautiful Day (/nterscope)

OCTOBER 20, 2000

AMFM Fined For Adams Airplay

B KHKS, WKQ! failed to identify song sponsor

By JoE HowArRD
R&R WASHINGTON BUREAU
Jjhoward@rronline.com

The FCC fined former AMFM
stations KHKS/Dallas and
WKQI/Detroit $4,000 each last
week for sponsorship identifica-
tion violations stemming from a
promotion for a Bryan Adams
single.

You might remember AMFM's
(then known as Chancellor)

“chainwide” add of Adams’ “On
a Day Like Today” two years ago.
According to FCC documents,
former KHKS/Dallas VP/Opera-
tions John Cook said he was
leaned on by AMFM execs to
play the song 14 times a week, in
return for which the station
would receive over $30,000,
contest prizes and an Adams

AMFM/See Page 33

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

NEW YORK — The radio
industry has gone through a
downright miserable time in
the last two months, and even
as panelists lamented radio’s
“crash” while speaking at the
Kagan “Radio’s New Golden
Age” seminar earlier this
week, their stocks were get-
ting hammered again.

Kagan analyst Robin
Flynn noted that trading mul-
tiples — which were as high
as 23-times cash flow at the
beginning of this year — cur-
rently stand at a little over
10-times. Panelist Larry Wil-
son blamed the industry’s
troubles on stock analysts
“who probably never stepped
inside a radio station” Even
s0, Wilsons Citadel Commu-
nications tumbled 16% Tues-
day.

But during a later panel
session on trends in financing
that featured a number of

Group Heads Ponder Radio’s Stock ‘Crash’

W Analysts, operators at Kagan seminar optimistic about rebound

Rose

Wilson

Wall Street warriors, several pan-
elists stressed that the radio sec-
tor has actually fared better than
many investment sectors despite
the stunning drops in share
value. “Radio really hasn’t expe-
rienced a recession if flat growth
is a recession,” said Brian
MCcNeill, a partner in Aita Com-
munications. “That’s a pretty
good business”

Others were also able to find
sunshine in otherwise darkening
investment days. Lazard Freres &
Co. VP/Equity Research Chris
Ensley acknowledged that “a lot
has changed in radio, but a lot

hasn’t changed. The dot-coms
proved that radio can be used
effectively and that it can be
used to target audience.” He
said he suspects that “a lot of
investors are on the sidelines
right now but will be back in
four or five months”

The investment commu-
nity seemed to understand
what radio executives have
been telling them for weeks
and what Regent CEO Terry
Jacobson noted during the
group heads session: “This
industry has come back from
every major downturn and
continued to grow between
8% and 10%. Procter &
Gamble would love that!”

For the industry’s great
consolidators, this would
be an excellent time to
catch their breath and oper-
ate stations, said Cumulus
Media President/CEO Lew
Dickey, noting that you won’t
find a lot of radio-station

KAGAN/See Page 8

New York
Station (Format) Sp 00 Su 00
WLTW-FM (AC) 64 61

WHTZ-FM (CHR/Pop) 4.8 4.9
WCBS-FM (Oldies) 42 4.4
WKTU-FM (CHR/Rhy) 4.6 4.3

WQHT, KROQ Surge In Summer

Hip-hop proved to be the sound of summer in the Big Apple, as
Emmis’ CHR/Rhythmic WQHT surged into second place witha 5.1-
5.7 jump in the just-released summer 2000 Arbitron ratings for New
York. WQHT's rise closes the gap with top-ranked Clear Channel AC
WLTW, which fell 6.4-6.1. Meanwhile, SBS' WSKQ (Mega 97.9) con-
tinued to suffer from a soft salsa market, falling 3.8-3.7 with its high-
energy Tropical format. New York Yankees baseball helped Talker
WABC rise 2.8-3.1, while News WCBS-AM fell 2.7-2.3 for its lowest
12+ ratings in at least a quarter-century.

WOHT-FM (CHR/Rhy) 5.1 57 |

RATINGS/See Page 32

Los Angeles

Station (Format) Sp ‘00 Su '00
KSCA-FM (Reg. Mex.) 59 59
KIS/KVVS (CHR/Pop) 5.1 49
KLVE-FM (SpanishAC}) 50 4.9
KROQ-FM (Alt.) 45 49
KPWR-FM (CHR/Rhy) 4.2 4.4

]

Feed The Monster
Halts Operations
Amid Cash Deficit

Finally buckling under what it
called a “continuing cash short-
fall,” FTM Media (ak.a. Feed
The Monster) shut down its op-
erations Monday. In spite of the
shutdown, the company is still
looking for a new business part-
ner or even a buyer.

FTM managed and hosted
websites for seven major-market
stations owned by Infinity, in-
cluding KROQ/Los Angeles,
WBCN/Boston, WBBM-FM/
Chicago and WHFS/Washing-
ton. Responsibility for the sites
has been turned over to Infinity.

The slide started on Oct. 10,
when FTM announced a meet-
ing with “investors, investment
banking firms and potential stra-
tegic partners” to try to address
a lack of funds. At the same time
the company announced the res-
ignation of two directors, Bob
Wilson and Greg Mastroieni.
That night the station websites
FTM managed were temporarily
shut down, although they were

FTM/See Page 33
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 REVENUES

August Radio Revs Up 10%

NEWSSTAND PRICE $6.50

Station (Format)} Sp 06 Su’00 Station (Format) Sp '00 Su’'00
WGCI-FM (Urban) 6.4 6.8 WBEB-FM (AC) 6.1 6.4
WBBM-FM (CHR/Rhy) 6.0 57 | KYW-AM (News) 64 6.1

WEN-AM (N/T) 62 56
WNUA-FM(NAC/S)) 36 46

WDAS-FM (Urban AC) 57 6.1
WUSL-FM (Uban) 53 54

Chicago Philadelphia

WBBM-AM (News) 3.7 44 | WIOQ-FM(CHR/Pop) 54 53

COMPLETE RESULTS FROM 9 MAJOR MARKETS: PAGE 32

WwWwWw.americanradiohistorv.com

Register now for R&R’s Talk Radio Seminar 2000. www.rronline.com

August 2000 represented the 96th consecutive month of sales gains
in the radio industry, according to the RAB, as locakand national sales
combined for a 10% gain over October '99. That breaks outto an 11%
rise in local dollars and 6% growth in national numbers, thanks to a
particutarly impressive showing in the Southwest. On a year-to-date
basis, radio is ahead 18% — 16% on the local front and 24% on the
national side. “Radio is showing a consistent growth pattern over the
long term,” RAB President/CEO Gary Fries noted. “The nationwide
double-digit increases in local sales are a testament to radio’s ability
to tap into the marketplace at the grass-roots.level and deliver cus-
tomers for its advertisers”
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Active Rock Debut @ S

"Doing rgﬂiy sregu! It's stripped
down, but with teeth. Great
relief records for us!”’ --Glen
Gardner/ WJJO Madison

"Sounds fantastic on the air. A

_ *"'”Passionate song that's reacting
big for us’'--Eddie Guttierez/
KJEE Santa Barbara

Top s Phones
' W]JJO, WAMX,

Requesting Early
| Everywhere!

THE FIRST SINGLE FEATURING VOCALS BY
L AJON or SEVYVENDUST

OVER 80 ROCK AND
ALTERNATIVE STATIONS
INCLUDING:

WBCN WMRQ WLUM WLZR WHJ]Y WCCC
WMFS WTPT WQBK KFRQ KWOD WED]J
KKND WPLA KRZQ KPOI WEJE KRQC
WRUF KHTO KAZR WBYR WQXA WHEB
WRXF WJO KHOP KIBZ WCPR WEBX
AND TONS MORE. ..

. Altermative & Rock New & Active

" FROWM THE ALBUNM STHAIT UP

F=ATURING: JONATHAN OF KORN - BRANDON OF INCUBUS
SERJ OF SYSTEM OF A DOWN - FRED OF LIMP BIZKIT

s MAX OF SOULFLY - LAJON OF SEY ENDUST

({ COREY OF SLIPKNOT - MARK OF SUGAR RAY

DEZ OF COAL CHAMBER - M.C.U.D. ofF (hed/p.e.
JASON OF R.K.L. Anii: VOiE!

%?*%: \ _JIN MEMORY OF JAMES LYNN STRAIT'

OF SNOT 8/7/68 - 12/11/98
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Cook Named OM
For KRBV/Dallas

John Cook has peen tapped as
OM for Infinity’s CHR/Pop KRBV
(Hot 100)/Dallas. He most recently
held a similar post for Clear
Channel’s crosstown KBFB &
KHKS.

“KRBYV and KHKS are in one of
radio’s biggest CHR duels,”
KHVN, KOAI & KRBV VP/GM
Dave Presher commented. “The
chance to have someone of John
Cook’s caliber was too good to
pass up. It gives Infinity the talents
of both John Cook and [KRBV
PD] Carmy Ferreri. It’s like the
49ers when they had Joe Montana
and Steve Young.”

Cook said, “As a crosstown com-
petitor of Hot 100, | developed a
great deal of respect for Dave
Presher and the team the station put
together. Infinity has proven itself
to be the place for talent and broad-
casters. | am excited at the oppor-
tunity to work with people like
Viacom President/COO Mel Kar-
mazin and Infinity Radio President
Dan Mason and Sr. VP Ben Hill,
and to stay in Dallas at Hot 100"

COO0K/See Page 24

McMahon Rejoins
KDMX/Dailas As PD

More than six years after leaving
Hot AC KDMX (Mix 102.9)/Dal-
las® programming
chair, Pat McMa-
hon returns as
W PD. He succeeds

| Todd Shannon,
who becomes
OM/PD of Clear
Channel’s co-
owned CHR/Pop
KHKS (Kiss FM).

The office man-
ager, an AE and
one part-timer
are the only staffers who remain
from the last time McMahon pro-
grammed KDMX. He was Mix’s
first PD and had a three-year run
there. “Things worked out well, and
[ was absolutely thrilled when they
asked me to do this,” he told R&R.
“My wife is from here, and she’s
opened up her own business. Even
if I have to wait tables at Denny’s,

McMahon

McMAHON/See Page 33

For The Record

Marjorie Abagnalo has been
promoted to GSM for Emmis’
NAC/Smooth Jazz WQCD
(CD101.9)/New York. Her new
post was incorrectly reported as
GM in a story in last week’s is-
sue (10/13).

PAGE THREE

joined R&R as Urban
Sales Representative. In
his new role Taylor will
be responsible for ad-
vertising sales for
R&R's print and enline
products in the Urban
and Urban AT formats.

Taylor joins R&R
with an extensive back-

R&R Welcomes Taylor In Sales

Robert Taylor has [ 0 |

“Robert comes to
R&R with a real under-
standing of the Urban
format's needs,” R&R
GM Sky Daniels said.
“He, along with the edi-
torial team of Walt Love
and Tanya O’Quinn and
Music Meeting Director
Herb Jones, will help
R&R develop a deeper

ground in label promo-
tion and sales. His re-
sume includes stints in promo-
tion at RCA Records and A&M
Records and in sales at CEMA
Distribution. He also has print
publication experience, having
most recently worked for the
Los Angeles Daily News.

Taylor

commitment to the
cultural needs of these
formats.”

Taylor commented, “It’s a
blessing — a great opportunity
to serve the Urban formats with
a company that has built its
reputation on journalistic integ-
rity and creativity.”

Radio One Taps PDs In Dallas, Atlanta
B Johnson joins KBFB; Hankston heads to WAMJ

Radio One has tapped new PDs
for two of its properties. WHTA/
Atlanta PD Darrell Johnson has
been selected to program recent
Urban convert KBFB (97-9 The
Beat)/Dallas, while WIMZ/Green-
ville-Spartanburg PD Maryv

| Hankston has been named PD of

Urban AC WAMJ/Atlanta.
Johnson reports to Radio One VP/
Programming Steve Hegwood, who
is very familiar with Johnson’s
qualifications. “Darrell worked
with me at WKYS/Washington as
Asst. PD.” Hegwood told R&R.
“He also programmed WRXZ/AI-
bany, GA, and it was there that | in-
troduced him to [Radio One COO]

Mary Catherine Sneed, and she
was very impressed. We then hired
him as the PD of WHTA.

“He’s very young, but extremely
talented and passionate about this
business. Darrell works extremely
hard and truly gets the vibe of the
audience. I've met a number of
young programmers, and | place
him at the top of the heap because
he really understands how an entire
radio station should sound — from
promos to drops to music to
segues.” Johnson joined Radio One
in 1998. KBFB was recently ac-
quired from Clear Channel and had
been Soft AC.

RADIO ONE/See Page 26

Kldd Assumes WTMlanaml GM Dutles

A station manager who’s
been surrounded by such
artists as Sisqo, Toni Brax-
ton, Gloria Estefan and
Billy Joel will now be in
charge of a radio station
that offers Bach, Brahms,
Bartok and Beethoven.
Tony Kidd, who has been
overseeing Cox Radio’s AC
WFLC and Urban AC
WHQT in Miami-Ft. Lau-
derdale, has been named
GM of Classical WTMI-FM. He'll
retain his role as Format Coordina-
tor for Cox’s Urban properties.

Cox Radio Group VP Bob Green
commented, “I have had the privi-
lege of working side-by-side with
Tony for seven years now. He is a
strong leader and skilled developer
of radio stations. The listeners, ad-
vertisers and employees of WTMI
will benefit from more focused at-

Kidd

2 tention, a creative and tal-
ented manager and the
shared commitment to
build a great Classical ra-
dio station.”

Kidd added, “This culmi-
nates my |0-year desire to
become a general manager.
I'm thrilled to serve in this
role at WTMI, and I'm
looking forward to contrib-
uting to a greater standard
of excellence in the radio
industry” Before joining Cox’s Mi-
ami stations in 1993, Kidd pro-
grammed Urban AC WVEZ/Chi-
cago. He's also held program man-
agement positions at WBEE/Roch-
ester, NY and WZZK/Birmingham.

WTMI is one of South Florida’s
most-listened-to radio stations. It
received a 3.5 rating in the spring
2000 Arbitrons in Miami and in
nearby West Palm Beach.

OCTOBER 20, 2000

Radio Business 4 Ratings 32
Business Briefs 4 Street Talk 35
Transactions 6 Sound Decisions 40
MMS 10 Nashville 74
Internet News & Views 18 Publisher’s Profile 132
E-Charts 23

Show Prep 27 Opportunities 126
‘Zine Scene 27 Marketplace 128
Nationat Videe Charts 28

FORMATS & CHARTS

News/Talk 29 Adult Contemporary 86
Oldies 31 AC Chart 88
CHR 42 AC Tuned-In 90
CHR/Pop Chart 45 Hot AC Chart 92
CHR/Callout America 46 Hot AC Tuned-In 93
CHR/Pop Tuned-In 48 Pop/Alternative 95
CHR/Rhythmic Chart 65 NAC/Smooth Jazz 96
CHR/Rhythmic Tuned-In 57 NAC/Smooth Jazz Chart 97
Urban 60 NAC/Smooth Jazz Action 98
Urban Chart 63 Rock 102
Urban Action 64 Rock Chart 104
Urban Tuned-In 66 Rock Tuned-In 105
Urban AC Chart 69 Active Rock Chart 107
Urban AC Tuned-in 70 Active Rock Tuned-In 108
Country 72 Rock Specialty Show 110
Country Chart 75 Alternative 114
Country Weights 76 Alternative Chart 117
Country Indicator 77 Alternative Action 118
Country Action 78 Alternative Tuned-In 120
Country Tuned-In 80 Alternative Specialty Show 123

Adult Alternative 124

Aduit Aiternative Chart 124

/——_——‘\-
¢ The Back Pages 130
__The Back Pages 130>

Wilson Joins J As Sr. VP/Urban Promo

Wilson noted, “It is enor-
mously exciting to be a
| part of the J Records force
and to work again with the
legendary [J Records
founder] Clive Davis,
whom 1 respect tremen-
dously. I am certain that the
team we’ve assembled, pi-
Toted by Ron Gillyard, will
give 150% to developing
artists and delivering the
hottest new music.”

WILSON/See Page 33

J Records has tapped
Ken Wilson as its first Sr.
VP/Urban Promotion.
Based in New York, he re- |
ports to Sr. VP/Black Mu-
sic Ron Gillyard.

“Ken Wilson is one of the
most talented executives in
the business,” Gillyard
said. “It will be a pleasure
to team with him as we

work to make our Black
Music division the pride of
the music industry.”

Wilson

EaEe

Boehme Now Katz Interactwe PreS|dent

By Kurr Hanson
RAIN: RADIO AND INTERNET NEWSLETTER
kurt@kurthanson.com

the “Managing Partner” title, no
longer exists, Boehme said.

“As President, I'm now respon-
sible for both the daily op-
eration and the future di-
| rection of the company,” he
explained. “The interactive
# space was something that |
was concentrating on as
part of my overall corpo-
rate responsibilities to Katz
Media Group, so this rep-
resents an exciting oppor-
tunity for me to focus on

BOEHME/See Page 24

In a reorganization of the
company’s top ranks, re-
spected research guru
Gerry Boehme is replac-
ing Mike Agovino as Presi-
dent of Katz Interactive,
Boehme has confirmed.

Previously, the organiza-
tion was led by a triumvi-
rate of Managing Partners
that included Agovino,
Boehme and Mitch Kline.
That structure, including

Boehme
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B

Appeals Court Strikes
Down Editorial, Attack Rules

[J FCC failed to show how public interest benefits from rules, court says

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

On Oct. 12 the U.S. Court of Appeals in Washington, DC
rejected the FCC’s request for more time to consider its per-
sonal attack and political editorial rules. The court rejected any
further consideration of what has been viewed as the last vesti ge
of the Fairness Doctrine abandoned by the commission nearly

15 years ago.

The FCC had said on Oct. 4 that it
would suspend the rules for 60 days
and ask broadcasters to determine if
the suspension allowed them to air
more editorials or editorialize more
on nonpolitical topics. The court re-
sponded, “It is folly to suppose that
the 60-day suspension and call to
update the record cures anything”

Court Criticizes Commission

In an unusual move, the court
harshly criticized the FCC for re-

sponding five days atier the court-set
Sept. 29 deadline, writing, “The com-
mission still has not provided ad-
equate justification for the rules, and
in its order provides no assurance that
it will do so.” The court also wrote
that it had previously noted a chro-
nology of events “now exceeding 20
years, when in response to a 1980
petition to vacate the rules, nothing
happened for long periods.” Last year
the court concluded that the rules “in-
terfere with the editorial judgment of

professional journalists and entangle
the government in day-to-day opera-
tions of the media” and “chill at least
some speech and impose at least
some burdens on activities at the heart
of the First Amendment.”

The court felt it was incumbent
upon the FCC to “explain why the
public interest would benefit from
rules that raise these policy and con-
stitutional doubts.” In the end, the
court felt that the commission had not
made its case (0 retain the rules.

Kennard Disappointed,
Fritts Pleased

“Iam djsappointed with the court’s
decision to repeal these rules with-
out the benefit of the further inquiry

FCC/See Page 6

Civil Rights And Religious Leaders
To Congress: Back Off LPFM

“We see no justification for any congressional effort to curtail
FCC efforts to open the airwaves to local, noncommercial broad-
casting that meets community needs and interests,” wrote the Na-
tional Association of Evangelicals in letters sent recently to Capi-
tol Hill. The group suggested that Congress address any doubts
about LPFM through oversight hearings and not circumvent the

hearings process with legislation.

Backers of Sen. Rod Grams’ anti-
LPFM bill, the Radio Broadcasling
Preservation Act of 2000, which calls
for third-adjacent channel protection
for existing broadcasters, expect the
measure to be tacked onto a larger
omnibus spending bill that will be-
gin {o wind its way through Congress
in the next few weeks.

Civil Rights Leaders
Support LPFM

Meanwhile, Rev. Jesse Jackson
and other civil rights leaders are ask-
ing Congress to back LPFM as it was
envisioned by the FCC. The Rain-
bow/PUSH Coalition founder and
President/CEO, along with Leader-

ship Conference on Civil Rights
Chairperson Dorothy Height, have
written Senate and congressional
leaders asking that they support the
enhancement of “diversity in local
radio broadcasting” and the FCC’s
LPFM plan by not backing Grams’
bill or other pending anti-LPFM leg-
islation. Although it did not cite-the
NAB — among the most vocal LPFM
opponents — by name, the group said,
“The broadcasting industry should
cease its inforimation campaign imme-
diately and instead embrace the LPFM
program that will bring new voices to
the public airwaves.”

LPFM/See Page 8

‘Bloomberg

BUSINESS
BRIEFS

Disney/ABC To Buy Infinity’s KRLA/Los Angeles

I nfinity spokesman Dana McClintock told R&R last week that Infinity will
sell Talk KRLA/Los Angeles to ABC Radio. McClintock declined to
give a sale price or speculate on when the transaction will take place.BIA
Financial estimates KRLA's 1999 revenues at $3.8 million. Infinity must sell
one station in the L.A. market to comply with FCC requirements for the
Viacom-CBS merger.

In other news from Disney, Vice Chairman Sandy Litvack has announced
his resignation. Litvack will move into a part-time executive role, focusing
primarily on legal and governmental affairs, at the end of this year.

SRI To Measure Sirius Listening

S irius Satellite Radio and Statistical Research Inc. have signed an
agreement that calls for the research company to develop audience-
measurement methodology for Sirius’ listenership. SRl is the creator of the
RADAR ratings for national network radio.

Sirius has already launched two of its three broadcast satellites and
expects to begin its 100-channel service in January. The satellite direct-to-
listener service will initially be subscription-based, but Sirius plans to sell
advertising on 50 of its nonmusic channels.

Aurora Acquires Crystal Radio Group

urora Communications, which recently terminated a deal with Nassau

Broadcasting that would have taken Aurora out of radio ownership
(R&R 10/6), has now agreed to pay $53 million in cash to purchase Crys-
tal Radio Group’s nine New York State stations. Crystal owns WEOK-AM
& WPDH-FM/Poughkeepsie, WCZX-FM/Hyde Park, WZAD-FM/Wurtsboro,
WRRB-FM/Arlington, WPDA-FM/Jeffersonville, WALL-AM & WRRV-FM/
Newburgh-Middletown and WKNY-AM/Kingstown. Aurora \VP/Finance Mike
Mangan told R&R that Crystal owner Richard Dyson “has the opportunity
to have a continuing role as an investor and has been invited to join Aurora’s
board”

FCC Actions

he FCC last week affirmed the $7,000 fine against KRXK/Rexford, 1D
levied in July after @ woman called the station’s morning show and
explicitly recounted how she and her husband spiced up their lovemaking.
Owner Communicast Consultants responded to the fine order last month,
arguing, among other things, that the payment would be“economicall crip-

R&R Stock Index

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

Change Since
10713100 I 10/6/00 10/13/06 10/13/99  10/6/00-10/13/00
R&R Radio Index 352,14 223.61 B 21010  -40% -6%
Dow Industrials  10,019.71 10,596.54 10,192.18  +1.7% -3.8%
1247.41 1408.99 1374.16 +10% -24%

S&P 500

RO\

RESULTS MARKETING

CREATIVE PROMOTIONS
800-786-8011 » wwwi.resultsmarketing.com
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What do you call a
General Manager who
does perceptual research
at least once a year!

_ " Smart. Doing at least an annual
R | check-up allows them to see clearly what

# has taken place in their market and to
fine-tune their product to avoid problems
before they start affecting the ratings.
Often, they can do one perceptual for
their entire cluster, and that makes an
annual study pretty affordable.

Now is the time to schedule your annual check up. Call us at
(719) 540-0100.. .from 8:00 am to 5:00 pm mountain time, Monday
through Friday. It’s the smart thing to do.

Moyes Research
P .

America’s Leading Iﬁdependent
Research Firm
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TRANSACTIONS AT A GLANCE

2000 DEALS TO DATE

DEAL OF THE WEEK

* WRRB-FM/Arlington (Poughkeepsie), | Doflars To Date: 7,992,558,726
WCZX-FM/Myde Park (Poughkeepsie), (Laf, Vear $26,991,853, 028) * WILS-AM & WGXL-FM/Hanover, WVRR-FM/Newport
WPDA-FM/Jeffersonville . and WXXK-FM/Lebanon, NH $11 million
(Middletown-ﬂewburyh), WKNY-AM/ nﬂllal's Th's weEk: (Last Y%%g"gg For The Record: The Cumulus/Clear Channel asset swap that ap-

Kingston, WALL-AM & WRRV-FM/

Middletown, WEOK-AM & WPDH-FM/

peared in last week's issue inadvertently listed the stations each party
is receiving. Cumulus is acquiring four Harrisburg stations from Clear

Pauyhkeepsie and Statlons TMded Th’s yea’ o _ gg 1 Channel and is also selling 41 properties to Clear Channel. Addition-
WZAD-FM/Wurtshoro (Last Year: 1,495) ally, Douglass Communications’ sale of stations to Clear Channel that

i } o . appeared in the Sept. 22 issue of R&R should have included WINF-
(MIddl&tOWﬂ-”&Wblll'yh), NY statlans Trad&d Thls WEEk.' 13 AM/Waynesboro, VA. The deal’s price should have been listed as

$53 million

(Last Year: 29)

Grystal Yields Fortune To Aurora

LI Frank Oshorn-led company grabs Hudson Valley group for $53 million

]

SELLER: Crystal Communica-
tions, headed by owner Robert

PRICE: $11 million
TERMS: Asset sale for cash

$2.95 million.

BUSINESS
BRIEFS

Bioomberg

Gontinued from Page 4
pling”to the company. The FCC rejected that argument, noting that KRXK
is in the process of being sold and that Communicast had not shown it
would be unable to pay the fine with the proceeds of the sale.

* FCC Chairman Bill Kennard announced the formation of a new agency
task force designed to improve internal controls on nonpublic information.
The task force will be led by Commissioner Michael Powell. Powell’s Sr.

WRRB-FM/Arlington r Dyson. Phone: 914-471-1500 ‘ BUYER: Clear Channel Commu- Legal Adviser, PeterTenhula, told R&R that the flow of leaked information
; a FREQUENCY: 96.9 MHz; 97.7 | nications, headed by Chairman/ coming from the agency “goes against Powell's grain;” as Powell was for-
ughkeepsie), WCZX- |
FM/Hyde Park ’ MHz; 106.1 MHz; 1490 kHz; 1340 | CEO Lowry Mays. Phone: 606- merly Chief of Staff of the Justice Department’s Antitrust Division.

y : | kHz; 92.7 MHz; 1390 kHZ; 1015 | 655-2267 . . — :
(PoughkeePSI?)! WPDA' MHz; 97.3 MHz SELLER: Bob and CheryI-Frisch. Emm13 ﬂeyﬂtlates $600 Ml”lﬂﬂ Tel'm l.ﬂaﬂ
FM_/JeffersoanIe POWER: 500 watts at 764 feet: | Phone: 603-448-1400 Documents.filed_w‘ith the SEQ show that Emmi; Communications
(Middletown-Newburgh), l 300 watts at 1,030 feet: 1.6kw at [ FREQUENCY: 1400 kHz' 92.3 amended its existing $400 million revolving creditioan on Oct. 2. That
WKNY-AM/Kingston, 626 feet; 1kw; 1kw: 3kw at 318 | MHz: 101.7 MI:| 1005 Mll-i ; was the same day it closed on its $559.5 million purchase of Lee Enter-

| ' ' , z; ) z; ; z iseg’ ; ; o ;
WALL-AM & WRRV-FM/ | eet;Skw day/106 watts night; 4 4k | POWER: 1kw; 3kw at 318 feet; fr:ésijr;xti:?:gri;ﬁongv o, T Commimens under
Mlddletown; WEOK-AM | at1,540 feet; 600 wat.ts at722 .feet | 260 watts at 1,115 feet; 22kw at In other Emmis news, Randy Bongarten has been named President of
& WPDH-FM/ ‘FORMAT: Alternatlvg-; Oldies; 325 feet Emmis’ TV division. Bongarten will remain head of Emmis International's
Poughkeepsie and Classic Rock; Full Service; News/ | . . ) radio properties in Hungary and Argentina, a post he has held since June
WZI?D-FM/pWUI’tSnbOI’ | Talk; Alternative; Talk; Classic | FORMAT' News/Talk; Hot AC; 1998. Bongarten replaces Greg Nathanson, who will continue to advise
o | Classic Hits; Country the company and serve on its board of directors.

(Middletown-Newburgh),
NY

PRICE: $53 million

TERMS: Asset sale for cash
BUYER: Aurora Communica-
tions, headed by Frank Osborn.
Phone: 203-388-0048

Rock; Oldies

WTLS AM &WGXL FM/
Hanover, WVRR-FM/
Newport and WXXK-FM/

Lebanon

Han

COMMENT: Three separate lic-
ensees are listed as the owners of
these properties. WLTS & WGXL
are owned by Connecticut Valley.
Radio, WVRR is held by Real Rock
Radio and Mountain View Broad-

I casting owns WXXK.

FCC

Continued from Page 4
that a temporary suspension of the
rules would have provided,” FCC
Chairman Bill Kennard said in a state-
ment to the press. Kennard said that
the FCC will “study the public-inter-
est obligations of broadcasters in the

digital age, including whether these
rules should be reinstated.”

NAB President/CEO Eddie Fritts
was delighted with the decision. “To-
day is a great day for the First Amend-
ment,” he said. “It is clear from this
decision that future FCC attempts to
regulate free speech will be viewed

with a high degree of skepticism.”’
RTNDA President Barbara
Cochran said, “For 20 years RTNDA
has fought to get these antiquated and
discriminatory rules repealed. We are
extremely gratified that the U.S.
Court of Appeals has removed these
burdens from broadcasters”

Entravision Closes On Infinity Outdoor Billboards

Entravision Communications has closed on its $168.2 million purchase
of 1,200 Infinity Outdoor billboards in New York. Infinity Outdoor is a
subsidiary of Infinity Broadcasting. The deal, which was announced in June,
gives the Spanish-language operator about 11,000 displays in high-density
Hispanic communities in Los Angeles and New York. Entravision’s fast-
growing outdoor business represents approximately 20% of the company’s
annual revenues.

Infinity Oudoor Takes $5 Million Equity In Kintera

Infinity Outdoor will exchange $5 million of its advertising inventory for
$5 million in preferred Kintera stock. Kintera provides Internet fund-rais-
ing services to charitable, education and political organizations. The Infin-
ity OQutdoor inventory will be used on co-branded campaigns to promote

Continued on Page 8§
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~ e-mail broadcast program

The web-based solution for registering
and e-mailing your loyal listeners...

EGSy to use, yet very powertul.

| DAT-@-BASE dogs everything from outo reply e-mails

" and birthday greetings, to filtered e-mail broadcasts

. and exports of your database information.
DAT-@-BASE is the highly customizable and complete
e-solution for all your database collection
and-communication neeas.——

..because it's not ‘9ur‘datubuse,
it's your DAT-©-BASE.

PRESSLAEFF

| INTERACTIVE REUENUE

~ The Point Is Revenue

'™ RadioPHONE"Inferactive Voice Response Solution e Interactive Recruitment Service™® Click2Hea

Contact Ruth Presslaff: ruth@pressloff.com o call 310-792-6060 NOW  www.presslaff.com
21250 Hawthorne Boulevard, Suite 545, Torrance, CA 90503
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grew 309% to $3.1 million.

NBG Reports Record Q2 Results;
Ceridian Meets Expectations
W New York Times ratings reiterated

N BG Radio Network (OTCBB: NSBD), in its third consecutive profit-
able quarter, made $409,610in consolidated netincome. That's a 197%
gain over last Q3, when the company’s consolidated net loss was $425,197.
Q3 EBITDA soared 371% to $984,397, and total consolidated revenues

C eridian (NYSE: CEN) met expectations with diluted earnings per share
of $.23 and cash earnings per share of $.31. Even so, the Arbitron
parent's stock dropped $4 on Tuesday and closed near $24. Ceridian Chair-
marn/President/CEO Ronald Turner said the spinoff of Arbitron into an inde-
pendent, publicly traded company is progressing according to plan and
should be wrapped up by Christmas.

N ew York Times Co. (NYSE: NYT) announced its Q3 results, after which
Prudential Securities’ Brian Shipman maintained the issue as “strong
buy”with a 12-month target price of $58. CIBCWorld Markets analyst Rudolf
Hokanson reiterated NYT as “buy” with a $52 target. Times’ radio stations
continue to contribute strongly to its stock performance.

e e e e e T e —

LPFM

Continued from Page 4

The letter says that, based on the
FCC'’s extensive research, “low-
power radio is technically sound and
will not harm the radio signals of cur-
rent broadcasters.” The letter is a
followup to a June 5 letter sent to
Sens. Trent Lott and Tom Daschle and

signed by a number of civil rights
leaders who back the FCC’s LPFM
initiative.

Earlier this week Kansas’ Sam
Brownback became the 27th senator
to sign on to Grams’ bill and the 55th
senator to back some form of law that
would stifle LPFM.

—Jeffrey Yorke

R R e =R e —

Kagan

Continued from Page 1

dealmaking at 10-times cash flow.

Emmis Radio President Doyle Rose
signaled that his company is likely to
lay back on acquisitions and “use the
next six months to put our heads down
and operate our stations” Among the
items on Rose’s agenda are improving
cost efficiencies at the company’s five-
station St. Louis cluster — he expects
it to operate for the usual cost of oper-
ating three stations — and improving
performance at Country KZLA/Los
Angeles, where he said Emmis has
made a minimum 24-month commit-
ment o success in that format.

Clustering Benefits Await

Several other midmarket group
heads agreed with Rose’s take on
cluster savings and what they can do
for a group’s bottom line. “I abso-
lutely think radio revenues will con-
tinue to grow,” Dickey said, particu-
larly as new technologies, new prod-
ucts and new advertisers come along.
But Cumulus and others will, in the
short term, continue to experience
growing pains. -“We did 120 transac-
tions last year and didn’t know where
half of them were for a while,” Dickey
quipped. “And we controlled half of
the revenues in those markets.”

What Cumulus and others have dis-
covered is that consolidation is a much
bigger job than expected and comes
with integration challenges. “We
bought a lot of moms-and-pops and
tried to make a business out of them,
and we took our lumps along the way,”
Dickey said. “Now we put them un-
der one roof, and we are teaching the
staff a new culture”

Wilson agreed, noting that consoli-
dators “frequently inherit situations
that will take time.” But he’s confi-
dent that there are good opportunities
for cost savings: “There are still some
things we haven’t figured out yet that
will cut programming costs.” As
Dickey pointed out, “This is a very
solid business that will take some time
to prove out.”

October Mayhem

Radio stocks continued to get
pounded on Tuesday, sending the
R&R composite index down 8.38 to
193.97in a sell-off on Wall Street. But
amid the stock slides, some analysts
remain optimistic.

“Radio didn’t get hurt any worse
than any other sector,” First Union
Securities veteran analyst Bishop
Cheen told R&R. ‘T think it was a
fairly democratic bloodbath.” Cheen
was quick to add that he has “lived
through enough Octobers to read too

-

_ Radio Business

Bloomberg -

Continued from Page 6
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selected Kintera fund-raising customers. “It is critical to tie Kintera’s Internet-based fund-raising to efficient means of
marketing our initiatives across all media, including Infinity Outdoor properties,” said Kintera CEQ Harry Gruber.

Interep, SBS Unite To Reach Latino Listeners

I nterep and Spanish Broadcasting System have united in an effort to reach Latino listeners. The two have formed
Multicultural Marketing Co., or MC2. SBS is committing $3 million in airtime to MC2's first project, Mi Casa America,
a program designed to increase awareness of home-ownership opportunities in the Latino community. The program

will begin airing this month in San Antonio, Dallas and Chicago.

CBS-Plus Changes Name

T s

BS cross-media sales and marketing unit CBS-Plus, now owned by Viacom, is changing its name to Viacom
. Plus. The unit will continue under the direction of West Coast Sr. VP Pam Haering in Los Angeles and East
. Coast Sr. VP Lisa McCarthy in New York.

Comedy World Secures $20.5 Million In Funding

Comedy programming provider Comedy World has secured $20.5 million in funding. A portion of the new series
B financing will be used for marketing and sales related to Comedy World's launch on syndicated radio. The |
financing was led by Moore-Capital Management and .included venture capital firm Attractor, which led Comedy

World's series A funding in January.

NBG To Rep Fisher’s Wake Up Show

N BG Radio Network has signed a deal to provide sales representation to Fisher Entertainment's Wake Up
Show, a weekly three-hour hip-hop show hosted by Sway and Tech. The program plays in Philadelphia, San
Francisco and 18 other U.S. markets and in five other countries.

American Tower Names Benincasa Sr. VP; Files Suit Against DC

A merican Tower has named Justin Benincasa Sr.VP. Benincasa had been Corporate Controller since the tower
company was formed in 1995. The company built 467 towers during the third quarter of 2000 and owns or
manages 10,800 towers in the U.S., of which 300 are broadcast sites.

In other American Tower news, the Washington Times reports that the company filed suit against the District of
Columbia after DC Mayor Anthony Williams pulled the construction permit on an American Tower project. Neighbors

had complained that the permit application for the tower was not presented to the neighborhood advisory board and

that the broadcast stations listed on the paperwork were incorrect. American Tower is suing for the cost of the tower

and lost revenue.

RadioTower.com, eFront Media Launch Internet Radio Directory

RadioTower.com, one of the first Internet radio directories, has entered into a partnership with eFront Media.
RadioTower.com will now be available through eFront.com’s content-destination site, which helps users retrieve
and tailor information in various categories. “This partnership will significantly increase our market reach, allowing
millions of new users access to the RadioTower.com service” said RadioTower.com Chairman Michael Levine. eFront
COO Dennis Acebo said, “RadioTower’s diverse musical categories and its broad international reach provide tremen-
dous content value for our user base, as well as our advertisers worldwide”

much into this. Octobers have been
very bad bull-market busters.”

Cheen stressed that radio funda-
mentals are intact and blames fund
managers “who were in high school
in the early *90s™ with having unre-
alistic expectations. “This is an in-
dustry that has pulled back against
very tough comparisons. It still has
double-digit cash flow growth. Show
me another industry where you can
find that? Eventually, you cannot
compete with your track record. Ra-
dio is a victim of its own success.”

Salomon Smith Barney analyst
Niraj Gupta generally agrees with
Cheen’s observation .and believes ra-
dio stocks “will begin acting better in
the second half of next year” Based
on the historical growth of Clear
Channel, Infinity and others, he said,
“Investors will do really well to own
these stocks at current levels.”

Gupta told R&R that radio has
taken a beating on Wall Street due to
concerns that it won’t be able to sus-
tain the 20% top-line growth of late
last year and earlier this year, which
was mostly due to dot-com business.
“That’s pretty remarkable for a very
mature industry,” Gupta noted. “The
industry growth is very much intact.”
He also predicted that radio wiil out-
pace the advertising market next year,
noting that radio grew at a | 1/2-times

. greater rate than the advertising mar-

ket in the past five years.

Despite an enormous drop in its
share price on Wall Street recently,
Gupta’s favorite pick is still Clear
Channel. “It was last week, and it
remains so,” he said without hesita-
tion. But he also likes Infinity and
Emmis because of their collections
of strategically owned and formatted
stations, the way the operations are

managed, and how a lot of their shares
are owned by group employees.

Gupta also likes Spanish-language
broadcasters for their long-term
growth potential: “They are a 10-year
story.” He recently met with manage-
ment at Entravision and liked what
he heard. In a research paper issued
last week, Gupta said, “While the
general market is clearly concerned
about decelerating top-line growth, it
is important to note that Spanish-lan-
guage broadcasters continue to dem-
onstrate robust revenue comparisons.”
Gupta said that even in a softening
advertising market he expects His-
panic-oriented media companies to
deliver 15%-plus top-line growth in
Q4, compared to 6%-10% for gen-
eral market radio.

R&R Editor-In-Chief Ron Rodrigues
contributed to this story.
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Some things aren’t meant to be.

Some things are.

If ever a couple was meant to be together, it’s terrestrial radio and the Internet. It’s the perfect marriage of what is and what is to come.
MP3.com Radio Services can help you make that marriage work. You get the hottest new digital music with our format-specific
Syndicated Radio Programs, and you get a package of web enhancements that will help your station tear it up online. It’s not net radio
— it’s a mighty mix of terrestrial radio and the Internet that will expand your audience and strengthen your brand. Find out why over
200 radio stations have already signed on.

Gain market share. Drive traffic. Earn revenue. Build community. Maximize your broadcast presence.
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* Infinity/L.A’s George Nicholaw in the GM Spotlight, Page 12

® Creating a sales compensation plan, Page 14

* “Tell Yourself to Win" by Chris Witting, Page 16

“No company that markets products or services to the
consumer can remain a leader in its field without a
deep-seated commitment to advertising.”

— Edwin Artzt, former CEO of Procter & Gamble

— SALES & MANAGEMENT

THE PERFECTLY PLANNED ACCIDENT

B Make a commitment to your sales career

By Pam Baker How many 5-year-olds proudly

Sales & Marketing Editor
pambaker@rronline.com

tell their parents, “When I grow
up, I want to be a salesperson”?
How many of your college bud-
dies went on to graduate study
in sales? Sales somehow seems
| to be a career that people just fall
into.

“These people become “acciden-
| tal salespeople, unprepared to
succeed in a career that requires a
set of skills and a level of pro-
fessionalism that they just don't
teach in school,” comments lead-
ing sales trainer Chris Lytle.

I recently received a copy of Lytle’s book The
Accidental Salesperson: How to Take Control of Your Sales
Career and Earn the Respect and Income You Deserve. If you
want to develop into a killer salesperson, I encourage
you to read, read, read, and then read some more. This
book offers a unique perspective on the selling process,
and it can give you the means and the inspiration to
improve your skills. For a bit of motivation, I thought I'd
share some excerpts from The Accident Salesperson.

THE CHOICE

Getting into sales accidentally makes it hard to sell on
purpose. Therefore, a simple but crucial step is to make
some commitments:

* Make a commitment to yourself to succeed.

* Make a commitment to the company you represent.

* Make a commitment to your product or service.

* Make a commitment to your customers.

® Make a commitment to “do it better.”

OK, you've made The Choice. You're ready to
embark on your own personal sales boom. Let's get
something straight: If you are going to rise to the top of
any profession, you are going to have to pay some kind
of price. Can you imagine putting in four years of
college, four years of medical school, then four years of
residency at a hospital where you're on duty 24 hours at
a time just to become a physician? Delayed gratification
means sacrificing now in anticipation of a bigger reward
in the future. Not only do doctors put in 12 years of
intense study and work, they take out massive loans to
pay for the privilege.

You got into sales for free. But somewhere along the
way you're going to have to pay the price — including
study, hard work and long hours.

REJECTION

Part of the price you'll pay in selling will be dealing
with rejection. When you sell on purpose, you will start
to recognize that most of what you used to call rejection
was merely indifference.

As an outside salesperson you do a lot more work
than a retail clerk. A customer who walks into a clothing
store looking for a blue double-breasted suit is already
disposed to buy. Sure, the salesperson can mess up the
sale by not knowing the product, not having the product
or not being attentive. But contrast that with a scenario in
which the salesperson in the blue double-breasted suit is
calling on a buyer and trying to discover the buyer’s need
for a new product or process. The salesperson must
persuade the prospect that there is a need and develop a
sense of urgency so the prospect will act. The salesperson
does this by creating a vision of a more efficient and
profitable operation and offering evidence that purchas-

e
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ing the product will result in that vision being realized.

In sales, there is one opportunity after another to fail.
Clients reject your approaches and hide from your
phone calls. It's going to take some time. If you want to
be needed (rather than need to be wanted), you will
persist despite the resistance. You will make your
clients’ lives better and their businesses more profitable.
Then something wonderful happens: Your clients give
you referrals, and your prospects promptly return your
calls. At that point you are wanted because your clients
realize how much they need your expertise. You have
become a partner instead of a vendor.

Sales is a series of defeats punctuated by profitable
victories. If you focus on the defeats instead of the
victories, you can easily lose sight of your goals. If you
understand that you're paying your dues and that it
does get better, you will hang in long enough to enjoy
better relationships.

GIVE YOURSELF A RAISE

Then there are your well-meaning parents, friends
and spouse. They question how you can take the
rejection and uncertainty of selling. One of my friends
once told me he didn’t understand how I could go to
work not knowing how much money I was going to
bring home at the end of the month. “That's a lot of
pressure,” he said. I thought to myself, “I'd rather not
know how much I'm going to make than be sure about
how little I'm going to make. I'd rather have a job where
I.canbe rewarded for productivity and not just get a cost-
of-living adjustment at the end of the year.” Working on
commission or some kind of salary-and-bonus
arrangement gives you the tremendous opportunity to
give yourself a monthly merit increase.

A HAPPY ENDING

In the movie City Slickers, Billy Crystal plays Mitch, a
radio advertising salesperson from New York. On his
39th birthday Mitch's station manager puts him on
probation for having let an advertiser run an obnoxious
spot that hurt the sound of the station.

Later that day Mitch speaks to his son Danny’s class
about what he does for a living. Danny introduces his
father as a submarine commander, and Mitch has to
explain to the class that he actually works at a radio
station. He's not an announcer. He sells the airtime that
the commercials go in. The glassy-eyed children let out
a collective moan. Then comes Mitch’s soliloquy that
begins, “Value this time in your life, kids, because this is
the time in your life when you still have your choices,
and it goes by so quickly.”

Mitch is a true “ Accidental Salesperson” in the throes
of a midlife crisis. That evening he questions what he’s
doing. “I sell air,” he complains to his wife, Barbara.

Mitch’s buddies are having their own midlife crises.
For Mitch’s birthday they give him a trip to Colorado to
participate in a cattle drive. The trail boss is Curly
(played by Jack Palance), who takes one look at Mitch
and sees that he’s lost and unhappy. Curly explains that
two weeks on the trail isn’t going to cure Mitch. Instead,
Curly suggests that Mitch has to discover “the one
thing” — what that is, Mitch must figure out for himself.

Shortly after that Curly dies. The “city slickers”
commit to driving the herd to the next ranch themselves.
There is a huge storm, and Norman, a baby bull Mitch
helped deliver, is washed into a raging river. Mitch risks his
life to lasso Norman and pull him to safety. The slickers
heroically drive the herd to the next ranch, only to discover
that the company that staged the cattle drive is going out of

business and selling the cattle to a meat processor.

The last scene shows Mitch returning to New York.
His wife picks him up at the airport. “So, how are you?”
she asks.

“Good. Things are good. Look what I found,” Mitch
says, pointing to his smile.

“Hmmm. That's nice. Where was it?”

“Colorado! I mean, it's always the last place you Iook.”

“Mitch,” Barbara says, “I've been thinking. If you
really hate your job, why don’t you get out of there?
We'll be all right.” ;

“No. I'm not gonna quit my job. I'm just gonna do it
better. I'm gonna do everything better.”

Mitch has made The Choice. Mitch has finally
realized that choices don’t end when you're a little kid.
Every day you are faced with a choice. You can quit your
job and go do something else — or you can choose to do
the job you have better.

In City Slickers I, Mitch is the GM of the radio station.

The Accidental Salesperson: How to Take Control of Your Sales
Careerand Earm the Respect and Income You Deserve by Chris
Lytle is available from AMACOM books, a division of American
Management Association; 212-903-8316.

THE PROSPECT'S PLEA

Buyers really do like good salespeople. They want to
be given compelling reasons to act. They want to feel
certain the purchase they have made is the right one.

Buyers also get frustrated when you don't sell them
correctly. Some go elsewhere. At least one buyer put her
frustration in writing and faxed it to her vendors. This
memo is so powerful that I've labeled it “The Prospect’s
Plea.” —— Chris Lytle

To: All Sales Representatives
From:  Ellen Armstrong
Subject: Conditions for seeing me -

You have requested some of my valuable time. |
understand that it is your job to do this. You must
understand that if | saw every representative who
requested an appointment, it would be a full-time job. |
may agree to see you if you adhere to the following
guidelines.

* Do not attempt to sell me anything until you
understand my needs, challenges and experiences.

» Do not pressure me into doing business with you.
The more you push, the less I will respond.

* Don’t demean and criticize your competitors. If you
do this, | will ask you to leave. | don’t mind if you make
valid comparisons. Gossip, however, contributes noth-
ing of value to my business.

* Be clear, concise and articulate. If | agree to see you,
I expect you to describe with the highest degree of
professionalism how your product will benefit my
business. If you ramble, you will lose my attention.

« | prefer ideas to programs. Be prepared to offer me
your best ideas and opportunities. Programs that give
me a “good deal” on products that don’t fit my needs
tend to work better for you than for me. Show me plans
that you would buy if you were me.

* Be a resource. Learn about my business, and show
me that you care. You can’t get results for me if you
don’t know what’s going on in my world.

* Listen as much as you talk, and don’t waste my
time.

Now you have my conditions for an appointment.
Please sign it and mail it back to me. Then call again, and
| will consider giving you my valuable time.

Wwww.americanradiohistorv.com
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amy ccreeia

Amy Correia | Carnival Love / Capital
Charming and endearing t Te
Rickie Le2 Jones - Cam"va

T Tsland Records
of catchy, eclectic tracks,
1se of humor and lots of

for More lnfonnat on On These ASCAP Members or On How To Become A Member -
Contact Us at 1-800-95-ASCAP O the Edee of How ol

" www americanradiohistorv.com
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= GEORGE NICHOLAW
= VP/GM of KNX-AM/Los Angeles | .
= (Infinity) |
T i

B Legendary broadcaster makes news

This week’s GM Spotlight honors Infinity’s
George Nicholaw, a 48-year radio veteran.
“He is an amazing man, both personally and
professionally,” says one KNX staffer. An-
other R&R reader writes, “George lives and
breathes the business, and he has the most
amazing radio stories!” Congratulations!

I decided to enter the world of broadcasting
because:

“I was on assignment in South America
during the Korean War and saw television
making big inroads in that part of the world. I
said to myself, ‘That’s for me!"”

First job in broadcasting:

“Back in the early '50s you had to have
radio experience to break into television. I
landed at KDON in my hometown of Salinas,
CA. I'had great hours: 9am-midnight. I finally
made it to CBS Television City in 1955. It was
a great start — my salary dropped from $350
per week to $39 per week. Progress.”

Career highlights:

“Without question, the top one was making
the decision to return to radio after 12 years at

the CBS television stations in Los Angeles,
Chicago and New York. Mr. William Paley
decided on the ‘Newsradio’ format for the
seven CBS-owned AM stations, and [ was first
in line, despite condolences from my col-
leagues in television. That was a time when TV
was in and radio was out. Just think — 33-plus
years later, and I've dodged all those bullets!”

KNX1070
NEWSRADIO

The most challenging aspect of being a GM:

“Finding good people and allowing them to
succeed. It’s a great feeling to discover that one
must be doing something right; so many KNX
staffers are members of the CBS-Infinity 20-,
30- or 40-Year Clubs.”

My most unforgettable moment at a radio
station:

“When we made a profit in 1968, the first
year of the ‘Newsradio’ format at KNX. Lucky

for me, all of us at KNX
made it then and every |
year since.”

I'm most proud of:

“The hundreds of awards that our KN X staff
has won during these past three decades. Our
walls here at the station speak volumes for the
professionalism that has been recognized.
Also, my decision to carry gavel-to-gavel
coverage of the Watergate hearings. Everyone
thought I was crazy because we lost
commercial time from 7-10am and 1lam-2pm
Monday through Friday. Fortunately, our
advertisers agreed with the decision and gave
us great support in other dayparts. On top of
that, KNX landed in the No. 1 ratings spot
during those three months.”

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

“When I went off to college at UC Berkeley,
I was told, ‘Don’t worry about grades, just
graduate. But along the way, learn to get along
with people.’”

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

“I once spent a night in jail.”

\ The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your careert E-mail nominations to pambaker@rronline.com. ‘/

The Positioning Workss

Programming  Marketing * Research

Positioning great stations with proven programming, marketing and research strategies.

Learn about our AT-COST™ auditorium music tests and focus groups.
Find out why we do not require long term no-cut consulting contracts.

www.thepositioningworks.com

Office: 614-451-9589 Email: DWHallett@aol.com Fax: 614-451-9289
1380 Portage Drive Columbus, OH 43235-4015

www americanradiohistorv.com
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Make Your Morning Show Turn Your Listeners On.

With Strategic NetLinx, put your merning show’s bits, personalities and
features on the Internet today and make changes on-air tomorrow. Now you STRATEGIC

can select listeners from your audience, let them listen by computer, and
see their feelings instantly. To turn your listeners on like never before,
call 312-726-8300 or visit us at www.strategicmediaresearch.com.

www.americanradiohistorv.com
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ALES TIP
oI MiEIWEEK

Leon Frank
President

Arkola Marketing
Communication

Here are six steps for creating a com-
pensation program that will motivate
your sales force.

Put it in writing. Is your compensa-
tion agreement in writing and current?
Or have you amended it as you’ve gone
along and hoped everyone has the same [
memories? If you don't put it in writ-
ing, with a copy for each person, I guar- |
antee you will have disagreements

when it's time to pay the commissions. Write it

down, and keep it handy. Your compensation agree-
ment is the ongoing motivational force you are us-
ing to improve your sales, and your salespeople
should have it at the ready to refer to often.

Make it simple and clear. Simplicity is the key
to effective sales compensation packages. Make sure
that all elements of your package are so straightfor-
ward that three people calculating a commission
come up with the same number. If your salespeople
are spending their time calculating their commis-
sions, they’ll spend that much less time out selling

-your products. To keep it simple, don’t try to achieve
every element of salespeoples’ work objectives
through compensation. Identify three or four ele-
ments that are key, and base commissions on those.
For example, don’t attempt to motivate people
through compensation to make phone calls, do
followup or send out letters. Those do not bring in
revenues to the company and so should not be di-
rectly compensated. Compensate salespeople for
sales made, with provisions for bonuses when cer-
tain goals are met.

Make it consistent. Will all of your salespeople
receive the same compensation for the same per-
formance? This is critical to overall accomplishment
and teamwork and to reducing turnover. Sales-
people expect fairness from you. If you are not com-
pensating them equally for the same performance,
you’'d better have a reason they can understand and
accept. Of course, that doesn’t mean that all sales-
people will receive the same salary. You may pay
different people different base salaries based on ex-
perience and performance. And different sales suc-
cesses will yield different individual paychecks. But
overall, there should be consistency in your com-
pensation plans for people doing jobs with like skills.
If you are not doing that and believe that the differ-
ences are justified, create different job titles so you
can match the varied compensation levels with truly
different jobs.

Make compensation unlimited. Do you have
limits on how much your salespeople can earn? If
s0, you have limits on how much revenue they will
bring in. Your objective should be to help your sales-
people earn enormous amounts of money for them-
selves. If your compensation plan creates resentment,
something is wrong — either with the plan or with

your company’s understanding of the value of the
sales force. Salespeople bring in the stuff that allows
everyone else to have a job. Compensate them for
their performance, and structure their compensation
so that when they’re doing well, everyone in the com-
pany is happy about the increased revenues.

Align salespeoples’ compensation with com-
pany goals. Your sales compensation plan is the
implementation program for your
company’s goals. QOutline your goals
il rightin the compensation package, then
i design commissions and bonuses
&8 around meeting and exceeding those
goals. Do you want your salespeople
to increase sales by 10%, gain 25 new
| customers or increase customer reten-
| tion by 20%? Make a complete list of
} work requirements and accomplish-
i ment goals, and outline all of it in the
4 written compensation agreement.

Get help from others. The primary
element to designing any successful

compensation program — especially a commission-

based structure — is not to do it all by yourself.
This is the kind of project that deserves a commit-
tee. That committee should include outsiders who
are familiar with the industry, people from your
management team (including your sales manager)
and at least one of the salespeople who will be com-
pensated by the program. Did you just yell, “No
way!"” when you read that part about a salesperson
helping decide on commissions? Sounds a bit like
letting the fox help design the lock for the henhouse,
doesn’t it? But who better to describe the challenges
facing your sales team? Who better to point out
flaws or holes in your program? Who better to pro-
vide the insight necessary to create a plan that will
actually motivate the sales team to better perfor-
mance? Assuming you pick someone who has a
history with your company and who is objective
and articulate, a salesperson on your compensation
committee will be invaluable. Once you have the
committee in place, hold several meetings with the
goal of structuring a compensation program that
will motivate the sales force to reach your corpo-
rate goals. Make a huge poster with your goals and
post it in the meeting room. As you try each ele-
ment of a commission package, test it against reach-
ing the goals.

Elements of compensation Each salesperson’s
compensation should consist of three elements: base
salary or draw, commission for sales made and bo-
nuses for goals met. The last is typically based on
group effort and will likely result in the salespeople
splitting some amount of money. These bonuses are
frequently key to getting salespeople to work to-
gether to help each other’s customers.

The right commission structure can make a huge
difference to your revenues. Take the time to structure
it correctly. Then work with your sales force to make
sure it is a motivating tool. You'll pocket the results.

Leon Frank is President of Arkota Marketing Com-
munications, a firm specializing in creative marketing
strategies that also works with companies to help them
hire and train effective salespeople. Frank can be
reached at 410-518-9878, or visit Arkota's website at
www.arkota.com. For a free sample compensation
agreement, fax your letterhead, with your name and
title, to 410-544-8709. Ask for the Sales Force Com-
pensation Agreement.
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RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

DRIVE RESULTS WITH A MEDIA MIX

The success story of job-search website Headhunter.net is due largely to
its strategic media mix of radio and outdoor advertising. Headhunter.net
mixes drivetime radio advertising with billboards in high-traffic locations,
and visits to the site have risen almost 20%! Take a look at the billboards
on the main streets and highways in your city. If those advertisers aren’t
using radio, show them how adding radio to the media mix can deliver
bigger results.

Category: E-Commerce and Job Recruiters
Market: New York

Submitted by: NYMRAD (New York Market Radio)
Client: Headhunter.net

Situation: Just as a doctor who says, “Your test results are negative,” can
give a patient the wrong idea, some marketing terms have negative
connotations. Terms like “intrusive,” “captured” and “trapped envi-
ronment” don't exactly inspire images of growth and prosperity — that is,
until you understand them in a marketing context. Headhunter.net
understands that radio is an intrusive medium that captures prospects in
a trapped environment, and it continues to build its brand by cashing in on
radio’s emotional power.

Objective: Headhunter.net is after the ultimate marketing prize: brand
awareness. Its target is adults 25-54 who are already working, described
by the company as “passive job seekers.”

Campaign: In the first quarter of 2000 Headhunter used a combination of
radio and outdoor in its 14 original markets, including New York.
Headhunter.net Sr. VP/Marketing Judy Hackett calls radio “absolutely
perfect for attracting job seekers on the way to and from work. We capture
them in their cars when they’re thinking about their jobs.” The radio
creative attempts to key in on such issues as the desire for more family
time or a chance to escape a terrible commute. Hackett points out, “Radio
is a wonderful way to draw emotion. We've chosen radio over TV because
of radio’s ability to target the times we want and its ability to generate
emotion. We hit people when it counts, and we say, ‘Everyone’s got a
reason to look for a better job. What's yours?™ Most job-searching, says
Hackett, is done on Monday and Tuesday, and searches drop off as the
weekend draws closer. Hackett also points out that the prime hours for
job-searching are 11am-3pm. As a result, Headhunter supplements its
drivetime radio with midday. “We're about 70%/30% drivetime/midday,”
says Hackett, “and we advertise mainly on Mondays, Tuesdays and
Wednesdays.”

Results: During its first-quarter campaign in 2000 Headhunter.net saw job
searches nearly double, from an average of 650,000 a week to 1.2 million.
Hackett adds, “After the first three-week flight ended, we were still able to
maintain a weekly average of 900,000 — a 19% increase. The company
continues to spend its marketing dollars with radio; according to the RAB's
New York market X-Ray, Headhunter.net was the 11th-largest E-
Commerce-Internet radio advertiser in the market for the first six months
of 2000.

—— RABTOOLBOX—

More marketing information and resources from the RAB

Here you'll find more marketing information and resources from the
RAB. For more information, call the RAB's Member Service
HelplLine at 800-232-3131, or log on to Radiolink at www.rab.com.

INSTANT BACKGROUND — EMPLOYMENT
On average, 18-34-year-olds currently spend 20 months at a given
job before moving to another company. (Research Alert, 2000)
The perceived advantages of posting job openings on the
Internet, as identified by recruiters: greater exposure, 42%;
convenience and efficiency, 28%; increased number of applicants,
22%; lower costs, 17%; more accessible, 14%. Major disadvantages
of posting job openings on the internet, as identified by recruiters:
too many applicants, 20%; low quality of applicants, 15%; imper-
sonal, 12%; inaccessibility of the Internet, 6%. (Yankelovich
Partners, 2000)
FROM THE RAB’SRADIO MARKETING GUIDE AND FACT BOOK
“Radio scores big with listeners around the clock. Americans wake
up with radio and spend their day with radio. In fact, each day
persons 12 and older spend 44% of their 6am to 6 pm media time
with radio — more than they spend with any other medium.”
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IT'S TIME FOR

After dozens of Vidpak™ campaigns the evidence is overwhelming:
Vidpak works. It's simple, when people get a videotape in the mail they watch it.
That's why dozens of stations have consistently seen dramatic ratings results
(as illustrated below). So as you plan for 2001 consider the compelling benefits
of the best of TV and direct-mail, in one powerful package.

LR WACHTHS TAPE i |

INSTANTLY!

‘I"D‘i.l MAY HAVE
ALREADY WOMN!

S— |98-5 "

nate
24 hours of it 1rr|\-a'|

“INCREDIBLE"

“Our big war is in middays. We went into the book with
middays at #9 (18-34) and came out of the book at #1.
The rate of people watching this thing was incredible.”

-Jeff Allen PD WKKX, St. Louis

“73% JUMP"

“We mailed women 25-49 and saw a 73% jump total week.

| think | can safely say Vidpak worked beyond my wildest
expectations.”
-Dick Harlow GM WKSI, Greensboro

"HARD T0 BEAT"

“| think if you need and want a quick, big impact, Vidpak
would be hard to beat.”
-Tom Jackson, OM WLNK Charlotte

A Def¥Br's Hot NeW Country

See the numbers and the research at:

10

4660 Paran Valley
Atlanta, GA 30327

v | S | ” N e-mail: igtv@igtv.com

G H [I ” [] 404 255-3550

FAX: 404 255-8152

www.americanradiohistorv.com
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THE SALE AFTER THE SALE

By Dick Kazan You've just closed a big
eal, and you're excited.

You worked hard to serve your customer, and
now you'll receive the recognition and rewards
you've earned. If you're like most salespeople,
you think your job is done (until the next time
you want to sell that client). But that’s a big mis-
take, and it’s a key reason most salespeople don’t
become top performers, After the sale can be
your best chance to build a highly profitable
long-term relationship.

Follow up to be sure your clients are pleased.
Nothing is perfect, and your customers are going
to have concerns. Will they get the results they
were seeking? What happens if
something goes wrong? Wal-
Mart founder Sam Walton said,
“The two most important words
I ever wrote were on that first
Wal-Mart sign: ‘Satisfaction
Guaranteed.” They're still up
there, and they have made all
the difference.” Be as helpful to your customers
as you would be 1if you were still trying to close
the sale. If problems develop, help solve them,
even if you have to absorb some costs to do it.
You'll instill confidence and trust, which are the
foundations of repeat business.

Offer something extra. Now that you have re-
peat customers, are there additional benefits you
can provide? Can you offer a special price or terms
on the next deal? Is there a reward for doing busi-
ness with you? One of the smartest things the air-
line industry has ever done has been to create fre-
quent-flyer prograims. Each airline retains its best
customers by offering them free flights, using seats
that would otherwise go unsold. The cost to the
carriers is negligible, and customers often go out
of their way to fly particular airlines to get their
frequent-flyer benefits.

Stay in touch. Even when your customers

aren’t ready to buy, let them know you care. Enter
their birthdays, anniversaries and other important
dates in your calendar, and send flowers or a card
with a personal note. Take a sincere interest in your
customers’ families, hobbies and other activities,
and they’ll welcome your calls. Such thoughtful
gestures as occasionally bringing bagels or dough-
nuts for an overworked staff are also very much
appreciated by clients. When you're with your cli-
ents, listen to their plans. When you're asked for
advice, be objective on your clients’ behalf — but
when it’s appropriate, these can be times to close

additional business to everyone’s benefit.
Keep in touch. With your clients’ permission,
add them to your mailing or e-mail lists for prod-
uct announcements (and to keep

(S —— s} your namein front of them). Per-
T H E R DA D LR} sonalize what you send, referring
| o - |

to your clients by name. A car
dealership with which I'd done
business sent me an unsolicited
mailer recently that opened with
“Dear Friend.” The person who sent me the letter
is not a friend, and he wouldn’t know me if I vis-
ited his car lot —and that makes his letter appear
insincere.

Ask for referrals. No one values your products
more than a satisfied customer who's just done
business with you. That person probably knows
many others who could use what you offer and, if
you make the request, might be happy to intro-
duce you and recommend you. This is one of the
easiest and most effective ways to prospect for new
accounts, and it can help your business volume
grow dramatically.

Next week: How having compassion for oth-
ers can help you get ahead.

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

]

THE MARCH OF DIMES AIR AWARDS

Since 1938, when the March Of Dimes was given
its name by Eddie Cantor on his weekly radio
program, a partnership between that organiza-
tion and radio has flourished. The partnership
continues today with the Achievemient In Ra-
dio Awards.

Farber, the AIR Awards are a

showrcase for radio broadcast-

ing, as well as a way to raise public awareness of
the March Of Dimes mission to help prevent birth
defects and infant mortality.

Each of the 15 AIR Awards markets custom-
izes its own awards competition with the assis-
tance of March Of Dimes staff, as well as the help
of volunteers from radio and related industries.

Each market distributes about 35 honors in the
areas of news, public affairs, sports, station pro-
motion and marketing, advertising, program-
ming and talent.

The competitions culminate in award ceremo-
nies in each market. The distri-
bution of this year’s AIR
Awards has already begun. The

Led by a volunteer national Mar Ch
board of governors chaired by Of Dlmes' dates for each city: Chicago,
R&R Publisher/CEO Erica Savine babi Oct. 17; Nashville, Oct. 18;
aving babies, together-

Houston, Oct. 27; Phoenix, Oct.
30; Boston, Nov. 2; Washington,
DC, Nov. 2; Atlanta, Nov. 7; Cleveland, Nov. 13;
Philadelphia, Nov. 13; Baltimore, Nov. 14; Miami,
Dec. 5; New York, Jan. 25; Milwaukee, March 1;
Pittsburgh, March 1; and St. Louis, March 2.
For more information about the March Of
Dimes AIR Awards, contact Edward Schultz at
312-596-4701.
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TELL YOURSELF TO WIN!

- Ty Scott dreamed of a more rewarding life,
B}’ Chris WIﬁlllg but he was stuck in a cubicle — until he
found the way out. Here's how he did it.

Twenty times a day Scott repeated a positive statement, or
“affirmation,” that described what he wanted to have happen in his
life. He first tried these affirmations to improve
his social life. It worked, and soon he was
dating regularly. Next Scott affirmed that he'd
score well on the entrance exam for business
school — 94%, to be exact. Sure enough,
when the test results arrived, his grade was
94%.

Then Scott decided what he wanted to do
was draw cartoons for newspapers. He began
affirming, “I will be a successful cartoonist” He
sent out art samples, and soon a media
company signed him up.

Does this story sound far-fetched? It's not.
'm talking about Scott Adams, creator of Dilbert. Adams is now a
multimillionaire. By the way, he still believes in affirmations. When
his Dilbert Principle book was published, he told me that affirmations
helped:it reach best-seller status.

Others have used the same technique. For example, Mark Victor
Hansen and Jack Canfield once told me that affirmations helped turn
their Chicken Soup for the Soul books into a worldwide franchise.

Affirmations can help you conquer your competition and win in
any situation by harnessing untapped power within you. Repeated
affirmations filter into your subconscious. While you do other things,
or even sleep, your subconscious finds the way for you to reach your
goals. Such messages can also give you unstoppable belief in
yourself. That's why 32 rejections from publishers didn’t defeat
Hansen and Canfield. Affirmations made them true believers in their
book, and they stayed the course until it became a hit.

Want to get started? Follow these steps.

Repeat affirmations often: Read or repeat your affirmations
three times in the morning, three times at noon and'again three
times before bedtime. The more often you repeat them, the better
they will work.

Say them aloud: Saying affirmations aloud, with emotion, can
make them even more powerful.

Make eye contact: Stand before a mirror and look deeply into
your own eyes to further impress the words on your conscious and
subconscious mind.

Write them down: Add impact by writing your affirmations on
paper at least 20 times each day. Scott Adams writes his
affirmations, and he certainly has success to show for it.

Put them on cards: Copy your affirmations onto index cards.
Put a card by yaur bed and another on your bathroom mirror. Tape
cards to your car’s dashboard, the fridge and in your personal
planner.

To make affirmations more effective, always state them in
positive terms. For example, “Money is flowing to me.” Avoid
negative statements like “l won't ever be broke again” — they may
confuse your subconscious.

Always put your affirmations in the present tense. If you say, “I
will be healthy and strong,” you're saying you aren’t healthy now.
Instead, say, “l am getting healthier and stronger every day”

Here are some examples:

* “Money is flowing toward me. | am growing wealthier each day.
My attitude is a powerful money magnet”

* “| am taking positive action to achieve my goals. | am getting
more things done each day”

* “l am growing more and more confident of success.|am
achieving higher and higher sales goals.”

Think of affirmations as advertisements designed to build your
self-confidence and help you reach success. They're commercials
for the most important product of all: you! Tell yourself to win by
using affirmations, starting today.

Chris Witting’s Success Journal is now on 265 stations. Call 1-800-
743-1988. For free syndication tips and advice, visit www.
syndication.net.
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could you get for an extra
radio commercial every

ten minutes’

u’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.

662 Giguere Court #C, San Jose, CA 95133 « Tel (408)867-6519 Fax (408) 926-7294 S
Primeimagein@earthlink.net * wwy

lericanradiohistorv.com

If time is money, what
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Cash
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INTERNET

NEWS & VIEWS

How Will DMCA Arbitration

Affect Internet Broadcasters?

B Two wehcasting pros debate the Digital Millennium Copyright Act

For decades there has
been a mutually benefi-
cial relationship —
established by Federal
A% | copyright law — between the
® . . .
y\ radio and record industries.

% | Radio stations can freely play
recorded music, with compen-
sation to the record companies
and artists coming from the
sales generated by that
airplay.

By Kurt Hanson

RAIN: Radio And
Internet Newsletter

With the Digital Millennium
Copyright Act of 1998, created in
response to the new industry of Internet-delivered radio,
Congress mandated a change in that relationship,
working under the presumption that there is a greater
risk that digitally delivered music [m
will be used as a substitute for
purchasing records. The DMCA
established the principle that
record companies deserve
compensation for Internet airplay
of their products. It established
an arbitration panel to determine
the rate of that compensation
and named the RIAA the record
companies’ representative in.the
proceedings.

Last week in Internet News & Views Broadcast.com
founder Mark Cuban argued that the fees the RIAA is
reportedly asking in the arbitration negotiations could
destroy the nascent webcasting industry. Cuban used
as an example a fee of 1/2 cent per song, charged (as
permitted by the DMCA) retroactively to October 1998,
and demonstrated that such a fee could leave
webcasters owing millions to record labels. This week
Hiwire Asst. General Counsel Steve Chen argues the
contrary, and Cuban responds to Chen’s arguments.

Steve Chen

Mark Cuban is correct in saying that the statutory
license under the DMCA is retroactive to 1998.
However, he is incorrect in theorizing that 1/2 cent per
song is a likely fee.

Most reports on the negotiations indicate that the fee
will almost certainly be a percentage of website
revenues. This is the kind of licensing scheme that has
already been adopted by ASCAP, BM! and SESAC. It is
true that the RIAA has reportedly asked for 15% of
gross revenues in its private negotiations with
webcasters, which is far more than most webcasters
wish to bear. But other reports have said that the most
likely amount will be around 5% of revenues.

But no matter what the final result of arbitration, a
fee structure based on a percentage of gross revenues

would not result in the costs Cuban suggested unless
the webcasters have enormous revenues. Even in the
worst-case scenario of a 15% fee, the RIAA fees would
only cost a webcaster 1/2 cent per song if the
webcaster was making at least 3.33 cents per song.

W
riada
‘: recording industry
association of america

%

Radio stations looking into the business of rebroad-
casting over the Internet should be aware that a case
filed by a coalition of radio broadcasters, including Clear
Channel, Emmis and Cox, is pending in the New York
courts asking that broadcasters be exempt from
additional fees under the DMCA since they have already
paid [licensing fees] for the rights to broadcast. i that
coalition prevails, there will be no additional RIAA fees
for radio broadcasters streaming their signals over the
Internet.

Mark Cuban’s Response

Steve Chen makes a correct observation, then does
the wrong math. He says that the percentage of gross
revenues paid in royalties to the RIAA could be 5%,
which I'm sure is a possibility. But the percentage
would be, as Steve states, of website revenue — not
just streaming-related revenue. That makes a big
difference.

Plus, he misses the most important point: Are there
any pure webcasters with 5% margins? Not that | am
aware of. So even a 5% fee will push webcasters further
from being profitable.

So | stick by my observation that the RIAA is just a
shill to help the record labels put webcasters out of
business. | can’t say how many times I've heard from
record people that they will not be party to creating
another MTV and that they want the success, when and
if it happens on the "Net, for themselves.

Want more evidence? Here is my RIAA slam of the
week: Calf any major record label and ask if you can
negotiate a direct webcasting contract with the label
rather than going through the RIAA. If { understand the
Justice Department’s position on this, the major labels
are supposed to offer the opportunity for webcasters to
negotiate licenses directly. But has anyone tried to
negotiate and received more than a form letter or a
generic response from a label legal department? Are
there any major record labels negotiating with
webcasters directly?

Maybe someone wants to create a station that
broadcasts just The Beach Boys — or better yet, just:
one Beach Boys song. Why should that station be
forced to negotiate with the RIAA?

WWW.americanradiohistorv.com
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Radio And

The Loop: The 'Net's
‘Stairway To Free Bird’

Here’s an interesting dichotomy: WLUP (The Loop)/
Chicago's website at www. wiup.com. It’s an Information
Age presence for a nostalgic radio format — high-tech,
splashy graphics designed to grab eyes that belong with

| ears stuck on classic rock. it's like a laser 8-track!

There is plenty for site visitors to see, but perhaps not
as much as there could be in terms of content. But aside
from its empty “Contest” page (oops!) and the rather slim
section on station personalities, The Loop does a fine job
with the other rock-station website necessities: It has
informative music news, exhaustive concert information,
artist links and a complete list of the station's on-air
features.

Weigel Bits
with
Tim Weigel

ecause the Loop's
handing over cash,
everyday, during
Rocktober!
Sammy Haqor
$2,000 everyday, end on Thuwrsdeys you can walh B8L Nev. 10 B Sun, e, 197 - Chicedo
amay vih $10,000 buchs!! That's right, e up the T .
oy )

And it's EASY to winitt I e
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The site’s best feature is its “Volunteerism” page. The
Loop is doing much more than merely paying lip service
to a few causes to show its public-spiritedness. The well-
researched page is a real resource, with background
information, links and phone numbers for what must be a
couple of hundred altruistic opportunities.

My main complaint about The Loop’s website: Where
are the opportunities for interaction? The station should
consider taking advantage of the web to strengthen its
bond with its core listeners and to encourage those
listeners to spend more time with the station. Would fans
of The Loop care to get more of an insight into their
favorite station than is possible by listening to the
broadcast alone? Would those fans like the station even
better if they were rewarded with prizes or VIP
opportunities not available to more casual listeners?

Tuning into the station’s stream (powered by Chicago-
based RadioWave) is like a stroli through Rock radio
history. (Sorry, but really, Rocktober, Two-fer Tuesday
and Get the Led Out promos were getting kind of crusty 10
years ago, much less in Y2K.) There must be some way to
breathe some fresh air into the format. Being in the No. 3
media market puts The Loop in a great position to
introduce the innovations that could keep classic rock —
while still classic — exciting. But right now even the site’s
marketing of its fall ratings book promotion, the tried-
and-true Artist of the Day, is the classic, earthy-giam rock
n’ roll chick.

But maybe these elements are presenting The Loop's
brand exactly as it should be presented. Perhaps Classic
Rock listeners don't want any surprises on their stations’
websites. That said, the site is sleek and professional. Its
look and presentation do a fine job of giving the station a
distinctive, if not particularly interactive, web presence.

—nPaul Maloney

Internet Newsletter
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TALK AMERICA RADIO
NETWORKS

FULL BARTER

ol Original Programming

NETWORKS. _
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Contact:
Cindy Johnson Andrea Gale
Affiliate Relations
1455 East Tropicana, Suite #700
Las Vegas, Nevada 89119

Phone: 702.795.8255 Fax: 702.312.5777

www.talkamerica.com
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DiskdJockey.com Lays Off Half Its Staft

DiscJockey.com, one of the largest internet-only radio
companies, has let about half of its staff go in an effort
to focus on achieving profitability, one of its execu- .
tives has confirmed.
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DiscJockey.com VP/Business Development Dave
Giunta told R&R that, although the company is indeed
suffering from the current general softness in Internet
advertising sales and has been unable to close a round
of venture capital financing, it was recent internal
productivity improvements that made it possible for the
firm to lay off about half of its 20 employees. Most of
the senior executives were retained.

Giunta told R&R that the recent layoffs were related
to DiscJockey.com’s development of a commercial-free
subscription service. He said, “We did a survey to find
out if people would be interested in a
subscription model. Every six or

tors. The tools we built for the subscription service
allowed us to program our commercial channels with a
lot less effort than before. We can now program two
weeks in advance, for three to four channels, in haif an
hour. So the productivity has absolutely gone through
the roof. Given that, we’ve been able to cut back on
] certain personnel while keeping

e, )
/ = | most of our senior people.”
Vil
seven months we put out the survey, { Cj’ﬂ ;' ! Giunta also said that the

and it comes out the same way — J @ekgy LEIN f company intends to focus on

about 15% of our respondents say | The Fletr Beost Plusic iaudio-ad- insertion technology
they’d give us a credit card [to charge g | B | from Hiwire to achieve profitability.

them] a nominal fee. When our listenership wasn't great,  DiscJockey.com's first channel featuring Hiwire's

that didn’t amount to a lot. But now, when we had 3 targeted ads, the “Rock Around The Clock” channel,

million unigue visitors in August, and 10% to 15% are launched fast week.

willing to do that, that's not a number we are willing to DiscJockey.com was founded in 1999 by Exec. VP/

ignore.” Research & Development Richard Chadwick. In August
About the development of the subscription service, CEO John Martino was replaced by Gregory Hunt, who

Giunta said, “Someone said it was like developing the was named President/CEQ. Veteran radio programmer

space program — we put a man on the moon, butinthe  George Taylor Morris joined the firm last spring as VP/

process we also ended up with calculators and transis- Content & Music Programming.
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Hot new music-related World Wide Web sites, cool
cyberchats and other points of interest along the in-
formation superhighway.

* His heart was achy and breaky, but now it's Southern
Rain that's on Billy Ray Cyrus’ mind. Tell him what's on
yours Monday (10/23) at 7pm ET, 4pm PT (chat.yahoo.com).

* |t's been a while, but the Primitive Radio Gods finally
have a White Hot Peach of an album out. Chat with them on
Tuesday (10/24) at 10pm ET, 7pm PT (www.twec.com).

* VAST rock out with an orchestra and a bit of electronica

to boot. Talk to bandleader Jon Crosby and the lads on Tues-
day (10/24) at 8:30pm ET, 5:30pm PT (www.sonicnet.com).

“Who Let the Dogs Out” on Wednesday (10/25) at 8pm ET,
5pm PT (www.amuznet.com).

On The Web

* L et Ambrosia Parsley garnish your plate when she and

Reader Feedback Brings New Ideas To The Table

There are at least two sides —

to any story. That's why -a‘;w[‘.m.'ﬂﬂl-

your thoughts are always .. !______‘_:__,___;_

welcome at RAIN: Radio ww -~
Micrasoll's MongoMusic.com

And Internet Newsletter. | 0 o e woner
Your input helps make T sEnsmsmesee

the boys in Shivaree perform their quirky country rock on
Monday (10/23) at 4pm ET, 1pm PT (www.twec.com).
¢ Janis lan had her first hit at age 15, and the world’s

been watching her ever since. Now you can watch her in

= (- »
RAIN a valuable source of == — i performance on Thursday (10/26) at 9pm ET, 6pm PT
ideas to the industry. it's free and available anytime at :
(www.getmusic.com).
www. kurthanson.com

— Michael Anderson
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READER FEEDBACK

The troubles of website design company Feed The
Monster and its decision to temporarily take down its
client websites (see story, Page 1) and replace them
with a “marker page” led to a great deal of reaction
from RAIN readers. Here’s the discussion that
appeared as RAIN covered the story last week.

From nTunes.com President Brian Parsons:

Feed The Monster has an agreement with Infinity to
develop websites for Infinity stations for cash. Infinity
has, understandably, been unhappy with the progress
of those websites to date and with the missed deadlines
and unfulfilled promises. Times are lean all over the
industry, and we are seeing dot-coms fold and
broadcast stocks deflate. Like any business, FTM needs
money to operate and depends on timely payments
from its clients, especially now.

What we saw last week was a standoff between two
companies that just happened to take place out in the
street at high noon: Infinity attempting to bend FTM to
its will while withholding financial support, FTM calling
the biuff by yanking the sites and causing a backlash
from the GMs to the parent company.

FTM s not out of the woods yet, but it will have to
deliver websites quickly, or the monster will be sporting
wings and a halo in dot-com heaven.

From a RAINreader:

FTM owns all the sites and can do with them as it
wishes. The marker
page was clear in that
respect. All stations
were informed hours
in advance of the
marker ptacement ...
Please note that the
stations’ general man-
agers were in support
of FTM’s position, so
it’s not as if it was a
cheap shot to them. They were fully aware of the
consequences of the negotiation process due to FTM's
ownership of each site.

“FTM owns all
the sites and can
do with them as

it wishes.”
— A RAIN Reader

From KHYI.com Webmaster Robert Brooks:

if Feed The Monster told the stations, “We own your
site, and we can do what we want,” | know what ’d do
if | were one of the affected GMs. | would immediately
cancel my contract with a company that had so little
respect for my product and take my business
elsewhere.

On the other hand, that may be easier said than done:
Four of the eight station sites have Feed The Monster
people asthe sites’ administrative contact, according to
aWHOIS guery. That means the stationscan’t take their
sites back.

From a RAINreader:

Message to all broadcasters: Your web services
provider must be able to make money or it will go the
way of OnRadio, MagnitudeNetworks and now FTM.
Doesn't this send a message to all of us that something
is wrong with who we are doing business with on the
Internet?

The views expressed in Reader Feedback are
those of the writers only. The writers are solely
responsible for their content. R&R reserves the
right to edit Reader Feedback.
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PD Advantage™ is a service mark of The Arbitron Company.

el

advantage

Avoid That

f the only ratings data you pay attention to is the

ranker, you're not doing enough to get your

station on top. Designed specifically for PDs,
PD Advantage®™ digs deep into your numbers to
produce detailed reports on key performance
issues like preference listening shifts, audience
age range and Ultra Core listening to help you get
an edge on your competition.

Vital Signs: All the Essential Stats,

All in One Report

Use the Vital Signs report in the new PD Advantage
(version 2.5) to get a comprehensive overview of
your station’s health. Vital Signs puts crucial infor-
mation like AQH, P1 TSL and age cell composition
all into one easy-to-use report. The new Vital Signs
can even do side-by-side comparisons of stations
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Ratings Slump
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in individual markets as well as across markets,

to help you pinpoint where you're strong—and
identify where you need some work.

Exclusive: Review Diary Comments

on Your Computer!

You can also use PD Advantage to see diary
comments without ever leaving your office! PD
Advantage is the only way to see your market's
listener comments without making a costly trip to
Arbitron’s diary review office in Columbia, MD—
a feature worth the price of the service alone!

For more information, log onto www.arbitron.com/
pdadvantage or contact your Arbitron representative.
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When You Know More,
You Program Better

www.arbitron.com
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TRUE & FALSE
BIOGRAPHY
You read off a list of facts about a celebrity
and your listeners determine if they're true or false

BATTLE OF THE SEXES
One rep from each gender goes
head-to-head to determine the superior sex

PILOT ERROR
You read off names and plots of 3 TV shows;
one is fake, your listeners pick which one

NAME THAT TOON
You describe the cartoon character
your listeners tell you who you're talking about

LYRICAL PURSUIT

You read the lyrics; your listeners tell us where they're from

LIAR LIAR
You give a word and 3 definitions; one is real,
your listeners pick which one

MATCH GAME A.M.
You recite part of a popular phrase or saying
and your listeners complete it

TRIVIA QUESTIONS
You offer a series of questions;
your listeners rack their brain to answer them

CELEBRITY SCANDALS
You provide the details of a celebrity scandal;
your listeners determine the culprit

TALLER OR SHORTER
You give a fictitious height and a celebrity name;
your listeners decide if the celebrity is taller or shorter

TV TRIVIA
You ask questions about TV-related categories;
your listeners provide the answers

SPOT THE STINKBOMB
You read off 3 products manufactured and
marketed in the U.S.; your listeners pick the phony

<> Increase listener involvement
and interaction like never before!

Sl Rcceive updated packets of 12 different
games for each week, delivered via mail
every other week, all of which ensure
that you and your audience remain
in tune with the latest trends,
news and fun facts!

Sl Throw away your dusty
almanac and save time!

- Create new and enduring
benchmark features!

S Transform passive listeners
into eager players!

> A rchive all games for
future reference!

S A must-have jock prep tool!

LET THE GAMES BEGIN!
Market Exclusive
Available for barter
/7 minutes per week Monday-Sunday
Delivered via mail every other week

FOR INFO CALL:
MJl Affiliate Relations Wmﬂm
(212) 896-5200
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’Net Success
Sans Hype

Perched atop the NAC/Smooth Jazz E-Charts for
most of the summer and only now giving some
breathing room to other
artists is the Eric Clapton/
B. B. King collaboration,
Riding With the King. An-
dreas Wettstein, VP/New
Media for Warner Inc., and
[ grabbed some transcon-
tinental phone mocha and
looked at the way the "Net

is changing the plans for
the promotion of extraor-
dinary works like this.

The landscape of promotion planning is al-
ways shifting to accommodate new outlets: mov-
able clubs, street teams, the 'Net and others. Wett-
stein says this album was promoted to the online
consumer. “There was some significant Internet
promotion, as well as some good old-fashioned
grass-roots efforts, but the placement on the E-
Charts speaks volumes about the online consum-
er.” he said. “You're talking about people who are
comfortable online, have credit cards and are used
to using them online. And they’re older. King and
Clapion skew easily into that audience.”

_ Not much of the album is being made available
by Napster denizens, and Wettstein notes that the
respect level for the artist is higher in this format. “1
don’t think Napster's demo matches up with Clap-
ton and King,” he said. “By the nature of what it
does, Napster appeals Lo kids, especially college stu-
dents, because that’s where the meeting in the mid-
dle is of kids overlapping with fast connections. I'd
like to think that the respect for Clapton and King
says, ‘Don’t steal this stuff,’ and I'd like to think that
this will spread to other artists eventually”

Welttstein discussed the custom approach to
promoting Warner artists on the web. “When we
work an album on the "Net. there is no standard
template,” he said. “It’s a plan that we start with
our experience with other artists and what we
know about that artist and that particular project.
Where we head depends upon the artist — news-
groups, message boards. We really didn’t do any-
thing special to raise the awareness level of the
King-Clapton project because people were so en-
amored of the pairing of the two to begin with.”

Did the team expect the CD to appear consis-
tently in the top five on Amazon, Barnes and No-
ble and other online sales outlets? “I didn’t know
what to expect.” Weltstein
claimed. “I love these art-
ists, and I love the blues.

I was pleasantly sur-
prised at the outcome. There were

no promotions on the play side beyond servicing
the Internet radio space. We look at DMCA com-
pliance as we build our list of service, and with it
being such a new area, we keep watching the space
for explosions and contractions.”

And what is Wettstein looking forward to in
technology? “A portable receiver. Wireless IP.
Web music in cars, on the beach, while jogging.”
All perfect places for the blues.

David Lawrence

HET AUSIC COUNTHOWTE
with Bavid n

Questions? Comments? david @netmusiccount
down.com, or posl to the Internet folder on the
www.rronline.com message board.

David Lawrence is-heard on WGN/Chicago; is the
host of Online Teday and Online Tonight, syn-
dicated high-tech/pop culture radio talk shows
from Dame-Gallagaer; and is the host of the ‘Net :
Music Countdown radio shows from United
Stations. A 25-year radio veteran, Lawrence was a
founder of the American Comedy Network, is the
voice of America Online, and is a leading expert on
internet entertainment.

October 20, 2000 R&R @ 23

MG makes it an even five of five majors that have announced and

implemented limited releases of downloadable music in various
formats and with various levels of security, limited play and distribution.
Lycos, CheckOut.com and others have teamed with BMG for this latest
round of toe-dipping, and hopefully the reaction will be good enough to
spur the labels to move to the level of critical mass: deciding once and
for all to put all currently released cuts and all back-catalog material on
the "Net in some digital format. The longer the Napster case drags on
and the more the MP3.com case is misunderstood by well-meaning
jurists, the less likely it is that this will occur anytime soon.

CHR/Pop

LW TW ARTIST CO/Title

2 1 MADONNAMusic/“Music”

1 2 3DOORS DOWN The Better Life/“Kryptonite”

3 3 BRITNEY SPEARS Oops!...I Did It Agair/“Lucky”

4 4 CREED Human Clay/"Arms”

5 5 MATCHBOX TWENTY Mad Season/“Bent”

13 6 'NSYNC No Strings Attached/“Promise”

6 7 BARENAKED LADIES Maroon/"Pinch”

8 8 STING Brand New Day/“Desert”

11 9 CORRS /nBlue/*Breathless’

12 10 DIDO No Angel/“‘Here”

9 11 EVERCLEAR Songs From AnAmerican Movie Pt 1/"Wonderful”
16 12 NELLY Country Grammar/“Grammar”

7 13 DESTINY’S CHILD Writing's On The Wall/"Jumpin™
10 14 CHRISTINA AGUILERA Christina Aguilera/*“Over”

20 15 VERTICAL HORIZON Everything You Want/“God”
— 16 98 DEGREES Revelation/ Night”

17 17 BON JOVI Crush/“Life”

15 18 JANET Nutty Professor || Soundtrack/“Matter”
— 19 FAITH HILL Breathe/"“Love”
— 20 BAHA MEN Who Let The Dogs Out/*Dogs”

Country

LW TW ARTIST CD/Title

10 1 GEDRGE STRAIT Go On/"Go”

1 2 FAITHHILL Breathe/“Love”

5 3 SHEDAISY The Whole Shebang/“Will"

4 4 KEITHURBAN Keith Urban/"Everything’

2 5 JODEE MESSINA Burn/“Way”

6 6 BRODKS & DUNN Tight Rope/“Loved”

3 7 LDNESTAR Lornely Grill/“Tell.” “Now”

8 8 ALANJACKSON Under The Influence/*Love”
9 9 TRAVIS TRITT Best Of Intentions/"Intentions”

11 10 JOHN M. MONTGOMERY Brand New Me/"Little”
12 11 DIXIE CHICKS Fly/"Without”

14 12 MARTINA MCBRIDE Emotion/“There”

13 13 PHIL VASSAR Phil Vassar/“Paradise”

17 14 LEANNRIMES Jesus TV Soundtrack/“Need”

18 15 TOBY KEITH How Do You Like Me Now?/"Country”
16 16 JOE DIFFIE Night To Remember/”Somethin™
20 17 STEVE HOLY Biue Moon/“Moon”

7 18 RASCAL FLATTS Rascal Flatts/“Daylight”

— 19 AARON TIPPIN People Like Us/“Kiss”

19 20 COLLIN RAYE Tracks/“Loving”

LW TW ARTIST CO/Title

1 1 BARENAKED LADIES Maroon/“Pinch”

5 2 3DOORS DOWN Better Life/“Kryptonite”

2 3 CREED Human Clay/“Arms”

4 4 STING Brand New Day/“Desert”

3 5 EVERCLEAR Songs From An American Movie Pt. 1/“Wonderful”
10 6 MATCHBOX TWENTY Mad Season/“Bent”

6 7 VERTICAL HORIZON Everything You Want/"God,” “Everything”
15 8 MADONNA Music/“Music”

9 9 DIDO No Angel/“Here’

11 10 CORRS /n Blue/"Breathless”
8 11 MACY GRAY On How Life Is/"Try”
7 12 SANTANA Supernatural/“Smooth”
16 13 °NSYNC No Strings Attached/“Gonna”
12 14 NINAGORDON Tonight And The Rest Of My Life/“Tonight”
13 15 BONJOVI Crush/“Life”
18 16 FAITH HILL Breathe/*Way”
14 17 SISTER HAZEL Fortress/“Change”
— 18 FASTBALL Harsh Light Of Day/“Ocean”
19 19 THIRD EYE BLIND Biue/“Deep,” “Never”
20 WALLFLOWERS Breach/"Sleepwalker”

11111711111711171117711.
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STILL WAITING

The holiday season is here, and there will be no digital treats in
anyone’s stockings or under anyone’s bushes this year, but it won’t
be for lack of trying. The majors have made whatever strides they
can, given the incredible distraction of the legal battles being fought
on their behalf by the RIAA. What this means for the E-Charts is
that we will hold off making any changes to the current chart
structure until digital downloads become broad-based enough,
meaning that all current releases are available in digital format for
download and sale and are offered by all the labels, not just a brave
few. Maybe next year.

— David Lawrence
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ARTIST COfTitle

NELLY Country Grammar/“E.).," "Grammar®

BOYZ Il MEN Nathan Michael Shawn Wayna/“Pass”
SI1SQ0 Unleash The Dragon/"Incomplete’

TONI BRAXTON The Heat/“Man”

EMINEM Marshall Mathers LP/“Way”

RUFF ENDZ Love Crimes/“More”

JILL SCOTT Who Is Jitl Scott?/“Gettin™

YOLANDA ADAMS Mountain High Valley Low/“Heart”
LIL BOW WOW Big Momma's House Soundtrack/“Bounce”
10 ERYKAH BADU Mama's Gun/“Lady”

11 JOE My Name Is Joe/"L.ady"

13 12 CARL THOMAS Emotional/“Summer”

14 13 DONELL JONES Where! Wanna Be/“Wanna," “Luv’
16 14 COMMON Like Water For Chocolate/“Light”

17 15 LIL' ZANE Young World: The Future/*Callin®™

12 16 NEXT Welcome To Nextacy/“Wifey”

11 17 DESTINY’S CHILD Writing’s On The Wall/“Jumpin™
18 18 DMX Then There Was X/“Want”

20 19 MYA Fear Of Flying/“EX"

19 WYCLEF JEAN The Ecleftic: 2 Sides Il A Book/“N 1 3

NAC/Smooth Jazz

LW TW ARTIST CD/Title

DS BN OO e

1 1 B.B. KING/ERIC CLAPTON Riding With The King/“Rain
2 2 NDRMANBROWN Celebration/“Paradise”

3 3 BONEY JAMES & RICK BRAUN Shake It Up/"Grazin™
4 4 FDURPLAY Yes Please/“Robo”

5 5 BDNEY JAMES Body Language/“Night"
— 6 CHUCK LDEB /isten/“Blue,” “High”

6 7 DAVIDBENOIT Professional Dreamer/“Miles”

10 8 KIMWATERS One Special Moment/“Secrets”

12 9 WARREN HILL Life Thru Rose Colored Glasses/“Take’
11 10 KIRK WHALUMFor You/"Goes”
— 11 JEFF GOLUB Dangerous Curves/"Two”
14 12 WALTER BEASLEY For Your Pleasure/“Nice"
16 13 PETER WHITE Perfect Moment/“San Diego”
— 14 PAUL TAYLOR Undercover/“Aerial”
17 15 TOM SCOTT Smokin’ Section/“Smokin”
20 16 GERALD VEASLEY Love Letters/“Valdez”
— 17 DAVID BENOIT Here’s To You Charlie Brown/“Baron”
18 18 BRIAN TARQUIN Soft Touch/“Web,” Darlin™
9 19 WALTER BEASLEY Won't You Let Me Love You/“Comin™
— 20 SPYRO GYRO Got The Magic/“Breezeway”

Alternative

TW ARTIST COfTitle
1 3 DOORS DOWN Better Life/“Loser"
2 FUEL Something Like Human/"Hemorrhage”
3 RED HOT CHILI PEPPERS Californication/*Californication”
4 PAPAROACH /nfest/“Last”
5
6
7
8
9

BARENAKED LADIES Maroon/“Pinch”
CREED Human Clay/*Ready”
INCUBUS Make Yourself/“Stellar”
DEFTONES White Pony/“Change”
U2 Alf That You Can’t Leave Behind/“Beautiful”

10 GREEN DAY Warning/“Minority”

11 EVERCLEAR Songs From An American Movie Pt 1/*AM”

SR-T1 Now You See Inside/“Right”

EVE 6 Horrorscope/"Promise”

— 14 RADIOHEAD Kid A/*Optimistic”

15 15 ORGY Vapor Transmission/*“Fiction”

11 16 WHEATUS Wheatus/ Teenage”

13 17 VERTICAL HORIZON Everything You Want/“God”

12 18 DISTURBED Sickness/“Stupify”

16 19 A PERFECT CIRCLE Mer De Noms/“Libras,” “Judith®

— 20 WALLFLOWERS Breach/"Sleepwalker”

mglmmbmwwzdg

o
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E-charts are based on weekly rankings of CD sales, downloads and streams of artists online compiled and tabulated directly from the logfiles of reporting websites. Reporters include Amazon.com,
BarnesandNoble.com, CONOW.com, ChoiceRadio.com, City Internet Radio, DiscJockey.com. GoGaGa.com, KIiSfmi.com, Launch.com, Lycos Radio, NetRadio.com, NYLiveFiadio.com, Phoenix

Radio Net.com, Radio Free Virgin, Spinner.com. and The Evergreen Network Data is weighted based on traffic reports by web traffic monitor MediaMetrix. Charts are ranked with a 50/50
methodology of sales data and streaming/airpiay data for the six reporting formats. © 2000 R&R Inc. © 2000 Online Today, Net Music Countdown.
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New KMBX/Seattle |
PD Is On The Case |

Veteran Seattle broadcaster Bob
Case has been selected to program
EE KMBX/Seattle.
He succeeds Gary
Bryan, who re-
mains with the
New Century
Media station
and will focus
on his morning
drive airshift.

“Bob and I have
known each other
for 20 years,”
New Century Me-
dia/Seattle President/GM Michele
Grosenick told R&R. “He and I
worked effectively before at KUBE/
Seattle, where he was PD and I was
Sales Manager. He has the highest-
quality reputation as a programmer,
and I was very pleased to be able to
put something together with him. He
brings the strength, credibility and
programming know-how that we
need.” .

Until five months ago KMBX
was Classic Hits KJR-FM. When
asked to describe the station’s cur-
rent format, Grosenick told R&R,
“While I'm not the person with the
programming background, I'd say
it's a Rock AC that plays recurrents,
rather than currents.” Another format
change, she says, is not expected.

Out of radio for the past several
years, Case has most recently been
running StreamAudio.com. He had
several KUBE programming stints
and left the CHR as Director/Opera-
tions. In addition to programming
KZZP/Phoenix, he was also Exec.
VP/GM of KGME, KDDJ, KEDJ
& KHOT/Phoenix and Partner/Se-
nior VP for Bedrock & Associates.

® R&R October 20, 2000

EAT

Case

Hartwell Programs
WZPT/Pittsburgh

Infinity’s WBZZ (B-94)/Pitts-
burgh interim APD Jonny Hart-
well has joined crosstown Classic
Hits sister WZPT (Star 100.7). Al-
though he will be responsible for
programming WZPT, his title is
Asst. PD due to labor union rules in
Pittsburgh.

“I’m feeling good and looking
forward to the future,” Hartwell told
R&R. “Since Mix 96.1 left the lo-
cal niche, it’s really given Star
100.7 a fantastic opportunity to es-
tablish itself in Pittsburgh. I'm
giddy that [WBZZ OM] Keith
Clark gave me the golden parachute
to take advantage of it.”

Hartwell spent almost four years
at CHR/Pop WBZZ, serving as
Production Director, MD and Di-
rector/Web Services before being
named interim APD just a month
ago. Prior to that Hartwell worked
as MD and afternoon drive person-
ality for WHOT/Youngstown, OH.

Cook
Continued from Page 3
Cook previously held PD posts
at KIIS-FM/Los Angeles and
WY XRE/Philadelphia. He was also
Asst. PD at KRBQ/Houston.

Newsbreakers

Wyclef Jean has inked a joint-venture deal with Clive Davis’ J Records.
Under this agreement Jean and his brand-new label, Clef Records, will
sign and produce new talent, while J Records will handle the sales,
marketing and promotion for the imprint. Pictured (I-r) are Jean and
Davis.

‘Mega’ Moves Into DC On WBZS-FM

Fast-growing Spanish-language
broadcaster Mega Communica-
tions unveiled its latest property in
its home market of Washington,
DC on Monday at noon, as
WBZS-FM/Prince Frederick,
MD completed its move-in to be-
come “Mega 92.7,” a high-energy
Tropical/Spanish Contemporary
hybrid.

WBZS-AM, which had been
Tropical “Mega 730,” will simul-
cast its FM sister until later this
week. At that time, the station is ex-
pected to become the new home of
Regional Mexican WKDL (Radio
Capital).

WBZS had been airing a Beau-
tiful Music format prior to its pur-
chase by Mega and covered the ex-
treme southeastern portion of the
Washington, DC market. With its
move closer to the fast-growing
Route 301 corridor, the signal now
covers such Maryland communities
as Waldorf, La Plata and St.
Charles, in addition to Alexandria
and Arlington County, VA, home to
many Hispanics.

WBZS-FM marks the fifth DC-
area property for Mega Communi-
cations and solidifies the com-
pany’s status as the largest Spanish-
language broadcaster in the region.

i R A L

Landau, Williams Join Dial As CEOS

David Landau and Ken Will-
iams have been appointed co-Presi-
dents/CEOs at Dial Communica-
tions. Landau and Williams be-
came Exec. VPs at Premiere Radio
Networks after it acquired their
Multiverse Networks in 1997.

“Ken and David are two of the
most highly regarded network radio
executives in the business,” said
Dial Chairman Jeff Gasman. “They

.......

have been involved with some of
our industry’s greatest success sto-
ries and will be instrumental in the
continued growth and success of
Dial Communications.”

Dial currently provides ad sales
rep services to such independent
national radio production compa-
nies as NBG Radio Networks,
Multinet Marketing and 60 Second
Inc.

o

Berghammer

Two-year station vet Billy Berg-
hammer has been promoted to PD
of ABC’s Classic Alternative
“Zone 105” trimulcast of KZNR,
KZNT & KZNZ/Minneapolis.
Berghammer most recently was
Asst. PD under previous PD Peter
Johns.

“Billy did a great job as the as-
sistant and deserves this shot as

3 A A D i
e e o S

e

Now Zone 105/Minneapolis PD

e P

PD,” said GM Amy Waggoner.
“The station sounds fresh and fun
under his direction.”

“I’'m excited about the opportu- |

nity,” enthused Berghammer, who
spent four years at WLUM/Mil-
waukee before joining Zone 105. “I
look forward to taking the new ‘Al-
ternative Classics’ format to a new
level.”

Boehme
Continued from Page 3

building that division into a real
profit center for Katz.”

As for Agovino and Kline,
“Their corporate roles are currently
being defined, and that will be an-

nounced shortly. I suspect that both
of them will be very heavily in-
volved in interactive, as well as
other Katz initiatives.”

Katz’s deals to represent web-
casters typically require that the
webcaster give Katz a percentage
of the equity in the company. “We

www.americanradiohistorv.com

level”

A&R.

greater success in his new role”

Alana Davis and Vast.

previous post.

country.”

Sony Discos Promotes Llord To Chairman

Sony Discos has elevated Oscar Llord to the newly
created post of Chairman. Based in Miami, Liord was
most recently President of the label.

Liord will now direct crossover activities for the com-
pany. He reports to Sony Music Entertainment Chair-
man/CEO Thomas Mottola and Sony Music interna-
tional President/Latin America Frank Welzer.

“In just under four years Oscar has achieved in-
credible results,” Welzer said. “Under his leadership
Sony Discos has reached a level of success never
enjoyed by any other U.S. Latin music company. He
is now positioned to catapuit the company to the next

Elektra Elevates Deutsch To Exec. VP

Elektra Entertainment Group has promoted Josh Deutsch to Exec.
VP. Based in New York, he was previously Sr. VP/ T

“Josh has played a major role in Elektra’s A&R strat-
egy over the years,” EEG Chairman/CEO Sylvia Rhone
said."He possesses those rarest of qualities in an A&R
executive, that special insight to recognize and pro-
cure talent and exemplary creative instincts that have
helped create one of the most diverse rosters in the
business. His unwavering commitment, coupled with
his tremendous leadership abilities, ensures even

Deutsch joined EEG in 1995 as VP/A&R and has
worked with such artists as Vitamin C, Third Eye Blind,

ABC Radio Net Resets Affiliate Relations Dept.

Former Shadow Traffic/Dallas GM StephenThompson has been appointed
VP/Affiliate Relations for ABC Radio Networks. He will have nationwide
responsibility for ABC News Radio and 24-Hour Formats, as well as shows
hosted by Paul Harvey, Tom Joyner and Doug Banks.

At the same time Regional Directors Madeline Lawrie Goodrich and
Todd Fowler are promoted to Sr. Directors for the East and West, respec-
tively, responsible for all medium- and major-market business. Kim Rygh
steps up from Manager to Director/Affiliate Relations, Small Markets, and
former TM Century Regional Sales Manager Stacy Gannon takes Rygh's

Network Exec. VP/GM Darryl Brown commented, “Our affiliate reia-
tions group is an industry standard-setter with a powerful system to
bring our products and services to 4,500-plus affiliate clients across the

Llord

Shecterle Rises To KRBE Station Mgr.

Mark Shecterle, who has spent
his entire radio career at CHR/Pop
KRBE/Houston, has been pro-
moted from Marketing Director to
Station Manager of the Susque-
hanna-owned outlet. He reports to
Nancy Vaeth-Dubroff, who serves
as a Houston-based Sr. VP/Re-
gional Manager.

Shecterle first joined KRBE in
1986 as a summer intern while a
student at the University of Wiscon-
sin/Stevens Point. When asked if
he’d ever thought about one day
running KRBE, Shecterle told
R&R, “At that point in time, not in
my wildest dreams. But after being
with this company for so many
years, I realized that it was a great
company to work for. I started talk-

ing to Nancy Vaeth-Dubroff about
this and the possibility of one day
becoming Station Manager. I'm
very fortunate not to have to move
to another station and to be able to
do it all right here. I've worked with
Nancy for upward of 10 years.
She’s very well-respected through-
out the industry, and being educated
under her has been phenomenal.”

Vaeth-Dubroff added, “Shecterle
is a wonderful success story. He
started here as an intern and has
been with the station ever since. He
is smart, dedicated and strategic,
and he’s worked closely with both
the sales and programming depart-
ments, which has given him a clear
understanding of the needs of each
department.”

are basically talking to potential
clients about a combination of
commission rate and options to
motivate our sales force, and
we've gotten a great response from
people we’ve spoken to,” Bochme
said. “All the deals that we’ve

done so far have included those el-
ements.”

Announced representation deals
signed by Katz have included
NetRadio, Everstream, Akoo, Clear
Channel’s NuclearChannel.com
website and Digacast.
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OCTOBER 27 TO NOVEMBER 3

L.A. Radio Day_

Saturday, October 28
10:00 a.m. to 11:00 p.m.

10:00 a.m. to 12:00 p.m.
Re-creating Radio:

Grim Scary Tales
Funding has been provided by the
Ahmanson Foundation.

10:00 a.m. to 12:00 p.m. .
Teen Media Craft Worksho

Scheduled to appear: Lisa Foxx from
Star 98.7, Jed the Fish from 106.7 KROQ,
Christina Kelley from Mega 92.3.*

12:00 to 5:00 p.m.
Ongoing Hands-on Radio
Workshops for Kids of All Ages

12:30 to 1:30 p.m.
Dr. Demento’s
Festival of Dementia

1:30 to 2:00 p.m.
Dr. Demento and Stan Freberg

2:30 to 3:3C p.m.

When Radio Was
with Stan Freberg

3:00 to 5:00 p.m.
Re-creating Radio:
Grim Scary Tales

4:00 to 7:00 p.m.
Q&A with L.A. Radio People

Radio personalities of the past and present:
Earl McDaniel, Al Lohman, “Sweet Dick”
Whittington, Jimmy O’Neill, Dave Hull, Bill
Ballance, and Chuck Cecil, among others.

The Museum wishes to thank LARADIO.com
for its support of this event.

7:00 to 8:30 p.m.
Chuck Cecil’s
Swingin’ Years Dance Party

9:00 to 11:00 p.m.
KISS Meets the Phantom of
the Park

Presented in association with KFI-AM.

Live Broadcasts
from the Museum

Friday, October 27, 5:00 a.m. to 10:00 p.m.
Celebrating 40 Years of Talk

KABC-AM,10S ANGELES, 790 AM

John & Ken, Dennis Prager, Al Rantel,
Larry Elder, Mr. KABC

>

Sunday, October 29; 10:00 to 11:00 a.m.
Le Show with Harry Shearer

NATIONALLY SYNDICATED/
KCRW-FM, SANTA MONICA, 89.9 FM

Sunday, October 29; 12:00 to 7:00 p.m.
Don’t Touch That Dial,

Jukebox Americana, Citybilly
KCSN-FM, NORTHRIDGE, 88.5 FM

Bobb Lynes, Barbara Sunday, Allen Larman,
René Engel

Monday, October 30; 6:00 to 10:00 a.m.
Big Boy’s Neighborhood

KPWR-FM, LOS ANGELES, 105.9 FM

Monday, October 30; 6:00 a.m. to 9:00 p.m.
Spend the Day with KLON

KLON-FM, LONG BEACH, 88.1 FM

James Janisse, Helen Borgers, Chuck Niles,
Alfredo Cruz

Monday, October 30; 10:00 p.m. to 12:00 a.m.

Jim Ladd’s Living Room
KLOS-FM, LOS ANGELES, 95.5 FM

Tuesday, October 31; 9:00 to 11:00 a.m.
H20: Havey to Olsen

INTERNET RADIO BROADCAST
COMEDY WORLD NETWORK/
WWW.COMEDYWORLD.COM

Allan Havey and Susan Olsen

Tuesday, October 31; 9:00 a.m. to 12:00 p.m.
Morning Becomes Eclectic

with Nic Harcourt
KCRW-FM, SANTA MONICA, 89.9 FM

Tuesday, October 31; 3:30 to 4:30 p.m.
Which Way, L.A.?

with Warren Olney
KCRW-FM, SANTA MONICA, 89.9 FM

Tuesday, October 31; 2:00 to 7:00 p.m.

Shawn Parr
KZLA-FM, LOS ANGELES, 93.9 FM

Wednesday, November 1; 10:00 to 11:00 a.m.
Ask the Mayor

with Mayor Richard J. Riordan
KFWB-AM, LOS ANGELES, 980 AM

Wednesday, November 1; 6:00 to 6:30 p.m.
This Is Bob Harris

NATIONALLY SYNDICATED/

KNX-AM, LOS ANGELES, 1070 AM

Wednesday, November 1; 10:00 p.m. to 12:00 a.m.
Loveline with Dr. Drew and

Adam Carolla
WESTWOOD ONE/KROQ-FM, LOS ANGELES, 106.7 FM

Thursday, November 2; 9:00 to 11:00 a.m.
Larry Mantle’s Airtalk

KPCC-FM, LOS ANGELES, 89.3 FM

Thursday, November 2; 9:00 a.m. to 12:00 p.m.
The Michael Jackson Show

KRLA-AM, LOS ANGELES, 1110 AM

Thursday, November 2; 1:00 to 2:00 p.m.
AM/FM Live with Alicia Flanary
KIEV-AM, GLENDALE, 870 AM_

Special guest: Monty Hall

Thursday, November 2; 3:00 to 4:00 p.m.

The “A” List with Joe Wizan
KRLA-AM, LOS ANGELES, 1110 AM

Thursday, November 2; 4:00 to 7:00 p.m.
The Phil Hendrie Show

PREMIERE RADIO NETWORKS/
KFI-AM, LOS ANGELES, 640 AM

Friday, November 3; 6:00 a.m. to 7:00 p.m.
KIEV Meeting of the Minds

KIEV-AM, GLENDALE, 870 AM

Hugh Hewitt, Bob Dornan, George Putnam,
Michael Medved, Larry Marino

Seminars

Tickets: $10 each ($8 for individua! Museum Members)
Series Price (all three): $25 ($18 for individual Museum
Members). Tickets may be purchased in advance in the
Museum lobby Wednesdays to Sundays from 12:00 to
5:00 p.m. and Thursday evenings untit 9:00 p.m. OR

By Phone: Order tickets by calling (310) 786-1091 from
12:00 to 5:00 p.m. daily. Programs and participants are
subject to change.

The Rise of Rock FM
Monday, October 30; 7:00 to 8:30 p.m.
In Person:

Raechel Donahue, Jeff Gonzer,
J. J. Jackson, Pat Kelley, Richard Kimball,
Jim Ladd, Dusty Street

Three Decades in Dementia: A
Conversation with Dr. Demento
Tuesday, October 31; 7:00 to 8:30 p.m.

Post-seminar reception sponsored by
Rhino Records.

All News, All the Time: News
Radio in the Information Age
Wednesday, November 1; 7:00 to 8:30 p.m.

In Person:

Jeff Baugh, Traffic Reporter, KFWB-AM
Pete Demetriou, Reporter, KFWB-AM
George Nicholaw, V.P./Gen. Mgr., KNX-AM
Crys Quimby, News Director, KFWB-AM
Bob Sims, News Director, KNX-AM

Luis Torres, Reporter, KNX-AM

FUNDING FOR THIS FESTIVAL IS GENEROUSLY PROVIDED BY

unfinity
"l Broadcasting

i’ Corporation

THE EDWARD AND
PATRICIA MCLAUGHLIN
FOUNDATION

The Festival’s opening reception is sponsored by Norman J. Pattiz, Chairman, Westwood One.
In-kind support donated by Broadcasting & Cable, Radio World, and R&R: The Industry’s Newspaper.

465 NORTH BEVERLY DRIVE, BEVERLY HILLS, CA 90210 * WWW.MTR.ORG ¢ FESTIVAL HOTLINE: 310/786-1015

www americanradiohistorv.com
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National Radio

® WESTWOOD ONE and HBO
present the WBC welterweight cham-
pionship bout between “Sugar” Shane
Mosely and Antonio Diaz from Madi-
son Square Garden, Nov. 4 at 9:30pm
ET. For more information, contactTodd
Goodman at212-641-2177.

e JEFF WILLIAMSis upped to Dir./Re-
search for Hispanic Broadcasting. He
rises from Dir./Research for Hispanic’s
Los Angeles cluster.

® JUDY CARLOUGH exits Broadcast-
spots.com, where she had been VP/
Agency & Affiliate Relations.

Industry

© TODD BRODGINSKIis promoted to
SVP of the Mitch Schneider Organiza-
tion. He moves up from VP,

MARCEE RONDAN is also upped
to SVR rising from VP,

® American Women in Radio and
Television announces its 2000-2001
officers: Nancy Logan, President and
Chair of the Foundation of AWRT;
Melodie Virtue, VP and Foundation Vice
Chair; and Dorothy Polanco, Treasurer
of both organizations.

Newsbreakers

Changes

AC: Lori Lewis joins WSSR/Tampa
as ND/mormning drive news anchor ...
Rod Davis moves to afternoons on
WMAG/Greensboro as Steve Finne-
gan segues to morning show pro-
ducer .. WLTS/New Orleans
changes calls to WKZN.

CHR: WJJS/Roanoke MD/morning
co-host Melissa Morgan is upped to
APD, and afternoon driver Rich Mi-
nor adds MD stripes ... WOWV &
WOWZ/Utica, NY midday host
Dana Dee exits, and PD J.P. Marks
adds MD duties as evening host

* Laurie Jean adds interim middays ...

WWZZ/Washington morning show
producer and Dir./Imaging Jim Rob-
erts exits ... WBLI/Long Island Asst.
MD Fisher adds middays, and
evening host Bobby Fester adds
nights ... KKWD/Oklahoma City
midday host Heather segues to
morning co-host, and evening host
Robbie Cruise adds middays ...
WBHT/Wilkes Barre morning host
Bill Fox exits.

Country: WSIX/Nashville adds
Dean Warfield to middays, John
MacFlanigan to afternoons and
Jayme Austin to evenings ... WSM/

LR

Nashville evening host Rich Miller
moves to middays, and former mid-
day host Frank Seres segues to af-
ternoons.

News/Talk:WCCO-AM/Minneapo-
lis signs Don Shelby to host week-
day aftemoons ... BusinessTalk-Radic
will carry Real Estate Today, hosted
by Tom Kelly.

Rock: John Vance rejoins WAOR/
South Bend, IN as morning show
host.

Span. News/Talk: KRTX-AM/
Houston acquires the Spanish-lan-
guage broadcast rights to Houston
Rockets NBA games.

Records: Jennifer Dunn is ap-
pointed Dir./Human Resources for
Elektra Entertainment Group ...
Mary Fagot is now VP/Art for Vir-
gin Records America ... Joyce
Appey is named Dir./Sales & Mar-
keting, New Technologies for Sony
Music Distribution, and Dawve
Curtis is now SVP/Label & Catalog
Sales for Sony ... Arista Records ap-
points Karen Kwak VP/A&R Ops.
& Administration.

Industry: MusicMatch appoints
David Bean VP/Programming.

“

Radio One
Continued from Page 3

Although Radio One has offered
a contract to Johnson’s replacement
at "HTA, an announcement had not
been made as of press time. A new
PD is expected within the next two
weeks.

Hankston reports to Radio One

CHRONICLE

Marriaces

WXRX/Rockford, IL PD Jim
Stone, wife Danielle, Oct. 7.

VP/Regional Managa Wayne
Brown. “Hankston came from a Ra-
dio One property, so it’s always
good to promote from within,”
Brown told R&R. “We’re excited.
Marv and I have been trying to fig-
ure out a way to work together for
the last eight years, and I think he’s
going to do extremely well here in
Atlanta. It’s very difficult to find an
Urban AC program director, and
what we found in Marv is somebody
who, although he’s done a lot of
mainstream radio, understands the
format as well as anyone else out
there.”

Among the most important tasks
ahead for Hankston is revising
WAMI’s music direction and broad-
ening its appeal to African-American

adults. That includes the retooling
of the station’s morning show. “We
£o up against Tom Joyner, and to be
in a marketplace like Atlanta, with
all of the things going on here in the
‘Black Mecca,’ there’s no morning
show that talks to the Urban adult
audience. We think we can develop
a morning show that can talk to
those adults.”

PROS ON

THE LOOSE

WXBE/Wilkes Barre OM/PD
Aaron Roberts;570-740-7651 .

NATIONAL
RADIO
FORMATS

ALTERNATIVE PROGRAMMING
Steve Knoll » (800) 231-2818
Gary Knoll

Rock

€.0.C. Congratulations Song
B.B. KING/ERIC CLAPTON | Wanna Be

4 P
ADDED

Alternative

COLLECTIVE SOUL Why Pt. 2
VALLEJO Into The New

CHR

BOYZ |1 MEN Pass You By

LENNY KRAVITZ Again

RED HOT CHILI PEPPERS Californication
SR-71 Right Now

Mainstream AC
98 DEGREES Give Me Just One Night (Una Noche)

Lite AC
LEIGH NASH Need To Be Next To You

PAUL SIMON Oid
LEE ANN WOMACK | Hope You Dance

NAC

ERIC ESSEX Rainy Night In Georgia
BONEY JAMES Afl Night Long

uc

AVANT My First Love
C-MURDER Down For My N's
NELLY E.I.

JONES BROADCAST PROGRAMMING
Ken Moultrie » (800) 426-9082

Alternative

Teresa Cook

EVE 6 On The Roof Again

MARILYN MANSON Disposable Teens
OFFSPRING Original Prankster

Hot AC

Steve Young/Josh Hosler
SHAWN MULLINS Everywhere | Go
CHR

Steve Young/Josh Hosler
MANDY MOORE Walk Me Home
SHAGGY It Wasn't Me

VITAMIN C The ttch

Rhythmic CHR

Steve Young/Josh Hosler
EMINEM Stan

K-Cl & J0JO Crazy

SHADE SHIEST Where | Wanna Be

B R,

Soft AC

Mike Bettelli

LEANN RIMES Can't Fight The Moonlight
Mainstream AC

Mike Bettelli

MARC ANTHONY My Baby You
Delilah

Mike Bettelli
No Adds

R AR B

JONES RADIO NETWORK
Jon Holiday » (303) 784-8700
Adult Hit Radio

JJ McKay

MATCHBOX TWENTY If You're Gone
SAMANTHA MUMBA Gotta Tell You
Rock Classics

Rich Bryan

SAMMY HAGAR Serious Juju
SCDRPIONS Still Loving You

Soft Hits

Rick Brady
No Adds

RADIO ONE NETWORKS
Tony Mauro * (970) 949-3339

Choice AC

Yvonne Day
DEXTER FREEBISH Leaving Town
LENNY KRAVITZ Again

New Rock

Steve Leigh
LENNY KRAVITZ Again
A PERFECT CIRCLE 3 Libras
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MONDAY, OCTOBER 30

Buy A Doughnut Day

1963/The Lamborghini 350GTV sports
car, designed by former tractor
designer Ferruccio Lamborghini,
debuts.

1986/ Discover magazine reports that
almost 43 million tons of dust
settle on the 1J.S. each year.

1988/Sears, Roebuck execs announce
that the 110-story Sears Tower

- in Chicago is for sale at an ask-
ing price of $800 million.

Born: Henry Winkler 1945, Harry
Hamlin 1951

In Music History

1964/Roy Orbison receives his last
gold record, for "Oh, Pretty
Woman.”

1989/Bette Midler wins $40,000 in a
suit against ad agency Young &
Rubicam. The agency used a
Midler soundalike singing “Do
You Wanna Dance” in a car com-
mercial.

A
e

Midler: Do you wanna sue?

1990/Axt Rose is arrested in Los An-
geles for allegedly bashing a
neighbor with a bottle after she
complained abeut loud music
coming from his house. He says
she’s a stalker who was injured
throwing herself against his
door.

1997/After 17 years with R.E.M.,
drummer Bill Berry announces
his retirement due tp poor
health.

Born: Grace Slick (ex-Jefferson
Starship) 1939, Timothy B.

|

Schmit (ex-Eagles) 1947, T.

Graham Brown 1954

TUESDAY, OCTOBER 31

Happy Halloween?

1956/Rear Admiral George John Dufek
and six officers become the first
people to land a plane at the
South Pole.

1986/Universal Studios in Hollywood
presents Hollywood Horror
Night, featuring characters from

horror movies — and KHIIS-FM |

morning man Rick Dees.
1997/The computer game Rivenis re-
leased. It is the sequel to Myst,
the best-selling entertainment
CD of all time.
Born: Michael Landon 1936-1991,
Jane Pauley 1950

1989/A&M posthumously
Karen Carpenter’s Lovelines.

1990/Headliner Billy Idel amuses him-
self at a Halloween show in Se-
attle by having a load. of dead
fish dumped on opening act
Faith No More.

Born: Adam Horovitz (Beastie Boys)

1966, Vanilla Ice 1969

WEDNESDAY, NOVEMBER 1

National Caramel Apple Day
1950/Charies Cooper joins the Boston
Celtics, becoming the first Afri-

DATEBOOK

can American to play in the
NBA.

1964/CBS buys a controlling interest
in the New York Yankees for
$11.2 million.

1966/New Orleans is awarded the
16th NFL franchise and names
its team the Saints.

Born: Fernando Valenzuela 1960,
Jenny McCarthy 1972

{n Music History

1969/The New York Times reports the
“Paul McCartney is dead” ru-
mors that have been circulat-
ing, mostly in college papers,
for months.

1985/The Ozzy Osbourne “Suicide
Solution™ lawsuit begins its
eight-year journey through the
U.S. courts.

1988/Presidential candidate Michael
Dukakis uses Bruce Hornsby’s
“Look out Any Window,” a pro-
test against big, indifferent
government, in a campaign
commercial.

Born: Lyle Lovett 1956, Anthony
Kiedis {Red Hot Chili Peppers)
1962, Rick Allen (Def Leppard)
1963

THURSDAY, NOVEMBER 2

National Deviled Egg Day

1986/Actor Fred Grandy, best known
as Gopher on The Love Boat,
wins a congressional seat in
lowa's sixth district.

1988/Cornell University student Rob-
ert Morris becomes the first
person prosecuted under the
Computer Fraud and Abuse Act
of 1986. He's accused of un-
leashing a computer virus.

Born: Pat Buchanan 1938, Stefanie
Powers 1942

% in Music History

1979/The movie Quadrophenia,
based on The Whao's rock op-
era and featuring Sting in his
acting debut, opens.

1988/Chet Atkins,<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>