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Hot-Shot Shaggy } Annual News/Talk Special

i In conjunction with R&R's Sixth Annual Talk Radio
“Angel” by Shaggy (MCA) 4 o — ' Seminar this week in Los Angeles, we present our
ascends to the top spot on annual News/Talk special, Brave New World. News/Talk
this week's R&R CHR/Pop Editor Al Peterson e -
chart. The second single explores the I ]
release from his Hot Shot . challenges and g >
album picked up nearly 600 : '

opportunities this
growing format
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plays last weekend and also
returns to No. 1 on R&R’s
Callout America survey.
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The titlp track from the much-anticipated new albbum.
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management » marketing o sales

Does your station get the kind of media
coverage it deserves? Most of you will
say no, but Sales & Marketing Editor Pam
Baker suggests in her column this week
that much of the blame for that lies with
the radio stations. She offers a bunch of
tips that will get your station started on
the road to stardom. This week’s
Management, Marketing & Sales section
also contains another installment of Dan
0'Day’s popular Commercial Copy
Makeover. It’s all about keeping your
commercials legal. And in this week’s GM
Spotlight: WINS/New York’s Scott
Herman.

Pages 9-14

LARRY LUJACK REDUX

R&R’s resident historian, Bob Shannon,
couldn't resist finishing the story about
Chicago legend Larry Lujack he began a
few issues ago. So here it is, including the
amazing saga of Lujack’s back-and-forth
between WLS and WCFL.

Page 47

HUMBLE HARVEY

Nationally known entertainer Steve
Harvey is helping elevate KKBT/Los
Angeles’ morning ratings to new heights.
Our very own Walt “Baby” Love recently
sat down with Harvey to discuss the
secrets to his success.

Page 76

IN THE NEWS

¢ Rob Scorpio becomes PD at KKBT/Los
Angeles

¢ Bill Richards appointed Clear Channel
SVP/Programming, SW

Page 3

[ THis ] WEEK

CHR/POP ;
* SHAGGY Angel (MCA)

CHR/RHYTHMIC

«JARULE WL MO ... Put ... (Murger inc.Def JamIDUMG)

URBAN @
+ JOE UMYSTIRAL Stutter (ive)

URBAN AC 2

* DAVE HOLLISTER One ... (Def Squad/DreamWorks) |
COUNTRY X '
«TOBY KBTH You Shouldn't Kiss Me ... (DraamWorks)

AC
W SYNC This | Promise You (Jive)

HOTAC L
* MATCHBOX TWENTY 1f You're Gone (Lava/Atiantic)

NAC/SMOOTH JAZZ
« KIRK WHALUM Now Til Forever (Wamer Bros.)

ROCK
* AEROSMITH Jaded (Columbia)

ACTIVE ROCK
<A LEWIS & F. DURST Outside (Rawiess Geflen/Interscope)

ALTERNATIVE
*A. LEWNS & F. DURST Ouiside (Fandess Geflan Inerscope)

ADULT ALTERNATIVE
« U2 Watk On (Interscope)
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THE INDUSTRY’S NEWSPAPER

BY Rox RODRIGUES
R&R EDITOR-IN-CHIEF
ronr@ rronline.com

The latest set of RAB
numbers has confirmed what
execs in publicly held radio
had warned of for wecks:
January was a soft month.
But the figures were some-
what of a relief to industry-
watchers who were expect-
ing a repeat of December
2000, when local ad rev-
enues dipped on a year-to-
year basis for the first time in
more than eight years.

According to the latest rev-
enue figures, local radio rev-
enues actually rose by 1% in
January compared to the pre-
vious January. That’s rather
remarkable, considering the
huge influx of dot-com
money that a number of ma-
jor markets enjoyed last year,
only to see it dry up six
months later. The national ad-
vertising picture, on the other
hand. continued to crumble.
Business in January was off
15% compared to January
2000. When the local and na-
tional numbers are combined.
business declined 3%.

Radio Industry Revenues Hold
Their Own In January 2001

RAB President/CEO Gary .
Fries said that the indusiry re-
covered from what could
have been a harrowing Janu-
ary by picking up pacings to-
ward the end of the month.

The RAB also unveiled a
new indexing systcm that
compares the current month
to the corresponding month
in 1998. Using that system,
January 2001 local revenues
indexed at 134.5 (which

RAB/Ses Page 20

San Francisco
Tops Five-Year
Revenue Growth

Revenues for the Bay Area
grew a whopping 140% over
afive-year span, from $229.7
million in 1996 to $475.8 mil-
lion last year. That's accord-
ing to the soon-to-be-re-
leased 2001 Duncan’s
RadioMarket Guide, which
ranked Atlanta second and
Las Vegas third in revenue in-
creases. Austin; Raleigh;
Boston; Wilmington, NC;
Phoenix; Seattle; and Los An-
geles round out the top 10.

"MARCH 9, 2001
Who Owns The Kiss’ Name?

I Bakersfield battie raises trademark questions

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

A nasty battle has developed
in California’s San Joaquin Val-
ley between American General
Media and Clear Channel
Communications over who has
the rights to the “Kiss™ nick-

.. name. While AGM has been us-

ing the moniker on its CHR/
Rhythmic KISV/Bakersfield for
four years. Clear Channel re-
cently adopted the name for one
of its stations in the market.
claims a legal right 1o use it ex-
clusively and wants AGM to
stop using it. R&R spoke 10 at-
torneys on both sides of the is-
sue and. not surprisingly, heard
two very differcnt points of view.

Last month Clear Channel’s
CHR/Pop KKXX switched its
nickname from “X 96.5" to
“96.5 Kiss FM.” Clear Channel
sent AGM a cease-and-desist or-
der in November 2000 over the

use of the Kiss name on KISV,
but a judge ruled that Clear
Channel’s case for the order, was
insufficient and issued a tempo-
rary restraining order against
Clear Channel. However. the
judge overturned that order, and
the two parties were ordered 10
file temporary injunctions 1o de-
termine which of the two should
stop_using the name. At press
time both stations were using it.

The battle hinges on how
broad a reach Clear Channel can
claim for its trademarks on the
Kiss name. The company holds
two Kiss trademarks: one for its
KIIS-FM/Los Angeles. whose
call Ictters are pronounced
*Kiss" on the air. and a second.
more generic trademark on the
term “‘Kiss FM." Clear Channel
attorney Scott Volke argues that
the KIIS trademark affords

KISS/See Page 46
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The Country Radio Broadcasters honored Country Artist and Radio Humani-
tarians of the Year at last week'’s Country Radio Seminar in Nashville. The
artist award went to Epic/Nashville's Collin Raye, and the radio awards went
to WPOC/Baltimore, WIVK/Knoxville and KGEE/Midland, TX. Celebrating
the occasion are (I-r) Westwood One President/Programming and CRB Presi-
dent Ed Salamon, Raye, KGEE PD Boomer Kingston, WPOC VP/GM Jim
Dolan, WIVK OM Mike Hammond and CRB board member and Sony/Nash-

ville Sr. VP/Promotion Jack Lameier.

XM, Sirius Raise
Additional Funds

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

Satellite radio broadcasters
Sirius Satellite Radio and XM
Satellite Radio had a rough go
of it in February as their stocks
tumbled along with the rest of
the sector and each group
sought additional financing to
get its operations off the ground.
But as the month ended and a
new one began, both have met
with success.

Sirius last week completed its
offering of 11.5 million shares of
common stock at a price of $21
per share, netting $230 million in
financing. The offering was origi-
nally planned for 10 million
shares but was amended when
Lehman Brothers agreed

SATELLITE/See Page 8

By SteEvi Wonsiwicz
R&R MUSIC EDITOR
swonz@rronline.com

The other shoe finally
dropped in the legal battle
between Napster and the
record industry as U.S. Dis-
trict Court Judge Marilyn

nary injunction on Monday
that requires the file-sharing
service to begin blocking ac-
cess to unauthorized music
files.

Under the terms of Patel’s
ruling, Napster has five days
to file with the court the steps
it has taken to comply with

Napster Removes copyﬂgMed shngs |
B Rwill continue to press its case in court

8 ® napster

Hall Patel issued a prelimi---

the order. Once notified by
the record labels about unli-
censed music, Napster must
also prevent the downloading,
uploading, transmitting or
distributing of the material
within three business days.
The music industry has al-
ready provided
Napster with a
list of around
5,600 songs, ac-
cording to online
research firm Webnoize.
Napster began blocking ac-
cess to files on March 2.
Patel’s decision comes
three weeks after a three-
judge panel of the 9th Circuit
Court of Appeals in San
Francisco found Napster

NAPSTER/See Page 46

Music Meeting To
Showcase Unsigned
Recording Artists

In a groundbreaking effort to
foster the discovery and expo-
sure of new recording artists,

Music Meeting — R&R’s web-
based music-auditioning service
in partnership with Liquid Audio
— has begun streaming songs
from unsigned artists highlighted
each week in Music Editor Steve
Wonsiewicz’s Launching Pad
column.

Each week Launching Pad
will feature a different unsigned
artist whose music is receiving

MUSIC MEETING/See Page 20

The industry’s biggest classitied job section: Pages 135-136 and at www.rranline.com
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Richards Rises To

Regional SVP/Prog.
For Clear Channel

Clear Channel Radio has pro-
moted Bill Richards to Regional
- - Sr. VP/Program-
ming for the
Southwest area.
Richards was
most recently Sr.
VP/Programming
for Clear Chan-
nel’s Premiere
Radio Networks.
which he joined
when Premiere
bought his Rate

Richards

in August.

“Bill is going to be a huge asset
to our Product SVP Team.” Clear
Channel Radio Sr. VP Tom Owens
said. “We have wanted to integrate
Bill into our product division for
some time, and this was the per-
fect opportunity to do so. Bill’s
strengths include intelligence. orga-
nization and an intense focus on

RICHARDS/See Page 46

Scorpio Signs On
As KKBTAL.A. PD

Rob Scorpio, most recently Op-
erations Director of Urban KBXX
(The Box)/Houston, has officially
been named PD of Radio One Ur-
ban sister KKBT (The Beat)Los
Angeles. He takes duties previ-
ously held by former Radio One
VP/Programming Steve Hegwood,
who has left the company.

“We needed someone with a
proven ability to lead and someone
who we believe could continue the
momentum in L.A. that we are ex-
periencing right now,” Radio One
COO Mary Catherine Sneed said.
“Scorpio is one of the most highly
regarded programming profession-
als in the industry, and I have ev-
ery reason to believe that he is the

SCORPIO/See Page 20

Calococci Named
KZZP/Phoenix PD

Former WBOT/Boston PD and
Radio One East Coast Director/Pro-
gramming Tom Calococci has
been promoted to PD at Clear
Channel's CHR/Pop KZZP/Phoe-
nix. Calococci replaces Marc Sum-
mers, who exited KZZP a few
weeks ago.

Calococci was previously PD at
WPHI/Philadelphia and OM/PD at
WERQ/Baltimore and oversaw the
programming efforts of WPHI,
WERQ and WWIN and suburban

CALOCOCCUSee Page 48
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Bisceglia, Ford “Tum’ To Edel
= They'll oversee operations for joint ventiwre

Music-industry veterans Rick work on an international level, but

wandbowhsFthave alsotoadapttomewrmntrapodly
inked a joint venture with changing industry envi-
edel Entertalnment called ronment quickly and effi-
turnmusic. Bisceglia and | cently”

Ford, who recently formed Bisceglia most recently

the membership-based §
Internet promotion com-
pany promosquad.com,
will oversee operations at
New York-based turn-
music. The venture’s first

was Exec. VP at the Epic
Records Group. Prior to
that he served as Sr. VP
at Arista Records and
President of Sony Music
Entertainment-Mariah

two signings are female Carey imprint Crave Rec-
pop vocalist Soda and ac- .ords. Ford's background
tive rock act CTOE. includes extensive experi-

“[Edel President/CEQ) ence in music production,
Ron Urban and edel have created a perbmmandndependsmhbel

wonderful situation for Doug and
me,” Bisceglia noted. “Given the
solid infrastructure that edel has re-

"Jolnlng forces with turnmusic
was a natural step for edel,” Urban

cently built, we have the freedom  said. “Rick and Doug are qutstand-
and support o really put our creativ-  ing music people who have the
ity and experience to work in devel-  ability and desire to be very suc-
oping and breaking new music” cessful, and we are very fortunate

Ford remarked, 1 am excited to be
working with Rick and Ron, for
whom { have a great deal of respect
and admiration, as well as the en-
tire edel staff. Ede! is a very suc-
cessful and forward-thinking com-
pany that will allow us not only 10

to be working with them. Their
dedication to artists fits directly
with our mission to deveiop pro-
jects thoroughly, and we are in a
position to provide for them the
specialized services they will need
10 see their vision through”

.leﬁ-Pllot llps Ben To SVP

Jefferson-Pilot Radio commented. “He is an in-
has promoted 17-year ' ‘ tegral part of growing our
company veteran Don Ben- stations both in ratings and
son from Corporate VP to | financially.”

Sr. VP/Operations & Pro- Brown said, “Don is
gramming. He will con- widely respected through-

tinue to report to Jeffer-
son-Pilot Radio President
Clarke Brown.

“Don’s talents touch each
of our radio stations
through his skills in pro-
gramming, research, pro-
motions, marketing and talent se-
lections,” Jefferson-Pilot Commu-
nications President Terry Stone

out the radio industry. With
his leadership, our stations
have thrived year in and
yearout. We're excited
about the opportunities
ahead and Don’s role in
making cach and every
one a-success story.”

BENSON/See Page 46

Benson

Stacey Set As Lost Highway SVP/Promo
Lost Highway Records, Highway team and have ev-
the recently formed joint ery confidence in his ability

venture between Mercury/
Nashville Chairman Luke
Lewis and Island Def Jam
Music Group, has named

to continue his successful
track record.”

Stacey noted, “Being a part
of Lost Highway from Day
One is a tremendous oppor-
funity. Starting a label from
Bl the ground up has always
been a dream of mine, and
: to do it with someone like

- . Luke and the caliber of an-
Chris has proven himself to oy ists he has assembled is a
be one of the most pessionate and dy-  real privilege.”
namic promotion executives in the Prior to joining Lost Highway

business,” Lewis said. “We are -
thrilled that he has joined the Lost STACEY/See Page 20
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Wheeler To Program KSLZ/St. Louis
I Walker takes over as PO for Country KSD

Clear ChanneV/St. Louis Chief PD Mike Wheeler has added day-to-day
PD duties for CHR/Pop KSLZ and has relinquished his day-to-day PD
duties at Country sister KSD. At the same time, KSD Asst. PD Rob

Walker has been promoted to PD of the station. Wheeler remains Chief
PD over Urban combo KATZ-AM & FM, Oldies KLOU, Urban AC
KMIM, KSD, KSLZ and the Rams Radio Network.

A former CHR programmer at WVKS/Toledo, Wheeler told R&R, “It’s
great to be back programming CHR. Former PD Jeff Kapugi has done
an unbelievable job with this radio station, the staff is in place, and my
job is to come in and not screw it up.”

Prior to moving to St. Louis in April *99 Wheeler spent 10 years pro-

ing WVKS and the Toledo cluster for Jacor. He also programmed
Urban WQMG/Greensboro, NC and CHR/Pop WRQN/Toledo and
worked as an air personality at Detroit radio stations WNIC, WABX and

OPPORTUNNITIES/MARKETPLACE: 310-788-1621

WCZY.

Salem Presents ‘The Fish’ In Chicago

Salem Communications flipped
WYLL-FM/Chicago to Contem-
porary Christian as “106.7 The
Fish” on March 2, with new calls
WZFS. WYLL had been simul-
casting its “Christian Talk & Teach-
ing” format on WXRT-AM at 1160
kHz, which the company recently
acquired from Infinity. That format
remains on the AM with the WYLL
calls. WZFS is Salem’s third “Fish™
outlet with contemporary Christian

music, and the company has stated
that it hopes to own an FM music
station in most, if not all, of its ma-
jor markets.

The Fish is playing “40 days and
40 nights” of nonstop contempo-
rary Christian music to introduce
itself to the market. “There will be
a lot of people who are new to this
music,” Sr. VP George Toulas told

Fisi/See Page 20
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Radio Business

Radio Unica Loss Widens

In 04, Ad Revenues Up

[J Saga in acquisition mode, Gaylord revenues down

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

Radio Unica, which owns and operates Spanish News/Talk
stations and distributes a national Spanish-language News/Talk
network that prides itself on giving a high profile to internation-
ally known radio and television personalities, last week reported a
loss of $10.1 million during the quarter that ended Dec. 31. That’s
a loss of 48 cents per share, compared to a loss of 38 cents per
share, or $7.3 million, in Q4 *99. First Call analysts had expected
a 37 cent loss for Q4 *00. For the year, Radio Unica lowered its
losses from $54.1 million to $32.3 million, and the company said
that Q4 ad revenues rose 45%.

“We posted an 86% increase in our
2000 revenues despite a very chal-
lenging advertising environment in
the final three months of the year.”
Radio Unica Chairman/CEO Joaquin
Blaya told analysts during a Feb. 28
teleconference. *“We are proud of this
growth rate, yet we know we can do
better.”

Blaya blamed Arbitron’s method-
ology for his group’s lackluster rat-
ings and told analysts that changes
being made to the ratings service

should result in improved results for
Radio Unica fater this year. He
stressed that the personalitics in the

all are under contract, and he noted
that several large retail operations,
including Sears and Wal-Mart, have
made farge advertising commitments
to the group.

During a particularly contentious
round of questioning from Dreyfuss
institutional investor John Kerber.
Radio Unica Exec. VP/CFO Steve

Radio Unica stable arc happy and that.

Dawson defended the group’s guid-
ance and its 2003 forccast. After
Kerber voiced concem that the com-
pany would not meet its 2003 debt
service, Dawson told analysts, “We
are not selling the company.™ Kerber
pressed Dawson on whether the group
has discussed setling stations if it fails
to gencrate the revenue necessary (o
pay its bills, and Dawson replicd, “We
are not out there marketing the com-
pany to be sold. We're operating this
thing with the true goal of generat-
ing significant profits and great re-
turns for our shareholders.” Reached
later by R&R. Kerber acknowledged
that he owns shares of Radio Unica
stock but did not wish to discuss the
company.

Saga Ready To Buy

On the heels of reporting a Q4 net
revenue increase of 15%. to $28.1
million, and a BCF increase of 23%.

ANALYSTS/See Page 8

It's sports talk One-On-One with
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BUSINESS
BRIEFS

Bloomberg

Viacom CF0 Reynolds Steps Down

redric Reynolds stepped down this week as CFO of Viacom. The

New York-based company will move Reynolds into an executive post
on the West Coast, allowing him to spend more time with his family in South-
e California. Reynolds, who joined Viacom in 2000, when it acquired CBS,
will continue to report to President Mel Karmazin and will assist in finding a
new CFO. Analysts- told Bloomberg that Reynolds helped convert
Waestinghouse, which acquired CBS in 1995, into a broadcasting company.
ABN Amro’s David Londoner said, “Reynolds handled it, and he changed
the company around.”

FCC Actions

CC Commissioner Gloria Tristani has again expressed her disagree-

ment with an FCC Enforcement Bureau decision 1o dismiss an inde-

cency complaint. The complaint was filed last year against Entercom’s Sports

WGR-AM/Buffalo, whose Bauerfe and The Bulldog morning show aired a

discussion about urinal splash guards with the logos of NHL hockey teams

imprinted on them; specifically, the complaint centered on the hosts' use of

| anobjectionable term for urination. Tristani argued that the repeated use of

the term fits the commission’s definition of an indecent broadcast. Tristani

has recently dissented from dismissals of complaints against WRLR/Bir-
mingham and KLOU-FM/St. Louis (R&R 2/16).

* The FCC has opened a hearing to determine whether it shoutd revoke
the amateur radio and wireless licenses of Tampa's Leslie Brewer, saying
that Brewer “continues to broadcast on the FM band without a license in
flagrant disregard of FCC rules” The commission also said that Brewer has
been operating pirate FMs from Tampa since 1996 and has marketed and
sold unauthorized transmitting equipment. The FCC has issued $11,000in
fines against Brewer and seized his broadcasting equipment, and, it said,
“His continuing course of conduct raises questions as to whether he pos-
sesses the requisite character qualifications to remain a commission licensee”

* The FCC this week fined Infinity $7,0C0 for airing indecent language on
| CHR/Rhythmic WLLD/Tampa-St. Petersburg. During a live concert broad-

cast on The Last Damn Show, one of the performers made “patently offen-

sive” references to oral sex, the commmission ruled. Infinity’s arguments
that the references were momentary and that it believes the FCC's inde-
cency rules to be unconstitutional were rejected.

« The FCC has imposed a $3,000 fine on WKRK-AM/Murphy, NC for
failing to register its tower structure. WKRK owner Radford Communica-
tions argued that it had hired an engineer to measure and register the tower,
but the engineer never completed the work. Radford said it has hired an-
other engineer and is currently awaiting completion of a Federal Aviation
Administration study so it can register the tower.

Continued on Page 8

R&R Stock Index

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

Change Since

32m0 22301 d2ot 39100 212301-3201

R&R Index 322.11 24944 256.29 20% +2.7%
Dow Industrials  10,164.92 10441.90 1044696 +2.8% +.23%
S&P 500 1381.76  1245.72  1234.04 -11%  -09%

FCC Asks Gourt To
Reinstate EEO Rules

O Commission requests partial rehearing

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

The FCC has gone back to court seeking permission to rein-
state its embattied EEO rules. On March 2 the commission filed a
petition with the DC Circuit Court seeking a partial rehearing of
the court’s January ruling that invalidated the rules (R&R 1/19).

The court found only one part of
the EEO rules unconstitutional in
January, and the commission wants

| it to reconsider its decision to strike

down the rules in their entirely. The
FCC argued that it had set up parts of
the rules so they could be treated
separately for purposes of judicial
review, and it would now like a re-
hearing on the sections of the rules
the court did not find unconstitu-
tional.

The FCC argued that the court’s
decision conflicted with established

case law that says that an agency is
entitled to have its regulations treated
as severable in judicial review when
the agency “clearly states its intent
and when such intent is rational.” The
commission said that it had met that
burden.

FCC Commissioner Gloria Tris-
tani issued a statement expressing
disappointment that the commission
had not sought reconsideration of the
part of the rules that was judged un-
constitutional but supported the de-
cision 1o seck a partial rehearing.
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Experience. Stability. Vision.

And Bob Agnew.

When Bob Agnew joined Susquehanna, he came home...

to the city he loved, and an opportunity he relished.
Susquehanna needed to make some changes at

KNBR, a heritage AM station in San Francisco. It was

to become Talk & Sports. There would be no more music.
Everyone in the business knows that format

changes can lead to chaos. But with Susquehanna it was

different. “They have the vision to make changes,” says

Bob, “and they're smart enough to stay the course and not

panic.” Hired as the Program

Director to implement

the transition, Bob is now

KNBR’s Operations Manager.
In Bob’s words, “When you

R work for Susquehanna

Radio, you can make a
difference and you can
grow: You not only have
opportunities to succeed,
but you can create

opportunities as well.”

Make a Sound Career Choice!

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

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

L@SUSQL-
“'RAD'IO CORP.

A subsidiary of Susquehanna Pfaltzgroff Co.

Bob Agnew
Operations Director
KNBR, San Francisco

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

Susquehanna Radio Corp. is an Equal Employment Opportunity Employer,
an ESOP Company, and maintains a Drug-Free Work Environment.

www americanradiohistorv com
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DEAL OF THE WEEK §

* KGVO-AM/Missoula, MT

$19 million

4

Clear l.‘hannel

......................................

2001 DEALS TO DATE

Dollars to Date: $527,480,101

Stations Traded This Quarter: 355

. Stations Traded This Year:
|
|

(Last Year: $24,942,427,133) |

| Dollars This Quarter: $499,440,100 |

(Last Year: $594,863,000)

370

(Last Year: 1,796)

(Last Year: 240)

Captures

Marathon AM In Montana

O Grabs KGVO in $19 milllon deal; First Media takes PA trio for $2.5 million

~ Deal Of The Week

Montana

KGVO-AM/Missoula
PRICE: $19 million

TERMS: Asset sale for cash
BUYER: Ciear Channel Communi-
cations, headed by Radio CEO
Randy Michaels. Phone: 859-655-
2267. It owns 1,170 other stations. This
represents its entry into the market.
SELLER: Marathon Media Group,
headed by President Chris Devine.
Phone: 312-204-9900
FREQUENCY: 1290 kHz

POWER: 5kw

FORMAT: News/Talk

Multistate Deal

Chase/Sorenson Station
Deal

PRICE: $3.02 million

TERMS: Asset sale for cash
BUYER: Sorenson Broadcasting
Corp., headed by President Dean
Sorenson. Phone: 605-334-1117. it
owns 19 other stations. This repre-
sents its entry into the market.
SELLER: Chase Broadcasting inc.,

headed by President Gordon Van
Mol. Phone: 706-613-7030

Georgla
WGHC-AM & WRBN-FMW/
Clayton, WEHR-FW/
Elberton and WNEG-AM/
Toccoa

FREQUENCY: 1370 kHz; 104.1 MHz;
105.1 MHz; 630 kHz

POWER: 3kw; 190 watts at 1,296 feet;
Glow at 328 feet; 500 watts day/44 watts
night

FORMAT: Adult Standards; AC; AC;
Adult Standards

North Carolina

WFSC-AM & WNCC-FM/
Franklin

FREQUENCY: 1050 kHz; 96.7 MHz
POWER: 1kw day/153 watts night;
6kw at -331 feet

FORMAT: Country; Country

Arizona

KNXN-AM/Sierra Vista

PRICE: $300,000
TERMS: Asset sale for cash
BUYER: Good News Broadcasting,

| headed by President Douglas Mar-
tin. Phone: 520-790-2440. it owns two
other stations. This represents its en-
try into the market.

| SELLER: Nogales Community Ser-
vice Broadcasters, headed by Presi-
denvSecretary Rufino Cantu. Phone:
520-459-1470

FREQUENCY: 1470 kHz

POWER: 3kw day/39 watts night
FORMAT: Spanish Misc.

WSGC-AMEIlberton

BUYER Sorenson Broadcasting
Corp., headed by President Dean
Sorenson. Phone: 605-334-1117. it
owns 19 other stations. This repre-
sents its entry into the market.
SELLER: Radio Elberton Inc.
Phone: 706-283-1400
FREQUENCY: 1400 kHz

POWER: 1kw

FORMAT: Adutt Standards

WWRK-FMWEberton
PRICE: $78,001
TERMS: As_set sale for cash

TRANSACTIONS AT A GLANCE

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

© KNXN-AM/Sierra Vista, AZ $300,000

o e

o e e e — —

BUYER: Sutton Radiocasting Corp., |

headed by Chairmar/CEO Douglas
Sutton Jr. Phone: 864-427-2242. It
owns two other stations. This repre-
sents its entry into the market.
SELLER: Radio Elberton inc. Phone:
706-283-1400

FREQUENCY: 92.1 MHz

POWER: 3kw at 299 feet

FORMAT: Country

WESO-AM/Southbridge
PRICE: $250,000

TERMS: Asset sale for cash
BUYER: Money Matters Radio inc.,
headed by President Susan Arm-
strong. Phone: 617-964-1817. itowns
one other station. This represents its
entry into the market.

SELLER: Eastern Media Inc.,
headed by President John Neuhoft.
Phone: 508-764-4500
FREQUENCY: 970 kiHz

POWER: 1kw day/21 watts night
FORMAT: Country

KULH-FM/Wheeling
PRICE: $350,000

- ® WSGC-AM/Elberton, GA $100,000

® WWRK-FM/Elberton, GA $78,001

® WESO-AM/Southbridge, MA $250,000

© KULH-FM/Wheeling, MO $350,000

o KXPC-FM/Lebanon, OR Undisclosed

© WLAK-FM/Huntingdon and WIEZ-AM I
& WMRF-FM/Lewistown, PA $2.5 million

® KATP-FWAmarillo, TX $1.5 million

® KULF-FM/Brenham, TX $1.5 million

® KZAM-FM/Ganado, TX $1.5 million

® KMBV-FM/Navasota (Bryan-College Station), TX $900,000

* WXMY-AM/Saltville, VA $62,000 |

TERMS: Asset sale for cash
BUYER: Resources Management
Unlimited Inc., headed by President
Stan Saunders. Phone: 660-646-
2231. It owns no other stations.
SELLER: PAR Broadcasting Com-
pany inc., headed by GM Mike
Ransdell. Phone: 660-359-2261
FREQUENCY: 105.9 MHz

POWER: 6kw at 328 feet

FORMAT: Classic Rock

KXPC-FM/Lebanon

PRICE: Undisclosed

TERMS: Unavailable

BUYER: Portiand Broadcasting
LLC, headed by Managing Member
Bruce Buzil. Phone: 312-204-9800. it
owns no other stations.

SELLER: Spotiight Media Corp.,
headed by GM Rich Cole. Phone:
541-928-1926

FREQUENCY: 103.7 MHz

POWER: 100kw at 1,099 feet

FORMAT: Country

Continued en Page 8

: Saturday Nights will Never be the Same

Bo really brings'a
Show up every" Saturd
l ots of phoneg'l_ots oflentertainmentiValueGo Bols

—

Fed via Satellite
in all time zones [wlth Automation Tones])

‘During the period when Bo was not hosting our Saturday night show

| went crazy! Bo has the type of show that fits my station perfectly.

We are a true music and personality radio station and that's what Bo does.

It makes all the difference in the world to have him on Saturday nights
entertaining people like he's doing a morning show! The listener interaction
entertainment values are superb! | want top notch programming on the
station at all times and the Bo show takes Saturday nights to a new level .

\__\ - Mike Kennedy KBEQ-FM Infinity Kansas City
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“I’'m glad Paragon is on our team.”

David Benjamin, President/CEO Triad Broadcasting

One of the most positive outgrowths from consolidation is a healthier breed of medium

and small market station owners. Medium and small market radio is now highly competitive,

pitting mega-groups in one corner against smaller operators in the other corner.
However, the new breed of surviving local operators are applying the same type of
intelligence and fire power that has proved so successful in major markets.

By providing research, consuiting, marketing and top-flight personnel to their
multi-station market ciusters, these operators are staking ciaim to more than their
fair share of the local market revenue.

One such group is Triad Broadcasting Company. Triad is operated by radio veteran

David Benjamin, who previously headed Community Pacific Broadcasting.

David reinvested his gains from consolidation into Triad, and he has acquired

or assimilated market ciusters in Biloxi, Lincoln, Fargo, Rapid City, and subject to

FCC approval, Tallahassee, Savannah and Bluefield, West Virginia. In the past year,

Triad has attained ownership of 42 stations, and now ranks as the 14th largest radio group
in America in terms of number of stations.

As we have seen in radio very recently, it is not hard to buy stations, but it is a greater challenge to operate them successfully.

Triad uses research as a strategic tool in two ways:

’ Paragon conducts market research on the prospective cluster of stations before the purchase is made. This allows Triad
to understand the true potential for each station and the steps required to maximize each station’s position in the marketplace.
In some cases, after the research is in, Triad has walked from purchases in better judgement. In most cases, Triad enters a
new market with a game plan and with confidence in their ability to provide a substantial return on investment.

’ Market studies, lifegroup studies and music research are applied to Triad stations to identify the most lucrative combination
of formats, and to maximize ratings and revenue market-wide. With this intelligence in hand, and typically consulting
and marketing to back it up, Triad stations are quickly entrenching into the radio marketplace for the long haul.

In Biloxi, Triad improved on a five-station cluster that already dominated males in the market. Classic Rocker WXRG gained over
one full share point 12+, After reviewing Paragon’s research, Regional Manager Steve Fehder, Operations Director Kenny Vest,
Program Director Wayne Watkins and DeMers Programming flipped an under-performing AC to a jammin’ Oldies format.

The format switch nearly tripled the station’s ratings. AOR WCPR and CHR The Monkey maintained their forward momentum

as well.

David Benjamin adds, “Paragon has proven to be a vital component of our strategic blueprint for Triad. The research
they provide, along with the strategic direction they develop for each station and market cluster, has pald early dividends

for Triad. I'm glad Paragon is on our team.”

If you would like to consider Paragon for your team, please contact me or Paragon’s Vice President/Radio, Michael Henderson.
Both of us can be reached at the number below or via email. We look forward to hearing from you!

Sincerely, /

—t

Mike Henry

Managing Partner

PARAGON
, \ Michael Henderson
Vice President/Radio

s f mhenders @ paragon-research.com
\/\/8 (303) 922-5600

R = AN (O =l \vww.paragon-research.com

STRATEGIC PLANNING
» Perceptual Studies
¢ Auditorium Music Tests
« Online Studies
o Focus Groups
o Tracking Studies
« Sales Assessment Studies

www americanradiohictorv com

st li TR | ST Bl S
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AFTRA-Clear Channel
Labor Dispute Unfolds In Albany

The American Federation of Radio and Television Artists
has accused Clear Channel Communications of unfair labor
practices in regard to the radio group’s Albany stations. The union
has been bargaining with Clear Channel representatives for WGY,
WHRL & WRVE/Albany since the stations’ contract with the union

expired on June 30, 2000.

The parties had reached an accord
on wage increases, including a pro-
vision for retroactive raises, for about
15 AFTRA-covered station employ-
ecs. But Clear Channel then canceled
talks that had been scheduled for Feb.
13-14. jeading to AFTRA’s complaint
of unfair labor practices. Specifically,
the union claimed that Clear Chan-
nel violated the Federal Labor Act by

failing and refusing to continue ne-
gotiations and by “unilaterally with-
drawing recognition from the union
as the lawful collective bargaining
representative of the unit.”” AFTRA
also said that Clear Channel is claim-
ing that the union has lost the confi-
dence of the employee-members of
the bargaining unit and that it can no
longer represent station employees.

AFTRA Exec. Director Greg’
Hessinger told R&R, “[Clear Chan-
nel has] a duty to bargain under fed-
cral labor law, and we believe it is
not fulfilling that obligation.” He
added that AFTRA “generally has a
positive relationship with Clear
Channel in other markets.”

Clear Channel Corporate Counsel
Neal Murphy wouldn’t discuss the
Albany situation because it is being
litigated. but he told R&R, *“We have
enjoyed a good relationship with
AFTRA in the past and expect to
continue to have a good relationship,
but we have a difference of opinion
on the matters in Albany.”

—Jeffrey Yorke

Transactions
Continued from Page 6

Pennsylvania

WLAK-FM/Huntingdon
and WIEZ-AM & WMRF-
FM/Lewistown

PRICE: $2.5 miltion

TERMS: Asset sale for cash
BUYER: First Media, headed by
President Alex Kolobielski. Phone: |
410-822-3301. it owns three other sta- |
tions. This represents its entry into the
market.

SELLER: Mifflin County Broadcast-
ing Co., headed by President Frank
Troiani. Phone: 717-248-6757
FREQUENCY: 103.5 MHz; 670 kHz;
95.7 MHz

POWER: 160 watts at 1,427 feet; Skw;
4kw at 407 feet

FORMAT: Hot AC; News/Talk; Hot AC

~ Texas :

KATP-FM/Amarillo '

PRICE: $1.5 million

TERMS: Asset sale for cash
BUYER: Clear Channel Communi-
cations, headed by Radio CEO
Randy Michaels. Phone: 859-655-
2267. itowns 1,170 other stations, in-
cluding KIXZ-AM, KMML-FM, KMXJ-

FM & KPRF-FM/Amarillo.

SELLER: Cropper Broadcasting ’
inc., headed by GM John Fulton. |
Phone: 806-359-5999 |
FREQUENCY: 101.9 MHz

POWER: 100kw at 935 feet

F FORMAT: Country

' KULF-FM/Brenham

PRICE: $1.5 million

TERMS: Asset sale for cash |

BUYER: Roy Henderson. Phone: |

713-227-2600. 1t owns 16 other sta- |

tions. This represents its entry into the

market. ;

SELLER: May Broadcasting Inc.,

headed by President/GM Roy May Jr. |

Phone: 979-836-9411

FREQUENCY: 94.1 MHz ‘

POWER: 25kw at 328 feet

FORMAT: Country '
I

KZAM-FM/Ganado

PRICE: $1.5 million

TERMS: Asset sale for cash
BUYER: Roy Henderson. Phone:
713-227-2600. He owns 16 other sta- I
tions. This represents his entry into the
market.

SELLER: Hooten Broadcasting Inc., |
headed by President Blll Hooten. No
phone listed.

FREQUENCY: 104.7 MHz

POWER: 50kw at 459 feet
FORMAT: Country

KMBV-FM/Navasota
(Bryan-Coliege Station)
PRICE: $900,000

TERMS: Asset sale for cash
BUYER: Roy Henderson. Phone:
713-227-2600. He owns 16 other sta-
tions. This represents his entry into the
market.

SELLER: Nicol Broadcasting Ltd.,

headed by Chairman Ansel |

Bradshaw. Phone: 936-544-9350
FREQUENCY: 92.5 MHz
POWER: 3kw at 459 feet
FORMAT: Soft AC

WXMY-AM/Saitville

PRICE:$62,000

TERMS: Asset sale for cash
BUYER: Continental Media Group
LLC; headed by President Jeffrey
Raynor. Phone: 540-496-7402. it
owns no other stations.

SELLER: Robert Flannigan. No
phone listed.

FREQUENCY: 1600 kHz

POWER: Skw

* FORMAT: Country

R I R IR
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GlobalMedia.com Requests Nasdaq Hearing

nternet streaming provider GlobalMedia.com has asked for a hearing |
1 before a Nasdagq Listing Qualification Panet to review the scheduled

delisting of its common stock from the National Market System. The com- |

pany received notice Feb. 21 that its stock had failed to maintain the mini-
mum bid price of at least $1 required for continued Nasdaq listing. Under
Nasdagq rules the delisting has been stayed pending the outcome of the
hearing, which is set for March 30. GlobalMedia is pursuing measures to
bring the company back into compliance with Nasdagq rules.

 Coridian To Redeem Notes

eridian Corp. will redeem $5 miillion in 7.25% notes due June 1, 2004,
the company announced last week. The effective date is March 29, 2001.

| Cox/Tampa FMs Get Traffic.com |

ox Radio's WBBY, WDUV, WFJO, WHPT, WSUN & WWRM/Tampa-

St. Petersburg began using digital traffic information supplied by Phila-
delphia-based Traffic.com on March 1. Traffic.com uses aircraft, mobile
reporters and a traffic operations center to compile its data. The stations
had been using traffic information from Metro Networks and Airwatch.

SBS To Begin Operating KFSG/Los Angeles

panish Broadcasting System has agreed to a time-brokerage agree-
ment for International Church of the Foursquare Gospel's Religious
KFSG/Los Angeles and will debut a Spanish-language format on the sta-
tion within the next few weeks. SBS agreed to buy the station in November
of last year (R&R 11/10/00) for $250 million; the deal is expected to close

late this year.

Satellite

Continued from Page 1

to purchasc an additional 1.5 million
shares in exchange for an extended
deadiine by which Sirius must prove
its system works. If Sirius cannot do
so by May 31, it will not receive a
$150 million loan from Lehinan. On
March 2 Bear, Steams & Co. analyst
Robert Peck reiterated his “buy™ rat-
ing on Sirius and maintained his 12-
month target price of $64 for the is-
sue. Then on Tuesday Banc of
America analyst Armand Musey re-
iterated his “buy™ rating on Sirius
with a target price of $53 per share.
The issue closed Tuesday at $24.50,
up 37.5 cents for the day.

At the same time Musey reiterated
his “buy” rating on XM but cut the

‘ target price from $42 to $37 per

share. That was on news that XM

| raised $201.4 million from the sale

of 7.5 million class A shares. sold at
$10.19 each, and $125 million of its
7.75% convertible notes due in 2006.

The notes may be converted into class
A shares at $12.22 each. When XM
announced the sale nearly two weeks
earlier. it said it will use the proceeds
to fund the company’s overall opera-
tions, and the proceeds are expected
to help DC-based XM make it into
next year. Bear Steams handled the
sale. By Tuesday shares of XMSR
closed at $10, up nearly 60 cents from
the previous day and appearing to
head away from the $9 52-week low
it nearly touched days before.

XM had other good news last week
when it announced that over the past
several years some 3 million Pioneer
receivers sold were retro-ready for
XM's modules. The car stereo manu-
facturer said that several of its receiver
models are compatible with both Pio-
neer and Alpine head units. The head
units are traditionally sold during the
spring and summer, when the most
car stercos are soid. Consumers will
be able to buy XM tuner modules and
antennas later this summer in the
$300 price range.

Analysts
Continued from Page 4

to $11.3 miliion, Saga Communica-
tions held a teleconference Feb. 28
at which President/CEO Ed Christian
told analysts that the group is “very
much in the acquisition mode™ and
that he is happy 10 take advantage of
slow times in the industry 10 build his
company. Christian said that he sees
a number of “very nicc” opportuni-
ties for growth.

Although it has moved into televi-
sion ownership, Christian said that
Saga is still primarily a radio com-
pany. with its TV properties being
operated like radio stations. Treasurer
Sam Bush said the company has
about $95 million available under a
new credit facility for future acquisi-
tions.

Gaylord Sees Q4 Revenue

Decline

Gaylord Entertainment said that
its fourth-quarter revenues were

$137.8 million, a decline of 1% from
Q4 °99. including nonrecurring items,
the company’s net ioss for the quar-
ter was $105.1 million, or $3.14 per
diluted share, vs. net income of
$268.6 million, or $8.05 per diluted
share. for the founth quarter of 1999.
Operating cash flow (operating
income plus depreciation and am-
ortization and excluding nonrecur-
ring charges) was $2 million for.the
quarter vs. $7.8 million for the same
quarter in 1999. For the year, rev-
cnues were $514.4 million, a de-
cline of 3.4% from 1999. Including
nonrecurring items. the company’s
net loss for 2000 was $153.5 mil-
lion, a loss of $4.60 per diluted
share, compared with net income of
$349.8 million, or $10.53 per di-
luted share. for 1999. Operating
cash flow was a negative $8.9 mil- '
lion for the year, compared with a
positive $47.9 million in 1999.
2000 was a difficult year from a
financial perspective” said Gaylord

President/CEO Dennis Sullivan. “A
number of our investment initiatives.
particularly in the Internet world,
proved unfruitful. That, combined
with unplanned senior-management
departures and weakness at our Word
Entertainment group, led to poor fi-
nancial performance.” He said that
Gaylord began a top-to-bottom re-
view of all its businesses in the lat-
ter part of 2000 with the goal of re-
turning the company to profitability.
As part of that process Gaylord shut
down its Internet start-up Gaylord
Digital and sold Musicforce.com and
Lightsource.com.

American Tower Revenues
Up, NYT To Miss Forecasts

American Tower reported that its
Q4 2000 revenues increased to
$243.8 million, and EBITDA rose to
$62.8 million, For the year, revenues
increased to $735 million, and
EBITDA was up to $208.9 million.
However, American Tower's net loss

was $54.4 million. or 30 cents per
share. American Tower Chairman/
CEO Steve Dodge said, “We will
continue to focus on driving down our
weighted average cost per tower and
tower operating expenses.™

The New York Times Co. will
miss its Q1 profit forecasts. The com-
pany said this weck that its per-share
camings for the quarter will fall o
between 35 cents and 38 cents, well
below the 47 cents it delivered in Q1
2000. First Call analysts had forecast
that the company would earn 45 cents
per share. NYT said it still expects
per-share growth of 10%-15% for the
year; it reported profits of $2.10 a
share last year. “We are now two-
thirds of the way through the first
quarter of 2001,” CEO Russell Lewis
said. “‘and we are clearly in cven more
of an cconomic slowdown than we
anticipated.”

Radio’s Rough Spell Over?

There is renewed optimism

among some Wall Street analysts

WAMW =SrMerd ca NTraeherreterr o=

that radio’s rough spell may be ncar-
ing an end. In a bulletin released last
week by Morgan Stanley Dean
Witter media analyst Frank Boden-
chak and entertainment analyst Rich
Bilotti. the duo expressed optimism
in the wake of the RAB’s January
revenue figures, which showed a 1%
rise in local revenues. While com-
parisons will remain difficult
through June, the analysts said. they
belicve that the radio industry could
enter a recovery mode in the second
half of the year.

Bodenchak and Bilotti also sug-
gested that large-cap investors con-
sider moving out of such higher-mul-
tiple entertainment companies as
Disney and into companies like Clear
Channel, which the duo rated “strong
buy.” They noted that Clear Channel
should benefit from a pickup in ra-
dio ad trends.

Washington Bureau Assoc. Editor
Joe Howard contributed 1o this story.
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“There is no such thing as bad publicity —
except your own obituary.”
—Brendan Behan

THOSE EVIL JOURNALISTS

B Why isn’t your station getting press coverage?

" Pam Baker ! hate the media,” complains a

Sales & Marheting Edstor
pambaker@rronline.com

Midwest moring show person-
ality. “The newspapers never
print anything about our station.
They never cover any of our
events. When a local TV station
finally did show up at one of our
events, they didn’t give us credit
— they referred to us as a 'local
radio station’! I hate them all'”

Those evil journalists. We know
they’re only interested in radio if
there’s a scandal. But is that really
true? Now that I'm on the other
side and am one of those journalists, I want to share with
you some of my observations.

First, most radio stations — I’'m talking about 90% —
don’t send out press releases. Does your station? If not,
why don’t you? Newspapers, local magazines and TV
stations can’t cover one of your events or promotions if
they don’t know about it. It's a pretty basic concept.

Last November, when Ishowcased station-produced
CD projects, I was caught off-guard by the irate calls
received. “Why didn’t you include our morning show’s
CD?” screamed a major-market host. “What CD?” |
answered, and added, ”Did your station send me a press
release?” He replied in a put-out tone, “I’m sure we sent
one to R&R, but you probably threw it away.”

JUST THE FACTS, MAN

When your station sends out press releases, keep in
mind that editors and reporters want the facts, and only
the facts. Don’t try to be cute or funny or outrageous. [
remember receiving a press release a couple of years ago
from a major-market station that related a completely
implausible story about the afternoon personality and
the GM. The release claimed that the morning show host
showed up for work and found the aftemoon per-
sonality in the corner of the studio, crying, because he
was afraid that the GM was going to fire him for giving
away $10,000 to a listener the day before. Yeah, right. If
you lose your credibility, your press releases will be
tossed.

When you decide toissue a release, be sure to include
all pertinentinformation — and don’t forget toincludea
contact name, with a phone number and an e-mail
address. I can’t tell you how many press releases come
my way without phone numbers. Don’t make jour-
nalists have to track you down; 99.9% of them won’t
bother.

Another big problem is spelling errors. It's hard to
take a News station seriously when the press release
promoting its award-winning election coverage
misspells the names of the candidates. That's not
hypothetical — it really happens.

RELATIONSHIPS MAKE OR BREAK YOU

The sales team works hard to develop strong
relationships with clients. You should do thesame when
it comes to public relations. When was the last time you
asked alocal newspaper reporter tolunch or for a station
tour? Do you invite local media to attend your events?
Do yousend thank you notes to reporters who give your
station press coverage?

Although this may seem very basic, it deserves a
special mention: Return your calls promptly! I can’t tell
you how frustrating it is to call someone once, twice,

three times without getting a call back. If you avoid the
pressin a crisis, you will only make matters worse. Most
reporters also request a return receipt when they send an
e-mail, so they know you've seen it. Members of the
press should be treated like your most prized clients.

One of the complaints I hear most frequently is that
stations don’tget television coverage. Let me¢ assure you,
the problem is partly your own fault. I'll let you inon a
little secret: Most TV producers and editors are lazy.
They want you to do their work for them.

When I was handling local market promotions for
Disneyland, I was able to get some great television
coverage. Why? Because I pitched ideas that would
work well on television. For the opening of Disneyland’s
Indiana Jones Adventure attractjon, I had several fun
visuals that TV reporters could participate in as part of
their live reports. We created a “Snake Pit of Death”
where reporters could sit in a plexiglass box with 50

Anticipating an appearance by Epic recording artist
Jennifer Lopez, KTLA-TV/Los Angeles Morning News
weatherman Mark Kriski spent the morning broadcasting
live reports from the KIIS-FM studios in L.A. with Premiere
Radio syndicated morning personality Rick Dees.

snakes. Most snakes are naturally attracted to warmth,
and they slithered all over the reporters’ bodies. We also
found park guests to participate in a “Tastes Like
Chicken” bit where we gave them prizes if they ate a
huge cockroach. We hired a whip handler who could
snap a playing card out of a reporter’s mouth. All these
elements added excitement to the TV reports.

When your team has come up with a promotional
idea, take a few minutes to consider adding elements

with a visual “splash” that will make the event more.

appealing for local news. Don’t just send out press

releases — personally pitch your ideas to news
producers and assignment desks.
THINGS TO CONSIDER

What types of events are TV stations looking to
cover? “The press releases that we receive from radio
stations usually aren’t unique or special,” says KTLA-
TV/Los Angeles publicist Carolyn Aguayo. “Our
station fooks for unique, high-profile events that are
touching or that have an impact on thousands of
people.”

Keep in mind that camera crews are scarce on the
weekends and that Mondays and Tuesdays are usually
slower news days. Sodon’t getangry if alocal TV station
doesn’t cover your weekend event, get creative. Plan a
“prepromotion” for earlier in the week that can help
raise interest in an upcoming weekend event.

Once you've decided to start sending press releases,

attended New York’s High School of Music & Art, and

don’t blanket every TV station with releases on every
event. Try to find angles that complement a station’s
audience. “Since we're a WB affiliate and have shows
like Buffy the Vampire Slayer and Popstars, we are always
looking for stories or events that would appeal to that
audience,” Aguayo says. “For example, this moming
Shaggy was performing on the KTLA Morning News,
and Rick Dees [of KIIS-FM/Los Angeles] called in and
was part of the show. There was coverage on both our
TV show and his radio show. It was mutually bene-
ficial.”

One way to develop a better relationship with local
TV stations is to work with them in landing big-name
celebrity guests. By joining efforts and creating a one-
stop interview opportunity where the artist is
interviewed live on the radio station and then
immediately conducts a live or taped interview with the
TV station, you're giving the celebrity’s managementan
enticing two-for-one deal. Thisalsocreates a partnership
between you and the TV station so they’ll be more
inclined to give you press coverage for your own events
in the future. Remember the old saying: “I'll scratch your
back if you scratch mine.”

Another cross-promotional opportunity Aguayo
endorses is having a TV anchor or reporter fill in as a
guest co-host on a moming or aftermoon radio show.
Next time one of your moring show personalities
wants to take the day off, don’t run a “best of” show.
Team up the other show members with a special
television guest host. Guest hosts work for Regis Philbin,
and they can work for you.

THE SCOOP

Every person has something fascinating and unique
about them. Diga little, and you might find some hidden
treasures that would make a great story. Each week I
look forward to putting together the GM Spotlight and
having executives complete the sentence “You'd be
surprised to know that....” Over the past months we’ve
learned that one GM dated Elvis Presley, another

another owns a single-engine plane. These are the kinds
of “fun facts” that newspaper-and magazine reporters
search high and low to find.

I would bet that there are many hidden treasures
waiting to be discovered in your radio station. Spend
some time “interviewing” your air personalities. The
information you find may give you the perfect excuse to
call a local writer and pitch a story idea.

When your station has breaking news, personally call
those reporters who are most valuable to your station
and give them the basic information over the phone.
Follow up by sending the official press release.
Reporters love to feel like you’ve gone out of your way
to get them timely information, and they’re more apt to
run with the breaking story.

THE TALENT TAKES GONTROL

If you're a moming show personality and your
show’s events or antics are not receiving any press
coverage, you need to take responsibility. Does your
station have adequate personnel to conduct public
relations efforts? Do you approve press releases before
they’re sent out?

My suggestion is that you be active on your own
behalf. Positive public relations not only boosts your
ratings, it help'sestablish you in the marketplace, thereby
making you a more valuable commodity. In many cases
it can be beneficial for you to hire your own public
relations representative. Depending on the market, the
cost can range from $200 to $2,000 a month.

Next time you catch yourself saying, “1 hate the
media,” consider if there is anything you can do to
improve the situation. After all, it’s only your career.
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New York

Los Angeles
Chicago
Philadelphia
San Francisco
Boston
Dallas-Ft. Worth
Washington, DC
Detroit

Atlanta
Houston
Seattle-Tacoma

Tampa-St. Pete

WABC-AM
KFI-AM
WLS-AM
WPHT-AM
KSFO-AM
WRKO-AM
WBAP-AM
WMAL-AM
WXYT-AM
WGST-AM
KPRC-AM
KVI-AM
WFLA-AM
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Minneapolis-St. Paul

Cleveland

Miami-Ft. Lauderdale

Phoenix
Denver
Sacramento
Pittsburgh
St. Louis
Orlando

Portland, OR

Baltimore

San Diego

KSTP-AM
WTAM-AM
WIOD-AM
KFYI-AM
KOA-AM
KFBK-AM
KDKA-AM
KMOX-AM
WDBO-AM
KEX-AM

WBAL-AM
KOGO-AM
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B From production assistant to GM at the same station

This week’s GM Spotlight pays tribute to Scott
Herman of Infinity/New York. “Scott is an
inspiration to us all,” e-mails an R&R reader,
who adds, “Because he’s worked his way up
from the ranks, he has a complete understanding
of our entire operation.” Another WINS staffer
comments, “Not only is Scott a great GM, he has
a wicked sense of humor, especially when things

get crazy here at the station.” Congratulations!

I decided to enter the
world of broadcasting be-
cause:

“I found radio at Brook-
lyn College’s WBCR in
1976. School and my psy-
chology major weren’t do-
ing it for me, and I was
ready to work full-time in
the family hardware business when my father
persuaded me to find a club or an activity to
keep me occupied and fill up my campus
downtime. I started at WBCR as a sportscaster,
anchoring one 30-second sportscast a week, and
I wound up as the station’s President/GM as a

senior.”

ALL NEWS. ALL THE TIME.

- First job in broadcasting:

“News production assistant at 1010 WINS.”

Career highlight:

“It definitely came in 1993, when Group W
Radio President Dan Mason offered me the GM job
at WINS. I started my career there in the newsroom

in 1978 arid came up through the news ranks,

eventually becoming News Director in 1984. To

have come full circle and run
the station you started at is
truly special and something I

never lose sight of.”

The most challenging aspect
of being a GM:

“Staying focused and finding
new and interesting ways to
motivate the troops. We have
an outstanding veteran staff and a talented,
long-tenured group of managers. It’s my job to
make sure we keep moving in the right direction
and realize that there’s no finish line to our
mission. We need to continue to get better each

and every day.”

My most unforgettable moment at a radio station:

VP/GM of WINS-AM (1010 WINS)/New York

SCOTT HERMAN

(Infinity)

“My first day as GM of
WINS, Jan. 4, 1994, and
March 1, 1988, the day we
flipped WMAQ in Chicago
to News. I was the PD.”

I'm most proud of:

“My family. Beth, my childhood sweetheart,
and our three kids: Sean, 15; Jamie, 12; and Greg, 9.
And my staff — they keep me juiced and make me

want to come to work each and every day.”

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

“From my friend ahd mentor former Group W
executive John Waugaman, who told me that
running WINS would be the best job I'd ever have
inmy life and said, ‘Keep it for as long as you can.’
And from my dad, who handles every personal
and professional milestone of my life the same
way — by telling me, ‘I'm not surprised. What’s

next?’”

You’d be surprised to know that....

“Even though I’'ve spent my entire professional
life in News radio, I'm not that serious all the time.
I would leave radio for only one job that I can
think of: running the New York Knicks.”

J

The GM Spotlight is selected by your nominations. Acknowledge the GM who made a difference in your career! E-mail nominations to pambaker@rronline.com.
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in the event of fallout, call this number - (859) 491-1064
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WARNIN

Prolonged exposure will
cause ratings to rise.
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Interactive Direct Mall,
TV Campaigns that don't Suck

Contents under pressure
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Responsible for increased listenership, rise in ratings, increase earnings, and ads everyone will talk about. This is not a contest, however our judges decision is final.
This ad is in no way affiliated with any real radioactive or harmful material, but it can be for a small price. Please attach a self addressed, stamped envelope.
All inquiries will be treated with the utmost respect, unless you call aftrer Spm EDT. Any complaints should be forwared to (cant say that on radio)...
Radio Activity is not affiliated with anyone who dosen't like us. For more information cali(859) 491-1064
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— DAN O'DAY’'S COMMERCIAL

COPY. MAKEOVER |-

DON'T END UP IN THE DOGHOUSE

B Keeping your commercials legal

Attention, GMs: You might
consider saving a copy of
this article to pull out the
next time you get into an argument with a client,
manager or account executive who insists, “No,
it'’s perfectly legal!”

THE ARGUMENT

Act I: The Production Room
Account Executive: Here's the new conumercial copy for
Ed’s Submarine Sandwich Shop. By the way, for music they
want us to use The Beatles” “Yellow Submarine”
Producer: We can’t do that, That wold violate federal and
international copyright law.

Account Executive: Excuse me?

Producer: “Yellow Submarine” is a copyrighted song, and
The Beatles’ recording of it is a copyrighted performance.
Manager: Yes, but we pay BMI and ASCAP fees, soit’s OK
for us to use this song.

Producer: No, the BMI and ASCAP fees are for
entertainment broadcast purposes only. lf we pay

By Dan 0'Day

Simpsons and uses ex-
cerpts as drop-ins, it's a
copyright  violation.. And
using those lines in a
conimercial is a big no-no.

There is one way to use such drop-ins legally. If you
took the drop-ins from a commerdially released recording,
then it's OK to air them for entertainment purposes —
assuming the copyrighted materials are licensed by one of
the agencies with which you have an agreement.

In fact, there’s a service that provides radio stations
with drop-ins from TV, movies, even radio. But all of its
original sources are commercial recordings — cast
albums, best-of CDs, that kind of thing. But even if your
original source is a commercial recording, you can’t
legally use that type of material in a commercial. I've
never heard of a radio station being sued for improperly
using such drop-ins on a morning show, but stations and
ad agencies and production houses are regularly sued
for illegally incorporating copyrighted materials in
commercials.

THE ITYTH OF THE 'SEVEN-SECOND RULE'

Act II: The Production Room Heats Up

Manager: Ah, but you are forgetting one thing: the “seven-
second rule.”

those fees, we have the right to play BMI and
ASCAP songs as part of our programming. But
that does not give us the right to use the songs in
commercials.

Manager: That’s ridiculous! Unfair!

Producer: Really? If you turn on the TV and.see
a national ad campaign that uses a hit song, do you
assume the advertiser paid a substantial fee for the
rights to use that song?

Manager: Yes, I guess.

Producer: And do you think it's fair that the
advertiser couldn’t use that song in the commercial without
paying a lot of mioney to the copyright holder?

Manager: Sure, that's fair. But we're just talking about a
local sandwich shop, viot a national campaign.

Producer: Right. But if that same song is being used by
local sandwich shops all over the country — none of which
are paying licensing fees — how will the copyright holder be
able to charge a substantial fec to a national advertiser?
When any advertiser illegally appropriates a copyrighted
work, it diminishes the market value of the copyrighted
asset.

Account Executive: Well, what about the station promos
we run that feature clips from our playlist? Isn't that
advertising?

Producer: We're allowed to excerpt brief samples of
copyrighted works in order to advertise the sale or
performance of those works.

Account Executive: What about a commercial for a
concert?

Producer: Same thing. Even if you don’t pay BMI and
ASCAP fees, you can air a concert commercial that includes
audio snippets from performances by the concert act. But if
you don't pay BMI and ASCAP, you’ll get in trouble if you
celebrate the upcoming concert by playing an entire CD by
that act.

Manager: Then why do I hear TV drop-ins on every radio
morning show in town? I'm sure The Simpsons is
copyrighted, but I hear Homer's voice used as comedy “wild
tracks” and even in commercials.

Producer: lllegal. If your morning show tapes The

Account Executive: What's the seven-second-rule?
Manager: 1t's OK to use copyrighted material aslong
as you don’t use more than seven seconds of it.
Producer: There is no such thing as the seven-second
rule. Never has been.

Manager: But everyone knows about the seven-
second rule! -

Producer: Hey, in the 18th and much of the 19th
century everyone in America knew that if you ate the
poisonous “wolf peach” you'd die a quick yet painful
death.

Account Executive: What are wolf peaches?

Producer: Today we call them tomatoes.

Account Executive: But tomatoes aren’t poisonous today.
Producer: And they weren’t back then, either. By the way, did
you know that even though the tomato is a fruit, the U.S.
government calls it a vegetable for tax purposes?

Manager: Do we really need to know that?

Producer: OK, no. But my point is, even if “everyone” knows
about the seven-second rule, they're wrong. Unauthorized use of
a copyrighted work becones illegal when it exceeds the vaguely
defined areaof “fair use.” For commnercial purposes, it is not “fair
use” if the “heart” of the copyrighted work is used.

In fact, in the late 1940s a lawsuit was filed over a
single second of audio: Cartoon voice legend Mel Blanc
provided the voice of Woody Woodpecker in three
cartoons. But then Blanc signed an exclusive contract
with Warner Bros., and the producers had to find a new
voice for Woody, but they continued to use the
distinctive, five-note laugh that Blanc had created for the
character. And that laugh was used in a hit novelty
record, “The Woody Woodpecker Song.” Blanc sued and
lost, but only because he had not copyrighted the laugh
in the first place.

By the way, to use copyrighted, recorded music in a
commercial, you must obtain two licenses: one from
whoever owns the copyright to the song, usually the
writer, and the other from whoever owns the copyright to
the recording, usually the record company. That's why on
some national campaigns you'll hear a dassic oldie that
isn’t sung by whoever had the hit. In those cases the

advertiser got permission to use the song but not the
performance.

Just a few months ago | drove from one Ohio
seminar site to another, and 1 was shocked to hear a
local commercial on a Cincinnati radio station that
used the words “Mamma mia! Mamma mia” from
Queen’s classic “Bohemian Rhapsody.”

I forget what the sponsor was — maybe an Italian
restaurant. Maybe someone inside the radio station
came up with the idea, or maybe it emanated from the
client. But the radio station aired it. And this particular
radio station is owned by a large company with very,
very deep pockets, which is very relevant to this
question: “Who pays the piper when your radiostation
airs a commercial that violates someone’s copyright?”

Whoever has the money, starting with your radio
station and including any outside agency involved in
the creation or production of the commercial, but
probably not the client, unless the client actually
produced the offending commercial. “But the client
paid me to air that illegal commercial” is not much of a
defense against a copyright-infringement suit. If you
can demonstrate that you didn’t realize the music was
protected by copyright and, more importantly, that
you couldn’t have reasonably been expected to know,
maybe you'll just be slapped on the wrist.

But please note that the above paragraph does not
say you can use “I didn’t know it wasn’t OK to use
copyrighted music in commercials” as a defense. I the
music in question is some obscure piece that no one at
your station has ever heard of, and if the advertiser
assured you that the commercial rights had been
secured, maybe you’ve got a chance.

But if your defense is, “Gee, 1 didn’t realize that
"Yesterday’ is a copyrighted song,” your best hope is
that the court’s mercy is heightened by all the laughter
that will ensue from your “defense.”

WHAT TO SAY 70 THE CLIENT

So what happens when you tell a client that no, he

can’t put “American Pie” (Don McLean’s or Madon-
na’s or anyone else’s version) underneath the com-
mercial for Uncle Rudy’s Homemade Apple Pies?
Act III: The Meeting With the Client
Account Executive: We can’t do that; that's illegal.
Client: Butoneofthe other stations in town always does it for
us!
Account Executive: If that's true, then I'm disappointed to
hear that. | know a few stations are willing to violate federal
copyright laws. Some stations engage in double-billing —
that’s illegal too. Some stations don’t run all the commercials
their clients pay for. Some stations will do anything for
money, even if it's against the law. But not my station.

Ifsomeone at my station did what youre asking, they’d be
fired. And if my station allowed its account executives to
break the law to land a new account, I'd quit. Do you really
want to entrust the financial success of your business to a
radio station that will cheat and break the law and rip off the
workof others? Ifso, that's your choice to make. But we didn’t
achieve the level of success we have for ourselves and for our
clients by breaking the law.

This column is excerpted from The Dan O'Day Radio
Advertising Letter. For your free e-mail subscription, send
a reques} to danoday@danoday.com with “R&R ad
request” in the subject fine, or subscribe online at
www.danoday.com.
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STERN'S LUCKY HAND

Imagine betting $100,000 on a single hand of blackjack.
That's exactly what happened when Infinity syndicated
personality and “King of All Media” Howard Stern and
Alternative WXRK (K-Rock)/New York recently staged
aone-hand blackjack game at the Hard Rock Casino in
Las Vegas.

American Media & Special Promotions indemnified
the radio station for up to $200,000 in prize money. The
tension mounted as lucky Stern show listener Tracy
Whitehead called the hand. She was.dealt a 19 and the
dealer an 18, so she won $100,000!

Why did the station insure the bet for $200,000? Be-
cause in casino blackjack a player dealt certain pairs
has the option to “split” — that is, double his or her bet
and use the pair to start two new hands. AMSP would
have paid $200,000 if Whitehead had split and lost both
hands. With crazy radio stunts, you’ve got to be pre-
pared for anything!

Anticipating the results of a single hand of blackjack worth
$100,000, Jackie “The Jokeman” Martling, Howard Stern
and Robin Quivers broadcast live from the Hard Rock
Casino in Las Vegas.

RADIO GETS RESULTS

SUCCESS STORIES FROM THE RAB

¢ March 9-18 — South By Southwest Music, Fiim and
Interactive Conference & Festival. Austin; register
online at www.sxsw.com

¢ March 25 — 73rd Annual Academy Awards. Shrine
Auditorium, Los Angeles

* March 28-June 20 — Spring Arbitron

* March 30-April 4 — MOBE 2001: Advanced Mar-
keting and Technology Symposium. Sheraton Univer-
sal Hotel, Los Angeles; 773-651-8008

* April 21-26 — NAB 2001: Broadcast Engineering
Conference; Las Vegas. The Ninth NAB MuitiMedia
World: The Convergence Marketplace and the fifth
NAB Satellite & Tetecommunications Conference will
be heid in conjunction with NAB 2001.

* April 21-26 — Christian Music and Video Retailers
2001, held during Gospel Music Association Week.
Nashville Convention Center and Renaissance Nash-
ville Hotel, Nashville; 615-620-1000

¢ April 26 — The 32nd Annual Dove Awards/Gospel
Music Association. Grand Ole Opry House, Nashville;
615-539-7746

* April 26-28 — Adventures in Broadcasting: Pro-
motion Directors School. Weston Tabor Center,
Denver, 713-522-4273

* May 11-16 — National Association of Black Owned
Broadcasters’ 25th Annual Spring Broadcast Man-
agement Conference. Maho Beach Hotel & Casino,
St. Martin Island; 202-463-8970

* May 31 — American Womeri tin Radio & Television’s
26th Annual Gracie Allen Awards. Piaza Hotel, New
York; 703-506-3290

* June 6 — 2001 Radio-Mercury Awards Luncheon.
Waldort-Astoria Hotel, New York; 212-681-7212

MARK YOUR CALENDARS

important dates and events in the coming months.

® June 11 — Service to America Summit & Awards
Gala 2001, presented by the NAB Education Foun-
dation and Bonneville intemational Corporation.
Ronald Reagan Building and World Trade Center,
Wasbhington, DC; 202-775-?559

e June 13-16 — R&R Convention 2001. Century
Plaza Hotel, Los Angeles

¢ June 20-23 —- PROMAX & BDA 2001. MiamiBeach
Convention Center, Miami; 310-789-1518

¢ June 28-Sept. 19 — Summer Arbitron

s July 18-22 — The Conclave 2001. Minneapolis
Marriott City Center, Minneapolis; 952-927-4487

* July 24-26 — NAB Americas Radio and Television
Conference for Latin America. Ritz Carlton Resort,
Key Biscayne, Miami; 202-429-7423

* Aug. 9-11 — Talentmasters’ 13th Annual Morning
Show Boot Camp. Mandalay Bay Resort and Hotel,
Las Vegas; 770-926-7573

e Sept. 5-8 — 2001 NAB Radio Show. Ernest N.
Morial Convention Center, New Orleans; 800-342-
2460

* Sept. 20-Dec. 12 — Fall Arbitron

*Sept. 25-28 — National Association of Black
Owned Broadcasters’ 25th Annual Fall Broadcast
Management Conference. Monarch Hotet, Washing-
ton, DC; 202-463-8970

¢ Oct. 1-4 — NAB Satetlite Uplink Operators Training
Seminar. NAB Headquarters, Washington, DC; 202-
429-5300

* Nov. 11-13 — NAB European Radio Conference.
Sofitel Paris Bercy, Paris; contact Mark Rebhoiz at
202-429-3191

ZIPPING INTO HIGH PERFORMANCE

Are you hoping to reach highly educated, affluent and
professional and managerial consumers? Radio can deliver the
upscale customers you need. Each week radio reaches 98.9%
of adults who earn more than $50,000 per year and 98.1% of
adults in professional and managerial careers. Radio out-
performed print advertising in delivering qualified buyers to
Zipper BMW in Los Angeles, thanks to a creative campaign with
a consistently updated message.

Category: Auto Dealers — New Imports
Market: Southern California
Submitted by: Interep

Client: Zipper BMW

Situation: Selling BMWs is a classy way to make a living, but,
with more than 425 dealers in the United States, there’s a lot of
competition. Los Angeles leads the nation in BMW sales, and
Zipper BMW in Beverly Hills, CA, needed a campaign and a
medium that wouid reach potential buyers and separate its
message from the clutter. Zipper GM Hans Geisler had been
committed to print ads, but he decided to make the change to
radio.

Objective: To-brand the Zipper name in the minds of Southern
Californians and reach qualified BMW buyers.

Campaign: Geisler hired Richard Pearimutter of Radio Play
Productions to develop spots that revolved around the kidding
between Geisler and his sales manager. The spots have now
developeda cult following, says Geisler. In addition to its regular
spot schedule, Zipper sponsors Six 10-second traffic reports
every night on a major News/Talk station in Los Angeles,
changing the spots continually. Geister comments that special
weekend radio “blitzes” cost only $2,500, and, he says, they
“bring Zipper a lot more recognition than the equivalent in the
Los Angeles Times.”

Results: Geister knows that radio is working for Zipper, and he
says that the dealership can attribute about 11% of its sales to
radio. The typical BMW buyer is a male between 30 and 60, but
Geisler says that he is reaching and selling to more women by
running ads on a variety of radio formats. Zipper's profits are
up, and the dealership’s staff has grown by 50%. “Wherever |
go,” says Geisler, “people say, ‘I heard you on the radio." Very
seldom do they say, 'l read your ad in the Los Angeles Times.”™

———RAB T0OLBOX——

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 HeipLine
at 800-232-3131, or log on to www.rab.com.

INSTANT BACKGROUND — AUTO SALES

European luxury auto modeis appealing to younger buyers have
the highest share of buyers who shop ontine. A mid-1999 survey by
JD Power & Associates found that 22% of men and 28% of women
have time only on weekends to shop for new vehicles. (JD Power
& Associates, 1999)

A 2000 study by Dohring Co. identified the most frequently
mentioned disadvantages of purchasing a car through the Intemet:
unable to see the vehicle, 58%; unable to take a test drive, 16%;
wouidn’t know where to take it for service, 6%; no customer-
service followup, 6%. (Dohring Co., 2000)
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NEWS & VIEWS

When Success Isn’t Success:

Turning Listeners Away

When is streaming
success not success?
Ron Cutler of Ron
Diamond.com(www.
rondiamond.com) is an
independent webcaster
whose station is becoming an
example of one of the
business world’s crueiest
ironies: it's a victim of its own
success.

By Paul Maloney

RAIN: Radio And Internet
Newsletter
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“Something has to give.
WALOWEYT There has to be a light at the end
of the tunnel,” says Cutier, whose alter ego, Ron
Diamond, is the site’s sole air personality. The
difficutty Cutler faces is finding a way to.provide
360,000 hours of streaming each month to 425,000

unique listeners — December 2000 numbers that, he
says, came straight from his streaming provider. He
adds, “The audience is obviously there, but the
going's pretty tough.”

Cutler started Ron Diamond.com early in 2000 as
an outlet for his creativity after he sold his Cutier
Productions company — and as a memorial to his
son Seth, who passed away in November of 1995.
Instead of a real-time stream or a group of channels,
Ron Diamond.com features a menu of 30-to-45-
minute gold-based radio shows that cover the music
of specific time periods, genres or artists. Cutler hosts
all the shows in the guise of Ron “The Cool Jewel”
Diamond.

A Labor Of Love

The site started out, says Cutler, as a labor of love
without a real business plan, and he hadn't planned to
devote a lot of resources to it. He finances the project
himself, sharing duties with just one other employee,
Creative Director Don Goldberg, about whom Cutler
says, “He's invaluable. He has a tremendous amount
of technical knowledge and creative skills too.”

How did the site become so popular? “We don't
spend any money on promotion or ads,” Cutier says.

RAIN: Radio And Internet Newsletter
Publisher and Editor Kurt Hanson is
a well-known researcher and consult-
ant who also serves as Chairman of
Strategic Media Research, the firm he
founded in 1980. RAIN is avaiiable
daily at www.kurthanson.com.

“Windows Media reviewed the site, and we got into the
Windows Media Guide, and that’s basically been it.”
After that review, however, he says the response and
site traffic were overwhelming: “It completely blew me
away. | never thought in my wildest dreams we’d pull
these audience sizes.” During December 2000 Ron
Diamond.com streamed almost 2 million shows.

On Dec. 8, the 20th anniversary of the death of John
Lennon, Ron Diamond.com posted a show calied A
Tribute to John Lennon, which was promoted only by
a mention in the Windows Media Guide. Early the next
morning Gutier received a very distressed call from his
streaming provider. “They said | was going to put them
out of business,” he recalls. “Whermy provider was
one of the three that handied the Madonna webcast [of
a Nov. 28 concert from London], it peaked at around
3,500 simultaneous streams. On Dec. 8 Ron
Diamond.com hit more than 7,000!"

The Popularity Problem

And so the problems began. Cutler says, “The
provider wanted to change our bandwidth agreement. |
faced a 500% increase in bandwidth and hosting
costs.” He had to do something that would ordinarily

be unthinkable in business: discourage customers
from coming. “We didn’t produce any new shows for
January or February,” he says. “We asked Windows
Media Guide not to feature us.”

One of the obstacles to generating revenue that
could heip pay streaming costs has been Cutler's
inability thus far to get Ron Diamond.com rated. “If we
had been in MeasureCast or the Arbitron Internet
Ratings, we'd have been No. 1, or at least up there, in
December,” he avers, But, he says, his streaming
provider hasn't been able to come to an agreement
with MeasureCast and has privacy concerns about
dealing with Arbitron.

But an even bigger problem, according to Cutler, is
that e-businesses are undervalued right now. He
explains, “The whole image of the web in advertisers’
and investors’ eyes is pretty poor. A little over a year
ago people were irrational in spending. Now we have
an extremely negative state, and people are being
irrational in the opposite way.” Cutler agrees with those

Continued on Page 16
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The Golden Aue Lives At
Glassic Stars Radio

The Intemet is usually considered the roadway that will
carry us into the future, but lately I've been enjoying the
ride with the car in reverse. It's now possible to exper-
ience the radio of the past as it truly was — without a trip .
to a broadcast museum or library — at Classic Stars
Radio Online at www.titanicstreams.com.

The first thing you need to know is that you can't
access the stream from the site. Classic Stars Radio is

(LASSIC STARS RADIO

channel V-8 on the iM Networks tuner, and it can be
accessed only from there. But you can download the iM
tuning software from the CSRO site and access
everything on iM’s network without purchasing the iM
Tuner appliance. I'm not sure why there is no way to hear
the programs directly from the site; perhaps it has
something to do with financing the stream. Nonetheless,
I'm sure that more than one visitor has left the site
disappointed without having understood how to listen —
and those listeners have missed a treat.

Boy, has radio changed over the course of 75 years. In
this age of cable and satellite television, the Internet and
digital music and video, it takes some effort to imagine a
time when broadcast radio was the predominant source
of entertainment and information for the United States —
and most of the world. With radio holding such an
important place in society, its programming had to be
much deeper and more engrossing than that of the
“passive” medium that radio is usually considered to be
today.

Listen to some of the dramas or news updates on
CSRO, and think about what went into that programming.
Hear music that was often composed specifically for the
show it aired on. Hear originat stories performed by first-
rate actors — backed by musicians who were live in the
studio. Hear real reporters who have gone out and done
their own legwork on breaking news. i

CSRO's programming is served up as a scheduled mix
of shows. Yeu can tune in at regular times for, among
many other programs, Fibber McGee and Molly, The
Great Gildersleeve, Inner Sanctum and The Fred Allen
Show, and, from time to time, the station features such
specials as Jack Benny Presents the Best of Olde Tyme
Radio. To add to the experience, old commercials and

Continued on Page 16
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Is Napster Cutting Into GD Sales?

i Maybe. But is it as bad as the RIAA contends?

According to sales figures recently released by the RIAA
(R&R 3/2), shipments of CD singies feil by 39% last year.
Recording-industry officials, including RIAA President
Hifary Rosen, said that those figures prove that Napster has
cut into the labels’ business. But the numbers don’t appear
to support that contention — or at least not without some
qualification.

According to the RIAA’s figures, sales of CD singles did
indeed drop, from 55.9 million in 1999 to 34.2 million last
year, for a loss of 38.8%. Due to price hikes, revenue
dropped a bit less, 36%. But the fact is that CD singles
account for not quite 1% of the RIAA's profits. (They
accounted for about 1.5% in '99.) So it might be more
accurate to say that the record industry lost 36% of 1% of
its profits.

That doesn’t mean that the labels don’t have a legitimate
beef. Napster use is clearly very closely analogous to
purchasing a CD single. If Napster use is replacing any
record purchases, CD singles seem most likely to be
affected. But, according to the RIAA’s numbers, sales of CD
singles have been dropping since 1997 — long before
Napster was around to have an effect. And, of course,
different formats for recorded music have come and gone
in the past without the help of file-sharing. Eight-track tapes
went away simply because cassettes are better.

What About Full-Lengths?

Ful-length CD sales, the bread and butter of the
recording industry, were up in 2000 by 0.4% in units, to
942.5 milfion from 938.9 million. Dollars were up as well,
by 3.1%, mostly due to an increase in the average CD price
from $13.65 to $14.02. The full-length CD format rep-
resents the vast majority of the RIAA’s revenues: In 2000
album-length CD sales accounted for 92.26% of total
industry revenue, up from about 87.88% in 1999,

Right now Napster doesn’t seem to be affecting sales of
full-length CDs. Why not? It's quite possible that Napster
users aren't empioying downloads to replace purchases of

full-lengths. First, to get the equivalent of a full-length CD,

a user would have to hunt down 15 or more files that may
have been uploaded by a number of different users and
could vary widely in quality. In addition, Napster fans often
justify their use of the service by complaining that most full-
lengths have just one or two good songs. It's possible that

many users don't even want entire albums and that, if they
aren't able to downioad just one or two songs, they'll
simply do without.

Where Are The Losses?

A case could be made that the real losses for the
recording industry last year came in categories that
Napster doesn't directly affect: cassettes, vinyl and music
videos. The combined drop in sales in those media was
reported by the RIAA as $579.5 million. The digital
formats, including CDs, that can be traded on Napster
actually showed a revenue increase of north of $318
million.

Of course, it's not necessarily safe to say that the sales
of nondigital media are absolutely unaffected. A potentiat
music buyer who would prefer to purchase a cassette or
vinyl may, if the music is free, settle for a download.
Moreover, while Napster doesn’t directly substitute for the
purchase of nondigital music, it may be taking up users’
time that would otherwise be spent on that and other
entertainment options.

Peaceful Co-Existence?

Yes, the sales of CD singles are down significantly.
And, yes, at jeast some of that may be attributable to
Napster. But the recording industry is certainly not on the
verge of collapse, and to say, as the RIAA's website does,
that the music market has been “dragged down by a
significant decline in singles shipments” seems like
something of an exaggeration.

Is it possible that the present situation — growing
sales of full-length CDs and increased Napster use — may
be a sign that Napster and the iabels can co-gxist? I'm
certainly not tryirig to credit Napster with spurring record
sales. It's just that the picture the numbers paint shows
that peer-to-peer file trading may not be ruinous to the
record industry. The numbers may, in fact, be an
indication that the RIAA should embrace file-sharing
technology rather than trying to stamp it out.

L —Paul Maloney
| Trﬁa opinions expressed in this column are not necessarily
those of R&R. Writers contributing editorials to R&R are

“solely responsible for their content.

Ron Diamond
Continued from Page 15

who believe that the web-audio industry will eventually
develop a working, profitable business model. But the
challenge, of course, is surviving the wait.

Unique Identity, Passionate Fans

Cutler credits his site’s ongoing but problematic
popularity to his own programming experience and
understanding of what people want from radio. He
notes, “The shows are unique and compelling. Most
other web-audio sites out there go for personalization.
The user picks the music and does all the work; there’s
no unique identity.” He says that Ron Diamond.com'is
instead based on personality; host Ron Diamond is a
companion for listeners, helping them become

invotved in the music and programming.

Cutler observes, “We've received 25,000 e-mails in
the last year. People have very emotional, personal
and passionate connections to the music and to the
site.” He says that the fierce devotion of the listeners

‘Is the biggest reason he wants Ron Diamond.com to

live on — but he makes no bones about the fact that
he'd like to see it backed by an interest more capable
of making money from the project and handling the
consequences of success.

“I'm really surprised that we haven't been
approached by the big players. | have to believe it's
because they aren’t aware of us,” Cutier says. “People
will eventually understand the differences between
terrestrial and web radio, and that will speed up the
curve of becoming profitable. We're meeting our
visitors' needs.”
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Contiqued from Page 15
newscasts play between the featured programs.

The website itself offers a bit of background on most
of the shows. Visitors can click on links to find out more
about The Shadow, My Favorite Husband, Amos and
Andy and the truly scary Lights Out. There's a daily
vintage Superman comic strip (as historical ambiance, |
guess), a chat function, a guest book and even a black-
and-white webcam. The entire project seems to be the
hobby of one or two people, as evidenced by the
unsophisticated site design and the webcam, which
shows what looks like someone’s living room.

In March : Ms, Myma Loy
Thursday Night st 9:-00pm EST.

The Musicbox Theater here in Chicago recently
featured the 1934 William Powell-Myrna Loy classic The
Thin Man as a Saturday matinee. On CSRO | was able to
enjoy it again; Miss Loy is the featured star for March on
the Relive the Legends show, which will be airing the
radio versions of the Thin Man mystery series through-
out the month.

original radic broadcases ¢

lmg Sanetum

s

e Jou|

Classic Stars Radio Onfine is an excellent resource for
radio fans who want to relive — or discover — the radio
of an earlier time. There is a wealth of different shows,
enhanced by the in-period commercials and newscasts.
All together, it creates an exciting and interesting
window on our industry’s and this country’s past.

With such terrific content already in piace, some work
on the nonradio elements of the project could really
make it shine. Some professional design work would be
a good starting point, and it would be particularly nice to
see more photographs of the stars on the shows’
background pages. And, of course, the ability to access
the stream directly from the site would be a useful
addition.

Having a spot on the iM Tuner is great, but taking fuller
advantage of the material's potential and improving the
experience of visiting the site could help CSRO buitd an
even bigger audience.

—Paul Maioney
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D I G I I " Hot new music-related World Wide Web sites, cool ]
cyberchats and other points of interest along the '
. - information superhighway.
Live365.com Names Sales e e
Management Execs " ‘o Net Chats F
©
Internet broadcaster Live365.com has named m ‘m * Onetime Kid Rock DJ Uncle Kracker now has a hitof
Terrence Higham Director/Advertising Sales, g . his own with “Follow Me.” Talk to him about life as a solo
Ron Denman VP/New Business Sales and PPT antistMonday (3/12) at 6pm ET, 3pm PT (chat.yahoo.com).
Garrett Jamison Direct;r/New Business « Join the “After Party™: It's a video chat with ultrasmooth
Sales. Higham joins from SurferNETWORK R&B duo Koffee B Monda
- 2 rown, y (3/12) at 8pm ET, 5pm
s ; where he was National Sales Manager. NBG Launches Bigg Snoop Dogg Radio Site P (chat.yahoo.com).
x Denman has spent the-last four years as N ok 'Q Sl'r;\ d'D o . ah e A
S Exec. VP at Spot Magic, and Jamison was NBG R'adlo Network 'has Iauncr\ed a‘websne at ike, U, Slim an: arf)na upto112,andtheAtanta- |
S ; most recently Director/Business Develop- u(ww.blgsrfoopdoggradlo.com for. its n-a.tponally syn- based foursome are available to chat Thursday (3/15)at |
S ment for OnAir Streaming Networks. dicated Big Snoop Dogg Radio. Y:snors to the 8pm ET, 5pm PT (www.twec.com).
= website can request songs, e-mail host Snoop |
s i Dogg, chat with other fans and purchase music and On The Web
Custom-CD Service Imix Shuts Down S ’  Adult Ajternative darling Jonatha Brooke talks about
he CD, Steady Pull, in a video intervi d perfor-
: Custom-CD service imix.com has ceased i m;r:::h i (;‘:5)3'6'" ;Tm'n::'ew € ::: °_r
| operations, and the company is for sale, urscay BN, B T (e Faliiss,
according to the single page of the www. com).
imix.com website still accessible. Among the l * DreamWorks country cuties Rascal Flatts hit the
: company's investors were AMFM, BMG, House of Blues in a video performance Sunday (3/11) at
5 Sony Music and Muse. The Stamford, CT- . 9pm ET, 6pm PT (www.hob.com).
! based company had licensed more than !
200,000 songs from more than 250 record
companies for customers to use to create
customized music CDs and had planned to
launch a similar DVD service as well. i
R o R DTl D o R STV 2% W i
Gan Legal File-Sharing Work? .
- ) ]
Twa athers issk s intre z Is it possible for a file-sharing service to be both legal and profitable? |
e S . How many people would use a label-approved (and, presumably, fee- ; .
bgised ion of Napster? We'd like to h thouohts on this and * The Silos (above) play their hooky, no-frills folk pop
ased) version of Napster? We'd like to hear your thoughts on this an Sunday (3/11) at6pm ET. 3pmPT (i T —
on the latest Napster court developments (see story, Page 1). Read
RAIN: Radio And Internet Newsletter and give us your feedback at —Brida Connolly
e T www.kurthanson.com. ) ) ]

OUR SUGGESTED WEB STRATEGY:
TN Get ‘em There. Keep ‘em There. Cash 1In.

teractivePools

Non-Traditional Revenue ® Promotions ® Contests LI oY
) Power 106-Los Angeles

The Best March Madness Promotion on the Planet ESPN Radio-Chicago
Baby Pools e “Survivor” Games e Holiday Trivia Games Q102-Philadelphia
Academy Award Games ® Prom-Season School Spirit Contests KDWB-Minneapolis
NASCAR Season Pool ® Custom Games WTAM-Cleveland

Contact: Hank Margolis * hank@interactivepools.com ¢ 973-439-9800 X1:l4 e www.ipooisb2b.com

www americanradiohistorv com
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Note To The
Labels: Take
The Money

At the end of the mov-
ie Arthur, Arthur makes
Linda and Bitterman wait
by his Bentley while he
discusses whether or not
1o take $700 million from
his grandmother. “1’ve al-
ways had money, and I've
never been happy,” he
muses. We're all relieved
when he actually takes
the money.

My advice to the record labels regarding the
Napster offer: Take the money. I mean. you're not
stupid, right? Just drop the lawsuit and take the
moncy.

Do the math. Fifty million people on Napster,
according to the company. 1 know that’s more
than some estimate use the Intemnet all told, but
who cares? Just follow me for a second. Fifty mil-
lion, while Napster's holding the back door of the
record store open. Once it starts charging admis-
sion, the number will probably drop to one-tenth
of that, or S million people. At $5 a month for
all you can cat. that’s $25 million a month. Year-
ly. $300 million. Nice business for Napster, and
it’l] be able to pay its bill to you. the labels.

And, hey. remember: $50 million each year is
camarked for independents. Did 1 mention that
Lawrence Records is now open for business?

But now let’s be real and use third-party num-
bers, not something Napster made up. Media
Metrix, the service we use to-track traffic for our
‘Net Mussic Countdown reporters, says that Nap-
ster had 9 million unique visitors in January.
That’s the cume. So let’s say that once Napster
starts asking for real names and credit card num-
bers that drops to 900,000 visitors. That's less
than $5 million a month and not nearly enough
to pay you your nut. Ooops.

Get the lawyers involved before you say yes.
Look at 1t this way: Napster is offering you what
is essentially a mongage on the company. Don't
just say yes. say yes with a security interest in the
company so you get to call in the note if it fails
to make a payment.

You'll own Napsier within a year.

Now let’s be really
honest: Maybe Napster
can generate enough J
customers 10 pay that [rpEerEmpEem——"
nut. $30 million apiece e
for the major labels is, in my estimation, as fair
an assessment as any other of the real cannibal-
izing of CD sales. On what do 1 base this? On
how difficult acquiring MP3 music still is. On
how many people realty know what an MP3
player is. how to rip. what a bitrate is and what
joint stereo means. You're not talking about most
users. Not even close.

Don’t fool yoursclves and pass up an oppor-
tunity for some real cash. You can always rene-
gotiate if the landscape changes.

David l.am:e

Questions? Comments? david@nennusiccount
down.com, or post to the Intemet folder on the
www.rronline.com message board.

| David Lawrence is heard on WGN/Chicago; is the
host of Online Today and Onfine Tonight. syn-
dicated high-tech/pop culture radio talk shows
from Dame-Galiagher; and is the host of the ‘et
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.
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ere’s the real hypocrisy to the SDMI-like security overlay on MP3

tiles that Napster is proposing: It's misguided. The labels insist on
sending out CDs. Those CDs can be thought of as a platter from a
hard drive, filled with data. Unencrypted, raw, accessible data. The
very same thing that Napster users are starting with.

There are a couple of reasons the labels should think long and

NOTE TO NAPSTER: |
DON'T MESS WITH MP3 FILES

hardware and software spit out the sound. Not good. Second, it's a
sure target for hackers. Hearing that there is encryption on the horizon
for MP3 files is music to hackers' ears. Add the words “impossible to
break,” and it becomes a Ssymphony — the ultimate challenge.
Third, encryption is expensive. How much money has everybody
already spent on SDMI, with nothing to show for it and lots of examples

hard betore leaping into the chasm of encryption. Number one, users of its defeat? Once defeated, it has to be fixed. And all for what? To
hate it. Even when it's supposedly invisible, there's always some sort tick off users? No. Don't do it. Peopie will pay for convenience. Just
of lag between the time a user pushes the play button and the time the ask them to pay a little bit for MP3 files. They will.
— David Lawrence

LW TW ARTISTCO/Title LW TW ARTISTCOfitle

1 1 JENNIFERLOPEZJ. Lo/ “Cost” 1 1 SHABGY HotShot/“Wasn't"

3 2 LENNYKRAVITZ GreatestHits/ "Again” 2 2 NULLSCOTT Who /s Jill Scott?/ “Walk™

2 3 SHAGGY HotShot/ “Angel” 10 3 JOE My Name is Joe/ “Stutter”

5 4 MADONNA Music/ “Tell” 4 4 ERYKAHBADU Mama's Gun/ “Know”

4 5 DREAM /t Was Al A Dreanv “Loves” 4 5 JARULE Aule 3:36/Put”

6 6 DIDO NoAngel/“Thankyou™ T 6 MUSIO Nutty Professor 2 Soundtrack/ “Love,” “Friends”

9 7 U2 A That You Can't Leave Behind/ “Beautiful” 12 7 AVANT My Thoughts/“First”

8 8 K-CI&JOJOX/“Crazy” 9 8 DAVEHOLLISTER Chicago 85: The Movie/ “Woman”

11§ PINK Can't Take Me Home/ “Sick” 8 9 CARLTHOMAS Emotional/ “Emotional”

10 10 CREED Human Clay/“Arms” 11 10 R.KELLY TP-2.com/ “Wish”

7 11 MATCHBOX TWENTY Mad Season/ “Gone™ 13 11 MYSTIKAL Let's Get Ready/ “Danger”

13 12 DAVID GRAY White Ladder/ “Babylon” 6 12 OUTKAST Stankonia/~Jackson”

20 13 THECORRS /n Biue/ “Breathiess” 19 13 JAHEIM Ghetto Love/*Could”

14 14 BACKSTREET BOYS Black & Blue/ “Call" 15 14 TAMIA A Nu Day/“Stranger”

16 15 DESTINY'S CHILD Charlie’s Angels Soundtrack/“Women™ 16 15 JAY-Z The Dynasty: Roc La Familia 2000/ “Love”

17 16 MOBY Play/“Southside” 17 16 JAGGED EOGE JE Heartbreak/“Promise”

— 17 CRAZY TOWN Gift Of Game/ “Butterfly” 18 17 112 Room 112/“Over”

12 18 O-TOWN O-Town/ “Liquid® — 18 JESSEPOWELL /fi/*If"

- 19 LIFEHOUSE No Name Face/ “Hanging”
15 20 MYA Fear Of Flying/ “Ex"

Country

LW TW ARTISTCO/Title

2 1 LEEANN WOMACK / Hope You Dance/ “Ashes”
1 2 OIXIECHICKS Fly/*Fall,” “Without"

6 3 JAMIEO'NEAL Shiver/“Arizona”

10 4 DIAMONO RIO One More Day/ “Day”

4 5 KEITHURBAN Keith Urban/ “Grace™

7 6 TOBYKEITH How Do You Like Me Now/ “Kiss™
3 7 FAITHHILL Breather “Wings™

8 8 RASCALFLATTS Rascal Flatts/ “Everyday”

15 9 JESSICAANOREWS Who!Am/“Who™

9 10 JOOEEMESSINA Burr/“Bum™

14 11 ALABAMA When It All Goes South/“South”

11 12 OARRYL WORLEY Hard Rain Don't Last/“Rur”
5 13 TIMMCGRAW Piace In The Sun/“Thirty”

13 14 GARTHBROOKS NoFences/“Horses™

18 15 TRAVIS TRITT Down The Road | Go/ “Great™

— 16 SARA EVANS Bom To Fly/“Ask.” “Bomn”

16 17 ANOY GRIGGS You Won't Ever Be Lonely/ “Made"
12 18 LONESTAR Lonely Grill/ “Tell"

20 19 WARREN BROTHERS King Of Nothing/ “Move”
-2 CAROLYN DAWN JOHNSON Georgla/ “Georgia’

Hot AC

LW TW ARTIST COitle

2 1 0100 NoAngel/ “Thankyou"

1 2 LENNYKRAVITZ Greatest Hits/ “Again™
~ 4 3 U2 Al That You Can't Leave Behind/ “Beautiful”
§ 5 4 OAVIOGRAY White Ladder/ "Babylon™
~ 7 5 THECORRS /nBlue/ “Breathless”
§ 3 6 CREED Human Clay/ "Arms”
™~ 8 7 MADONNA Music/“Tell"
§ 6 8 MATCHBOX TWENTY Mad Season/“Gone"
§ 11 9 FAITHHILL Breathe/Love"
NN 13 10 BARENAKED LADIES Maroon/ “Pinch”
§ 9 11 EVANANDJARON Evan And Jaron/ “Crazy”
~ 15 12 OAVEMATTHEWS BAND Everyday/ “Did”
N 14 13 MOBY Pay/“Southside"
§ 10, 14 3DOORS DOWN Better Life/ “Kryptonite”
§ 12 15 NELLYFURTADO Whoa Nelly!/*Bird"

20 16 LEE ANN WOMACK / Hope You Dance/ “Dance”
17 17 'NSYNC No Strings Attached’ "Promise”

— 18 FUEL Something Like Human/“Hemorrhage”

— 19 VERTICAL HORIZON Everything You Want/“Best”
. AEROSMITH Just Push Play/ “ Jaded”

JiiiiiiiiiiniIn,

-— 19 KOFFEE BROWN Mars/Venus/ “Party”
SNOOP DOGG 7ha Last Meal/ "Snoop

NAC/Smooth Jazz

Lw TW ARTISTCOTitle
1 1 SADE Lovers Rock/"Side”

14 JEFF GOLUB Dangerous Curves/*Drop*
10 FOURPLAY Yes, Please/ “Double”
3 BONEY JAMES & RICK BRAUN Shake /t Up/“RS.V.P.

WALTER BEASLEY Won't You Let Me Love You/ “Comin™
YULARA Future Tribe/ “Flyin"™

DAVE KOZ The Dance/“Love”

GEORGE BENSON Absolute Bensor/ “Medicine”
9 JEFF KASHIWA Another Door Opens/ “Hyde™
10 CHIELI MINUCC) Sweet On Youw/ "Sunday”

11 DAVIO BENOIT Professional Dreamer/ “Miles™
RIPPINGTONS Life In The Tropics/“Caribbean”
13 NORMAN BROWN Celebration/ “Paradise”

14 RICK BRAUN Kisses In The Rain/“Rain”

15 CRAIG CHAQUICO Pancrama/ “Cate”

16 BRIAN BROMBERG Relentless/ “Relentless™

17 CHUCKLOEB Lister/“Blue”

18  BONA FIOE Royal Function/ “Hip”
RICHAROELLIOT Chill Factor/ “Who?”
WALTER BEASLEY for Your Pleasure/ “Nice”

Altemative

ARTIST COTitle

COLDPLAY Parachutes/Yellow™

MOBY Play/ “Southside”

U2 Al That You Can't Leave Behind/ “Walk
LIFEHOUSE No Name Face/ “Hanging™

OAVE MATTHEWS BAND Everyday/ “Did"
LENNY KRAVITZ Greatest Hits/"Again®

LINKIN PARK Hybrid Theory/ “Step™

CRAZY TOWN The Glft Of The Game/ “Buttertly”
INCUBUS Make Yourself/ “Drive”

10 FUEL Something Like Human/“Innocent”

11 RAOIOHEAD Kid A/ “Optimistic”

11 12 DAVID GRAY White Ladder/ “Babylon®

13 13 AARONLEWIS & FRED DURST Family Valyes Tour 1999/ “Outside”
15 14 LIMPBIZKIT Chocolate Starfish.../ “Rollin™

14 15 GREEN DAY Warning/ “Waring™

17 16 3 DOORS DOWN BetterLife/ “Duck”

16 17 RAGEAGAINST THE MACHINE Renegades/ “Funk”
20 18 STRAITUP Strait Up/“Angel's™

18 19 OFFSPRING Conspiracy Of One/“Want”

— 20 GODSMACK Awake/ “Awake”™
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bywebtraffic montor MediaMetroc. Charts are ranked with 3 50/S0 methodology of sales 6ata

£-charts are based on vieekly gs of CO sa\ps. d and streams of artists oniine compiled and tabulated directly from the logfiles of reporting websites. Reporters include Amazon.com,
Artist Direct.com. BarnesandNoble.com, CONow.com, ChoiceRadio.com, City Internet Racho. DMX Music, KIIStmu.com, Lycos Radio, MSN-Chat. Music Choice. Musicpies. MusicMatch. NetRadio.com,
NYLiveRadio.com, Radiowave.com, Radio Free Cash com, Radio Free Virgin. Rotiing Stone.com, Spinner.com. ThaEverstmmNenvovk UBL com and XTRAL com. Data s weighted based ontraffic reports

datafor formats. ©2001 R&RInc. ©2001 Oline Today, Net Music Countdown
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Radio Disney Bows
On KIID/Sacramento

The Radio Disney children’s for-
mat entered its SOth market on
March 2. as ABC Radio officially
flipped the switch on its newly ac-
quired KRAK/Sacramento and
changed the AM station’s calls to
KIID. Joey Sommers, who has
served as Station Manager for fel-
low Radio Disney O&0 KMKY/
San Francisco-Oakland. adds simi-
lar duties at KIID.

“KIID will be a strong addition
to the stations that feature Radio
Disney.” said ABC Radio President
John Hare. “Radio Disney now
broadcasts in 18 of the top 20
DMAs. with 54% national cover-

e
. KIID/See Page 20

Isaacs Rises To GSM
At KRBE/MHouston

Susquehanna has promoted
Kevin Isaacs to GSM at KRBE/
Houston. He was most recently
Sales Manager for the company's
WFMS & WGRL/Indianapolis,
where he spent six years.

Isaacs began at WFMS &
WGRL as an AE. was promoted 10
Direct Marketing Sales Manager
and then to Sales Manager. Prior to
joining Susquehanna he spent three
years as Marketing PD for Ameri-
can Collegiate Marketing in Lan-
sing. ML

For The Record

Universal/Motown Records Group
Sr. Director/National Crossover Pro-
motion Gary Marella's previous
positions were misidentified in last
week's issue (R&R 3/2). Marella
was most recently Sr. National Di-
rector/Promotion at Priority Re-
cords. The posts at MCA Records,
Red Ant Records and KDWB and
KEGE in Minneapolis were held by
his brother, MCA national promotion
executive Greg Marelia.

D I I R R I I
1

Hollywood Records
has tapped Rob Souriall
as Exec. DirectorMarket-
ing. Based in Los Ange-
fes and reporting to Sr.
VP/Sales & Marketing
Daniel Savage, Sourialt
will be responsible for
identitying and creating
corporate partnerships
and sponsorships for the
label's artists and explor-
ing synergy opportunities
within the Walit Disney
Co''s other entertainment assets.

“Rob’s impact has been imme-
diate and profound, already landing
major promotions for our artists
with such powerful and prestigious
companies as Kodak, Pillsbury and
Givenchy,” Savage said. “With his

| Souriall Now Hollywood Exec. Dir./Mktg.

Souriall

experience and marketing
savvy, he Is an extremely
valuable player in all of our
efforts.”

Souriall joined Holtywood
in 1998 as National Direc-
tor/Promotion. Before that
he was VP/Marketing at the
Marketing Mix in Beverly
Hilis, where he created na-
tional radio promotional
campaigns for such com-
panies such as VH1, TNT,
TBS, Cartoon Network,
ESPN, Disney Channel, FX Network
and others. From 1993-95 he was
Manager/Nationai Promotion at the
Dresbach Company in Los Angeles.
He began his music-industry career
in 1990 as a member of the Howard
Rosen Promotion staff.

—_—

o

' CC/Mono

Paul Wilson has been appointed
| Director/Programming for Clear
| Channel’s Honolulu cluster. which

includes Business KHBZ. Talk
KHVH. CHR/Rhythmic KIKI-
FM (1-94). AC combo KSSK-AM
& FM. Hawaiian/Reggae KDNN
(Island Rhythm 98.5) and Hot AC
KUCD (Star 101.9). He will also
| directly oversee KSSK-AM & FM
as their PD. Wilson previously
| served as PD of Trumper Commu-
| nications” KOSY/Salt Lake City
| and will officially assume his new

A (T e n
I I " w.l n.
ulu Names Wilson Dir./Prog.

FeEE—

duties in Oahu on March 12.

“Paul has 28 ycars of radio expe- |

rience. 16 as a programmer.” Clear
Channel/Honolulu Market Manager
Chuck Cotton told R&R. “He has
managed station operations with
multiple properties and has exten-
sive experience in AC radio.”

Wilson has also served as PD of
Pacific Northwest Broadcasting's
Country KQFC/Boise, ID. He suc-
ceeds Jeff Silvers. who departed for
PD duties at WPCH/Atlanta in No-
vember (R&R 11/17/00).

! Meacham Moves Up To Eagle Mktg. Pres.

RJ Meacham has been elevated to President of Eagle Marketing Ser-

vices. He was previously VP/Operations.

Meacham takes over for his father, Paul Meacham. who retains the title

of Chairman. Eagle Marketing Services works with radio and TV stations
to develop direct-mail, telemarketing and e-marketing campaigns.

*“For 20 years we have set the standard for companies like ours by al-
ways giving our clients the best service, creative, targeting and technol-
ogy available.” Paul Meacham said. “RJ brings the energy, taient and pas-
sion to the 1able that Eagle needs to continue this tradition and stay at the

I forefront of the ever-changing’industry.”

UPDATE

Emmis/Indy Elevates Chapman Yo Dir./FM Sales

mmis has realigned the top sales-management tier at its Indianapolis

FMs. As a result, J Chapman has been named Director/FM Sales for
WENS, WNOU & WYXB. Chapman formerly served as GSM for WTLC-
AM & FM, which were sold to Radio One, and now takes on additional
responsibilities as LSM for 'NOU.
-+ Chapman is a 13-year Emmis vet and replaces Donna Dwyer-Pitz,
who will now serve as GSM for the company's FMs in the market. In par-
ticular, Dwyer-Pitz will focus her attention on sales at WENS.

“I am really excited to be in the position of overseeing the FM stations,”
Chapman said. “We have a strong base of account executives and the
enthusiasm to make Indianapolis radio spectacular.”

In additional moves at Emmis/indianapolis, WENS & WNOU LSM Mary
Young and WENS Promotions Director Kim Moore add WYXB to their
respective duties.

" Graham Goes To Entercom/Sacto As Dir./Sales

ichael Graham has been appointed Director/Sales for Entercom’s

Sacramento cluster: Adult Standards KCTC, CHR/Pop KDND, Ac-
tive Rock KRXQ, Classic Rock KSEG and NAC/Smooth Jazz KSSJ. He
comes from Clear Channel's six stations in Charieston, SC, where he held
a simitar post.

“Michael has produced substantial results in every position he has held,”
EnterconvSacramento VP/Market Manager John Geary said. “He is a posi-
tive, energetic leader who understands that sales success is all about cre-
ating marketing solutions for our advertisers. | know he will have a pro-
nounced effect on the continued growth of our cluster’s revenue shares”

Before coming to Clear ChannelCharleston, Graham spent much of his
career in Cleveland. He began as an AE at WERE in 1986, then moved to
co-owned WNCX. He became WNCX's GSM in 1990 and was elevated to
GSM for WERE, WENZ & WNCX when the trio was acquired by Clear
Channeil in 1994.

Comedy World Teams With Jones Media Networks

omedy World Radio Network, which produces and syndicates a Talk

radio format featuring comedians and entertainment personalities, has
partnered with Jones Media Networks companies Jones Radio Networks
and Jones MediaAmerica for station-affiliation and advertising-sales ser-
vices. At the same time, Comedy World has named former Univision and
Comedy Central executive Jamie Welssenborn VP/Revenue, responsible
for managing the JRN and JMA relationships and setting the strategy for all
of Comedy World’s affiliation and advertising efforts.

“Comedy World is filling a programming void that is making broadcast-
ers and advertisers take notice,” JRN CEO Ron Hartenbaum remarked.
“They have the host talent, production values and programming experi-
ence to make their brand of Taik radio a true success.”

Comedy Worid President/CEO Jody Sherman said, “Jones Radio
Network’s and Jones MediaAmerica’s experience and industry clout can
help us rapidiy grow the nationai audience for our Taik radio format and sell
to advertisers who want lo reach our listeners. We are excited to be work-
ing together and that Jamie Weissenborn is on board to drive this relation-
ship.”

JONES

BROADCAS
PROGRAMMING -~

800.926.9082

bpradio.com

What's Next?

78 million boomers are asking,

SSBACH

takes 35 - 54's on a quest for the answers.
The perfect lead-in to Art Bell. Nighttime
talk from Broadcast Programming.

www americanradiohistorv com



www.americanradiohistory.com

20 o R&R March 9, 2001

Newsbreakers

National Radio

* WESTWOOD ONE/CBS RADIO
SPORTS presents Selection Sunday,
broadcast live from Indianapolis as the
64 NCAA Men's Basketball Tournament
teams are chosen. Hosted by John
Rooney, Larry Conley and Dave Gavitt, |
the show airs Sunday, March 11 from
6:30-9pm ET. Contact Todd Goodman
at212-641-2177, tgoodman @westwood
one.com.

* WESTWOOD ONE broadcasts the
2000-01 National Hockey League
regular-season Game of the Week live,
Sundays at 7:45pm ET, from March 4-

April 8.
Radio

* BRENDA HOLLAND joins Jones
MediaAmerica as Managing Director/’
Western Region. She was previously
Nat'l Dir/Marketing at Metro Networks.

* TODD CORBETT rises to Producer
of NBG Radio Networks' Honky Tonk
Sundays. He was previously an engi-
neer on several NBG programs.

* Dial Communications announces the
following promotions:

STACEY GOLDFADEN is upped to

AIDA LANGLADE rises to Sales
Planning Coordinator, She was previ-
ously office manager.

* The Wall Street Journal Radio Network
announces the following promotions and
additiohs:

ARTHUR KRIEMELMAN rises to

Dir/Advertising Sales. He was mostre- |

cently Regional Sales Manager.

NANCY ABRAMSON is upped to
Dir/Affiliate Relations. She was previ-
ously Mgr./Affitiate Marketing.

BETH FREED is appointed Eastern
Regional Advertising Sales Manager.
She was most recently Dir./Eastern
Sales for Radio Disney.

Records

e HELEN
MURPHY is
named Exec. VP/
CFO at Warner
Music Group. She
was most recently
Chief Financial &
Administrative Of-
ficer at Martha
Stewart Living

* ROBWEITZNER

| ords as VP/Busi-

CONDOLENCES

Singer-songwriter John Fahey,
61, Feb.22.

e ALBERT
LOMELI rises to
CFO at MCA Rec-
i ords. He was most
recently VP/Fi-

joins TVT Rec-

ness Development
& Digital Strategy.
He was most re-
cently VP/Content
& Strategy and
GM/New York for
Emusic.com.

Omnimedia.
NSM. She was most recently Account i
Manager. Murphy Weitzner
Fish Kiib

Continued from Page 3

R&R. “It will give them a chance
to learn the music and antists and
get the overall flow of the radio sta-
tion. We've done that in other mar-
kets. and it’s been very successful.”
Salem has high hopes for the
full-market signal. “Chicago is the |
No. 3 market in the country, with a
huge interest in contemporary
Christian music, as evidenced by
sales figures,” Toulas said. “We rec-
ognize there is a temendous oppor- |

Continued from Page 19

Sommers told R&R that the ad-
dition of KIID comes following an
outpouring of interest from those in

| California’s state capital. *“There’s

been a lot of interest on the pan of
Sacramento to begin with. It’s a
good complement to the San Fran-
cisco operation and will fall under
the KGO Inc. banner. There will be
a dedicated staff in the Sacramento

area, but [ will continue to be based
on Front Street at the KGO build-
ing.”

Sommers, who is the wife of
ABC Radio/Los Angeles VP/GM
Bill Sommers, served as Sales
Manager for KNX/Los Angeles for
12 years and also worked in sales
at crosstown KFWB. Joey Som-
mers has also been an elementary
school teacher, giving her a well-
rounded background for managing
a Children’s radio format.

(unily 1o superserve what we Chink |/ —

is a growing audience for this for-
mat. The format is easy to listen to
and safe for the whole family to lis-
ten to, and people can very quickly
get hooked on the message in the
music. We're delighted to be on in
Chicago and look forward to many
happy years there.”

Consultant John Frost further de-
scribes the Fish format: “It’s a
mass-appeal, competitive, ratings-
driven format that will be good for
Salem. We believe that contempo- |
rary Christian music is at a point in |
its development where it’s growing |
so quickly that it’s becoming very |
mass-appeal. We position the radio |
stations as an alternative to the |
other things on the dial. It’s uplift- i
ing and encouraging, and there’s a
brightness and a positive nature to |
the format that people find very ap-
pealing. A lot of listeners arc com-
ing from AC and CHR radio.”

A PD and airstaff will be named |

soon.
PR .

Continued from Page 1

means business was 34.5% higher
than the benchmark month in
1998); national business finished
the month at 125.2, and combined
revenues were at 132.1.

Music Meeting

Continued from Page 1

airplay on onc or more of R&R’s
1,000-plus monitored and reporting
stations. News updates and contact
information will appear in R&R.
and songs from the recording artist
will be streamed in the “Set Up”
section of Music Meeting for at
least two weeks, courtesy of R&R.

“This is a natural evolution of
Music Meeting that offers extraor-
dinary benefits to the record com-

Scorpio

Continued from Page 3

right person to fuifill our need in
that market.”
Scorpio has served as KBXX’s

| Operations Director since 1997 and

joined Radio One following the sale

| of KBXX by Clear Channel in Au-'

gust 2000. Before joining KBXX in
1991 as PD/afternoon host Scorpio

served as Asst. PD/afternoon host of -

WPGC-FM/Washington.: He has
also been Operations Director of
KHYS/Beaumont-Port Arthur, TX.
He began his carcer in 1987 at
WINX/Rockville, MD.

| Stacey

panies secking new talent, radio
programmers searching for fresh
new music and recording artists
looking for the right record deal,”
R&R Publisher/CEO Erica Farber
said. “We're delighted to play a

" leading role in the discovery of new

music and talented young artists,
and we are confident the new ser-
vice will soon play a pivotal role in
launching the careers of many
Platinum-selling acts.”

Music Meeting is a format-by-
format website that allows pro-
grammers to hear music when they
desire. Music Meeting is a free ser-
vice to commercially licensed U.S.
radio stations, regardless of market
size. Currently, there are nearly
1,100 registered users in 12 R&R

| formats.

Continued from Page 3

Stacey was VP/National Promotion |

for Mercury/Nashville. He began his
tenufe with the company as Man-
ager/Southwest Regional Promotion
and was later elevated to Director/
. National Alternative Promotion, a

position in which he created the
| label's alternative division.

NATIONAL
RADIO
FORMATS

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

Rock

EVERCLEAR Out Of My Depth

LIMP BIZKIT My Way

GARY MOORE Enough Ot The Blues
OLEANDER Are You There

SALIVA Your Disease

Alternative
EVERCLEAR Out Of My Depth
UNION UNDERGROUND Killing The Fly

CHR

COLDPLAY Yellow
DREAM This Is Me
R. KELLY | Wish

Mainstream AC
AMERICAN HI-Fl Flavor Of The Weak

Lite AC

SUZY K Broken Wings

VITAMIN C As Long As You're Loving Me
TAMARA WALKER Didnt We Love

NAC
CHUCK LOEB North. South, East And Wes

uc

INDIA.ARIE Video

LIL* ZANE None Tonight

PUBLIC ANNOUNCEMENT Man Ain't Suppose Yo Cry
SHYNE 1/B. LEVY Bonnie & Shyne

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

Alternative
Teresa Cook
POE Hey Pretty

Active Rock

Steve Young/Cralg Altmaler
MONSTER MAGNET Heads Explode

PAPA ROACH Between Angels And Insects

Heritage Rock

Steve Young/Cralg Altmaler
SPACEHOG | Want To Live

HotAC

Steve Young/Josh Hosler
UNCLE KRACKER Foliow Me

CHR

Steve Young/Josh Hoslor
DESTINY'S CHILD Survivor

OREAM This is Me

| Rhythmic CHR

Steve Young/Josh Hosler
DESTINY'S CHILD Survivor
Q8'S FINEST #/NAS Oachie Wally

Soft AC
Mike Bettelll
98 DEGREES My Everything

Mainstream AC
Mike Bettelli
SEAL This Could Be Heaven

Delilah
Mike Bettelil
R. MARTIN {/C. AGUILERA Nobody Wants To Be.

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

Adult Hit Radio

JJ McKay

LIFEHOUSE Hanging By A Moment
MOBY I/GWEN STEFANI Southside

S CLUB 7 Never Had A Dream Come True

Rock Classics
Rich Bryan
No Adds

Adult Contemporary

Rick Brady
THE CORRS Breathless

RADIO ONE NETWORKS
(970) 949-3339

Choice AC

Yvonne Day

COLLECTIVE SOUL Perfect Day
LIFEHOUSE Hanging By A Moment
LEE ANN WOMACK | Hope You Dance

New Rock

Steve Leigh

AMERICAN Hi-Fl Flavor Of The Weak
SPACEHOG | Want To Live

WESTWOOD ONE RADIO NETWORKS
Charlle Cook » (661) 294-9000
Bob Blackburn

Adult Rock & Roll

Jeff Gonzer

AC/DC Sate In Nev: York City

Soft AC

Andy Fuller

LIONEL RICHIE Angel

Bright AC

Jim Hays

R. MARTIN (/C. AGUILERA Nobody Wants To Be...

Artist/Tile

BRITNEY SPEARS Lucky
BRITNEY SPEARS Stronger
BACKSTREET BOYS The Call
N SYNC It's Gonna Be Me

N SYNC Bye Bye Bye
DREAM He Loves U Not

HAMPTON THE HAMPSTER The Hampsterdance 2
AARON CARTER Aaron’s Party (Come...)

EIFFEL 65 Blue (Da Ba Dee)
SMASH MOUTH AN Star

JENNIFER LOPEZ Love Don’t Cost A Thing
BACKSTREET BOYS Shape Of My Heart

N SYNC This | Promise You
HANSON Smile

PLUS ONE Last Flight Out
K-CI & JOJO Crazy

A*TEENS Bouncing Off The Ceiling

BAHA MEN Who Let The Dogs Out

AARON CARTER That's How | Beat Shaq
3LW No More (Baby I'ma Do Right)

[ @ Video playlist for the week ending March 4.
', — - -

Total Plays
67
67
66
65
64

64
64
63
35
34
34
33
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il MONDAY, MARCH 19
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National Agricuiture Day

1831/In the first recorded bank heist
in history, City Bank in New York
is robbed of $245,000. Con-
victed of the obvious inside job,
Edward Smith is sentenced to
five years.

1931/ Alka Seltzer goes on sale for the
first time. It's still popular today
among music-industry profes-
sionals. Also ... Attempting to

S

relieve the state during the De- |

pression, the Nevada state leg-
islature votes to legalize gam-
biing. Gambling taxes now ac-
count for more than 40% of
Nevada's tax revenues.

1977/ The final episode of The Mary
Tyler Moore Show airs.

Born: Wyatt Earp 1848-1929, Glenn
Close 1947, Bruce Willis 1955

1957/Elvis Presiey pays $100,000 for
Graceland, a 23-room mansion
in Memphis. He's found dead
there in '77.

1982/ 0zzy Osbourne Quitarist Randy
Rhoads, 26, is killed when the
small plane in which he is riding
attempts to “buzz” the Osbourne
tour bus and crashes.

1990/ A jury decides that Boston's Tom
Scholz was notin breach of con-
tract when he failed to deliver a
third album to CBS Records.
Scholz’s attorney argues that a
“creative dry spell” is causing
the delay.

TUESDAY, MARCH 20

Great American Meatout

1854/In Ripon, WI, former members
of the Whig party meet to estab-
lish a new party: the Republi-
cans.

1976/ Patty Hearst is sentenced to
seven years in prison for taking
part in an armed robbery with
the Symbionese Liberation
Army. Originally kidnapped by
the SLA, Hearst later declares
she joined them of her own free
will.

1992/ America Online goes public, of-
fering its stock at $11.50 a
share.

8orn: Carl Reiner 1922, Fred “Mr.”
Rogers 1928

1990/ Gloria and Emilio Estefan and
their son are injured when their
tour bus is hit by a truck outside
Scranton, PA. Gloria Estefan is
hospitalized for months but
eventually makes a complete re-
covery.

1991/ Eric Clapton’s 4 1/ 2-year-old
son, Conor, is killed in a fall from
a 53rd-tloor window. Clapton
later writes “Tears in Heaven™ as
atribute to Conor.

I. Born: Carl Palmer (ex-Emerson, Lake

& Palmer) 1950

WEDNESDAY, MARCH 21

National French Bread Day

1963/ Alcatraz, the maximum-security
prison once home to A Capone,
closes.

1965/0r. Martin Luther King Jr. be-
gins leading a five-day civil
rights march in Alabama.

1995/ Fulfilling a campaign promise,
New Jersey Governor Christine
Todd Whitman renames a Route
295 rest stop after shock jock
Howard Stern.

Stern: A potty stop br the potty mouth.

Born: Gary Oldman 1958, Matthew
Broderick 1962

1992/ Bruce Springsteen picks up
the Best Song Oscar for
“Streets of Phitadelphia™ from
Philadelphia.

1994/ Newsweek reports a claim by a
friend of Axl Rose that the
singer had him steal pictures of
dead dogs from Rose's ex-
wife’s house so Rose could
“transfer their souls”™ to living
dogs.

Rose: Back on, bitch!

8orn: Roger Hodgson (ex-Super-
tramp) 1951

THURSDAY MARCH 22

National Goof-Off Day

1894/ Montreal defeats Ottawa in the
first Stanley Cup champion-
ship. The Cup itself was pur-
chased the year before by Sir
Frederick Arthur Stanley for
$48.67.

1974/The 27th Amendment to the
constitution — also known as
the Equal Rights Amendment
— is passed by the Senate and
sent to the states for ratifica-
tion. It’s never ratified.

8orn: William Shateer 1931, James
T, Kirk 2228

1974/ Beloved English art rockers Ten
Years After play their last show,
at the Rainbow Theater in Lon-
don. They break up the follow-
ing year.

1983/ The Los Angeles Times reports
that newly released documents
reveal that the FBI tried to have
John Lennon deported in 1972.

8orn: George Benson 1943, Andrew
Lloyd Webber 1948

FRIDAY MARCH 23

National Chip And Dip Day

1983/ President Ronald Reagan calls
for the Strategic Defense Initia-
tive, commonly referred to as
the “Star Wars™ program, a
space-based shield against
nuclear attack.

1925/ Tennessee bans the teaching of
evolution in schools. Teacher
John Scopes ignores the ban
and is later prosecuted in what
becomes known as “The Mon-
key Trial.”

1998/ Titanic takes home 11 Oscars
at the 70th Annual Academy
Awards. Best Director James
Cameron declares himselt
“King of the World” in his ac-
ceptance speech.

Cameron: A night to remember..

1978/ A&M Records signs The Po-
lice. Their demo, “Roxanne,” is

their first song to chart in the

us.

1988/ Mick Jagger plays solo for a
crowd of more than 45,000 in
Tokyo. It’s the first time he’s
played Japan; The Rolling
Stones were banned there for
years ‘by authorities who
thought they might use drugs.

1993/Bruce Springstesn surprises
and alarms fans at a charity
show in New Jersey by doing
Billy Ray Cyrus’ “Achy Breaky
Heart™ as an encore.

Born: Ric Ocasek 1949, Chaka Khan

1953

SATURDAY MARCH 24

Chocolate-Covered Raisins Day
1985/ Bolero wins big at the Golden
Raspberry Awards. It picks up
Worst Film, with John and Bo
Derek taking home the awards
for Worst Director and Worst
Actress, respectively.
1989/The Exxon Valdez runs a-
ground on a reef in Alaska, un-
leashing the worst oil spill,
some 10 million gallons, ever
to occur in U.S. territory.
8orn: Harry Houdini 1874-1926,
Steve McQueen 1930-1980

1966/ New York becomes the first
state to ban the sale of bootleg
recordings.

1991/ The Black Crowes are dropped
as ZZ Top’s opening act after
they criticize tour sponsor
Miller Beer.

1992/ A judge approves partial re-
funds for customers taken in
by the lip-synching Milli Va-
nilli. Arista eventually pays
almost 80,000 claims to erst-
while fans, most for $2-$3.

Born: Lene Lovich 1949, Nena 1960

SUNDAY MARCH 25

National Lobster Newburg Day

1901/ The Mercedes is introduced
during the five-day Week of
Nice competition in France.

1954/ RCA begins commercial pro-
duction of color TV sets.

1991/ Dances With Wolves wins Best
Picture at the 63rd Annual
Academy Awards. Best Actor
goes to Jeremy Irons for Re-
versal of Fortune, and Kathy
Bates wins Best Actress for
Misery.

1995/Former heavyweight champ
Mike Tyson is released from an
Indiana prison three years af-
ter his rape conviction.

8orn: Howard Cosell 1918-1995,
Gloria Steinem 1935

1956/ Eleven teenagers are arrested
at Alan Freed’s Rock "N’ Roll
Show in Hartford. Police also
lift the license of the theater.

1965/ Jeti Beck replaces Erlc Clapton
in The Yardbirds. Clapton re-
portedly objected to the
group’s move away from
blues-based rock in favor of
occasional hit records.

1967/ The Who play their first U.S.
show, at a Murray The K ex-
travaganza in New York.

Born: Hoyt Axton 1938-1999, Aretha
Franklln 1942, Elton John
1947, Nick Lows 1949

— 8rida Connolly
& Frank Correia

wwWwW americanradiohistorv com

The Grammys: Time

1o Rock

he 'zines and the tabs provide

the inside scoop on the
Grammys — everything from the
nominees and winners to the at-
tendees’ fashion statements (it
seems Toni Braxton is giving Jen-
nifer Lopez a run for her money in
this years That Dress department)
and the goings-on at the post-
Grammy parties.

The duet pairing Eminem and
Elton John garnered the most
pre-Grammy buzz. “| did the duet
because Elton was sticking up for
me in the press.” Eminem tells Us
Weekly. “The press hasn't been
good to me.” But the rapper is pro-
viding good fodder for the press.
A National Enquirer headline
screams “Eminem Rages Out of
Control = He Cuts up Dressing
Room Sofa and Smears Walls
With Food.” The bad behavior al-
legedly took place backstage at
the Grammys.

Maybe Eminem’s practicing for
his new film roles. Rolling Stone
reports that he's considering an
offer to star in an action film — as
the villain. And Globe says that
Eminem — The Movie, a warts-
and-all biopic of the rapper star-
ring Eminem as himself (a la
Howard Stemn in Private Parts),
may soon receive the green fight
to begin production.

Speaking of temper tantrums,
Eddie Money wasn't even nomi-
nated for a Grammy, but the Na-
tional Enquirer says that he threw
a fit after a post-Grammy party —
and landed in jail because of it. Ap-
parently he was upset following the
parties and took out his anger on
his wife, who called 911 fo summon
police to calm the rocker down.

Z_ WhatisSucome?
A few of this year's Grammy
winners tell /nterview what suc-
cess means to them:

“The whole time that this
Grammy buzz was going on we've
been on the road, so | haven't had
time to look in the mirror and re-
alize how fascinating and talented
| am.” — Best Female Pop Vocal
Performance winner Macy Gray

“It - would be difficult to find
something else that's like walking
onstage in front of 20,000 people
who are all basically saying,
‘We're pleased to see you.” —
Best Male Pop Vocal Performance
winner Sting

“I have the opportunity to play
music, which is what I've always
wanted to do. God sai&, ‘Here.
Have it. Enjoy it’ I'm gonna be
miserable?” — Best Male Rock
Vocal Performance winner Lenny
Kravitz .

TAKING STOCK — “If you're
gonna be honest as an artist, you're
gonna realize that some of your
worst mistakes were your best hits.
If you have the balls to make a mis-
take, then you can go somewhere.
1 love all the No. 1 hits and all that
stuff, but there comes a place
where if | can’t look at [lead guitar-
ist] Joe [Perry] and say, ‘| can’t wait
to get onstage and piay this,’ then
it's over.” — Aerosmith frontman
Steven Tyler telis Rolling Stone
what success means to him.

—apodiRt Thing.. -

“We may not win an award, but
our breath smells good,” says 'N
Sync's Chris Kirkpatrick. That's a
good attitude, considering that the
band lost in three Grammy catego-
ries. (Rolling Stone)

The battle between the boy
bands is heating up again. The
Star says 'N Sync member Lance
Bass blocked Backstreet Boy
Kevin Richardson from getting a
plum movie role. Bass — the pro-
ducer and star of the upcoming
movie On the L — threatened to
pull out of the film if Richardson
was cast.

A new Internet-only movie
about Britney Spears’ life at 50 is
generating mega-hits on the
website Warner Bros. Online, ac-
cording to the Star. In the satirical
flick starring Sara Van Horn, the
singer is reduced to signing cop-
ies of her autobiography, Oops! ...
I'm Still Alive, and dealing with ob-
noxious fans. In one of the ex-
changes the singer snarls when a
grungy male tan asks her out on
a date and rejects him by saying
she “could have married Prince
William.”

Paula Abdul couldn't be look-
ing that old already: While she and
Spears were waiting for their cars
recently after lunching together, a
teen approached Spears and
asked for her autograph. Spears
obliged and introduced the fan to
the 38-year-old Abdul. “Are you
her mother?” the fan asked.
(Globe)

Talk about an age-defying feat:
Dolly Parton confesses to the
National Enquirer that while shoot-
ing a movie in L.A. she stripped
bare-naked on a dare from two
galpals — and streaked across
Tom Jones' lawn!

— Deborah Overman

Each week R&R sneaks a peek through the nation's consumer mag-
azines in search of everything from the sublime to the ridiculous in
music news. R&R has not verified any of these reports.
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72 miition households

70 mitlion households

Paul Marszalek
VP/Music Programming
Plays ADDS
DAVE MATTHEWS BAND | Did % £
JENNIFER LOPEZ Love Don'tCost A Thing 2% SUNSHINE ANDERSON Heard Al Before
BLACK EYED PEAS Request Line 2 .
R MARTINUE. AGUILERANototy WartsTo,, 19 | DUCKEHERRYRam
EVEWho's That Girl 18 DESTINY'S CHILD Survivor
SHAGGY 18
cmym&mﬂw 7 NINA GORDON Nov¢ 1 Can Die
AEROSMITH faded 1 INCUBUS Drive
LIMP BIZKIT My Way 16
JARULE GLIL' MD & VIFA Puth OnMe 1% JANET Al For You
0IDO Thankyou 15
BACKSTREET BOYS The Cal 15 SADEKing Ot Sorrow
MYSTIKAL I/NIVEA Danger (Been So Long) 15
TRICKDADDY YSNS EXPRESS Take ft ToDaHouse 14 HOTS
K-C1& IO Crazy 14
JDEUMYSTIKAL Stutter 14
MADONNA Don' Tell Me n APROSHITH rled
MYAFree 3 DID0 Tharkyou
INCUBUS Drive 3
LIFEHOUSE Hanging By A Moment 13 LENNY KRAVITZ Again
LINKIN PARK One Step Cioser 1?2
AMERICAN HLF1 Favor Of The Weak ks JENNIFER LOPEZ Love Dont CostA Thing
AARON LEWIS & FRED DURST Outsde ©? MADONNA Don’ Tell e
SNDOP DOGG Snoop Dogg 1?2
MONICA Just Another Girl 7 DAVE MATTHEWS BAND | D 1t
NELLY FURTADO Im LikeABId = 1
JILLSCOTT ALong Walk 1 LIFEN 00 e g By A Mot
FUEL Innocent 10 2 Beautrtul Day
TAMIA Stranger In My House 10
JAY-Z) Just Wanna Love U {Give 112 Me) 10 BARENAKED LADIES Too Litte Too Late
COLDPLAY Yellow 9 | 8ONJOVI Thank YouFor Loving Me
LUDACRIS Southesn Hosptalty 9
3LW No More (Baby I'ma Do Right) 9 THE CORRS Breathiess
JAGGED EDGE Promese 8
112 It's Over Now 8 FUEL Hemorrhage {In My Hands)
GREEN DAY Wamng 8 DON HENLEY Everything is Ditferent Now
PINK You Make Me Sick 8
0-TOWN Liqud Dreams 8 MATCHBOX TWENTY H You're Gone
S CLUB 7 Never Had A Dream Come True 7
Prmtd s dpalal i MOBY UGWEN STEFAMI Southside
LENNY KRAVITZ Agan ] JILL SCOTT ALong Walk
UNCLE KRACKER Folow Me 6
SOULDECISION Ooh s Kinda Crazy 5 UNCLE KRACKER Folow Me
THE CORRS Breathiess 4 3D00RS DOWN Loser
MATCHBOX TWENTY Mad Season 4
KOFFEE BROWN Afec Party 3 COLDPLAY Yekow
N SYNC Ths | Promise You 3 a .
ATC Around The Worid {La La..) 3 NELLY FURTADO fm Like A Bird
JONB Don't Taik 3 GREEN DAY Waming
MUDVAYNE Dg 3
98 DEGREES My Everything 2 %-C18 000 Crazy
BBMAK Stil Dn Your Side 2
MOBY YCWEN STEFAR! Southsce 5 . MARTINU/C. AGUILERA Nobody Wants Ta
LIL BOW WOW Puppy Love 2 SHAGGY Angel e
DAVE HOLLISTER One Woman Man 1
DISTURBED Voxces 1 AC/OC Sate In New York Cty
JAHEIM Could h B 1
AT THE DRIVE-IN One Armed Scissor 1 INOLL AR
JAY-ZYBEANTE SIGEL & MEMPHIS. .. Change The Game 1 JON B8 Don Tak
NEW FOUND GLORY He Or Mss. 1
PROJECT PAT Chickenead 1 ERYKAH BADU Didn't Cha Know
SALIVA Your Drsease 1 JOE YMYSTIKAL Stutter
SNOOP DOGG Lay Low 1
JOSH JOPLIN GROUP Camera One
Video playfist for the week ending March 4. MAXWELL Get To Know Ya
MONICA Just Another Girt
SALIVA Your Disease
55 milllon households SEMISONIC Chemistry

Peter Cohen,
VP/Programming

Rap Box Adds

8BALL & MJG 1/DJ QUIK Buck Bounce
JURASSIC S The Influence
NELLY Ride Wit Me

Pop Box Adds

SAMANTHA MUMBA Baty, Come Over (This..)

Urban Box Adds

SUNSHINE ANDERSQN Heard It Al Before
OESTIRY'S CHILD Survvor

GINUWINE Thereltls

JANET Al For You

MAXWELL Get To Know Ya

LIL' MO Superwoman

SAOE King Of Sorrow

Rhythmic Box Adds

OAFT PUNK One More Time

DESTINY'S CHILO Survivor

JANET All For You

JENNIFER LOPEZ Pay

DAVE MATTHEWS BAND 1 Did it

SAMANTHA MUMBA Baby, Come Over (Ths...)

Rock Box Adds

(HEO) PLANET EARTH Killing Time
PAPA ROACH Between Angels And Insects
SLASH'S SMAKEPIT Mean Bone

Video playlist for the week of March 12.

SOGGY BOTTOM BOYS | Am A Man Of Constant Sorrow
ROD STEWAST ) Can't Deny It
TAMIA Stranger In My House

Video airplay for March 12-18.

36 mitlion households

Cindy Mahmoud
VPMusic Programming
& Entertainment

VIDEO PLAYLIST

JAGGEO EOGE Promise

LUOACRIS Southern Hospiality

JOE t/MYSTIKAL Stutter

MUSIO Love

JARULEVLIL' MO & VITA Put 1t On Me
TANK Maybe | Deserve

EVE Who's That Girt

KOFFEE BROWN After Party

TAMIA Stranger In My House

JON B Don't Talk

RAP CITY

SRKX THE SHOCKER That's Cool
$NOOP DOGG Lay Low

QB'S FINEST YMAS Oochie Wally

TRICK DADOY {/SNS EXPRESS Take It To Da House
JARULE AN MO & VITA Put 1t On Me
OUTKAST So Fresh. So Clean

JAY-Z UDEANE SIGEL & MEMPHIS. .. Change The Game
PROJECT PAT Chickenhead

1CONZ Get Crunked Up

LUDACRSS Southern Hospiality

Video playlist for the week ending March 11.

 TELEVISION

TOP TEN SHOWS
FEB. 26 - MARCH 4 Adufts 1849
Total Audience
(95.9 million households, 1 Survivoril
1 Survivorll 2 ER
2 ER
3 cosl 3  Temptation isiand
4 WhoWantsToBe A 4 cSl
Millionaire (Sunday)
5 ABC Onginal Movie 5 The Simpsons
(Amy & Isabelle) (tie) Wil & Grace
b “ESPRIE, 7 Friends (8:300m)
7  WestWing (tie) Law & Order
8 Everybody Loves
9 Maicoim In The Middie
Raymond
9 The Simpsons 10 Ally McBeal
10 WhoWantsToBe A
Reoasiee (Thvowiicg) Source: Nieisen Media Research
COMING NEXT WEEK
Tube Tops Monday, 3/12 !
MTV's miviCON: Janet Jackson * Showtime introduces The Chris
is slated to pay tribute o the record-  fsaak Show, a weekly comedy series
ing artist with vocal performances by in which the recording artist portrays
Destiny’s Chitd, Macy Gray, ‘N  himself (10pm).
Sync and OutKast and dance per- *Rodney Crowell, The Tonight
formances by Mya, Pink and Usher  Show With Jay Leno (NBC, check
(Tuesday, 3/13, 8pm). local listings for time).
* Janet Jackson, Late Show With |
David Letterman (CBS, check local |
Frida — X
v, 3/9 listings for time). i
 Yolanda Adams and others are *Doves, Late Late Show With

slated to appear when FOX pre-
sents the 32nd annual NAACP
Image Awards, where comedian
and KKBT/Los Angeles morning
host Steve Harvey will be
named Entertainer of the Year
(8_pm).

Craig Kiborn (CBS, check local list-
ings for time).

Saturday, 3/10

o Green Day, Mad TV (FOX,
11pm).

*Don Henley, Saturday Night
Live (NBC, 11:30pm).

Sunday, 3/11
« Billy Ray Cyrus stars in Doc, a

new series premiering on PAX

(8pm).

Tuesday, 3/13

* Los Super Seven, Jay Leno.
o North Mississippi All Stars,
Craig Kdborn.

Wednesday, 3/14

* Semisonic, Jay Leno.

Thursday, 3/15

¢ Loretta Lynn performs on
A&E's Live by Request (9pm).
 Keith Urban, Jay Leno.

— Julie Gidlow

All show times are ET/PT unless otherwise noted. subtract one hour for CT.
| Chedk kstings for showings in the Mountain me zone. Al istings sutyect 1o change.

MUDVAYNE Dig

NELLY FURTADO I'm Like A Bird
OAVE MATTHEWS BANO | Did it
JARULE LI MO & VITA Put it On Me
LIFEHOUSE Hanging By A Moment
DIDO Thankyou
JLLSEOTT A Long Walk

INCUBUS Drve

AARON LEWIS & FRED DURST Outside
AEROEMITH Jaded
CRAZY TOWN Butterty

LIMP BIZXIT My Way

I DOORS DOWN Duck And Run
COLDPLAY Yelow

SLACK EYED PEAS Request Line
DOVES Catch The Sun

FUEL Innocent

EVEWho's That Girl

LENNY KRAWITZ Black Velveteen
LINICIN PRI Ong Step Closer
AMERICAN -F Favor Of The Weak

IADORNA Dont Teil Me
OUTAST So Fresh. So Clean
112 1t's Over Now

DISTURBED Voces
AREMAXED LADES Too Littie Too Late
SUNMA 'm Not Trading

TRICK DADOY 338 EXPRESS Take It To Da House

Video playlist for the week of February 26-March 4.

BOX OFFICE TOTALS
March 2-4

Title S Weekend
Distributor {$ To Date)

1 The Mexican $20.10
DreamWorks® {$20.10)

. 2 Hannibal $10.05
MGM/UA ($142.78)

3 See Spot Run $9.71
wB* ($9.71)

4 DownTo Earth $7.81
Paramount (543.88)

5 CrouchingTiger, $4.90

Hidden Dragon

Sony Classics ($88.65)

6 Traffic $4.47
USA (892.26)

7 Chocolat $4.20

i Miramax ($45.73)
| 8 Recess: School’'sOut  $3.96
Buena Vista ($27.58)

9 3000 Miles To Graceland $3.11
ws ($12.25)

10 Sweet November $2.27
WB (821.43)

“First week in release
Al figures in milfons
Source: ACNigisen EDI

COMING ATTRACTIONS:
This week's openers include Get
Ower Ht, starring Kirsten Dunst
contributes “Dream of Me” to the
film’s islandADJMG soundtrack,
which also sports Shorty 101's
“Get With Me,” Fatboy Slim’s
“Sho’ Nuff,” Basement Jaxx's
“Bingo Bingo” American Hi-Fi's
“Another Perfect Day;” Mikalla's
“Perfect World” Elvis Costello &
The Attractions’ “Alison,” Badly
Drawn Boy's “The Shining,"
Caviar's “Goldmine;” The Cap-
tain & Tennille's “Love Will Keep
Us Together, The Wondermints'
“Arnaido Said,” Splitsvilie’s “Vll
Never Fall in Love Again,” Resi-
dent Filters’ “Get on It;" Mr.
Natural's “That Green Jesus”
and Touch & Go's “Wouid You?”

Robert De Niro and Edward
Burns star in 15 Minutes, which,
also opens this week. The film's
Milan soundtrack contains God
Lives Underwater's cover of
Dawvid Bowie's “Fame;” as well as
a remix of Moby's “Porcelain”
Prodigy's “3 Kilos” Gus Gus’
“Gun;” Maxim's “Carmen Queasy,’
Rinocerose’s “La Guitaristic
House Organisation,” David
Holmes’ “Out Run,” Ballistic
Mystic's “52 Pickup Breakbeat
Era’s “Ultra-Obscene” and
Johann Langlie's “Exedrene”
round out the ST.

— Julle Gidlow

WWW americanradionr
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OF NEWS/TALK

The radio business in 2001 is a far cry from the one in .

which many of us first went to work. Every day we find
there are new technologies to embrace, new competition-
to watch and new ways of merging and managing that
mean new rules to learn, since many of the old ones just
don‘t seem to fit anymore. Here’s a preview of the pages
ahead: '

FUTURE TALK How might traditional News/Talkers respond to new

competition? Several of the format’s leading programming gurus,
including Walter Sabo, Valerie Geller, Michael Packer and Holland
Cooke, get out their crystal balls to offer their predictions of what the
audience will demand from us in the years ahead. Page 36

THE ROLE OF NETWORK NEWS IN THE NEW MEDIA WORLD While

&8 DISCONNECTED AMERICA Are ever-expanding media choices doing

more to isolate us than they are to bring us together? Consuitant and
author Ed Shane voices his concerns and offers broadcasters food for
thought about the darker side of our changing media world. Page 24

@ THE NEW RULES OF WINNING Now that consolidation isn’t just a

concept anymore, several of America’s most influential programmers
offer their opinions on what today’s most successful News/Talk PDs
have learned about winning in the modern Talk radio world. Page 26

_TALK FROM SPACE and BREAKING TRADITIONAL RULES Satellites
capable of offering listeners 100-plus channels of commercial-free
radio — many of them devoted to news and talk programming — are
poised to orbit the earth. Subscriber-based satellite radio is here.
Should you be worried? XM Satellite’s Kevin Straley and Sirius
Satellite Radio’s Elana Sofko and Dave Cooke give us an insider’s
peek at the competition you'll soon face. Page 30 and Page 33

et DING
cUILLVING

YOUR CYBER-BRAND In 2001 your station’s website needs
to be more than just pictures of the hosts and a place to dump value-
added promotions. Technology talk host Kim Komando, Clear
Channel Internet Group’s Andy Friedman and the Insider Radio
Network's David Radin all agree that the web is where smart
News/Talkers are going to extend their brands in the new media

world. Page 34

some might say that radio news networks are “old news” in the year
2001, ABC's Chris Berry, CBS’ Harvey Nagler and CNN’s Robert Garcia
make a compelling case that today's information-driven society
demands that you have the right news network on your team. And
AP Radio’s Thomas Callahan discusses how today’s Associated Press
isn’t just an old-fashioned wire service anymore. Page 38

& WHY MARKETING STILL MATTERS The most successful News/Tatkers

are those that make smart promotional and marketing decisions to
help them maintain top-of-mind awareness in the crowded media
world of 2001 in spite of tighter budgets. Murtagh Marketing and
Media’s Frank Murtagh offers real-world advice for today's cost-
conscious News/Talk radio marketing professionals. Page 41

Finally, if hosts you can recognize by a
single name — like Rush, Laura, Art
and Imus — have largely defined Talk
radio over the past 10 years, who are
some of today’s rising stars?
Throughout the pages of this special
issue you'll find our FUTURE
STARS:CLASS OF 2001, featuring a 7
dozen talk hosts who many believe are
poised to become the Talk radio
superstars of the decade ahead.

AL PETERSON
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'DISCONNECTED AMERICA "Bz

In the year 2001 we have seen the enemy —
and it just might be us!

Could anyone have imagined just 20 years ago what
the media world of 2001 would look like? While con-
sumers continue to spend much of their media time with
traditional radio and TV, they're also spending a lot of
it with a scemingly endless array of new media and en-
tertainment options. But is all this media doing much
to bring us together, or is it, in fact, doing just the op-
posite?

Media consultant and veteran radio broadcaster
Ed Shane belicves that as we plug in to more and
more media, we're actually becoming a more discon-
nected society. In his new book, Disconnected
America: The Consequences of Mass Media in a
Narcissistic World (M.E. Sharpe). Shanc writes,
“Disconnected America is written as a warning, but
call it a complaint instead.

“Its message: that we have allowed the cabaret of
the information explosion to lull us into thinking we
know what's happening around us, that we have inter-

“No talk show listener is ever going
to want to study every single bit of
information on an issue, but | do
think we really need to e sure that
the few pieces of information they
get from us have come from the
right place.”

nalized the experience of electronic media to such a
point that we diminish interpersonal contact or. as
Harvard's Robert Putnam describes it, we've dimin-
ished *social capital.”™

SO MUCH T0 DO, SO LITTLE TIME

Let’s look at just some of the options today’s me-
dia consumer may choose from for information and en-
tertainment. Instead of just the Big Three television net-
works most of us grew up watching and a handful of
local radio stations. there are hundreds of TV channels
from which to choose.

Along with all the usual TV fare. there are also
movies on-demand 24/7 for every taste and mood and
more sports than even the most avid fan could watch
in a whole month of Sundays.

Of course, there's still traditional radio available on
AM and FM for all kinds of music, talk, sports and
news. And soon subscription-bascd satellite radio will
add another 100+ audio options to the media mix, of-
fering listeners an opportunity to hear what they want,
when they want it, much of it commercial-free.

Next. how about firing up the old PC and surfing
the astonishing array of websites that didn’t even exist
just a few years ago. Almost overnight they’ve become
increasingly popular as individuals use them to shop.
plan travel, chat with friends and strangers, do their
banking. manage their investments. play vidco games
with a partner across the world and more.

1 4 500

Oh, and let’s not forget to mention everyone's elec-
tronic leash. that cellular phone you're carrying. It can
also be used to connect to the Internct to retrieve your
c-mail messages on an LCD screen while you're listen-
ing to those old-fashioned voice-mail messages.

And the U.S. Post Office still delivers your daily
mountain of snail mail even as Federal Express and
UPS show up before breakfast with an overnight letter
from almost anywhere in the world. Roll
over. Marconi. It sure ain't your
grandfather’s media world anymore.

FEELING DISCONNECTED

Shane, who is also the author of sev-
cral other books. including Selling Elec-
tronic Media. Cutting Through: Strat-
egies and Tactics for Radio and Pro-
gramming Dynamics: Radio’s Man-
agement Guide, has written a book that
is unlike any of his previous efforts.

“This book reflects something that
has been festering inside of me for some
time now.” he says. “While I don’t want
to be a critic — because I'd be biting the
hand that feeds me — [ do want to take
some true responsibility for the way that we present
media and the way that we use it. There is always time
for a warning about how we manipulate our own per-
ceptions.”™

If you think the title of Shane’s new book sounds a
little weighty. you'd be right. The book's foreword. by
Boston College's Donald A. Fishman, suggests right up
front that this isn’t going to be a feel-good book about
the media. .

“The information socicty has not only brought a
‘new dawn’ of instantaneous communication.” Fishman
writes. it has also been accompanied by a “darkening
shadow." as individuals find themselves in a world of
voyeuristic television programs. attention-getting stunts,
trivialized information and glorified crisis events. Shane
contends that there is an inherent but unfortunate bias
within the media against offering complex interpreta-
tions that provide history and meaning to the reporting
of news events.”

THE WAY WE WERE

Shane contends that the media world of 2001 is one
that caters to individuals, not the masses. as it once did.
“Radio was truly a mass medium in its so-called Golden
Age during the 1930s and *40s,” he says. “It brought
the nation together and gave the nation a unique com-

td Shane

pages,” he says. “And you know there have to be even
more pages out there, but Google just hasn't gotten to
them yet.

“We're moving from the mass media to individu-
alized media in such a way that it could mecan that we
may not, ultimately, as a society, have a common ex-
perience again. It takes the Super Bowl or the Florida
election recount to even come close to something that’s
a universal experience for Americans
today. And we're getting fewer and
fewer of those. That’s where the
book’s title comes from. We are be-
coming more and more a ‘discon-
nected America.’”

TALKING HEADS

Shane says last fall’s presidential
election was a very visible example
of the kind of disconnection he's talk-
ing about. *“During the weeks follow-
ing the clection there really weren't
that many big events that took place.”
he says. “You can identify them cas-
ily: There was a count, a recount, the
stopping of a recount. a lawsuit and
the final Supreme Court decision: there just weren't that
many big things happening.

“But radio and TV’s news cycle was unforgiving
of that. It had to have something. So we developed
*talking heads,” and TV showed us lots of pictures from
the few big events that did happen over and over again.
I mean, how many times did you see that guy looking
all bug-cyed at the dimpled chads?"

Shane’s contention is that such coverage is hurting
us in the long run. “Suddenly we had this trivialization
of the very event that had riveted us in the beginning.”
he says. "By the end of it. pcople were saying. “Thank
goodness it's over.” and. ‘I don’t care who's in the
White House, just get this over with."

“That is all part of the disconnect. when we begin
to look so closely at the trivial aspects of a story be-
cause we have nothing else to put in between the
events. And the result is that people ultimately just stop
caring about it.”

TV MOST PERVASIVE
TV gets a lot of attention in Shane’s book because he
says it has become our most pervasive medium. “TV re-
ally does show up everywhere,” he says. “After Hurricane
Continued on Page 43

mon experience. Perhaps that sounds like
a contradiction, but what I mean is that the
common experiences that all Americans
had at that time came to them through their
radio and, to a lesser extent, from movies.

“Television continued in that-vein until
the fragmentation of TV began in the 1980s
with the goal of onc man/one channel. And
now, in 2001, with the Intcmet, we have ac-
tually achieved onc man/one channel.”

To illustrate his point, Shane recalls a re-
cent Intemet search he did. *'1 did a Google
scarch on something I nceded, and they told
me that 1 can scarch 1.326,920,000 web

-
FUTURE STARS: CLASS OF 2001

Liz Wilde: The Liz Wilde Show
Syndicated By:

Fisher Entertainment

Airs:

Noon-4pm (PT) Monday-Friday

The Show: “Shocking, outrageous,
unpredictable, sexy, hot talk!”
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| THE NEW RULES OF WINNING

waplBl

Lessons leamned from some of foaay s
most successtul Talk programmers

While buyers and sellers consummating deals con-
tinue to make news, the fact is that the feeding frenzy
that followed deregulation and the subsequent consoli-
dation of radio has slowed considerably. The real news

is that the new broadcast environment has created new

rules for defining those who are winners in just about
every department of your station.

The winners we're focusing on here are
those who have survived and thrived in the
new media world of News/Talk. a world
where consolidation is no longer a theory,
but a reality. A world where many of the old
rules no longer apply and where many of
the new rules are being written on the fly.
A world where programmers who resist
change rather than embracing it end up fecl-
ing like aliens and outcasts in a world they
once thought they knew so well.

With that in mind. 1 asked several key
News/Talk programmers to share their
thoughts on how they think things arc shak-
ing out now that most of the deals have
been done. As the business of radio has gone back to
being more about day-to-day operations and less about
“who's buying who,” what are some of the common
traits you'll find in those programmers who have
leamed what it takes to win and succeed in today’s Talk
radio business?

NO ‘MOM AND POP’ OPERATIONS

Clear Channel Communications National Director/
News, Talk & Sports Gabe Hobbs belicves the biggest
change he’s seen come about for programmers in the

“The most obvious change is the
prerequisite that today’s program
director must be multifaceted in his or

her management skills.”
Gabe Hobbs

wake of consolidation is the new skill set that’s needed
to be effective in that job. “The most obvious change
is the prerequisite that today’s program director must
be multifaceted in his or her management
skills.” he says.

“To succeed as a PD today, you need
to have a broad depth of experience and
be able to deal effectively with many more
issues in more different arcas of the radio
station than cver before. With the top-line
revenue pressures that radio stations face
as publicly traded companies, program di-
rectors need to be plugged into those con-
cerns and understand how they impact
their day-to-day job as a manager.”

Hobbs cites personnel issues as just
one example of how things are different
for today's programmer in a cluster situ-

Gabe Hobbs

Brian Jennings

ation. “Unlike in the past, today’s PD must deal with
personnel who might work for them, but who are based
in another city, so they don't often see them face to
face,” he says. “Then there are personnel who sort of
work for you because they're on your station, but they
are on your sister station in the cluster, 00, and they
have another program director to an-
swer to as well as you.

“There may also be cases where
someone who works for you has an-
other responsibility that you tend to
view as a distraction. but it’s something
that's providing additional bencfit to
the company or the overall cluster. So
you nced to deal with that as part of the
team. These are the Kinds of issues that
most program directors have not had to
deal with in the past.

*To succeed as a programmer to-
day. you must be more cognizant of the
businessof radic. We're not a bunch of
‘mom and pop’ operations anymore.
Radio is a real business in today's world. not unlike
other big businesses such as IBM or Microsoft. That
means it takes program managers who can function at
« higher level than what the job previously required.
You must be able to do more in less time, deal effec-
tively with a multitude of personnel issues and learn
to work within established systems. Frankly. that
means learning to deal with a bit more burcaucracy and
red tape than maybe we all had to in the
old days.”

COMMUNICATION
BREAKDOWN

One byproduct of managing ever-
growing clusters of stations is the in-
creasing difficulty of communicating ef-
fectively and efficiently with all of those
stations. “Most of us haven’t gotten the
communication part of all this down to
a science yet,” Hobbs says. “Before, you
may have had to communicate with per-
haps 15 or 20 managers who made up
the entire company. It was pretty casy to
do, even before e-mail.

“Today that list has grown enormously. and the
challenge of keeping everyone in the

98
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Ken Beck

.s, ;

munication aspect of dealing with so many people at
so many stations as well as I would like to.”

Hobbs sees one solution in the development of
more regional programming managers who cach deal

“To succeed as a programmer today,
you must be more cognizant of the
business of radio. We’re not a bunch of

‘mom and pop’ operations anymore.”
Gabe Hobbs

with a smaller group of stations on a day-to-day basis,
something that his company is actively pursuing.
“Peoplc ask me if adding another level of management
isn't just going to make things more cumbersome. but
I disagree,” he says. “We are a product-intensive com-
pany. and that’s why I belicve we are onc of the few
companies to be developing that kind of a structure.

“Our growing group of regional brand managers
will help our local programmers and station manage-
ment get more daily attention and communication than
we arc always able to provide right now. If there is
any arca in which I think consolidation and cluster
management has created a new challenge for broad-
casters, it's in learning to cffectively manage all the
communication necessary to successfully
operate all of our stations.™

Some have suggested that consoli-
dation has mecant fewer PDs focusing on
more stations, which has resulted in less
attention to the on-air product. Hobbs
couldn’t disagree more, saying. “That
sounds like an excuse from somcone who
doesn’t want to do what needs to be done
to succeed today. We actually have more
people focused on the product than ever
before.

“While some brund managers are
stretched a little thin at times — owing to
the fact that they are doing somecthing
we've never really done in radio before — I don’t think

Continued on Page 28

loop, as they say, is daunting when
you need to comrinuni-
cate to 200+ program
directors, not to men-
tion their GMs, re-
gional VPs. senior
VPs, news directors,
promotion directors
and more. 1 would
have to say that. from
a personal standpoint,
one of my biggest dis-
appointments has been
that T haven't yet really
found a way to corral
and manage the com-
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Clark Howard:
The Clark Howard Show

Syndicated By: Cox Radio Syndication
Airs: 1-4pm (ET) Monday-Friday

The Show: “America’s Consumer Cham-
pion is an incredible teacher of life, em-
powering his listeners on how to spend
less, save more and avoid getting
ripped off.”

‘ij o 01‘01001'0&1 1081110000100 1 001 0001100111071 TIT3011 1401 iﬁ?0100‘0‘!00101ﬁ000010(‘110w1 ‘5!30011011""01 1000

2 ‘—a...

e —

R

WWW americanradionistorv com



www.americanradiohistory.com

F'.Y Neal Boortz has been nominated
R&R Personality of the year'

‘Somébody's gotta say it!

WBT Charlette WBDO Oriande wzsl Atianta ’
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Proven talk

fr »mC / Paul Douglas, Cox Radio Syndication 404-962-2078
’N\ Amy Bolton, Jones Radio Network 202-546-7940
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Talk About
Cheap .-

R Y
Consumer Champion Clark Howard %‘% !

has been nominated "Syndicated  / Y%, Y
Personality of the Year” by : e,

R&R readers! It Pays to be Cheap. S ——

Clark Howard is the new Big Thing.

KCMO Kansas City:

A 35-54 3.1 t0 4.0 Up 29%
M 35-54 3.7 t0 4.5 Up 22%

WTMJ Milwaukee: WPTF Raleigh-Durham:
M 25-54 7.0 to 8.8 Up 26% ... Rank 3rd A 35-54 4.0t0 5.5 Up 38%
M 35-54 6.3 t0 7.9 Up 25% ... Rank 4th M 35-54 3.9t0 7.6 Up 95% ... Rank 4th

Proven talk

fromC \ Paul Douglas, Cox Radio Syndication 404-962-2078
& Amy Bolton, Jones Radio Network 202-546-7940
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Continued from Page 26

program dircctors at individual stations are stretched
to where they can’t do their best job. But the fact is that
cven though things like brand managers and product-
devclopment people have been around in other indus-
tries for a long time, much of that kind of manage-
ment is new o us in radio. We are all learning as
we go along.™

OPPORTUNITY KNOCKS

Entercom Dir. of News/Talk Programming Ken
Beck recently moved to his new job overseeing pro-
gramming for that company's News/Talk stations.
While he sees efficiencies that can be gained from
cluster management, he also cautions that there can
be some downsides for PDs. “Having focus on an in-
dividual radio station at the programming level is
still a very important thing,” he says. “And that can
be awfully hard to do when you make one person re-
sponsible for programming several stations in a clus-
ter that all have somewhat different missions.

“Every station, at some point, still necds to have
someonc focused on its programming and strategy.
But that is often hard to do today. becausc there is a
lot of what I call ‘cluster noisc’ going on around the
PD. Day-to-day opcrations within a cluster tend to
be more time-consuming than they are when you are
overseeing just one radio station.”

That doesn’t mean that Beck thinks programming
in a cluster cnvironment isn’t the right way to go to-
day. “I do believe that when you work in a cluster
situation you arc exposed to a lot more different ideas
and people to bounce those ideas off of.” he says.
“And there are generally more resources available to
you if you take the time to learn how to use them.
The unique opportunity for programmers in a clus-
ter environment is that it presents many opportuni-
ties for you to grow and expose your value to the
company.

“In every cluster there are vacuums in various ar-
cas of the building. In some cases it’s operations, in
others it might be engineering, promotions, market-
ing or any number of other arcas. Talented and cre-
ative program directors can recognize these oppor-
tunities and get themselves seen by management in
a different light. The new cluster environment allows

“Consolidation has made radio’s best
people even better at what they do.”

Brian Jennings

PDs an opportunity to grow their careers beyond the
traditional boundaries of programming if they so de-
sire.”

Beck also suggests that programming in a clus-
ter environment can make you a better PD. “If you
sit in the same building every day and think only
about News/Talk and things like how many time
checks are built into your morning news block, you
can really get stale,” he says. “In today’s environ-
ment you can pick up tips and ideas from other for-
mats right within your own building as you interact
with other programmers and personalities from other
formats.

THE NEW RULES OF WINNING

&

“Personally, I think it is great to have multiple
formats operating within your cluster with which you
can create various synergies. On the other hand, there
is also an advantage to having several News/Talk and
Sports/Talk properties clustered together. That kind
of setup allows you to intensify your focus on the for-

“Having focus on an individual radio
station at the programming level is
still a very important thing. That can
be awfully hard to do when you
make one person responsible for
programming several stations in a
cluster that all have somewhat

different missions.”
Kea Beck

mat and concentrate on some of the intricacics of
separating those stations’ appeal across differing de-
mographics and lifestyles.

“It’s really hard to say what’s the totally right or
wrong way to do it. And frankly, I like the energy of
having several stations working together in the same
building. It just takes some getting used to for most
people.”

BUSIER BUT BETTER

Citadel Communications VP/News, Talk &
Sports Brian Jennings suggests that consolidation has
increased the workload for most PDs. “There is no
question that today's program directors are busier
than ever and have more demands placed on them
than ever before,” he says. “But it's no different from
what has happened to GMs and other management
in the postconsolidation environment.

“And while the new environment has made pro-
grammers busier, in most cases it has also made them
better. They have been forced to become better orga-
nized and more adept at multitasking their day. This
isn't just true in radio; it’s true of most businesses in
gencral today. This is the new chapter in the Ameri-
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cause of this? “[ absolutely do not subscribe to that
theory.” he says.

“I’ve thought about this for a long time. ever
since consolidation first began to take place in our
industry. What I see, frankly. is that for the most
part stations are being managed more effectively
and efficiently. Ratings and revenues arc generally
better than they were just a few years ago. and as
long as that is the bottom line, I rcally don't see
any basis for the argument that consolidation has
hurt program directors’ abilities to do a good job.
Most creative programmers tend to get bored with
one station, so the challenge of programming two
or sometimes even three stations is onc that most
of them I know have welcomed.”

Jennings says that he doesn’t think consolida-
tion and cluster management have changed the
News/Talk landscape all that much for program-
mers, and that those who are winners in today's
environment are those who-have likely always been
winners. “Radio — and, by association, News/Talk
radio — is a better business than it’s ever been,”
he suggests. “Consolidation has shaken out a lot of
mediocrity in the ranks.

“The fundamentals of good News/Talk and
Sports/Talk programming are pretty much the
same as they’ve always been. It’s a format that re-

“The unique opportunity for program-
mers in a cluster environment is that it
presents many opportunities for you to
grow and expose your value to the

company.”
Ken Beck

quires people and personalities who understand
‘opportunistic” programming. In other words, if
you can recognize what the biggest storics are that
people are talking about or the news story that ev-
eryone wants to know more about and seize the
opportunity to really own it, you're going to win.
Consolidation has done nothing to change that
rule.”

can economy, and radio is no longer
immune to the changes in business at
large. Consolidation has made radio’s
best people even better at what they
do.”

When businesses like airlines
consolidate, however, it still takes a
pilot to fly every plane, no matter
how many companies merge their
assets. But radio’s consolidation has
often meant that PDs are now re-
quired to do the equivalent of flying
more than one plane as they arc
charged with overseeing several sta-
tions in the cluster. Does Jennings
think that the programming focus on
individual stations has suffered be-
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Ray Lucia:
On the Money!

Syndicated By:
Business Talk Radio Network

Airs: Noon-3pm (ET) Monday-Friday

The Show: “A financial show with at-
titude — entertaining, informative
and fun. This ain’t your grandfather's
finance show!”
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TALK FROM

XM's Kevin Straley talks about life after radlo

1 fﬂ\

SPACE

n the new satellite world

I's pretty hard to talk to anybody in the radio busi-
ness these days without the subject of satellite radio
coming up somewhere in the conversation. Will it im-
pact radio as much as some think. or will consumers
have a tough time adjusting to the idea of paying money
every month to listen to the radio, even if it is com-
mercial-free and offers them options that are not avail-
able from terrestrial stations?

To get some insight into and an update on the
progress of radio’s new competition. I
spoke with XM Satellite Radio Dir./Talk
Programming Kevin Straley. A former
PD at WRKO/Boston. Straley is an af-
fable and disarming kind of guy who has
spent the better part of the past year re-
vising the way he looks at the Talk radio
busincss.

After a number of years in traditional
Talk radio, Straley had to change some
old habits and train himself to think dif-
fercntly. And when arguments are made
about the short-term and long-term poten-
tial of this new medium, you can count
him firmly on the side that says, as Will-
iam Shatner did in those pricelinc.com commercials.
“This could be big — rcally big.”

R&R: What's it like being an “old media® kind
of guy on the front line of the “new media” world?

KS: The biggest difference is that this is something
we are literally building from scratch. That's a lot dif-

ferent for me, as a programmer, than what it is like to

walk into an established radio station. There was no
existing lineup to work with here like you would usu-
ally find when you take a PD gig at a station.

As programmers for XM, it's been our job to ques-
tion everything and to constantly rethink the way this
is going to sound when we taunch. I've never had the
kind of creative freedom that has been given to me here.
The mission I was charged with by Lee Abrams and
Dave Logan was. “We want you to re-create the sound
of Talk radio.”

R&R: With the amount of time you've had 1o plan
this new creation, do vou ever feel like the foreplay
will never end?

KS: Being given the creative freedom and also the
time to go through this process has been a blessing. In
most traditional station situations you are under the gun
to create magic yesterday. But real, true magic takes

“Having more freedom does not mean
we will not be responsible with the
programming we deliver.”

time to develop and nurture. Consider some of the mu-
sic, TV or films that we all consider to be great mas-
terpieces — when you look at them, you leam that most
have taken considerable time to create. Masterpieces
are not created overnight, and not to overstate the case,
but that really is our goal. We are working to create
great radio, and I think people are going to be blown
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Kevin Straley

away by what they hear coming out of their speakers.
R&R: How will XM’s Talk programming differ
Srom what listeners are getting from terrestrial radio
today?
KS: First of all. Talk radio has proven that it can

" attract a targeted audience as long as you superserve

them with content that they care about and present it
in a way that makes them feel that they are included
in sort of an exclusive club. Both young males and
females have been attracted to FM 1alk,
younger-demo males have flocked to
Sports/Talk, upper income executives
arc tuning to business and financial Talk
stations, and African Americans and
Hispanic Americans are finding talk they
can relate to from stations that target
them with hosts that they can relate to
and who speak about issues that matter
to them.

Because we have the freedom. we can
offer listeners forms of Talk radio that
have not been considered to be viable by
terrestrial stations in the past. That gives
us a lot more frecdom to create program-
ming that is very targeted at a specific group. We can
blow them away with topics. production and presen-
tation that arc fresh and that hit them at a gut level.
We can create a channel that makes someone feel that
it spcaks to them personally.

R&R: For example?

KS: The NASCAR channcl is a great example. It's
Sports radio that has been taken to another niche. The
goal is to make the fan of that sport have the same kind
of an emotional reaction that they have when they are
at the races. If you are not a NASCAR fan, this prob-
ably is not going to be the channel for you. But if you
are. it’s going to be your home — you'll think you can
smell the burning rubber through the speakers

R&R: Would it be fair to say that you consider
traditional terrestrial Talk radio to be a department
store and XM Talk a mall full of boutiques?

KS: That would be fair. There are still plenty of
people who like to shop in department stores. and there
probably always will be. But if we deliver the same
product that you can get at the “department store™ Talk
station’ in town, we'll be dead in the water reaily
quickly. Local and general-interest talk is not some-
thing we are going to be delivering in any kinds of
large doses.

p _
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could watch a 24/7 channel devoted to food. you
would’ve laughed. It looked crazy to a traditional TV
executive. But that vision, and many others like it that
were oo small for traditional TV, were perfect for
cable television and are doing very well today.

R&R: Early cable TV was attractive because it
had no conmercials and contained, quite frankly,

“Our goal is to deliver fresh and inno-
vative shows on channels that will
make perfect sense to the audience to
which they are targeted.”

risque content and language that viewers could not
get from traditional television. How critical are those
kinds of elements going to be to the success of sat-
ellite radio?

KS: The commercial-load issue is very important.
Most traditional Talk stations’ commercial loads today
have gotten extremely high — up to 20-24 minutes an
hour in some cases. So. yes. low or no commercials is
a huge selling point. As far as language. we’re not go-
ing to be risque just for the sake of shock value, but
because we are a subscriber service. we will have more
freedom. Having more frecdom. however. does not
mean we will not be responsible with the programming
we deliver.

R&R: You’ll also be competing with your peers
SJrom Sirius. What will make XM stand apart?

KS: It’s not something you can put on paper. be-
causc we believe strongly that the big difference will
be in what comes out of the spcakers. Each XM Talk
channel will have a unique sound that is extremely
well-branded. If you are someone who is floating down
the channels, and you've tistened before, you're not
going to have to look down to know that you are on
“Channel 86™; you'll recognize it from the sound. the
pacing, the hosts, the production values. etc.

Our goal is always to win that war against whom-
ever we do battle with, satellite or terrestrial. And we
think we'll win any onc-on-one competition based on
the quality of the programming that's coming out of the
speakers.

Our goal is to deliver fresh and
innovative shows on channels that
will make perfect sensc to the audi-
ence to which they are targeted. If
we do that right, we'll build a fan
base ‘that will go out there and
spread the gospel to others in their
peer group. The next thing you
know. that channcl will become
larger-than-life for that particular
community.

R&R: Do you see this as being
a litsle like the cable TV revolution
of years past?

KS: Sure. If someone had told

John And Jeff:
The John and Jeff Show -

Syndicated By: Fisher Entertainment
Airs: 10pm-3am (PT) Monday-Friday

The Show: “John and Jeff take lots
of calls and lots of chances to give
you fast-moving late-night talk.”

|
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“Talk on FM

a”Es Tla”,' ca” I Win With FM Talk? is a format invented and developed

by Walter Sabo of Sabo Media.

Walter is, literally, light years ahead of

ANSWER: YES! Saho Media Busts anyone else in the game.”
Some Myths to Show You How. |

The FM talk experts, Sabo Media, answers your tough questions:

Q: Why should I go talk with one of our cluster FM’s?

A: * You’'ll increase your station’s value immediately. Higher commercial loads mean increased profits.
= Foreground content gets better response for retailers than music. '
e You’'ll always be market exclusive. No one can duplicate your hosts..

Q: Isn’t it more expensive?
A o Absolutely not. Sabo Media clients know that talk is more efficient.
e Sure, old fashioned AM talk might be pricey, but we’ve shown our clients that modern FM talk is not.

Q: How long does it take to be successful?

A: e New Jersey 101.5 was number 1, total audience in their first book
and has been number 1 for eleven years.

¢ “Real Radio 104.1” Orlando, won double digit shares in its target, year one.

Q: Where'’s the talent?

A: e Everywhere. We help you recruit and train them.

¢ Dr. Ruth Westheimer, Jon and Ken, Deminski and Doyle, Karen Kay, Russ Rollins, The Regular Guys, Ken Ober,
and dozens more were discovered doing “something else” then trained at a Sabo Media member FM station.

Q: Won't it compete with our AM talk station?

A: ¢ Your AM Standards doesn’t compete with your FM CHR even though both play music. Targeted-talk means no overlap.

¢ You’'ll have full demo control because you're not putting on random talk shows. Stations that just put on a bunch of
shows fail. Sabo Media’s Targeted-talk format wins.

Q: Can we sell this FM talk thing?

A ¢ Look at these clients and non-clients that are often number 1 focal billers: KLSX Los Angeles, WTKS Orlando,
New Jersey 101.5, WJFK Washington, WCKG Chicago.

« Highest conversion ratios in the industry, often 2 : 1.

Q: How does this work? We’ve never used a consultant. I’'m not sure we can hire a consultant.

A: o Successful CEQ’s are happy to cut ramp-up time. You’re not hiring a consultant. You're gaining access to proprietary
facts that will cut risk and speed up your success. No smart boss abjects to that.

* Discover how you can make more profit with Targeted FM talk than FM music.
¢ Call Harry Valentine or Walter Sabo. 212 681 8181 confidentially.
¢ Boy, do we have stories. Success stories.

SABO NEDIA

Programming Consultants.

OWN THE KNOWLEDGE THAT OWNS THE AUDIENCE.

www americanradiohistorv com
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| BREAKING TRADITIONAL RULES

Sirius fo offer Talk that's ‘'more, better, different’

By Jetirey Yorke
R&R Washington Bureau Chief
yorke@rronline.com

To Elana Sofko. Sirius Satellite Radio’s News, Talk
and information channels are summed up in three
words: more, better and different. Sofko, Sirius’ Direc-
tor/Talk Sales & Alliances. is overseeing the satellite
broadcaster’s 50 nonmusic channels. an array of en-
tertainment. News/Talk and information programming
including 10 News channels and five Talk channels
created exclusively for Sirius.

CHOICES, CHOICES

For starters. news junkics will have a choice of
two National Public Radio channels. One will broad-
cast national and world news along with
remodularized and time-shifted elements from NPR.
such as Talk of the Nation. NPR2 will come from the
new divisions NPR Talk and NPR Now and will fea-
ture a new program called The Way (n,
a morning news show targeting a
younger audience.

Public Radio International will pro-
duce a “News and Views™ channel. a
mixed bag of news. information and
lifestyle pieces. The BBC World Ser-
vice will feature shows like World Up-
date. Newshour, Outlook. World Busi-
ness Report and Letter From America.
The BBC will also deliver world news
in Spanish.

“World Radio Network™ will offer
Americans a rare outsider’s look at the
world with news programming from
around the globe, including regularly
scheduled programs from Radio
Canada International. Radio France Internationale,
ABC Radio Australia. Radio Netherlands, Channel Af-
rica, ORF Radio Austria International. Vgice of Mos-
cow. RTE Ircland and the Caribbean News Agency.

Political animals will have a C-SPAN channel.
while business news fans have a choice of Bloomberg
or CNBC. Sports fans will have “Sports Byline USA.™

Another channel, “Wisdom Radio.” will be aimed
at women. with discussions of personal growth, social
consciousness and healthier living. It’'Il include such
notables as Deepak Chopra and Marianne Williamson
and celebritics Naomi Judd. Kenny Loggins and Chris-
topher Reeve.

Veteran News/Talk programmer Dave Cooke has
teamed with Sofko to create and direct Sirius’ Talk

channels. As VP/Programming for IN Radio. a San

Francisco-based start-up company, Cooke is develop-
ing five channels exclusive to Sirius.

They are: “Yak!” targeted to 18-i0-34-year-old
males: “Intimate,” lifestyle talk targeted mainly to
women aged 25-10-44: “The Hookup.™ aimed at young.
upwardly mobile African Americans: “Buzz,” where
dirt is dished: and “Empower,” targeting a wide audi-
ence, ranging from Generation X ers to baby boomers.
interested in personal-development topics such as per-
sonal finance, career and business skills, health and re-
lationships.

Cooke's programming reach extends beyond Sirius’
sphere. as IN Radio will also provide two foreign-lan-
guage channels to XM Satellite Radio.

Dave Cooke

A DIFFERENT FOCUS

Sofko said her goal is to reach the traditional News/
Talk listener, but to also cross-pollinate with Sirius’
50 noncommercial music channels. For instance,
singer Emmylou Harris was recently in Sirius’ New
York City studios to discuss and perform her music.
When she mentioned to VP/Industry & Talent Aftairs
Cindy Sivak that she was an Atlanta Braves fan. Sivak
took her down the hall to the “Major League Baseball”
channel. where Harris began disl‘ussing her favorite
team and baseball in depth.

Rocker Alice Cooper. an Arizona Diamondbacks
fan who has sung at scveral of the team’s home games,
had a similar experience during a visit to the Sirius stu-
dios. and he’ll also be heard talking about baseball on
the MLB channel. Sivak. says Sotko,
has a knack for getting musical artists
“multipurposed and multitasked” while
they are in the studios.

Asked if his programming job with
Sirius is different from onc in terrestrial
Talk radio. Cooke says. “The more
things change. the more they stay the
same. The basic role of the program-
mer in satellite Talk radio is not unlike
that of a programmer in terrestrial Talk
radio. The key to success in both ven-
ues is to scout out the best talent -you
can find and to maintain a positive,
supportive environment for the talent
where they can do their best work.™

He notes. however, that there are
some significant differences too. “Satellite radio is. by
design. more narrowly focused than traditional radio.”
he says. “Therefore, it’s even more critical to create a
unique brand, powerful imaging and an easily identi-
fiable position for cach channel.

“Each channel must have a very specific demo-
graphic and psychographic target. and the program-
ming must offer a genuine alternative to the standard
fare offered by conventional radio. That presents a very
special challenge to the programmer. Your goal is 1o
create programming that is consistently innovative.”

Sofko agrees, and she understands that Sirius will
have to go up against some mighty titans of traditional
Talk. It’s a tough nut to crack in the
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Five New Sirius Channels
From IN Radio

® “Yak!” is targeted to 18-34-year-old males.
It's Alternative radio without the music. It'll be
in-your-face talk with lots of attitude. It's
extreme lifestyle talk on topics such as sex,
music, sex, sports and sex.

¢ “Intimate” will be lifestyle talk targeted
mainly to women aged 25-44. It will deal with
the female perspective on the world and be
created by, about and for women. Topics will
include relationships, health and fitness, per-
sonal finance, business and fashion.

® “The Hookup” will be Talk radio for young,
upwardly mobile African Americans. It will have
a hip-hop flavor in both content and packaging.
The target is 18-34-year-old males and females.

¢ “Buzz” will be the scandal channel, Talk
radio that dishes the dirt. It will be tabloid radio
designed for consumers interested in entertain-
ment, celebrities and gossip. Its target is 25-44,
with a slight female skew.

® “Empower” will be designed for listeners
who are interested in personal development in
areas such as personal finance, career and
business skills, health and relationships. It's
essentially a self-help seminar in your car. The
target is Generation X through baby boomers.

some 3.900 performances held annually at the John F.
Kennedy Center in Washington, DC.

NEW CONTENT PARAMETERS

*“On satellite radio. we can do anything that conven-
tional radio can do, plus things it can’t do.” Sofko says.
“From a content standpoint. it’s like the difference be-
tween cable TV and broadcast TV. Dennis Miller was

Continued on Page 44

traditional sense of Talk, but we will
be more. better and different,” she
says. “I've focused on different.”

Different is USA Network’s
“SC1 FI" channel. It will deliver 15
new shows weekly featuring origi-
nal. exclusive programming com-
prised of radio dramas starring TV
and film personalities, dramatic
readings and author interviews. as
well as a weekly SF Entertainment
news show.

Also different will be audio
channels for “Speedvision™ and
*Outdoor Life” and a performing

mmm—
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Tom Martino:
Troubleshooter Tom Martino

Syndicated By: Westwood One

Airs: 2-5pm (ET) Monday-Friday w/refeed
5-10pm (ET)

The Show: “America’s foremost consumer
advocate investigates fraud and illegal
business activity to help consumers in
need. Martino is media with a purpose.”

arts channel that will draw from
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| BUILD YOUR CYBER-BRAND

Extending your News/Talkers brand
on the web makes sense

In the year 2001 your station’s website needs to be
more than just pictures of the hosts and a place to dump
value-added promotions. But. sadly, too many stations
have either taken their sites only that
far, or they’ve added so many gimmicks
to them that listeners can scarcely rec-
ognize the sitc’s connection to the sta-
tion, let alone navigate it.

While arguments continue on how
to best mine your station’s website for
new revenues and about who will pay
for what when it comes to streaming
audio, the following trio of techno-ex-
perts believes that the real chatlenge is
to “‘cyber-brand” your radio station.

WestStar TalkRadio Network host
Kim Komando. Clear Channel Internet
Group’s Andy Friedman and Insider
Radio Network’s David Radin ail agree
that extending your valuable brand on to the web should
be a high priority for any News/Talk station looking to
maximize success in the new media world.

EXTEND YOURSELF

Friedman says that he believes branding is the most
important thing a station should be considering when
developing a strategy for its website. “It’s all about ex-
tending your brand to a new medium.” he says. “Ra-
dio-station brands have been around a long time. Most
people tend to think of their favorite radio station as a
lot more than just something they listen to in the car
on the way to work. It's a friend and companion that is
made up of any number of people whom they know and
trust.

“And, perhaps most importantly. it's a brand that
offers information in which you place credibility. To
extend that Kind of branding and trust into the Internet
world makes perfect sense for any News/Talk station.™

Asked if he's seen some early signs of the future
for the branding of stations on the
Internet, Friedman cites News/Talker
WOAI/San Antonio as an example.
“WOATI actually has moderated chats
on its website associated with every
show on the radio station,” he says.
“People can send instant messages to
the host in the studio and continue talk-
ing to one another even after a show
is finished airing.

“The lines are becoming a little
blurry today: You can listen to a sta-
tion on the air or on the Intemmet and
also interact with others over the air or
over the 'Net. I really think that's
where the future is going. It’s all go-
ing to become one brand, even though the delivery sys-
tem for that brand may come from several different
sources.”

SEARCH SECRETS

As someone responsible for developing content for
Clear Channel’s News/Talk stations, Fricdman cruisecs
the web daily, secking new sites and information for the
company’s stations. Arc there secrets he has leamned for
finding the kind of content on the web that stations can

5 ’L-"" F ‘m
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Andy Friedman

Kim Komando

use? “There’s no one single right way to search for con-
tent,” he says. "It’s all about what your brand is and
what your strategy is for extending that brand into the
new media world. Your site’s content
really nceds to reflect what your radio
station is all about.

“For example, WTKS-FM/Orlando
is a Talk station, but it is a fun station
that has a specific target audience. Its
Internet site offers a real reflection of
what that station is all about, as well
as who it is trying to appeal to. That’s
a very important thing to remember as
you develop content for your website.
You nced to be sure that your website
content reinforces and reflects the
brand identity that you've already
worked hard to establish with your ra-
dio station.”

Friedman’s radio background comes through when
he's asked what the primary focus of any station’s
website should be. *“You can have a lot
of dancing baloney on your site, and
people might look at it and think it’s
kind of cool if they stick around long
cnough for it to load.” he says. “But at
the end of the day what keeps people
coming back over and over again is dy-
namic content. That’s what people
want.

“If you realize that ultimately
people are going to use your website in
a lot of the same ways that they use
your station. you'll be way ahead. You
go to your favorite News/Talk station
because you want information or be-
cause you want to be entertained by a
specific personality that you like. That's what a News/
Talk radio station’s brand is all about,
and 1 think that extending that kind of
brand to the Internet is really a func-
tiori of leveraging the strengths of what
you have on the air to the web.”

On the question of streaming or not
strcaming, Friedman is direct. 1 think
you have t0,” he says. “There are now
ways to monetize streaming. which has
been an obstacle that has kept many
stations from doing it. And you'd bet-
ter be sure that your stream

Duwd Rudm

as we all know, you can’t fight the future.”

KEEPING UP WITH YOUR LISTENERS

Komando, who hosts the weckly Kim Komando
Show, finds it somewhat surprising how many stations
are not kecping up with their listeners’ growing usage
of the Internet and the web when it comes to station
websites. "It surprises me how many stations are still
just putting up host pictures and station schedules with
not much more to draw listeners,” she says.

“There is still too much of that "If we build it. they
will come’ mentality at a lot of radio stations, from what
I have seen. Talk radio is personality-driven, and your
website needs to reflect that same sort of dynamic to
draw and engage listeners.”

On the plus side, Komando says she believes that
many station websites are going through a sort of meta-
morphosis now that they have been up for a few years.
“In the beginning they slapped a few host photos up
there and made some deais with people to put buttons
on their sites that were supposed to gencrate revenue,”
she says. “But all of a sudden GMs have started say-
ing, ‘Hey, where’s all the money?’

“Now many stations are rcalizing
that the key is to get back to their roots
and analyze what has made their ter-
restrial radio stations successful and to
try to apply some of those same prin-
ciples to their websites. Rather than
making their website one big info-
mercial, smart radio stations have
learned that the key to success is giv-
ing users interactive content they can
really use.”

BRAND-EXTENSION

Komando is also a proponent of
. making brand-extension your focus
when it comes to your station website. “What [ believe
stations should be doing today is not just using their
sites to rebroadcast what people can already get on the
radio. but to extend into cyberspace the kind of brand
identity and personality that have made their radio sta-
tions successful in the first place,” she says.

*Some things I have seen that can help engage the
listener are those stations that use their sites to create
even more of a bond with their fans. Things that are
going to keep listeners coming back to your website are

Continued on Page 43

is done well, because if it
isn't, you may not get a
second chance.

“If people want to listen
to your station on their
computers, you need to make it possible for
them to do so reliably. If they can’t hear
your station because they’re in an office
building or for some other reason. and your
audio streaming is not reliable, they will
simply go somewhere else. Even though,
admittedly, the current numbers are small
for streaming listening, those numbers are
only going to get bigger in the futurc. And.
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Dave Ramsey:
The Dave Ramsey Show

Syndicated By: Independent
Airs: 2-5pm (ET) Monday-Friday w/
. 24/7 refeeds

The Show: “Real people, real prob-
lems, real solutions. Where life hap-
pens, caller after caller.”
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What will Talk radio sound like
in the years ahead?

Few will deny that the "90s were Talk radio’s wa-
tershed decade. The number of stations programming the
format grew dramatically during the past 10 years, and
Talk has become the most-listened-to radio format in the
country.

Although Talk remains a strong ratings force and
shows signs of significant growth potential in the years
ahead, there is no doubt that new competition and new
technologies combined with changing demographics and
aging personalities will present the format
with a number of challenges to its future
success.

With that in mind, { asked a number of
the format’s resident thinkers to offer their
thoughts on how some of those challenges
might be met by tomorrow’s Talk radio pro-
grammers.

MAKE 'EM ALL TALK!

Sabo Media President Walter Sabo re-
lated a conversation he had recently with the
company’s Exec. VP, Harry Valentine. 1
told Harry that a cluster-owning client of ours was try-
ing to decide which FM station he should turn to Talk,”
Sabo recalls. “And Harry replied, "He should make ‘em
all Talk!" Of course, he's right. He's right because Talk
radio is a stronger business. It is a foreground format,

“The future is in targeting young
women, older women, teens, middle-
aged men and defined ethnic groups
with talk programming.”

Walter Sabo

and it does a better job of delivering customers for ad-
vertisers — especially retail advertisers.”

Sabo says that it’s the traditional approach to Talk
radio that has been the format’s worst enemy. *“The prob-
lem has been that doing traditional Talk delivered tra-
ditional results — 65+ demos.” he says. “With the pro-
gramming strategies that have been devel-
oped today, that is not a problem. Talk can
deliver the same demos as music with the
same precision. The future is in targeting
young women, older women, teens, middle-
aged men and defined ethnic groups with
Talk programming.”

Sabo suggests that it is Talk radio pro-
grammers who will be responsibie for chan-
ing the format’s future course. “The audi-
ence didn’t get any memos about how radio
should or should not evolve,” he says.
“Therefore, the programmer with the best
knowledge of the needs and interests of the target lis-
tener will win.”

DIVERSITY WILL WIN

Sabo urges Talk programmers to think the same way
that music radio programmers do when looking at their

Wolter Sobo

Michael Packer

format options. “During the past 15 yecars Talk pro-
gramming has diversified, just as music programming
diversified. and that will continue.” he says.

“The first true new form, beyond interviews and
phone calls. was News. Next came Sports. As far back
as 1979 we saw the first talk program that won domi-
nant shares of adults 18-34 in New York City. That pro-
gram was hosted by Dr. Ruth Westheimer. who was
the very first FM Talk star.

“In 2001 there are dozens of FM Talk

stations across the country aiming at young-

men. and many of them are actually No. |
in local billing. The format is so appealing
to advertisers that even without dominant
shares it is often dominant in billing.

“Examples of this phenomenon are
KLSX/Los Angeles and WJFK/Washington.
WTKS-FM/Orlando. which applies all the
rules of music formatting to Talk. is domi-
nant in both ratings and revenue in its mar-
ket — No. | in both. None of that seemed
possible just 10 years ago, when we started
doing it at WKXW-FM (New Jersey 101.5)/Trenton,
NJ.”

Sabo believes that women are the key to expanding
Talk radio’s fan base. “Most radio ad money is aimed
at 25-54 women,” he says. “The next big FM Talk for-
mat will be aimed at 30-year-old women. It will de-
liver the demos of a Hot AC combined with the sales
clout of Talk radio’s foreground programming. and it
will be untouchable in its market.

“TV has already learned the importance of talking
to 18-34-year-old women on programs like The View,
Jenny Jones and Ricki Lake. And magazines such as
Glamour and Mademoiselle have long grossed $100
million-plus by providing targeted information to that
same audience. Targeting in Talk is as important as tar-
geting in music. The same principles apply, because
the measurement of success is identical: unaided recall
in an Arbitron diary.”

NEW TALK FORMAT ON HORIZON
Packer TalkRadio Consulting President Michael
Packer believes there is a new Talk format on the hori-
zon. *Currently there are four types of spoken-word for-
mats: News, News/Talk, Talk and Sports/Talk. But on
the horizon there is a new variation of the

format emerging that | call ‘InfoRadio.”
“Imagine running all your current week-
end specialty programming -—

dial. First, look for a decrease in the number of pure
all-news-all-the-time stations.” he predicts. “Because of
their typical low TSL. they need huge cume numbers to
generate competitive AQH shares. This is a very expen-
sive and labor-intensive format that is hard to suppornt
in markets below the top 20.

“Look for a decrease in the number of
pure all-news-all-the-time stations.

Because of their typical low TSL, they
need huge cume numbers to generate

competitive AQH shares.”
Michael Packer

Packer feels that traditional News/Talkers will see
their fair share of changes too. “News/Talk stations that
combine morning- and aftenoon-drive news and talk
with issue-oriented talk shows throughout the rest of the
day will begin 10 see some erosion,” he says. “Expect
to hear less play-by-play sports and sports talk shows
on these stations as they fight to maintain their news
image while at the same time keep their talk show lis-
teners from defecting to the new Talk radio stations that
will pop up on both the AM and FM bands.”

Packer believes that pure Talk formats will flourish
in the decade ahead. “Talk radio stations will continuc
to grow in number and will pull audience from both tra-
ditional News/Talkers and music-formatted stations.” he
says. “Instead of spending their resources on news prod-
uct or sports, Talk stations will invest their moncy in
finding and developing local superstar talk personalities.
many of whom will be discovered working at music sta-
tions in their markets. Format content will be dictated
by the audience targeted.”

As for Sports/Talk, Packer thinks that market may
aiready be becoming saturated. “In the Sports/Talk
arena, look for one dominant winner in each market.”
he predicts."That will be the station that has a mo-
nopoly on local play-by-play rights. By surrounding the
games with highly entertaining sports talk hosts, they
will become the Sports/Talk stations in their markets
that are nearly unbeatable. Other local stations trying

i.e., handyman shows, consumer
advice, health talk, personal fi-
nance, computer shows, etc. —-
Monday through Sunday, 24/7.
Think about all the direct dollars
that could be generated by it.
Program directors will comple-
ment their nationally syndicated
shows like Clark Howard, Dr.
Dean Edell, Kim Komando and The Motley
Fool with their own local specialists to fill
out an entire broadcast day.”

Packer also thinks that there are changes
ahead for some of the mainstream Talk for-

r
FUTURE STARS: CLASS OF 2001

Peter Weissbach:

Weissbach: The Quest
Syndicated By:

Jones Broadcast Programming

Airs: 7-10pm (PT) Monday-Friday w/
continuous feeds 6pm-midnight (PT)
The Show: “An exploration of outer
and inner space, piercing the illusion
we are told is reality.”

mats that arc currently prevalent across the
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to compete with sports talk shows will simply become
2417 promos for the competition that has comered play-
by-play.”

THE FUTURE LOOKS BRIGHT

Veteran Talk and talent consultant Bill McMahon
weighed in with his thoughts on the decade ahead.
saying, “Tatk is a communication mode,
not a format. Thinking of Talk as a format
unnecessarily limits the potential of this
communication mode for radio program-
mers. It’s like thinking of a collection of
television programs containing dialogue as
somehow constituting a format. The real
focus in format development must be on
what is talked about and how it is talked
about or presented.”

Like Packer. McMahon says we've
only tapped into about four kinds of Talk
formats to date and that more are out
there. “Talk radio has developed just four real formats
that utilize the spoken-word communication mode,”
he says. “They are, talk about sports, talk about news,
talk about politics from a conservative perspective and

“The real focus in format
development must be on what
is talked about and how it is talked

about or presented.”
Bill McMahon

talk about what men discuss in a locker room. Cer-
tainly there are many other things that can be talked
about successfully on the radio.”

McMahon suggests that we have limited
our options. which is something we'll need
to address to grow the format beyond its
present boundaries. “The presentation style
currently employed by Talk stations is lim-
ited.” he says. “Most rely on in-your-face,
bombastic. opinionated. high-testosterone
hosts. Obviously. this style does not appeal
to everyone. and there are. in my opinion,
many other possibilities.”

McMahon is still bullish on the format’s
future, however. “The years ahead for pro-

tion mode are bright.” he says. “"But our growth and

success will depend on our ability to explore the nearly
limitless subjects to talk about. And we must tap into

“Today in radio we’re still locked into
a view of content as stuff that is
pushed ‘at’ consumers. Content on
the most-used Internet sites contin-
ues to be like that of Ehay —inferac-

tive content.”
Holtand Cooke
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Bill McMahon
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Holland Cooke

gramming that utilizes the spoken-word communica-

the full range of styles and personalities with which to
present them. )

“For inspiration, we need look no further than the
magazine industry. Consider the wide variety of sub-
jects written about and the wide range of styles and
voices used to present these subjects in magazines. |
also think we are seeing hints of new format possi-
bilities from radio programs hosted by Dr.
Laura. Clark Howard, Phil Hendrie and
Tommy Mischke.”

THE TRIBAL TOWN
HALL

Geller Media International
President Valerie Geller thinks
that Talk radio’s future lies in its
ability to connect people in an in-
creasingly isolated world. “Talk
radio will serve the purpose it al-
ways has — to open a window
on people, ideas and news that
the audience cannot get elscwhere.” she
says. “It will also serve as a connective
‘tribal town hall’ for people who feel isolated from their
‘tribe’ in these alienated days of freeways and home of-
fices.”

Geller also believes that the format will continue to
thrive when it seeks out good stories. “Talk radio will
always be about stories,” she says, “and it will always
be about ideas as it chronicles the changes we face as a
society while offering ideas to implement those changes.

“1 also believe that it will become a more diverse for-
mat overall, and it will go on the Internet in a real and
unique way. If you don’t believe me. check out Won-
derhorse (www.wonderhorse.com). where anybody can
be a talk host. But most of all, Talk radio will always
need to be fun. And it will always need to be informa-
tive and entertaining, otherwise listeners will not have
any interest in hanging out with our hosts.”

LOOK FOR A ‘SHE’ NOT A ‘HE’

Finally, McVay Media News/Talk spe-
cialist Holland Cooke thinks that the state of
Talk radio in 2001 is a bit stale. “Right now
Talk radio has no Tiger Woods,” he suggests.
“Nobody is to radio what The Rock is to the
WWF. We have no character with the
gravitas of Jesse Ventura, no character who
is to this decade what Imus was in the early
*70s, when he moved from Cleveland to the
old WNBC/New York; or Howard Stern,
when he was so against the grain by "80s standards: or
what Rush Limbaugh was for stations in the early '90s,
when most operators had given up AM ra-
dio for dead.”

A

Valerie Gelier

generation Dr. Laura without the castrating anger that
Schlessinger now spews. Rhona’s a fresh voice offer-
ing advice on love, sex and relationships. She is a
nonjudgmental character who will remind many listen-
ers of the sister they could confide in. and her listen-
ers are the demo that is sheer gravy to Talk radio:
young women whose TSL is late at night.”

Cooke doesn’t believe, as do some. that
Talk radio’s next star will come from the
Internet. “The Internet’s star won’t be some-
one else.” he says. "It will be you, the user,
in the same way that Amazon.com holds up
a clearer mirror to you every time you log on.
Today in radio we're still locked into a view
of content as stuff that is pushed ‘at’ consum-
ers. Content on the most-used Internet sites
continues to be like that of Ebay — inrer-
active content.”

Cooke sees models on the Internet that
are worthy of our attention. “Already the best
talk shows are like chat rooms.” he says. “Note that
many effective talk show hosts today never say goodbye

-

“Talk radio will serve the purpose it
always has — to open a window on
people, ideas, and news that the

audience cannot get elsewhere.”
Valerie Gelier

to callers; they only welcome in new callers, as if more
and more people were entering the room.”

Last. but not least. Cooke recommends a start-
up that he says bears watching by the Talk radio in-
dustry. “Watch the new Michigan Talk Radio Net-
work,” he suggests. “Based in tony Charlevoix, MI,
it launched 24/7 long-form programming this past
Jan. 1 and is already well-cleared around the state.
It’s offering free. barter programming that sounds
less like it’s from somewhere else than other typi-
cal syndicated long-form shows. Granted. it might
not fly in every state, but Michigan has cnough ge-
ography. stations, ad dollars. talk talent and topics
to make a go of it.”

Who does Cooke think the future stars
of Talk radio will be? “It will be a *she’ not
a ‘he.”” he predicts. “Someone younger
rather than older. and definitely not another
50-year-old white male. And she will be
apolitical, not yet another conservative.
Look for someone to surface who bears
more than a passing resemblance to
Annabelle Gurwitch. the gangly. wisecrack-
ing. ultra-approachable co-host of TBS® Fri-
day-night Dinner and a Movie™

Are there any current personalities
whom he feels are most likely to succeed?
“Talk America’s Rhona, from Rhona at
Night,” says Cooke. “She is clearly the next-
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Neal Boortz:
The Neal Boortz Show

Syndicated By: 1
Cox Radio Syndication

Airs:

10am-1pm (ET) Monday-Friday i
The Show: “The I1Q of a near genius, |
the emotional energy of a 15-year |
old — an unparalleled mixture in
one of radio’s greatest hosts.”
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IN THE NEW MEDIA WORLD

Why networks should continue to be an integral

part of your station’s news team

When onc thinks about the Golden Age of radio
broadcasting, there’s no denying the huge role network
news played in shaping that era. CBS,
NBC. ABC, Mutual — they all pro-
duced legendary news personalities and
commentators who became part of the
daily lives of Americans who relied on
them for news and information from
around the country and around the
world.

As we enter a new millennium
filled with an ever-growing array of
media choices. some might say that
networks are old news in the year
2001. But a distinguished panel of net-
work radio news executives makes a
compelling case that. in a world driven
by the need for accurate news and in-
formation 24/7, having the right network news team on
your side may be more important than ever before.

NAGLER ON NETWORKS

Longtime News radio veteran Harvey Nagler is VP/
CBS Radio News. Nagler is never one to shy away

“No credible News or Talk station can
rely on the Internet as any kind of

major source for news information.”
Harvey Nagler

from strong opinions when it comes to the news busi-
ness. Asked to comment on the possibility that the
Internet could be a primary source of news for a sta-
tion. he is typically blunt: “As a listener, I wouldn’t be
too surc how reliable that station’s news will be,

“Let’s face it, the wonder of the Internet is that any-
body can put information out there on it. but the ques-
tion is always going to be, just how credible is that in-
formation? No credible News or Talk station can rely
on the Internet as any kind of major source for news
information.”

When asked how he would answer the question,
“Why does a station need a news network in the year
2001 ?" Nagler again didn’t hesitate: “The five wecks
following clection 2000 give you a per-
fect example of why you need a ncws
network. The fall numbers for News
and Talk stations speak volumes about
how important a story like that is to the
population as a whole. Only by associa-
tion with a major network can your sta-
tion have access to all the information.
resources and stories that come out of
an cvent like that.

“Today. when many locat ncws
staffs have been severely impacted by
budget cuts. they are simply not in-a
position to have their people in Talla-
hassee. Austin. Palm Beach. Washing-

R

Horvey Nagler

Robert Gorcio

110086100 11001805

ton and a myriad of other places. Network radio had

two, three or even more correspondents in cach of those
locations.

“Network radio today is not just in
the business of supplying newscasts.
We also offer stations one-on-one talks
between our network correspondents
on the scene and the people making the
news. It’s the services beyond the
regular newscasts that arc an extraor-
dinarily important reason for stations to
associate with a major network news
provider.

Nagler believes that networks are
still a station’s best source for informa-
tion when big news breaks. “Clearly,
one of the best and main reasons for a
station to affiliate with a network is for
crisis coverage.” he says. “When a ma-
jor story breaks. you need to know that
you have a network on your team that
has the resources and the people to
cover that story for you. Crisis coverage
is probably the No. | reason that every
radio station should have a news net-
work.”

In Nagler's book thé name of the
game in network radio is resources.
“The main reason to affiliate with any
network is because it has the resources
to make your station's news product
sound better,” he says. “If we can't do
that. there’s no reason to affiliate.

“In the case of CBS. through Via-
com we own a major News radio station in every single
one of the top-10 markets. What does that mean to an
affiliated station? It means that when stories break in
those markets, we have local reporters on the scene who
can cover that story for you 24/7. I don’t believe that
there is any other network that can make that claim.”

THE ABC’S OF
NETWORK NEWS

Nexl, ABC News Radio VP Chris Berry offers his
take on the Intemnet vs. networks as a news source in
today's media world. Whiie he certainly-has his concerns
about accuracy and credibility issues, he also suggests

that the Intemet is not ncarly
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Chris Berry
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portable microphone. The fact that we can reach out
wherever news is happening and put someonc on the
air live from the scene is a very compelling rcason to
have a network as part of your newsroom arsenal.

“Being able to take your listeners dircctly to the
scene of breaking news anywhere in the world is a very
compelling tool. The Internet is not nearly as timely and
quick at bringing breaking news to listeners. That is a
tremendous advantage that news networks have over
any other medium.”

Berry also says that the telephone advantage has ac-
tuatly been increased by the expansion of cellular tech-
nology. “Take, for example. when Chinese troops
moved into Tiencmen Square. or when the Berlin Wall
fell.” he says. “To be able to take your station’s listen-
ers right to the middle of those kinds of storics and talk
to people involved about what is goirg on live, as it’s
happening. is an extraordinary thing.

“While 1 would not negate the
Intermet as a research tool, docal news-
rooms have to remember that when it
comes to being there on the scene
when breaking news is happening.
network News radio is hard to beat,”

A SERIOUS COMMITMENT

As we have reached the year
2001. have the questions that a station
should ask when tooking to find the
right network news partner changed?
“Yes. I think they have.” says Berry.
“Technology is moving at such a pace
that local stations have found that
much of the cutting-edge technology
that was once available only at the network level is now
available to them too.

“But if a station wants to have a scrious commit-
ment to offering credible news product. it needs to look
for several things from its network. First, you need a
network that can respond quickly with global resources
that can reach into any location anywhere in the coun-
try or around the world when news is breaking.

“You also need a network that is committed to de-
veloping niche-oriented products that fit your radio
station’s style and product as opposed to simply taking

Continued on Page 40

as cfficient as networks when
it comes to news-gathering
efforts.
“Probably the primiary
~ reason a station would want
to get its news from a net-
work vs. the Internet is be-
cause the Internet is so much
slower.” he suggests. “Net-
work news organizations
and. to some extent, local
newsrooms have learned
that the telephone has really
become the world’s most
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Rhona Raskin: Rhona at Night

Syndicated By:
Talk America Radio Networks

Alrs: 8pm-midnight (PT) Monday-Friday
and 8-11pm (PT) Sunday

The Show: “Forget the flowers and fluff,
Registered Clinical Counselor Rhona
Raskin brings love and sex into the real
world with straight tatk and honest
advice.™
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"Look out America! Michael Savage’s incredible
ratings are no San Francisco fluke. This is the
biggest breakthrough show in"talk radio ;n years.
If you don't take this program, your competitor will!"

Ll

Talk Radio Network www talkradionetwork.com

Reserve your market now!

Jack Swarnson
Program Director, KSFO

San Francisco, California
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THE ROLE OF NETWORK NEWS
IN THE NEW MEDIA WORLD

Continued from Page 38

whatever the network gives you. as we did in the old
days.
*And it’s very important that your news network

AP: NOT JUST A
WIRE SERVICE ANYMORE

Thomas Callahan is GM/Radio Division for the
Associated Press. While AP’is unquestionably one
of the industry’s oldest news organizations,
Callahan wants you to know that the company isn’t
1 the same old wire service
. anymore.

“AP Radio today is much
. different from the AP Radio of
even a few years ago,” he says.
“We are proactively involved
with alt of our members,
showing them ways in which
they can generate new revenues
Thomas from AP content. We don‘t view
Callahan ourselves as an operational cost
to a station. On the contrary,
we’d like to think that we can be a revenue-stream
generator for stations that under-stand the value
of the products that we offer.

“AP is unique in that we are a not-for-profit
cooperative. As a result, we serve all of our
members equally. We believe that the healthier
your station is when it comes to generating
revenues, the better it is for you and for AP.”

In the new media world of 2001 the idea of AP
being an old-fashioned “wire service” is about as
outdated as vinyl records. “Not only can we deliver
Jjust about any type of news service to your radio
station via dish, the Intemet or other methods,”
says Callahan, “the sheer amount of our content
and the level of service we can offer you has
increased dramatically in the past few years.

“Along with international and national news,
we also offer a detailed business news service to
members. But it's our state and regional news that
is the hidden jewel of our service. We now have 145
bureaus throughout the United States, and we are
constantly sending and receiving local, regional,
national and state news from all of our members.
That is something that your station cannot get
from a traditional network relationship.”

NEW PRODUCTS

As the new millennium begins, Callahan says
that AP is on the leading edge of Internet
technologies for radio, citing two major products
for broadcasters. “The Wire is a fully produced text,
video and photo service that offers stations a
completely produced website with all sorts of
information, including news, entertainment, busi-
ness and sports,” he says.

“AP Online is our fully produced text service,
delivered in a format that allows stations to
customize their own websites using AP content. All
AP members can use the on-air text service on their
website at no charge by simply signing an agree-
ment with us.

“More and more stations are learning that AP is
a tremendous resource that they already have that
can be used to provide customized, format-
retevant content to their websites. It's another way
that we are showing our members how AP products
can be even more valuabte to their overall efforts,
both on the air and on the ‘Net.”

is a 24/7 service. News happens all the time, and you
need to be confident that when it does, your station’s nct-
work can instantly bring your listeners up to the minute
on the details of the story.”

Berry's best argument for affiliating with a news net-

~ work in today’s information-hungry world? “Being able

to deliver the story now,™ he says. “If you are the News/

“You need a network that is committed
to developing niche-oriented products
that fit your radio station’s style and
product as opposed to simply taking
whatever the network gives you, as we

did in the old days.”
Chris Borry

Talk station that has made a commitment to your com-
munity to be the station of record for news in your town,
you need an alliance with a network.

“You never want to be the only station that isn’t able
to cover a story like the Oklahoma City bombing or the
death of a president or war breaking out in the Middie
East. You need to be able to cover it credibly, reliably
and quickly. And you simply cannot do that adequately
today without the resources of a worldwide network news
organization.”

CNN LOOKS TO THE FUTURE .

CNN Radio News VP Robert Garcia sces a whole
new world ahead in the relationship between nctworks
and their radio affiliates. “Ironically. as the Internet is
breaking some of the old rules when it comes to news,
networks are moving into the Internct space in a huge
way,” he says. “For example, CNN is set to begin offer-
ing virtually all of our products — with the exception of
our newscasts — via MP3 files from a password-pro-
tected website.

“No longer will stations need to wait around for the
old-style network feed at seven after the hour or when-
ever. They’ll be able to get the information they need
whenever they want it, at their leisure, via the Internet.
It’s a technology that makes so much sense as
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“Although right now there is not yet a lot of use
of wireless audio platforms in the U.S.. there will
be in the very near future. And AOL is a'company
that is very aggressive in that regard. That will be
just one of the many benefits that CNN Radio will
gain from this very important merger.”

CREDIBILITY COUNTS

Garcia also thinks that today’s News/Talkers use
networks differently than they may have in the past
and that CNN has recognized that. “The whole net-
work landscape has changed,” he says. “Stations are
much less devoted to the signature network news-
cast. Stations are opting for more local newscasts
and depending less on network newscasts.

*“That's forced network radio to diversify our ser-
vices and programming to target what I see as a huge
trend toward customization. And that is an arca
where we, at CNN, have dedicated a tremendous
amount of our resources and thinking.”

But Garcia says that in spite of the new trends
toward individualized and customized services,
the traditional network can still play a big role at
your station. “You still cannot underestimate the
value of having the credibility of a network brand
when it comes to breaking news,” he says. “There
is still a tremendous value to stations to be able

“The Internet is going to become an
additional weapon in the arsenal of

radio networks in the future.”
Robert Garcia

to offer listeners a one- or two-minute breaking-
news bulletin with a branded news name like
CNN.

“What you need to look for in a network today
is one that can offer you a myriad of services so that
you may put together the components you really need
1o make your station sound better. And when it
comes to offering services and elements that most
stations simply cannot do on their own, news net-
works are more viable today than ever.”

a distribution vehicle for many of the things that
we do.

“The Internet is going to become an addi-
tional weapon in the arsenal of radio networks
in the future. and I'm pleased to report that
CNN Radio News is leading the industry in this
groundbreaking arca.”

- Perhaps no other network is better poised
on the threshold of the new.media’s future
than CNN Radio, owing to the recent
megamerger between AOL and Time Warner
(the parent company of the network). Garcia
is obviously enthused by the possibilities that
it presents, saying, “It is going to be a very
aggressive company with regard to the devel-
opment of new technologies, new platforms

AL
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Michael Savage:
The Savage Nation

Syndicated By: Talk Radio Network
Airs: 4-7pm (PT) Monday-Friday

The Show: “Eclectic is an understate-
ment. Savage’s unigue and entertain-
ing show spans everything from
improv-style comedy to gut-wrench-
ing high drama.”

and new delivery systems.
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WHY MARKETING STILL MATTERS

Real-world advice for marketing pros in today s

cost-conscilous inaustry

In radio’s post-deregulation world just about every
department and every person who works at your radio
station has experienced changes in the way they do their
job every day. And few have witnessed more change
than those charged with the marketing and promotion
efforts of a radio station in the year 2001.

In fact. many radio marketing and promotion people
have seen their duties expanded from overseeing one or
two stations in the market to responsibility for a grow-
ing cluster of muitiformatted outlets. And while some
marketing and promotion people are actually degreed
marketing professionals, more often than not radio sta-
tions have grown their own people from the ranks of
former promotion assistants who began their broadcast
careers hanging banners and setting up the remote booth
at station promotions.

Frank Murtagh, President of Murtagh Media and
Marketing. is one of those up-through-the-ranks kind of
guys. The Boston native began his career as Promotions
Director at hometown hit radio station WHTT-FM (now
WODS) before moving over to News/Talk promotion
at Boston's WBZ Radio and TV in 1987.

From there he segued to crosstown Talk trio
WRKO/WHDH/WEEI 10 take over the stations’ mar-

“When it comes to effective
marketing, it's never a good idea to
put all your eggs in any one basket,
no matter how good that hasket
might seem to be.”

keting and promotions. It was there that Murtagh really
established his reputation for an aggressive and creative
style of marketing and promotions, along with commu-
nity involvement, public relations and event marketing.

Two years ago Murtagh struck out on his own to
form a consultancy dedicated to providing experienced
help to clients in maximizing their marketing. promo-
tion, PR and event efforts. To that end he has worked
with a broad cross-section of both broadcast and
nonbroadcast clients both domestically and internation-
ally.

When I called to ask him if he thought marketing
still matters in the new radio world, the always-color-
ful Murtagh had more than a few words to say in reply.

R&R: Is it fair 10 say that you are not a school-
trained, but rather a “street trained” marketer?

FM: 1 started out as a street-trained marketer. but
fairly early in my career I embraced an opportunity that
was given to me to learn about marketing from a more
traditional perspective. When 1 worked for
Westinghouse, they would literally drag some of us pro-
motions directors from radio into corporate marketing
mectings. A lot of people there were used to their jobs
being primarily about hanging banners and being sure
everybody in the station signed off on the new logo be-
fore it went to the printer. and they weren’t too inter-
ested in what was going on at these meetings. But [ saw
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them as an opportunity to learn more about marketing
from a big company whose marketing efforts were about
much more than just radio. It made me want to learn
more on my own about the way great companies mar-
keted themselves, not just how radio stations looked at
marketing.

R&R: Whar else did you learn about marketing
Sfrom that experience?

FM: While I was studying how com-
panies like Federal Express approach
their marketing, I was also studying the
marketing methods of candidates running
for office. It occurred to me that market-
ing radio had a lot in common with po-
litical-campaign marketing. You’ve got
to not only get people to know who you
are, you also have to convince them to
actively go out there and vote for you.

It's not like selling a can of soup off
the shelf — that’s relatively simple. You
can tell how well your marketing is work-
ing by how many cans of soup have
moved off of the shelf. But in radio
you've got to literally get out the vote for your station,
because the way radio judges how well its marketing ef-
forts are doing is usually by Arbitron results.

R&R: Have you found that News/Talk stations are
oo often underbudgeted when it comes 10 marketing
dollars?

FM: 1 don’t think I’ ve ever had the luxury of a big
marketing and promotion budget anywhere 1 have
worked. And in today’s consolidated environment —
more than ever — much of the marketing budgets for
AM stations are sucked up by the FMs in your cluster.

Like it or not, there are a lot of companies and prod-
ucts spending a lot of marketing dollars to get the at-
tention of the same people you want to listen to your ra-
dio station. Radio people need to remember that you still
have to pay if you want to play, and that’s true today
more than ever.

All too often the plans for spending whatever dol-
lars a News/Talk station does get for a marketing cam-
paign are made by the GM and PD without any real plan
as to what they want to accomplish by spending that
money. Already-limited dollars are spread even thinner
because decisions are made to spend this amount on TV
and that amount on billboards, etc., without first con-
sidering what the best way to spend those dollars might
be. You really have to think like a marketing guy, and
that often means not thinking like a typical

Frank Murtogh

for what they need. then you can tell them about the rest
of your product.

R&R: What do you see as some of the new chal-
lenges 10 effective marketing in today's environment?

FM: You have the same competitive landscape that
you had before, but the big change is that now you have
to make your marketing decisions whilebeing cogni-
zant of the effect those decisions
could have on other stations in your
group. You don’t want to cannibalize
one of your own, so to speak. Previ-
ously, News/Talkers might have had
to look out for their co-owned FM,
but most of the time it was a Rocker
or CHR that didn’t really affect your
station all that much.

But today. let’s say you’re an FM
Talker targeting young males and fe-
males, and the company has three or
four other FMs targeting the same
group right in your own building. The
big challenge for marketers today is
to learn how to work within your
group to identify common ground between co-owned
stations that can benefit from marketing targeted at pecl-
ing away listeners from other companies’ stations.

R&R: Most stations have long used one person as
the “marketing and promotions” director. Is that still
efficient in today’s environment?

FM: In my opinion, marketing and promotions are
totally different jobs. In the business world outside of
radio most companies realize that promations is really
an oftshoot of marketing, as is PR. Marketing people
are the ones who need to figure out who we're going
after, where they are, how we're going to get them and
how much it is going to cost to do that. Marketing is
the science of how to get customers. Promotion is more
of a consequence of your marketing plan. 1t’s really
more a job of executing the plan as opposed to.concep-
tualizing the plan. ldeally, there should be separate
people handling those jobs at your radio station.

R&R: Can you still come up through the promo-
tion ranks the way you did?

FM: Sure. A lot of good-marketing people still start
at the street promotions level. They're the ones on the
front lincs who most often come face to face with your
customers, so promotions can still be a great training

Continued on Page 44

radio guy.

R&R: Tell me what you mean by thas.

FM: The typical radio guy says, “Oh, we
can’t just promole one daypart or one tal-
ent, because the other ones will all get mad.”
or, “We can’t just promote traffic, becausc
we're a News station.” You can’t simply
create a product in a vacuum and then go out
and spend marketing dollars to tet! people
to tune in and buy it. You first need to find
out what the audience wants and needs and
then effectively market to the audience that
you are the station that can fill that need for
them. After you get them to use your station

www americanradiohistorv com

Mitch Albom:
The Mitch Albom Show

Syndicated By: ABC Radio Today
Aiss: 3-5pm (ET) Monday-Friday

The Show:
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—T

'lf.- “1 019101001001 10C1 110008100110010001 1601 1101C 1700111707901 0100101001511100001001 1010410001 10118011000

"T'._l?. LK
- -
k. “’.:_

March 9, 2001 RaR ® 41



www.americanradiohistory.com

WHEN YOU WANT TO
STIMULATE TALK...

lazlow's

TF_' CHNOUF IL E

LITTLE KNOWN
OU DOBBS
NBC FINANCIAL REPORT

LBEBNDS OF
...TALK To US
212-869-1111

talk@unitedstations.com

America Hears



www.americanradiohistory.com

3 S YIEd ™. ¢ « 1B =% - '
.;‘._,_ POL (0 '!s 1‘Ut - o0 P ﬁ !

- R oo b gl . L L '_ Nt 1 .» A 0 March 9, 2001 R&R ® 43 BB}

1910101001 601100 11100001001 10010001 1.0011103 'F'»L”‘30111.‘."i&1'¥m01.001'01 0010171000030011010110001101 11071000 k I:J '
3 o b o ALY A ’ | |

e

I
4

" S

DISCONNECTED AMERICA

Continued from Page 24

Andrew in South Florida people actually put up new TV
antennas before they'd even repaired their roofs.

“There's just no way to ignore how much television
has become a part of our lives. But since we’ve not done
a very good job of teaching our children how to inter-
pret the visual and perceptual language of television and
advertising. we have kids who grow up believing that all
the things that happen on TV happen in real life.”

While television gets the bulk of Shane’s criticism.
he says radio — specifically Taik radio — plays its part
in the disconnect effect too. “One of the things we should
take a look at is what I call the “bumper-sticker mental-
ity" on Talk radio.™ he says.

“Because of the nature of the business, talk show
hosts need to generate attention and trigger a response.
They'll pull the bumper-sticker “trigger.” because the idea
is 1o say somecthing outrageous or something that people
can understand quickly in order to generate a response.
If the listener only gets that bumper-sticker trigger from
you, he or she gencrally has a bumper-sticker kind of re-
sponse.”

And that's where Shane says Taik radio contributes
to the disconncect effect. “Our discussions on Talk radio
are too often about slogans and not issues,” he says.
*Sooner or later people begin to believe that the slogans
arc all there is to know about the issue. so they formu-
late a reaction rather than an opinion based on a study
of the facts.

*No talk show listener is ever going to want to study
cvery single bit of information on an issue. but I think
we really do need to be sure that the few picces of infor-
mation they get from us have come from the right place.”

Shane’s warnings also include the new media world
of the Interner. “It’s so easy to have a piece of fraudu-
lent information widely transmitted over the Intemct in
mere moments.” he says. “The Internct. in and of itself.
is not bad, but the instant replication of the wrong in-
formation is. Just think about how many e-mails you re-
ceive or how many stories you can find on the Internet
that simply are not true.”

INFORMATION ANXIETY

Shane says the pervasiveness of media has caused
what he calls “information anxiety.” “There’s only so
much attention that any of us has to give,” he suggests.
“Attention is a finite commodity — we all have just so
much of it. But information — or data, as 1 sometimes
call it in the book. because we all get a lot of data every
day that has no real informational quality — is never-
ending in today’s world. It is multiplying so fast that
most people are completely overwhelmed by it.

“And when people can’t get through the mounds of
paper that comes through their lives and the 25 ncw e-
mails that they have every time they check, they begin
10 become anxious. They start to feel true anxiety, be-
cause they feel that things are either speeding up or pil-
ing up on them.”

Shane says the evolution of the 24-hour news cycle
has contributed a lot to our information anxicty. “Because
of the 24/7 news cycle. people think that there's a lot more
information out there than there really is.™ he says. “But
there isn’t any more information just because we have
more time devoted to news. It's mostly just repetition of
information that has already been delivered.

*Again, this contributes to the disconnect cffect, be-
cause information overload causes people anxiety, and

anxiety causes stress. The more you're stressed out. the
more you disconnect. You begin to react toward your fel-
low man in a different way: you don't want to see and
speak 10 him as much anymore. You don’t want to deal
with him. because he's just going to bring you more stuff.
So we either begin to get into our own cocoons or we go
find some community that is uniquely our own and that
is disassociated from other communities.”

NOT WITHOUT HOPE

While his book sometimes scems a bit pessimistic,
Shane is adamant that he is not without hope for the fu-
wre. I do belicve that while there is a darkness to Dis-
connected America. there is also hope,” he says. “It's
fair to say that the genie is out of the bottle, so to speak.
Right now there are probably hundreds of kids working
on things in their garages that are going to blow our
minds in a few years. We can’t stop the progress of tech-
nology. but we have to stop using technology as a sec-
ond god. We can't respond to it simply because it’s
there.”

Shane suggests that we could all benefit from some
simple perspective. “We nced to learn to better balance
our technology with real life.” he says. “There’s so much
that we get from our technology every day that we don’t
really necd. yet we have created a need for it out of our
own desire, greed and the need to always be entertained
by something new.

*“I certainly would never wish to sec technology stop,
because it has done many wonderful things for all of our
lives. but I do hate to scc us cither mesmerized by it —
which I think we are — or paralyzed by it. which I truly
think we could become.™

BUILD YOUR CYBER-BRAND

Continued from Page 34

really more about how you market it to them and how
you show listeners the value of going to your website and
not in the technical bells and whistles that you add to
i

So what's the case to make to management. which is
looking to curb expenses. for increasing the development
of your station website? “In the beginning many people
were promising radio untold riches from the Internet
through revenue-sharing agreements. etc.,” says
Komando. “For most stations. that has not happenced, and
today’s station managers can only fight so many fires on
so many fronts at one time. )

“Should your website be the focus of a lot of your
resources, time and energy? Probably not. Bdt you need
to understand what it is going to take for your station to
have a website that wi!l satisfy your users. The most im-
portant thing is to have a long-term plan and strategy in
place.and to understand that this is something you are
getting into for the long haul. not just a short-term pay-
off.”

HAVE A CLEAR FOCUS

Radin, who is President of the Internct Insider Radio
Network. as well as host of the weekly Internet Insider
radio show. is a guy who came into radio through the
back door. “I had an Internet consulting business back

in 1994 and was doing a presentation for KDKA/Pitts-
burgh.™ he recalls. “While I didn’t necessarily sell. them
on the value of the Internet at that particular point in time.
they did call on me to be a guest on several talk shows
to discuss this growing medium. After 1 appeared on a
number of different shows on the station, they cnded up
offering me my own weckly show. which is now syndi-
cated.”

Radin suggests that one of the most important things
to remember is that the terms “web™ and “Internet” are

not interchangeable. “It’s easy to get into the trap of be--

lieving that the Internet is the World Wide Web and vice
versa.” he says. “Probably 80% of the population and
99% of radio people think that is the case. If you do that.
you are really shorting yourself. If you think of the terms
as synonymous. you lose out on a huge amount of the
power of the "Net.”

Like our other panelists, Radin suggests that radio sta-
tions need to have a much clearer focus on what it is they
want to-accomplish with regard to their websites. “From
a programming standpoint. stations can use the web as a
wonderful supplement,” he says. “It’s a way to extend the
relationship between listeners and your radio station.

“For example, when your hosts express an opinion on
the air, chances are they have come to that from rescarch
or reading they have done on the subject. Your website
offers a perfect platform from which to share that infor-
mation with listeners. It’s a way they can also read ar-

ticles or opinion picces to help them lecarn about the
research a host has done on a subject that he or she
cannot possibly have time to share with them on the
air.”

SET YOUR PRIORITIES

Radio-station management that sces one dot-com
company after another closing their doors and little or
no revenue coming from their station website might be
tempted to think that the whole idea of devoting re-
sources to this new medium is premature. “It is'safe to
say that we are out of the sizzle phase of the Internet
and into the steak phase.” says Radin. *It's still impor-
tant. and it’s still growing.

“We in the media have focused on those many web
entrepreneurs who have fallen by the wayside because
they were funded on dreams, but they are really only a
small percentage of the real companies out there on the
‘Net.”

*The users are still there. and the aggregate spend-
ing is still there. The use of the Internet by cveryday
people is continuing to grow and influence more and
more of our everyday lives. It may not secem as amaz-
ing to those of us who are in the media reporting on it
every day. but that is because it is quictly and steadily
becoming more and more integrated into people’s daily
lives.

“We need 1o keep it in perspective. It's not that
things are alkthat bad in the cyberworld today, it’s just
that they arc not quite as good as we were led to ex-
pect they would be. We are experiencing a lull that was
inevitable as the market returns to a sense of reality.
but this is not the time to consider cutting back on your
station’s web cfforts. Rather. it is a time 10 refocus on
what the real priorities for your site should be.”
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| WHY MARKETING STILL MATTERS

Continued from Page 41

ground for marketing people. 1 tell clients to look for
people who come from political campaigns as potential
promotion people. They're used to being tuned in to what
has the public’s attention and getting their candidate’s

face and name into the middle of the editorial fabric of .

what's happening that will be on the news that day.
They’re street fighters who need to be cunning and cre-
ative.

R&R: But as more and more radio companies be-
gin to look like traditional corporate entities, isn’t the
day of the degreed marketing professional for radio at
hand?

FM: Even with all the changes. radio is still a unique
product to market. There's nothing wrong with having a
schooled marKeting background, but if you can find some-
one who combines that with good street sense and who
has that intangible radio-in-their-blood thing going on,
you have a marketing winner for your station. When you
get in a room with someone who has radio in their blood.
you know it. It’s a unique energy; and when you find
someone who has it and a sense of marketing, too, you
have found a winning combination of skills for a market-
ing director.

R&R: Aside from political-campaign people, where
else do you look for marketing and promotions people
today?

FM: I've also found that public-service agencies are
often a good place to look for people. They're usually re-
sponsible for advertising, PR, marketing and promotions
with no staff and no budget. Their job is to go out and

get things for frec. They have experience at staging event

‘promotions and usually know who to call at every TV sta-

tion and newspaper in town. They're usually overworked
and generally not paid very well. It’s a similar background

“When you get in a room with someone
who has radio in their blood, you know
it. t’s a unique energy; and when you
find someone who has it and a sense of
marketing, too, you have found a win-
ning combination of skills for a market-
ing director.”

to what you get from working in radio promotions, so
those people often work out well, if they have an interest
in radio.

R&R: Many have suggested that the real key to mar-
keting in News/Talk is to focus your efforts on advertis-
ing and promoting the station's talents. Would you
agree?

FM: It is very important that you not forget to pro-

BREAKING TRADITIONAL

Continued from Page 33

funny on Saturday Night Live, but he's even funnier on
HBO. Because satellite radio is subscriber-focused, it
opens up new content paramicters.”

Asked if that means Sirius’ Talk channels will also
be more risque than terrestrial radio, Sofko is quick to
repeat her now-famous line, first uttered last year during
an NAB Radio Show panel session: “How much risque
are you looking for?”

“We are subscriber-based and car-focused, and we are
driver-safety-sensitive, so we don’t want anyone having
an accident,” she adds with a chuckle. “If surveys show
that’s what subscribers want, we can do that. We can do
anything that conventional radio can do, and then some.”

Sofko notes that there will be plenty of family oriented
programming too.

RULES

When it comes to revealing who is in the Sirius stable
of stars. Sofko isn’t ready to provide a traditional list. but
she does note that actors Lou Diamond Phillips and Tony
Danza have had leading parts in already-recorded Sei-Fi
Theater performances.

There is no fear like fear of the unknown. and there
has been plenty of speculation about the potential impact
of satellite broadcasting on terrestrial radio. But Cooke isn’t
warried for either side. “I believe there's room for terres-
trial and satellite radio to coexist peacefully and profitably.”
he says. “Just as the proliferation of cable TV channels did
not destroy the network and broadcast TV business, nei-
ther will satellite Talk radio kill conventional Talk radio.

“And it doesn’t need to. The business mode! for sat-
ellite radio works great at subscriber levels well below
those that would kill terrestrial radio as we know it. Natu-

ey i
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mote your radio station while you’re promoting the tal-
ent. If you have a star on your station, and you decide
that he or she is the horse you are going to run with,
that's fine. But don’t just promote the horse. Your tal-
ent must also be a conduit for promoting your radio sta-
tion, When you spend all of your dollars promoting just
the talents. listeners will often remember them. but not
your station. The talent is the lure for a Talk station.
and it's important to promote them. But you need to
also remember that your job is to make sure that people
who love that host know what station he or she can be
found on.

R&R: Finally, what method of marketing would
you urge any station to do in today's new media
world?

FM: E-mail. It's a very viable and affordable way
to communicate with both your audience and potential
audience in today’s world. Use your station's website
as a place to sign them up, then communicate with them
regularly and appropriately. But don"t kill them with ioo
much b.s.; rather, focus your messages on really cool sta-
tion info, promotions, special offers and ways they can
personally communicate with their favorite hosts.

As more and more people get wired, e-mail mar-
keting can be a very effective marketing tool. However.
as good a tool as e-mail can be. it’s important to al-
ways keep in mind the percentage of your listeners who
are not wired. You still need to use other marketing
tools and methods to reach them too. When it comes
10 effective marketing, it’s never a good idea.to put all
your eggs in any one basket, no matter how good that
basket might seem 10 be.

rally. as satellite subscriber levels begin to reach cer-
tain critical-mass points, listening levels to terrestrial
radio will be impacted negatively. But there will always
be room left for local radio. with its local perspectives,
traffic and news.”

HOW TO JOIN

How can a current talk star or a budding host in-
terested in the new world of satellite radio grab Sirius’
attention and be considered for a spot? “When it comes
to IN Radio’s channels on Sirius,” Cooke advises, “be
different. Be bold. Don’t be afraid to go where no con-
ventional talk show host or show has gone before.”

Cooke says he and PD Paul Wells are scouting for
talent now. Send tapes and resumes to Dave Cooke, IN
Radio, 1500 Sansome St.. San Francisco, CA 94111.
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Napster

Continued from Page 1

“vicariously liable” for copyright vio-
lation but ordered Patel to rework her
original injunction because it placed
too much of a burden on Napster to
police its system. The decree also
comes two weeks after Napster of-
fered the record industry $1 billion
— $150 million to the majors and
$50 million to independent labels
over five years — to drop its lawsuit
and award licenses for its new sub-
scription service.

“Napster will follow the district
court’s order.” Napster CEO Hank
Barry said in response to the nuling.
**Even before the court entered the or-
der. we began making efforts to com-
ply with what we believed to be the
dictates of the 9th Circuit’s ruling.

*The 9th Circuit and the district
court rejected the recording
industry’s argument that Napster is
inherently illegal. The district court’s
order holds that the recording indus-
try and Napster share the burden of
complying. Plaintiffs arc required to
certify that they hold the rights to the
material and that it is available on
Napster. As we receive notice from
copyright holders, as required by the
court, we will take every step within
the limits of our system to exclude
their copyrighted material from be-
ing shared.

*“We will continue to press our case
in court and seck a mediated resolu-
tion even as we work to implement

the court’s arder. We will continue to

seek a settlement with the record
companies and to prepare our new
membership-based service, which
will make payments to artists,
songwiiters and other rights-holders”

The record industry, naturally, was
pleased with the ruling. RIAA Presi-
dent/CEO Hilary Rosen said, “We are
gratified the district court acted so
promptly in issuing its injunction re-
quiring Napster to remove infringing
works from its system. We intend to
provide the notifications prescribed
by the count expeditiously and look
forward to the end of Napster’s in-
fringing activity.” _

The major record companies ech-
ocd that sentiment. The Wamer Mu-
sic Group said in a statement, “The
issuance of the injunction by the U.S.
District Court underscores that mu-
sic in the online world will not only
be protected, but flourish in a legiti-
mate marketplace where the artists’
work will be respected and rewarded.
It is in this environment that we will
bring to market innovative services
that offer consumers high-quality
music that is trusted. secure, attrac-
tive and casily accessible.”

The Universal Music Group noted
that it is extremely pleased that an
injunction is now in effect. “We in-
tend to move rapidly to ensure that
our copyrighted works are removed
from the Napster system and that the
interests of our artists are protected,”
he said. “This is an important deci-
sion that will ultimately benefit con-
sumers by laying the groundwork for

a legitimate online music market.”
Robert Schwartz, an entertain-
menvintellectual property specialist
and partner at the Los Angeles-based
law firm O’Melveny & Myers. told
R&R the ruling “was very good for
the labels, because “it’s clear the

judge didn't buy into the technical *

issues Napster was fond of talking
about all last year.”

Schwartz, who has represented
some of Hollywood’s biggest compa-
nies. contends that the burden of proof
leans favorably toward the record in-
dustry. “Most people believe, bascd
on the reports ['ve heard and read. that
the judge kind of split the decision,
and Napster got a lot of what they
wanted, he says.” | believe the judge
is basically setting them up. She
wants a compliance report within five
days, and she expects Napster to
make this work. And if it doesn’t, she
expects them to tell her why.

*The court has all kinds of powers
to modify and fine-tune the injunction.
People are assuming it’s her last word.
No way. It’s far from her last word.”

The ensuing gamesmanship be-
tween Napster, its users and the
record industry should be intriguing,
said Schwartz. “It will be interesting
1o see what kind of cat-and-mouse
games develop between Napster us-
ers and Napster over the next week as
users try to mask files, like spell
Madonna with one ‘N’ or use Pig
Latin to describe files. My guess is,
if that really gets out of hand, the
record companies will ask the judge
to shut Napster down.”

Kiss

Continued from Page 1

protection of “commercial impres-
sion™ of the slogan and compares it
to the trademarks of Coca-Cola or
McDonald’s restaurants. Volke said
the Kiss name is a brand, and Clear
Channel should be allowed to treat it
as such and extend the brand to new
markets, just as when McDonald’s
opens a new restaurant in a new town.

*“Radio is an oral medium that re-
quires people to listen,” Volke said.
“Our oral presentation of the Kiss
mark is always the same. The com-
mercial impression is the same. Kiss
is Kiss. There is no distinction be-
tween K-1-1-S and K-1-S-S.” Further,
Volke said the KIIS mark is incontest-
able. because no claims have been
filed against it in five years.

However, AGM attorney Jefirey
Wexler said that the use of the
trademark authority afforded to
KIIS is limited to the operable ser-
vice arca of the station, a criterion
that he said was established when
the trademark was originally issued.
Wexler told R&R that when the
trademark was first granted to then-
owner Gannett, the patent and
trademark office limited the name’s
usc to its area of use, in this case
the Los Angeles market.

As for the second trademark;
Wexler said the mark was abandoned
by the previous holder, and once a
mark is abandoned and the intent to
use is surrendered, the mark is no
longer valid. Ironically, the prior
owner lost a fight with Clear Chan-
nel over use of the trademark. but then
assigned the mark to Clear Channel
about a year later.

Clear Channel/Bakersfield Market
Manager Sandy Gamblin told R&R
that research conducted by the com-
pany determined that there was some
confusion surrounding the Kiss name,
some of which was centered on KIIS.
KIIS is home to the Rick Dees mom-
ing show, and KKXX carries Dees’
weekly countdowns. “There was some
question and confusion,” Gamblin
said. “It showed up strongly in re-
scarch. We felt we owned the term.”

But KISV PD Bob Lewis told
R&R that AGM is prepared for a fight
and won't flinch. "It is corporate
thievery [for Clear Channel] to try to

. usc the name to build its business. It's

the equivalent of a shop that sells
dresses and shoes starting to call it-

T

self Macy’s.

R&R Radio Editor Adam Jacobson
contribwted to this story.

Richards

Continued from Page 3

fundamentais. Additionally, Bill has
run his own. successful consulting
business for years and brings that
important business perspective to our
table.”

Bill Richards Radio Consulting
worked with KI1IS/Los Angeles,
KKRZ/Portland, KDW B/Minnecapo-
lis, WXXL/Orlando and KGGI/Riv-
erside, among others. Before becom-
ing a consultant Richards pro-
grammed KIIS, KDWB, WNCI/Co-
lumbus, KKBQ/Houston, KLUC/Las
Vegas, the former KXXX/San Fran-
cisco and more.

“It’s great to be a part of the big-

gest and best broadcast company in |

America,” Richards remarked. “The
opportunity to work closely with Tom
Owens will be tremendously reward-
ing. This has been something I've

wanted todo for a long, long timeand |

was really the only thing I would have | [ os Angeles, Corporate VP/Program-

given up my consultancy and Rate
TheMusic to do. I think that kind of
speaks for itself.”

= —_——=——— ]
Calococci

Continued from Page 3

Boston WBOT. He has also served as.
Los Angeles Regiona! Promotion
Director for Jive Records, PD at
KJMZ/Dallas and MD at WKSS/
Hartford and been an air personality
at WEGX/Philadelphia.

Benson
Continued from Page 3

A 31-year radio veteran, Benson
has served as VP/Operations for KIIS/

ming for Westem Cities Broadcasting
and President of his own consulting
firm. He had held his most recent post
for six years.

Benson will remained based in
Atlanta. “Even though I live here. it
feels like I have part-time addresses
in all Jefferson-Pilot markets.” he
said! “I truly enjoy spending time
with our excellent tcams throughout
the company. [ also appreciate the
freedom that Terry and Clarke give us
to develop products that are competi-
tive in our markets.”

10100 Santa Monica Bivd, Fifth Floor * Los Angeles CA 50067-4004
Tel (310) 553-4330 ¢ Fax (310) 203-9763

www.rronline.com
RON ROORIGUES ¢ ronr @sronline.com
RICHARO LANGE * rfange @rronline.com
PAM BAKER * pambaker@ rroniine.com
STEVE WONSIEWICZ * swonz @ronline.com
JULIE GIOLOW ¢ jgidiow @rronline.com
AOAM JACOBSON ¢ jacobson @rronline.com
HURRICANE HEERAN e ratings @ rronline.com
BRIOA CONNOLLY ¢ brida @ rronline.com i
DEBORAH OVERMAN ¢ doverman @rroniine.com i

EDITOR-IN-CHIEF

MANAGING EDITOR

SALES 8 MARKETING EDITOR
MUSIC EDITOR

NEWS EDITOR

RADIO EDITOR

RESEARCH DIRECTOR
ASSISTANT MANAGING ECITOR
ASSOCIATE EQITOR

KEVIN MCCABE * kmccabe @ rronline.com
ANTHONY ACAMPORA ¢ anthony1 @ rronline.com
ROB AGNOLETTI * rob@rroniine.com

DIRECTOR/CHARTS & FORMATS
CHARTS 8 MUSIC MANAGER
CHARTS COORDINATOR

AC EDITOR

ASST. AC EDITOR

ADULT ALTERNATIVE EDITOR
ALTERNATIVE EDITOR

ASST. ALTERNATIVE EDITOR
CHR EDITOR

ASST. CHR EDITOR
COUNTRY EDITOR

ASST. COUNTRY EDITOR
NAC/SMOOQTH JAZZ EDITOR
ASST. NAC/SMOOTH JAZZ EDITOR
NEWS/TALK EDITOR

ROCK ED!ITOR

URBAN EDITOR

ASST. URBAN EDITOR

MIKE KiNOSIAN * mkinosox @ rronfine.com
MIKE OAVIS » mdavis @rroniine.com

JOHN SCHOENBERGER * jschoenberger @ rronline.com
JIM KERR ¢ jimkerr @ rronjine.com

OAYNA TALLEY  dtailey @ rroniine.com
TONY NOVIA ¢ tnovia @ rronline.com

RENEE BELL ¢ rbeil @rronline.com

LON HELTON ¢ /heiton @ rroniine.com

HEID! VAN ALSTYNE * heidiv @ ronline.com
CAROL ARCHER ¢ archer @ rroniine.com
PETER PETRO * petro @rroniine.com

AL PETERSON » aipeterson @ mroniine.com
CYNOEE MAXWELL * max @roniine.com
WALT LOVE * babylove @ rroniine.com
TANYA O'QUINN ¢ oquinn@rroniine.com

888 17 Street NW ¢ Washington. DC 20006 * Tel (202) 463-0500 * Fax (202) 463-0432

BUREAU CHIEF  JEFFREY YORKE ¢ yorke @ rroniine.com
ASSOCIATE EDITOR  JOE HOWARD ¢ jhoward @rronline.com

1106 16" Avenue South * Nashville, TN 37212 ¢ Tel (615) 244-8822 « Fax (615) 248-6655

BUREAU CHIEF  LON HELTON ¢ /heiton @ rronline.com
ASSOCIATE EDITOR  CALVIN GILBERT ¢ gilbest @ rroniine.com
OFFICE MANAGER CHRISTINA BULLOCK ¢ coullock @rronline.com
INFORMATION SERVICE
SALES & MARKETING DIRECTOR JEFF GELB ¢ jgeib @rronline.com
MANAGER JILL BAUHS « jill @ rronfine.com

TECHNICAL SUPPORT JOSHUA BENNETT ¢ jbennett@ rroniine.com

TECHNICAL SUPPORT MARV KUBOTA ¢ mkubota @ rronline.com
DISTRIBUTION MANAGER JOHN ERNENPUTSCH ¢ johne @rrontine.com

FULFILLMENT MANAGER KELLEY SCHIEFFELIN * moreinfo@rronline.com
CIRCULATION COORDINATOR  JIM HANSON ¢ jhanson@ rroniine.com
CIRCULATION COORDINATOR  JILL HEINILA  heiniia @ rroniine.com

DIRECTOR

SYSTEM ADMIN
COMPUTER SERVICES
COMPUTER SERVICES
COMPUTER SERVICES
COMPUTER SERVICES
NETWORK ADMIN
COMPUTER SERVICES
COMPUTER SERVICES

SAEID IRVANI ¢ sirvani@rronline.com
JOSE DE LEON ¢ dateon @ rroniine.com
MARY LOU DO . 9@
HAMID IRVANI » hirvani@ rronline.com
TED KUCHENRITER ¢ thuchenriter @ rronline.com
CECIL PHILLIPS = phiilips @rrontine.com

DAVID PUCKETT » dpuckett @ oniine.com
'CARLOS REYES ¢+ creyes @rroniine.com

RICK ZABLAN ¢ rzablan @rronline.com

.com

IREC » kthormas @ rroniine.com
MANAGER ROGER ZUMWALT » roger @ rronline.com
GRAPHICS ANDREW CHIZOV « achizov@rroniine.com
GRAPHICS FRANX LOPEZ - fiopez @ rronline.com
GRAPHICS DELIA RUBIO » grubio @rroniine.com

DIRECTOR

DESIGN

ELECTRONIC PUBS DESIGN
DESIGN

DESIGN

AD DESIGN MANAGER
DESIGN

GARY VAN DER STEUR © vosteur @ rroniine.com
MIKE GARCIA » mgarcia @ rroniine.com

CARL HARMON ° cjdesign@rronline.com

TIM KUMMEROW * kummerow @rroniine.com
JULIE LEE » jlee @ rronline.com

EULALAE C. NARIDO Hl « bnarido @rronline.com
JEFF STEIMAN » voodoo @ rronline.com

SALES MANAGER
ADVERTISING COORDINATOR
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
SALES REPRESENTATIVE
OPPORTUNITIES SALES
SALES ASSISTANT

HENRY MOWRY ¢ hmowry @ rronline.com
NANCY HOFF ¢ nhoff @ rroniine.com

PAUL COLBERT * coibert @rroniine.com
DAWN GARRETT » garrelt € rronline.com
JESSICA HARRELL ¢ jessica @rronline.com
GARY NUELL » gnueli @ rronline.com
KRISTY REEVES ¢ kreeves @rronline.com
BEVERLY STYCOS » bstycos @rronline.com
ROBERT TAYLOR ¢ rtaylor @ rroniine.com
SHARONA WHITE * swhite @rronline.com
KAREN MUMAW « kmumaw @rronline.com
DEBORAH GARONER ¢ deborah @ rronline.com

AL MACHERA » hera@r ing.com
MISSY HAFFLEY » mhattiey @ rrmusicmeeling.com
DAWN HOOD * dhood @ rrmusicmeeting.com
HERB JONES ¢ hjones @ rrmusicmeeting.com
DAVE KELLY « gkelly @rrmusicmeeting.com

JAY LEVY ¢ jlevy @rrmusicmesting.com

DIANE RAMOS « dramos @ rmusicmesting.com

OPERATIONS MANAGER
MARKETING DIRECTOR
MARKETING DIRECTOR
MARKETING D!IRECTOR
MARKETING DIRECTOR

MEDIA MANAGER
E-COMMERCE ADMIN.

MEDIA COORDINATOR MARK BROWER » @ g.com
MEDIA COORDINATOR RANDY GOMEZ « rgomez @ rrmusicmeeting.com
MEDIA COORDINATOR  RIC SALAZAR * o ing.com |

ENCODING COORDINATOR MICHAEL TRIAS « mln‘ascrrmus:cmoeti:g.com

CONTROLLER
ACCOUNTING MANAGER
ACCOUNTING
ACCOUNTING
ACCOUNTING
ACCOUNTING

MICHAEL SCHROEPFER » mschroep @ rroniine.com
MARIA ABUIYSA * maria @rroniine.com

MAGDA LIZARDO ¢ magda @rronfine.com
WHITNEY MOLLAHAN » whitney @ rroniine.com
ERNESTINA RUBIO * erubio @ rronline.com
GLENDA VICTORES ¢ gienda @rroniine.com

ADMINISTRATION

ERICA FARBER » efarber @ rronline.com
SKY DANIELS » sky @rronfine.com

PAGE BEAVER * pbeaver@rronline.com
LISE DEARY » /ise @ rronline.com
JACQUELINE LENNON ¢ jgnnon € rronline.com
L!Z GARRETTY » /garrett @ rroniine.com

TED KOZLOWSK) « tkoziow @rroniine.com
LISA LINARES  /isa@rroniine.com
JUANITA NEWTON ¢ juanita @ rronline.com
ROB SPARAGO * rsparago @rronline.com
TIM WALTERS ¢ twalters @ rroniine.com

PUBLISHER/CEO

GENERAL MANAGER
OPERATIONS MANAGER
LEGAL COUNSEL

DIRECTOR OF CONVENTIONS
DIRECTOR HUMAN RESOURCES
EXECUTIVE ASSISTANT
ADMINISTRATIVE ASSISTANT
RECEPTIONIST

MAILROOM

MAILROOM

A Perry Capital Corporation

1IStorv com



www.americanradiohistory.com

(]

LGNS

March 9, 2001 R&R @ 47

WITH BOEB SHANNON

LARRY LUJACK: THE REST OF THE STORY

One hundred cigarettes, a gallon of coffee and 12-hour days

adventure with Larry Lujack (2/2),
our hero had just arrived in Chicago.
It was 1967, and WCFL PD Ken
Draper had just hired him away from
WMEX/Boston to do overnights. i

Lujack’s feelings about Boston aren’t |
generous. “l hated Boston,” he says,
“s0 | was only there for four months
and then went to ‘CFL.”

THE STORY SO FAR

OK. Let’s review. In his first five
years in radio Lujack had had six jobs
and been fired from four. After that,
very discouraged, he returned to
KRPL/Moscow, ID and enrolled at
the University of ldaho to study
forestry. In the fall of 1963 he decided to quit the
business.

“My parents thought radio was stupid,” says
Lujack. They encouraged his college plans, but then
he heard a rumor about an opening at KJR/Seattle,
applied and, to his surprise, got the job.

So, giving up his dream of being a forest ranger,
Lujack U-Hauled to Seattle, where he had to rework
his on-air approach, if for no other reason than that
Dick Curtis, whom Lujack had worshiped and copied,
worked at KJR too. “I came to the realization that it
was far easier to just be myself on the air,” Lujack
says.

}I"hme years later Lujack was in Chicago, at WCFL.
“This was the age of the super Boss Jock approach,”
says former WLS talent Scotty Brink. “We were fast-
paced and tightly produced, but Larry pretty much
abandoned all that stuff. He was sloppy in a lot of
ways, and he really stood out as a result of it.”

Lujack says that Brink’s observation is very percep-
tive and confirms that kicking trash cans on the air
wasn't out of the question. He also says that he’d only
been at WCFL for four months when he got a call from
across town offering afternoon drive and more money.
I went to WLS when I was 27,” he says.

'YOUNG MAN ON THE MOVE

It’s a jock meeting at WLS, where the important
stuff is getting said for Chicago. Gene Taylor’s the
manager. Young Mr. Lujack is in a room full of Rock
radio legends: Art Roberts, Clark Weber and Ron
Riley, to mention but a few — and Taylor says,
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Larry Lujack

“Larry’s doing it the way I'd like the radio
station to sound, and I'd like the rest of
you to listen and get closer to that sound.”
It was at WLS that Lujack started “The
Crank Letter of the Day,” which eventually
evolved into “The Clunk Letter of the Day.”
“I changed the name because a lot of the

some of his-other listeners weren’t: David
Letterman at Ball University and one Jeff
Christy (a.k.a: Rush Limbaugh) would
both rise early to check out the Big 89.
In 1971 Lujack called John Rook the
“greatest program director of our time or
any other time.” There was mutual
admiration, and when Rook returned to
Chicago the next year to take over WCFL,
Lujack got a call.

“I'had it so good at WLS that I was a little leery
about leaving, so | threw them what | thought was an
outrageous proposal for that time. It was basically a
five-year no-cut deal for 100K a year [$408,000 a year
in 2001 dollars}.” Lujack, of course, acknowledges
that radio salaries have grown since then. “Some of
the contracts I read about today amaze me,” he says.
“But, for that time, I don’t think anything like that
existed.”

In 1972 Lujack returned to WCFL and stayed for
four years. “Initially, it worked out great,” he says.
“We beat WLS, and that had never been done.” But
then, about three years into Lujack’s deal, WCFL gave
up the fight and went Beautiful Music.

Lujack, however, had a no-cut deal, and he also had
Marty Greenberg, GM of WLS, on his side. “"WCFL
had changed formats, and Larry was required to
announce beautiful music,” says Greenberg. He sensed
there might be an opportunity to get Lujack back to
WLS. What happened next was unprecedented.

“I called Lew Witz to ask for permission to talk to
Larry, and Lew said to me, ‘Marty, not only will I let
you talk to him, but I'll pay for part of it,”” Greenberg
says. A deal was structured to bring Lujack back to
WLS, and, for the remaining time on the contract,
WCFL paid half of Lujack’s WLS salary. Greenberg
remembers that ABC’s legal department in New York
couldn’t believe the stations had negotiated that kind
of deal.

HE'S BACK

Lujack came to work at three or four in the

letters were really stupid,” Lujack says. Still,

morning to prep. He'd smoke a hundred cigarettes,
down a gallon of coffee, do his four hours, take a walk
and then come back and listen to an aircheck of the
show. “This is a guy who worked very hard at what
he did,” says Greenberg.

“He came in carly because he was cheap and
wanted to park on Lower Wacker,” jokes John Gehron.
Gehron, an Infinity VP based in Chicago, was PD of
WLS when Lujack returned, and he remembers it well.
“WLS was a very unique radio station, and 1 always
tried to make sure the format didn’t get in the way of
what the talent did best,” Gehron explains. He says
this allowed Lujack to be who he was, “cynical,
creative and loose,” and remembers, “His punch lines
came out of left field and were generally something
you didn’t even think of.”

Which brings us to “Animal Stories” and.the
notorious anteater story.

" Anteater tongues are incredibly fast, so off the top
of my head I made this comment: ‘I'll bet a lot of
housewives would like to have an anteater around,””
Lujack recalls. Tommy Edwards was Lujack’s
” Animal Stories” sidekick, and when he started
laughing, Lujack realized that what Edwards was
thinking wasn’t what he’d intended. ”It suddenly
came to me what he was laughing about, and I burst
into hysterical laughter and started falling on the
floor,” he recalls.

Edwards, who today is PD of KCBS-FM/Los
Angeles, says Lujack “just makes me laugh. His mind
is so unusual.”

“I was on the air what | was off the air,” says
Lujack, “and listeners can sense that.” Indeed.
Anonymous listeners recall Lujack opening the mike
and saying things like, “We’ll be doing a show in
Fargo, ND Saturday night, and if Larry Lujack can fly
across the frozen tundra to go there, you clowns in
Fargo better turn out to see me.”

And, of course, they did.

Larry Lujack — Superjock — is, as Marty Greenberg
puts it, “worthy of recognition and a nice guy.”

“Few people know the teddy bear he really is,” he
continues.

PS.: Uncle Lar, enjoy those New Mexico sunsets.

Bob Shannon writes, voices, produces and consults from
his Bainbridge Island, WA-based based business,
bobshannonworks. Shannon, who continues to consult his
former employer, TM Century, can be reached at

bob @shannonworks.com.
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EARLY WARNING SIGNS:

KXXM  16x WNCI  13x
PRO FM 13x WKSI  Add
WKSL 30x G105 17x
WAPE 15x WFBC 18x
WKRZ  23x WWWM Add
KKRD  19x WABB Add
WAEZ 17x CK105 22x
WYOY 33x KZMG Add
WQaSM Add WSTO Add
WZAT 19x WRTS 21x.
WIFC 23x WVSR 16x
KSLY 27x WIXX  20x

ormer KLAX/Los Angeles GM Marie
Kordus has sued KLAX parent Spanish
Broadcasting System over her October
2000 dismissal, claiming that she was termi-
nated because she is not Hispanic. Kordus
filed suit March 3 in L.A. Superior Court.
According to online entertainment magazine
Inside.com, Kordus says she was treated
differently following her promotion from GSM
in May 2000 and believes that her authority
was undermined by SBS executives on
several occasions. Kordus alleges that she
was told by SBS Western Division VP Chuck
Brooks, who runs the company’s Dallas
stations, that WLEY/Chicago — which offered
a playlist similar to KLAX’s — was successful
because the GM and PD were Hispanic. She
further claims that she was offered two
months’ severance pay but received no reply
from SBS when she asked for six months’
severance, as outlined in her contract.
Another complaint involved the hiring of a
Hispanic traffic assistant, which occurred
despite the selection of another individual,
who was also recommended by Kordus, by
the traffic manager. When the assistant was
fired for incompetence after three weeks,
Kordus says that SBS CFO Joseph Garcia
| became angry and insisted that the assistant
return. to the station in an accounting post.
| Kordus, who now claims to be nauseated and
sleepless, is being represented by Allred,
Maroko & Goldberg. When asked for com-
ment, SBS counsel Jason Shrinsky told ST,
“We disagree with the suit factually and
legally, and we will defend the SBS position.”

R&R’s annual Talk Radio Seminar kicks
off this week in the City of Angels, and there’s
talk that Clear Channel is thiscloseto flipping
on another Talk station in L.A. Word has it that
‘ Adult Standards KLAC will be dropping

“Standards, Swing & Big Band Too" in favor of
a chat-heavy presentation as “The Buzz" ST's
sleuths discovered yesterday that the domain
name “buzz570.com” is owned by Clear
Channel, and there's been much speculation
that current KFI host Phil Hendrie could shift
to The Buzz.

[ If KLAC is indeed becoming The Buzz,
i will Don Imus be airing in morning drive? An
l

MSNBC report says the acerbic host will be
returning to L.A., as well as Dallas. When
questioned on the subject by Don Barrett's

| laradio.com, Clear Channel reps denied that
Imus will be airing on any of their stations.

J

And while we're discussing the biggest

annual event for Talk radio, the paparazzi will

| be out in full force at the opening-night
“Talktail” party. Among the Hollywood celebs
slated to appear will be former Three’s
Company and Step by Step co-star and
Thigh-Master queen Suzanne Somers.
Somers is no stranger to Talk radio, having
guested on many talk shows across the
country in her role as author of several best-
selling health and fitness books.

www americanradiohictory com
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‘Kordus Sues SBS Over KLAX Ax

ST bestows kudos on Virgin Sr. VP
Michael Plen and the entire staff of Virgin
Records, as Janet (Jackson, that is) racks up a
grand total of 342 adds and earns Most Added
honors at four R&R formats: CHR/Pop, CHR/
Rhythmic, Urban and Hot AC. Even more
impressive was Janet’s ability to nail 100% of
the pop, rhythmic and Urban panels in her
single’s first week!

jo Stars Earn Top Dollar{

Radio personalities turn up in Forbes
magazine’s just-published list of the 100 most-
powerful celebrities. “What radio lacks in
glamour, it makes up in dollars,” the Forbes
piece says. “With rich profit-sharing deals and
hours more airtime to sell, deejays do just fine.”
No kidding. The publication ranked Rush
Limbaugh as the 27th-largest moneymaker,
with a $31 million take {(and access to a
corporate jet, thanks to his latest deal with
Premiere Radio Networks). Close behind at
No. 29 is Howard Stern, who took in $30
million in earnings (which, Forbes says, will
grow even more next year, thanks to his new
deal with Infinity Broadcasting). ABC Radio
Networks’ Paul Harvey landed at No. 31, with
$29 million in income.

Speaking of Stern, the Ft. Worth Star-
Telegram reports that an organization called
the Dallas Association for Decency is organiz-
ing a protest of Howard’s syndicated morning
show and plans to ask advertisers to pull spots
from the program. Stern’s show recently
returned to the market via Infinity FM Talker
KYNG. His program aired on KEGL several
years ago but was dropped due to a lack of
advertisers.

Last week ST told you Doug “Greaseman”
Tracht would be returning to radio, courtesy of
WCDW/Binghamton, NY. It was also rumored
that the Greaseman would be back on the DC
airwaves. Turns out the rumor is true, but the
Grease is paying for his airtime. Concurrent with
his March 5 premiere in morning drive at 'CDW,
Greaseman'’s new syndicated wakeup program
debuted on KGUY/Portland, OR and WZHF/

Washington, a brokered AM owned by Multicul-

tural Broadcasting.
WZHF is presently airing just the first two

hours of the Greaseman’s program but plans on |

offering the entire 6-10am program shortly.
Vietnamese programming follows Tracht's
truncated airshift at 'ZHF, and he referred to the
abrupt change in programming on the air by
saying that Washington listeners would hear a
“two-hour reading of the play Miss Saigon.”
According to the Washington Post, Tracht will
pay $18,000-$20,000 per month for daily 'ZHF
studio time, plus the costs to beam his program
to Binghamton and Portland. Those stations will
pay Tracht $2,000 a month to air the program.

Continued on Page 50,
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Street Talk.

Continued from Page 48

Emmis has made considerable changes

' at the home of Sweetmeat, Classic Rocker

KSHE/St. Louis. GM David Kelley has exited
the building, as has 20-year air talent and
Asst. PD/MD Al Hofer. John Beck will
assume Kelley's former duties on a permanent
basis, and Katie Kruze will hold down Hofer's
1-3pm airshift. Other moves include the
departure of Promotion Director Carl Middle-
man, overnighter K.C. Clarke, part-timer
Peter “The Shirt” Matusak and Asst. Produc-
tion Director Brian Hartman.

The recent relocation of longtime Urban
WTLC/Indianapolis from 105.7 MHz to 106.7
MHz has drawn criticism from central Indi-
ana's African-American community. WTLC's
new signal is just 6kw, compared to its former
50kw home. As a result, the station can no
longer be heard in such towns as Kokomo and
Muncie. Paul Barrett, of Kokomo's Mt. Bisgah
Missionary Baptist Church, told AP that he'll
assist a group of former 'TLC listeners in
getting the attention of radio station owners
and that a caravan to Indianapolis or an
economic boycott are possibilities. “We will
have a station for us by the end of the year,’
Barrett said.

The appearance of rap artist Snoop Dogg
in a pornographic_release from Hustler Video
has led-activist Najee Ali to demand that
Radio One’s KKBT (The Beat)/L.A. drop Big
Srioop Dogg Radio, a weekly program syndi-
cated by NBG Radio Networks. The Los
Angeles Times reports that KKBT GM Nancy
Leichter is reviewing the station’s deal with
NBG, but she tells the newspaper, “For the
time being, we support Snoop’s artistic
freedom of expression.”

. CRS Attendees Stunned
By Indecent Apparition

Whoever said “truth is stranger than
fiction” must have had last week's Country
Radio Seminar in mind. While there were
more than 100 performances at CRS 2001 in
Nashville, none stuck out more than the one
witnessed by over 400 people gathered in the
Renaissance Hotel's Bridge Bar. They were
stunned as the image of a man was literally
“beamed” from his top-floor room onto the
perfectly angled glass ceiling of the bar. Since
this is a family newspaper, we’ll let you get the

debauched details from a buddy who was, um,

“on hand” for the show. Suffice it to say that
the activity was most definitely not for the PG
crowd. Indeed, the gathered throng heartily
cheered his every effort. Hoping to save this
Lone Ranger from further embarrassment, a

| few people rushed to the room to tell him that

he wasn't as alone as he thought. (Word from

Records

* Arista taps Restless crossover pro Rick Sack-
heim as Sr. Director/Rhythm & Crossover, West
Coast.

* Matt Farber departs the chief executive post
at online music company Tonos Entertainment.

e Is ex-Epic promo pro Brian Rhodes thisclose
to co~ch§iring the Reprise pop promo department
with Nat’l Dir./Pop Promo Bob Weil?

* Atlantic promo assistant Krystal Prickett joins
Epitaph as Director/Promo.

Rumbles

¢ Brian Rickman is named PD/MD for Active
Rock simulcast WANJ & WXQR/Greenvitte, NC.

¢ KZZP/Phoenix PD Marc Summers exits.

* KHFVAustin morning host Jay Shannon adds
PD duties as Matt Kiftion steps down to concentrate
on aftemoons.

* KBTE, KCCG & KKPT/Corpus Christi, TX OM
Jason Hillery joins KKMG (Magic FM)/Cotorado
Springs as PD.

* WLAN/Lancaster, PA PD/middayer Vince
D’Ambrosio exits.

* KCHZ/Kansas City APD/nighttimer Mike
O’Reilly exits.

* WiOG/Saginaw, Mi part-timer Brandon Ed-
wards rises to APD/MD.

* KDOT/Reno, NV promotes middayer Martina
Davis to MD.

» WNOU/Indianapolis APD/afternoon host Chris
Ott adds interim MD duties.

* WRTS/Erie, PA middayer Karen Black rises to
MD, and Kris Kane joins for nights.

» WFIS/Greenville, SC adds Westwood One's
Don & Mike for aftemoons.

* KACD & KBCD/Los Angeles, part of Entravi-
sion’s “Super Estrella” trimuicast, change calls to
KSSC & KSSD, respectively.

* WQXA/Harrisburg reups The Howard Stern
Show for an additional five years.

* WXRA/Greensboro gets new calls WVBZ to go
along with its new moniker, “The Buzzard" WVBZ's
revamped lineup includes the syndicated John Boy
& Billy Show in momings, Monica in middays, Mad
Dog in aftemoons and Kennedy at night.

one of these folks is that the guy was watching
ESPN on TV.) it took a while to convince the
soloist that he had company, but when he
came to the window, he was greeted by
thunderous applause.

On a more serious CRS note, seminar
officials and label reps were disturbed by an
Internet posting offering a CRS New Faces
Show ticket for $125 and a laminate to the
Class of 2000 concert for $40. A series of e-
mail contacts finally revealed the seller to be a
well-known Country consultant.

Clear Channel has closed the SFX Radio
Network/Nashville office. Exiting the company
are Liz Becker and Joe Redmond.

Budget cuts at Metro Networks/Shadow
Broadcast Services have resulted in the layoffs |
of 48 staffers. While it wasn't known how many
markets will be affected by the downsizing, two
traffic anchors, two producers and a news
staffer were released from Metro/Shadow's
Washington, DC operations.

P> KFaN's Al in The Famity 4

KFAN/Minneapolis has set April 2 as the
debut date for what it calls the first-ever “all-
family” morning drive team: Dan “Common
Man” Cole will shift from noon-2pm to wake-
ups and share the stage with his older brother,
Alex, and younger sister, Ann.

Emmis News/Talker KTAR/Phoenix inks a
deal with husband 'n’ wife team Jim and
Melissa Sharpe to host mornings. Jim was at
Clear Channel's crosstown KFYI, while Melissa
was previously at crosstown NAC/SJ KYOT.
The duo replace longtime KTAR morning host
Bill Heywood, whose contract was not re-
newed.

Continued on Page 52
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Continued from Page 50

Additional adjustments have been made at
NAC/Smooth Jazz KYOT/Phoenix. Barbara
Blake recently resigned from her evening
Desert Nights program, and midday talent
Glen Edwards has been given his walking
papers. Edwards tells ST that his former shift
will be voicetracked via the Prophet system
after May 1.

There’s a new sign-on in McAllen-Browns-
ville, as KVBP bows with a CHR/Rhythmic
format. Alex Duran takes programming
chores.

WTKS/Orlando’s Monsters of the Midday
program and evening talk host Drew Garabo
add Clear Channel FM Talker WZZR/West
Palm Beach as their very first affiliate. Both
shows will be heard live in their present time
slots, the Orfando Sentinel reports, as The
Love Doctors moves from middays to replace
the syndicated Lex & Terry in wakeups. Garabo
displaces Westwood One syndicated talker
Tom Leykis.

Clear Channel/Colorado Springs OM
Kevin Callahan adds OM duties for the
company'’s recently acquired Pueblo, CO
cluster, which includes KCCY, KCSJ, KDZA &
KGHF. At the same time, former KKCS/
Colorado Springs PD Travis Daily joins KCCY
as PD/MD. Daily spent 10 years with KKCS,
the last two as PD and six before that as Asst.
PD/MD.

Kovas Communications shuffies its
stations in Ft. Wayne, IN: CHR/Rhythmic
WCKZ adds WYSR as a simulcast partner and
will move from 102.3 MHz to WYSR's 94.1
MHz facility on March 12. Concurrently,
Alternative WEJE will shift from 96.3 MHz to
102.3 MHz, and a new Country station will take
the 96,3 FM dial position. Meanwhile, WCKZ
PD Brian Michel, Asst. PO/MD Mike Thomas
and morning host Aaron Bone all exit, as Bob
Shannon, a former AE for crosstown WMEE,
joins 'CKZ as OM/moming host. Sammy
Squarez comes aboard to serve as WCKZ's
Asst. PD/MD/afternoon host, and 'CKZ
morning co-host Nate segues to middays.

Comedian Bobby Slayton, the biggest
name on Comedy World's roster, departs after
failing to come to terms on a new contract.

UPDATE: WXRK/New York Asst. PD John
Loscalzo has not been named Director of
Viacom Local Networks. A press release
announcing Loscalzo’s new title was put out in
ervor.

ST sends birthday wishes to KUBE/
Seattle, which 20 years ago dropped the KBLE
call letters and debuted a CHR format. The
station became an R&R reporter in January
1982, and Hall & Oates’ *l Can't Go for That”
topped the first KUBE playlist to appear in
R&R. KUBE is now a CHR/Rhythmic reporter,
and this week’s top song at the station is Joe
featuring Mystikal's “Stutter.

Congrats to R&R's own Carol Archer,
who was presented with the Oasis Winelight
Award for exceptional contributions to smooth
jazz at the second annual National Smooth
Jazz Awards on March 3. The award is named

ooooooooooooooo

v

¢ Bob Roof raised to Sr. VP/Operations for AMFM/
Pittsburgh.

¢ Lance Panton promoted to PD of WENZ/Cleve-
land.

¢ Nick Ferrara becomes PD of WCKW/New Or-
leans.

¢ Tim Murray named PD of WSM-FM/Nashville.

*R&R acquires Spanish-language trade Radio &

Musica.

» Clear Channel buys U.S. Radio for $140 miliion,
becomes industry’s biggest owner with 61 stations.
o infinity buys Granum in $410 million deal, expands
| ownership to 45 stations in 15 markets.
* Ken O’Keefe ascends to Exec. VP/Operations for
Evergreen Media.
* Marie Kordus advances to GM of KPWR (Power

106)/Los Angeles.
* Tim Dukes tapped as OM of XTRA-FM/San Diego.

A4

* John Barbis recruited as Sr. VP of PolyGram La-
bel Group.

* Dave Samp set as KISW/Seattle GM.

* WEGX/Philadelphia taps John Lander as OM/
mornings and Brian Phillips as PD.

*PD Carey Curelop to captain KQLZ (Pirate Ra-

dio)L.A.

¢ Columbia Records appoints John Fagot VP/Pro-
motion and Ruben Rodriguez VP/Black Music &
Jazz Promotion.

® Miami Moves: Harry Lyles becomes OM at WAIA
as Jere Sullivan goes to WIOD for PD duties.

* Tom Leykis upped to PD of KFYI/Phoenix.

* WAVA/Washington MD Gene Baxter acquires the

Asst. PD title.

* Ed Boyd selected President of Columbia Pictures
Industries Radio Division.
¢ J. Ray Padden advances to President/GM of KIIS-
FM/L.A.
. ¢ Jay Cook promoted to President/GM of KSD-FM/
St. Louis.
* Walt Tiburski elevated to VP/GM of WMMS/
Cleveland.
* Joe Gillesple tapped as Exec. Editor of WINS/N.Y.

’ i
|« Art Laboe appointed PD of KRLAL.A.
* PD Steve Rivers goes from KNDE/Sacramento to

| crosstown KROY.
o Art Bell is named MD of KDON/Monterey-Salinas.

to honor the memory of saxophonist Grover
Washington Jr.

ST extends its sincerest condolences to the
friends and family of record industry veteran
Byron Pitts, who succumbed to a heart attack
Monday.

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

1 Webnoize survey says pay online services will thrive and
predicts who'll win the race

w ill digital-music subscription services finally tum into a $1 billion-plus industry? Online
—— research firm Webnoize certainly thinks so, and it’s betting that established entertainment

retailers — not online music companies.— will play a lead role.

In a surprisingly builish report on the
future of digital-music subscriptions.
Webnoize estimates that this year —
provided the licensing quagmire is re-
solved — 2.1 miltion consumers will
shell out $20 a month for such servic-
es. The services center on unlimited
access to streamed music, the opportu-
nity lo create personalized radio stations
and the ability to panticipate in chat
rooms, as well as other sundry prod-
ucts. The online market researcher pre-
dicts that the amount of subscribers will
swell to 11.7 million by 2003, making
the market worth close to $3 billion in
annual revenue.

Webnoize reached its conclusions by
using information obtained from its
fifth college consumer survey, conduct-
cd last October. Webnoize sampled
3,000 students at 10 New England uni-
versities and also analyzed Napster us-
age based on data collected by the soft-
ware maker’s file-duplicating servers
over a three-month period.

Pieces Of The Puzzle

The Webnoize repont — called
“Solving The Digital Music Puzzle”
and written by analyst Matt Bailey —
comes at an ideal time. Napster has be-
gun to disclose more details about its
proposed subscription service: Vivendi
and Sony Music Entertainment re-
vealed that it will launch a paid service
sometime in May; and on Feb. 28
Amazon.com announced the expan-
sion of its free music-download section.
That's on top of the services MP3.com
and EMusic.com have been peddling
for the last year or so.

Webnoize accurately states those
facts in the opening to its repont: “De-
spite titanic demnand for digital music.
the supply side of the industry is a frag-
mented mess” that requires consumers
to “crawl through a host of sites and
software applications to find, access
and store digital inusic.” The research
finn believes a new breed of content
provider. which it dubs the digital mu-
sic aggregator (DMA), will arrive on
the scene to offer one-stop-shopping
services for a music-hungry online au-
dience.

Anchoring the DMASs will be retail
hardware and software giants such as
Best Buy or savvy entertainment sofi-
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ware scllers like Tower Records, or
possibly even Wal-Mart or Target. That
makes sense given the longtime rela-
tionships these retailers have had with
the labels.

What’s not included in the report,
however, is the fact that the retailers are
getting stronger while many online
companies are getting weaker, as evi-
denced by significant layoffs at
EMusic.com. Listen.com. MyPlay.com
and scads of other online music com-
panies. That said. however, the techni-
cal side of online music, including con-
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“If Napster were to close
down, the number of
downloads would drop by
half or two-thirds, but
what's left over still
represents a huge
potential market.”
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tent players, will still play a key role in
the subscription services.

Webnoize observes, “No single
company can create a successful digi-
tal-music subscription service. Instead.
DMAs will be collaborations between
brick-and-montar retailers and online
music companies. Big CD outlets such
as Best Buy bring consumer féach,
while companies such as MP3.com
provide the technical expertise to deliv-
er large quantities of music.” With
brick-and-mortar music retailers sup-
plying subscribers, online music com-
panies will provide the technology., the
report said.

Major Reftailers, Major Clout

The megarctailer will play the lead
role for many key reasons other than
just sheer number of stores and bar-
gaining power with the labels for
cheaper licensing rates. Webnoize says,

“CD outlets provide point-of-sale rela-
tionships with large numbers of active
music consumers. Best Buy, the sec-
ond-largest seller of CDs and the larg-
est seller of [Internet service provider)
services, could channel its vast market-
ing power” to build its subscription ser-
vice.

Webnoize suggests the music tech
companies narrow their focus: “While
most music technology companies
claim to be in negotiations with major
labels. few seem to be speaking to in-
fluential chains. By going it alone, tech-
nology companies will pay inflated
prices for nonexclusive licensing agree-
ments and then struggle without signif-
icant brand recognition or consumer
reach in a competitive marketplace. In-
stead. tech companies should partner
with established music outlets and
leave themegotiation of licenses to their
more influcntial retail partners.”

Lastly, like many research firms,
Webnoize predicts the DMAs will use
central-server-based architecture in-
stead of the peer-to-pecr model because
the former is faster, more convenient
and vinually bug-free. The flip side,
however, is cost. Webnoize says, for in-
stance, that if MP3.com had to handle
Napsterike traffic on its system, its an-
nual bandwidth costs would total $299
million. That’s a hefty bill for dot-coms
that can no longer tap the public capi-
tal markets for tons of cash: Venture
capital firms are also dramatically scal-
ing back dot-com investments.

That’s the bad news. The good news
is that Webnoize predicts bandwidth
costs will be far less in a few years.
Case in point: The company estimates
that MP3.com’s total operating expen-
ses. were 365 million in 1999. Those
costs will.plummet to about $38 million
once more high-speed bandwidth
comes online.

Napster Decision May Spur
Alliances

In discussing the report with its au-
thor, one thing became clear: Things
are going to change dramaticaily this
year. “With the exception of Napster,
the future of digital-music subscrip-
tions is not.in downloading,” Bailey
says. “Napster will continue to use the
download model for the time being or
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“I want Yahoo! to have a file-sharing service. I
want AOL to have one, and I want MSN to have one.
It's great. People want the service, and there’s no
reason why it can't be made available more
broadly.”
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as long as the courts will allow, but
even Napster will have to change at
some point in the immediate future
and will have to move its architecture
to something that’s more centrally
served. g

“At that point you'll find consumncrs
streaming music from Napster rather
than downloading. If Napster were to
close down, the number of downloads
would drop by half or two-thirds. but
what's left over still represents a huge
potential market.™

Bailey belicves Napster and Viven-
di-Sony will have to partner for their
services; even AOL would need to do
s0. “If AOL rolls out a subscription ser-
vice using only Time Warner music, it
will be doomed to fail, because con-
sumers want more choice,” he says.

Bailey stresses that the music in-
dustry shouldn’t underestimate the
potential of centrally served streamed
services. even though downloading
seems to be Generation Y’s favorite
pastime these days. “Right now-con-
sumers don’t have much of a choice,
but streaming offers a much better
consumer expericnce,” he explains.
*You get a high-quality strcam of the
music you want, even with a 56K
modem. You don't have to do
lengthy searches. The stream is reli-
able and won’t break down like with
Napster, and file configuration won’t
be an issue.”

Tough Negotiating

While all of that sounds good on pa-
per. the simple fact is that a Best Buy-
MP3.com- Yahoo alliance has yet to
come to fruition. Bailey obscrves, “The
reason such partnerships have not been
announced is that there is a lot of tough
negotiating going on. Both retailers and
technology companies sce the potential
of subscription services but must get a
better idea about the economic terms at
which licenses become available before
negotiating revenue splits.

“Licensing terms will become far
clearer if the labels reach an agreement
with Napster. Such an agreement will
increase the urgency of current nego-
tiations by other parties looking at the
subscription space and will trigger an-
nouncements on exactly what partner-
ships are in place.”

Bailcy predicts such coalitions will
surface this year. “The recent court rul-
ing against Napster will speed things
up. because Napster is perhaps more
desperate for a deal than it was a month
ago,” he says. *You saw that in the fact
that it offered the tabels significantly

more money than what was inferred in
the past.

“Something’s going to happen with
Napster fairly soon. 1 wouldn’t be sur-
prised if it was this year. Once that hap-
pens, the labels will have effectively
sanctioned subscription music licenses.
By the end of this year you'll see DMAs
come on stream.”

Between CDs And Radio

In the meantime, Napster continues
to fine-tune its model. According to a
December 2000
survey by Harris
Interactive, 70%
of 2.391 Napster
users aged 13 and
older said they
would be willing
to pay a monthly
fec. Napster is
looking at offering
a basic member-
ship plan that
would cost be-
tween $2.95 and $4.95 per month for
a limited number of song copies. Pre-
mium membership would cost $5.95-
$9.95 per month and offer unlimited
duplicating. CD buming and file ex-
porting would cost extra, and sound
quality would be limited to 128 kbps or
lower.

In a recent teleconference Napster
CEO Hank Barry said, “We've been
positioning Napster somewhere between
radio and CDs. That's the value propo-
sition for consumers, and it’s the same
thing I've been saying since I first met
with Universal Music Group on May 24,
2000. We don’t want to compete with
high-quality downloads of CDs.”

As far as the potential of luring pay-
ing consumers, onc scenario has Nap-
ster signing up 1.5 million consumers
this year, with ihat total climbing to 5
million in 2006. A more aggressive sce-
nario estimates S million sign-ups this
year and 17 million in 2006. Barry not-
ed, “We're very confident in our reve-
nue models.”

Barry also said he welcomes com-
petition in the music subscription sector.
“I want Yahoo to have a file-sharing ser-
vice. | want AOL to have one, and |
want MSN to have one. It’s great. Peo-
ple want the service, and there's no
reason why it can’t be made more
broadly available. Best Buy is incredi-
bly well-positioned for a service like
this, and | would love to have a con-
versation with them.”

How true. Now, if the courts will just
give him the time.

Menk Barry
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Coldpiay Paint The Charts 'Yellow'

Afier a long absence, Britpop is slowly making its way
back onto the U.S. airwaves. A case in point is the amazing
success of U.K. act Coldplay. whose debut U.S. single,
“Yellow,” is bubbling under the CHR/Pop chart after bow-
ing at No. 28 on the Hot AC chart three weeks ago and hav-
ing climbed into the top 10 at Alternative and Adult Alter-
native.

Key CHR/Pop stations
that have added the record
as of March 5 include
KBKS/Scattle, KHFI/Aus-
tin, KXXM/San Antonio,
WNCI/Columbus, KZHT/
Salt Lake City, WKQI/De-
troit, WZPL/indianapolis,
WNKS/Chartotte, WSTR/
Atlanta and WHY I/Miam. Influential Hot ACs Supporting
the single include WPL)/New York, KYSR/Los Angeles,
WPLT/Detroit. WTMX/Chicago, WBMX/Boston, KPLZ/
Seattle, KLLC/San Francisco, KZZ()/Sacramento, KRSK/
Portland and KAMX/Austin.

Coldplay is the second consecutive British act 10 make
its mark on this side of the Atlantic for veteran Canadian
artist manager and label owner Terry McBride. who serves
as President/CEO of Nettwerk Records Group. McBride's
company, aside from representing Sarah McLachlan and The
Barcnaked Ladies, also represents platinum-selling singer-
songwriter Dido. Coldplay is signed to McBride's label,
Nettwerk America, a joint venture with EMI Music.

Formed in early 1998, Coldplay hit the ground running
and independently released their debut dise, The Safery EP.
A year later the band released the EP Brothers and Sisters
on British indie imprint Fierce Panda. All the activity caught
the attention of EMI Music UK. subsidiary Parlophone,
which signed the group in April 1999.

Rather than wait 1o release another full-length album, the
quartet issued a limited-edition, five-track EP in the fall of
1999, The Blue Room, and followed that up with two more
EPs, Shiver and Yellow, last spring. Shortly therealier came
their first full-length release for Parlophone, Parachutes,
which received much critical and commercial acclaim. The
group won the awards for Best British Band and Best Brit-
ish Album at the recently held Brit Awards, the UK.'s
equivalent to the Grammys.

Not surprisingly. Coldplay quickly made it onto
McBride’s A&R radar screen. He remembers. “After we
heard "Shiver,” we lobbicd Parlophone and Roy Lott hard.
1t was difficult at the time, because a lot of English bands
weren’t having a lot of success in America. It was hard to
convince them. We ended up sending our GM. Dave
Holmes. who met with the band and really got along with
them. That helped, because it showed them we're not a
bunch of 60-year-old guys who sit behind their desks alt day
smoking cigars; it went a long way in showing them we're
fans of their music and that we understand what they’re all
about, because we’re not that much older than the band.”

Interestingly, McBride lobbied Parlophone and Coldplay’s
management against bringing the group over early on dur-
ing the setup phase for “Yellow.” 1 wanted to break them
on the quality of the song and the album,” he says. “As you
would expect, their manager was pretty concerned about
that. But our reasoning was that having the band over here
would only distract from what we were trying to do. Plus,
the band more than likely would end up having to do things
they probably wouldn’t like doing. We did the same thing
with Dido, and it worked.”

As for radio, Nettwerk America opted to start “Yellow™
at Altemative and Adult Alternative and began working pro-
grammers at those formats toward the end of last summer.
Nettwerk America Head/Promotion Tom Gates comments,
“We kept it pretty low key at the beginning and sent the al-
bum to people who love music. 1'd send them about 10 cop-

Coldplay

i

ies and tell them to give away the rest to friends. It snow-
balled from there, and pretty soon | was getting calls from
programmers asking me more about the band.™

Nettwerk America’s carefully scripted radio plans were
pretty much thrown out the window late last September,
when KROQ/Los Angeles and KNRK/Portland began play-
ing “Yellow™ and immediately got results. “They came in on
it way carly and really got things going,” Gates says. “Af-
ter that we got everything ready for Capitol to take it home.”

Once Capitol officially came aboard, the label’s promo-
tion departient set about two tasks: cementing the base at
Altemnative and prepping for the inevitable crossover to Pop.
Sr. VP/Promotion Burt Baumgartner comments. “{Capi-
tol VP/Altemative & Rock Promotion| Gary Spivack was
aware of the record early on and worked with Tom Gates
last year. By the time we ofTicially got involved, the promo-
tion at Alternative was essentially donc.

*We wanted 10 make sure the band and the record con-
tinued on their exciting path at Alternative. We had o con-
tinue building and protecting that base before we crossed it
over. We knew the next logical place 1o go was to Hot AC
and Pop/Aliermative, and then CHR. We already had a good
indication of the potential there when KBKS added the
record in December, and it immediately became one of its
most-requested records.”

Coldplay are currently in the middle of a mini European
tour. The band returns to the U.S. for an April 7 appearance
on Saturday Night Live and will perform at New York’s
Roseland Ballroom on April 9.

A&R pros looking for a road-tested singer-songwriter
might want to take a close look at Will Hoge, who currently
has three songs being played \ [ R
at two formats. Alternative “Au= "t
WRAX/Birmingham-last §'§ s S|
week added “Let Me Be WIS SUUND
Lonely™ and spun it eight times for the week ending March
4. Most of the exposure came during drive times and in
middays. Adult Alicrnatives WRLT/
Nashville and WMPS/Memphis have
been playing **Mrs. Williams™ for over
a month, while WXPN/Philadelphia
added “She Don't Care™ two weeks
ago. All three songs appear on Hoge's
album Carousel. which was released
Jan. 30.

WRAX PD Dave Rossi says he’s
having a lot of success with softer rock,
but that Hoge adds an element to the
music he spins. “He has a spirit that | believe is‘missing in
music these days.” Rossi explains. He also says he’s already
getting a lot of requests from fans in the arca. “He's been
coming to lown on a regular basis, and now people kind of
expect us to be playing his music,”” he says.

Manager Jerrod Wilkins says he plans (o keep Hoge.
who is signed to Wamner/Chappell Publishing, on the road
while talking with the many majors that have expressed in-
terest in him. “Right now we have some great stations on
the record, which has allowed us to ereate retail and press
awareness in those markets,” Wilkins says. “But right now
our main focus is on keeping him on the road. We want to
continue building and cultivating that fan base. Fortunately,
‘the labels we've been talking about have expressed an in-
terest in doing that same thing and giving us the tour sup-
port needed to do that.™

Contact Wilkins at 843-937-0002 for more information.
Also, check out Hoge'’s “Let Me Be Lonely™ and “Mrs.
Williams” in the “Set Up™ section at Alternative and Adult
Alternative, respectively, at R&R's Music Meeting:
www.rinusicmeeting.com.

wiil Hoge

— Steve Wonsiewicz
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‘Now &’ Bows.April 3

Epic Records Group has set April 3 as the release date for
the sixth American edition of the compilation disc Now That's
What | Call Music. Volume six features-
such tracks as Destiny’s Child’s “Inde-
pendent Woman Pt. 1,” Creed's “With
Arms Wide Open,” Jennifer Lopez's
“Love Don't Cost a Thing,” Shaggy's “It
Wasn't Me,” "N Sync's “Bye Bye Bye,”
Samantha Mumba's “Gotta Tell You,”
Everclear’'s “AM Radio,” Coldplay's °
“Yellow” and U2's “Beautiful Day.” The
series — a joint venture between Sony
Music Entertainment, Universal Music Group, EMt Group and
the Zomba Group of Labeis — made its U.S. debut in 1998.
The series has scanned close to 15 million copies in America.

Destiny’s Child

Love Countersues Universal

Courtney Love has turned up the heat in her legal feud
with Universal Music Group. In a counterclaim filed in Los
Angeles Feb. 28, Love is seeking to annul her recording con-
tract with the record company by invoking.a provision of the
California labor code that limits personal-service contracts to
seven years. Love also alleges that UMG engaged in unfair
and unlawful business practices. UMG, which first sued Love
in January 2000, after the artist said she would no longer
record for the company, declined to comment on the lawsuit.
Meantime, the Los Angeles Times reports that Love has be-
gun work on a new album for Epitaph Records.

New-Release Update

RCA R&B singer-songwriter Tyrese will release his sopho-
more album, 2000 Watts, on May 22. The leadoff single, “I Like
Them Girls,” hits radio March 19 ... MTV reports that Pear]
Jam might release an album of b-sides and rarities by year's
end. The cable channel aiso reports that the R&B quartet
Jodeci have finished recording eight songs for their new al-
bum, which could be released before the end of 2001 ...
Multiplatinum hard rockers Tool have delayed the release of
their new album from April 17 to May 15 ... The Los Angeles
Times reports that Urban singer-songwriter Joe has begun
work on his new album. The newspaper also writes that Steve
Greenberg’s S-Curve Records, home to The Baha Men, has
signed a recording deal with General Hospital actor Jacob
Young.

This 'n’ that: Universal Records has partnered with MTV2
to produce Universal Access, a new 30-minute show devoted
to the tabel’s acts ... MP3.com has inked a licensing deal with
Maverick Records that will allow the
online music site to feature Maverick’s
music on its My.MP3.com service ...
Kenny G has reupped with Arista for a
new long-term deal ... E-zine Allstar.
com reports that an all-Aussie tour fea-
turing the surviving members of INXS,
along with Midnight Oil and Men At
Work, will begin May 28 in Atlanta ...
Evan And Jaron hit the road April 17, in Seattle ... Congrats
to the following 2000 John Lennon Songwriting Contest win-
ners: Gran Torino for Best Pop Song, “Moments With You”;
Marie “Ginger” Jackson for Best R&B Song, “Cool Out”; and
Bubble, Share Ross and Barn Ross for Best Rock Song,
“Sparkle Star”

CONCERT PULSE
Avg. Gross
Pos. Artist (in 000s) Among this week's new tours:
1 ‘NSYNC $1,070.4
2 TINATURNER $627.7
3 TIM MCGRAW/FAITH HILL $686.3 e
4 DIXIE CHICKS $581.4
5 LIMP BIZKIT $553.5 BIG OUMB FACE
6 BON JOVI $532.1 FASTBALL
7 CREED $351.4
8 MANNHEIM STEAMROLLER $337.5 BONEY JAMES
9 BARENAKED LADIES $310.5 POWDERFINGER
10 ALAN JACKSON $228.2
11 KID ROCK $221.1 WAR
12 SARAH BRIGHTMAN $201.4
The CONCERT PULSE is courtesy of
13 REO SPEEDWAGON/STYX $1626 e AT
14 TRAGICALLY HiP $1466 | Omime Listngs, AR
15 WIDESPREAD PANIC $126.3 Caiifornia 209-271-7900,

- www.amen’canra”ml 1ISTOrY cOm
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SOUTH BY SOUTHWEST MUSIC + MEDIA CONFERENCE

2001 MUSIC CONFERENCE SCHEDULE

MARCH 14-18
AUSTIN TEXAS

UISIT OUR WEBSITE!

SXSW « PO BOX 4999 - AUSTIN TX 78765 -

512/467-7979 - FAX: 512/451-0754 -
EMAIL: SXSW@SXSW.COM -

THURSDAY, MARCH 15
Kegnote Address: Ray Davies, London England

The View From The Helm

Sky Bamiels, GM, Radio & Records, LA CA (mod)

Toay Brown, Pres, MCA Nashville, Nashyille TN

Wiles Copeland 11, President, Ark 21, Shetman Daks CA

Luke Lewis, Pres, Mercury Records, Nashville TN .
Rob Seidebery, Pres, Mammoth Records, New York NY

The AGR Life

Bevhe, Maverick, Beverly Hills CA {mod)

Benjie Gordon, AGR, Smackdown Records / WWF Ent, Stamford CT

lade Micuees, ABR Extasy Records, Los Angeles (A

Poala Meere, St Director AGR/ AGR Research, Wamer Brothers Records,
Burbank CA

Jeft Soomow, DreamWorks Records, Beverly Hills (A

Greg Sewders, VP (reative, Wamer-Chappell Music, Los Angeles (A

The Art and Commerce of the Blues

Cary Baker, Partner, Baker/Northrop Media Group, Encino CA {mod)
Bruce iglamer, Pres, Alligator Records, Chicago IL

Mibe Kappuss, Pres, The Rosebud Agency, San Francisco CA

Mark Mawer, Flunky, Fat Possum Records, Los Angeles CA

Dobby Rush, Gaithersburg MD

Digital Music Business Models-Version 2.0

Acam Simareich, Analyst, Jupiter Media Metrix, New York NY {mod)
Joe etscher, Cofounder, Crush Media / Crush Mgm, Los Angeles (A
Wichael Mirschern, Editor in Chief, Inside.com, New York NY

David Pakmaa, Founder / St VP, myplay Inc, New York NY

Viveh Tiwary, Pres & CED, StarPolish, New York NY

Anthony Witsea, Director, In The City 7 Music 33.com, Manchester UK

How Songwriters Find Their Own Voice

Pasl Coehin, VP, Writer, Publisher Relations, 8MI, Nashville TN (mod)
Lawra Cantrel, The Propnietress, WFMU/Radio Thrift Shop, Brookiyn NY
Tift Merritt, Artist, Nashville TN

Kevin Russefl, (icada Killer, The Gourds, Austin TX

life CHRONIGLE

SXSW Interview: David Byme
David Byrne, Luaka Bop, New York NY
Greg Ket, Rock Critic, Chicago Tnbune, Chicago It

The Real Buddy Holly Story

Joe Wick Patoski, Senior Editor, Texas Monthly, Austin TX {mod)
Comsie Gibdons, Dir, Buddy Holly Center, Lubbock TX

Maria Blema Molly, Datlas TX

SXSW Interview: Hal Willner
Hal Willwer, Producer, Marina Del Ray (A
Erik Plannigan, St VP, Disney Internet Group, Seattle WA

Common Goals: indie Labels and Artists

Josephine F Lenardi, Co-Owner, Sugar Free Records/Flea Marketing,
Norman 0K {mod)

Michae! Blair, Coor/Creatrve, Playg Music
Scandinavia, Nacka Sweden

See Fawver, Mktg § Artist Dev, Shanachie, New York NY

readan GRmartie, Pubiicist, SpinART Records, New York NY

George A Neward, Pres, Rykodisc and Slow River Records, Gicucester MA

Josh Rosenfeld, Barsuk Records, Seattle WA

Rebert Vickers, Publicist, Jetset Records, New York NY

Will Music Be Regulated by Law?

Wowie Wein, Pres, Reprise Recosds, Burbank (A (mod)

Was Crowley, Exec Dr, Mass Mic, Leominster MA

Joed Flotow, S1 VP, West Coast Affairs § Artist Relations, RIAA, Burbank (A

Copyright and Compensation:

The Money Behind the Music

Orad King, Ovgital Enterterment Reportes, Wired News, San Francisco (A
(mog)

, VP Busmsss Dy BM1, New York NY
Welter licBensugh, Future Ot Music Coalition, Boston MA
Jobm | Simsen, Exec Dir of Artist & Label Relations, SoundExchange,

Almost Famous?

Evan Smith, Editor, Texas Monthly, Austin TX (mod)

Lorraine AN, Newsweek, Hew York NY

Michael Azerrad, Author, New York NY

Peter , Co-Editor, No , Dutham NC

1.0. Consdine, Managing Editor, Revolver Magazine, New York NY

Does Gender Hinder?

Amy Rag, Owner, Daemon Records, Decatur G4 {mod)

Ane Powers, Music Writer, New York Times, New York NY
Jennifer Toemey, Coalition for the Future of Music, Washington DC

Protecting Artists, Even From Themselves

Bertis Dowws, REM / Athens Ltd, Athens GA

Richard Grabel, Partner, Grubman Indursky'6 Schindler, New York NY
Dosald Passman, Attomey, Gang Tyre Ramer b Brown Inc, Beverly Hills (A
Back Williams, Progressive Global Agency, Nashville TN

Antheny Wilses, Director, in The (ity / Music 33.com, Manchester

The Gram Parsons Legaty

Helly George-Waeren, Ehtonial Dir, Rolling Stone Press, New York NY {mod)
James Austin, St Dir of AGR, Rhino Records, Los Angeles (A

Stanley Booth, Brunswick GA

lim Cartton,

Jon Langterd, ¢/0 Bloodshot Records, Mekons/Waco Brothers, Chicago It

Crash Course #2 - Management and Legal
Chris Castle, Wilson Sonsini Goodrich & Rosati, Palo Atto CA
George Court, ArtiSt, Manager Core Artist Management, Austin TX

When Wiii Digital Music be Legal and Popular?
(harles Mana, Eonespondem, Inside.com, Amherst MA {mod)
Anthony R Berman, Attorney, Idell Berman § Seitel, San Francisco CA
Michael Derf, Founder Chairman & (EO, KmtMedia, New York NY

Rob Redd, CED, Listen.com, San Francisco CA

ook Steme, Exec Dir, Artrsts Agatnst Piracy, Los Angeles CA

Retail Challenges: Balancing Service and Price
Sesam Moazista, Ecitor, MBI, New York NY {mod)

Don YanCleave, Pres, (IMS, Birmingham AL

Carel Welz, Project Mgr, Southwest Wholesale Records & Tapes, Houston TX
Joba T Ruaz, Pres, Waterloo Records & Video, Austin TX

Gonnme ) Ross, VP Sales, Immergent / §.1, Los Angeles (A

How Do You Publicize a Mike Watt in a

Britney Spears World?

Bilt Bentley. Senior VP/Media Relations, Warner Bros Records, Burbank CA
Mark L Sanled, VP, Shore Fire Media, Brookiyn NY

Nownrd ) Weelfing, 5 Dir Media, {olumbta Records, New York NY

Latin Rock - Another Alternative

Tomas Cosluman, Pres, {ookman Intemational, N Holiywood (A

Fernands Fazzarl, Pres, FMF Promotions, Woodbndge NJ

Goustave Fernamdez, Omner, DN Distnidution, Miami FL

Brune del Gramede, Pres, Latin Division, Maverick Records, Miami Beach FL
Josh Norek, Duener, N Media, Brookiyn NY

Washington DC Eurique Lavie, Editor N Alternative, (M), New York NY
O Thomes, Director of Public Affairs, ASCAP, New York NY Cary Prince, Directos, Media/Latin Holiywood Records, Burbank (A
Dance Culture Ontine and On the Floor m::d, :‘mr, ACA Marketing b Special Promotions, North
Susae Malazer, Partner, Green Galactic, Los Angetes (A (mod)
Nobey Ectlla, New York NY Crash Course #3 - Radio and Publicity
Eric Kapper, Owner/Producer, Hystena Productions/Hysteria Records, Kevia Conmer, KGSR 107.1 FM, Austin TX

Weston (T Casey Monshen, Dir, Texas Music Otfice, Governor's Office, Austin TX
Tomns Palerme, Editor, XLRGR Magazine, San Francisco CA Indie Labels and New Media
New Transmissions-Tomorrow’s Radio Gavia Rebertase, GM Music, indie, London {mod)
Hmmy Bidmen, Apple Computers (mod) Nonale Gurv, Music Business Development Director, DigMedta, Lefth
Mark Goodman, VP for Music and Prog 9. com, West 3 9

Hollywood (A Simen Scolt, VP, Strategic Markets Intertrust, Santa Clara CA

Jobn O Jefirey, Executive Vice President, Live365.com, Foster City CA
Bas Mackta, Dir of Music Mktg, Nibblebox, New York NY

Jessie Scutt, Program Director-Country, Xm Sateflite Radio, Washington BC
Clndy Shvek, VP/Industry 6 Talent, Sifius Satellite Radto, New York MY

Breaking the Waves: Intermational Touring
Poul Gheetham, WellDone, Heksinkt

Taple Kesjus, Pres, (EQ Rockaditio Records, Tampere

Beuce L Solae, Pres, Absolute Artists, San Franisco CA

FRIDAY, MARCH 16

Pre Tools: Gift or Curse?

Steve Bevhim, Producer, Vashon WA

Sardara K Austin TX

Oove Mcnalr, Producer/Engineer, Austin TX

Chris Stamey, Modern Recording, Chapel Hill NC

Crash Course #1 - Labels and Distribution
fes lrwin, Owner, The Rounder Records Group, Cambridge MA
Clag Pestermach, (lay Pasternack inc/A.F.L.M., Cleveland OH
Adicta | Base, Pres, NAIL Distribution, Portland OR

What to Expect When You're Expecting:
Preparing Your Release for Radio

Karen Glawber, Pres, HITS Magatine, Sherman Oaks CA (mod)
Lestie Fram, Program Otrector, WNNX, Atlanta GA

Steve Leeds, St VP Prom, Universal Records, New York NY
Pete Yorm, L05 Angeles (A

JmBEAy

gCIRRUS LOGKC

New Music, New Marketing
Robin Becheel, Multimedia Capttol Records, Hollywood (A
Robent Pres, Concrete g, New York NY

Potrick Steven Pottersen, Natl Mktg Dir, Hi Frequency, Carrboro NC
Matt Wechsler, Head of Online Marketing, ADD Marketing, Los Angeles CA

Artists: Recording vs.Performance

Aoty Schwarty, Lieutenant (olone), Army of the Unemployed, NY NY {mod.)
Shaws Colvia, Austin TX

Thomas Mapfeme, Harare, imbabwe

Solly Timms, Chicago, IL

e Yormes, Clarksdale MS

Splicing Dollars frem Your Studio Bill
Larry Crame, GM, Tape Op/lackpot. Portland OR {mod)
Cralg Schumacher, Pres, Wavelah Recording, Tucson A2

Crash Course #4 - Touring and Merchandising
Potrick Mabeaey. GM, Blue Grape Merchandising, New York NY
Brad Reesa, Regional Dir/ Talent Buyer, SFX, Austin TX

Boy Howdy! - The Creem Story

lim Derogatis, Pop Music Cntic, Chicago Sun-Times, Chicaga IL (mod)
Bew Edmonds, US Editor, Moo, Huntingtan Woods MI

Bill Koldship, Music Editor, Express.com, Pasedena CA

Dave Marsh, Writer, Norwalk (T

Joha Merthiand, Writer at Large, Austin TX

Jaam Unelszii, Contributing Editor, Rolling Stone, Online, Berkeley CA
Ed Ward, Writer, Berlin

Sue Whital, Music Critic, Detroit News, Detroit M

NEXTEL

If 1 Knew Then What | Know Now

Katrina ) Carden, S5t Otr, Legal and Business Affairs, Virgin Records,
Beverly Hills CA (mod)

Susan H Abramovitch, Lawyer, Stohn Abramovitch LLP, Toronto ON

Jon Pikus, AGR, Lolumbia Records, Santa Monica (A

Gizmo Mastery

Bill Craig, VP Sales, Reed Midem Organization/MIDEM, NY NY (mod)

Michael Halloran, Dir of Programming, MP3.com, San Diego CA

Matthew Perry, VP/GM, Embeaded Processor Division, Cirrus Logic Inc,
Austin TX

Managers: Why Can‘t We Be Friends?
Framk Callari, Pres, Frank Callari Corp, Nashville TN (moa)
Hoge Burnham, Huge B [0lly Management, Amesbury MA
Kew Levitan, Pres, Vector Mgmt, Nashville TN

Jonathan Shalit, Shait Management, London

SATURDAY, MARCH 17

Clubs: Know Your Audience

Penelope Biver, Talent Buyer, Nevin's Live, Chicago It {moa)
Mark Cofins, Pres, Mercury Entertament © Jazz, Austin TX
Greg Johnsen, Owner, Blue Door, Oklahoma (ity 0K

Lisa White, Booking Manager, 9:30 Club, Washington DC

Music Onscreen

Swe Cummings. Writer, Time Out New York, Jackson Heights NY {mod)
Dina Conghlan. Music Supervisor, Oxygen, New York NY

Jim Pit, Talent Exec, Late Night with Conan O"Brien Nashwille TN

Sheila Rogers, Talent Exec, The Late Show with Dawid Letterman, NY NY
Dawn Sutter, Madell Music Dir, Agoraphone, NY NY

Making Money From Music
Jefirey Drabec, VP Business Affalrs, Chrysalts Music Group. Los Angeles (A
Todd Bradec, Exec VP Membership, ASCAP, Los Angeles CA

Where Does AGR Fit In?

Seff Rabhaa, A § R Editor, Hits Magazine, Sherman Oaks CA {mod)

Jeft Blue, VP AGR, Warner Bros Records, Burbank CA

Debbic Soutbweod-Smith, VP AGR, Interscope/Getfen/ABM, New York NY
Nem Welch, VP of ABR, Epic Records, New York NY

How Do You Like Your Records?

Cherg) A Poweishd, Dis of AGR Special Markets 6 Catalog, EMI-Capitol
Music, Los Angeles (A (mod)

Josh Milts, Pubiic Relations Mgy, Liguid Audio, Los Angeles CA

Out There - Reaching the

Les/Bi/6ay/Trans Andience

Gregy Shapive, Music Writer, Chicago il (mod)

N Fourant, Cultural Instigator, RADIOSEXBEAT/BEAUTY, New York NY
Kathrya Frasles, Publicist, The Baz 3, Chicago it

Kart § Reighley, Columnist, Seattle Weekly, Seattle WA

The Word en Christian Rock

Andy Langer, journalist, Austin X {mod)

David Bach, VP of ABR/Creative, ForeFront Records, Nashville TN
Doug Vaa Pelt, Editor in Chief, WM Magarine, Austin X

SXSW Interview: Sharon Osbourne
Dovid Fricke, St Editor, Rolling Stone, New York NY
Sharen Osbeurne, Sharon Osbourne Mgmt, West Hollywood CA

Asia-The Seund 6000 Miles Away
Wiroshi Asads, Asada Inc / Seven Gods Agency, Tokyo {mod)
Keith Caboon, Managing Director, Tower Recongs Tokyo

Balancing Lecal Coverage

Adrey You Buskieh, Editor in Chiet, Seattle Weekly, Seattle WA {mod)
Sarsh Mesdows, Arts & Culture Editor, Santa Fe Reporter, Santa Fe NM
Dovid Mencenl, Music Editor, Raleigh News & Observer, Raleigh NC
Rowi Sarlg, Music Editor, Creative Loating, Atlanta GA

Web Based Resources for Musicians

Margee F Fagelsen, Music Media Consultant, New York NY (mod)
Carelgn Ballen, President, The indie Musit Forum, Philadeiphia PA
Tom Chersailr, CEO/Co-Founder, All indie, New York NY

Ariel Nyt Pres, Anel Publicity, New York NY.

Michee] McBonigal, Music Edrtor, Amazon.com, Seattle WA

Bevek Sivers, Pres. (D Baby, Portiand OR

The International Publishing Marketplace

Sorsh Chenderia, Pres, Hacate Entertainment Group LLC, NY NY {mod)
lagemer Bergman, Intl Oir AGR, Popwire, Stockholm Sweden

Chris Tagler, Attorney, Sanderson Taylor, Toronto ON

Christion W-Kawsen, Dir Writer Pub Relations, BMI, London UK

Producers-My Path to the Studio

Seb Eprie, Chairman 6 (£D, Emgma Oigital, Santa Monkea CA (mog)
Steve Berble, Producer, Vashon WA

Skoti EWiett, Producer

David Lowery, Producer

Tom Rothrock. Dwner, Atid Blues Records, Los Angeles (A

More panel announcements to come.
Checkwww.sxsw.com for updates.
Everything subject to change.

www americanradiohistorv.com
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B TONY NOVIA

D I I ST ST SR

tnovia@rronline.com.

| PART ONE OF A TWO-PART SERIES |

CHR

One Wild Radio Station

O Tampa’'s WLLD succeeds on gut instinct and staff tenacity

n May 1998 Entercom completed its upgrade of WISP-FM/Holmes Beach, FL. The station, which
had been a 6kw Soft AC serving Sarasota and Bradenton, was now a 50kw power house capable

— of covering the entire Tampa Bay region. Concurrent with the power increase, Entercom decided
1o flip WISP to CHR/Rhythmic and assume the call letters WLLD. Tampa’s “Wild 98.7" was bom.

WLLD’s launch got a lot of atten-
tion, since it was molded around fic-
tional characters named Josh and
Brian and their “pirate radio station,”
which supposedly originated from a
boat in the Gulf of Mexico. The duo
were portrayed as hanging out in their
boat. dancing and drinking and invit-
ing people down to party with them.
They asked listeners to call them on
their cell phone for requests. and call
they did — even though the station
was only playing a loop of 30 songs.

The pirate party actually started off
with Tone Loc’s *Wild Thing,” which
played continuously for 48 hours.
Between that and “Josh and Brian,”
WLLD received lots of attention. PD
Orlando credits the successful
launch to veteran consultant Jerry
Clifion. He says that, three years lat-
er, listeners still ask about Josh and
Brian. His standard reply is that the
duo are on the 12-year plan at the
University of Hawaii.

Wild 98.7, now owned by Infinity,
is one of those rare radio stations in a
major market that was launched with
gut and a staff of people who believed
they could win big and have a lot of
fun. Orlando says the station, which
began under former PD Dr. Dave Fer-
guson, is shaped around Tampa’s
nighttime likes and preferences.

“Tampa has a strong club scene,
with Ybor City being the epicenter,”
he says. “It’s a historic place where
they made a lot of the cigars, and

there’s a strip of about 40 bars side
by side, akin to Bourbon Street in
New Orleans.” It’s these clubs and
these clubheads that originate the
music vibe and attitude of Tampa.
They also set the tone for Wild. “l al-
ways like to say that we came in and
bitch-slapped the market, and now
they’re like, *“Whoa!"” says Orlando.
After knocking off Eden’s legend-
ary CHR WRBQ-FM (Q105) in
1989, Clear Channel’s CHR/Pop
WFLZ had ruled the market with a
golden fist. WLLD arrived three
years ago and set off to make its own
mark. It accomplished the feat by
caming the respect of both local com-
petitors and stations from throughout
the U.S. that look at Wild's music and
promotions each week. In the fall
2000 Arbitrons Wild beat ‘FLZ in the
12+ derby. 6.9-6.6. This week we
explore Wild’s risc to prominence.
and next week former WFLZ PD
Domino will share his thoughts.

R&R: Have any changes been
made since Infinity picked up Wild
98.7 a year and a half ago?

Orlando: No. I can tell you'it's
been great to have a guy like Bill Fig-
enshu, our VP/Programming, as a
good source to bounce stuff off of. It’s
great not to have a boss you fear, but
one you can call ‘vhen.you have a
question and actually get an answer
with substance. I've made a lot of
corporate calls during my tenure with

Wildly Successful Numbers

In the key demographics for CHR WLLD/Tampa is consis-
tently a major player. Numbers listed are Arbitron, Mon-
day through Sunday, 6am-midnight.

Fali’00  Summer’'00 Spring '00  Winter 00
12+ 6.9 (No. 3) 6.1 6.9 62
1247 35.1 (No.1) T 326 395 380
1224 283 (No.1) 266 30.1 27.4
1834  15.0(No. 1) 124 142 22
18-49 9.1 (No. 2) 75 8.5~ 7
25-54 5.3 (No. 6) 42 4.5 46

eEe—agae————=—

“Other stations in this
market hire professionals
who clock in and do their
four and hit the door. We

hang together all day
and all night, and it
bleeds over on the air.”

——a——

other companies where I've had a
question and was more confused
when I hung up the phone than when
I picked it up. With Bill, you get a
real answer that you can actually sink
your teeth into. Infinity is hot. plus
this energy between all of the stations
is incredible.

R&R: What drives you as a PD?

Orlando: it's definitely my inter-
est in"the music. | like hits. but I like
1o listen to everything. Before I got
into radio, 1 studied music at Fiorida
State University in Tallahassee. and
[ used to sing; so I have a great respect
for the music, but from a different
point of view. This is the best job.
Every day [ get packages of music that
people want me to listen to and sce
if it fits the station.

I am a product of everyone I work
with. The label nationals, regionals
and locals take the time to talk to me
about more than just their product. |

- am surrounded by an incredible staff

of people who contribute every day.
When we get an award or a ratings
bump, I rememiber that ait of these
people are running through walls for
this radio station.

R&R: What drives that success?

Orlando: The people. | went to
[former WFLZ PD] Domino’s going-
away party last week, and it was kind
of weird, because people were like,
“What is he doing here”" But Dom
and I are good friends. I'started talk-
ing to some of the WFLZ staff, and

WWW americanradionistory com

OK, so he wanted to rub it in with the palm trees in the background,
but at least they are in black and white. Front row center it's WWLD
(Wild)/Tampa Asst. PD Scantman along with (t-r) Promotion Director
Drew Flemming, Programming Diva Beata and Research Director Alli.
The man wearing the cap in the 85-degree weather is none other
than PD Orlando.

as soon as they discovered I was cool,
they asked over and over again,
“Where did you guys come from? On
the air and at your events, you guys
are arm-in-arm, supporting each oth-
er. Where does that come from?”

Honestly, this station was built on
fate. We all knew each other before
we got -here. We all worked together
or worked with co-workers at other
places. It was just fate. It’s likc a fam-
ily here. We get along. and it comes
off on the air. Other stations in this
market hire professionals who clock
in and do their four and hit the door.
We hang together all day and all
night, and it. bleeds over on the air.

R&R: What hits home with the lis-
teners?

Orlando: Just being real. We're
not radio broadcasters, we’re just
guys who get on a radio and happen
to be playing songs. The people who
listen to us feel like they can walk
down 1o the station and do the same
thing. It’s not that different from
watching reality TV: People are so
into it because it feels like it’s some-
thing they could do if they were on
camera. We’re not doing time checks
and saying the time four or five dif-
ferent ways. That’s not us.

R&R: And your music?

Oriando: We are the soundtrack to
Tampa. It's the only lifestyle station
in the market. You can get behind
Wild whether you are a frat boy, club-
hopper. doctor or lawyer. Everyone
gets wild in their own way. Peopie get
behind this station, and they feel per-
sonal about it.

As far as music goes, Tampa’s re-
ally big on techno. We have a feature
called “The X Factory,” where our
mixers and my Programming Assis-
tant. Biada. pick the best records in
the market. Those styles include
break-beat. dance. trance and techno
music. That is our entree to the mar-
ket, and it’s huge for us. Hip-hop is
also big, but we also play the pop hits
from 'N Sync and The Backstreet
Boys.

R&R: And your audience accepts
those artists?

Orlando: Yeah. We're not that big

heritage station that wants to force
different. music down people’s
throats. Rather. we play what the au-
dience wants to hear. When No
Sirings Attached was relcased, you
couldn’t tumn on the television with-
out sceing something about those
guys. The audience was in such a
frenzy about them that we would be
betraying our audience if we didn’t
play what they wanted.

R&R: Whar promotions work for
you?

Orilando: We do grass-roots pro-
motions. We believe that if we have
a van full of T-shirts. a couple of ve-
hicles and our strect team. we can
street-hustle our way into the ratings.
We don’t have to give away money.
air the “be the 20th caller at 1-800-
trick-me™ gimmick or whatever it is |
to trick people into doing stuff. We
just want to be out there and be real
with the listeners.

R&R: What happened the day the
numbers rolled off the computer and
vou beat WFLZ 12+ for the first time?

Orlando: I fell down. and the trem-
or was heard around the Tampa Bay
arca. Truthfully, I never get excited
about ratings. because I was taught that
if you get too excited. they Il leave you.
In the next book you’re going to be ex-
plaining to peoplc why you're not the
man anymore. | do remember scream-
ing, “Oh my God!” and I just had to sit
back. I really did fall. I went into the
office and sat down for a minute to just
let it soak in.

I reminded myself that they have a
great company that’s doing some very
weird things right now, but they still
have their bag of tools. They’ve got
Jeff Kapugi coming’in, and he’s been
in the market, so he’s going to try to
do some different things. I expect us
to go back and forth with it, but |
don’t think it’s our fast time beating |
them.

R&R: What do you think about BJ
Harris" decision to leave his position
at Clear Channel and his morning
duties at WFLZ?

Continued on Page 63
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ALREADY OVER 1 MILLION AMERICAN FANS

FROM THE NEW ALBUM TEEN SPIRIT

Going for adds 3/19!  Album in-stores now!

The Follow-up to the world-wide multi platinum album
ABBA GENERATION

WWW.A-TEENS.COM WWW.MCARECORDS.COM 0% s
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CHR/Pop Top 50

® March 9, 2001
ARTIST TITLE LABEL(S) RS AAYS w%%%%sous i
SHAGGY Ange! (MCA) 10830  +580 1196035 9
LENNY KRAVITZ Again (Virgin) 10703 +66 1135737 20
JENNIFER LOPEZ Love Don't Cost A Thing (Epic) 10154 -484 1021945 13
K-Cl & J0JO Crazy (MCA) 8830  +388 829761 12
CRAZY TOWN Butterfly (Columbia) 8740 - +841 890260 9
MADONNA Don’t Tell Me (Maverick/WB) 7859 -198 726179 13 -
R. MARTIN F/C. AGUILERA Nobody Wants To Be Lonely (Columbia) 6984 +359 662644 7
AEROSMITH Jaded (Columbia) 6970  +595 657636 8
DREAM He Loves U Not (Bad Boy/Arista) 6259 -816 643973 24
DIDO Thankyou (Arista) . 6119  +744 650370 -8
ATC Around The World (La La La...) (Republic/Uriiversal) 5965 +255 594742 9
MATCHBOX TWENTY If You're Gone (Lava/Atiantic) 5762 -400 598854
PINK You Make Me Sick (LaFace/Arista) §526 -280 544313 11
OUTKAST Ms. Jackson (LaFace/Arista) 5353 -77 536093 10
DESTINY'S CHILD Independent Women Pt. 1 (Columbia) 5214 -890 545233 22
S CLUB 7 Never Had A Dream Come True (interscope) 5206 +786 600305 S
3LW No More (Baby I'ma Do Right) (Epic) 4706  +459 520747 12
MYA Free (Ruffnation/WB/University/Interscope) 4351 +353 435992 6
UNCLE KRACKER Follow Me (Top Dog/Lava/Atlantic) 4164  +726 348652 10
SHAGGY It Wasn't Me (MCA) 4037 -648 446688 18
LIFEHOUSE Hanging By A Moment (DreamWorks) 3761 +809 374184 4
BACKSTREET BOYS The Call (Jive) 3423 1179 337386 8
FUEL Hemorrhage {In My Hands) (Epic) 3306 -206 300949 13
THE CORRS Breathless (743/Lava/Atlantic) 3087 +434 311388 14
VERTICAL HORIZON Best | Ever Had (Grey Sky...) (RCA) 2868 +169 240145 7
BON JOVI Thank You For Loving Me (/sland/IDJMG) 2861 +2 265388 14
JANET All For You (Virgin) 2658 +2658 360947 1
LEE ANN WOMACK | Hope You Dance (MCA/Universal) 2624  +330 225036 9
NELLY FURTADO I'm Like A Bird (DreamWorks) 2505 4329 304171 11
MOBY F/GWEN STEFANI Southside (V2) 2569  +215 265792 9
SOULDECISION Ooh it's Kinda Crazy (MCA) 23N +297 226720 5
JOE F/MYSTIKAL Stutter (Jive) 2285  +496 206562 4
R. KELLY | Wish (Jive) 2118 +34 223648 9
NELLY Ride Wit Me (Fo’ Reel/Universal) 1928 +659 177724 2
U2 Beautiful Day (Interscope) 1915 . -182 190584 16
BARENAKED LADIES Too Little Too Late (Reprise) 1779 +107 126650 6
TONYA MITCHELL Broken Promises (Universal) 1622 +157 110533 4
DAFT PUNK One More Time (Virgin) 1599 +169 178874 4
98 DEGREES My Everything (Universal) 1596 -431 190466 15
3 DOORS DOWN Loser (Republic/Universal) 1588 +113 128064 5
SAMANTHA MUMBA Baby, Come Over... (Wikdcard/Polydor/Interscope) 1541 +687 141990 2
JA RULE FALIL’ MO AND VITA Put it... (Murder Inc/Def Jam/IDJMG) 1459  +100 145917 3
NELLY E.I. (Fo’ ReeliUniversal) 1409 -198 143129 15
COLDPLAY Yelow (Nettwerk/Capitol) 1400  +554 98332 1
SARINA PARIS Look At Us (Piayland/Priority) 1305  +250 168852 2
LUDACRIS What's Your Fantasy (Def Jam South/IDJMG) 1149 -147 123691 11
0-TOWN Liguid Dreams (J) 1051 -460 102012 14
VITAMIN C As Long As You're Loving Me (Elektra/EEG) 1012 A7 72115 4
GREEN DAY Warning (Reprise) 940 +161 50752 1
DESTINY'S CHILD Survivor (Columbia) 832 4797 130341 1

TOTAL STATIONS/
ADDS

1671
1730
17210
159/8
1730
168/0
1740
166A1
16010
1572
1681
1580
15500
1490
15500
168/4
161/4

16272

138/1
1421
142/8
155/0
1290
13313
12714
1311
176/176
118/4
132112
1126
129
1313
1212
1116
1190
993
173
99/8
1130
98N
120/4
82/5
990
95/7
3
5500
112
8810
70/4
146/146

Most Added.-
ARTISTTITLE LABEL(S) ADDS
JANET All For You (Virgin) 176
DESTINY’S CHILD Survivor (Columbia) 146
AMANDA Everybody Doesn't (Maverick) 58
DREAM This is Me (Bad Boy/Arista) 23
JOSH JOPLIN GROUP Camera One (Artemis) 23
TRAIN Drops Of Jupiter (Tell Me) (Columbia) 17
NELLY Ride Wit Me (Fo’ Reel/Universal) 16
JOE F/MYSTIKAL Stutter (Jive) 13
BLACK EYED PEAS Request Line (Interscope) 13

AMERICAN Hi-Fi Flavor Of The Weak (/sland/IDJMG) 13

Most Increased

Plays

TOTAL

PLAY
ARTIST TITLE LABEL(S) INCREASE
JANET All For You (Virgin) +2658
CRAZY TOWN Butterfly (Columbia) +841
LIFEHOUSE Hanging By A Moment (DreamWorks) +809
DESTINY'S CHILD Survivor (Columbia) +197
S CLUB 7 Never Had A Dream Come True (nterscope) +786
DIDO Thankyou (Arista) +744

UNCLE KRACKER Foliow Me (Top Dog/Lava/Atiantic) +126
SAMANTHA MUMBA Baby... (Wikdcard/Polydor/Iterscope) +687

NELLY Ride Wit Me (Fo’ Reel/Universal) +659
DREAM This Is Me (Bad Boy/Arista) +611
Breakers-
JANET
Al For You (Virgin)
TOTAL PLAYS/INCREASE TOTAL STATIONS/ADDS CHART
2658/2658 176/176 (27)
LEE ANN WOMACK
I Hope You Dance (MCA/Universal)
TOTAL PLAYS/INCREASE ~ TOTAL STATIONS/ADDS CHART
2624/330 118/4 (28]
NELLY FURTADO
I'm Like A Bird (DreamWorks)
TOTAL PLAYS/INCREASE TOTAL STATIONS/ADDS CHART
2595/329 13212 (29)
M(BY F/GWEN STEFANI
Southside (1/2)
TOTAL PLAYSANCREASE TOTAL STATIONS/ADDS CHART
2569215 112/% (30}

176 CHR/Pop reporters. Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio Networks. Songs
ranked by total plays for the airplay week of Sunday 2/25-Saturday 3/3. Bullets appear on songs gaining plays or remaining flat from
previous week. If two songs are tied in tota! plays, the song being played on more stations is placed first. Breaker status is assigned to
songs reaching 2500 plays or more for the first time. Songs below No. 20 are moved to recurrent after 20 weeks. Gross Impressions
equals Average Quarter Hour Persons times number of plays (times 100). Average Quarter Hour Persons used herein with permission

from The Arbitron Company (Copyright 2001, The Arbitron Company). © 2001, R&R Inc.

Most Added is the total number of new adds officially reported to R&R
by each reporting station. Songs unreported as adds do not count
foward overall tolal stations playing & song. Most Increased Plays lists
the songs with the greatest week-to-week increases in tota! plays.
Woeighted chart appears on RAR ONLINE MUSIC TRACKING.

X Packaged on a roll and easy to use.

Maximize Visibility =g

X Cost effective plastic banners for your station.
X We print any logos or designs in up to four spot colors. P.O. Box 750250
X Perfect for concerts, public appearances, expos & giveaways.

Houston, Texas 77275-0250
713/507-4200
713/507-4295 FAX

www americanradiohistorv com

1/800-231-6074 Reacngrir v Mot
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62 .
Callout America.

®
EXCLUSIVE NATIONAL MUSIC RESEARCH ESTIMATES March 9, 2001
CaLLour Americae song selection is based on the top 25 titles from the R&R CHR/Pop chart for the airplay week of February 11-17.
CHRIPOP § . T prm— CaLLout AMERICA®
! Hot Scores
ARTIST TITLE LABEL(S) ™ w 2w 3w s g 1217 18-24 25-34| EAST SOUTH WEST WEST By ANTHONY ACAMPORA
SHAGGY Angeli(MCA) 3.97 379394 380 763 18.8 |412° 4.02 3.70 |4.11 408 388 3.84 Sha;.g\ retums 10 the top of Callout
HEp JOE FMYSTIKAL Stutter (Jive) 3.94 402 3.97 383 533 7.9 |402 3.78 402 [388 389 426 379 | M America—R&R'scxclusive na-
) = tional survey of 400 females 12-34 —
HEp LEWIS WOURST OufSice [Faiiless/Getienviptersdope) 3.90 401 374 — 40.0 67 [4.06 3.04 3.53 |4.02 366 3.80 4.12 | with~Angel” (MCA). The track is first
HEp JARULEALIL’ MO & VITA Put t On Me (Murder inc./Def JamDJMG) 3.87 3.89 3.89 3.88 64.4 13.6 | 4.07 3.81 3.54 |3.97 372 3.98 3.84 | Withteensand women I8-24 and ranks
; - — . sixth 25-34 as sales continue to soar on
HEp B.XELLY i Wish'{ive) 3.86 366 375 375 536 137 [3.82 3.74 4141385 393 3 376 | ghuooysatbum Houshor.
DIDO Thankyou (Arista) 381 3.89 396 3.86 78.3 156 |3.74 3.86 3.84 |3.86 3.75 3.73 3.9 Last week's best-testing song. “Stut-

ter”” by Joe f/Mystikal (Jive), comes in

! HEp ‘MYSTIKAL F/NIVEA Danger (Been So Long] (uiva) 3.77 361 375 374 602 151 |4.02 353 3.60 [3.95 3.72 3.97 345 | . o cond overall with a 394 —
| CRAZY TOWN Butterfly (Columbia) 3.75 362 3.70 367 67.7 15.8 |3.75 3.97 345 [3.74 3.73 3.68 3.85 | ranking fourth with tens. cighth 18-24
- < . BT ; and a strong second among women 25-
| LENNY. KRAVITZ Again{Virgin) 371 360 363 35 753 188 [3.71 370 473 {374 3.90 354 37 | s o, alooacty S0 Ui 34
! K-Ci & J0JO Crazy (MCA) 3.69 3.77 3.90 3.69 68.1 183 |3.97 3.51 3.41|3.67 386 359 3.63 | CHR/Rhyihmic chart-topper and re-
OUTKAST Ms. Jagksbn YLakacerarist. ] B : ] 6 25.213.8 3 .36 | 3. ; 3 R | ctived oxacithplays last wesk at
5. Jagkson YLaEace/Arista) 3.67 3.63 380 365 74.6 2521382 3.68 3.36]3.79 3.49 3.78 3.64 KHTS/San Dicgo and WWWO/Atlnta
HEp LEE ANN WOMACK | Hope You Dance (MCA/Universal) 3.66 3.82 3.83 3.68 56.3 13.3 [3.76 3.48 3.70 [3.58 3.84 3.50 3.72 “QOutside” by Aaron Lewis of
AEROSMITH-Jaded (Cotufibia) 363 363 350 359 551 136 (384 280 3.41 374 376 334 a7z | Staind with Fred Durst (Flawless/
_ : ’ 5 4 Geffen/Interscope). a No. | hit at Ac-
HR) 3 DOORS DOWN Loser (Republic/Universal) 3.50 367 3.60 3.57 459 111 |3.61 3.69 340 (356 3.83 3.60 3.32 | ivcRock and Altemative. is also being
CREED With Arms Wide Open (Wind-up) 369 3.76 3.66 3.55 79.0 30.6 /349 352 379 [3.53 3.87 3.48 3.51 | receivedbig by Pop listeners. “Outside™
) ranks third overall and takes No. 3 in the

FUEL Hemorrhage (In My Hands) (Epic) 358 3.67 350 3.45 48.1 10.1 |348 3.83 340 [3.73 353 351 353 | |517.0d18-24 colls as well.
JENNIFER LOPEZ Love Don't,Cost A Thing (Epic) 356 3.54 347 351 83.0 308 |3.73 3.37 352 }3.47 351 359 3.67 “Put It On Me” by Ja Rule f/Lil°
p - ) Mo & Vita (Murder Inc/Def Jamy/
3LW No More (Baby 'ma Do Right) (Epic) 353 357 — — 630 202372 331 342359 336 3.69 348 | 1iniGic fourth overall this week
EVAN AND JARON Crazy For This Girl (Columbia) 351 359 350 3.45 659 17.8 [3.58 343 351 [3.62 3.69 3.38 3.38 { while ranking second with teens and

PINK Me Si i . 67 344 669 202|376 340 3. 48 366 345 |SiuhiS

You Make Me Sick (LaFace/Arista) 3§1 ;.54 3.67 39 66.9 20.2 |3.76 'a 40 3.15 |3.43 348 3.66 3.46 1 Wish by R. Kelly Uive) has bocn
SHAGGY it Wasn't Me (MCA) 350 3.34 374 350 835 375|347 350 353 [3.71 338 337 360 | .consiste:t Callout America performer.
DREAM He Loves U Not (Bad Boy/Arista) 3.49 3.63 349 349 780 269 [3.74 3.23 3.39 |3.34 3.60 345 357 | thiswockmnkingfifthoverall and firs 25-
] 34 with a huge 4.14 score in the demo.
98 DEGREES My Everything (Universal) 347 347 362 363 640 183375 310 344|325 384 342 337 Several songs are performing well in
BACKSTREET BOYS The Call (Jive) 3.47 340 349 3.36 556 158 |3.59 3.34 3.37 [3.57 351 354 323 | key demos this week: “Butterfly” by

' ' ; : - : Crazy Town (Columbia). “Hemor-
DESTINY'S CHILD independent Women'{Part )(Columbia. 3,47 3.47 3.63 3.47 793 37.0 1364 3.37 3.32 [3.31 35 339 3y rhage (In My Hands)" by Fuel (Epic)

MATCHBOX TWENTY If You're Gone (Lava/Atlantic) 342 350 3.56 354 728 259 |3.42 3.29 356 |3.55 3.58 3.33 3.25 | and“Jaded” by Aerosmith (Columbia)
. — | rank second. fifth and seventh in the 18-
MYA Case Of The Ex (Whatcha Gonna Do) (University/Interscops) 3.42 3.46 354 3.36 815 32.3 |[364 316 3.39 |3.41 3.53 3.38 3.38 24 cell. Meanwhile. “I Hope You

ATC Around The World... (Republic/Universal) 332 3.27 330 3.17 60.0 188 |3.34 3.31 3.29 |3S67 333 324 3.12 Dance” by Lee Ann Womack (MCA/
4 — " : : i . ; , Universal) and “Nobody Wants To Be
UZ:B_Qautl,fulnDa}g(InIcfscow) 3.32 335 3.32 3.# 610 2021324 327 3471338 360 3.20 3.13 Lonely” by Ricky Martin and Chris-
MADONNA Don't Tell Me (Maverick/WB) 330 3.35 331 341 691 24.7 |3.20 340 3.35 |3.39 338 308 3 tina Aguilera (Columbia) rank sixth and

MARTIN F/AGUILERA Nobody Wants To Be Lonely (Columbia) * 3.28 3.41 3.47 347 59.3 195 [3.46 277 3.88 330 3.36 385 3.43 |cighth25-34.

Total sample size is 400 respondents with a +/-5 margin of error. Total average favorability estimates are based on a scale of 1-5 (1 = dislike very much, § = like very much). Total familiarity represents the percentage of
respondents who recognized the song. Total bumn represents the number of respondents who said they are tired of hearing the song. Songs must reach 40% familiarity before they appear in print. Hit Potential (HP)
represents songs that have yet to chart in the top 25 on R&R's CHR/Pop chart. Sample composition is based on females aged 12-34, who responded favorably to a CHR/Pop musical montage in the following regions and
markets: EAST: Batimore, Boston, Long Island, New York, Philadelphia, Pitisburgh, Providence, Washington, DC. SOUTH: Atlanta, Dallas, Houston, Miami, San Antonio, Tampa. MIDWEST: Chicago, Cincinnati, Cleveland,
Columbus, Detroit, Kansas City, Milwaukee, Minneapolis, St. Louis. WEST: Los Angeles, Phoenix, Portland, Sacramento, San Diego, San Francisco, Seattie. © 2001, R&R Inc.

#1 on R&R Rhythm
#1 on Crossover Monitor!
#1 on Rhythm Monitor!
#1 on R&B Mainstream Monitor!
#1 RateTheMusic!

“PUT IT ON ME”

(Featuring Lil’ Mo and Vita)
New This Week:

Over 1200 Spins at Mainstream Already!! KKRZ WVKS
Audience Already Over 82 Million! KKX)Z( X

...and More!

Callout America:
#4 Overall - 3.87! “RULE 3:36” NOW DOUBLE PLATINUM!

#2 with teens - 4.07! . ’ o
#6 with 18 - 24 Females - 3.81! m =Y 2 Sam M1
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DREAM This Is Me (Bad Boy/Arista)
Total Plays: 802, Total Stations: 101, Adds: 23

BLACK EYED PEAS Request Line (interscops)
Total Plays: 773, Total Stations: 75, Adds: 13

TRAIN Drops Of Jupiter (Tell Me) (Columbia)
Total Plays: 746, Total Stations: 73, Adds: 17

ASHLEY BALLARD Hottie (Atiantic)
Total Plays: 738, Total Stations: 65, Adds: 5

| INCUBUS Drive (ImmortalEpic)

Songs ranked by total plays

Total Plays: 640, Total Stations: 59, Adds: 9
AMERICAN HI-FI Fiavor Of The Weak (/sland/IDJMG)
Total Plays: 561, Total Stations: 53, Adds: 13

MELANIE C | Turn To You (Virgin)
Total Plays: 559, Total Stations: 19, Adds: 0

MODJO Lady (Hear Me Tonight) (Barclay/MCA)
Total Plays: 522, Total Stations: 28, Adds: 6

One Wild Radio Station

Continued from Page 58

Orlando: Honestly. it was a surprise to me.
I was a big fan of Randy Michaels when I first
gotinto radio. I would read everything that Met
Karmazin and Randy said in R&R and every
other place I could. There was something about
Randy that was so wild and so irreverent that it
really attracted me to the Jacor mentality back
in the "80s and "90s, before the Clear Channel
merger.

To see BJ step out when that fun Jacor men-
tality no longer exists really isn’t that surpris-
ing. I'm not an expert on it, I'm just giving an
opinion. But  know that the way it used to be
was magical, and it's not that way anymore.
That ride is over. Will there be another ride?
Maybe. But it won’t be the magical thing that
it was in the past. Remember the Chicago Bulls
before Michael Jordan returned from retire-
ment? They just didn’t have that magic.

R&R: What are your thoughts on the CHR/
Rhvthmic format today?

Orlando: Rhythmic music is at the top of its
cycle right now. Everything dries up after a
while. but I think artists are a lot smarter now.
Every record producer secems to know that you
have to drive the hook home and that you can’t
spit rthymes for 18 or 24 bars. You have to get
back to that hook and drive it.

I'm seeing that with the success of Ludiacris.

Mystikal and Outkast, just to name a few. They
all have phonetically sound pieces that follow
asuccessful formula. That's smart! The regional
excuse that PDs used to use — like Outkast is
a Southern record. and Snoop Dogg is a West
Coast record. blah, blah — that’s all finally go-
ing away. People are beginning to play music
true to the format, no matter where it's from.

R&R: How do you keep your station Tampa
Bay-driven?

Orlando: We just remain real. The music has
to be real, and the on-air presentation hasto be
real. You've seen people where you put them
behind a microphone and they get the deep
voice and start talking in that big, huge. phony
way. You have to tell them, *“No. I want you to
sound like you did when you walked through the
door. Sound real.” That point is conveyed to our
audience. We have to be topical. but I think
voicetracking is great as long as Clear Channel
keeps doing it. I want them to.

R&R: What's the next step for you?

Orlando: I love Tampa and Infinity. I'm still
justa plain ol’ kid and afternoon jock. They're
going to have to kill me to pry this “Wild" ban-
ner out of my hands, because I love it here, and
I love the people I work with. I'm open to do
whatever the company needs me to do, but it has
to be housed here. I'm loving it here. and this
is something that we all built together. so we
fight to protect it.

Is Polarizing Music Hurting GHR?

Capitol recording band Dexter Freebish kicked off 2001 with a series of radio promo dates
in support of their debut album, A Life of Saturdays, which features the hit single “Leaving
Town.” During their tour the band hooked up with Jeri Banta and Dina Hart of WYKS/
Gainsville. Pictured are (l-r) the band's Chris Lowe, Banta, Hart, the band’s Kyle and Charles
Martin and Ric from Capitol.

Scooter
PD, KQBT/Austin

Some of the problems are with the “Disney Groups.” as | call them, because my daughter
sees them on the Disney Channel and knows the names of artists I've never heard of.
They have saturated the sound of CHR. So many CHR stations play too much of that sound
and neglect the balance that has made CHR a winner so many other years. If the hot
sound was Dance Potka, you'd see those same stations start going in that direction. PDs
shouid foilow charts less and look at their own cities more.

DANGER—REMIX

During his radio promo tour Jive recording artist Mystikal stopped by WXSS’ studios in
Milwaukee in support of his hit single “Danger (Been So Long).” He is pictured here with
WXSS PD Brian Kelly and Asst. PD JoJo Martinez, discussing a possible remix featuring the
two. Though JoJo had some skills, Brian must stick with his day job.

Recently The Beatnuts came to visit with R&R staffers, take some pics and sign autographs,
and they couldn’t leave before they heard Assistant CHR Editor Renee” Bell freestyle. This pic
was taken after the two had stopped laughing hysterically and resumed breathing.

PLEASE SEND YOUR PHOTOS

R&R wants your best snapshots (color or
black and white).

Please include the names and titles of
everyone pictured and send photos to:

Renee Bell c/o R&R:
10100 Santa Monica Bivd., 5th Floor,
Los Angeles, CA 90067

www americanradiohistorv com
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_MYA Case Of The Ex (Whatcha...) (Umvers:ty//nterscape)
CREED Wlth Arms Wide Open (Wind-up)

3 DOORS DOWN Kryptonite (Republic/Universal)
__EVAN AND JARON Crazy For This Girl (Columbia)
___ PINK Most Girls (LaFace/Arista)
" SOULDECISION Faded meA)
SAMANTHA MUMBA Gotta Tell You (W//dcard/Pab/dar/lnterscape)
‘N SYNC This | Promlse You (Jive)

MADONNA Music (Mavenck/WB)
DEBELAH MORGAN Dance With Me (DAS/At/ant/c)
_____CREED ngher (Wmd—up) )
DESTINY S CHILD Jumpin’ Jumpin’ (Co/umbla)
MATCHBOX TWENTY Bent (Lava/Atlantic)
KANDI Don't Think I'm Not (So So Def/Columbia)
FAlTH HILL The Way You Love Me (Warner Bros.) ____-
_VERTICAL HORIZON Everything You Want (RCA)
NELLY Country Grammar (Fo ReeI/Unlversal)
PINK There You Go (LaFace/Ansta) »
‘N SYNC It's Gonna Be Me (Jive)
NINE DAYS Absolutely (Story of A Girl) (Eplc)

Sy

olny i-'or AUdsPaﬂm

BEE GEES This Is Where | Came In (Universal)

BROOKE ALLISON The Kiss-Off (Goodbye) (2KSounds)
EVAN AND JARON From My Head to My Heart (Columbia)
LIONEL RICHIE Angel (/sland/IDJMG)

MINIBAR Holiday From Myself (Cherry/Universal)
MYSTIKAL f/NIVEA Danger (Been So Long) (Jive)

OLIVIA Bizounce (J}

WILD ORCHID Stuttering... (RCA)

Register now for Music Meeting, the industry’s No. 1
online destination for new music: www.rronline.com

M WKSE/Buffalo

3am

LIFEHOUSE Hanging By A Moment

R. KELLY | Wish

SALT-N-PEPA /EN VOGUE Whatta Man
BACKSTREET BOYS The Call

MYSTIKAL t/NIVEA Danger (Been So Long)
LENNY KRAVITZ Again

TONE-LOC Wild Thing

ATC Around The Worid (La la...)

NELLY Country Grammar

U2 Beautiful Day

JA RULE 1/C. MILIAN Between Me And You
UB40 Red Red Wine

K-Cl & JOJO Crazy

CRAZYTOWN Butterfly

11am

SALT-N-PEPA Push it

SOULOECISION Qoh It's Kinda Crazy
3LW No More (Baby I'ma Do Right)
SARAH MCLACHLAN Angel

R. MARTIN (€. AGUILERA Nobody Wants To Be Lonely
MADONNA Don't Tell Me

ENRIQUE IGLESIAS The Rhythm Divine
LEANN RIMES | Need You

R. KELLY | Wish

FATBOY SLIM Praise You

SHAGGY Angel

SOAP This Is How We Party

4pm

TLC Waterfalls

SOULOECISION Ooh It's Kinda Crazy
K-Cl1 & J0JO Crazy

MATCHBOX 20 3 AM

MADONNA Music

AEROSMITH Jaded

MARIAH CAREY Heartbreaker

LENNY KRAVITZ Again

OESTINY'S CHILO Independent Women Part 1
‘N SYNC | Drive Myself Crazy
SHAGGY It Wasn't Me

LAURYN HILL Doo Wop (That Thing)

8pm

OESTINY'S CHILD Independent Women Part 1
0I00 Thankyou
NELLY Country Grammar

R&R/MEDIABASE 24/7

@ Wi0Q/Saginaw

3am

SAMANTHA MUMBA Baby, Come Over (This...)
ANASTAGIA I'm Outta Love

BLESSID UNION OF SOULS 1/3XL Storybook Life
TOW DOWN Country Rap Tune

THEY MIGHT BE GIANTS The Boss Of Me
AARON LEWIS & FRED DURST Outside
GREEN DAY Warning

VITAMIN C As Long As You're Loving Me
COLDPLAY Yellow

MATCHBOX TWENTY If You're Gone
CRAZYTOWN Butterfly

PINK You Make Me Sick

MARC ANTHONY | Need To Know

LENNY KRAVITZ Again

11am

LEE ANN WOMACK | Hope You Dance
R. MARTIN (€. AGURLERA Noboay Wants To Be Lonely
BON JOVI it's My Lite

LW No More (Baby I'ma Do Right)
CREED With Arms Wide Open

LENNY KRAVITZ Again

SHAGGY It Wasn't Me

FUEL Hemorrhage (In My Hands)
UNCLE KRACKER Follow Me
CRAZYTOWN Buttertly

R. KELLY | Wish

SANTANA 1/PROOUCT G&B Mana Maria

4pm

JENNIFER LOPEZ Love Don't Cost A Thing
BLINK-182 All The Small Things
VERTICAL HORIZON Best | Ever Had
SHAGGY it Wasn't Me

UNCLE KRACKER Follow Me

3 DOORS OOWN Kryptonite-
SAMANTHA MUMBA Gotta Tell You
MATCHBOX TWENTY If" You're Gone
MADONNA Don't Tell Me

R. KELLY | Wish

LENNY KRAVITZ Again

8pm

LIFEHOUSE Hanging By A Moment
3LW No More (Baby I'ma Do Right)
R. KELLY | Wish

JENNIFER LOPEZ Love Don't Cost A Thing THE CORRS Breathless
EMINEM {/DI0O Stan UNCLE KRACKER Follow Me
LUOACRIS What's Your Fantasy CRAZYTOWN Buttertly
CHRISTINA AGUILERA Come On Over Baby (All...) K-Cl & JOJO Crazy
MONICA Just Another Girl SHAGGY Angle
JON B AND HIS FANS DREAM He Loves U Not MATCHBOX TWENTY If You're Gone
Edmonds/Epic recording artist Jon B may have vacated the scene for a stint, but his LAURYN HILL Can't Take My Eyes Off You SAMANTHA MUMBA Gotta Tell You
fans remained loyal. Celebrating the return of Jon B are (front row, -l-r) Lawman Promo- R. KELLY | Wish CREED Higher

1] tions’ Desiree Omelas and Gary Spangler. (In back, l-r): Lawman’s Dan Posner and Greg
| Lawley; Epic's Amanda Walk; Jon B; Epic’s John Kleir and Mike Leiberman; and Law-
| man’s Jason Baker.

Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio
Networks. Tuned-in is based on sampie hours taken from Monday 2/26.© 2001, R&R Inc.
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Stations and their adds (isted alphabetically by market

WFLY/Albany, NY *
VP/Prog: Michael Morgan
PO: Rob Dawes

MD: Ellen Rockwell
7 Swwer
L} N

BLAOK EYED PEAS Fecuest”™

KOQ/Alexandria, LA
POMD: Hollywood Harrison
N SHGGY

WAEB/Allentown, PA *
PD: Brian Check
APD: Laura $1. James
MD: Mike Kelly

2 NETA
1 CODPLAY Wiow™
KPRF/Amanille, TX
PDMO: Eric Michaeis

1 NN
2 DESTHYSCHLD Suwar”
T Yanoe”

KGOT/Anchorage, AK
PO: Bill Stewart
MD: Moe Rock

.0 [IST'NSOIDW'

|0 wmn Toquest”
$ NELLYRURTADO Bre

WSTR/Atlanta, GA *
PD: Dan Bowen
MD: §.R. Ammons

NETA o
MOBY FGWENSTERMN Soutte”
HOBLS Drve”

WWWQ/Atlanta, GA *
PD: Brian Phillips
PM: Ed Lambert
APD: Traei McPherson

WAYV/Atiantic City, NJ
PD: Paul Kely

IISI'_NSDIDW'
ANVEHCANHA Foar™
Tre”

WZNY/Augusta, GA *
OM: John Shomby
PD T.J, McKay

KHF/Austin, TX *
PO: Jay Shannon
MD: Johnnie Slare

WXYV/Battimore, MO *
VP/Prog.: Bill Pasha
DM: Kristie Mcintyre
APOMD: josh Mediock

PD: Scotty Valentine
APOMO: Kyle
“ W

WXKS/Boston, MA *
PD: John Ivey
APD/MD: David Corey
T AN

8 DESTWYSCHD Surwr”

WKSE/Buftalo, NY *
PD: Dave Universal
MD: Brian B. Wilde

WRZE/Cape Cod, MA

PD: Mike 0°Qonneil

APOMD: Kevin Matthews
ASLEY BALLARD Homs™
M1 Dot

E!SIINSOIDW

WSSXCharleston, SC *
DM/PD: Mike Edwards

APDMO: Scott Dwyer
N NN
2 LMMOM

WWW
AMANGA TomsnT

WVSR/Charleston, WV
DM: Jeff Whitehead
Interim PD: Coach Kidd
APD: Zak Tyler

E Ellﬂﬂﬂfﬂu)ﬁ&m

1 usrmsmww

[
MTMTM

WNKS/Charlotte, NC *
OM/PD: John Reynolds
MD: Jason McCormick
N NETN
§ JEFANSTIA Swar
WERCAH H Tl
SEMISONC Cteretry™

WIOU/Chattanooga, TN *
PD: Tommy Chuck
MD: Gina MaGill
5 WA
DESTMYS QLD Surver”
TRAN “Dirngs™

WKIE/Chicago, IL *
PD: Chris Shebel

L
PO: Jay Beau Jones
APO/MD: Armando Riveria

wm OH*

WKRQ/Cincinnati, OH
DOM: Chuck Finney
PD: Tommy Frank
APOMD: Brian Douglas
17 ANTAT
OELERIUM FAICLACHLAN Stence”
JO5H JOPUN GROLP “Carmena™

WAKS/Cleveland, OH
PO: Dan Mason

: Kasper
DESTNYSOALD Surwar™
BTN

v E

100WG/Colorado Springs, CO *
OM: Bobby lrwin

PO: Jasoa Hlllery

APD: Valerie Hart

MD: flob Ryan

4 NET'N
WNOKColumbia, SC*

OM: Jonathan Rush
PO: Brad Kelly
MD:

wmwms OH*

KHKS/Dallas-Ft. Worth, TX *
OM/PD: Todd Shannon
MO: Dave Morales

KABV/Datlas-A. Worth, TX *
OM: Jjohn Cook
PD: Carmy Femeri
APDMD: Jacque Gonzaies
James

% JETN

4 STRASREL Yes'

DESTINYSCHLD Sunwar™
TOWDOWM Courwry”

WDKF/Dayton, OH ¢
PDMO: Dino Aobitaille
N

10 usvmsmw

,0H*
Dir./Ops.: Randy James
MO: Seott Sharp
3 XE Y g
3 JNETAT

WVYB/Daytona Beach, AL *
PO: Fargo
MO: Kotter
JOSH JOPLIN GROUP Carmurs™
TRAN Drps™
TN

KFMD/Denver-Boulder, CO *
PD: Bob Richards
MD: Chris Pickett
19 LEMNWOLAX Dave”
% AT
12 NELLYRADDO Bre
2 DESTINYSCHRLD Survavor”
BAREWAKED LADIES Liw™

KKDM/Des Moines, IA*
PO: Greg Chance

MD: Steve Jordan

19 AT

WORQ/Detroit, MI *

PD: Alex Tear

APD: Jay Towers

MO: Keith Curry

5 NETN

10 DESTRrSCHLD Suwar”
AMANDA Tossn?

WKQ|/Detroit, Mt *
PD: Tim Richards
APD:J. Love

N AN
18 AMERICANH-H| P
CESTINYS| Qe

WLVY Eimira-Coming, NY
PD/MD: Mike Strobel
APD: Brian Stoll

19 TRAN Trogs’

16 TN
7 DESTINYSCHLD Sunvar”

WRTS/Erie, PA
PO: Beth Ann McBride
MD: Karen Bilack
12 NETA
05 JOPLN GROLP Tamena®
DESTNYSCHLD Surwar”

ANANDA DossnT
JOAN OSBORAE “Abe”

KDUKEugene
PO: Valerie Steele
MO: Steve Brown

WSTO/Evansville, IN
PO: Dr. Qave Michaels

NET N
msrmsolns:m'
Bﬂﬂbﬂm

fle, AR
PO: Dan Hentschel

%
5 TN

WKZLGreenshoro, NC *
PO: Jeff McHugh
APO/MO: Ronie Alexander
29 DESTRYSOMLD Surwar”

WRHT/Greenvitle, NC *
PD: J.T. Bosch
APIJ/MD:_ Gina Gray
: mr&ummm‘
1 DESTINYSCHILD Sunaer™
AWANDA Doesn™”
WFBC/Greenville, SC*
PO: Nildd Nite
MD: SIun Church
2

1 IISTWSDI.DW

WNNKHarrisburg, PA *
PD: John 0'Dea
MD: Cenny Logan
S META
DESTHYSHLD Surwar”

WKSSMHartford, CT*
PD: Tracy Austin
MD: Mike McGowan

2 TN
10 DESTRYSOALD Sunear”
OREAM ThE”

KRBEHouston-Galveston, TX *
PO: Domino
APDMO: Leslie Whittle
2 NN
D Suraar”

1 NRLY Fae”

AW Moe”

AWMNDA Dossnt”

WKEEHuntington, WV
POD: Jim Davis
APDMO: Gary Miller
NETN
DREAMTHE"
OESTAVSCHLD Survaar”
WZYPMuntsville, AL *
PO: Bill West
MD: Ally
5 MECA
DREAM The”
WNOU/indianapalis, IN *
OM: Greg Dunkin
PD: David Edgar
APD/nterim MO: Chris O

D METW
DESTINYSCHLD Suvar™

WZPL/ndianapolis, IN *
PD: Scott Sands
MD: Dave Decker

WDBT/Jackson, MS
PD: Scott Steele
MD Bnn The Mocse

H IISTWSOIDW
B Gor

WYOY/Jackson, MS
OM/PD: Benji Kurtz
APD: Jason Williams
MD Nman West
J NSMSGIDW
WMY

WAEZ/Johnson City, TN ®
PO: Gary Biske
APDMOD: Chris Mann

s mn(mumnr,

ammmmmn«sw
Eﬁlu
mlmm

WGLUAJohnstown, PA
POMO: Mitch Edwards
Srowr

KCHZAansas City, MO *
PO: Dave Johnson
MO: Mike Austin

@8 NETA
19 DESTIYSOHLD Suneer™
AWMNDA “Domeny

KMXV/Xansas City, MO ©
PO: Jon Zeliner

a NN

4 DESTRYSCHLD Sunhor™
3 OO Lay”

2 ALY e’

WWSTXnoxville, TN®
PO: Rich Bailey
APD/MO: Brad Jeﬂnes

KSMBALatayette, LA

PO: Bobby Novosad

MD Aaron Santini
SN

i S

1 TRAN Drops”
BUAOKEYED PRAS “Reguest™

WUAN/Lancaster, PA *
PO: Vince Dibella
APDMD: Toby Knapp

1 COLDPLAY “Yelow

7 NETN

1 DESTRYSCHLD Surwaor”

ERCANHA Faar”

WHZZA ansing, M1 *
PD: Jason Adams

MO: Dave B. Goode
1 NELLYRIRIADO B
TN

KFMS/Las Vegas, NV *

PD: Rik McNeil

MD: Nildd

19 JNET'N

12 DESTNYSOALD Surinr”

WLKT/Lexinglon-Fayette,

PDMD Johnny Vincent
JNET A

! ASTRTSOAD Swar

WMW

KFRXLincoin, NE

PD: Sonny Valenline

APD: Lanry Freeze

MO: AJ. Ryder

Ky

KLALALittle Rock, AR
PD: Ed Johnson
MO: Synney Taylor
IISTINSDID&M'
TRAN Drogs™
RS Te

KQARALittle Rock, AR *
PD: Gary Robinson
MD: Kevin Cruise

KiIS/Los Angeles, CA*
PD: Dan Kieley
APOMD: Michael Steele

WDIXAovisville, KY *

OM: Banry Fox

Interim PO/MD: Shane Collins
)

o

FHOUSE Hongry™
IISMSDIDW
JNET AT
AMANDA DossnT
DAFTPUNK “Time
TONYASTCHELL “Promess”
KZliAubbock, TX
& AEROSMITH " Jaded”

18 JOEFAIVSTIAL Sater
LFHOUSE Hargrg

JNET AT

DESTINYS CHILD “Survwvar™

WMGB/Macon, GA
PO: Heidi Winters
APDMD: Dorek Right
A NN
DESTINYSOMLD!
SOLUB7 Mear™
WZEEMadison, W1 *
PO: Tommy Bodean
MO: Jonathon Resd

WJYYManchester, N\H
PO/MO: Harry Kozlowski
APD: Stave Ouellotie
3 NN
DESTNYSOHLD Surwar”
JOSHJOPUN GROUP “Camena™
ANANDA DosnT
KBV oA revroalie, TX*
OM/PD: Billy Santiago
ND: Jolf Dewit
18 AT
QESTWYSCHILD Surwver”
TRAN Drops™
WADAMelboume, FL
OM/PO: Mike Lowe
MO: Larry McKay

DESTNYSCHLD Surwar™
NN

WKSLMemphis, TN ®
OM/PD: Chris Taylor

XDWBMinneapolis. MN *
PD: Aob Momis

.APDMD: Derek Moran

N AETN

2 DESTNYSCHLD Surwar’
WABBMobile, AL *
OM/PO: Jay Hastings
APDMD Pablo

WBBOMonmouth-Ocsan. N
DM: Mike Kaplan

PO: Gregg Thomas

APD: Ricky Stylus

MO: Kid Knight

A

WHHY/Montgomery, AL
PD: Je!! Donavan
EFMYSTIAL S’
METN
DESTINY'S CHILD Surwor™
WVAQMorgantown, W\,
POMD: Lacy Nett
SETH
ANDA DoesnT

WWXMMyrtle Beach, SC

SENISONC ey
DESTINYS CHLD Sundar™

-WRVW/Nashville, TN *

PD: Rich Davis

PO J. J Rnca

DESTWYSCOHRLD
VERTICAL HORZON Bt
A EYED PEAS “Roquest’
AWNDA TresnT

WKCNew Haven, CT*
PD: Danny Ocean

MO: Jimi Jamm
2 WETN
9 DESTINYSCHLD Sunevar™

WOGN/New London, CT

WIOQ/Philadelphia, PA®
PO: Brian Bridgman
APD: Chris Marino

M(J Manan Newsome

w ﬁSMSMmSMd

KZZP/Phoenix, AZ *
PO: Tom Calococei
APD/MD: Karen Rite
4 MV‘M’

Kﬁvﬁmmimn

WBZ22Pittsburgh, PA *
OM/PD: Keith Clark
APD: Rran Mill

3
1 KSVWSOID&M

WKST/Pittsburgh, PA ¢
PO: Michael Hayes
APD; Trout
N NN
DESTNYSCHLD S
WJBQ/Portiand, ME
PO: Tim Moore
MD: Rob Steele
9 TN
TH OAN GO Carers’
T e
WA Free”
DAFT PUNK Tomw’

KKRZ/Portiand, OR *
PD: Tommy Austin
APO: Dr. Doug
" NN
6 DESTRYSCHLD Surwor”
¢ ARLEUCND P
AHORCGE N
WERZPortsmouth. NH *
OM/PO: Jack D'Brien
MO: Sarah Suilfvan

WSPKPoughkeepsie. NY
PO: Scotty Mac

APD: Skyy Walker

MO: Paulie Cna

Wm‘l’rmd-u Ri®

WHTSAuad Cities, 1A-1L
DM/PD: Tony Waitelus
MO: Kevin Walker

A WNETN

6 CESTMYSCHLD Surwar”

2 MELLYFURTADD Bt

LNC*
PD: Chris Edge
APD: Keith Scott
MD: Andie Summers
% TN
WRVOQ/Richmond, VA *
PD: Billy Surt
16 AT

WS Roanole-Lynchburg,
PD: David Lee Michaels
APD: Melissa Morgan
MO: Rich Minor
IS JNET A
DESTINYS OHLD “Survr”
“Dossn!
FREDRO STARA “Shewg™
W

WPKYMMNY'
MO: Norm On The Barsiool

KSLZ/St. Louis, MO *
PD: Mike Wheeler
APD: Boomer

MO: Jana Sutter

11 JNET'AC
COLOPLAY “Valow™
CESTNYSOALD Survar

KZHT/Satt Lake City, UT *

PO: Jeff McCartney

MD: Mark McCarthy

B WA

3 DESTRYSCAD Sunaar
AANDA DossnT

K00(M/San Antonig, TX *

PD: Krash Kelly

APOMO: Duncan James

CESTHYSORD Srwo’

xmmu—

KHTS/San Diego, CA *
PD Diana Laird

K202/SanFrancisco, CA *
PD: Casey Keating

MD: L.A. Reid

% WNETW

W DESTMYSOALD S

KSLY/San Luis Dbispo, CA

POMOD: Adam Burnes

2 NN

19 DESTMYSCHLD S
NELLYAATADO Br

WZAT/Savannah, GA
OM/PD: John Thomas
NETA
DESTIYSOALD Surer”
SEFASTIAL Suter™
KBKS/Seattie-Tacoma, WA *
PO: Mike Preston
MD: Marcus D.

19 NETAT
11 DESTINY'SCHILD Sunavor”

KRUF/Shrevepor, LA®
Dir/Prog.: Dale Baird
APD: Todd Tucker
MD: Bethany Parks
" NN
4 DESTRYSCALD Surwar®
3 LEEMAWOMAD: Dance”
2 NELLYRURTADO By
WNDV/South Bend, IN

OM/PD: Casey Danieis
MD: Beau Derex
NET

KZ2U/Spokane, WA *
PD: Ken Hopiins

6 DESTRYSORD Swear”

1 UFBHOUSE Hrgrg
WDBR/Springfieid, IL
PD: Rik Blade
interim MD: Brian Chase
16 MY

WNTQ/Syracuse, NY *
OM/PD: Tom Mitchelt
APD/MO: Jimmy Oisen

LOH*

3 (ESTRYSOAD
2 SOIUBY Yews”

WKHO/Traverse City, Mi
OM: Shawn Sheldon
PD: Rea Pritchard

9 NET A
1 ASHLEYBALLARG Hom”

* = Mediabase 24/7 monitored

WPST/Trenton, NS ©
PD: Dave McKay
APOMO: Chris Puorro

3 WNEW
12 UISTNYSOALD Seear
2 JOEFANSTIAL Sase

KROQ/Tucson, AZ *
PD: Mark Medina
MD: Ranw Williams

KHTT/Tulsa, OK *
OM: Sean Phillips
PD: Carly Rush
MD: Derrick Hayes
9 WETN
& CESTNYSGHLD Suner”
RERCA A Four
AANDA Tomsn T

KIZS/Tuisa, 0K
PO/MO: Dave Dallow

4 NN
4 DESTNYSOALD Surwvor
1 mmm

WWIZ/Tupelo, MS
POMO: Rick Stevens
§ UFBIOUSE Yargrg’

NET'N
DESTINYSOHRD Sunaer™
TRAN Dras”

KiSX/Tyler-Longview, TX *
POMO: Larry Kent
n NN
7 RSk
AN DossnT

WSKSAMtica-Rome, NY

DM/PD: Stew Schantz
APDMOD: Gina Jones
ASHEY Yo"

MD John Gakes

WWZZ/Washington, DC *
PD: Mike Edwards
APOMD: Sean Sellers

WIFC/Wausau, Wi

PD: Danny Wright

APD: Tony Breuski

15 TN

15 MALY RUHTAGO B
WLDIWest Paim Beach, L *
PD: Jorﬂan Walsh

176 Total Reporters
176 Current Reporters
176 Current Playlists
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WHTZ/New York

Clear Channe!

(212) 239-2300 /
KeityBryant

12+ Cume 3,389,800

PLAYS

LW TW  ARTISITITLE

74 91 3UWMNoMore (Baby. }

80 78 CRAZYT

79 70 SHAGGY/Angel

75 14 LENNY KRAVITZ/AGan

43 74 SCLUB ZMever Had A Dream

75 83 JENNWERLOPEZA.ove DonY Cost .
& KO8N0 Ciary

32 4 DIDOThankyou

45 46 EVANAND JARONCrazy For Thes Girl
50 45 MELANI CA Tum To You

30 45 PINK/You Make Me Sick

34 35 ATC/Around The World

> 4 8 JANET/AIFor You

50 32 SAMANTHAMUMBAGoI Teff You
45 32 THECORRS/Breathiess

50 31 DREAMMeLovesUNol

30 29 BONJOVVThank YouFor_

33 29 MARTINFAGUILF RANobody Wants
31 29 MATCHBOX TWENTYA! Youre Gone
28 26 OUTKASTMs Jackson

26 26 JDCORS

23 25  ALICE DEEJAY/Betier Off Alone
28 28 MADONNATDONY FelMe

28 26 MOBY FAGWENSTEFANVSouthsite
19 28 AEROSMITW.aded

17 23 NELLY FURTADOAm L A Brd
24 23 MYAfree

4 22 LIFEHOUSE Manging By AMoment
25 22 DIDOMere Wi Me

23 21 RKELYAWsh

- 20 8 DESTINYS CHit D/Survivor

- 20 8 EDEN'S CRUSHGet Over Yourseft
20 10 FAITHHILL Breathe

12 17 FAITHHILL/The Way You Love Me
10 15 BUNK-182/A8 The Smat Thangs
24 14 AMBER/ADove The Clouds

14 14 VERTICAL HORIZON/Best | Ever Had.
24 1) 9BDEGREESMY Everything

24 13 FUEl

1192 UTAly Own Worst Enemy

CHR/Pop Playlists

FIND COMPLETE PLAYLISTS FOR ALL CHR/POP REPORTERS ON R&R ONLINE MUSIC TRACKING

KNIS/Los Angeies

Clear Channel

(818) 8451027

Kieiey/Steete

12+ Cume 2,915,800
PATS
LW TW  ARTIST/TITLE
75 70 AEROSMITH.Jaded
76 M SHAGGY/Angel
]73 T7 PINKMoS! Grts

75 LENNY KRAVITZ/Agan
34 62 MARTINF/AGUILERA/NObOGY Worli...
80 3§  JENNWERLOPEZNove DonCost.
34 37 DESTINY'SCHiLDIndepandont Womer
37 34 ATC/Avound The World
26 34 SOULDECISKIN'DOh Its Kinda Crazy
20 33 MyAfiee
32 32 JOENBebeve ln You
32 51 MADONNADONT el Me
33 31 MMAILA‘SO In Love With Two
28 31 SAAINAPARISA 0ok Al Us
31 30 MOBY FGWEN STEFANUSouttete
31 29 NSYNCThS|Promise You

29 & JANET/ANFor You
39 29 U2Beauthul Oay
25 27 AMERICAN HI-FUFiavor Of The Weak
36 27 CREEDAW Asms Wide Open
27 21 3DOORS
35 26 MYACase Of The fx.
26 25 NELLYRURTADOTm LiwABirg
19 24 CRAZY TOWNSuterfly
13 24 DAFT PUNKOne More Time
19 24 BBMAKHack Here :
24 22 MODJUOA ady (Heas..)
21 21 BACKSTREETBOYSTheCal
15 21 SAMANTHA MUMBABaby, Come Oves.
21 20 SHAGGYMWasn1Me
21 20 MATCHBOX TWENTY! You're Gone
25 19 DREAMMe LovesUNot
20 19 JOEA Wanca Know
20 19 TRAINDvODS Of Jupiter
18 1 3WNoMore (Baby..}
18 17 MADONNAMsic
10 17 VEATICAL HORIZONBest | Ever Had..
15 18 SAMANTHAMINABA'Gotta Ted You
15 18 NSYNCByeByBye
18 15 SOMIOUEM feels SoGood

102.7

61 (000)

WKIE/Chicago
City

{312) 573-9400

ShebellLegg

12¢ Cume 517,600 .
PLATS

LW 1w  ARTIST/MIRLE 61 (000)
66 $6  SARINAPARISA 00k AIUs 6732
65 65  DAFT PUNK/One More Time 65630
60 85  FRAGMAToca's Miracle 6630
67 84 ATCAround The World, 6528
67 83 KX}MI’N-.) 5426
67 62  DARUDE/Sandstorm 6324
51 58 MELANIECA Tum To You 916
67 S4  JENNIFER LOPEZALove Dont Cost. 5508
44 48 MARTINFAGUILERANObodY Wants 4896
48 43 SHAGGY/Angel 4896
43 45 FRENCH AFFAIRMYy Hearl Goss.. 46%2
54 44 MADONNADON Tell Me 4488
45 44 MOBY FFGWEN STEFANISouthside 4488
44 4 CRAZY TOWN/ 4488
42 43 DELERIUMEMCLACHL AN'Sience 4386
44 Q2 U2Beautiul Day 4284
30 41 AN VAN DAHLCasties in The Sky fne
19 34 DABUZINetMelove You 3468
33 32 TAMIA'Stranger In My House 3264
= 31 8 JANET/ARFor You 362
32 30 KRISTINE WALovin' You 3060
14 29 MAUINABY Yow Sade 2958
21 27 BOMFUNK NC'Sr 254
14 24 ZOMBIE NATIONXarnkrah 400 2448
30 20 MADISON AVENUEDon't Cal Me Batry 2040
47 18 PINKYou Make Me Sick 1836
12 18 JONAHSsSt (Listen). 1836
13 18 SADEMy Your Side 1836
10 13 ALICE DEEJAY Better Off Alone. 1328
7 13 LOVE BITE/Take Yous Time 1326
13 13 ANASTACIATm OuftaLove 1326
17 13 GROOVE ARMADAN See You Batry 1326
22 12 DESTINY'S CHILDAnGependent Women 1224
8 12 EIFFEL 65Move Your Body 122
14 12 MIRWAISNave Song 12224
9 11 AMBEASes {LiDa Di) n2
= 11 MADISON AVENUE Who The Helt Are You 12
9 11 STING/Desert Rose "z
11 11 SAMANTHA MUMBA Gofta Tell You "2
11 10 CHICANE BB ADAMS/DontGive LD 1020

WKSC/Chicago
Clear Channel
@2) 2555102 CI55F)
Jones/Rivera l
12+ Cume 630,700
61 1000)
24424
24140
JOJO/Crazy 24140
JENNIFER LOPEZL ove Dont Cost. 23572
DREAM+e Loves U Not 23288
SHAGGY/Angsl 23288
CRAZY TOWN Butiertty 17324
MATCHBOX TWENTY 2t You're Gone: 15620
AND JARON/Crazy For Thes Garl 14200
DESTINY'S CHIL Diindependent Women 13916
HORWONYou're AGod 13632
VERTICAL HORIZON verything You Wartt 13064
3DOORS DOWNXryplonfte 12780
SOULDECISIONFaced 12496
MATCHBOX TWENTY. Bertt 12436
SAMANTHA MUMBAGatta Ted You 12212
MyACase Of The Ex. 1644
AEROSMITH Jaded 11360
PINKYou Make Me Sick 11076
S CLUB ?Never Had A Dream 10792
MADONNADON't Tl Me 10792
NSYNGYs Gonna Be Me 10224
PINK/Thece You Go 10224
98 DEGREESMy Everything 9940
KANDIDont Think 'm Not 9940
HADONNAMUSK: 9940
CREEDAWHH Arms Wide Open 9656
SHAGGY/M WasitMe 9656
PINKMost Gats 9656
N SYNC/Thes | Prosse You 972
ILWNo More (Baby . ) 7668
JANET/AS For You 7384
AALIYAH/Try Agam 7100
JANET/Doasn't Realty 6532
BEMAK/SHI On Your Side 5964
DAFT PUNIOne More Tame 5680
MARTIN FAGUILE RANobody Wants 539
SARINA PARISLook AtUs 539
DEBELAH MORGAN Dance Win Me 512
ASHLEY BALLARDMotme 4828

X2Q1/San Francisco
Bonnevilie
(415) 957-0957
KeatingRewd
12+ Cume 781,900
LA
LW TW  ARTISTTINLE Gt (900}
90 82  JENNIFERLOPEZLove Don'tCost. 24846
87 81 DREAMHeloves UNot 24543
76 73 SHAGGY/Angel 22119
73 67 DESTINY'S CHILDVIndependent Women 20301
74 S8 ATC/Around The Workd 17574
52 56 K-CI& JOOTary 16968
46 52 MvAFree 1575
34 46 LENNY KRAVITZAgGan 13938
41 45 CRAZY 1OWNBunery 13635
47 43 SCLUB 2Mevor Haa A Dream 13029
39 43 PINKYou Make Me Sick 13029
35 37 PINKMostGuss 121
34 36 NELLY FURTADOTm Lie ABird 10908
- 36 8 JANET/AIFOr You 10908
46 35 DIDOThankyos 10605
39 32 THE CORRS Breattuess 9696
33 32 MADOKNADON) TelMe 9696
47 31 MARTINAGUIERANobody Warts. 9393
43 30 AEROSMITH.Jateo 9090
16 28 LIFEHOUSEHanging By A Momet 8484
14 28 MOBY FGWEN STEFANISouthside 8484
35 26 MATCHBOX TWENTYA! You're Gone 7878
20 25 BACKSTREET BOVS/The Cal 7575
25 SAMANTHA MUMBABaby Come Over. 7575
18 22 ALICE DEEIAY/Battes ON Alone 6666
21 22 JOE FAMYSTIAL Stutier 6666
32 1 RKELLYAW=h 6363
40 21 DESTINY'S CHILD umpst Jumpm 6363
30 19 DAFT PUNK/One More Time * 5787
20 19 NSYNCNS Gonna Be Me 5757
19 17 DEBELAHMORGANDance With Me 5151
15 17 AALIVAHTry Agan 151
15 17 SOUL SEARCHERA Can GetEnough 5151
9 18 BONJOVLTrank Youlor.. 4848
21 16 TSYNCByeBye 4848
17 18 AMBER/Sensai(LiDa D) 4848
12 16 KANDVDonY Thinkfm Not 4848
20 15 OUTKASTAMS. Jackson 4545
10 15 MELLY/Country Geammar 4545
+ 14 8 DESTINY'S CHILDVSunvtvor a2

W10Q/Philadelphia
Ciear Channet
(610) 667-8100
Bridgman/Edwards
12¢ Cume 979,500

ARTISTATITLE
SHAGGYS

D0/ Thankyou

K-C1& JOUOCrazy

KNNIFER LOPEZALove Don1 Cost.
LUDACRISWGLS Yous Fantasy
DREAM Y Loves UNot
MADONNADON Tell e
MATCHBOX TWENTY/N Youre Gone

FUELHemorrhage:

WMo More (Baby. ..}
PINK/You Make Me Sick

S CLUB 7/Never Had A Dream.

JARULEAIL MO._/Put it On s
JAY-ZA Just Wanna Love.

MYAFree

LI EHOUSEHanging By A Moment
DESTINY'S CHil Drindependent women
A ROSMITH Jacked

BACKSTREET BOYS/The Cal
MYACase OF The Ex_

MULANIE CA Tuen To You
CREEQAWHN Arms Wide Open
JANET/AN For vou

MAHTIN FFAGUILERANObOdY Wants,

61 (000)
36126

KHKS/Daiias-Ft. Worth
Clear Channel

(214) 891-3400 1061

gt 61KISSFM
12+ Cume 736,900

PLATS

AW TW  ARTIST/TITLE G (000)
81 81 JXNNIFERLOPEZAove Don't Cost 28350
7 18 KCI& 27300
T4 T4 LENNY KRAVITZAGon 25900
66 $9  DESTINY'S CHIL Dindependent Women 24150
74 68 SHAGGY/ 23800
S8 59 CREEDHgney 20650
43 59 CREEDAWEN Aoms Wide Open 20650
44 51 SHAGGYMWasntMe 19950
71 49 DREAMMSLoves UNot 12150
45 45  CRAZY TOWNSButertly 15750
39 42  ATC/Asound The Workd 14700
48 41 SCLUB 7/Never Had A Dveam. 14350
- 39 o JANEUARFOr You 13650
40 37 MADONNADONT Ted Me 12950
8 37 PIKMostGas 12950
37 37 MyATaseOf Mok 12950
13 36 MARTINHAGUILEM'MM; 12600
35 36 12600
39 35 Pmmmmmsu 12250
35 34 MADONNAMuSK 11900
35 34 SAMANTHAMUMBAGOMa Tell You 11900
34 33 KAKDUDonY Think I'm Not 11550
20 327 DAFT PUNKOne More Time 11200
28 32 DESTINY'S CHILDKumpiy Jumpst 11200
36 32 DEBELAHMORGANDance With Me 11200
35 31 MEUYEL 10850
32 30 3DOORS DOWNKryplonde 10500
37 30 TONIBRAXTONHe Wasnt Marn 10500
2 30 MATCHBOX TWENTY/Bent 10500
17 30 MATCHBOX TWENTYAY You're Gone 10500
25 25 NELLY/Country Grammas 8750
45 25 SARINAPARISAOOKAILM 8750
34 25 WSYNG/ThesiPromese You 8750
13 21 SOULDECISIONOoh Its Kinda Crazy 7350
29 19 JOEFAIYSTIKAL/Suer 6650
31 18 PAThere You Go 6300
7 10 NELLYARuce Wit Me 6300
1 17 DREAM/ThsIsMe 5950
3418 MVMFroe 5250
16 14 AWNoMore (Bady. ) 4300

KRBV/DIHI&-F‘ Worth

PLAYS

AW TW  ARTIST/TITLE GI 1006)
83 99  3DOORS 20988
99 99 Kl &J0U0Crary 20988
7799 CRAZY TOWNSButterfly 20988
58 99 LENNY KRAVITZ/AGan 20988
99 99 SHAGGY/Age 20988
59 58 JENNWFERLOPEZAove DontCost... 1872
50 58  MyACase(f TheEx. 11660
53 S1  DREAMMeLoves UNot 10812
46 49 DESTINYSCHILD/ndependent Women 10388
47 47 NELYEL 9964
50 48 98 DEGREESMy Everytung 9752
45 45 SARINA PARISA 00k At Us 9540
99 45 SHAGGYMtWasn'tMe 9540
36 41 PINKYou Make Me Sick 8632
37 40 SCLUBTMNever Hao ADream 8480
44 39 JOE FARYSTIKAL/Stutter 8268
34 38 MATCHBOX TWENTY/Bert 8056
36 37 CREEDMIM Asms Wirte Open 7844
39 32 ATCA/0und The Workd 6784
29 30 JAY-ZAJust Wanna Love. 6360
27 30 NELLY/Ride Wit Me 6380
36 28 MADONNADONT TeHl Me 6148
- 26 9 JANET/ANFor You 5512
13 24 AALIYAH/Try Agan 5088
2% 4 N SYNCA'S Gonna Be Me 5088
86 24 OUTKASTAMs Jackson 5088
22 21 LUDACRISWNarS Yous Fartasy 4452
6 20 DAFTPUNK/DOne More Time 4240
19 20 OESTINYS CHILD Jumost’ Jumpin’ 4240
22 20 MADONNAMRISK 4240
12 18 PINKThere YouGo 3%
24716 NSYNG/Thes | Promese You 3392
14 18, TONIBRAXTONMe Wasnt Man 3180
15 13 PINKMOs! Girts 2756
12 12 BONJOVVThank You For.. 2544
”7n I A Nilion 233
3 10 EMINEMFELTON JOHNStan 2120
7 18 NELD 2120
10 8 3UWNo More (Baby. ) 1908
9 9 CHRAISTINAAGUR ERA/Geme in A Bottle 1908

WORQ/Delroit
ABC

(313) 871-3300
Teat/TowersCurry

12¢ Cume 680,900

ARTISTAITLE GI {060)

NELLY FURTADO'm Like A Brd 20572
SHAGGY/ADEl 20294

K-C1 & JWOTrazy 19728

DIDO Thankyou 18904

LENY KRAVITZ Agan 1723
MADONNA/DONY TeA Me: 14178

SCLUB #Never Had ADream 13622

UNCLE KRACKE RiFoliow be 13344

JENNIFER LOPEZ/ove Don Cost. 12788

8 JANET/ASFor You 12788
ATC/Around The Workd 12510

DREAM e Loves U Not 1228

37 4 TOWNButerty 11954
47 42 BACKSTREEY BOYS/TheCal 11676
45 40 SOULDECISIONFaded "2
20 39 JOF FAIVSTHALStuter 10842
30 38 OUTKASTAAS. Jackson 10564
36 37 ACROSMITHdJaded 10286
37 36 MARTINFAGUILERANObody Warts. 0008
37 38 MYAFree 10008
28 38 LFEHOUSEMangag By AMoment 9730
41 34 3UWNo More (Babn) 452
31 33 PINKYou Make Me Sick 974
21 30 SAMANTHAMUMBABaby. Come Over. 8340
36 30 SHAGGYMWasnMe 8340
10 27 NELLYMude Wit Me 7506
20 23 SAMANTHAMUMBAGOR [l You 6394
20 22 3DOORS! 6116
9 20 DAFT PUNK One More Tims 5560
14 28 MOBY F/GWEN STEFANVSouthsade 5560
2319 JARULERIL' MO./PutnOnMe 5262
17 10 PIKThers YouGo 5282
23 10 MATCHBOX TWENTY! You're Gone 5004
10 17 NSYMC/Tha i Promese You 4726
20 17 MADONNAM.s: a6
2an N BeMe 4726
19 16 CHRISTINAAGUILERACome On Over,. 4448
24 14 RIELLYIWED 3897
17 14 BARENAKED LADIES/T00 L e Too Late 3892
1113 ALICE DEEJAY Better Off Alone 3614

WKQ1/Detrolt
Clear Channe!
{248) 967-3750
Richards/Love

12¢ Cume 659.300

PLATS
AW TW  ARTIST/IITLE 61 (0o0)
64 68 DIDOThankyou 15510
65  LENNY KRAVITZ/Agan 15275
64 84 SHAGGY/Angel 15040
66 62 UNCLE KRACKERFolow Me 14570
67 S9  NELLYFURTADOA'm ke A Bwd 13865
44 50 AEROSMITH: Jaded 12690
44 44 MADONNADONY Tel Me 10340
42 41 DREAMHe Loves UNot 9635
42 40 BARENAKED {ADIES/Too L fte Too Late 9400
64 39 CRAZY TOWNBunerty 9165
27 30 MAATINFAGUR ERANGDOdy Warts. 8330
25 37 LEE ANN WOMACK Hope You Dance 8695
38 36  EVANAND JARONCrazy For Thes Gt 8460
26 35  LIFEHOUSEAanging By A Momert 8225
3 3 K18 0U0Cary 7990
25 33 JLWNoMore Baby..) 7755
64 33 JENMHERLOPEZAove Don Cost 7755
31 31 DESTINY'S CHILDIndependent Wormen 7285
30 28 £7 ca 6580
28 21 3DOORS DOWNKryptonde 6345
20 27 COLDPLAY/ Yellow 6345
2427 MADONNAMUSC 6345
36 21 ATC/Aound TheWorld. 6345
26 26 CREEDW/(ith Arms Wide Open 6110
25 25  THE CORRSBrautiess 5875
23 25 PINKYou Mk Me Sick 5875
30 24 MATCHBOX TWENTY You 1 Gone 5640
22 24 MOBY FGWEN STEFANUSuthside 5640
25 24 BLESSID UMION/3XL Storybook L e 5640
24 23 PINKThere You Go 5405
25 23 BONJOVIITS My Lile 5405
21 22 BARENAKED LADIES/Pinch Me 5170
- 21 9 JANET/AIFor You 4935
2321 PIKMostGaks 435
24 N FUELHamorntage.. 4335
20 20 DAVID GRAY/Babyon 4700
23 20 MYAFiee 4700
220 VEKTI:MNORIZWB&IEWM 4700
22 20 BONJOVVThank You 4700
16 20 smwlmmk&m 4700

WXKS/Boston
Clear Channe/

{781) 396-1430
veyDanid

12¢ Cume 858,400

JENN#ER LOPEZA ove Dont Cost

MADORNADon' Teld Me

ATC/Around The Works.

NELLY FURTADOT'm Lile A Beo

AEROSMITH, Jated

MAHTIN FAGUIL ERANObOGY Wanks.
U2Beautid Day

CRAZY TOWN/Butierfly

MATCHBOX TWENTY/M You're Gone

UNCLE KRACKE R olow Me
LIFEHOUSE Hanging By AMoment

FAITH HILL/The Way You Love Me

DREAMMe Loves U Kot

FUELHemorrhage

CREED/With Arms Wide Open

3 DOORS DOWN Xryplorste

MATCHBOX TWENTY/Bert

VERTICAL HORIZON/Best | Ever Had

BARENAKED LADIE S Too L tie Too | ate

EVAN AND JARONCrazy For Thes Gat

SCLUB 7/Neves Had A Dream.

DIDOMere With Me

BACKSTREET:

600 GOO DOL LS/ Biack Bakoon
LENNY KRAVITZ/Amencan Worman
TLCANo Serubs.

WW1I1/ Washinglon, OC

Bonnevilie

(703) 522:1041

Edwards/Sellers

12¢ Cume 487,264 a

PLATS

W TW  ARTISTAITLE

67 72 LENNY KRAVITZ/Agan

66 71 MATCHBOX TWENTY/! You re Gone

70 69  SHAGGY/Angs

56 68  OUTKASTAMS. Sackson

48 67  JENNIFER LOPEZ/Love Don'tCost.

35 46 ATC/Avound The Worid

42 46 DREAMMeLoves UNot

68 45 SHAGGYM WasniMe

39 44 EVANAND JARONGrazy For Thes Girl

42 44 MARTIN FAGUILERANobody Warts

33 42 CRAZY TOWN

46 42 DEBELAHMORGANDance With Me

52 41 DESTINY'S CHIL Dindependent Women

3440 ALROSMITH Jaded

29 40 KCI& JOUOVCrary

3137 SAMANTHAMUMBAGOta Tel You

38 36 PINKYou Make Mg Sich

29 3 MyAfree

37 33 MELANECATurn To You -

23 29 3AWhioMare (Baby..)

23 28 SCLUB 7Mever Had Aream,

24 27 BACKSTREET BOYS/TheCal

23 25  MYATaseOf Thefx..

32 25  3DOORS DOWNKryplonde

19 24 SAMANTHAMUMBAaty, Come Over

20 22 SONIOUEM Y eels So Good

18 22 AALIYAH Ty Agan

20 20  TONIBRAXTONHe WasntMan...

11 18 CHRISTINA AGUILERA/Come On Oves...
ALICE DEEJAY/Better O Alone
MADONNAMLsic
P Most Garts
JARULEALIL' MO /Pt 1t On Me
‘NSYNC/Bye Bye Bye
DESTINY S CHIL DV Jumpin’ Jumpin
‘NSYNC/TS Gonna Be Me
JOEA Warna Know
PINK/There You Go
ENRIQUE IGLESIAS/Bes With You
BAHA MENYou A1 Dat

I (800)
13104
12922

KRBEHoust
Susquenhanna
(713) 266-1000
DominaAVhittie

124 Cume 831.300

LAYS

W W ARTIST/TITLE 61 §000)
68 70 JENNIFER LOPEZA ove Dot CosL 26040
70 87 DIDOTankyou 24924
70 65 SHAGGY) 24180
67 63 CREEDWith Arms Wide Open 23436
$2 52 AlG/Asound The World. 19344
42 S0 QUTKASTAMs Jackson 18600
31 48 DESTINYS GHiLDindependent Women 17856
42 47 LENNY KRAVITZ/AGan 17484
30 45 CRAZY TOWNSButiertly 16740
66 45 PINKYou Make Me Sick 16740
39 44 SHAGGYAtWasniMe 16368
45 41 98 DEGREESMy Everytiwg 15252
43 41 JDOOAS DOWN/ 15252
21 40 KO8 14880
47 37 DREAMAte Loves U Not 13764
42 35 MADONNADONY Tek Me 13020
2734 MYAfree 12648
33 3t DESTINY'S CHILD/Jumpin' Jumpn’ 11532
130 MADONNAMusC 1160
28 29 MYACase OfTheEx. 10788
25 29 MATCHBOX TWENTY: You're Gone 10788
24 28 - PINKMost Girls 10416
- 28 NSYNGThis | Promese You 9672
29 26 CREEDMghe 9672
36 26 DAFT PUNK/One More Time 9672
22 26 SONBYFOURPurest Of Pain 9672
22 25 MARTINFAGUILERANODOGY Wants. 9300
21 24 JOEAWanna Know 8928
23 24 PNKThere YouGo 8928
2t 23 FLOORFILLAAthem 2 8556
- 23 8 JANET/AL For You 8556
21 22 JARULEFIC MILIANBetwoen MeAnd You 8184
16 21 AEROSMITH Jaded 7812
23 20 SOULDECISION Ooh If's Kinda Crazy 7440
2 20 MELANIE CA Tun To You 7440
19 18 BAOKSTREET BOYS/TheCal 6696
22 18 LUDACRISWhat's Your Fantasy 6696
15 15 SCLUBT/Never Had A Drsam 5580
1318 ALIVAVTyAan 5580
1313 CHAISTINA AGUILERAGenie in A Botte 4836

WSTR/Atlanta
Jetterson-Pilot
(404) 261-2970
BowervAmmons

12¢ Cume 687,900

PLATS

W T ARTIST/TITLE G (000}
$7 T OWDOThankyou 21140
65 60 LENNYKRAVITZAgan 20536
66 63 MATCHBOX TWENTY/ You're Gone 19026
57 86 VERTICAL HORIZONYow're AGod 16912
45 54 U2/Beasthu Dey 16308
39 53 LEE ANNWOMACKA Hope You Dance 16006
67 S8 CREEDAWRh Arms Wide Open 15100
46 45 MADONNADON Tell Me 13590
42 44 DAVID GRAYBatwion 13288
46 42 AEROSMITHJaded 12684
42 41 EVANAND JARONCrazy For Thes Gl 12382
40 40 DIDOHere With Me 12080
42 33 FUELMHemorrhage 11476
32 35 NELLY FURTADO/'mLike A Bad 10570
$1 34 FAITHHILL/The Way You Love Me. 10268
39 13 MMWHJXTWENWM 3966
3N By AMoment 9966
190 MCW IRS/Breathiess 9362
27 30 VEATICAL HORIZON/Best | Eves Had . 9060
53 29 3DOORS DOWN Xryptonte 8758
26 21 SEMISONIC.Chemsstry 8154
21 26 BLESSID UNION3XL/Siorybook L fle 7852
23 28 CRAZY TOWNButierfly 7852
26 25  UNCLE KRACKER#ollow Me 7550
13 24 BARENAKED LADIESToo L ftie Too Late 7248
1m0 Nellow 6040
18 20 BONJOVLThank YouFoc, 6040
30 19 MARTINFAGUILERANobOdy Wants 5738
17 19 NSYNCATS Gonna Be Me 5738
16 19 SANTANAF/ROB THOMAS/Smooth $738
- 1 TRAINDrops O Jupler 5738
14 90 SMASH MOUTH/Then The Morming. 5436
16 18 MACY GRAYA Try 5436
Al ] MMOUD(SMM! 4832
15 1% RCLEARAWonderful 4832
17 16 NI&DAVSM 4832
15 16 SISTERHAZEL/Crangs Your Ming 4832
18 18 STMNGDesert Rose 4530
14 15 BONJOVVIMS My Lile 4530
14 15 THIRD EVE BLINO/Never Lat You Go 4530

WWWQAtlanta
Susquehanna
(404) 266-0997
PhalipsLamber/McPheison
12+ Cume 0

™ ARTIST/MITLE

61 (000
99 018 MU0 Crary

99 OUTKASTMS Jackson

99 SHAGGY/Angs

89 LEWNY KRAITZ/AQan

84 CRAZY TOWN Butterfy

70 DREAMMe Loves UNot

78 DESTINY'S CHIL DAndepencent Wornen
56 MYACaseOf TheEx_

85 JENNIFER LOPEZAove Don't Cost.

53 SHAGGYMWasn1Me

52 NELLYEL

S1 JOE FAIYSTIAL/Stutier

42 NSYNG/Ths | Promese You
40 TONI BRAXTONHe Wasn T Man
MADONNAMusK:

35 SAMANTHA MUMBAGotta Tell You
34 3 JANET/AN For You
30 MADONNADONY Ted Me

JOEA Wanna Know
26 CHRISTINA AGUILERA/Come On Over.
25 SANTANAFROB THOMAS/Smoath
24 PINKMost Grls
24 SONIQUEN Feets S0 Good
22 CHAISTINA AGUILERANYNat A Girl Wants
22 NSYNCHByeByefive
22 SOULDECISIONYaded
21 8 STELLASOLEILKss Kiss
20 JENNKERLOPEZM You Had My Love
18 AALIVAH/Try Agan
18 98 DEGREES/ Do (Cherish You)
18 DAFY PUNKOne More Time
18 KANDFDonY Fhink i'm Not
10 CHRAISTINA AGUILERAGense In A Bottle
17 DESTINY'S CHILO/umpan Jumpmn’
18 BACKSTREET BOYS/Want It Thad Way
18 EMINEMFDIDO/San
18 PINKYou Make My Sick

L L L L L - R RN R -y R RN R R R R R

wWwWw.americanra

ONISTOrvV.cor



www.americanradiohistory.com

WHYtMiami ",

Clear Lhannel % “"\
(954) 463-9299

RobertsBanks. v

12+ Cume 55,900 [

s

W W AATISTRILE 61 (908}
78 15 MARTINFAAGUILERANobody Warnts 1200
73 74 LENNY KRAVITZS 184
70 7@ IDODAS DOWNKryptonie 1152
75 72 MATCHBOX TWENTYA You're Gone 1152
72 12 CREEDAEN Arms Wide Open 1152
76 72 JENNIFER LOPEZLove DonCost. 1152
T KCHEI0I0Ta 120
% 44 ATC/Around The World.. 704
41 42 o STELLASOLEILAGSS Kiss 672
2 81 MYATiee 656
3939 MODUOA ady (Hear...) 624
33 39 CRAZY TOWNButiertty 608
3% 37 AEROSMITH Jaded 52
< 35 0 JANEVABFor You 560
35 34 3UW/NoMore (Baby..) s
19 28 DAFT PUNKOne More Time 448
29 2 SADESBy Your Sise 448
4378 SHAGGYANGE 448
38 27 PINK~YouMake Me Sick a2
73 26 BON.JOVVThank vouFot.. 416
21 24 OUTKASTMS Jackson 34
20 24 SCLUB 7Never tad A Drasm 84
19 22 LIFEHOUSEMangey; By A Moment 352
2121 JOEFMYSTIKAL Stutier 33%
22 2t WYCLEF JEAN Pertect Gentlernan 336
19 29 NELLY/Rue Wt Me 336
21 21 SOULDECISIONOoh 1T Kinda Crazy 136
18 28 BACKSTREET BOVS/TheCal 320
"y Thankyou 304
17 18 ALICE DEEJAY/Bettes Ot Alone: 288
21 17 VITAMIN C/As Long As You're. 2r2
17 18 VERTICAL HORIZONBest! Ever Had. 256
12 15 SONIQUENS ¢ eeis So Good 240
7 14 BLINK-182/A The Sl Things. 22
14 o DESTINY'S CHIL D/Survor 224
12 14 ENAIQUE IGLESIAS/Be With You 24
9 13 THECORRSBresthiess 208
13 1) DESTINY'S CHILDVindependent Wosmen. 208
15 13 MADONNA/ 208
15 13 98 DEGREES/Give Me Just One 208

CHR/Pop Playlists

FIND COMPLETE PLAYLISTS FOR ALL CHR/POP REPORTERS ON R&R ONLINE MUSIC TRACKING

KBKS/Seattle-Tacoma

Infinity

(206) 805-1061

PrestonMarcus D. W

12+ Cume 419,400
ARTISTTITUE Gl (990)
CRAZY TOWNButterfty 11620
SHAGGY:Angel 10956
MOBY FGWEN STEFANLSouthsise 10790
AUEL Hemonhage. 10790
LENNY KRAVITZ/Again 10126
DIDO Thankyou 9960
JENNIFER LOPEZ/Love Don't Cost. 7636
MATCHBOX TWENTY/! You're Gone 7470
DREAMHe Loves U Not 7470
COLDPLAY/Yellow 7304
LIFEHOUSE Hanging By A 7138
MADONNA Don't Tel Me: 6972
AFROSMITH: Jaced 6640
AMERICAN HI-FLFEvor Of The Weak 6308
3 DOWN Loser 5810
UNCLE KRACKE R Follow Me 5810
3 5146
THE OORAS Breathiess 4900
DESTINY'S CHIL [Xindependent Women. 4980
EVAN AND JARON Crazy For This Girl 4980
MODJOA addy (Hear.. ) 4814
UPBeaititl Day 1814
MYACase Of The Ex. 4648
SHAGGY/It Wasn't Me 4648
INCUBUS Drive 4482
ATC/Around The Wortd. 4482
MARTIN F/AGUILERANODOY Wants. 3652
OUTKASTARS Jackson 3652
TRAIN Drops Of Jupées. 3486
DDEBELAH MORGAN Dance With Me 3486
DESTINY'S CHiL [Jumpn’ Jumpin’ 320
PINKMos! Gris 3320
THIRD EYE BLINDNever Let You Go 3320
JANET/Al For You 3154
SONICUE/R Feets So Good 3154
CREEDHignes 2822
KCI& JOSOCrazy 22
MADORNAMusIC 2822
THIRD EVE BL IND/Deep Inside Of You 2822
EVERCLEARWOnderful 2656

S BRRETTRES
pRggssLsasse2z

#

KIZP/Phoenix
Clear Channel
(602) 279-5577
Calococci/Aite

12+ Cume 302,500

ARTISTRITLE
SHAGGY/

gl
JENNIFER LOPEZALove DonY Cost.
MYATase 0 The Ex..
DESTINYS CtHit DVindependest Yomen
PINK/You Make Me Sick
K-C1 & JOJO/Crazy
OUTKASTMs. Jackson
LENNY KRAVITZ/Agan
JANET/AN For You
CRAZY TOWN Buttertly
SAMANTHA MUMBAGotta Tel You
SARINA PARIS/L 00k At Us.
UNCLE KRACKE RFollow Me
BLESSID UNION/3X1/Storybook L e
CREEDAWIth Arms Wide Open
SOUR DECISION Faded
SCLUB 7/Nees Had A Dream
3D00RS

MATCHBOX TWENTY. Bertt
VERTICAL HORLZON You're A God

RKELLYAWsh
KANDVDonY Think 'm Not
MADONNADONY Tel Me
NELLYCountry Grammas
DEBELAH!

With Me
MOBY F/GWEN STEFANL Southede
BLACK EYED PEAS Request Line
AUWMNo More (Baby )
TONi BRAXTOHe Wasn Man.
TH.Jaded

RART IN F/AGUILE RANODOdy Wants
MYAFree

1414

KHTS/San Diego
Clear Channel
(619) 291-9191
Lag/Haze

12+ Cume 444,200

ARVISI/TTLE

BACKSTRE
SAHINAPARIS L ook Al Us
LUDACRIS What's Your fantasy
ICA Just Ancther Garl
MAH’INWIGUI[ERMW;S
ATCAsound The
LOUCHIE l()uMM 7100w 0110
MOOJOA ady (Hear - )

MYAFree
TONYA MITCHELL Broken Promeses

BLACK EYED PEAS Request Line
DAREAMHe Loves U Not

JARULEA I MO Pyt i OnMe

N SYNC/Thes | Promise You

MYSTIKAL FANIVEA Danger (Boen S0..)
O-TOWNA iguad Dsearms
DESTINY'S CHil D Independert Women,
UNCLE KRACKER/ oliow Me

DAFT PUNK.One More Tane

Ptk Most Gt

JOY ENRIQUE Z/Tell Me Hor:: You Fes
BLINK-182/A1 The Smalt Thngs.
VITAMIN C/As Long As You're

SIS00 Incomplete:

KOWB/Minneapolis
Clear Channel
{612) 340-3000
MotrisMoran

12+ Cume 537.800

44
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ARTIST/TITLE

JENNIFE R LOPEZA ove Don Cost
LENNY KRAVITZ/Agan
NELLY/Rude Wit Me
SHAGGY/Anget
RLKELLY A Wh

CRAZY TOWNButierfl;
MADONNA Lo Tefl Me:
DREANVHe Loves U Not
K-C1& JOSOCrazy

3 W More (Baly. )
OUTKASTARs Jackson
JOE F/MYSTIKAL Stitter

&1 @ JANET/ALFor You

SHAGGY/M WasnTMe

DIOOThankyou
JARULEALILMO_ /Pt 110n Me

S CLUB 7/Never Had A Dream.

EVAN AND JARON Grazy For Thes Girs
MYAfree

Al RUSMITH: Jaded
DESTINY'S CHIL (Vindependent Women

22 9 DESTINY'S CHILDVSurvavor

DAFT PUNK Une More Time
CREED/Wath Arrms Widde Open
SOULDECTSION Faded

ATC/Around The Wortd

S1500/Thong Song
BACKSTREET BOYSA Wanl t That Way
NSYNCs Gona Be'

72003

MARKET 221

WBLI/Nassau-Sutiolk K$L2/81. Louis WXYV/Baltimors WFLZTampa wusznwgn

Cox Clear Channet Infinity Clear Channel

{631) 669-9254 {314) 6925100 {410) 828-7722 (813) 839-93%3

Rice/Levine Wheeiet/Boomer, Melntyre/PashaMediock Domino/Shepard Priest

124 Cume §77,900 : 12¢ Cume 158,200 12¢ Cume 451,200 . 12+ Cume 625.100 et
LaYS U PLATE Mg

B TW  ARUSTMTLE © (009) W W AATRIAME o (000) W W ARRSTTIME o (000) W W ARTSTATIE LY. T aTTMITLE G toom)
9 n 41013 8 08 el 14168 81 51 JENNFEALOPEZ/Love DontCost. 15795 63 08 CRAZY IOWN Butlerty 27200 73 14 SENNSEALOPEZAove Dont Cost 190922
72 91 DIDOThankyou 40131 79 81 CRAZY TOWN Buterty 14007 60 18 SHAGGYiAnge 15210 88 80 KLI8JON0Trary 26880 74 72 SHWAGGYiAngel 18576
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Most Added.
ARTISTTITLE LABEL(S) ADDS
JANET All For You (Virgin) 13
DESTINY'S CHILD Survivor (Columbia) 67

SUNSHINE ANOERSON Heard It All Before (Soulife/Atiantic) 22
DOGGY'S ANGELS Pleezbaleevit! (Doggy Style/TVT) 15
MUSIQ Love (Def Soul/IDJMG) 12
QB’S FINEST F/NAS Oochie Wally (Columbia) 1
EDEN'S CRUSH Get Over Yourself (London Sire) 1

| BACKBONE Five Deuce Four Tre (Universal) 9

LIL BOW WOW Puppy Love (So So Def/Columbia) 8
JT MONEY Hi-Lo (Freeworld/Priority) 7
WHO YOU CALLIN' COUNTRY Shawty (Freeworid/Capitol) 7

B T

Most Increased

Plays

TOTAL

PLAY
ARTIST TITLE (ABEL(S} INCREASE
JANET All For You (Virgin) +1672
DESTINY’S CHILD Survivor (Columbia) +686
SNOOP DOGG Lay Low (No Limit/Priority} +383
QB’S FINEST F/NAS Oochie Wally (Columbia) +338
CRAZY TOWN Buttertly (Columbia) +335
JOE F/MYSTIKAL Stutter (Jive) +311
OLIVIA Bizounce (J) +266
NELLY Ride Wit Me (Fo’ Reel/Universal) +238

SAMANTHA MUMBA Baby... (Wikdcard/Polytior/Interscope) +205
JAGGED EDGE Promise (So So Def/Columbia) +189

Broakers.

JANET
Al For You (Virgin)

TOTAL PLAYSINCREASE  TOTAL STATIONS/ADDS CHART

167211672 7313 o

QB’S FINEST FNAS
Oochie Wally (Columbia)

TOTAL PLAYS/INCREASE  TOTAL STATIONS/ADDS CHART

1097/338 39711 d

g ® March 9, 2001 o
WEEK WEEK  ARTIST TITLE LABEL(S) PLAYS
1 1 JA RULE F/LIL’ MO AND VITA Put... (Murder Inc./Def Jam/IDJMG) 4796
2 © JOE F/MYSTIKAL Stutter (Jive) 4199
3 3 SHAGGY Angel (MCA). 3618
5 @  NELLY Ride Wit Me (Fo’ Reel/Universal) 3427
? 5 MYSTIKAL F/NIVEA Danger (Been So Long) (Jive) 3070
6 ¢  K-Cl & JOJO Crazy (MCA) 3062
9 © JAGGED EDGE Promise (So So Def/Columbia) 3050
4 ¢ JENNIFER LOPEZ Love Don't Cost A Thing (Epic) 2941
1 © CRAZY TOWN Butterfly (Columbia) 2463
8 o OUTKAST Ms. Jackson (Laface/Arista) 2337
12 @® LUDACRIS Southem Hospitality (Def Jam South//IDJMG) 2122
10 2 JAY-Z | Just Wanna Love U... (Roc-A-Fella/IDJMG) 2116
1 ® EVE Who's That Girl (Ruff Ryders/Interscope) 1976
1 1 MONICA Just Another Girl (Epic) 1887
sreaxer ®  JANET All Fot You (Virgin) 1672
5 ©  LUDACRIS What’s Your Fantasy (Def Jam South/IDJMG) 1581
16 7 MYR Free (Ruffnation/WB/University/Interscope) 1504
0 w  SHAGGY it Wasn't Me (MCA) 1460
» 1w JON B Don't Talk (Edmonds/Epic) 1436
1 x»  DESTINY’S CHILD Independent Women Pt. 1 (Columbia) 1397
% @ OLWIA Bizounce (J) 1269
2 @  TAMIA Stranger In My House (Elektra/EEG) 1192
% @  OUTKAST So Fresh, So Clean (LaFace/Arista) 183
sreaxer @  QB’S FINEST F/NAS Oochie Wally (Columbia) 1097
2 = GASH MONEY MILLIONAIRES Project Chick (Cash Money/Universal) 1033
% @ SNOOP DOGG Lay Low (No Limit/Priority) 952
2 7z PINK You Make Me Sick (LaFace/Arista) 908
® @  WYCLEF JEAN Perfect Gentleman (Ruffhouse/Columbia) 906
5 » 112 It's Over Now (Bad Boy/Arista) 901
v @ TRICK DADDY Take It To Da House (Slip ‘N Slide/Atiantic) 876
7 s R. MARTIN F/C. AGUILERA Nobody Wants To Be Lonely (Columbia) 869
B @  DAFT PUNK One More Time (Virgin) 857
® @  CASE Missing You (Def Soul/!IDJMG) 817
2 @ ATC Around The World (La La La...) (Republic/Universal) 813
P %  KOFFEE BROWN After Party (Arista) 810
® @ BLACK EYED PEAS Request Line (Interscope) 767
n =z GINUWINE There It Is (Epic) 760
DESTINY’S CHILD Survivor (Columbia) T, 697
® @ FREDRO STARR Shining Through (Hollywood) 661
© @ PHILLY'S MOST WANTED Cross The Border (Atiantic) 632
5 @  ASHLEY BALLARD Hottie (Atlantic) 626
» «  SARINA PARIS Look At Us (Playland/Prionity) 609
® s XZIBIT X (Loud/Columbia) 598
u «  LIL BOW WOW Bow Wow (That's My Name) (So So Def/Columbia) ST7
@ s SILKK THE SHOCKER That's Cool (No Limit/Priority) - 577
MISSY “MISDEMEANGR” ELLIOTT Get... (Gold Mind/EastWestFEG) 573
® 0 JAY-Z Change The Game (Roc-A-Fella/IDJMG) 553
P «  MODJO Lady (Hear Me Tonight) (Barclay/MCA) 527
o » MR, C THE SLIDE MAN Cha-Cha Siide (Universal) 495
%0 @ PROJECT PAT Chickenhead (Hypnotize Minds/Loud/Columbia) 492

73 CHR/Rhythmic reporters. Monitored airplay data supplied by Mediabase Research, a division of Premiere Radio Networks. Songs
ranked by totai plays for the airplay week of Sunday 2/25-Saturday 3/3. Bullets appear on songs gaining plays or remaining flat from
previous week. If two songs are tied in total plays, the song being played on more stations is placed first. Breaker status is assigned to
songs reaching 1000 plays or more for the first time. Songs below No. 20 are moved to recurrent after 20 weeks. Gross Impressions
equals Average Quarter Hour Persons times number of plays (times 100). Average Quarter Hour Persons used herein with permission
from The Arbitron Company (Copyright 2001, The Arbitron Company). © 2001, R&R Inc.

Most Added is the total number of new adds officislly reported to R&R
by each reporting station. Songs unreported as adds do not count
toward overall total stations playing a s0ng. Most Increased Plays lists
the songs with the greatest week-to-week incresses in tola! pisys.
Weighted chart appears on R&R ONLINE MUSIC TRACKING.
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= TOTALPLAYS T3 TOTAL STATIONS
ADDS

LW TW  ARTIST TITLE (ABEL(S} 4 w W
1 1 JARULE... Put It On Me (Murder Inc/Def Jam/IDJMG) 6987 7263 14200
2 2  MYSTIKAL FANIVEA Danger (Been So Long) (Jive) 4684 5061 139/
2 @ LUDACRIS Southem Hospitality (Def Jam SouthIDJMG) 4545 4351 13872
« @ NELLY Ride Wit Me (Fo’ ReelUniversal) 3882 3623 1220
s @ EVE Who's That Girl (Ruff Ryders/Interscope) 3655 3413 1410
s @ OUTKAST So Fresh, So Clean (LaFace/Arists) 2046 2646 12872
6 7 JAY-Z | Just Wanna Love U... (Roc-A-Fella/IDJMG) | 2924 3342 1230.
7 s  OUTKAST Ms. Jackson (LaFace/Arista) 2711 3339 1210
2 @ 0B’S FINEST F/NAS Oochie Wally (Columbia) 2272 1550 124722
13 () TRICK DADDY Take It To Da House (Siip ‘N Slide/Atiantic)1837 1545 125/4
o () PROJECT PAT Chickenhead (Hypnotize Minds/LoudColumbia) 1776 17114 92/4
9 12 LUDACRIS What's Your Fantasy (Def Jam SouthIDJMG)1743 1922 103/0
14 13 SILKK THE SHOCKER That's Cool (No Limit/Priority) 1624 1499 109/4
1 14 ICONZ Get Crunked Up (Elektra/EEG) 1553 1617 10272
2 (B MISSY ELLIOTT Get Ur Freak On (Gokd Mind/EastWestFEG)1333 1067  86/3
7 @ JAY-Z Change The Game (Roc-A-Fella/IDJMG) 1270 1233 90A1
— D LIL BOW WOW Puppy Love (So So Det/Columbia) 1241 812 949
1 15 MEMPHIS BLEEK Is That Your Chick (Roc-A-fellaIDJMG) 1182 1403 900
— (D SNOOP DOGG Lay Low (No Limit/Priority) 1134 686 9444
19 20  LIL' ZANE None Tonight (Worfldwide/Priority) 1098 1099 747

are ranked by total plays for the airplay week of Sunday 2/25-Saturday 3/3. For complete

73 CHR/Rhythmic and 84 Urban reporters combine into a customn chart. Hip Hop titles
reporter lists refer to CHR/Rhythmic and Urban sections. © 2001, R&R Inc.

DARUDE Sandstorm (Groowilicious/Strictly Rhythm)
Total Plays: 488, Total Stations: 12, Adds: 0

INDIA.ARIE Video (Motown/Universa)
Total Plays: 442, Total Stations: 31, Adds: 1

S. MUMBA Baby... (Wildcard/Polydor/lnrerscdpa)
Total Prays: 384, Total Stations: 21, Adds: 1

MUSIQ Love (Def Soul/IDJMG)
Total Plays: 354, Total Stations: 20, Adds: 12

TANK Maybe | Oeserve (BlackGround)
Total Plays: 341, Total Stations: 13, Adds: 1

JAHEIM Could It Be (Divine Mill/WB)
Total Piays: 287, Total Stations: 18, Adds: 0

S. ANDERSON Heard It All Before (Soulife/Atiantic)
| Totar Plays: 281, Total Stations: 25, Adds: 22

JILL SCOTT A Long Walk (Hidden Beach/Epic)
Total Plays: 249, Total Stations: 11, Adds: 1

LIL BOW WOW Puppy Love (So So Det/Columbia)
Total Plays: 244, Total Stations: 18, Adds: 8

D.THOMAS Miss Califomia (Rat Pack/EastWestEEG)
Total Plays: 234, Total Stations: 20, Adds: 1

| TONYA MITCHELL Broken Promises (Universal)

Total Plays: 230, Total Stations: 22, Adds: 2

BEATNUTS No Escapin’ This (Loud/Columbia)
Total Plays: 230, Total Stations: 10, Adds: 1

WU-TANG CLAN Gravel Pit (Loud/Columbia)
Total Plays: 230, Total Stations: 8, Adds: 0

R. KELLY Fiesta (Jive)

Total Plays: 204, Total Stations: 14, Adds: 4

SHYNE F/BARRINGTON LEVY Bonnie &.. (Bad Boy/Ansta)

Totai Plays: 170, Total Stations: 8, Adds: 0

MR. SHORT KHOP Doilaz, Orank & Dank (TVT)
Total Plays: 129, Total Stations: 11, Adds: 0

MAXWELL Get To Know Ya (Cotumbia)
Total Plays: 127, Total Stations: 10, Adds: 1

P.Y.T. Same OF Same OF (Epic)
Total Plays: 89, Total Stations: 13, Adds: 1

DOGGY'S ANGELS Pleezbaleevit! (Doggy Style/TVT)

Total Plays: 70, Total Stations: 16, Adds: 15

BACKBONE Five Deuce Four Tre (Universal)
Total Plays: 17, Total Stations: 9, Adds: 9

Songs ranked by total plays

KKSS/Albuguerque, NM * WBBM-FM/Chicago, IL * WJIMH/Greensboro, NC * KHTEAitte Rock, AR *
PD: Tom Naylor PO: Todd Cavansh OM/PO: Brian Douglas Dlv/Pu. Laery LeBlanc
APD. Big Moon MO: Erik Bradley APD; Kendall B8 0: Peter Gunn
1 SANET A S8 JANET AT MO: Boogie D u as. nl(sv NS Way'
8 DESTNYS CHILD “Surwor” 20 DESTAYS LD S gl e N
KYLZ/Albuquerque, NM * EDENS CRUSH Vouter 2 gy e THENA CAGE )
SUNSHINE ANDERSON “Heard
PO: fodt Ropale KBTE/Corpus Christi, TX QesTans D Surmer”
Y Bisteers Qb Sarr MO: Derek Loe KiKiHonolulu, HI * P
SURSHINE ANCERSON “Hoard Y PD: Freq Rico KPWR/Los Angeles, CA *
KFAT/Ancnuraqe. 1T MOMEY MO: Pablo Sate VP /Prog: Jimmy Sheal
4 EDEN'S CRUSH “Yourselr % .Mf ‘l'
0M: Mark Carison TONYA DITCHELL ~Promeses 1 Wy APD: Camion Young
PO: Steve Kicklighter WHO YOU CALLIV . “Shawty” [] u-ssv uu(m P’ MD: €-Man
AP MG, Nahn Yot KZFM/Comus Christi, TX * ! Eadxbbut - R A f—
.J
S DESTINYS CHAD “Surveor P0: Ed Ocanas e e T T DISTIS chd Sewor
MO: Arlene Madai)
WBTS/Atlanta, GA * s A s KLZKAubbock, TX
4 LUoKcaS o KXMEMHonolulu, Hi PD: Tony Manere
POz Oale O'Brian 3 JAGGED omind
APOMD Jett Miles snnv's CHILD “Sunvmvor® PD: Jamie Hyatt uu: m m
- IR L el MDY Kavin A sk 4 msnws CHILD “Sorvx”
3 ko toos P - v Zud ! ] T UONEY eto”
£ AT il KQKS/Denver-Bouider, CO * §;‘, ﬁ""" o S"’,“:';- fDIN'S s Yourser
PO: Cat Celiins Amuw;t A
WIBLNAMc Oty M) o o € Hane AR
PO: Ted Noah 71 ThOK Qa0 KOMHT/Memphis, TN *
N MAUNA S 7 DESTANYS CHwD “Survevor” ™e P0: Los Cople
VA ‘B DOGGY'S ARGELS “Per” MO: Devin Stesl
DESTIY'S CHILD “Sunmvor® . Interim POAMD: Hashown Puwel! L
SURSHIME ANDERSON Veart” KPRR/EI Paso, TX 7T AT A 3 L8 bow Wow “Puor
OA BUZZ"Ler POMO: Vicler Sta 20 UNE AXDERSON “Hoard™ BAC e
) 2 Ll 'nc or Stam :9 og'v!xm”:q v DESTINY'S CHILD “Survvor™
:ugwm:ms- “ i msnm Sing Sever @8 reat a
Escr DR v KHTN/Merced,
APD: Mark McCray S e KTHTHouston-Galveston, TX* | Po: Reae Retern
bl 10(UU/Denver-Boulder, CO | PD: Russ Alton APD/MOD: Drow Stose
3 oS W' ok 3 AT A . B M
DTyl s : Michae Ralght 29 DESTONYS CHLD “Sorvvs 2 DESTINYS CHILD “Symer'
DESTies G Sy WYCLEF JEAN “Gertieman 1 s U0ST WANTED “porer
KISV/Bakersfield, CA * Y _lu,urrtl Frosh ; SON “esrd™
PD: Bob Lowis A WHHHAndianapolis, IN EDEN'S CAUSH Voursel™
APD/MO: Picarze WCKZ/R. Wayne, IN PD: Scoft Wheeter WPOW/Miami, FL *
19 DESTAYS Cw OM: Bot Snannon M CotiFyng » PO: Kid Carry
§ 8% TNST IARS Interim PO/MD: Sammy Suarez 2SR Loy 1 AP0: Tomy The Tiger
WER(Q/Baltimore. MO * FE vy L A e MO: Edtie Mx
19 DEBELAM MORGAN “Dance” 13 2PC T DESTINY'S CHILD “Surwvor
PO: Oion Summers 12 EMINEM HOIDO “Stan” SUMSHiNE ANDERSON “tears™ 3 JANET W
APD: Neke At Night [T 8 (I R .
MO: Oarren Brin 20003 MNGELS “Prar 1JBT/Ja 1l . ! m?s%us “Phans”
27 SUASHNE MOERSON Yo DESTINY'S CHILD “Surwor” WJBT/Jacksonville, FL EUNEW FELTON JOR S’
oL 1 PO: Asren Maxweti
B DESTANYS CHILD “Survaer WJIFX/FL. Wayne, IN * 2 SUNSHINE ANDERSON “Heard™ KTTBMtinneapolis, MN *
WBHJ/Birmingham, AL * PO: Phil Becker b o e PO: Scrap Jacksen
PD: Mickey Johnson 8 KB TE e s 0'S FANEST F/MNAS "Wt MO: Laur Joses
APDMD: Mary iay ‘.ﬂ D!smnrs cnnu;sn«;‘m g é‘t's“v:w;.s'ﬂnn ¥y
% MUSIO tow” WXIS/Johnson City, TN ¢ OARK 8L Gt
16 SHOOP OGS m CA* / PROJECT PAT “Crgn”
1AM A " 4 » PO: Blade Michaels BEATNUTS “Fscigmn~
R s PD: E. Cartis Johnson MO: Todd Ambrese KON T
. Ao creg 80 NS 000 Survor Fd
WJIMN/Boston, MA MD: Travis Lowghran RO AE Ve KDONMantersy-Salinas, CA *
Station Mgr.: Caditlac Jack 3; n%vs“mu ey’ a ua(v‘.'»&w - #0: %
APD: Dennis 0'Heron 12 DESTANY'S CHILD “Surwer” — gk . 5’.’.;'?'"3:
MD. Michelle Witliams KSEQ/Fresno, CA * 3 DESTINYS CHtD "Surwvor”
2 DESTINY'S OMD “Survaor 3 KLUCALss Vegas, NV * MAXWELL “Know
v meroar 20: Tommy Oe! Rie_ 0. G TSRS : SNOOP DOOG Tp” "
MO: Jo Jo Lape APD: Mike Spencer WJWZMontgomery, AL:
WSSP/Charleston, SC 35 iaSow wow MO: 4.0, King POMO: D-Rock ;
PD: Kell Reynald s DesTYS mnm S w1 ag 1 oA
0 AT AT DOGGYS ANGELS Prees” 34 DESTINYS CHILD “Survmor” % smsmt ANEASON ez
DESTARY'S CHILD “Survor” SUNSHINE ANDERSON “Howrd™ 7 TONYA MITCHELL “Promrses”

WKTU/New York, NY *
¥P/Ops.: Frankie Blue
MO: Gerenimo

3 JANET A
10 DESTINY'S CHILD “Survwor”
SAMANTHA WUWBA “Baby
WOHT/New York, NY *
PB Tuq Cloherty
Sean Tayler
s

IS M\‘E‘ow Ml'h—.'

WNVZMNorfolk, VA *

PO: Don Lenden

MD: Jay West

17 AT A

13 QeSS ouLD Sunwer”
00P DOGG “Lay”

KBAT/Odessa-Midland, TX
PD: Loo Cors
$0: 0J Sio-Metien

18 JANET “AF
1 B o sonmer
A KELLY “Fusta”
TRICK DADDY “House™
SILIKK THE SHOCKER “Coor™
Cyy, 0K
rO: Snn [qma

D(SY‘VS CHILD “Survwvor®
D! S CNASN Yourse!

KOCH/Omaha, NE *

PD: Ert Joheson

? D(SHIVS CHILD "Survivor
JIGGED !DG( “Promese”

D PEAS “Request”
(D!'S CW “Yourset”

WJHM/Oriando, FL *

DOV
SUMSHINE ANDE!

WPYO0/Oriando, FL *
PO: Phil Michaels
MD: Vic The Lotine

CHR/Rhythmic Reporters
Stations and their adds listed alphabetically by market

KKUU/Paim Springs, CA
PO: Pattie Moreno
Iﬂ Ialu -
T 3060s nGs Peer
SURSHINE ANDERSON “Mawrd
R KELLY “Festa”
EDENS CRUSH “Yourse™
e
VU0 Low'
KKFR/Phoenix, AZ *
PO: Bruce St. James
APIJMD Charlig Huerg
0 JAMET
¥ S hSr ras v
10UM/Portiand, OR *
Qir/Proy.: Mark Adams
APD: Masio Deves
MO: Pmry M ﬂunlav
73 JANEY
s Doaavs MGELS “Pees
SUKSHINE ANDEASON “Hesrd™
DESTHIYS CLD “Survwor”
WWKX/Providence, R *
PO: Jorry McKenna
IID Bn!lq Ryan
IANET
lo msmvs CHILD *Surymer™
BOW JWOW “Pucoy”
KWNZMOM Nv*
PD Blll Sﬂlu
¥ S8s oo “Suryver”
6 LIL BOW WOW -
t DOGGY'S MGELS "
WUSIO "Love”
KGGIRiverside, CA *
PO: Josse Durse
18 ENSEV HELTON JOMN “Stn”
1 AT
3 DESTINY'S CHILD “Surwvor®
KBMB/Sacramento, CA ©
Dis/Prog.: Iratim “Ebre™ Jam
WM‘ “ Kid Bootz
JANET W
i SUSHIWE ANDEASON asr
L BOW WO
] msnws cmu.o
[ S ANGELS
1T uwv ES
3 BACKE
1w zoucuun “Shawty
fitncu HELTON SO S
EOEN'S CRUSH

KSFM/Sammemn. CA*

m “._ Russ

3 BTE oo “Sareor
- TRICK DADOY “Hose”

WOCQ/Salisbury, MO

PO. Weskie

MO: Deelfte

14 JANET A

14 DESTINY'S CHILD ~Survvor®
SUNSHINE ANDERSON “Meard”

KUUU/Salt Lake City, UT *

OM: Kayven Motiee

MO: Za¢ Davis

1 QRS FINEST FNAS “Wairy™
DESTINY'S CHILD “Surwvor™
WCLEF JEAX “Gartieman®
SARET "AF

KBBT/San Antonio, TX *
PO: J.D. Gonzalez

APO: Oanny 8

M0: Romea

20 JANET N

20 OB'S FNEST FMAS “Waiy"
KTFM/San Antonio, TX *
PO: CIitt Tradway

MD: Steve | Chmx

20 AN
" D(S MSCMLD Surenvor’

XHTZ/San Diego, CA *
OM/PD: Lisa Karsting

MO: Oale Selivan
16 q8s FI‘.S_' FARAS Waly™

WMMD ASON “Heard™
' O(S"VS C'ClD ’S

KMEL/San Francisco, CA *
VP/Prog.: Michael Martin
APO/MO: Gienn Asre

2 SUNSAIRE ANDERSON “reard”

1 JARET AT

1 nrsvmvs CHILD “Survivor™

KYLD/San Francisco, CA *
VYP/Prog.: Michasi Martin
APDM Juzzy Jim Archer

13 JANET "M
v msnws cmm “Survvor

KVNN}SII\ Luis Obispo, CA

bl P —

QUTKAST G

OLVA 8"
KUBE/Seattie-Tacoma, WA *
Ot: Shellie Hort
PO: Enc
mmn Julis Pilat

10 D(SYINVSDlD “Sunavor
g i &

KWIN/Stackton, CA *

VP/Prog.: John Christian

PO/MD: Lowie Cruz

25 JANET A

1 DESTINYS CHRLD “Survnvor”
BACKBONE “Frs"
OF'S FINEST FNAS Wiy
WHO YOU CALLIN... “Shawty”

WLLO/Tampa, FL *
PO: Orlando

APD: Scantman
18 DESTHEY'S CHUD “Survvor
IAKET “Ar

KOHT/Tucson, AZ *
PO: Paco jacobe
ﬂl’ 0-! Nmt Chave:

'»n
R KELLY “Fasta®
TANK “Desarey”
MUSIO Low®
DESTIRY'S CHILD “Surwvar™

32 SUNSMINE ANDERSOM Meard™

18 MISSY ELLIOTT "vt‘
u mwrscn

QUECT PAT “Chicn™
3 NOFFEE BROWN "Party’

* = Mediabase 24/7 monitored

73 Total Reporters

73 Current Reporters
73 Current Playlists
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THESE STATIONS ARE BOUNCING:

WFUN/ST. LOuis 51X WHRK/MEMPHIS 27X
KATZ/ST. Louwis 41X WJdMI/dacksaN 21X
WHTA/ATLANTA 30x

A

y \ 'u‘ " I‘ "
FRONNTHELHILR LIRS IN THE MIX AT:
'_\ WENZ wdJdLB WDTJ WEDR
9 WREK KBFB KXHT KMEL
\ OVER ADDED TO
300 SPINS, J )
4 MILLION IN A‘:‘
C
relli=liefa “RAP CITY?”
5 4
3 J PrRoouceEn By DJ QUIK
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72 © RaR March 9, 2001 | CHR/BhythMic

® March 9, 2007

JA RULE f/LIL’ MO.... Put It On Me (Murdér InE/Def Jam/IDJMG)
JOE f/MYSTIKAL Stutter (Jive)

MYSTIKAL /NIVEA Danger (Been St-Long) (Jiva) a &7 - e |
EVE Who's That Girl (Ruff Ryders/Interscope) : 5UN5HIN£ tock: “Heard 1t AN Before” . i
LUDACRIS Southern Hospitality (Def Jam South/IDJMG) ; ANDERSON Lot Soulfire/Atiantic [
JAY-Z 1 Just Wanna Love U (Give 1t...) (Roc-A-Fella/IDJMG) h . -
QB’S FINEST 1/NAS Oochie Wally (Columbia) : Several months ago radio, record, retail and trade were invited to celebrate the jaunch of a new
NELLY Ride Wit Me (Fo'ReeyUniVerSa/_' 1 Iabe!, Soulife, at the upscale L.A.' restau(anF Rgin. Along with a co-worker anfi partner in c'rime'(asATgny
OUTKAST Ms. Jackson (LaFace/Arista) Novia would call her), I had received an invitation that read no tennis shoes, jeans or T-shirts. I'd visited g
SNOOP DOGG Lay Low (No Limit/Prio my) Rein 'pnor to this event and learngd my lesson the first time — | had to eqter from the alley, go !hmugh

. . . the kitchen and then be led upstairs by management to be seated, after which | was told | couldn't get up
112 1t's Over Now (Bad Boy/Arista) unless | was leaving. My apprehensive feeling about revisiting the restaurant quickly vanished as we
JAY-Z Change The Game (Roc-A-Fella/IDJMG) were greeted by Soulife teammates, including renowned songwriter-producer Mike City and publicist A

JENNIFER LOPEZ Love Don't Cost A Thing (Epic) Regina Danlels. It was there that | met Sunshine Anderson — and a ray of light she was. ® Though
MISSY ELLIOTT Get Ur Freak On (GM/EastWest/EEG) Soulife has a host of great talent waiting to be heard, choosing Sunshine Anderson to be the first was 1§
SHAGGY Angel (MCA) i I genius. Her debut single, “Heard It All Before,” is making noise all across the country. ) heard this track
DAFT PUNK One More Time (Virgin) In a club and co:lddn't b:liev: the \r:]velézome ;t' receiv:d from Iclubgloehrs. \A:‘i:hin the fiI;st fevr»l/ note: of th:

, 2L = song, everyone had gathered on the dance floor and sang along. | thought to myself, “Who is this, an:
DR. DRE The Next Eplsqd_e {A.ﬂef math/Interscope) where can | get a copy?” @ Sunshine sings, ‘Coming home late, it seems you barely beat the sun/
MONICA Just Another Girl (Epic) Tapping my shoulder, thinking you gonna get you some.” It seems that after her lover comes in from
XZIBIT X (Loud) one of his nightly creeps, he slides into the bed thinking she hadn’t missed him at all. Tired of his lies and l
SHAGGY It Wasn't Me (MCA) infidelity, Sunshine shuts him down, gives dude the boot and even changes the locks to assure him that |

=,

- AT

PN wub cud oo b b b b b b b
c@mummaunaewmqmthwna

L2

21 KOFFEE BROWN After Party (Arjsm) & the relationship is over. “| heard it all before/But your lies ain’t working now/Look who's hurting now/See
22 DESTINY’S CHILD Independent Women Part 1 (Columbia) § !had to shutyou down.” @ The amangement and production of Bike Ciy fake this single o another
Po V level and bring new meaning to rhythm and groove. “Heard It All Before™ can best be described as an

gi .l]':\ul’iAlszllslcw?::l.sl AY}‘I) lg Fantas;;A(Def Jag’ South/gJJAllG)/D f Jam/IDJMG uplifting hymn for the brokenhearted. | know what you're thinking, “Great, another male-bashing tune.”
25 NELLY EJ (}"0' Re éwn‘,’x,esg';) e And You (Murder Inc./Def Ja ) But if you haven't heard it, you should. If you're not playing it, you're sleeping. 3

oL ¥ — Renee Bell |
26 MOS DEF/NATE DOGG Oh No (Rawkus/Priority) Asst. CHR Editor _!
27 JAGGED EDGE Promise (So So Det/Columbia), o “ =
28 K-Cl & JOJO Crazy (MCA)
29 DARUDE Sandstorm (Groovilicious/Strictly Rhythm)
30

MODJO Lady (Hear...) (Barclay/MCA) ‘ , e '
@ 37 CHR/Rhythmic Mix Show Reporters lN”wr R y / ’f‘-( I‘/ '7:/ -!:

KKFR/Phoenix
Charlie Huero. APD/MD

Contributing Stations

KKSS/Albuquerque, NM KBOS/Fresno, CA KDON/Monterey-Salinas, CA KBMB/Sacramento, CA
KOBT/Austin, TX KSEQ/Fresno, CA | WaHTMew York, NY KSFM/Sacramento, CA
KISV/Bakerstield, CA KiKi/Honolulu, Kt WNVZMortolk, VA KTFM/San Antonlo, TX
WBHJ/Birmingham, AL | KXME/MHonotulu, Kt KOCH/Omaha, NE ::'EZL’:":‘ :'::':;:c: "
L y
WJMN/Boston, MA KBXXHouston-Gatveston, TX WPYO0/Ortando, FL XYLD/San Franciseo, CA
WBBM/Chicago, IL KLUC/Las Vegas, NV KCAQ/Oxnard-Ventura, CA KUBE/Seattie-Tacoma, WA
KZFM/Corpus Christi, TX | KPWR/Los Angeles, CA KKFR/Phoenix, A2 WLLD/Tampa, FL
KPRR/El Paso, TX KXHT/Memphis, TN K)UM/Portiand, OR | KOHT/Tucson, AZ
WJIFX/FL. Wayne, IN WPOW/Miami, FL [ WWKX/Providence, Ri |  WPGC/Washington, DC

EXPLODING across the country... Azul Azul “La Bomba”
 the BIGGEST Crossover Dance Graze!

“If you need a feel good fun party reaction record...Azul Azul “La Bomba”
is THE record...put it on, now, for instant phones”
OM/PD-Frankie Blue, APD - Jeff Z & MD - Geronimo KTU/New York

“#1 Phones, 4 Weeks in a row. The next Macarena!”
APD - Steve Chavez’KTFM

The Bomb has EXPLODED at...

WKTU/New York KYLD/San Francisco  KLNA/Sacramento
KTFM/San Antonio  KPRR/EI Paso KZFM/Corpus Christi
KOHT/Tucson KBFM/McAllen WPOW/Miami
WPYO/Orlando

SONY DISCOS CROSSOVER

www americanradiohistory com
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R&R/MEDIA BASE 24/7

. - 225 ___-u'f { S i e
DREAM He Loves U Not Bad Bo /Ansta
® ( - z - )) —_— o KBOS/Fresno
3LW No More aby I'ma Do mht) ( pic
S i . 11am 11am
.IA RULE FICHRISTINA MILIAN Between... (Murder Inc./L /Def Jam/IDJMG) .
. NELLY E \. (Fo’ Reel/Umversal)w e JAY-Z | Just Wanna Love U (Give It...) JAGGED EDGE Promise
JON 8 Don't Talk JARULE I/LIL’ MO & VITA Put it On Me
o MYA Case Of The Ex (Whatcha...) (Umversny/lnterscope) . Sz%,?rs A;m‘; Gﬁo WALIYAR e You That Somebods
s. Jackson GINUWINE There It Is
R NEELY SR i) ;ai L”L‘{'f}”“,,‘ %’z"?fd LIL BOW WOW Bow Wow (That's Why Name)
PINK Girls (LaFace/Arista : Ump e 3LW No More (Baby I'ma Do Right)
e ) - J‘:?a%‘: DSG":';; YaAss MYSTIKAL /NIVEA Danger (Been So Long)
7 Rin Pimnin’ A romise JOE {/MYSTIKAL Stutt
JAY-Z Big P|mpm (Roc-A-Fella/IDJMG) ZQ{’L %Lde D,;: a5 Your Love o Aname’eém
! i ide Wit OUTKAST Ms. Jackso
NELLY Country Grammar (Fo’ Reel/Universal) DESTIT S EIALD idsodeat Waion it L d M:ke aﬂ;e SiZk
DR. DRE The Next Episode (Aftermath/Interscope) BLACK EYED PEAS Request Line
) DESTINY'S CHILD Jumpin’ Jumpin’ (Columbia) e 4pm
AALIYAH Try Again (BlackGround/Virgin) - 4pm
RUFF ENDZ No More (Epic) s g
B ) DMX Party Up (Up In Here, MYSTIKAL I/NIVEA Danger (Been So Long)
I OMX Pany Up (Up L Here) (R"” Ry ders/l DJMG) — ASHLEY’E,ALIZA(HI;JHonie) JOY ENRIOUEZ Tell Me How You Fesl
MYSTIKAL I/NIVEA Danger (Been So Long) CASH MONEY.... Project Chick
- .IAFEED EDGE Let's Get Married (So So Def/Cqumb/;i)m R KELLY | Can't Seep Baty () éwg :11? T:;Ik
JOE (/MYSTIKAL Stutter ngel
§ SISOO Thong S(mg_!_qLagon/Def Soul/lDJMG! feiety et iy g A J”L ‘; ”éc, ‘J JU’S W"omi' - ”u o)
POSITIVE K | Got A Man -Z | Just Wanna Love U (Give It...
- MYST'KAL Shake. Yiéss (lee) . OUTKAST Ms. Jackson DESTINY'S CHILD Independent Women Part 1
DESTINY S CHILD Say My Name (Columb/a) TONI BRAXTON He Wasn't Man Enough OUTKAST Ms. Jackson
— ———— e — —_— _ DR. DRE Nuthin’ But A ‘G’ Thang 112 it's Over Now '
'N SYNC ThIS i Promlse You (J/ve) BLACK EYED PEAS Request Line
JUVENILE Back That Thang Up (Cash Money/Un/versal)
— 8pm
8pm
—_— —_——— - - JENNIFER LOPEZ Love Don't Cost A Thing JAY-21 Just Wana Love U (Give I.,)
B i ST ¢ e e ot FARSE Lo BY BLAQUE 808 -Z | Just Wanna Love U (Glve It...
CHR/RH YTHMIC : i CASH MONEY... Project Chick R. KELLY Figsta
& . ; r o S Sl p ' J R. MARTIN(C. AGUILERA Nobodly Wants To Be Lonely MISSY ELLIOTT Get Ur Freak On
JAY-Z 1 Just Wanna Love U (Give It...) JAGGEO EOGE Promise
RUFF ENDZ No More OUTKAST So Fresh, So Clean
BEE GEES This Is Where | Came In (Umversal) BLACK EYED PEAS Request Line gf:lmafg;.. Project Chick
i 05! S
112 Peaches And Cream (Bad Boy/Arista) el T
JAY-Z t/R. KELLY Guilty Untit Proven Innocent (Roc-A-Fella/IDJMG) LUDACRIS What's Your Fantasy JARULE 1LIL’ MO & VITA Put It On Me
’ i i MARIAH CAREY Hearthreaker XZIBIT X
LIL’ WAYNE Everything (Cash Money/Universal) MYA Case Of The Ex (Whatcha..)

Register now for Music Meeting, the industry’s No. 1
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When you’re ready to take it to the streets, the
Thunder Truck™ is a great, customized remote
vehicle, Built-in remote studio, custom graphics, LED
message signs ..., create an impact when your station
vehicle pulls up to a remote! Call for more information,
because the vehicle can be e #91_

¢
completely customized

PO BOX 2500 "~ for you.
ELKHART, IN 46515 » USA
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WKTUMNew York
Clear Channet
{212) 649-5300
Blue'Geronimo
124 Cume 2,469,900

ARTIST/TITUE

JENNIFER LOPEZALove Don Y Cost..

SHAGGY//

MELANIE CA Turn To You

DREAM He Loves U Not

MARTIN FFAGUHL | RANObOdy Wants,

TAMIAStranger 10 My House

SAMANTHA MUMBAGome TeHl You
(Hom

SARINA PARISA ook A1 US
NSYNC/Thes | Promese You

MARC ANTHONYA Needt To Know

LARA FABIAN Wil Love Again
ANASTACIATM Oulta L ove

LAN VAN DAHLCasties In The Sky

ALICE DEEA/Befler Oft Alone
DYNAMDGTON' Want.
FRENCH AFFATH My bt GOS..
WHITNEY HOUSTONMYy Love Is Your Love
N SYNCAs Gonna Be Me

WOHT/New York
Emmis

(212) 2299797
Cloherty: Taylor

12+ Cume 2,482,000

CHR/Rhythmic Playlists

FIND COMPLETE PLAYLISTS FOR ALL CHR/RHYTHMIC REPORTERS ON R&R ONLINE MUSIC TRACKING

ARTIST/MITLE

OB'S FINEST F/NAS Ooctwe Wally

4 AKELLYSesta
112/1'5 Over Now
JARULEA I MO._/Put 1t On Me
FUNKOMSTER FLEX/Good L e
EVEMWNO's That Gt
SUNSHINE ANDE RSONHeard R Al Before
MEMPHIS BUEEK/S That Your Chack
OUTKAST/So fresh. So Clean
JAGGE D DGE/Promese
LUDACRIS/Southern Hosprally
MYSTIKAL FRIVEADanger (Been $0..)

CONZ/Get Crunked Up
JAY-ZA st Wanna Love.
JAY-Z/Guilty Unil
BEATNUTS Mo Escapm’ This
SHAGGY/M Wasit Me

2 JAY-ZfChange The Game
SNOOP DOGG/Snoop Dogg
MONICA/ st Another Girl

You

CASEMssng
MISSY ELLIOTT Get Ur Freak On -
3LW/NO More (Baby. )
JiLL SCOTT/A Long Walk
MUSIGA ove
B JANET/ANFor You
CAPOME-N-MOREAGA/Y2W Don Warria
|

NEXT Wiy
DESTINY'S CHIL DIndependent Women
JAy-Z/¥ou. Me. Him And Her

MO P/Ame Up.
EVEALet Me Blow Ya Mind

SNOOP DOGGA ay Low

KPWRALos Angeles
Emmis

{818) 953-4200
Steal'Young/E-Man
12¢ Cume 1,884,700

ARTISTTITLE
JARULEA I MO /Prug it On Me
KURUPT FANATE DOGG Betwnd The Walls

DG'S'I!S"INW-:WIV
SNOOP DOGGA.ay Low
XDBITX

MISSY ELLIOTT/Get Ur Freas On
E-40FNATE DOGGMNah,

LADY SAW/Son Ot AB" “ch
EMINEMFAELTON JOHN Stan

COMMON The Light
DESTINY'S CHIL D Survivor
JOLay Ya Down
JONB/Don Tak

BBALL & MG Buck Bounce

WBBM/Chicsgo
Infinity

{312) 944-6000
Cavanan/Bradiey
12+ Cume 1,387,100

PLAYS
W Tw AatisTATLE GI (000}
BS 07  NELLY/Fude Withis 56289
86 84 JARULEAR'WA0 PuttOn e 54348
8t 89 JAY-ZAJust Wanra Love. 51760
54 79 K-C18 JOUOTrazy 5113
2 n £ 49813
58 3 JANET/AlFor You 37526
84§t DREAMMe Loves U Not 32997
82 80 MYSTIKAL FNIVEADanger (Beer S0..) 32350
33 49 LUDACRISWhats Your Fantasy AN703
53 43 JENNWERLOPEZAove DonCost 2781
46 42 MONICA/Just Another Girl 2714
32 41 OUTKASTMSs Jackson 26527
44 39 CRAZY TOWNBunerly 25233
11 39 EVEWho's That Girt 25233
36 30 CASHMONEY. /Project Chick 24586
47 37 JAGGEDEDGEPromise 23339
36 36 MYACase Ot Thebx.. 3292
35 LENNYKRAVITZ/Agan 22645
3t 35 SHAGGY Mt WasntMe 22645
27 31 RELLYFesa 20057
26 30 JENNFERLOPEZPuy 19410
B 26 DREAMTHsIsMe 16822
47 28 MYAfree 15528
44 23 OAIT PUNKOne More Time 14881
19 23 MARTINF/AGUILE RANObody Wants. 14881
21 22 JOEFNIYSTIKAL Stuttes 14234
- 20 3 DESTINY'S CHyL 0Survivor 12940
19 18 DESHNYSCHILDindependent Women 11646
15 17 TREET BOYS/The Cal 10999
81 16 J1WiNoMore (Baby...) 10352
13 16 /DonY Think I'm Not 1032
16 15 AALIYAWTry Agan 9705
1 T4 3 ATC/Around The Workd. 9058
6 14 SHAGGYAeaveltToMe 9058
MODJO ady (Hewr...) 7764
DA BRAT F/TYRE SEAVar chu Like nz
DEBELAH MORGAM1 Remermber 6470
DA DRE/The Next Epesode 5823
BLAQUE/B08 5823
M., COLECrazy Love 5823

KMEL/San Francisco
Ciear Channet
(415) 538-1061
Martin/Aure

12+ Cume 731,900

ARTISTMTLE
LUDACRIS Southern Hospaalty
JARULEAIUMO.. Pyt ROn Me

JOE FMYSTIAL Sttter

MYSTIKAL FNIVEADanger (Been $0..}
Low

112118 Over Bow

OB'SFINEST F/NAS/Dochie Waly

RICHIE RICHWNat | AnY Gon' Do

MEMPHIS BLEEK/s That Yous Chack

JAGGED EDGE/Promee

KOFFEE BROWN/Atter Pasty

WOS DEFNATE DOGG/ON No

X I

MUSIQUS! Friends (Sunny)
JAy-Z/Change The Game
JONB/DoNY Tak
LUCY PEARLYou
‘SNOOP DOGG/Snoop Dogy
AVANT My First Love
JARULE F/C. MILIAN Between Me And You
JAY-Z Just Wanna Lowe.
2PACUntd The End OF.
KURUPT FNATE DOGGBetund The Wols
EVEWho's That Girt

8 SUNSHINE ANDERSONHeard It AR Betore
NELLY/Rade Wit Me.
R KELLYTiesta
JAHEWYCoutd ft B
CASEAsSIg You
TAMIASEanger In My House
BEATNUTSA Escapn’ Thes
EMINEM/Drug Ballad
OUTKASTAds. Jackson
TRICK DADDY Take It To Da House
LUDACRISWrat's Your Fantasy
PROUECT PAT/Chckenhead
JAGGEDEDGELet's Get Masried
£-40 F/NATE DOGGMah. Nah
OUTKAST/So Fresh, So Clean

11 8 JANET/ANFor You

KYLD/San Francisco
Clear Channel
(415) 356-0949
Martio/Archer

12+ Cume 954,308

STJVRAIINEEUS

ANTIST/TIME
.IARU(ULI( “) Pt On e

MIVSTIKAL FANVEADanges (Been S0.. )
K-C1 & JOJOCrazy
SHAGGY Angel

DAFT PUMK/One More Time.
M)Whul"-Gﬂ

JAGGED EOGE/Promise
GIGI DAGOSTINOA Ay With You
OO ady (Heac..)

1275 Over Now
SHOOP DOGGAay Low
JENNWER LOPEZA ove DonYCout...

DARUDE Sandstorm
19 9 JANET/AIFor You

nnn(smvs

CHILDVSurvivor
JA RULE FAC. Mil LANBetween Ms And You
NELLYEL

JON B/Don Tak
LUDACRISANat Your Farasy
TRICK DADDY Take % To D House
W0 More (Baby. )

X

LADYasyLowe

SHAGGY/E Wasnt Me

R MELLYN Wish
ALICE DEEJAY/Betier O Alone

WIMR/Boston
Clear Channel
(781) 663-2500
McCartney/) HeronAWilkams
12+ Cume 924,800

aansynne

SUGGY/Angs
JARULEAIL'MO. /Pt 1t On M