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GCOUNTRY HIGHLIGHTS

TIM MCGRAW
My Best Friend (CURB)

* % RIRPOWER * %
PHIL VASSAR ¢ Carlene (ARISTA NASHVILLE)

* MOST NEW

STATIONS *

FAITH HILL « The Way You Love Me (WARNER BROS./WRN)
ON YOUR DESHK

BLACKHAWK -« | Need You All The Time (ARISTA NASHVILLE)
DIXIE CHICKS « Goodbye Earl (MONUMENT)

JASON SELLERS ¢ Can't Help Calling Your Name (BNA)
TRINI TRIGGS * The Wreckin’ Crew (CURB)

How Radio Vets Found Their
Web Jobs And You Can, Too

by Sean Ross

Contemplating a move to the In- |
ternet? Tonos CEO Matt Farber is
waiting to hear from you. Farber, a
radio veteran whose career took him
to MTV, then to the Internet last
year, is seeking a “senior-level person
from radio for a top job right now [at
the] music insider’s network” Web
site that launches April 15 under in-
dustry heavyweights Kenny “Baby-
face” Edmonds, David Foster, and
Carole Bayer Sager. “Any program-
ming people that have major-market
experiences across genres should E-
mail their résumé to scott@
tonos.com,” he says.

So that’s one job. For everybody
else seeking a place in cyberspace, |
finding an opportunity may not be as
easy. But conventional broadcasters
who've already made the move say
that despite the large number of folks
contemplating a similar strategy,
there are still lots of places to look.
And even if you’re not the person in
your office who designs your friends’ |
Web sites, they say, your current skills
are more than relevant.

For the most part, the Internet ra-
dio offered by major portals has
more resembled the do-it-yourself
stations offered by Web hobbyists
than radio as most Monitor readers
know it. But the past year has seen a |
steady migra-
tion of folks
from conven-
tional radio to
Internet radio
or other Web

ntures and,
with it, more
programming
sophistication,
although most
advocates LINDAHL
point out that
Web radio’s true potential is barely
tapped. |

Here are just a few of the broad- |
casters now involved in the Web:

* Veteran PD/GM Gregg Lindahl,
now president/COO of mp3radio.
com.

* Pilot Communications owner
Jim Leven, who, having sold his sta-
tions to Citadel, is now president of
Electronic Global Music, which is in
the process of launching top 40 Web
channel hitmusic.com, with others to
follow.

* Former WZAK/WZ]JM Cleve-
land owner Lee Zapis, whose Ever-
stream produces Web radio formats
for daily newspaper Web sites.

® Network radio veteran Corrine
Baldassano, now with music¢/Internet
radio portal Soundsbig.com.

® Current WJLB/WMXD Detroit
VP of programming Michael Saun-
ders, whose side project, thehitteam.
com targets aspiring music-industry
professionals.

* Sinton/Barnes partner Tom
Barnes, whose new Mediathink of-
fers both traditional radio program-
ming and Internet strategy.

* KROQ Los Angeles and VH1,
MTYV veteran Darcy Fulmer, now di-
rector of music programming for
SonicNet’s rapidly expanding fleet of
Internet stations.

® Ian Harrison, former PD of
WEQX Albany, N.Y., who's now pro-
gramming the online station V1 at
Work, where former WEQX staffer
Maria Chambers is doing after-
noons.

® Paul Bendat, former owner/PD
of WABY/WKLI Albany, N.Y., who,
after selling his stations, first re-
launched WKLI as an Internet-only
venture and is now partnering with
erotica site nerve.com for two radio
channels.

HOW THEY GOT THERE

Not everybody who has made a ra-
dio-to-Internet transition was look-
ing to do so. Lindahl was happily
running Cox’s Eagle Research when
he got a call from the president of
Cox Enterprises about its new joint
venture. “Was I intrigued by the In-
ternet as a user? Absolutely. But I
would not have classified myself as
an expert in any way, shape, or

form.”
Baldassano, most recently with the
Continued on page 6
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KRYS Has Some Fun With Crosstown KOUL

KRYS (K99) Corpus Christi, Texas, had some
Valentine’s Day fun with rival KOUL. K99 took
out an ad in The Corpus Christi Caller Times
with a Valentine’s Day message and a photo of PD
Clayton Allen and MD Cactus Lou Ramirez
holding up a heart-shaped pillow. The kicker was
that the photo was somehow taken in the KOUL
control room, something only KOUL staffers
would have picked up on. The photo ran three
days after KOUL staffers found and dismantled a
fake station Web site, created by the K99
pranksters, featuring photos of ugly and naked
people identified as KOUL jocks.

MANAGEMENT: WOOD EXITS

Country WMIL and R&B WKKV (V100) Mil-
waukee VP/GM Terry Wood exits.

WESC Greenville, S.C., GM Allen Power
moves to Salem’s Atlanta stations. Sam Church,
GM of sister WJMZ, assumes his duties.

Critical Mass Media president John Martin is
named president of the Clear Channel Web site
Services Group. Carolyn Gilbert is upped to ex-
ecutive VP/GM for Cnitical Mass Media.

PROGRAMMING: FRIDLEY EXITS
Smilin’ Tom Fridley exits his positions as OM
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BY PHYLLIS STARK
615-321-4284 - pstark@airplaymonitor.com

of the Buckeye Country Network and MD at flag-
ship WCOL Columbus, Ohio. After 18 years in
the business, he’s getting out of radio.

Mike Berlak, PD of soft AC WLYT (Lite 102.9)
Charlotte, N.C,, adds OM duties for WLYT, coun-
try WKKT (Cat Country), and dassic rock WRFX.

R&B oldies WZMX Hartford, Conn., PD;
morning host Jon Robbins is named OM for
Clear Channel’s Charleston, S.C., cluster; includ-
ing county WEZL.

WBWN (B104) Bloomington, Ill., PD Dan
Westhoff is named OM of WBWN and top 40 sis-
ter WBNQ.

In a surprise move, WSIX Nashville PD Dave
Kelly resigned effective Feb. 16. OM Bob Barnett
will handle his duties while a new PD is sought.
Kelly can be reached at 615-599-7810 or by E-
mail at DKCCEC@aol.com.

PEOPLE: KKBQ UPS KELLY
Swing jock Jay Kelly is promoted to MD at
KKBQ (93Q) Houston, replacing Steve Giut-

tari, who recently exited. Prior to joining
KKBQ, Kelly was MD at rival KIKK.

WQIK Jacksonville, Fla., MD/middayer Dash
Riprock exits to join WSCA Savannah, Ga., as
APD/mornings effective Feb. 28. WSCA PD Trey
Cooler still seeks a morning co-host and wants
T&Rs. WQIK PD Mike James adds MD duties
and wants T&Rs from potential midday hosts.

Longtime KMLD (the Dawg) Lafayette, La,,
MD/midday host Stephanie Crist joins WCAC
(Cat Country) Baton Rouge, La., as MD/morn-
ing co-host. Former WCAC MD/midday host
Dave Michaels joins the local Fox-TV affiliate for
production. Former morning co-host J.J. moves
to Green Bay, Wis. New to middays is Reggie
Louque from production at top 40 rival KLSS.
New to nights is Cody Austin, most recently with
KEKB Grand Junction, Colo. At KMDL,, mean-
while, morning host T.D. Smith is promoted to
MD. PD Bruce Mikels is looking for a new mid-
day host and wants T&Rs.

Former AC WSLT Augusta, Ga., morning co-
host Christine Short joins WGTR (Gator 107.9)
Myrtle Beach, S.C., for mornings, replacing
Dakota West. Short adopts the air name Chris-
tine Wild.

KNUE Tyler, Texas, night jock Todd Nixon
joins KAAG Bryan, Texas, in the same capacity,
replacing Jay Thomas, now at adult top 40
KHMX Houston.

AC WLIT Chicago part-timer Gene Davis
Christianson joins country WSM-AM-FM
Nashville for production and imaging duties.

NEW MEDIA

Sirius Satellite Radio and rival XM Satellite Ra-
dio have reached an agreement to develop a uni-
fied standard for satellite radios that will enable
consumers to buy one radio capable of receiving
broadcast from both companies. Sirius and XM
will jointly fund the new technology and work to-
gether on its development. As part of the agree-
ment, each company will contribute its intellectu-
al property to the initiative and a patent lawsuit
filed by Sirius against XM will be dropped. Both
companies will work with their existing automo-
bile and radio manufacturing partners to inte-
grate the new standard under the terms of exist-
ing agreements.

LIFELINES

Congratulations to KGMY Springfield, Mo.,
PD Doug Cannon and his wife, Jennifer, on the
birth of their first child, daughter Delaney Eliza-
beth, Feb. 12. Cannon says she arrived in the
world “screaming like a bad weekender.”

Condolences to KKBQ morning man John-
jay Van Es and his wife, Blake, who had been 26
weeks pregnant with twin girls. One twin, Kem-
per, was stillborn Feb. 14. The other, Gracie, was
delivered at 1 pound, 1 ounce, but died Feb. 22.

ACCESS:
NASHVILLE

Country Stars Voice
MGM’s ‘Tom Sawyer’

Numerous country artists lent their voices to
the new MGM Entertainment animated video
release “Tom Sawyer.” Rhett Akins provides the
voice of Sawyer. Mark Wills plays Huckleberry
Finn. Lee Ann Womack is Becky Thatcher.
Marty Stuart plays the Reverend, and Hank
Williams Jr. is Injun Joe. Charlie Daniels nar-
rates the video. The MCA Nashville soundtrack
contains 10 original songs sung by Wills, Stuart,
Womack, Daniels, Bryan White, and Alecia El-
liott. The video and soundtrack will be released
April 4, but the two-hour feature will debut on
TNN March 27.

Sherrié Austin and Arista Nashville have mu-
tually agreed to part ways after two albums.

Hal Ketchum has signed with Buddy Lee At-
tractions for worldwide booking representation.

OneCountry.com, a division of Gaylord, has
joined with Giant Records to Webcast the label’s

guitar pull during the Country Radio Seminar
at 9 p.m. CT March 3 in Nashville. The guitar
pull will feature Neal McCoy, the Wilkinsons,
Keith Harling, Georgia Middleman, Blake
Shelton, and Christy Sutherland, plus special
guests Kim Carnes, Don Henry, and Gary Burr.
The program can be accessed at giantnashville.
com or OneCountry.com. Radio stations are be-
ing invited to link their Web sites to the event.

Kathy Mattea, Lee Roy Parnell, Hal
Ketchum, and Randy Scruggs will be among the
performers at the Saving the Music Benefit Con-
cert March 1 at Nashville’s Ryman Auditorium.
Proceeds support VH1’s national Save the Music
campaign and will also help launch a music TV

erformance and educational program called
“Music Makers.” The taped concert will be edit-
ed into a two- or three-hour show expected to be
aired in early summer.

Several acts have already been confirmed to
perform at the 29th International Country Mu-
sic Fan Fair taking place June 12-16 in Nashville.
Those acts include Jessica Andrews, Terri Clark,
Clay Davidson, Keith Harling, Sonya Isaacs,
Toby Keith, Jerry Kilgore, Kathy Mattea, Neal
McCoy, Ronnie Milsap, new Lyric Street act Ras-
cal Flatts, Julie Reeves, River Road, Shedaisy,
Aaron Tippin, the Wilkinsons, Mark Wills,
DreamWorks newcomer Darryl Worley, and

Wynonna.

NASHVILLE POP: In the old days it was
Brenda Lee and Roy Orbison. Then it was
Kenny Rogers and Dolly Parton and the occa-
sional one-offs like the Oak Ridge Boys’ “Elvi-
ra” and “Achy Breaky Heart” by Billy Ray
Cyrus. Truth 1s, Nashville has always churned
out great pop music, beginning in the big-band
era with nationally kmown sengs like “Near
You,” by the Frances Craig Orchestra.

Today, Nashville’s music mill churns out
ready-made, one-size-fits-all pop hits on an in-
creasingly regular basis. This issue, two such
songs are poised to dominate the national pop
music charts, as Lonestar’s “Amazed” (BNA)
and Faith Hill’s “Breathe” (Warner Bros.) fin-
ish at No. 3 and No. 5, respectively, on The Bill-
board Hot 100 singles chart. Both tracks are for-
mer No. I’s on our Country Airplay chart.

The Lenestar track is the first single by a
country group to appear in the top 10 on the
Hot 100 since the Oak Ridge Boys hit with
“Elvira” in '81. Not since that time have two
Nashville releases kept company in that chart’s
top 10. In August ‘81, “Elvira™ competed in the
top five with Rogers’ “I Don't Need You.”

The commercial singles, obviously released
to stoke the Hot 100, have Lonestar’s song scan-
ning approximately 54,000 units to shoot 13-1
on Top Country Singles Sales, followed closely
by Hill's title, which sells 50,500 to jump 14-2.
Both pieces bowed on the country sales list last
week because of retail street-date violations.

All the hoopla over the release of the singles
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Lonestar, Hill Embody Country’s Pop Focus

gy WADE
JISSEN

apparently hasn't dampened the album market,
as “Breathe” gains 15% to bullet at No. 2 on the
Top Country Albums chart (see At a Glance,
page 19) and “Lonely Grill” gains 16% and clos-
es at No. 4. Watch for Hill's product to benefit
from a Feb. 21 “Inumate Portrait” segment on
Lifetime.

So what do you make of this new wave of
highly commercial country-to-pop crossovers?
Will it bring much-needed national attention
back to Nashville and help all Music Row ships
rise in its wake? Or will it merely weaken coun-
try radio’s listenership (especially time spent lis-
tening) and give non-P1 country listeners just
enough country to inhibit them from cuming
country stations? Your thoughts and comments
are welcome.

TOP HEAVY: As Tim McGraw’s “My Best
Friend” (Curb) controls No. 1 on both Country
Airplay and Country Audience for a second
week, the top of the former chart shows some
erosion in airplay. McGraw's title reigns despite
dropping 231 detections, and although Mark
Wills’ “Back At One” (Mercury) ascends to the
runner-up position, it suffers a loss of 123 plays.

Lonestar’s “Smile” (BNA) is also denied a bul-
let but finishes with a negligible dip of eight spins
and rises 4-3 on the Country Airplay chart.

Meanwhile, on the lower rungs of the chart,
several new artists appear for the first time, in-
cluding Lyric Street’s Rascal Flatts, RCA's Co-
ley McCabe, and Curb’s Tamara Walker.

Although the number of radio stations
streaming audio continues to grow, monthly
and weekly listening to Webcasts is flat. The lat-
est Arbitron/Edison Media Research Internet
study shows 10% of respondents listened to a
station online in January, the same level as July
1999. It also found 4% listened in the previous
week, also a static number compared with six
months earlier.

Frustration may be hurting the growth of on-
line listening, the study showed. More than a
quarter of Web users say negotiating through
media players makes listening difficult.

Radio is also having a difficult time convert-
ing listeners into Web site viewers. Although In-
ternet usage continues to grow rapidly, only 6%
of those surveyed had visited a radio site in the
previous week. That is, however, double the rate
it was six months earlter. The growth rate for
monthly usage was not as dramatic though.
While 11% of survey respondents said they had

Study Shows Online Listening Growth Slowing

been to a station site in July "99, that figure had
grown only to 14% in January.

The study also shows Internet-only stations
are as popular as streamed broadcast outlets. Of
the 34% of Internet users who have listened to
streamed audio, 22% had listened to Internet-
only audio, while 21% had listened to a tradi-
tional radio station’s streamed programming.
When asked which they listened to more, 56%
said they spent more time with Internet-only
stations, while 33% opted for streamed radio
stations.

The study also finds that radio is the top com-
panion to Web usage: surfers are more likely to
listen to the radio than listen to CDs, talk on the
telephone, or watch TV.

Despite dramatic growth of Internet usage
among African-Amencans and Hispanics, both
groups are still less likely to be online than
whites, according to the study.

FRANK SAXE

N THE ROW

CMA Promotes
Dudiey, Murray

The Country Music Assn. has promoted Bo-
bette Dudley to senior director of events and pro-
gram development and Rick Murray to senior
director of strategic marketing. Bobette had been
director of events and program development.
Murray was director of strategic alliances.

Glenn Noblit joins Young-Qlsen & Associates
as national promotion manager. He previously
was promotion manager for Marco Promotions,
where Tammy Lovett replaces him as promotion
representative. Prior to founding Grass Roots
Promotions in 1997, Lovett was West Coast re-
gional for Step One Records.

The Country Music Hall Of Fame and Muse-
um has received a $150,000 grant from the David
and Luale Packard Foundaton. It will be used to
support the first phase of digitizing and pressing
the museum’s massive collection of recordings,
films, photographs, sheet music, interviews, doc-
uments, and artifacts. The total project, which will
take about five years, will cost an estimated $2.5
million.

CMT will sponsor the first Country Music
Marathon, which is expected to attract 14,000
runners from around the world, April 29 in
Nashville. The marathon will feature 26 live
country acts along the 26.2 mile course, and a ma-
jor country artist yet to be named will perform at
a post-race concert at Gaylord Entertainment
Center. The marathon benefits the Leukemia So-
ciety of America and is expected to raise more
than $10 million. CMT is promoting the
marathon on-air through PSAs and upcoming
CMT Beat news segments. CMT’s fleet of six
multimedia trucks is currently promoting the
marathon across the country at fairs, festivals, con-
certs, and spedal events.

COUNTRY AIRPLAY MONITOR FEBRUARY 25, 2000

3



Saying radio will no longer hand its content
over to Internet providers for free, many
broadcasters are rejecting a new effort by
America Online to team with radio. Launch-
ing its “Radio Partner” effort to a crowd of
GMs and radio salespeople gathered in Den-
ver for the Radio Advertising Bureau’s annu-
al conference, AOL asked radio to offer its au-
dio. “You'll be able to drive traffic to your Web
site,” said Charles Warner, AOL VP of inter-
active marketing. “It's a partnership, not an
exchange of dollars.” Few details of the pro-
gram were revealed, but broadcasters by and
large rejected it, with a clear majority of the
more than 2,500 attendees walking out on
Warner.

BY FRANK SAXE

212-535-5258 « fsaxe@airplaymonitor.com

“We reach 260 million people a week; it
seems the challenge is for our industry to get
the economic benefits,” challenged Emmis
CEQ Jeff Smulyan, who is among the broad-
casters still stinging from deals cut with Broad-
cast.com, which later merged into Yahoo!. “We
gave our content to Broadcast.com, and they
got $5 billion out of it. What do we get out of a
partnership with you? Does the economic ben-
efit go to us or you?” scolded Smulyan, who is
spearheading a radio-industry initiative to
launch its own Internet service provider, simi-
lar to Broadcast.com.

RAB president/CEO Gary Fries admitted
the industry “almost stayed too long just in
the radio business” and urged stations to con-
vert their sales forces into multimedia mar-
keting teams. “Any station that doesn’t unite
Internet relationships into its programming
would be foolish,” he said. According to BRS
Media, 3,025 stations were Webcasting as of
Jan. 25.

The mood at the Denver show was marked-
ly different than in previous years, when con-
solidation job stress overshadowed conversa-
tion. Fueled by RAB’s release of figures
showing the industry took in a record $17.7
billion in ad revenues last year, many are once
again focused on making money.

CAPITOL: NAB GOES TO THE HILL

Radio broadcasters asked Congress to block
the FCC’s decision to license hundreds of low-
power FM stations. “The FCC has rushed to
Judgment by substituting social engineering
for rational, prudent policymaking %y adopt-

Radio Rejects AOL Offer At RAB Meet

ing a service that lacks any benefit that out-
weighs the substantial costs that will be pro-
duced,” NAB president/CEO Eddie Fritts told
the the House Telecommunications Subcom-
mittee at a Feb. 17 hearing. The hearing was
held on a bill sponsored by Rep. Michael Ox-
ley, R-Ohio, that would reverse the FCC deai-
sion; its co-sponsor list has grown to 113, and
Sen. Judd Gregg, R-N.H., has filed a similar
bill in the Senate.

FCC Chairman Bill Kennard, who de-
clined to appear, instead sent Bruce Franca, a
deputy chief in the agency’s Office of Engi-
neering and Technology, who told the sub-
committee that the FCC had taken “a conser-
vative approach,” in an effort to ensure that
low-power stations will not cause interference.
Franca also presented internal FCC engi-
neering studies aimed at refuting NAB docu-
ments detailing signal clutter. “We are con-
vinced that LPFM service ... will not
adversely impact reception of full-service FM
stations, nor will it affect that transition of
these stations to digital service.”

Bonneville president/CEO Bruce Reese,
however, told the panel LPFM will create “a
Swiss cheese coverage pattern” for existing
stations, whereby “millions of American lis-
teners will be subjected to additional inter-
ference.”

Meanwhile, the NAB has also won over the
support of House Speaker Dennis Hastert, R-
111, who lashed out at LPFM during a speech
before radio execs earlier this month. His sup-
port may ensure that the bill will work its way
through the House without wallowing in
committee. No matter what happens in Con-
gress, the courts may have the ultimate ded-
sion. The NAB has formally filed an appeal of
the LPFM ruling with the U.S. Court of Ap-
peals.

Eisewhere in Washington, one of broad-
casting’s biggest law firms is following its
clients’ example and merging. Fisher, Way-
land, Cooper, Leader & Zaragoza will merge
with Shaw Pittman to become one of D.C.’s
largest law firms. Fisher, Wayland was creat-
ed in 1934, the same year the FCC was es-
tablished.

CAPITAL: NOT ACCUMULATED

In an unusual move, Citadel announced it
is not merging with Cumulus Media. The state-
ment was in response to repeated stories in an-
other trade claiming the two companies are in
merger talks. Citadel says that those reports
“are unfounded and without basis and that
Citadel has no present intention to undertake
any such discussions.”

Liberty Media, which in Oct. 25 bought a
14% share of Emmis Communications, is ex-
panding its radio holdings. The investment
firm is buying a 20% stake in Corus Enter-
tainment, owner of 14 Canadian stations.

# PROMOGANDA

AN OVERVIEW OF RADIO PROMOTIONS * v JEFF SIlBERMAN

When A Professional Life Gets Personal

With Valentine’s Day a fresh memory, we
asked Promogandists about (ahem) personal
relationships at work, be it with fellow
employees, listeners, or others in related
industries. Response was evenly divided
between those who have had problems with
this in the past (that have since been correct-
ed) and those who don'’t consider this to be
a problem at all. Policywise, 70% said such
relationships are OK as long as there’s no
dating at the station or at station events. The
remainder even allow staffers to bring dates
to station events, as long as it doesn’t inter-
rupt their duties.

Therein lies the rub, so to speak: “In co-
worker dating, silence is the best,” says a
country panelist, who, like everyone else,
didn’t want to be identified when discussing
this, er, touchy issue. “Co-workers dating
need to act professional and keep their
romance hush-hush, as it often becomes a
problem when co-workers act like boyfriend/
girlfriend,” says a country panelist. “I have a
part-timer who is dating another part-time

Jock, and [they] often work station events

together. It becomes a real problem when
the two cannot act professional. Sometimes 1
feel like I'm interrupting their date when we
are on-site at events.”

Apparently, this problem is more preva-
lent among interns, so a modern AC station
has instituted official rules of conduct. “We
created it for both their protection and the
station’s, fand it] is read aloud at intern ori-
entation each semester and signed,” says the

TOPICAL BAROMETER

IW LW TOPIC
1 3 pring-break promos
2 2  Internet/Web sites
3 4  Income tax day (April 15}
4q 9  The Oscars
5 — Warm-weather trips
6 5 Grammy Awards
7 — St Patrick’s Day
8 — Live pro wrestling
9 6  Station concerts

10¢ — ACM Awards

HOTTEST NEW MOVIES: "Hangin' Up,”
“Scream 3,” "The Beach,” "Mission To Mars,”
"Pitch Black,” “The Tigger Movie,” "Magnolia”
HOTTEST NEW TV: "Who Wants To Marry
A Multi-Millionaire?” "Friends,” "ER,” "Once And
Again,” "The Sopranos,” "Will & Grace”
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Artist.  CHER, LOU BEGA, C NOTE
Venue:  Freedom Hall Coliseum, Loulsville, Ky.

Date(s). Feb.9 Gross:  $754,640
Att. 12,561 Capacity: 15,510
Artist:  ELTON JOHN

Venue:  Crown Coliseum, Fayetteville, N.C.
Date(s). Feb.5 Gross:  $408,056
Att. 10,216 Capacity. sellout

Artist:  ZZ TOP & LYNYRD SKYNYRD

Venue:  Freedom Hall Coliseum, Louisville, Ky.
Date(s): Feb.8 Gross:  $341,567
Att. 11,116 Capacity: 13,000

Artist:  ELTON JOHN

Venue:  Carolina Coliseumn, Columbia, S.C.
Date(s): Feb. 4 Gross:  $309,653
Att. 9,117 Capacity: sellout

Artist:  ZZ TOP & LYNYRD SKYNYRD, LAIDLAW
Venue:  Pepsl Arena, Albany, N.Y.

Date(s): Jan. 25 Gross:  $297.211

Att. 8,899 Capacity: 10,000

to Amusement Business call 1-800-999-3322.

amusement BONSCDRE

TOP 10 CONGERT GROSSES

Artist:  ALAN JACKSON, LONESTAR
Venue:  Conseco Fieldhouse, Indianapolis
Date{s): Feb. 11 Gross:  $286,470
Att. 11,004 Capacity: 13,000

2Z TOP & LYNYRD SKYNYRD

Freedom Hall Civic Center, Johnson City, Tenn.
Feb. 11 Gross:  $278,530

7,958 Capacity: sellout

Artist:
Venue:
Date(s):
Att

Artist  ZZ TOP & LYNYRD SKYNYRD

Venue:  Von Braun Civic Center Arena, Huntsville, Ala.
Date(s): Feb.9 Gross.  $269,867

Att. 7,862 Capacity: sellout

Artist:
Venue:
Date(s):
Att.

ALAN JACKSON, LONESTAR

Charleston Civic Center, Charleston, W.va.
Feb. 12 Gross:  $268,339

10,850 Capacity: seliout

Artist: DENNIS OEYOUNG

Venue:  Rosemont Theatre, Rosemont, II.
Date(s): Feb. 12 Gross:  $257,255
Att. 4,270 Capacity: seliout

Copyrighted and compiled by Amusement Business, a publication of Billboard Music Group. To subscribe

promo ace. “But it depends on the situation
and the level of maturity involved. While we
don’t seek to control anybody’s life when
they're ‘off the clock,” I have taken an intern
aside and spoken privately about inappro-
priate behavior. Usually I'll stress that they
should treat an internship like a four-month
interview. They have an opportunity to make
a lasting impression on lhe right people, and
you want it to be positive.”

In fact, 63% of the panelists have had their
own personal affairs with fellow employees
to widely varied results

On the one hand: “Where else can you
meet someone who understands what you
do and the hours you work?” asks one pan-
elist. “We have quite a few married couples
and people who are dating here. I've been in

arelationship with someone at my station for
three years. It’s most important that you
always, always, always behave professionally
at all times. The last thing you want is some-
one saying you are giving that person special
treatment or the opposite.”

“I found my wife while working a station
event,” says a panelist. “As long as you are
professional while at work, there is no reason
you can’t talk to people afterward.”

“There is a line to draw here,” says a pan-
elist. “If you're in [a relationship] and don’t
feel it [affects] your life professionally, even if
you are in the same business, I say, ‘So be it.

Itis nobody’s business but your own.’ Radio l

and media are so immediate that everyone
knows everything anyway, so why run and
hide?”

On the other hand: “I once dated a co-
worker, and it was terrible,” says another. “All
he talked about was work and people at
work. Quite frankly, it was a boring relation-
ship. The breakup was uncomfortable. It’s
also never easy for anyone, especially your
co-workers.”

“You have to separate business from your
personal life,” adds a panelist. “When my
boyfriend worked for a concert promoter, 1
didn’t promote concerts that weren't right
for my station. Business is business.”

Try to keep [dating] to people who don’t
directly work with you,” says another ace.
“Someone at a sister station is usually OK.
Just remember, if all hell breaks loose, you'll
still have to face that person every day.”

QUICK HITS

Modern rock WPLA Jacksonville, Fla.,
which has created a screen saver around Net
head/jock Klinger, is now teasing listeners to
watch its Web site for the Klinger Witch Pro-
ject. “There’s a still shot on Klinger’s page
now,” says Tina Brandao. “Next week, there
will be a 60-second trailer, and in two weeks
we'll have the full-length 10-minute movie.
Listeners are crazy about it!”

Country WGNA Albany, N.Y,, staged a So
You Want to Be a Man With Hair game on
its morning show. The grand prize was a
hair-replacement-system prize package.
Hosts Sean and Richie asked five questions
of each contestant. One correct answer won
a comb, two correct answers won shampoo/
conditioner, three correct answers won a
hat, four correct answers won a Chia pet,
and five qualified for the grand prize plus a
pair of pro wrestling tickets and a trip to
New York. Hair today but gone tomorrow
is Dick Stark.

With the UConn women's basketball team
at the top of the national rankings, modern
AC WTIC-FM Hartford, Conn., held a No.
1 Weekend, during which it played No. 1
songs from the ’80s and '90s and listeners
won tickets to see the team in action. Tris-
tano Korlou scored big on this one.

Rhythmic top 40 KLUC Las Vegas contin-
ued its Y2Flyaways, as listeners won a
Blaque CD and qualified to win a trip to see
the group live in concert anywhere in the
world. Vanessa Thill flew the coop on this
one.

Want to participate? E-mail your best promotions
to jsilberman@airplaymonitor.com.
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NOT IN
THIS
COUNTRY.

At Daniels Country Radio Resources, we don’t do one format one
day. And another the next. All we do is country. Plus, we don’t give
you cookie cutter solutions. We work with you to create a unique
program and sound that fit your market and your station. So that we
can help build your audience. And keep it. We have the experience

and expertise to get the job done. Simple as that.

danielscountryradio resources

It's what we do. It's all we do.

Call Larry Daniels at 480-491-9952 or e-mail at dcrr@ix.netcom.com




How Radio Vets Found Their Web Jobs And You Can, Too

Continued from page 1

Associated Press, didn’t foresee this change ei-
ther. She was contacted by a recruiter, al-
though, ironically, she’d been involved before
through her former employer SW Networks,
which had a strong Internet orientation as far
back as 1994-95. Similarly, both Farber and Ful-
mer became involved with the Internet
through MTV.

But Zapis says he “always had a fascination
with new technology and the application of
technology to business problems.” Zapis,
Bendat, and Leven—who also had a connec-
tion to new tech-
nology as one of
the pioneers of
Virtual Radio—
all set out for the
Internet when,
as Leven puts it,
consolidation
made radio “a
business I wasn’t
going to be able
to be in.” And
Barnes became
fascinated with
the Web in 1995 and was quickly involved in
business development projects for Internet-re-
lated companies, in addition to his radio work.
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BALDASSANO

WHAT YOU HAVE TO OFFER

But even if you weren’t there in 1995, you
still have a lot to offer on the Internet. “That’s
one of the true, honest-to-God secrets about the
Web,” says Barnes. “No matter how [nontech-
nical] you are, you have a lot more value online
than you believe you do.

“The skill sets are highly complementary,
particularly if you look at what a PD is sup-
posed to do, which is really to facilitate and de-
fine the customer’s experience,” Barnes adds.
“So many Internet companies struggle with
creating an experience that's engaging, or
‘sticky.” Well, that’s what PDs have done forev-
er—we've been all about fighting button
punching.”

“The broadcast model of niche marketing
and knowing how to reach listeners is very at-
tractive to Internet companies,” says Baldas-
sano. She also notes that “most of the other
companies that are doing broadcast . . . have
people from the music business or cable. They
don’t have a lot of radio people on staff who
have been programmers.” That, she adds,
gives programmers an advantage, albeit a less-
ening one as more radio people make the
move.

“Radio-programming skills are some of the
most important and transferable skills to other
mediums,” says Farber. “You’re audience-fo-
cused. You're building brands, whether it’s 99X
or Z100. And at radio, you come into contact
with labels, concert promoters, publishing com-
panies, and all difterent facets of the record in-
dustry. You get a sense of how the industry
functions.”

“You need expertise at a company in every
discipline. You need marketing and sales skills,
which most of these companies don’t have,
and all the other administrative skills that own-
ing a radio company teaches you,” says Zapis.
“I was lacking in the technology, but fortu-
nately the founder of that company has that
covered.”

“People say, ‘I don’t know HTML and CGI,
and you don’t really need to. You need to know
how people think and feel,” says Barnes.

THE LEARNING CURVE

Which doesn’t mean that understanding
the technology isn’t at all important. Fulmer
says that even an Internet radio programmer
“has to know certain technological issues”
that influence your programming decisions.
“You can’t operate in a vacuum in this world.
When you do this, you're involved in every-
thing.”

It’s also helpful, Lindahl says, if you're
“comfortable with ambiguity, and if you like an
environment where you wake up in the morn-
ing thinking you’re going to do one thing but
end up doing another and where you can be
comfortable with the notion that you get in-

stantaneous feedback about what you're do-
ing.

A hittle programming flexibility helps, too.
Many of the folks we interviewed compare In-
ternet radio to the early days of FM, and that
analogy applies not only to technology but
programming. Barnes foresees heavily inter-
active channels that segue from Metallica to
opera, depending on who'’s logged on at the
moment. In fact, VH1 at Work, one of the
channels that most resembles conventional ra-
dio with heavy production and even a live jock
in afternoons, is already capable of “Carole
King and Metallica back to back,” says Cham-
bers. “The first thing you have to do is broad-
en your horizons. It was very exciting to me to
be involved in all kinds of music, not just mod-
ern music or adult pop or whatever,” Fulmer
says.

MAKE THAT MOVE

So you recognize the Internet as the place
you want to be. Now what? Several intervie-
wees are already swamped with calls from
friends eyeing a similar move, to the point
where one says he fears a brain drain at con-
ventional radio. “The people who are in a great
environment and are challenged and able to
make a contribution every day don’t have to
worry about [the durability of conventional] ra-
dio,” adds Lindahl. “Those who aren’t in that
kind of environment and would like to pursue
something in the Internet should know that
there are large numbers out there already do-
ing so.”

But both Zapis (lee@everstream.com) and
Leven (jlevenl672@aol.com) are looking to
hear from readers. And Zapis is surprised he
hasn’t been called more. “I don’t know if'it’s
from fear and they’re not risk-takers. The
people we talk to seem to be younger and look
at this as a way of making a name for them-
selves and getting in on the ground floor,” he
says.

“Talk to everybody you know that works in
the dot.com companies. Learn as much as you
can about them,” says Fulmer. Baldassano and
Barnes both encourage job hunters to look be-
yond radio or music sites to other topics that in-
terest you. He and Bendat both suggest click-
ing that “jobs” box that is found on most Web
sites. Zapis suggests going to Internet confer-
ences and also reading the newsletters that
cover Web audio (i.e.,, Streaming Media
[streamingmedia.com] and Radio and Internet
Newsleiter [www.kurthanson.com/index-rr.
htm]).

Baldassano also suggests two books, “Cus-
tomer.com” by Patricia Seybold and Seth
Godin's “Permission Marketing,” as well as con-
sumer magazines Fast Company and Industry
Standards, which will help you identify com-
panies that are staffing up. She also suggests
general job sites (e.g., hotjobs.com) and the
new-media association in web-savvy cities like
New York or Boston and combing the Directo-
ry of Executive Recruiters to form as many re-
lationships with Web-related headhunters as
you can.

It’s also a good idea, say interviewees, to be
involved with your own station’s Web efforts.
And there’s always doing it yourself. While
Bendat, Zapis, and Leven had some ready cash
from their station sales, W|LB’s Saunders says
anybody can launch a Web site for $5,000, al-
though, he points out, having the money to
ramp up and to adequately promote yourself
are not the same thing. Even with a budget,
Bendet now believes, the dot.com world is so
saturated that it’s easier to partner with exist-
ing brands than to launch one.

Farber suggests making yourself a student of
the Internet and developing a “point of view”
about the online music business. And soon.
“Before long, it’s going to get to the point
where people who don’t have Internet experi-
ence have no value,” he predicts. And Lin-
dahl’s advice to stations contemplating Web-
site development also applies to job hunters: “1
urge people to just do something. The com-
pletely wrong thing to do with the Internet is
to just do nothing or wait until you get the full
solution.”
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WKLB Programmer Mike Brophey Finds

Success For Country In Chilly Northeast

Hidden beneath WKLB Boston’s recent 2.8-
3.5 12-plus gain in the fall Arbitron book is an
even bigger success story. According to PD Mike
Brophey, the station’s 12-plus cume was the
highest i its history, and WKLB was top 10 in
its 25-54 target demo in all major dayparts and
weekends for the first ime. Plus, its 10'/>-hour
time spent listening average was an hour ahead
of national norms for the format. This despite
the fact that “Boston is not that accepting of a
country format,” says Brophey, “so the headway
we've made has been great. I think we’re on our
way to becomning a heritage radio station.”

Brophey joined WKLB as PD in 1996 after
having been APD/MD/p.m. driver at WXTU
Philadelphia since 1984. Since his arrival in
Boston, the station has been very consistent in its
programming, something Brophey credits for
the recent ratings increases. “Since I got here
we've been very tightly programmed,” he says.
“Musically, we run a fairly ught list. We are very
mainstream in our presentation.” The station is
consulted by Gary McCartie.

One place where WKLB stands out from

I think we’re
on our way lo
becoming a
heritage radio
station’

»

Mike Brophey
Program Director
WKLB Boston

Owner: Greater Media
Ratings: 3.0-3.2-2.8-3.5

other country stations is in its large helping of
"80s gold. “We try to do an 80s song about twice
an hour,” says Brophey. With artists like Eddie
Rabbit, Kenny Rogers, Juice Newton, and Crys-
tal Gayle in the mix, Brophey says, “familiarity is
the key to success. To eliminate them would be
ridiculous. Music test after music test, we see the
strength of that era, and we see it, believe it or
not, with some of the younger demos.”

Familiarity is key in Boston, Brophey says, be-
cause “the listener is so active we have to give
themn hit after hit. You can’t give them a tertiary
and expect them to sit through that.”

While the music mix varies by daypart, WKLB
is about 60% current and recurrent to 40% gold.
In mornings, it’s doser to 50/50. While Brophey
dips back mainly to the late ’80s for gold, there
are some selected older titles in the mixsindud-
ing some late-’70s Charlie Rich titles and, of
course, some even older Patsy Cline songs.

Here’s a recent hour: Martina McBnde, “1
Love You”; Alan Jackson, “Chasin’ That Neon
Rainbow”; Dixie Chicks, “Cowboy Take Me

Away”; Willie Nelson, “On The Road Again”;
Randy Travis, “A Man Ain’t Made Of Stone”; l
Faith Hill, “Wild One”; Wade Hayes, “On A
Good Night”; Clint Black With Steve Wariner,
‘Been There”; Garth Brooks, “Somewhere
Other Than The Night”; Chely Wright, “It
Was”; the Judds, “Give A Little Love”; George
Strait, “The Best Day”; Tim McGraw, “Refried
Dreams”; and Alabama, “Sad Lookin’ Moon.”

There are several things about the Boston
market that make programming a country sta-
tion a unique challenge because of what
Brophey calls the format’s “checkered past”
there. For starters, he says, “in the real power
era of the format in the early *90s, there was no
country station in Boston.” That means he has
to be careful with gold titles, because “a lot of
these songs, as good as they were, weren't [ever]
currents in this market. Achy Breaky Heart,’ for
example, which shows huge burn in other mar-
kets, has no burn in this market and tests
through the roof with passion scores.’

Of course, Boston later went from having no
country station to having two fierce competitors.
Ever since rival WBCS’ mid-'90s demise. howev-
er, Bropliey says, “we’ve been able to concentrate
more on good radio instead of guerrilla radio.”

Nevertheless, like most Northeast markets,
country is not a top-of-mind format for most lis-
teners. “There is no question it’s an uphill batle
in this market making people familiar with this
format and breaking stereotypes,” Brophey
says. As a result, “we have found we have to stay
away from songs that show this format in a po-
tentally bad light . . . We are very concerned
about the Bubba image of the format.”

Recent examples of songs WKLB has passed
on are Kenny Chesney’s “She Thinks My Trac-
tor’s Sexy” and Montgomery Gentry’s “Daddy
Won't Sell The Farm,” thanks to a line in the
lyrics about being “downwind from the hogs.”

“Our mission is to keep people in the mood
more often and for a longer penod of time to Lis-
ten to country,” Brophey says. “Other than the
music we play, we sound like every other station
in Boston,” with a “hip jingle package” and pro-
duction that is “uptempo” and “in your face.”

WKLB may have benefited from the flip of
WCAV Brockton, Mass., from country to R&B
late last year. While Brophey says that station
leaned older with a more classic country pre-
sentation, WKLB still tried to recruit its audi-
ence with spots on WCAYV a week before the
format change inviting listeners to switch to
WKLB.

While the country format can certainly be de-
scribed as being on the downward end of a ¢y-
cle in the rest of the country, Brophey says, “In-
terestingly enough, I don’t feel in Boston the
format is in the doldrums. It continues to grow.
We have our own kind of niche in this town.
The music that we play we’re very selective
[about, and] the research we do gives us the
knowledge that we're right on target.”
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