The Network Forty

“We're very bullish on 1992, and
very bullish about our radio sta-
tion. I've personally been
involved in Top 40 radio for 30
years, and [ have a strong belief in
the format and what it can do.”
That was how the conversation
concerning the state of Top 40
began with KPLZ Seattle GM
Shannon Sweatte, and he was
only the tip of what proved to be a
very positive iceberg. In an
attempt to better understand the
economic stresses effecting Top
40 programming in 1992, and
what's in store for our future; The
Network Forty spent some time
talking with Sweatte, as well as
WAPW “Power 99" Atlanta GM
Bill Phippen, Mid-Continent
Radio (Owners of KDWB Min-
neapolis and WZEE “Z104” Madi-
son) VP/CEO David Martin,
WFELY “FLY 92" Albany GM John
Kelly, and KSND Eugene GM Jan-
ice Burlesen.

One obvious factor in discus-
sions with each of these people
was the lack of a "quick fix" atti-
tude. Each of the radio stations
represented has been in the for-
mat for a number of years, and has
no plans to abandon it. “I believe
in the market our format reaches;
a variety of people from 12-40
years of age, people who have
incredible buying power,” says
Sweatte. “They spend a lot of
money, and it's our job to tell that
story to our advertisers. My job is
to build a sales staff who believes
in our product, and let them go
out and talk about it. Top 40 will
always do well. Of course there
will be ups and downs, but that's
just the cyclical nature of our
business and our economy.”

The awareness of this busi-
ness cycle is prevalent among
these long-term winners. John
Kelly, GM at Albany's FLY 92,

speculates, “The Top 40s who
stick it out will probably do well.
When we were competing against
WGFM (now WGY-EM, an Oldies
station) we were killing each
other. Now, because we're the
heritage station in the market
we're doing well. We're looking
at being overachievers in the
future. I attribute a great deal of
our sucecess to the fact that we've
hired great people, and hung on
to them for a long time.”

It's not just a major, or large
market story either. KSND Eugene
is a Top 40 station in “market
number 145, Our population is
about 290,000,"” says GM Janice
Burlesen. “Last year our direct
local sales were up; it's nationally
where we took a hit. What hap-
pened is, agency buyers have
moved away from mass marketing
and concentrated on niche mar-
keting. That hurt Top 40 since its
strength lies in reaching a large
cume and a diversified audience
Top 40 will survive though,
through its ability to adapt to cur-
rent conditions. We'll come back
strong, and I think we’ll come
back very soon. This period we're
in is very reminiscent of the late
70s, just before Top 40 exploded
in the early B0s. *

WAPW GM Bill Phippen is
adamant about Top 40’s need to
be creative. “I was a Top 40 [sales]
manager before I came here, in
Phoenix, and from that experi-
ence, there was one thing I was
bound and determined to do
when [ got here — develop a pro-
gram-driven radio station. Product
had to come first. That deesn't
necessarily mean we don't do a
lot of promotions, but we do them
based on creative ideas. It's
impossible at Power 99 for a sales-
person to go out and give away
the station.” If necessity is the












