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THE STORY BEHIND
THE SWEEP

The numbers tell you who
won . . . R&R’s quarterly
“Ratings Strategy Review”
tells you how. Check out the
results of our exclusive,
225-station-strong spring
survey for revealing data on:
o Outside media usage
o Direct mail
@ Popular prizes
e Top imaging slogans
Plus: ratings breakouts from
the Top 100 markets.

Page 29

B

TUCKER’S SURVIVAL
GUIDE

Thriving in today’s constantly
changing business environment
requires successful information-
gathering techniques. Innovation
expert Robert Tucker explains how
to stay abreast of change . . . and
ahead of the pack.

Page 70

TALKIN’ ’BOUT
A REVOLUTION

The vast changes taking place
in sales and marketing amount
to nothing less than an
advertising revolution. Chris
Beck details nontraditional
strategies that can turn
potential losses into profits.
Also included: Beck's “Ten
Sales Predictions For The
'90s.”

Page 32

B/EZ-TO-AC RECAP

Over a dozen major market stations
flipped from Beautiful Music/Easy
Listening to AC in the past year,
hoping to attract younger, more
saleable demos. Mike Kinosian
analyzes the results.

Page 106

- STATIONS TAKE RAP
FOR ADS

Dealing with musically incompatible
commercials has always been a
thorny issue at image-conscious
AORs. The recent Taco Bell
campaign starring Young MC made
more than a few PDs nervous —
especially when negative calls
began to light up switchboards.
Page 108

Newsstand Price $6.00

EXCLUSIVE RESULTS

Gannett Transfers PDs

Richards Moves To KIIS, Hallam To KKBQ

Bill Richards

First Annual R&R Sales
Management Survey

The Reagan administration’s
lifting of the 18-minute spotload
ceiling apparently hasn’t gone
to broadcasters’ heads — the
average station plays only 11.4
minutes per hour. This and
other exclusive results, cover-
ing spotloads to salaries by for-

Baldassano
Becomes ABC
Networks VP/
Programming

Eo”

Corinne Baldassano

Corinne Baldassano has been
named VP/Programming for
the ABC Radio Networks. She
replaces Tom Cuddy, wholeft in
March to become VP/Program-
ming at Cap Cities/ABC’s
WPLJ/New York.

She’ll oversee the network’s
Entertainment Programming
Department, the Tour Market-
ing and Merchandising Di-
vision, and ABC Watermark,
which produces “American Top
40” and “American Country
Countdown.”

Division President Robert
Callahan stated, “Corinne is
smart, energetic, and creative.
Her diverse radio experience
will bring valuable insight to
key programming decisions.”

“This is a wonderful oppor-
tunity to put all the experience
I've gained over the years inra-
dio programming, sales, and
management into a challenging

BALDASSANO/See Page 65

mat and market size, can be
found in R&R’s “First Annual
Radio Sales Management Sur-
vey”’ of 1000 top radio stations.

Among other highlights:

o Stations place a premium
on sales training and develop-
ment, with 93.4% saying they
conduct in-house sales training.
And nearly 60% of stations em-
ploy an outside sales consultant,
while close to 80% provide off-
site training.

e On average, minorities
comprise 12.9% of a station’s
sales staff, while women make
up 53.4%. Not surprisingly, Ur-
ban outlets hire a larger propor-

tion of minorities (69.5%). In-
terestingly, Country sales staffs
have more minorities than AC
outlets do (11.7% vs. 8.3%).

e Nearly two-thirds of sales-
people are under 35 years old.
Another 30% fall in the 3549 cat-
egory.

o Slightly more than 93% of
all stations use a rep firm. With
the recent trend toward rep con-
solidation, only 57% of major
market stations (1-50) say their
station is the only one in the
market represented by their

rep.
For further details, see Page
17 of this week’s R&R.

Digital Dominates
NAB Radio 90

Delco Pushes Full Steam Ahead

On Radio Data System

Smart car radios that provide
listeners with digital data read-
outs as well as music probably
will be in widespread use within
five years. That’s the prediction
of engineers attending NAB’s
“Radio ’90” convention in Bos-
ton this week. The technological
future of the industry and its
embrace of digital broadcasting
are the prime topics of discus-
sion at the conference, which
kicked off with engineering ses-
sions at the Hynes Convention
Center.

“More than any time in our
industry’s history, our current
technological agenda of priori-
ties will affect all of us — in all-
sized markets, AM and FM, in
every format. DAB looms in
front of us as either a threat ora
new, incredible opportunity,”
commented NAB Radio Chair-
man David Hicks in a welcom-
ing statement.

RDS Test Sites

Dor<ns of engineers were on
hand Tuesday (9/11) to discuss

the latest developments in radio
data system (RDS) technology,
which uses FM subcarriers to
digitally broadcast additional
data such as news headlines or
traffic information. The system
is being used extensively in
Europe, where it was devel
oped, and tests are currently
underway in several U.S. loca-
tions.

NAB/See Page 65

Dene Hallam

Gannett has transferred
KKBQ/Houston PD Bill Rich-
ards to a similar spot at KIIS-
AM & FM/Los Angeles. He re-
places VP/Programming-
Station Manager Gerry
DeFrancesco, who recently left
to join Pyramid’s WSN1/Phila-
delphia as VP/OM.

KCMO-AM & FM/Kansas Ci-
ty Director/Operations & Pro-
gramming Dene Hallam re-
places Richards as KKBQ PD.
Hallam had originally resigned
to accept the PD post at KRSR
(Star 105)/Dallas, but decided

to stay with Gannett.
) GANNETT/See Page 65

WB Promotes
Puvogel To VP

'

Kenny Puvogel

Kenny Puvogel has been ele-
vated from National Album
Promotion Director to VP/Pro-
motion at Warner Bros. He'll
remain at the label’s Burbank
headquarters, reporting to
President Lenny Waronker and
Sr. VP/Marketing & Promotion
Russ Thyret.

“Kenny’s extensive and dis-
tinguished tenure with Warner
Bros. makes this appointment
especially well-deserved,” said
PUVOGEL/See Page 65

FCC Audits Find Stations
Overpricing Candidate Spots

Broadcasters’ failure to fully
disclose their sales policies to
political candidates may ac-
count for the “widespread” vio-
lations of the FCC’s “lowest unit
cost” rule of political adver-
tising. The agency charged 30
radio and television stations
with such violations in a report
released Friday (9/7), based on
recent surprise audits of their
political files.

The report speculates that
“candidates’ strong motivation
to buy only [more expensive]
non-preemptible spot advertis-
ing may be attributed to a lack
of disclosure about a station’s
sales practices, particularly the
realities of preemptibility,
make goods, and other availa-
ble specialized discount pack-
aging programs.”

FCC AUDITS/See Page 66

Industry’s Largest Marketplace starts page 111
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Their new album.
Featuring the first track and video
“Thunderstruck.”

U.S. Tour garts October 31, 1990.

Mamidement. Stowirt Yueng Steve Rarneld

On Afco.




8

1990 Tommy :le) 4 MusIc, Inc,

www_americanradiohistorv com

THHINA
HE NEW SINGLE

FROM THE NEW ALBUM

HACK
PRODUCED BY
FRED MAHER AND
INFORMATION SOCIETY
MANAGEMENT:
SCOTT MEHNO/ BANG
COMMUNICATIONS




Morgan Creek Music
Group Launched

Robinson Chairman/CEO;
Mazza, Kershenba‘um Co-Presidents

Jim Mazza, James G. Robinson, and David Kershenbaum

James G. Robinson, Chairman/
CEO of independent film company
Morgan Creek Productions, has
formed the Morgan Creek Music
Group. Record industry veteran
Jim Mazza and record producer
David Kershenbaum have been

Lind Set As
Group VP

At Capitol

Bob Li

WWMX/Baltimore VP/GM Rob-
ert Lind has added VP/Radio
Group duties with WWMX owner
Capitol Broadcasting Co. He suc-
ceeds Jon Coleman, who resigned
last month, and will remain in Bal-
timore as he oversees WRAL/Ra-
leigh, WRNL & WRXL/Richmond,
and WSTF/Orlando.

“We're excited to have someone
of Bob’s caliber lead the radio

LIND/See Page 66

e

Kenny To Jom
KJQY As VP/GM

Fiveyear CHR WYHY/Nash-
ville VP/GM Mike Kenny has been
tapped for similar duties at Com-
mand’s KJQY (Sunny 103.7)/San
Diego. His appointment at the
former B/EZ-turned-AC outlet
becomes effective September 24.
Shortly after Kenny’s arrival,
Legacy will take control of the
station. Former Noble Broadcast
Group Exec. VP/COO Norm Feuer
had been serving as interim GM.

Command President Carl Bra-
zell noted, “Mike is an outstanding
operator with a tremendous suc-
cess record. He’s the ideal man-
ager to guide Sunny 103.7 to new
heights.”

Kenny told R&R, “Sunny 103.7 is
a perfect station for San Diego; it
makes sense to call us ‘Sunny.’ I'll
be in Boston [at the NAB] talking
to potential PD candidates. Jay

KENNY/See Page 66

named Co-Presidents of the West
Coast-based entity.

With a reported working capital
fund of $100 million, the Music
Group will include a full-service
multilabel record company as well
as a music publishing operation, a
film soundtrack division, and re-
cording studio interests.

Robinson stated, “I'm delighted
to be in business with two of the top
creative and executive talents in
the music world. Our expansion in
the music industry reflects my ear-
liest plans to diversify Morgan

MORGAN CREEK/See Page 66

Nick Maria

Atlantic
Boosts Maria

To Sr. VP

Atlantic VP/Sales Nick Maria
has been named a Sr. VP. As he
joins Atlantic’s senior executive
staff, he’ll continue to work out of
the label’s New York headquarters.

Atlantic President/COO Doug
Morris commented, “During his 16
years with Atlantic, Nick has re-
peat=dly shown he’s one of the
most knowledgeable, experienced
sales executives in the industry.
Our ability to maximize visibility
and sales on any given release is
due to Nick’s street smarts and
consiimmate professionalism.”’

MARIA/See Page 66

Elektra Appoints
Promotion Executives

Morrow Urban Sr. Director; Silva Heads Midwest CHR

Elektra Entertainment has pro-
moted Joe Morrow from National
Director/Urban Promotion to Sr.
Director/Urban Music Promotion
& Marketing. Concurrently, for-
mer EMI Northeast Regional Pro-
motion Manager George Silva has
been named Midwest National Di-
rector/CHR Promotion. He re-
places Todd Cavanah, who re-
signed to join CHR WBBM-FM
(B9%6)/Chicago as MD/midday air
talent.

Morrow will be based at the la-
bel’s L.A. offices, reporting to VP/
Urban Marketing & Promotion
Doug Daniel. Silva will relocate to
Chicago and report to Sr. VP/Pro-
motion Rick Alden.

Daniel said, ‘“The Urban market
is in a period of extraordinary
growth and diversity. I feel for-
tunate to have someone as knowl-
edgeable and dedicated as Joe
overseeing this vital and exciting

WJLB Names
Hegwood PD

Urban WJILB/Detroit has named
two-year KHYS/Houston PD Steve
Hegwood to a similar post, effec-
tive October 1. He replaces James
Alexander, who is reportedly exit-
ing the Booth American outlet to
program WGCIE-FM/Chicago.

WJLB VP/GM Verna Green told
R&R, “We're excited to have
Steve.

Hegwood told R&R, ‘“I'm looking
forward to the challenge of main-
taining the highly rated WJLB.”
He’s previously programmed
KYOK/Houston and Milwaukee
stations WLUM and WNOV.,

sectar of Elektra’s business.”

“I saw the way George worked
with radio in Philadelphia and was
tremendously impressed,” said Al-
den. ““In those days I viewed him
as ‘the main competition’ in that
market, and I'd always hoped we
could work together.”

Morrow first joined Elektra in
1978 as West Coast Regional Urban
Promotion Director and went on to
become Urban National Sales Di-
rector in 1981. After executive posts
with Motown and Unlimited Gold
Records, he rejoined Elektra in
1986 as Regional Director/Urban

ELEKTRA/See Page 66

Acquawva Takes
WALK GM Spot

Peter Acquaviva has left the GM
post at WGMD/Rehoboth, DE for a
similar position at American Me-
dia AC WALK-AM & FM/Long Is-
land, where he replaces Ron Gold.

American Media President Alan
Beck commented, ‘[American
Media co-principal] Art [Kern]
and I are both excited about
Peter’s appointment. We believe
the diversity of skills he brings, in
combination with the best radio
staff on Long Island, spells con-
tinued success for the market’s
powerhouse radio station.”

Acquaviva noted, ‘“This is a uni-
que opportunity for me to join a
vital, growing broadcast company
at its flagship station. WALK’s tal-
ented people deserve credit for cre-
ating a radio station that’s known
and respected far and wide. I look
forward to working with all of them
and continuing the WALK tradi-
tion.”
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REMOTE POSSIBILITIES

Improved telephone facilities and satellite
technology have made live broadcasts more
popular than ever. WPY X/Albany morning
institution Bob Mason explains how the right
remotes can increase audience . . . and

profits.
Page 84
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NEWS

Schmidt Enigma
VP/Marketing

In his first offic:al capacity, new-
ly appointed Enigma Entertain-
ment COO Joe Regis (R&R, 7/13)
has named former Rhino Sr. Direc-
tor/Promotion Rich Schmidt VP/

Marketing.
Regis told R&R, “We’re out to
make Enigma a marketing-driven,

artist development-based record
company. We’ll develop campaigns
that will get noticed, with strategic
strikes in the face of enormous
marketplace competition.”
Schmidt added, “I love the irony.
I went from begging for adds to be-
ing begged for ads.” Prior to this
last stint at Rhino, Schmidt was
Windham Hill Preductions’ Nation-
al Promotion Director and Rhino
Director/Promotion & Publicity.

Maxwell Takes
VP/GM Post At
WCMS-AM & FM

WTAR & WLTY/Norfolk VP/GM
Dan Maxwell has been named VP/
GM at crosstown Country combo
WCMS-AM & FM. President/GM
Marjorie Crump remains Presi-
dent, but is giving up some of the
daily station duties. She’s owned
the station for 36 years with her
husband, George, who’s Chair-
man/CEQ of WCMS, Inc.

She commented, “I've wanted to
expand the creative side of what I
do, but just haven’t had the time.
Dan was my only choice for this
job. He’s a true broadcast profes-
sional — one of the finest on the
Eastern seaboard.”

Maxwell, who worked at WCMS
from 1972-77, said, “Who says you
can’t go home again? I had a great
13 years with [WTAR & WLTY
owner] Landmark Communica-
tions, but I can’t express the happi-
ness I feel to be rejoining George
and Marge Crump and the people
at WCMS. The opportunity to come
back to WCMS and its heritage of
36 years as a Country station is a
great one.”

Maxwell first joined WCMS as a
parttime air talent/newsman in
1972 while in college. Upon gradua-

MAXWELL/See Page 65

Rogers Named
VP At PGD

Rick Rogers has been named
VP/Field Marketing for PolyGram
Group Distribution. He was most
recently Sales Manager for TVSM
Inc., and was instrumental in the
launch of the cable publication TV
Entertainment. He’ll report to Sr.
VP/Sales & Branch Distribution
Jim Caparro.

Rogers will now oversee sales,
product and artist development,
jazz and classics regional man-
agers, the college rep program,
retail charts and reports, merchan-
dising, and media planning.

Prior to TVSM, Rogers was
Sales Manager at Time Warner
Inc. and Retail Sales Manager for
Hearst Publications.
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" KIIS radio made its mark in Radio history setting
records in the early to mid-80s, attaining number one in
virtually every demo from teens to 25 to 54. Then, we dis-
covered that other stations had been studying our success,
researching heavily, and
suddenly we had real " .
competition. We saw our At l( l lS " The
audience being eroded,

and we knew we had to ResearCh Grou p

do something about it!

When we began work- 4 "
W st [S OUr partner.
Group, we were (and still
are) being attacked aggressively. We needed expert strat-
egists with proven, effective tactics to help us maintain
and/or regain our position of dominance in the L.A. radio
market, and specifically, in the CHR arena. Their special
studies, particularly their Strategic Market Study and
Music Essence Test, have helped us to fine-tune our music
and revamp our programming and promotions to really
win. Their people are always available - sometimes it
seems like 24 hours a day - and they genuinely care about
Our Success.

Our first step goal was to regain our #1 18 to 34 and
#2 25 to 54 positions. The spring book saw that happen <
with lots more #1 and #2 positions in every key demo,
including 12+, and from teens to 25 to 54.* With the help

of The Research Group we'll better that record in books to
come."
Lynn Anderson
President/General Manager
KIIS-AM/FM, Los Angeles

* Spring 1990 Arbitron. AQH share, M-S, 6A-12M, MSA.

The Research Group develops the right information, then uses a special
system of strategic planning to help you win—-and stay strong—in tough, competi-
tive environments. Some managers may have the perception that using the best is
prohibitively expensive. With The Research Group, that is not true. Call today
about our availability in your marketplace and for prices which will fit your budget.

For more informaton, call Larry B. Campbell, President (206) 624-3888.

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY « SEATTLE, WA 98101 « (206) 624-3888
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The

Research
Company
of Choice

WAPW/Atlanta KFl/Los Angeles
KEZR/San Jose WHVE/Tampa
WPOC/Baltimore KISW/Seattle
WRVQ/Richmond  WMGN/Madison

WFMS/Indianapolis KLUC/Las Vegas

To discuss programming research options for
your station contact Vicki Mann or Mike Henry
at (303) 922-5600

_ = _ Paragon Research

The Research Company of Choice

All telephone based studies are conducted from Paragon’s internal WATS facility, The Research Center.
550 South Wadsworth Boulevard, Denver, Colorado 80226

www americanradiohistorv. com
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Sikes Says DAB
Is On The Way

Engineers’ Committee To Explore Development

FCC Chairman Al Sikes told an Institute of Electrical
and Electronics Engineers symposium that digital audio
broadcasting is definitely on the way. But while Sikes
wouldn’t predict when and how DAB would come to the
U.S. radio industry, one satellite DAB applicant displayed
a tiny antenna he hopes will make it a reality by 1993.

“I cannot tell you how many peo-
ple, or what percentage of the pop-
ulation, will expect CD-quality [ra-
dio] or what year [it will come],”
Sikes said at the Washington sym-
posium Thursday (9/6). “But the
audio world is moving in that direc-
tion.”

Later, in another IEEE session,
FCC Mass Media Bureau Assistant
Chief/Engineering William Has-
singer noted digital modulation
and any radio, TV, or cellular tele-
phone digital applications are ‘‘hot
topic(s)” at the Commission now.
But satellite DAB, he said, may be
the biggest issue to be resolved.
Two companies have already filed
to deliver DAB via satellite, but
NAB is fighting for DAB to be
strictly terrestrial in the U.S.

Antenna Previewed

Radio Satellite Corporation
Chairman/CEO Gary Noreen got
the engineers’ attention with a tiny,
simple antenna ‘‘about the size of a
tea saucer,” which he hopes con-
sumers will be using to receive his
ten satellite DAB channels by late
1993. The $20 car-mounted antenna,
already manufactured by Ball Cor-
poration, would be paired with re-
ceivers that Noreen expects to cost
about $100 more than current top-
line car radios.

Anxious to chart their own
course on DAB, engineering heads
from several radio groups and net-
works last week (9/5) announced

creation of the Committee for Dig-
ital Radio Broadcasting. Although
NAB is creating its own technical
advisory panel to study DAB, Gan-
nett Radio Division VP/Engineer-
ing Paul Donahue said the indepen-
dent group is “unencumbered by
the political process.”

A key goal adopted by the new
committee is to find out whether it
would be possible to develop a DAB
system “‘that will coexist with ex-
isting FM stations in the present
FM bands.” EZ Communications’
Bud Aiello told R&R several com-
paries are working on DAB pro-
posals which, theoretically, could
operate within the current FM
band without causing noticeable in-
terference to existing analog sta-
tions.

Other groups and nets repre-
sented at the September 5 meeting
included CBS, NPR, Shamrock
Broadcasting, Susquehanna Radio,
and Cook Inlet Radio.

Duggan Blasts FCC
Decision-Making Process

Freshman FCC Commissioner Ervin Duggan last
week criticized the Commission’s decision-making pro-
cess, which he said stifles innovative policy-making and
sometimes makes him feel like little more than a rubber
stamp for initiatives backed by Chairman Al Sikes.

“Under the Commission’s top-
down, one-option system,” said
Duggan, ‘‘commissioners are pre-
sented with one option — usually
that supported by the chairman —
and are asked to vote ‘yes’ or ‘no.” I
feel as though I'm being asked for
my obedient paw print. Having
been nominated by the President
and confirmed by the Senate, I feel

I should be doing more [to shape
FCC policy].” The junior commis-
sioner made his remarks during a
Thursday (9/6) brown bag lunch-
eon sponsored by the FCC’s Con-
sumer Assistance and Small Busi-
ness Division.

Duggan, a Democrat, emphasiz-
ed he doesn’t blame Republican

Root Will PIéad
Guilty To Fraud

Former communications attorney Thomas Root has
agreed to plead guilty to federal fraud charges stemming
from his work on behalf of an Illinois broadcaster.

In June a federal grand jury in
East St. Louis, IL indicted Root on
charges that he fraudulently ob-
tained $15,000 from  a client,
WRYT/Edwardsville, IL owner
Robert Howe, whom he repre-
sented in a civil suit.

Prosecutors alleged Root obtain-
ed a $15,000 check from Howe after
promising the money would be us-
ed to settle the case. According to
the indictment, Root then forged
the payee’s name on the check and
deposited the money in his own ac-

count. He was charged with bank
fraud, mail fraud, and interstate
transportation of stolen property.

Root is scheduled for sentencing
later this month in Washington,
where he pleaded guilty in July to
five federal fraud and forgery
charges that arose from his work
before the FCC. He’s also under in-
dictment in Florida and North Car-
olina on securities charges related
to his involvement with the Sonrise
Management Services radio in-
vestment firm.

Sikes for the flawed decision-
making process, which Duggan
said promotes efficiency over qual-
ity. Sikes, he said, simply inherited
the system.

Sikes told R&R he feels the agen-
cy’s policy-making process allows
for a wide variety of options to be
considered before the Commission
narrows the field.

Criticizes ‘Sunshine Law’

Duggan, who joined the FCC in
March, also criticized the federal
“sunshine law,” which is designed
to keep the policy-making process
as public as possible. Under the
law, no more than two commis-
sioners can meet together in pri-
vate to discuss policy matters.
Such limitations, Duggan said,
“impose an artificiality on the de-
cision-making process’ and ‘‘stifle
the robust exchange of ideas.”

Sikes said he agrees the ‘“‘sun-
shine law” stifles debate, but add-
ed that any review of the law would
have to be undertaken on a govern-
ment-wide basis.

On other issues, Duggan:

» promised to reemphasize the
public interest standard for broad-
casters, which he said has been ob-
scured by the past decade’s dereg-
ulation. He also hinted he would ap-
plaud legislation to reimpose the
three-year anti-trafficking rule;

e reiterated his reluctance to
punish broadcasters for indecency,
but urged the industry to exercise
the restraint and responsibility
that go hand-in-hand with freedom
of speech.
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~ Christian Saga Continues

In New England’s Sunshine

OSTON — The first hot deal emerging at NAB Radio

'90 involves Detroit deaimaker Ed Christian, whose

Saga Communications has purchased six Sun-
shine Group Broadcasting stations located in New
England.

Financial terms of the deal weren’t available at presstime Tuesday
(9/11), but the price is believed to be approximately $20 million — good
news for Sunshine’s sole shareholder, George Silverman.

Stations in the deal include WMGX & WGAN/Portland, ME; WZID &
WFEA/Manchester, NH; and WAQY & WIXY/Springfield, MA. Saga cur-
rently owns WNOR-AM & FM/Norfolk and seven other stations located in
the Midwest.

Waldron, Sillerman Seek Closing Extensions

an Waldron Broadcasting close its deals to buy

WWAKI/Kokomo, IN and KFAN/Fredericksburg, TX

for $12 million? We'll soon know the answer when
the latest in a series of FCC-approved filing extensions ex-
pire.

The Commission gave the Texas deal a green light last year, but the
closing never occurred. Waldron secured a series of extensions through
mid-August, then got another that's set to expire this week. A similar story
in Kokomo: the deal was approved last May, and the latest extension
deadline is October 1

Waldron is headed by educator H. Patrick Swygert, but all of its “non-
voting” stock is owned by Regina Goodwin — the wife of Philadeiphia
radio tycoon Ragan Henry, aiso involved in time-consuming deal closings
this year.

Meanwhile, the FCC has given Cathy Hughes and her Almic Broad-
casting until this week to wrap up the $6.5 million purchase of WWIN-AM
& FM/Baltimore from Ragan.

Also, Bob Sillerman and Carl Hirsch asked the FCC in mid-August for
a 60-day extension to close Legacy Broadcasting’s $32 million purchase
of WMJl/Cleveland and WYHY/Nashville from Jacor. Permission granted:
the new deadline is September 30.

Israel Surrenders His Empire

mpire Radio Partners Ltd. CEO Dennis Israel, who

has flirted with political ambitions in recent months, is

stepping aside and turning control of his radio chain
over to a new management company, TBH Broadcast Man-
agement Inc.

The new group also will purchase — for an undisclosed price — Israel's
general partnership stake in the stations, which include WGY-AM &
FM/Schenectady, NY; WJYY/Concord, NH; WRCI/Hillsboro, NH; and
WFBG-AM & FM/Altoona, PA.

“| feel we built a good company over the past five years, but | have a
number of other interests | want to pursue. These arrangements will allow
me the time,” Israel commented.

TBH consists of Chairman/CEO Guy Turner, President/COO R. An-
drew Brothers, and Marketing Director Gilbert Hoban. Turner and Hoban
own WOLF-TV/Scranton, PA. Brothers is a CPA who has spent the past
three years as Exec. VP/CFO of Empire.

Brokers Frank Boyle and Bob Mahiman shopped the chain for several
months earlier this year, but the soured lending climate made it difficuit to li-
quidate the group — although a sale of the Altoona properties is pending.

UPI Announces Bureau Cuts

UPI announced (9/11) more staff layoffs and bureau

closures as part of its editorial realignment begun more
than a year ago. The cuts included UPI’s lone staffers in
New Mexico, Wyoming, Montana, and North Dakota.

“We're increasing fulltime cov-
erage of those states,” UPI spokes-
man Milt Capps insisted. He said
the wire service is ‘“‘increasing use
of stringer correspondents in some
areas of some states.” According
to Capps, ‘‘these are tried and true
correspondents,” many of whom
work for UPI client broadcast sta-
tions and newspapers.

Capps refused to disclose how
many staffers were being termin-
ated or to list all of the bureaus be-
ing shut down. He said the restruc-
turing was part of UPI’s continuing
effort to expand sports and finan-
cial coverage; it has already
entered into joint ventures with Fi-
nancial News Network and States
News Service.
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TRANSACTIONS

Family Affair Tallies
Millions In Puerto Rico

Peterson Picks A Pair Of Georgia Peaches
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Radio Americas/

Estereotempo Stations

PRICE: $4.69 million for 66.66%
TERMS: Stock sale of $300,000 for
the AMs and $3,79Q,000 for the FMs.
In payment for the three AM stations,
the buyer is to transfer to the sellers his
33.33% stock interest in Ponce Lands
Inc., which is valued at $200,000. The
remaining $700,000 is to be paid over
seven years, with interest accruing at
an annual rate of 2% the first year, 4%
the second, and 8% the remaining
years. Payments are to be interest-only
the first two years, and interest plus
$140,000 principal in each of the final
five years. In payment for the three
FMs, the buyer is to provide certified
checks for $1,895,000 to each of the
two sellers at closing.

BUYER: Alfred de Arellano Il of San
Juan, Puerto Rico, who is increasing
his 33.33% stock interest in Radio
Americas Corporation, which owns

the AM stations, and Estereotempo
Inc., which owns the FM stations, to
100%.

SELLER: Glorycap Investment Fund
Inc., owned by Gloria de Arellano,
and Josycap Investment Fund Inc.,
owned by Josefina de Arellano. They
are sisters of the buyer

WQBS & WIOA/

San Juan, Puerto Rico
FREQUENCY: 630 kHz; 99.9 MHz
POWER: 5kw; 30kw at 977 feet
FORMAT: Spanish

WORA & WIOB/
Mayaguez, Puerto Rico
FREQUENCY: 760 kHz; 97.5 MHz
POWER: Skw; 25kw at 990 feet
FORMAT: Spanish

WPRP & WIOC/

Ponce, Puerto Rico
FREQUENCY: 910 kHz; 105.1 MHz
POWER: 5kw; 50kw at minus 179 feet
FORMAT: Spanish

e
WBQM/Decatur
PRICE: $75,000
TERMS: Asset sale for cash
BUYER: Bible Broadcasting Network
Inc., a nonprofit corporation headed by
President Lowell Davey of Chesa-
peake, VA. It also owns KCEV/Wich-
ita;, WAVO/Decatur, GA; WFCE/Tar-
pon Springs, FL; WHPE/High Point,
NC; WHGG/Knoxville; WYFA/
Waynesboro, GA; WYFB/Gainesville,
FL; WYFCI/Clinton, TN; WYFG/Gaff-
ney, SC; WYFH/North Charleston,
SC; WYFI/Norfolk; WYFJ/Ashland,
VA; WYFK/Columbus, GA; WYFL/
Henderson, NC; WYFO/Lakeland, FL;
WYFS/Savannah; WYFT/Luray, VA;
and WYFV/Cayce, SC.
SELLER: Grace Baptist Schools Inc.,
headed by Rev. William Compton of
Decatur, AL.
FREQUENCY: 91.7 MHz
POWER: 3kw at 300 feet
FORMAT: Religious

TRANSACTIONS AT A GLANCE

Deals So Far In 1990:
809,962,673

Total Stations Traded This Year: 942
This Week’s Action: $6,302,755
Total Stations Traded This Week: 25

® Deal Of The Week:
® Radio Americas/Estereotempo Stations
$4.69 million for 66.66 %
@ WQBS & WIOA/San Juan, Puerto Rico
® WORA & WIOB/Mayaguez, Puerto Rico
® WPRP & WIOC/Ponce, Puerto Rico

©® WBQM/Decatur, AL $75,000

® WDAL/LInden, AL $125,000

® KPBQ/Pine Bluff, AR (FM CP) $60,000

®KCNO & KYAX/Alturas, CA $1 for 52.5%

® WDCF/Dade City, FL $225,000

® WWGS & WSGY/Tifton, GA $350,000 for 50%

® WSBC & WXRT/Chicago No cash consideration for 50%
® WANY-AM & FM/Albany, KY $94,254 for 60%

® KBOM/Los Alamos, NM $206,000 for 25.04%

® WKDR/Plattsburgh, NY $287,500

® WFNV/Campbell (Youngstown), OH $30,000 for 32%
® KMFR & KTMT/Phoenix-Medford, OR Undisclosed for 33.33%
® WKDY/Spartanburg, SC $95,000

® KCAS/Slaton (Lubbock), TX $65,000

Bill Steding

Dan Gammon

Why buy hroﬁgh Americom?

WiLLiaM L. STAKELIN
President & CEO
Apollo Radio, Ltd.

"Americom has consistently
presented us quality, financeable
deals highlighted in a logical,
professional presentation. Americom's
financial expertise, operational
knowledge and creative problem-
solving helped us close a complicated
$12,000,000 three-party, like-kind
exchange when we purchased Salt
Lake City's number-one rated station,
KNAT-FM, earlier this year.

The partners at Americom are pros,
and we are pleased to work with them."

§

Paul Leonard Peter Handy Ed Kiernan

AMERICOM

3 “*m p o Beeasn % e R e

Americom Radio Brokers, Inc.

1130 Connecticut Avenue, N.-W. / Suite 500 / Washington, DC 20036 / (202) 737-9000

WDALI/Linden

PRICE: $125,000

TERMS: Asset sale for cash. Escrow of
$6250, with remainder of $118,750
due at closing.

BUYER: Radio Communicators Inc.,
owned by Kenneth Rainey, David Coit
Majure, and Howard Merson of Meri-
dian, MS.

SELLER: Marengo County Broadcast-
ing Inc., principally owned by Billy,
Sylvia, Jeff, and Mark Hogan. They al-
so have interests in WHIY/Moulton,
AL; WJOK/Hobson City, AL (AM CP);
WHOG/Fernandina Beach, FL; and
applications for new FMs at Fernandina
Beach, FL and Moulton, AL.
FREQUENCY: 98 5 MHz

POWER: 50kw at 492 feet

FORMAT: This station is dark.

% S
KPBQ/Pine Bluff (FM CP)

PRICE: $60,000

TERMS: Asset sale. The buyer has
paid the seller a deposit of $1000 and
is to pay an additional $4000 in cash at
closing. The buyer is assuming an obli-
gation for a $5000 advertising credit
due Moody Communications under a
settiement agreement, which is to be
fulfilled in the first year after the station
begins broadcasting. The remainder of
$50,000 is to be paid under a promis-
sory note at 10% annual interest in 60
monthly payments of $1062.25.
BUYER: Colon Johnston of Jackson,
MS.

SELLER: Madison Hodges of Tallahas-
see, FL.

FREQUENCY: 101.3 MHz

POWER: 3kw at 328 feet
COMMENT: The seller has an applica-
tion pending to upgrade from Class A
to C3, which will require use of a dif-
ferent transmitter site

Continued on Page 14

Chesley Maddox & Associates, Incorporated

Creative Solutions for a
Changing Environment

The rules may have

changed, but you can still

play the game.

Chesley Maddox & Associates, Incorporated
offers.broadcast investors creative options in a

omplicated financipl eyvirorment.

® new acquisitions
o refinancing
s restructuring.credits

o finanucing equipment purchasesand léases

3202 Terminal Tower
Cleveland, Ohio 44113
216.241.0900

Chesley Maddox
& Associates,
Incorporated

476 Murdock Avenne
“Meriden, Connecticut 06450
203.634.2310



AT THE NAB WILL JUSTIFY FIVE DAu “YSI OF
GLUTTONY,

ND OTHER EXCESSES.

Go ahead. Abandon yourself to the NAB party and suite circuit. Just make
sure you reserve 60 minutes to redeem yourself.

Because at 6:00p.m.on Sept.13 Jon Coleman will present case histories
on EACT;"America’s hottest new music test. Learn how managers of top radio stations
are rethmkmg their formats with the strategic weapons of Fit and Compatibility.

And if an hour of strategic programming intelligence
sounds boring,consider this. The first station in your market to use mm
FACTSMcouldg be next year’s remarkable case history!

See you in Boston. COLEMAN RESEARCH

6:00 P.M., THURSDAY, SEPTEMBER 13, ESSEX SOUTH BALLROOM, WESTIN HOTEL, COPLEY PLACZE.

wWwWw_americanradiohistorv.com
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Continued from Page 12
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KCNO & KYAX/Alturas
PRICE: $1 for 52.5%
TERMS: Stock transfer
brothers

BUYER: Richard Hansen of Redding,
CA, who currently owns 47.5% of li-
censee KCNO Inc.

SELLER: Robert Hansen of Medford,
OR.

FREQUENCY: 570 kHz; 94.5 MHz
POWER: 5kw; 51.66kw at minus 194
feet

FORMAT: Country

8
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WDCF/Dade City

PRICE: $225,00CG

TERMS: Asset sale. The buyer is mak-
ing a down payment of $10,000 with
an additional $30,000 due at closing.
The remainder of $185,000 is to be
paid under a promissory note at 10%
annual interest under a ten-year amorti-
zation schedule, with a balloon pay-
ment of the outstanding balance at the
end of five years.

BUYER: Fletcher Broadcasting Inc.,
owned by Sandra and James Fletcher
of Blountstown, FL_.

SELLER: Brewer Broadcasting Cor-
poration, headed by James Brewer. It
also owns WHON & WAQLK/Center-
ville-Richmond, IN and WTOT &
WJAQ/Marianna, FL. Brewer also has

interests in WTCJITell City, IN; WJTT/
Red Bank, TN; and an application for a
new FM at Port St. Lucie, FL.
FREQUENCY: 1350 kHz

POWER: 1kw day/500 watts night
FORMAT: AC

S T V%g
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WWGS & WSGY/Tifton
PRICE: $350,000 for 50%
TERMS: Stock sale for cash
BUYER: Peterson Broadcasting Cor-
poration, owned by Jon Peterson of
Winter Park, FL. He currently owns
50% of the licensee, WWGS/WCUP
Partnership, and has an interest in
KCHX/Midland, TX.

SELLER: Jay Cohen of Winter Park,
FL; Lester Levine of Nakomis, FL;
David Albertson of Winter Park, FL;
and Michael Levine of Midland, TX,
each selling a 12.5% stock interest.
Michael Levine owns 50% of KCHX.
FREQUENCY: 1430 kHz; 100.3 MHz
POWER: 5kw day/1kw night; 100kw
at 1004 feet

FORMAT: Country; CHR

w
PRICE: No cash consideration for 50%
TERMS: involuntary transfer of nega-
tive control, due to death of committee
member.

BUYER: Daniel R. Lee, the only re-
maining member of the committee of
advisors to the trustees of the testa-
mentary trust established by the will of
Louis Lee. The committee of advisors

controls WSBC Broadcasting Com-
pany, which owns all stock of Windy
City Broadcasting Inc.

SELLER: Laura Lee, deceased mem-
ber of the committee of advisors.
FREQUENCY: 1240 kHz; 93.1 MHz
POWER: 1kw; 6.7kw at 1310 feet
FORMAT: Ethnic; AOR

T e bttt 5%,
WANY-AM & FM/Albany
PRICE: $94,254 for 60%

TERMS: Stock sale for $33,000 in im-
mediate cash and a series of promis-
sory notes for the balance due.
BUYER: Phyllis Butler of Albany, KY
and Marsha Norris of Middletown, IN.
They currently own 40% of the licen-
see.

SELLER: Darrell Speck, Patrica Bow-
lin, and Jo Helen Henderson are sell-
ing their collective 60% interest in Al-
bany Broadcasting Corp.
FREQUENCY: 1390 kHz; 106.3 MHz
POWER: 1kw daytimer; 2.7kw at 155
feet

FORMAT: Country; CHR

PRICE: $206,000 for 25.04%

TERMS: Stock sale. The buyer has ac-
quired 69.5 new limited partnership
units of KBOM Limited Partnership for
$69,500 and 40 units from general
partner Kathleen McRee for $40,000,
which have been reclassified as limited
partnership units. The buyer is to ac-
quire McRee’s remaining 69.5 units for

Middle market com-
munication companies
often find that when
it comes to borrowing
money for acquisition
or recapitalization,
financial institutions
simply aren’tin tune
with their special
situation. But at
Greyhound Financial,
you're assured of
serious consideration
from specialists who
know vour business
and can approve the
financing you need
to succeed. Backed
by the multi-billion

YOURSUCCESS
IS Ol RSS

SOLLIIONS THROUGH SERVICE

f“‘_‘l:‘

Greyhound Corporation,

rates and flexible lending

dollar resources of The
we offer competitive

guidelines which allow
us to structure loans to
accommodate your
special situation. If
your financial institu-
tion says “no” when
you need to hear “yes,’

call MATT BREYNE
(602) 248-2808
CHRIS WEBSTER
(602) 248-6955
or JEFF KILREA

(312) 855-1900
Chicago Office.

Greyhound Financial Corpomtion
AGreyhound Company ﬁ

Greyhound Tower —1160 Phoenix, Arizona 85077

$69,500 following FCC approval of
this transaction, which will result in a
transfer of control to Virgil Armer of
Santa Fe, who holds an 11.6% general
partnership interest and will remain as
the sole general partner.

BUYER: John Herklotz of Pacific Palis-
ades, CA.

SELLER: Kathleen McRee of Santa Fe,
who is selling her entire interest in
KBOM Limited Partnership. The licen-
see is also issuing new partnership
units to the buyer, as detailed above.
FREQUENCY: 106.7 MHz

POWER: 3kw at minus 16 feet
FORMAT: Gold

e

WKDR/Plattsburgh
PRICE: $287,500
TERMS: Asset sale. Escrow deposit of
$5000 with balance due at closing.
BUYER: Hometown Broadcasting
Inc., owned by Chairman Mark John-
son of Burlington, VT; President Louis
Manno of Burlington, VT; Christopher
Santee of Georgia, VT; Herbert
Bioomenthal of Burlington, VT; Ray
Pecor of Shelburne, VT; Anthony Vir-
ga of Yonkers, NY; James Condon of
Winooski, VT: Robert Swanson of
South Hero, VT; Robert McGill of Burl-
ington, VT, Peter Johnson of Hing-
ham, MA; and Kevin Ohl of Essex
Junction, VT.

SELLER: Walter Jakubowski of Atlan-
tic City. He also owns WRGR/Tupper
Lake, NY; WIGS & WGIX/Gouverneur,
NY; and has applied for a new FM at
Plattsburgh, NY.

FREQUENCY: 1070 kHz

POWER: 5kw daytimer

FORMAT: News/Tak

WFNV/Campbell

(Youngstown)

PRICE: $30,000 for 32%

TERMS: Stock sale for cash. This
amends a pending deal (R&R, 8/24) to
have the buyers acquire 100%, rather
than 68%, of the station's stock, rais-
ing the total purchase price to
$160,000.

BUYER: Raymond Travaglini of Niles,
OH and Sandy Petruso of Meadville,
PA, acquiring all stock of WVBR Inc.
SELLER: Michael Perry, the current
100% owner.

FREQUENCY: 1330 kHz

POWER: 500 watts day/1kw night
FORMAT: Business News

Radio’s Blue-chip Broker

THECOMPLETE MARKET STRATEGISTS 1

COMMENT: WVBR Inc. purchased the
station earlier this year for $290,000
(R&R, 3/23), including a six-year note
for $180,000.

KMFR & KTMT/

Phoenix-Medford

PRICE: Undisclosed for 33.33%
TERMS: Stock sale. The seller is retir-
ing from the family-owned corporation
and transferring her interest to her
brothers “based upon a consensual
valuation of the stock.”

BUYER: Robert and Gary Johnson of
Medford, OR, increasing their 33.33%
individual interests to 50% each.
SELLER: Judith Brazofsky of Med-
ford, OR.

FREQUENCY: 880 kHz; 93.7 MHz
POWER: 1kw; 31kw at 7530 feet
FORMAT: Country; CHR

e < sagoscs .

WKDY/Spartanburg
PRICE: $35,000

TERMS: Asset sale for cash
BUYER: Voyager Communications lll
Inc., principally owned by Chairman
Carl Venters Jr. of Raleigh and Presi-
dent Jack McCarthy of Raleigh.
They also own WELP & WLWZ/Eas-
ley, SC; WMFR & WMAG/High Point,
NC; WRDU/Wilson, NC; WOIC &
WNOK/Columbia, SC; and WWMG/
Shelby, NC. They have a management
services agreement with the owner of
WPIQ & WHJX/Brunswick, GA.
SELLER: Charles P. Edwards, court-
appointed receiver for Spartanburg In-
vestors Ltd., transferring license for no
consideration. Capitol Broadcasting
Corporation, the station's former
owner, is selling physical assets it re-
gained through foreclosure.
FREQUENCY: 1400 kHz
POWER: 1kw

FORMAT: This station is dark.

i e

KCAS/Slaton (Lubbock)
PRICE: $65,000

TERMS: Asset sale for cash

BUYER: Vision Media Inc., owned by
William and Sarah Stewart of Lub-
bock, TX.

SELLER: Star Of The Plains Broad-
casting Inc., owned by Jerome and
Margie Orr.

FREQUENCY: 1050 kHz

POWER: 250-watt daytimer
FORMAT: Gold

Lou Faust - Lucille Ferrara - Nick Imbornone - Bob Mahiman ‘

Bob Mahiman, Jr. - Nancy Mahiman - Pat Nugent
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“Bonneviiie’s prograr?ming provided us with “The superior quality of Bonneville’s CD Library

the #1 AC station in the market.” ! plays an ifiportant part in the successful sound

#2 25-54, 14.8 Sfare™) -Ross Elder Station Ownec of NaShW“e s LITE- FM
WTYD New London, CT ! 29-34. 10.2 Share’) -Jack Jaddeo, Con
Jack Taddeo Communications

Bonneville Broadcasting System

PRESENTS

/ﬂﬂ’”’.

STARRING
>

THE KOIT FORMAT

#1 ADULTS 25-54 SAN FRANCISCO o

: BROADCASTI S LADULT CUNTEMPURARYFOHMNS
THE KOIHURMAT J0 STARRINS SOFT AG/AC WIXT AG CLASSICS

- P (J‘ pnon.o SUCCESS | . w R COMPACT
REAT SOUNDS | g:' R
" DIGITAL AUDIO

ARB Spring ‘30 MSA :

g

SEE US AT NAB BOOTH #552
OR CALL 1-800-631-1600 FOR DETAILS

Bonaeville Broadcasting System
...WE'RE A LOT MORE THAN JUST EASY
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Minutes

g Format Per Hour

| Spots Per Stopset | AC 13.3

; AOR 11.0

' 2.7

Mlnutes Per Hour By Daypart S BRI 2
Commercial Loads By Market Size of spots per break Urban 122
shows little variation -

by daypart, format, or
market size, going as high
as 4.17 in PM drive and as
low as 3.91 in overnights.

Minutes
’fﬁ Format Per Hour
.&;-__-- - AC 12.0
@ EoAr, i AOR 10.7
S CHR 11.9
2\;,:_; Country 12.9

b3 i Uban  11.0

Overall
1-50

51-100
101+

AM Drive Middays P
Minutes
Per Hour

Format

arlier this year, R&R conducted e 3 zgﬁ :(2).{75
an extensive survey to deter- s 2 '
- RN \ H 1 1 8
mine the composition, attitudes, Spotloac_is Format & :_ CHR 13.0
and practices of radio station sales Comparlsons ”

entry and number crunching, we're most spots into the average broad-

operations. After some serious data Wﬁ"e Country stations pack the
ready to share the results with you. cast hour — the format came out

We think you'll find the facts and on top in every daypart — AOR runs the
leanest hours.

figures both illuminating and useful.
Our detailed findings can be

divided into six primary sections: Minutes

e Commercial spotioads — Format  Per Hour

broken down by daypart, format, and AC 11.2

market size Average Total AOR 1(1).2
. CHR !

e Training — in-house, outside Spotload Country 12,5

consulting, and off-site training By Format o 10.3

strategies.

e Sales meetings — frequency,
length, and participants (yes, PDs
attend them).

e Compensation — how radio e N
salespeople are paid; average e =2 WS s
commissions, agency billings, and Wl oqe‘“g Minutes
direct billings; average weekly ;w Format  Per Hour
expense account figures; new S5 AC 10.0
business and cd-op staffers. s AOR 9.8

o : : CHR 10.1

e Staff composition — ratio of Country 119 |

males to females; percentage of Wihan 9.8

minorities; ages; motivational
strategies; bonus spots.

¢ National reps — how many
stations have them; their exclusivity
and longevity; how stations rate theirs.

-
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In-House Training
By Format

Format Percentage

Overali 93.4
AC 94.7
AOR 91.9
CHR 94.0
Country 96.5

Urban 86.7

How Often Do You Hold Sales Meetings? Sales Training -
Frequency By : Percentage . i
Market Size Overall 1-50 51-100 101+ Imost all stations offer i (Y
sales training of some ;
Nevar 05 | 08 0.9 0.0 type. Slightly more than 3 In-House Training
' half use outside consultants, a By Market Size
Once A Month 0.3 0.0 0.0 0.7 figure that's consistent for all Market  Percentage
f 3 i
Once A Week 28.7 29.4 26.1 28.7 Rrinaisiexcepibiban Puerak 89,
Divided by market size, a more 1-50 941
Twice A Week 39.1 41.2 36.0 392 dramatic difference shows up: 51-100 9238
Three-quarters of the major 100+ 92.3
Three "imes 19.8 market stations use outside
A Week ' 19.3 24.3 16.8 consultants, but fewer than half
Four T of the 100+ market outlets do
our Times
21 2.5 2.7 : SO. .
S itel 14 Outside Consultants
Five Times By Format
iyt 8.6 5.9 7.2 11.9 :
How Long Are Your s i
Seven Times . vera .
A Week 0.8 00 | o9 e Sales Meetings? AC 60.0
AOR 59.3
CHR 54.7
Country 57.9
Urban 33.3

Sales Meetings

)

45 Minutes ———
irtually every station surveyed holds 20% Outside Consultants
regular sales meetings. Twice weekly By Market Size
is the most preferred frequency, and One Hour Market  Percentage

about 90% of stations hold their meetings 42.7% Overall 56.4
before 10am. One hour is the most common \ 1-50 73.2
gwneyegg?e?t:iﬁ’gofr:a?ea two-to-one margin over Half Hour 51-100 65.0

' 20.8% 100+ 47 .4

Nearly nine in ten stations overall make 7.
: : 90 NG
sure someone in programming attends. |
. ) . Minutes .
Interestingly, 94% of major market stations 319 G o)
include FDs in the meetings, but the figure §
drops to about 80% in smaller markets. \ “No Meetings 0.5% Off-Site Training
20 Minutes 0.3% Three Hours 0.3% By Format

Format Percentage

: 2 ; 79.7
Stations That Include PDs In Sales Meetings P Sy 5y
AOR 74.4
? g e e ol CHR 82.9
) & Country 89.5
: Urban 80.0

Percentage Percentage By

By Format 5 Market Size
Format Percentage ; ! Market Percentage
Overall 86.8 5 . Overall 86.8 3

AC 83.8 : ~ 1-50 94.0 Off-Site Training
AOR 84.5 . 51-100 86.4 : By Market Size
CHR 89.7 53 100+ 80.4 ¢ i B Market  Percentage
Country 84.2 i Overall 79.7
Urban 83.3 1-50 81.5

51-100 81.1

1/20+ 77.8




A Commitment
to Excellence

Our assurance 1o
provide the highest
level of service to our
client stations.

For further information, call Tony Durpetti at 312-819-0100

- DURPETTIG-ASSOCIATES

THE INTERE}ARADIO STORE
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ON SUNDAY, AUGUST 5th
WESTWOOD ONE BROADCAST
MADONNA LIVE FROM NICE, FRANCE,
DAVID BOWIE LIVE FROM ENGLAND,
NBC RADIO NEWS REPORTS
FROM THE PERSIAN GULF AND
MUTUAL NEWS FROM THE WHITE HOUSE.

Plus two dozen regularly scheduled programs
on thousands of radio stations around the world.

Just a normal day at the office.
A T

%
WESTWOOD ONE COMPANIES

UTUA NBC RADIO WESTWOOD ONE RADIO & WESTWOOD ONE
GBMHUADC/%SHNG SYSTEM NETWORKS QRADIU NETWORKS RECORDS ’SMTIONS GROUP
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Commissions

Market  Percentage
Overall 14.3
1-50 11.8
51-100 14.5
101+ 15.9

. 4_;:7149-:; %

s AT B

How Is Your Sal

e BHi 5

The Sales Staff

draw against commis- Y

sions is thg over- Agency Billings
D Aqainst whelming favorite com-

(r:aw galps pensation method for radio sta- : Market Percentage
ommission tions, with slightly more than | £ <0* Overall  12.9
two-thirds of stations opting for 1-50 11.4
Straight e 51-100  13.2
Commission Average commissions span 101+ 141

from under 12% in the top mar-
kets to almost 16% in 100+
Straight Z S markets. The pattern holds

o : D 101 + true, though less dramatically,
Commission 11.3 for average commissions on
agency and direct billings.

Salary/

)
Direct Billings

Salary/Draw Commissions on agency bill-
ings average 13%, compared Market  Percentage
to 16% for direct billings. Overall 16.2
Almost half (44.7%) of all 1-50 16.0
Salary sales staffs have expense ac- 51-100 16.0
counts. The average weekly 101+ 16.6

expenditure is about $42,

All Methods ranging from $36 in smaller

markets to.just over $50 in ma-
jors. Overall, 44 .1% of stations
offer automobile allowances.

Weekly Expenses

Sales Staff Composition By Format
Format Amount
he average station has seven salespeople on staff. Radio sales is a field of opportunity for females, who make up Overall  $42.10
53% of salespeople around the country. AC is the top format for women (close to 60%), and even AOR, a format AC $ 32t 78

with a preponderance of male listeners, is sold by a slight female majority.

Minorities number about 13% of sales staffs nationally. Urban Contemporary is the top format for minorities by a wide
margin, with AC showing the fewest on staff. Larger markets have significantly higher minority percentages than the
51-100 and 101+ markets.

New business development and co-op staffers are not a must at most stations. Overall, 26.2% have a new business
specialist on staff, while 24.8% have a co-op person.

The average length of time staffers have spent with their present station is 2.9 years, with a notably narrow range of
2.5 to 3.9 years in virtually all formats and market sizes.

AOR $47.05
CHR $43.86
Country $43.26
Urban $75.00

Gender ze
Breakdown By * _ . 533

Minorities Market Size
By Format

Weekly Expenses
By Market Size

40

30 Market Amount

Format  Percentage I Overall $42.10
Overall 12.9 = 1-50  $50.54
AC £ 10 51-100 $40.35
11.6 g -
(A;gg 10.4 Maio l| | Fomale | % LCIL S
: Overall 1-50 51-100 101+
Country 11.7 A 0"
Gender Breakdown By Format
70 . - On-Staff Sales
o 05 Specialists

Minorities By
Market Size

Format Percentage

Market New Biz Co-Op

1-60 40.3% 35.3%
51-100 25.5 243

49.7 50.3

¢

Overall 12.9 20 1014 12.7 15.6
1-50 17.5

51-100 11.8 20

101+ 10.0 10

Overal AC AOR CHR Country Urban



From sea to shining sea..

NEW YORK

WBLS-FM
WCBS-FM
WHTZ-FM
WNEW-FM
WNSR-FM
WPLJ-FM
WQCD-FM
WQHT-FM
WRKS-FM
WXRK-FM
WYNY-FM

LOS ANGELES

KACE-FM
KBIG-FM
KDAY-AM
KIS-FM
KJLH-FM
KKBT-FM
KLIT-FM
KLOS-FM
KLSX-FM
KMPC-AM
KODJ-FM
KOST-FM
KPWR-FM
KQLZ-FM
KROQ-FM
KRTH-FM
KTWV-FM

CHICAGO

WBBM-FM
WCKG-FM
WFYR-FM
WGC-FM
WIID-AM
WIMK-FM
WKQX-FM
WILUP-AM
WLUP-FM
WNUA-FM
WTMX-FM
WUSN-M
WVAZ-FM
WXEZ-FM
WXLC-FM
WYTZ-FM

SAN FRANCISCO

KBLX-FM
KFOG-FM
KFRC-AM
KIOI-FM
KKIS-FM
KMEL-FM
KOIT-FM
KRQR-FM
KSOL-FM
KXXX-FM

PHILADELPHIA

WDAS-AM
WDAS-FM
WIOQ-FM
WKSZ-FM
WMMR-FM
WOGL-FM
WSNI-FM
WUSL-FM
WXTU-FM
WYSP-FM

DETROIT

WCSX-FM
WCXI-AM
WDFX-FM
WHYT-FM
WILB-FM
WIOI-FM
WIR-AM
WKQI-FM
WKSG-FM
WLLZ-FM
WNIC-FM
WOMC-FM
WRIF-FM
WWWW-FM

BOSTON

WBCN-FM
WBZ-AM
WIJIB-FM
WODS-FM
WROR-FM
WSSH-FM
WZLX-FM
WZOU-FM

DALLAS/FT. WORTH
KHVN-AM
KHYi-FM
KIMZ-FM
KLUV-FM
KMEZ-FM
KMGC-FM
KOAI-FM
KRSR-FM
KTXQ-FM
KVIL-FM
KZPS-FM

WASHINGTON

WAVA-FM
WCXR-FM
WDJY-FM
WGMS-FM
WIFK-FM
WKYS-FM
WITT-FM
WMAL-AM
WMMJ-FM
WWDC-FM
WXTR-FM
WZBH-FM

HOUSTON/GALVESTON

KFMK-FM
KHMX-FM
KitT-AM
KILT-FM
KKBQ-FM
KLOL-FM
KLTR-FM
KODA-FM

MIAMI/FT. LAUDERDALE
WAXY-FM
WEDR-FM
WFHC-FM
WHQT-FM
WHYI-FM
WIOD-AM
WKIS-FM
WIVE-FM
WILYF-FM
WMXIJ-FM
WPOW-FM
WRTO-FM
WSHE-FM
WZTA-FM

NASSAU/SUFFOLK

WBLI-FM
WKIY-FM
WRCN-FM

ATLANTA

WALR-FM
WAOK-AM
WAPW-FM
WFOX-FM
WKLS-FM
WPCH-FM
WSB-AM
WSB-FM
WSTR-FM
WVEE-FM
WYAY-FM
WZGC-FM

PITTSBURGH
KDKA-AM
WAMO-FM
WBZZ-FM
WDVE-FM
WMXP-FM
WSHH-FM
WWSW-AM
WWSW-FM

SEATTLE/TACOMA/
EVERET

KMPS-FM
KNUA-FM
KPLZ-FM
KRPM-FM
KSEA-FM
KVI-AM
KXRX-FM
KZOK-FM

ST. LOVIS
KATZ-FM
KLOU-FM
KMOX-AM
KSD-FM
KSHE-FM
KUSA-AM
KYKY-FM
WIL-AM
WIL-FM
WSNL-FM

BALTIMORE
WBSB-FM
WCAO-AM
WGRX-FM
WIYY-FM
WLIF-FM
WPOC-FM
WQSR-FM
WWIN-AM
WWMX-FM
WXYV-FM
WYST-FM

MINNEAPOLIS/ST. PAUL

KQQL-FM
WIOL-FM

SAN DIEGO

KCBQ-FM
KGMG-FM
KIQY-FM
KKLQ-FM
KSDO-FM

ANAHEIM/SANTA ANA
KEZY-FM

CLEVELAND

WDOK-FM
WIMO-AM
WIMO-FM
WITF-FM
WMJI-FM
WNCX-FM
WPHR-FM
WQAL-FM
WZAK-FM

TAMPA/ST. PETERSBURG

WEFLZ-FM
WNILT-FM
WQYK-FM
WRBQ-FM
WWRM-FM
WXTB-FM
WYNF-FM

DENVER/BOULDER

KAZY-FM
KOSI-FM
KQKS-FM
KRFX-FM
KRZN-AM
KXKL-FM
KXLT-FM

PHOENIX

KESZ-FM
KKFR-FM
KKLT-FM
KMEO-FM
KMXX-FM
KOY-FM
KSLX-FM
KZZP-FM

PORTLAND

KEX-AM
KFXX-AM
KGON-FM
KKCW-FM
KKRZ-FM
KKSN-FM
KMJK-FM
KUFO-FM
KUPL-AM
KUPL-FM
KXYQ-FM

MILWAUKEE/RACINE
WBZN-FM

WKLH-FM

WLZR-FM

WQFM-FM

KANSAS CITY
KBEQ-FM
KCMO-FM
KFKF-FM
KMBZ-AM
KPRS-FM
KXXR-FM
KYYS-FM
WDAF-AM
KMBR-FM

PROVIDENCE/
WARWICK/
PAWTUCKET

WHIM-AM
WHJY-FM
WPRO-FM
WSNE-FM
WW8BB-FM
WWLI-FM

SAN JOSE

KARA-FM
KEZR-FM
KHQT-FM
KOME-FM
KSJO-FM

CINCINNATI
WBVE-FM
WEBN-FM
WGRR-FM
WIZF-FM
WKRC-AM
WKRQ-FM
WIW-AM
WOFX-FM
WSAI-AM
WUBE-FM
WWEZ-FM
WWNK-FM

NEW ORLEANS

KQLD-FM
WCKW-FM
WEZB-FM
WLMG-FM
WMXZ-FM
WNOE-FM
WYLD-AM

SACRAMENTO
KAER-FM
KCTC-AM
KRAK-AM
KRAK-FM
KROY-FM
KRXQ-FM
KXOA-AM
KXOA-FM
KYMX-FM
KZAP-FM

NORFOLK/
VIRGINIA BEACH

WAFX-FM
WBSK-AM
WFOG-FM
WGH-FM
WIQI-FM
WKEZ-FM
WMYK-FM

WNOR-FM
WOWI-FM
WWDE-FM
WZCL-FM

COLUMBUS, OH

WBBY-FM
WIVQ-FM
WMGG-FM
WMNI-AM
WNCI-FM
WSNY-FM
WTLT-FM
WTVN-AM
WXGT-FM
WXLE-FM
WXMX-FM

SALY LAKE CITY/OGDEN

KLCY-FM
KLZX-FM
KSFI-FM

KUSW-M

INDIANAPOLIS
WFBQ-FM
WENS-FM
WIBC-AM
WKLR-FM
WIKI-FM
WMIC-FM
WTPI-FM
WZPL-FM

BUFFALO/
NIAGARA FALLS

WBEN-AM
WBUF-FM
WHTT-FM
WIYE-FM
WMIQ-FM
WUFX-FM

SAN ANTONIO
KAJA-FM
KiSS-FM
KQXT-FM
KSAQ-FM
KSMG-FM
KZEP-FM
KZVE-FM

RIVERSIDE/
SAN BERNARDINO
KCAL-FM

HARTFORD/
NEW BRITAIN
WHCN-FM
WIOF-FM
WKSS-FM
WRCH-FM

CHARLOTTE/GASTONIA

WBT-AM
WBT-FM
WCKZ-FM
WMXC-FM
WROQ-FM
WSOC-FM
WTDR-FM
WWMG-FM

ROCHESTER

WBEE-FM
WHAM-AM
WKLX-FM
WPXY-FM
WRMM-FM
WVOR-FM
WZSH-FM

MEMPHIS
KRNB-FM
WDIA-AM
WEGR-FM
WHRK-FM
WMC-IM

OKLAHOMA CITY

KATT-FM
KEBC-FM
KKNG-FM
KMGL-FM
KXXY-FM
KZBS-FM
WKY-AM

MONMOUTH/OCEAN
WZVU-FM

DAYTON
WAZU-FM
WGTZ-FM
WHIO-AM
WHKO-FM
WING-AM
WONE-AM
WTUE-FM
WWSN-FM

LOUISVILLE
WAMZ-FM
WDJX-FM
WHAS-AM
WILRS-FM
WLSY-FM
WQMF-FM
WRKA-FM
WVEZ-FM
WZKS-FM

NASHVILLE
WGFX-FM
WKDF-FM
WLAC-FM
WQGK-FM
WSIX-FM
WYHY-FM
WZEZ-FM

ORLANDO

WDBO-AM
WDIZ-FM
WEZO-FM
WHIQ-FM
WIYO-FM
WSTE-FM
WWKA-FM
WXXL-FM

GREENSBORO/
WINSTON SALEM/
HIGH POINT

WWWB-FM
WIMH-FM
WKSI-FM
WKZL-FM
WMAG-FM
WMQX-FM
WQMG-FM
WTQR-FM
WWMY-FM

BIRMINGHAM
WENN-FM
WMJJ-FM
WZRR-FM
WZZK-FM

JACKSONVILLE
WAPE-FM
WCRJ-FM
WEJZ-FM
WFYV-FM
WHIX-FM
WIOI-FM
WIVY-FM
WKQL-FM
WQIK-FM
WRXJ-AM

ALBANY/
SCHENECTADY/TROY
WKLI-FM

WPYX-FM

WTRY.AM

RICHMOND

WCDX-FM
WKHK-FM
WMXB-FM
WPLZ-FM
WRVQ-FM
WRXL-FM
WVGO-FM

HONOLULY
KHFX-FM
KIKI-FM
KPOI-FM
KQMQ-FM
KRTR-FM
KSSK-AM
KSSK-FM

WEST PALM BEACH/
BOCA RATON
WIRK-FM

WNGS-FM

TULSA
KAYI-FM
KMYZ-FM
KRMG-AM
KTHK-FM
KVLT-FM
KWEN-FM

AUSTIN
KASE-FM
KBTS-FM
KEYI-FM
KHFA-FM
KLBJ-FM
KLTD-FM
KQFX-FM
KVET-AM

WILKES BARRE/
SCRANTON
WEZX-FM
WKRZ-FM

ALLENTOWN/
BETHLEHEM
WZZO-FM

SYRACUSE

WKFM-FM
WNTQ-FM
WSYR-AM
WYYY-FM

RALEIGH/DURHAM
WCAS-FM

WEFXC-FM

WPTF-AM

WQDR-FM

WQOK-FM

WRAL-FM

WRDU-FM

WTRG-FM

WZZU-FM

AKRON
WAKR-AM
WKDD-FM
WONE-FM
WQMX-FM
WSLR-AM

GRAND RAPIDS
WODJ-FM

TUCSON

KLPX-FM
KWFM-FM

GREENVILLE/
SPARTANBURG

WANS-FM
WCKN-FM
WESC-FM
WFBC-FM
WMYI-FM



KNOXVILLE KOMP-FM LITTLE ROCK BRIDGEPORT
WCKS-FM ES%’; "F"M KHLT-FM WEBE-FM
WEZK-FM W M KIPR-FM WICC-AM = jer. wcop-im WKZS-FM WRUF-AM
WIVK-FM KKYK-FM = v RERRRSRRRREES weal-mm WKZW-FM WRUF-FM
A M LRI COLUMBIA KASH-AM KRLB-FM WCSJ-AM WLAD-AM WRVC-FM
OMAHA/ N / WMFX_FM KASH-FM KRLT-FM WCZX-FM WLAM-AM WRXK-FM
e SANTA CRUZ COASTAL WNOK-FM KATF-FM KRNO-FM WDAQ-FM WLAP-FM WRXR-FM
KTOM-FM NORTH CAROLINA N KATS-FM KRNQ-FM WDJR-FM WLFX-FM WSBT-AM
KEZO-FM WOMG-FM
KK WZYC-FM WWDM-FM KBFX-FM KROC-AM WDRM-FM WLLR-FM WSGC-FM
MCALLEN/ KBIU-FM KROC-FM WEFX-FM WINH-FM WSGL-FM
BROWNSVILLE BAKERSFIELD KBOZ-AM KSBJ-FM WEGW-FM WIOH-AM WSNX-FM
v KELT-FM KKBB-FM CHATTANOOGA 507 ¢m KSMKFM WENK-AM WIQE-FM WSPKFM
W,OT_F;: KBFM-FM KKXX-FM x&:&" KBYZ-FM KSND-FM WEQX-FM WLRW-FM WSTC-AM
i WITTE KCHV-FM KSNI-FM WERZ-FM WLSR-FM WSTH-FM
WRGNFM A TONIRGUGE CHARLESTON WUSY.FM KCQR-FM KSSS-AM WFCB-FM WITO-FM WTFX-FM
e WIGE-FM WSSX_FM KCTR-FM KTAP-AM WFEA-AM WIVW-AM WTHT-FM
WVKS. M WYNKFM TR KDES-FM KTCS-FM WFFX-FM WIWI-FM WTHZ-FM
) SPOKANE KDGE-FM KTGL-FM WFID-FM WIWZ-FM WTKT-FM
N KEZE-FM KDKS-FM KTRS-FM WEMX-FM WMBD-AM WTKX-FM
SPRINGFIELD/CHICOPEE  ELPASO TS KISC-FM KDMG-FM KTUN-AM WFPG-FM WMEE-FM WITNV-FM
WAQY-FM KEZB-FM WM KZZU-FM KDTH-AM KTYD-FM WFRA-FM WMGI-FM WTUG-FM
WHYN-AM KHEY-AM L KDWZ-FM KUAD-FM WGBF-FM WMGX-FM WTYX-FM
WHYN-FM LRlaARY i LANSING/ KEY)-FM KUUL-FM WGGD-FM WMJW-FM WUSQ-FM
WMAS-FM KFMF-FM KVFX-FM WGIR-FM WMRF-FM WVAF-FM
ALBUQUERQUE WICHITA LI AL KFMQ-FM KVKI-FM WGLF-FM WMRV-FM WVAQ-FM
HARRISBURG/LEBANON Eg;l:x KBUZ-FM xé"&% KFMZ-FM KVUU-FM WGNI-FM WMUS-FM WVBS-FM
WIMX-FM KICT-FM KFOR-AM KWHL-FM WGTY-FM WMXF-FM WVLK-AM
) KZKL-FM KKRD-FM WIBM-FM KFQD-AM KWTO-AM WHBY-AM WNIK-AM WVNA-FM
WXBB-FM KZRR-FM WIM-FM KFRX-FM KXBS-FM WHEB-FM WNRS-AM WVRK-FM
MOBILE WVIC-AM KGGG-FM KXFX-FM WHHY-FM WNSN-FM WVSR-FM
FRESNO YOUNGSTOWN/ WGCX-FM KGLI-FM KXLP-FM WHNN-FM WNUS-FM WWAV-FM
WARREN WKSJ-FM FLINT KGOT-FM KXUS-FM WHOK-FM WOCQ-FM WWCT-FM
EE?{?F';':‘A N —— WCRZ-FM KGUM-AM KYAK-AM WHOM-FM WOKK-FM WWFX-FM
H WKMEF-AM KHHT-FM KYMG-FM WHTF-FM WOLL-FM WWGT-FM
KHTZ-AM \‘xgggf"" NEW HAVEN/MERIDEN  \\\cx-FM KHTT-FM KYYZ-FM WHTK-FM WOTB-AM WWIJB-AM
KJFX-FM . AR KHTY-FM KZAM-FM WIBA-FM WOTB-FM WWKF-FM
KNAX-FM ) PLR-FM WORCESTER KIQ-FM KZBB-FM WINK-FM WOUR-FM WWKS-FM
KTHT-fmM WAAF-FM KILO-FM KZEL-FM WIOG-FM WOVK-FM WWIV-FM
NEW BEDFORD/ JOHNSON CITY/ WFTQ-AM KITT-FM KZFN-FM WIQB-FM WOVV-FM WWRX-FM
LAS VEGAS FALL RIVER KINGSPORT WSRS-FM KIXS-FM KZGZ-FM WIXV-FM WOWW-FM WWSF-FM
KEYV-FM WEHN-FM WTFM-FM WTAG-AM KJJY-FM WAAL-FM WIZE-AM WPCM-FM WWVA-AM
KMZQ-FM WEFHN-FM WUSJ-FM WXLO-FM KILO-FM WAEV-FM WIAD-FM WPDH-FM WXBQ-FM
KJOY-FM WAPL-FM WIEQ-FM WPEG-FM WXFX-FM
KKHT-FM WARX-FM WIKX-FM WPST-FM WXIL-FM
KKLI-FM WAVV-FM WILQ-FM WPXR-FM WXKC-FM
KKMK-FM WAYS-FM WIMI-FM WGQBE-FM WXKX-FM
KKNB-FM WAY V-FM WIML-FM WQBZ-FM WXLP-FM
KKPR-FM WAZY-FM WITW-FM WQGN-FM WXRC-FM
KKRQ-FM WBAM-FM WIXQ-FM WQHK-AM WXRX-FM
KKXL-FM WBBQ-FM WIYY-FM WQHQ-FM WYAK-FM
KLAW-FM WBGM-FM WKDQ-FM WQMI-FM WYAV-FM
KICX-FM WBHP-AM WKEE-FM WQPW-FM WYCL-FM
KLMS-AM WBHV-FM WKHY-FM WGRI-FM WYER-FM
KLTA-FM WBLM-FM WKIO-FM WGQSB-FM WYGC-FM
KLZZ-FM WBSS-FM WKIM-FM WQSM-FM WYMG-FM
KMGP-FM WBUD-AM WKLC-FM WGTL-FM WYNE-AM
KMJC-FM WBWB-FM WKLL-FM WGQWK-FM WYNG-fM
KNAN-FM WBXX-FM WKIT-FM WQXE-FM WYRY-FM
KNCN-FM WBYR-FM WKPE-FM WRAW-AM WZBQ-FM
KNNN-FM WCAV-FM WKQD-FM WRCK-FM WZFX-FM
s KOKZ-FM WCAW-AM WKQQ-FM WRCQ-FM WZHT-FM
COLOMBIA KOSO-FM WCBH-FM WKQZ-FM WRFY-FM WZID-FM
A KOZZ-FM WCCK-FM WKSQ-FM WRHT-FM WZNY-FM
CYFRUS KPXR-FM WCDQ-FM WKWK-FM WRKE-FM WZOQ-FM
, KQCL-FM WCFL-FM WKXC-FM WRKI-FM WZPK-FM
CIECHOSLOVAKIA KQCR-FM WCGQ-FM WKXI-AM WRNS-FM WZRT-FM
KQDS-FM WCGY-FM WKXW-FM WRQK-FM WZXL-FM
e R g KQIZ-FM WCKT-FM WKYQ-FM WRSF-FM WZZP-FM
DOMINICAN REPUBLIC KQWB-FM WCLZ-FM WKYX-AM WRSG-AM WZZQ-FM
HONG KONG e c
With over 1400 radio stations worldwide as clients, Selector
continues to be the music scheduling system programmers .
The Music Scheduling System.
choose most. Maybe with all these clients we should sit back
and let a good thing be...but we can’t help ourselves. We just
keep upgrading and improving, putting your ideas to work in the
system that pioneered this whole business to begin with.
If your station is not currently scheduling with Selector call, FAX
or write to us today for information and a free demo diskette. 5= =_ = Two Overhill Road. Suite 100. Scarsdsle New York 10583 914.723.8567
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THE FIRST 0
ANNUgLALES

Age Of Sales Staff

here’s a definite trend toward

youth in radio sales these days.

Nearly two-thirds of sales
staffers are under 35, and the number
of 18-24 salespeople is more than
double that of their 50+ counterparts.

CHR and AOR stations have the

youngest sales staffs, while Urban
stations have a proliferation of 35-49s
and Country and AC rank highest in
the number of 504 salespeople.
Smaller markets present better oppor-
tunities for both age extremes.

Average Age Of Sales Staff

4.4%
504"

Age By Format
(percentage)
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Age By Market Size
(percentage)
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one prize.)

56.4

100
84.8
Sales Bonus Spots
3 . Format
Incentives Most Effective g0 I By
Sales Incentives o Format  Percentage
verall, 92.6% of (percentage) = Overall 60.6
stations stage b ﬁgR g?'g
sales contests 60 f’* CHR 69 1
for their s.taffer.s; that per- ‘V e 55 4
centage is quite consist- £ Urban 60.0
ent throughout format and 2
market size. As a sales 40
technique, bonus spots 27.3
are offered by 61% of
stations.
20 Bonus Spots By
. Market Size
|
{Note: Total adds up to more t 1.7 3.4 3.7 Malketl Pelcegtgg;
than 100% as respondents | | 0.6 0.6 W @ ?_v:cr)al 64.7 ‘
were allowed to list more than | 10 51-100 622
|

Trade Awards . Jewelry Dinners

Merchandise Time Off  Trips Cash

[ 1o
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” NORISK.
ALL PROFIT.
FREE VIDEO.

“We sold $12,000 “Direct Results Radio “In the first week
packages to three allows us to offer ad- Direct Results Radio
new advertisers the vertisers all the brought to the
first day. Direct elements of a good station in excess of
Results Radio has sales campaign at a $125,000 of new
already paid for reasonable rate.” revenue.”
itself.” {/)_avir}i)r No{é e | ]ém Guitgfslon,M

- ice President/Genera eneral Hbales ivianager,
Ganeral Sales Manager, Mansger, WEGX, KZSN. Wichita

KQM]J, Tulsa, Oklahoma

THIS VIDEO IS ALL ABOUT FESESEES= 'J
INCREASING REVENUES. = % DIRECT RESULTS =
AND IT'S FREE. C RADIO ADVERTISING” 5
In just 10 minutes, you'll view the following: : FirstCom, 13747 Montfort Dr. #220, Dallas, TX 75240, 214- 934-2222 :
* Afail-safe organized system B  Please send me a FREE video today!
¢ A unique results-oriented sales technology E
¢ Results that are measurable, and 100% guaranteed risk-free NAE e B
e How to produce results for you and advertiser B o0 ]
¢ The meaning & benefits of “Marketing Partnership” i
ADDRESS

CALL 800-858-8880 NOW -

B cny STATE : &
AND SEE FOR YOURSELF. - m“ " E

B sone — B

l----m----“-“m-----ﬂ

wWwWw americanradiohistorv com
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National Reps

#
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lightly more than 93% of stations nationwide have a national rep, ranging from

89% in smaller markets to 96% in the majors. The average percentage paid

to reps is 14.8%, with very little variation by category. Just under 68% offer
bonus spots to their reps.

Siations With
~ National Reps

Format  Percentage
Overall  93.1

1-50 95.8
51-100 93.8
101+ 89.4

Almgest three-quarters of stations say their station is the only one in the market
represented by their rep; that number rises to over 81% in 50+ markets but plum-
mets to 57% in the more competitive majors.

Stations have, on the average, stayed with their present rep for a bit more than
five years. We asked stations to rate their satisfaction with reps on a one-to-ten
scale, and “seven” was the remarkably consistent answer.

AN

Rétir’i@;wnepxPeﬁbrmance“ On A Sca»le:'of 110

_?a' . Rep Exclusivity
Rating The Reps Rating The Reps | * ~ By Format
By Market Size By Format rormat Porcentage
B | AC 75.8
Market Rating Format Rating .E: AOR 65.1
3 . yes "CHR 788
w()yerallé 7.0 AC ; 6.8 £t Country 873; (1)
' AOR 70 Urban 0
1-50 7.4 .
101+ 6.5 Urban LT0

&

Rep Exclusivity
By Market Size

How Long Have Market  Percentage

: Qverall = 734
You Been With 1-50 57.0
101+ 81.9

Market Years

Overall 5.3

1-50 S1
51100 5.4

1014+ 55

www americanradiohistorv com



AN ALLIANCE FOR GROWTH.

THE HNWH MANAGEMENT TEAM IS LOOKING FORWARD TO SEEING YOU
AT THE NAB'S “RADIO 1990” CONVENTION.

THERE ARE A LOT OF EXCITING THINGS HAPPENING AT HNWH AND WE'D
LIKE TO TELL YOU ABOUT THEM.

PART OF OUR PROGRAM INVOLVES BEING AN ACTIVE PART OF RADIO 2000.
IT'S A FAR-REACHING PLAN WITH SOME VERY INTERESTING OPPORTUNITIES FOR
OUR INDUSTRY.

HOPE YOU CAN JOIN US FOR THE JOURNEY OF THE CENTURY. DROP BY
THE INTEREP RADIO STORE HOSPITALITY SUITE AT THE BOSTON MARRIOTT/
COPLEY PLACE AND WE'LL FILL YOU IN.

BEST,

Pt

JACQUI ROSSINSKY
PRESIDENT

A COMPANY OF

THE INTEREP A RADIO STORE

s.0  BQ



" With The Research Group, '98.7 Kiss-FM' has dem-
onstrated dramatic growth in key demographics. We've
gone from #10 to #2* in adults 18-49 and from #13 to #6*
in adults 25-54, while maintaining our strong position in
the younger demographics and be-
coming New York's #1** radio station Al : |
in bot}%Arbitfon and Birch surveys. New YO r‘l( S

Through the utilization of Focus o
Group sessions and Strategic Market # 1 d
Studies, The Research Group has ra l?
helped us focus very clearly on the :
opportunities and goals available to Statl On
WRKS-FM and has worked with us
each step of the way to keep us on track. The results
dynamically indicate that their methods work.

No one else has a proven track record of success equal
to that of The Research Group. They excel market to
market and ratings survey after ratings survey in all
formats. Working with The Research group has made a
dramatic difference for 'KISS-FM' and continues to be an
integral part of our continuing success story."

Charles M. Warfield, Jr.

Vice President/General Manager
WRKS-FM, '98.7 KISS-FM’

*Summer 1989 to Spring 1990 Arbitron. Adults 18-49 and 25-54, AQH share, M-S 6A-M, MSA
*%Spring 1990 Arbitron and Birch. Persons 12+, AQH share, M-S, 6A-12M, MSA.

The Research Group develops the right information, then uses a special
system of strategic planning to help you win-and stay strong—in tough, competi-
tive environments. Some managers may have the perception that using the best is
prohibitively expensive. With The Research Group, that is not true. Call today
about our availability in your marketplace and for prices which will fit your budget.

For more informaton, call Larry B. Campbell, President (206) 624-3888.

In almost every field, there is a company that has earned a reputation as the leader.

The Research Group

Radio’s Strategic Research Team

METROPOLITAN PARK, SUITE 1200, 1100 OLIVE WAY « SEATTLE, WA 98101 + (206) 624-3888



The Story
Behind The
Spring Sweep

y he R&R ‘‘Ratings Strategy
Review? continues to broad-
en its scope as it tells the

story behind the ratings — examin-

ing the strategies stations use each
guarter to post winning numbers in

Arbitron and Birch.

In addition to presenting ratings
breakouts from the Top 100 mar-
kets, the top imaging slogans, fav-
orite giveaway prizes, and most
popular getaway sites, R&R’s ex-
clusive spring survey of 225 radio
stations has yielded three new fea-
tures:

¢ Qutside Media Usage By For-
mat

* Who Uses Direct Mail

¢ Are You On Target? — format
audience composition averages by
age cell

So for a more incisive look at the
spring sweep, read on.
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sh's popularity with
remained consistent over
three quarters — 43.2%,

s
fEg
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RATINGS STRATEGY REVIEW

TOP
IMAGING
SLOGANS

This spring sto-

tions amemded

the '"Most Mu-

sik'’ hondle to
indude *'Fan & Prizes,* which
helped disploce last winter's
pace=etter, ' #1 Hit Music Sta-
tion. ' New to thiz quorter's
slogan hit st are: *'Pure Rock
& Foll,”” ''Power Hits,"’
““Free Mosey,'' ond "'(§) In
A Raw Station.

OUTSIDE MEDIA USAGE BY FORMAT

TELEVISION

UC CIRY AC  AOR 4R
4% (3.0%) (8% (1334 BN

BUSBOARDS

YG“

uc CHR CIRY AC
(23.5%y (16.0%) {9.6%) ».7%)

BILLBOARDS

FRa]

{05 Angf
B‘;tck |

Twe “igures appes: for each format. The 1igher figure represents the percentage of stations per format tho
used 0 ®-toin mediun The Jower figure (belcw each format heading) represents the total percentage aflottec tc

eoch mecum. For excriple, 63.7% of AC staions used TV to promote themselves, while 38.9% of the formct™s  S88

outside medig wsage »as devated fa TV.

www americanradiohistorv. com
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ARBITRON
DEMO SHARES
BY FORMAT

(HR podded its 18-34 lead over AOR,
holding onto first place. Also retaining their
winter '90 second and third place positions
were AOR and AC. Country, however,
boosted itself to a fourth-ploce tie with UC.

AC again reigned os the country's top for-
mat 25-54 and 35-64, with solid leads over
runner-up Country, AC's rapeat performance
was abetted by the influx of B/ELs switching
to various Soft AC offshoots. Compared to its
winter showing, Country was up slightly
25-54 {+0.1%) and off 35-64 (-0.3%).

B/EZ retained its #9 25-54 rank, but fell
1.5%. Among 35-64s, it lost both ranking
(#4-#6) ond shores (99%-6.4%). Another
big 35-64 winner was Gold {#5-#3), which
improved its share (8.4%-9.5%).

News/N/T
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NACJoz
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aor |
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Nows NAT §
/i
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Winter bridesmaid Los Angeles was the runaway winner of %
the trip destination sweepstakes, logging the most popularity
among CHR and AOR stations. Already popular Orlando landed
ahead of its fifth place finish in winter "90, propelled by the new
Universal Studios attraction. And the mega-concert at Knebworth
ieﬁecli England into fourth — 68.4% of AORs used this as a con-
fest lure.

i i
S
e =
N
|
|
| 7.5%
| ]
“ﬂ
| . |-
Howaii Orlande Knebworth  New York
City
| il

ARE YOU ON TARGET?

Let's say your station has successfully implemented some — if not all — of the giveaway/promotional strategies outlined on these pages.
Is your station on target in terms of audience composition when compared to its leading format peers?

Audience composition stats for all format winners in the Top 100 Birch markets were broken out and then averaged cell-by-cell.
Results show AC's strength is in women 25-34; AOR's is men 25-34; CHR's power base is teens (the highest percentage of any
individual cell); Country is strong in men 25-34; and UC rates with teens.

WwWWw americanradiohistorv com

' and W,SN{{ from the same market (New Bedford)

1 KIIM/Tucson (Counfry) 69 125 +6.6
2 WODJ/Grand Rapids (Gold) 0.7 e.5  +5.8
3 KERG/Riverside ((cuatry) 2.3 &0 45.7
4 WHIX/Jncksonville {UC) — 4 +5.4
4 5 KRBB/Wichita (AC) 1.8 - =yhl 3
6 WVEE/Athinta (U() e A e 5D

0 mmo-pu [ Y e S el

b T, g Ya i
T =3 8-34 S=====muu
& e oy
E : 58 Sp'w  Gain|
R \NN{DMngmwn (AOﬁ)na 76 4108 |
| 2 WAIX/Jadsonville (1() 7 #9.7]
| WALL/Terpo ((HR) TR +9.7| |
| 4 WaLz/sarasoto (CHR) 75wl #9.2) |
| 5 WBTLZ/Dayton (CHR) 70 et s
| & WVEE/Atlanta (U0) 156 20 +8.4]
| 7 KMIX/Litre Rock (A0%) 88 11 +8.3]
| 8 KEFY/Bekarsfiold (Sponsh) 38 120 +8.2|
| 9 WEDR/Miami (10) 26 162 +1.6

5 x

| 2 WOD/GrandRapids (Gold) 17 104 ~8.7

BT e e L e i T TR A S

reases betwaen sprir ring ‘Nﬁoﬁl‘ﬁﬂm—-‘
hﬁ} 1o finish among m Top Ten ganers 12+, That
3‘3"10 Ircludes kaefmvwsﬁe[ which alsa mods the
~ 25-5¢ and 35-84 Top Ten gainers list — having only
 adoptad the format last Christmas. Other stations that
 also appeated on three of the four Top Ter honot rol
~ were KIIM/Tucson and WODJ/Grand Rapids.
In the lona case of its type, two staticns (WEFHN -

* samed sign t gains (+6.8; +6.7) in the same
dmoﬂSj

Sp '89 Sp MO Gain |

4

WKBN(AM)/ Youngstown {N/T} 8.0 1.2 +5.2
| 8 WISV/Chattanooga (Guy) 126 117 +5.]
9 KESS/Abwquerque ((HR) 5.1 iG] +5.0

WUFX/Bstalo ((R)

Sp'89 Sp 90  Gain|

1 KDLL/Little Rock (Gold) 26 122 =9.6
| 2 WOD)/Grund Rapids (Cold) 1.2 99 -8.7
1 3 KIRG/Riverside (Counny) 3.5 121 +8.6 1

KEBM/Tucson (Country) 8.9 175 +8.6
5 KEBB/Widhita (AC) 2.8 104 +7.6
6 WGRR/Ciacinnati (Gold) 3.8 113 =715
7 WEFHN/New Bedford ((HR) 35 103 =6.8
8 WSNE/New Bedford (A() 4.3 110 -6.7
9 'WWKL/Harrisburg (6old) 4.6 108 -6.2
0 WEZL/Chcrleston {Country) 11.6 176 =6.0

I

=

Sp'89 Sp'#0  Gain |
1 KOLL/Little Rock (Gold) 0.4 125 +13.1|

3 KFRG/Rivarside ((ounry) 3 118 -85

KHM/Tueson (Country} 8.6 il +8.5
5 WBGRR/Cincinnati (Gold) 24 168 +8.4
6 KSSK-FM/Honolulu (A() 2.2 g0 +6.8
7 KQXX/McAllen (Spanih) 31 83 =6.7
8 WHQL/Jocksonville (Gold) 6.0 126 ~6.6
9
0

WSNE/New Bedford (AC) 7 33 6.4
KI£Z/Bozon Rouge (B/t1) - £3 -+6.3
WEZL/Chcrleston ((auntry) 17.8 221 +6.3
WYMJ/Dayton (Golc) 1.9 £2 <63
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Sir Winston would
have been proud. In
1990, Rantel Research
clients are enjoying
another year of record-
high ratings success.
We've listed just a few.

Call Rantel today for
market availability.

Z100  NewYork
Q102 Philadelphia
WAVA  Washington
KYKY  StLouis
98ROCK Baltimore
wJial Norfolk
92X Columbus
793 Dayton
WKQL  Jacksonville
WXRX Rockford

David Tate
Steven A. Smith
C.E. Helene

The research profession-
als at Rantel: Never before
have so few done so much
for so many!

/RANTEL

Laurel, Maryland ¢ 301-490-8700

i
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OVERVIEW

The Evolutlon Of A Revolution

Nontraditionai Approach Can Turn Potential Losses Into Profits

ou’re probably familiar with the old saying, ‘“The

more things change, the more they stay the

same.” Well, meeting the challenge of marketing
and advertising in the ’90s calls for a new saying: ‘“The
more things change, the more we have to change.”

In this week’s double Sales
Strategy column, T'll review the
advertising revolution which has
occurred — and will continue to oc-
cur. Although many sales manag-
ers continue to base their current
and potential billings on traditional
consumer economics, an examina-
tion of this daily marketing and
advertising revolution provides a
far more relevant gauge.

The *%0s are quickly becoming
the decade of explosive growth for
leading-edge businesses — ones
that offer additional options. Pro-
fits generated from your promotion
department, off-air resources,
turnkey partnerships, and new de-
cision-maker contacts will be the
benchmarks of those who excel.

This overview is intended to spur
your thought and planning process,
not to undermine the value of our
media, which is in an extremely
formidable position if marketed
correctly.

Knowledge is power, and under-
standing the underlying evolutions
and hidden agendas should prove
useful. Responding to these evolu-
tions will allow you to capitalize on
them rather than be victimized by
them.

With these new pressures come
new opportunities. For example,
while there is a tremendous
amount of economic concern (and
staff freezes and zero-based bud-
geting mandates), many agencies
and stations are seeing huge in-
creases.

The bottom line: There is more
opportunity for multidimensional
marketing vehicles and less for
traditional, one-dimensional adver-

Between The Lines

These changes are evident in the
quarterly figures from our own in-
dustry. Although the Times Mir-
ror’s first-quarter results were
down from 1989, the company’s
trade publishing and cable opera-
tions reported strong increases.

Similarly, Knight-Ridder’s news-
paper ads were off 1.6% but
revenues from its business infor-
mation services were up 12.6%.
Looking between the lines, a great
deal of budget fragmentation has
occurred. While traditional adver-
tising is growing at between 1%-
6%, nontraditional marketing is
skyrocketing exponentially.

““The ’90s are quickly
becoming the decade
of explosive growth for
leading-edge
businesses.’’

In reality, there’s more money
available now than ever before for
marketing — an area that’s declin-
ing in traditional advertising
budgets. Remember when you
could outperform the market and
hit budgets by ratings alone? Those
days are numbered, much like the
declining number of available
commercial units.

New & Unproved!

Clients and advertisers, bored
with traditional marketing, have
begun experimenting with new, un-
proven marketing vehicles such as
Health Link TV (broadcast in med-
ical offices), Channel One (broad-
cast in classrooms), and Act Media
(provides in-store signage and
shelf talkers).

These advertisers are merely
reflecting the tide of consumer
boredom. In general, consumers
are spending less time browsing —
today’s shoppers are spending
more time placing orders by phone
and less time looking for parking
places.

It doesn’t take much to spur
them, however. Kentucky Fried
Chicken releases ‘“‘Hot Wings’’ and
lines form around the block. “The
Simpsons” debuts and suddenly
you see Bart Simpson T-shirts,
toys, and gadgets in every mall.

Event Marketing

One of the areas that’s seen
significant growth recently is that
of corporate event marketing. The
popularity of this option will con-
tinue — the trend has caused major
corporations to create hundreds of
new positions, most notably in-
house event planners.

The arena is diverse — from
sporting event sponsorships and
rodeo tie-ins to community award
programs and ethnic marketing —
and the budgets are swelling.

Look for the growth of corporate
event marketing and sponsorships
to continue to outpace traditional

By Chris Beck

media, as companies usually have
more success when they get out
and touch consumers.

Sporting event sponsorship, tra-
ditionally a tip of the budget
iceberg, has skyrocketed more
than 400% since 1983. The big five
are the Olympics, auto racing, golf,
tennis, and marathons. Up-and-
comers generating the most in-
terest include polo, volleyball,
fishing, block parties, and ethnic
festivals.

Off-air promotions tied to these
budgets are prudent from a sales
as well as a listener marketing
standpoint. It’s essential for your
salespeople to be in front of those
who control the budgets, identify-
ing their needs and spheres of in-
fluence.

PR Foundations

Another area of explosive growth
is that of PR departments or foun-
dations at ‘‘mega-corporations.”
These companies are attempting to
localize and better align them-
selves with key consumers and
cities.

The term “‘corporate” no longer
signifies domestic companies bas-
ed in New York, L.A., or Dallas —
they’re now often international
mega-corps based in London,
Seoul, Tokyo, or Melbourne.

One way these mega-corps are
gaining consumer support is
through local cause marketing in
regional and local nonprofit
organizations. Recent research
shows there’s a tremendous win-
dow of opportunity for mega-corps
to create impact through cause
marketing — consumers support
mega-corps that are aligned with
the causes and concerns that they
(the consumers) believe in.

Not only are consumers becom-
ing increasingly loyal to firms that
support environmental and other
concerns, but they will pay a
premium for products aligned with
such concerns. Virtually every ma-
jor corporation has a PR/market-
ing arm, and these departments
yield as much as % %-2% of a com-
pany’s profits, or gross sales.

Direct Marketing

Couponing has evolved tremen-
dously since the '80s. Consider the
success of Check Robot, which ac-
tually delivers coupons to users of
competing brands at the check-
stand.

Teleshopping, another form of
direct marketing, is seeing enor-
mous growth as well. Marketers
are reacting to this trend with
sophisticated strategies, from

Some Transmission Providers
Offer A Few Services

IDB OFFERS
THE WORLD!

STRATEGY

Ten Sales Predictions
For The 19903

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

increases.

and a competitive edge.

imization.

business.

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

* Revenue increasingly will be developed in conjunc-
tion with stations’ promotion departments.

* More revenue will be developed through horizontal
(current)} accounts than through vertical (new) accounts.

¢ Off-air and nonspot revenues will increase to
15%-20% of some stations’ income by 1995.

¢ Advertising will evolve from a stand-alone commodity
to a byproduct of marketing programs.

® 75%-90% of all avails will have promotion and/or
merchandising requirements attached by 1992.

e A station's creative department will play a more
critical role in the selling cycle as client demand for creativity

® Group owners will network more to gain information

® These well-connected owners’ groups will contribute
significantly to revenue development and resource max-

¢ Tools and turnkey partnerships will play an important
role in new business development as well as existing

* More new business will be cuitivated through agency
contacts working with nonmedia accounts.

catalogs to consumer usage data-
bases. Retailers such as JC Penney
are even investing in their own
cable channels to sell products.

Direct marketing is responsible
for much of the accountability
advertisers are looking for today.
One advantage is that they are able
to track the actual cost of the sale
as well as the investment.

““Clients and
advertisers, bored with
traditional marketing,
have begun
experimenting with
new, unproven
marketing vehicles.”’

Savvy radio salespeople can of-
fer many options to those relying
on direct marketing, ranging from
simply buying direct mail lists to
offering cross-promotions with
direct-marketing companies, and
retailer (and eventually our own)
databases.

In-Store Marketing
Never has there been more retail
and manufacturer attention focus-
ed on in-store marketing. Both
sides are aiming to increase visita-
tion time as well as in-store traffic
through other departments.

As marketing efforts are focus-
ing more on upselling current
customers than attracting new
ones, visual marketing tools and
other resources that create im-
pulse and incremental sales are
becoming more important.

Many retailers are adding depth
to their in-store merchandising
vehicles, including cross-promo-
tions and partnerships. Child-care
areas, food service, make-your-
own-video displays, how-to clinics,
in-store theme events, laser shows,
valet parking, window displays —
all are keeping consumers in the
stores longer.

Some estimate that 15%-20% of
traditional retail advertising
revenues are being rediverted to
in-store marketing and merchan-
dising. Visual departments, mer-
chandisers, and store operations
contacts are fueling much of this
growth.

As a result, manufacturers are
increasing their display advertis-
ing, in-store merchandising, and
slotting fees, all of which ultimate-
ly increase product sales.

Agency Watch

Nonmedia accounts are generat-
ing higher percentages of full-
service agencies’ new business and
profits. Members of the American
Association of Advertising Agen-
cies have been under scrutiny for

Continued on Page 34
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A DIVISION OF 10B COMMUNICATIONS GROUP. INC

Contact IDB Audio Sales: (213) 280-3759
10525 W. Washington Blvd. Culver City, CA 90232




You've Heard What It's All About
Now Come Apply What You've Learned

PROFIT IN THE '90s THROUGH RETAIL SELLING

See actual retail and *EMRC-accredited
ratings information for your station

10 1990 S et

Prove to advertisers that YOUR
listeners are THEIR consumers

RAD
\\vednesskW'

Show advertisers your value beyond
cost per rating point

Confirm that Birch/Scarborough
retail and accredited ratings
information is all you need to

profit in the '90s

STOP BY BOOTH #833 for
hands-on demonstrations

A LN BUSINESS INFORMATION SERVICES COMPANY

See you at Booth #833 —————

“Electronic Media Rating Council
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The Evolution Of A Revolution

Continued from Page 32

the last five years — commissions
are down, retainers are frequent,
and performance clauses are man-
dated by clients.

These agencies are relying in-
creasingly on contract labor from
promotional and PR firms to fulfill
their clients’ demands for results.

The ’90s should mark the end of
the smaller local media organiza-
tion, due to competition with the
AAAA members. Major agencies
that formerly would never consider
pitching an account worth less than
$10 million a year are now pitching
$1 million accounts.

The majors’ new business pres-
entation budgets alone rival the en-
tire annual profit of many of the
smaller agencies. The latter simp-
ly can’t compete any longer.

Today, it’s not urusual for five
agencies or in-house departments
to be assigned specific accounts.
For example, a company may
have one each for creative, media
buying, sales, promotions, person-
nel budgets, and recruitment. In-
cidentally, agencies’ attempts to
offer all of the apove services
have proven to be unpopular and
unsuccessful with clients.

Your salespeople’s ability to non-
threateningly qualify and probe for
an agency’s specific budget pa-
rameters, client objectives, and
other areas of client involvement
will pay off in the long run — pro-
viding your people are that well-
connected within the agency’s
myriad of departments.

““The growth of
corporate event
marketing and
sponsorships will
continue to outpace
traditional media.”’

Coordinating marketing-based
programs with nonmedia accounts
also will provide stations with an
increasingly higher percentage of
revenue each year between now
and the millenium.

Retail Growth

Far more training is needed on
retail account renewal and service
processes than on account develop-

ment. Salespeople must have as
much contact with those on the
floor as with those in the advertis-
ing office, for the former types are
the real renewal decision-makers
... the ones always fielding the
question: ‘‘So, how did radio pull?”’
Retail can be divided into two
primary areas — local and major
account. Both are undergoing
some significant evolutions, which
have created new opportunities.

Local retail itself has seen two
major transformations. Fran-
chisees, for one, have been very
profitable. In a loose translation of
failure and success ratios, 9% of
all retail businesses fail, while 90 %
of all franchise operations succeed.

The second part of this local
retail evolution deals with buying
groups — their increasing involve-
ment with local retailers and the
subsequent revenue that can be
generated from them.

In short, such groups allow
retailers to compete with mega-
corps, which wield tremendous
clout in buying products in bulk —
often at such a difference that
they’re able to sell the products to
consumers cheaper than local re-
tailers can buy it themselves.

NOW THERE’S

FM LISTENERS

THIS WHEN

THE RADIO.

Upscale histeners are fickle. But we have

acure for fickleness.

We're the Dow Jones Report, and we
help prevent dial-hopping by providing your
FM hsteners with what thev want.

And independent research shows that
what 72% of them want are updates on the
economy : late-breaking reports on the eco-
nonuic stortes that affect their hves.

The kind of reporting, in short, that
Dow Jones has specialized in for over a century.

But the Report won't just help to

“anchor” your listeners. It will help attract ad-

AWAY TO KEEP

FROM DOING

LISTENING TO

vertisers as well. Because they've found the

Report to be an appealing vehicle for reach-

v

ing upscale audiences.
So1f you're concerned about hstener

defections, call Jonathan Krongard at (800)

828-6397. He'll gladly discuss how your

station can become the exclusive source of

the Report in your listening area.

And how 1t can create lovalty that
puts an
this type

Dow Jones Report

endto
of listening.

Hased on listeners to aduit nmusic stations with FHH1 of $40.000 or more. Source: 1987 Statistical Research, Inc. Dow Jones Report is a registered service mark of Dow Jones &
Company, Inc. © 1990 Dow Jones & Company, Inc. All Rights Reserved

— in the future.

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

ine out of ten mass merchandising store managers
believe that point-af-purchase (P-O-P) displays in-
crease sales and attract consumers. In one recent
survey, nearly 80% of these managers said they're using
more — or the same amount — of P-O-P advertising than
they were two years ago. And more than 85% of these
managers say they plan to use more — or the same amount

According to the Englewood, NJ-based Point Of Purchase Advertls-
ing institute, these store managers said they use more than half of the
P-O-P materials they receive from manufacturers.

The most popular P-O-P displays? Counter/shelf units (66% of store
managers use ‘em), followed by maobiles and banners (60%), testers/sam-
pling devices and fioorstands (56% each), shelf talkers and danglers
(55%), shelt extenders (44%), checkout signs and fuli-line merchandisers
(35%), and cash register/bar and fountain units (29%).

Enter the retail buying group, a
network of retailers that use the
group’s clout to drive better deals
and gain manufacturer support.
(Local record retailers have been
using one-stops in a similar man-
ner for years.) RBGs are used in a
number of categories, including
electronics, eyewear, shoes, hard-
ware, appliances, and groceries.
The best opportunities for revenue
development are for local and
regional groups.

Retail Mega-Corps

If the face of local retail has
changed, the entire anatomy of
major retail accounts has under-
gone an overhaul. In some categor-
ies, there are more bankrupt or in-
solvent mega-corps than healthy
ones. Some, such as 7-Eleven, have
been bailed out; others are still
waiting for reorganization or to be
sold.

Revenue and development of
business will come from mega-
retailers’ evolution into niche
retailing. JC Penney, for example,
has had success with several of its
new casual apparel niche stores,
such as Units, Mixit (in
California), and Tezio (in the
East).

Penney also owns and operates
NYC-based retailer Amanda Field-
ing, which plans to have 150 stores

open nationwide by 1992, Mean-
while, JC Penney already has
opened Portfolio Home Furnish-
ings in Dallas, with 13 more stores
projected to open next year.

Another area for revenue devel-
opment is the massive remodels
for retailers that have lost their
franchise with consumers. Con-
sider K mart’s $100 million
remodeling of the company’s
stores.

The third area will be that of
dramatic expansion of the super
retailers whose image is well-
established with consumers, such
as Wal-Mart, Circuit City, Toys
“R” Us, and Target — the last of
which plans to open another 23
stores this year.

Chris Beck is the President
of Chris Beck Communica-
tions, a sales consulting firm. if
you have a question about a col-
umn or a topic you'd like to see
addressed, he can be reached
by phone at (818) 594-0851;
by fax at (818) 594-5030; by
Prodigy electronic mail at ID#
SRTN15A; or by Compuserve
at ID# 76066,3334. Write to
him at 22900 Ventura Bivd.,
Suite 340, Woodland Hills, CA
91364.

GET READY
10
PLACE
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CHEVROLET PRESENTS
THE 1990

COUNTRY- MUSIC

A ‘/\/ f‘& D D

On the
Mutual Broadcasting System

audience to the best that country has to offer . . . when
program hosts Reba McEntire and Randy Travis bring
you all the excitement and prestige of the 1990
Country Music Association Awards live from
Nashville's Grand Ole Opry.

It‘s country music's biggest event of the year! Treat your

You'll be treated to outstanding live performances
by country's best known performers - and you'll
be there to feel all of the anticipation and
emotion as each award is presented to its

most deserving act!

Following the ceremonies, Mutual's
Lee Arnold will take you backstage for
the party with the stars - featuring live
interviews and award-winning music.

In addition, you'll hear the first
reactions from country's newly
crowned Entertainer of the Year,
Male and Female Vocalists of the Year
and more!

It's a night you just can't miss!

MONDAY, OCTOBER 8
9PM EASTERN/PACIFIC

The Mutual Broadcasting System and the
Country Music Association . . . celebrating an
eight year tradition of award-winning country!

" I THE M

I\ muTuaL jyect
7 [F AMERICA IS WINNING
\// BROADCASTIVG SYSTEM S T00AY'S TRUCK 18 CHEVROLET

www.americanradiohistorv.com



A Dreamer For The Ages...

Photo by Bob Gruen

OCTOBER 9, 1990

. Pollack Media Group, in conjunction with
BRAZLL Yoko Ono Lennon, invites your station to join
| these countries and participate in an historic,
worldwide simultaneous radio tribute
from the United Nations on the anniversary
of John Lennon’s 50th birthday,
Tuesday, October 9th.

To be part of this incredible global event, call Sharon Fratello at
(213) 459-8556 or FAX (USA) (213) 454-5046.
By request, this is offered on a non-exclusive basis.
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‘Power Van Jukebox’ Debuts

tlons, radio marketing firm Dynamite Promotions (a division of SLC-
based Rainbow Enterprises) is now selling its larger-than-life boom
boxes directly to interested stations.
To herald the split decision, Rainbow has introduced the “Power Van
Jukebox” — a boom box permanentty mounted on the back of a truck.
The company is also offering two new options for its just-introduced as
well as its existing boom boxes: a programmabie LED board (available in
four to eight colors) that's visible from up to 400 feet away during daylight
hours, and a four-head rotating spotlight that fits atop the boom boxes and
is visible for miles.
For prices and other info, call the company at (801) 268-8887.

Following a three-year association with Streamline Communica-

SECRET TREATISE

B | 9 <

Crash Course In Electronic Espionage

fter brainstorming for sev-

eral hours, you and the

most trusted members of
your staff design a perfect slogan
and ad campaign for the fall book.
Smugly, you go home knowing
that, in a few days, your catchy jin-
gle will be in the hearts 'n’ minds of
listeners everywhere.

Then you wake up the next morn-
ing and hear your promo playing
on a competing station. A case of
great minds thinking alike? Per-
haps. But maybe you've simply
been ripped off . . . electronically!

According to NYC-based securi-
ty consultant/Spy Shop President
Frank Jones, nearly 20% of 500
recently surveyed companies say
they have been the targets of elec-
tronic espionage. Although the
practice is illegal, it is also temp-
ting, says Jones, especially when
one considers how incredibly so-
phisticated, inexpensive, and plen-
tiful the devices are.

For educational and defensive
purposes only, here’s a glimpse at
what'’s on the market:

* Bugs/listening devices. These
are often small enough to fit into a

RADIO EXPENDITURE REPORTS INC.

740 West Boston Post Road « Mamaroneck, N.Y. 10543 « (914) 381-6277

WHAT YOU NEED TO KNOW

MARKET BY MARKET
ACCOUNT BY ACCOUNT

RADIO EXPENDITURE REPORTS

IS

THE SOLE INDUSTRY SOURCE

FOR NATIONAL & REGIONAL SPOT DATA

fountain pen, and can easily be
concealed beneath a desk or board-
room table. Bugs — which sell for
$1500-$3000 for professional models
and as little as $25 for hobby shop
types — are usually battery-
powered, but also come in plug-in
models.

The average listening device can
pick up a conversation within a
range of about 20 feet and broad-
cast it to a nearby FM receiver.
The “mole” operating the receiver
is usually in the same building as
the device, or within a few blocks.

* Wire taps. Once used to eaves-
drop on and record telephone con-
versations, phone taps have evolv-
ed into a device that — when used
with a modem — can intercept
faxes and other computer-tran-
smitted data.

As you might expect, this Water-
gate favorite is attached directly to
a phone line (either in the office it-
self or at a switching panel else-
where in the building).

» Electromagnetic radiation
data collectors. These gadgets
(which sell for a mere $25,000-
$40,000) scan computers and word
processors from several blocks
away. The purloined letters are
then displayed on screens at the
spy’s secret listening post.

» Lasers. For $35,000, spies can
pick up special lasers that decipher
conversations through windows by
analyzing ultrasonic sound waves
on glass.

+ Parabolic or “shotgun’ micro-
phones. Although these don’t pene-
trate windows and doors, they can
nonetheless be used to eavesdrop
on outdoor conversations.

Counter Intelligence
So, what’s a general manager to
do? Jones suggests that you invest

in:
¢ A recorder/transmitter detec-
tor. These devices (which sell for
about $1000 each) are small enough
to fit in a shirt pocket, and vibrate
whenever there’s an electronic bug
or switched-on tape recorder in the
room.

* An anti-tap. These are design-
ed to be attached to the telephone,
and alert a caller when his line is
being tapped. More sophisticated
models can electronically jam the
spy, while leaving the original call
unaffected. Price: $1000-$4000 (de-
pending on the phone system, etc.).

e Computer shielding. This
metal-laced material can be hung
in a room (like wallpaper or panel-
ing) or can be placed around indi-
vidual computers. Its chemical
make-up prevents electromagnetic
radiation data collectors from
working. Price: about $1000 per
computer.

Finally (and not surprisingly),
Jones says you can prevent elec-
tronic espionage at your station by
using an age-old radio fix-all: Hire

® September 1215 — NAB
Radio 1990. Hynes Convention
Center. Boston, MA.

® September 13-15 — Foun-
dations Forum 'S0. Sheraton
Plaza La Reina Hotel, Los An-
geles, CA.

©® September 16 — 42nd An-
nual Primetime Emmy Awards
Presentation. Civic Auditorium,
Pasadena, CA.

@ September 21-25 — 89th
Audio Engineering Society Con-
vention. Los Angeles Conven-

tion Center.

® September 24-27 — RTNDA
45th International Conference &
Exhibition. San Jose Conven-
tion Center. San Jose, CA.

® October 3-7 — NewSouth
Music Showcase '90. Colony
Square Hotel, Atlanta.

® October 11-14 — National
Professional Conference Of
Women In Communications Inc.
Riviera Hotel. Las Vegas, NV.
® October 16-17 — Broadcast
Credit Association’s 24th Credit
& Collection Seminar. Harbour
Castle Westin Hotel. Toronto,
Canada.

ealth NewsFeed's free
H reports are now available

in two satellite bulk
feeds! Five stories of up to one-
minute each are now fed on Fri-
days and Mondays, via Satcom IR
and Westar IV.

Health NewsFeed via Satellite
is easily accessible to affiliates of
all major networks, including
ABC, CBS, NBC, UPI, Mutual,
and Unistar. We suggest a daily
lineup, and occasionally embargo
a piece. Additional actualities fol-
low each piece. Health News-
Feed will record custom tags and

HEALT
Al 2

RADIO REPORTS VIA SATELLITE
FROM THE JOHNS HOPKINS MEDICAL INSTITUTIONS

Now It's Even Easier!

promos upon request.

Health NewsFeed reports also
are available through a daily tele-
phone feed. A new story plus
actualities is on the line begin-
ning at 5 p.m. eastern time.

Health NewsFeed provides
network-quality wraps and cuts
on timely medical and health top-
ics, designed to fit into your
newscasts or stand alone as a
sponsored feature.

The reports are produced by
award-winning journalist Carol
Anne Strippel. To find out more,
call (301) 955-2849.
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Process Adds Strength
To Weaker Radio Signals

adio stations with weak

signals may be heard over

their stronger counter-
parts in the future, thanks to a
technique — currently being devel-
oped by an electrical engineering
professor — that cancels out the
stronger signal at a particular fre-
quency.

on the technology, which squelches
a strong signal by creating an in-
verse of it and pitting it against its

mirror image. The two cancel out,
leaving a secondary signal expos-
ed.

The trick is matching the normal
and the inverted signals. Myers is
working to improve the technique,
and is close to licensing it. Motoro-
la reportedly has expressed inter-
est in the technology, which proba-
bly will be used first for paging and
two-way radio. Down the road, a
low-power signal may be used to
send CD-quality digital radio.

A Matter

Of Time

egardless of what kind of
R fancy equipment you

use to cut your station’s
spots, you stil need to make
sure that each one-minute com-
mercial runs a full 60 seconds.
To help you reach that end,
Audiometrics has unveiled the
console-top “*ST-3 Studio
Timer.”

CHNOLOGY

CDs Hold High School Memories

irst, high schools issued

printed yearbooks. Then

the video annual became de
rigueur. Now, 19 students at Ore-
gon’s South Eugene High School
are experimenting with a new
medium for their yearbook — the
CD.

They’re scanning photos from
the printed copy into a Macintosh
I computer, then matching them
to related audio clips using Applé’s

Hypertext software to create ‘“The
Electronic Eugenean” on a CD-
ROM (read-only memory) disk.

Students will be able to hear
marching bands playing and
cheerleaders rooting for the team
as they call up those images on a
Mac O PC. For some, the mem-
ories won’t be all fond, however —
photos of the principal and the
teachers are included . .. as are
their voices.

Glen Myers has gotten a patent
I
f
l

Audio Processor Features
Automatic Bass Equalization

traditionally independent functions of level control, peak control, and

T he “Optimond-FM Model 8100A” audio processor combines the
stereo generation Into a single harmonized audio processing device.

The rack-mount unit not only features a 25 dB range, but also can be
adjusted to supply automatic bass equalization to add depth to thin-
sounding tunes and reduce it on bass-heavy tracks.

Since the B8100A features a built-in stereo generator, the pre-
emphasis and filtering functions (which often cause overshoots that
reduce modulation} are handied before peak control processing, preven-
ting a loss of loudness.

The device also comes with a front panel-mounted stereo/mono
switch, a VU meter, and meter function dial. List price: $5550. For more
info, call SF-based Orban Assoclates Inc. {a division of AKG Acoustics
Inc.) at (415) 957-1067.

The beige-colored timepiece
sports 5/8-inch-tall digits for
easy viewing and non-slip rub-
ber feet (to keep the unit from
sliding around on the console
when buttons are pushed). Fur-
| thermore, the reset, start, and
‘ stop function buttons appear on

the front and back panels.

l The ST-3 is distributed by
Richmond, IN-based Harris
Allied. List price: $179. Call
(800) 622-0022 or (317)
962-8596 for more info.

Bétter Weather
Forecasts Ahead

o you often predict — ac-

curately — that your sta-

tion’s weather forecast will
be wrong? It’s not the fault of your
weatherperson, but Earth’s ever-
changing atmosphere . . . and help
is on the way.

The National Oceanic & Atmos-
pheric Administration (NOAA) has
begun installing a radar detector
network that continuously senses
wind speed at various heights. Be-
fore, weather balloons gathered
wind information only once every
12 hours.

NOAA also is developing a
“temperature profiler,” which
samples temperatures within half
a degree up to three miles high.
These new devices mean fore-
casters soon will have up-to-the-
minute weather info at their finger-
tips — and at your station.

Digita _. o
Production System

S tuder ReVox recently unveiled its “Dyaxis 2+2" hard disc digital
audio production system. The device (pictured above in a free-
standing workstation) combines digital signal processing with a
variety of broadcast-related recording and editing functions. Included on
the Dyaxis unit are:

* A system synchronizer. This component supports all timecode
types and serves as a master clock for all Dyaxis systems.

¢ A digital storage system. This subsystem stores all sound files
and editing information.

¢ A muitiformat audio processor. This device provides two- and
four-channel simultaneous playback, independent track assignment,
background upload/download, track bouncing, and digital mixing. Ran-
dom access recording/playback and real-time digital format transcoding
are also among the unit’'s capabilities.

Upgrades As Available

Described as the heart of the system, the audio processor was
designed to be upgraded with new configurations as they become availa-
ble, preventing the system from becoming outdated or obsolete.

Price of the Dyaxis 2 +2 system varies with the component configur-
ations one selects. For more info, call the Nashville-based company at
(615) 254-5651.

e PIRTT s

HOLLYWOOD EDGE
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66
Finally the sound effects library that
radio has been waiting for.
When you want the right stuff-reach
or The Hollywood Edge!

Scott ShannonVP/Programming Pirate Radio

“The Hollywood Edge ... the best
sound effects library, without a doubt!”

Oliver Stone, Director(Born on the Fourth of July, Platoon)

Listen for yourself-If you buy sound effects for your company,
Call us for a free Premiere Edition demo disc.

Call 800-292-3755 In CA 213-466-6723
7060 Hollywood Boulevard, Suite 700, Hollywood, CA 90028

www americanradiohistorv com
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Arbitron presents

D University
at Radio ’90

Here’s a chance for you to go from PD to PhD in just a few

minutes. PD University offers program directors (and their

general managers) a chance to test their ratings knowledge with
an interactive computer quiz. Questions will cover everything

from AQH to TSL, with a little tutoring on the side on how you can
get the most out of the ratings. /7'

Special prizes will be awarded to those /i
“book” worms who graduate at the head /|
of the class. And a free gift for anyone [+
who gives it the old college try. é

ARBITRGIV
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to listen to when you get home,
right? Not if you own one of Pan-
asonic’s new voice-confirmation
VCRs.

verify all instructions with a syn-
thesized voice immediately after
programming is completed. For
example, the models will let users
know that the machine is set to rec-
ord Channel 7 from 10-11pm on
Saturday.

VCRs That Talk Back

ou probably hear enough
backtalk every day — so
it’s the last thing you want

after the play button is pressed.

The “PV-4016” and “PV-4066"

NJ-based firm at (201) 348-7000.

Both units provide voice confir-
mation of commands such as play,
stop, and rewind. They also contain
the company’s new ‘“‘Quick Play”
feature, allowing less than one sec-
ond for the video picture to appear

In addition, the PV-4066 has ster-
eo sound and comes with a remote
control/scanning wand for bar-
code programming. Suggested
retail prices are $429 for the
PV-4016 and $549 for the PV-4066.
For more info, phone the Secaucus,

Latest Powered Racks
For 800 Series Modules

models of pewered racks — the “PR-2A" and "PR-10A" (pictured) —
designed to accommodate the radio industry's popular 800 Series
modular signai processing units.
The PR-2A aliows broadcasters to mount up to two modules — such as
a “Gain Brain I” and a “Levelier" —ina 1%" x 19" rack space. If it's stereo
processing that you're looking for, the PR-2A can be fitted with two iden-
tical modules that are finked together via a switch on the unit's front panel.
The gadget jacket — which features connectors for alt audio inputs and
outputs — was alsc designed to provide improved RF| and electromagnetic
shielding as well as additional headroom.

Extending The Options

The PR-10A — which sports the same technological capabilities as the
PR-2A — houses up to ten 800 Series modulesina 5%" x 19" rack space.
However, the PR-10A also comes with a two-section bipolar power supply
to assist with regulation and heat dissipation.

As a protective measure, each section of the power supply feeds only
five individual modules. So, in the unlikely event of regulator failure, half of
the modules wilt remain active. The PR-2A and PR-10A are priced at $399
and $759, respectively. Phone {615) 370-5901 for more info.

Franklin. TN-based Valley International inc. recently introduced two

|

On-Air Phone System Debuts

elos Systems. has unveiled its “Telos 100" model (pictured) — a
T direct interface module that serves as a small on-air PABX
telephone switchboard system.

Designed especially for broadcasters, the unit is compatible with the
company's “1A2 Key System Interface Module” (used at the announcer
control position) and Mitel's “Superset 4" electronic phones (used at the
screening and producer positions).

The Telos 100 can accommodate up to ten callers, two announcers,
and two screeners. What’s more, the unit is wired so that callers hear
your station when placed on hold. List price: $1840. Call the Cleveland-

Lbased company at (216) 241-7225 for more info.

Infrared Headphones

esigned to provide opti-
D mum reception without

adjusting the transmit-
ter's volume output, Arkon
Resources’ “Arkor IR-500 In- z
frasound” headphones consist ;
of a 6-ounce headset/receiver ;.
and a transmitter/headset ‘
stand.

Furthermore, the IR-500 fea-
tures a microphone adapter that
enables consumers to use the
unit in conjunction with older TV Wil
sets that don’t have headphone
jacks. %

The system is powered by %
two AAA Dbatteries. Price:
$99.95. For more information,
call the Arcadia, CA-based

company at (818) 358-1133.

Repair Kit
Resurfaces
CDs

he “CD Repair” kit, manu-

factured and distributed by

Audio Innovations of Michi-
gan, is formulated to remove fine
scratches and other surface de-
fects from the bottom of compact
and laser discs.

Two cleaning solutions, a CD
holder, cotton balls, and instruc-
tions are included in each repair
kit. The Kentwood, MI-based com-
pany also has developed a “CD
Cleaner,” a non-alcohol spray that
removes lint, smudges, and finger-
prints.

Each CD Repair kit resurfaces
up to 50 discs and costs $22.95. Each
two-ounce bottle of CD cleaner
washes up to 225 discs and sells for
$8.50. For more info (or to order),
call (800) 373-1311 or (616) 534-3343.

Radio Waves
Aid Road

Warriors

n the future, radio may do

more than entertain and in-

form people — it also may
prevent intoxicated people from
driving and help keep tired
drivers awake.

Tokyo University bioelectronics
professor Isao Karube is develop-
ing an inexpensive sensor that,
when mounted in the back of a
wristwatch radio, determines if
wearers are fit to drive by measur-
ing the amount of alcohol excreted
in their perspiration. If a person is
intoxicated, the sensor sends a ra-
dio signal to his or her vehicle’s ig-
nition lock.

A different sensor monitors
drivers’ perspiration for signs of
exhaustion, signaling when it’s
time for a coffee stop. When the
system senses a chemical indi-
cating fatigue, it sets the car’s
horn honking.

OAKLAND? CINCINNATI? NEW YORK?

Wherever it is, Music Awareness will get your winners to
America'’s favorite sports championship...

WORLD SERIES 1990

Make All Your Arrangements With Just One Free Cadll

Game Tickets ® Air & Land Transportation « Accommodations

SAVE TIME & MONEY BY CHECKING THE MAP...

Call Toll Free
800-634-5043

The Travel Promotion Experts




TV Image, News, Weather

MUSIC
and Sports Packages
P 9 LIBRARY
RADIO 4
Minimum of
Serving All Formats 10 Free CD

Updates per Year

Custom Jingles Production
Elements/Sweepers

Syndicated
Jingle Multi-Year Licenses Available

Packages

Grammy and Clio Award Winning
Composers

Contemporary Mix of Acoustic and Synth

6528 Sunset Boulevard Hollywood, CA 90028  2413/464-6333  FAX: 213/464-5931
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our Marines serving guard
duty along a remote section
of the Saudi Arabia-Kuwait

border say they were visited by . . .
Elvis Presley, who reassured the

grunts, “Don’t worry. Il be wat-
ching over you. I'll be your guardian
angel!”

According to an unnamed military
official quoted in this week's Na-
tional Examiner, the exposed pri-
vates said the King “looked fit and
trim and wore robes of an Arab
sheik, like Lawrence Of Arabia.” He
also spoke in “his characteristic
drawl,” but vanished into thin air
when the guards tried to strike up a
conversation. The Marine Corps is
investigating . . . .

Star Quality

This week's Star — the same
'zine which misleadingly reports
that Paula Abdul ‘“decided to
boycott” the MTV Music Video
Awards because the cable net-
work had shown pictures of her
“as a chubby 14-year-old with a
big nose” (she was, in fact, a pre-
senter at the show) — says Paul
and Linda McCartney have em-
barked on a “rescue the lobster”
campaign.

The noted vegetarians reportedly
drove all over New York, buying as
many live lobsters as they could
find. The couple then traveled to
the nearest beach and released the
costly crustaceans to their home in
the sea!

Stern Consequences

During a taping of his TV show,
shock jock Howard Stern made
guest Elliott Gould more than a lit-
tle uneasy by announcing that Bar-
bra Streisand, Gouid's ex-wife,
would be joining as a surprise
guest. According to the National
Enquirer, Gould was truly surprised
when “Babs” walked onstage and
turned out to be a deep-voiced fe-
male impersonator “who was a
dead ringer for Streisand.”

When asked how his former
spouse looked after all these years,
Gould deadpanned, “She hasn't
changed!”

Rare N’ To Go
“One time, | stole a two-pound
steak from the local supermarket
and stuffed it down my pants. It
cooked before | got home!” — Red-
hot rocker Steven Tyler, quoted in
Us.

BLUE BOY — “Billy walks around
backstage totally nude all the time,”
says veteran backup singer/musi-
cian Susie Davis in the September
Cosmopolitan. “He'd wear black
leather pants onstage, and every
night, after the show, the wardrobe
woman had to peel them off. The
dye in the leather left a deep blue
color on his thighs and other parts
of his anatomy, and he seemed to
take a great deal of pride in that!”

R&R doesn'’t run comic Strips,
but we do take a comic trip each
week through the nation’s con-
sumer magazines in search of
everything from the sublime to
the ridiculous in music news.
RE&R has not verified any of
these reports.

Photo: Norman Parkinson New York City 1959

THE WAY NEW YORK WAS

In a city known for its music, The Empire Hotel is known for its dedication to the music industry. Located on

Manhattan's West Side, directly across from Lincoln Center in New York’s favorite music community, the Empire is

a short walk from radio. TV, and advertising corporate offices. You'll also find our famous Columbus Avenue

neighborhood alive with a wide variety of restaurants, clubs and boutiques.

We've tried to think of everything to make your stay more enjoyable. From Nakamichi CD/tape players.

stereo systems and NEC televisions and VCRs. to two-line telephones with voice mail and computer

ports. each room features amenities perfect for the music professional. Private office suites with fax

machines and copiers can also be found on each floor. Plus, the Empire is one of the few hotels in New

York equipped with fully-stocked mini-bars in each room.

Special services include a full range of health and fitness activities in our own four story health club. including

five squash courts as well as organized aerobics classes daily. Room service available 24 hours every day.

The Empire Hotel. New York's #1 hit.

For more information on estabilishing a corporate account, call our sales office at {212) 245-3377.
For reservations, call (212) 265-7400 or 1-800-545-7400. Commissions paid promptly. A Metromedia Hotel.
44 West 63rd Street, between Columbus and Broadway, New York, NY 10023.
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TOP TEN SHOWS

SEPTEMBER 3-9

i 1 Miss America Pageant

2 The Golden Girls

3 Cheers

4 The Fanelli Boys

5 America’s Funniest
Home Videos

6 60 Minutes

7 Designing Women
Roseanne (tie)

9 A Different World

10 The Cosby Show

Unsolved Mysteries (tie)

Source: Nielsen Media Research

Al show times are EDT/POT uniess oth-
erwise noted; subtract one hour for CDT.
Check listings for showings in the Mountain
Time Zone. Al fistings subject to change.

Tube Tops

* Regina Belle is slated to
perform on the premiere of the
syndicated "Big Break” (Satur-
day, 9/15; check local listings
for station and air time), an hour-
long showcase for up-and-
coming talent hosted by Natalie

: Cole.

Friday, 9/14
* Warrant, "The Arsenio Hall
Show” (syndicated; check local
listings).
Sunday, 9/16
* “The 42nd Annual Prime-
time Emmy Awards” (Fox,
8pm).
Monday, 9/17
¢ Randy Travis, Reba McEn-
tire, Johnny Rodriguez, Hoyt
Axton, Loretta Lynn, and Clint

o SIS BRI T

NEW

R R T Y

Black are among those featured
in “Fairs And Festivals: Fan
Fair/Nashville” (TNN, 11pm
EDT/8pm PDT).

e Lou Rawls, “Red Hot &
Cool” (syndicated; check local
listings).

* Winger, "Arsenio Hall.”

¢ Wynton and Ellis Marsalis,
“The Tonight Show Starring
Johnny Carson’ (NBC,
11:30pm).

e Tommy Page, “Into The
Night Starring Rick Dees”
(ABC, midnight).

Tuesday, 9/18

e KPWRIL.A. morning man
Jay Thomas plays a freelance
writer in the new series "Mar-
ried People” (ABC, 9:30pm;
airs in its regular slot beginning
9/19, 9:30pm).

¢ M.C. Hammer and the Wi-
nans are among those paying
an “All-Star Tribute To Oprah
Winfrey” (ABC, 10pm).

e 2 Live Crew, "Arsenio
Hall.”

Wednesday, 9/19

* Bette Midler, Cher, Goldie
Hawn, Meryl Streep, Olivia
Newton-John, and Robin Willi-
ams are slated to perform on
the environmental benefit, “An

Evening With (ABC,
10pm).

¢ Salt-N-Pepa, ''Arsenio
Halt.”

* Will Smith (Fresh Prince),
“Johnny Carson.”

¢ James Ingram,
Dees.”
SRS B
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®HARD 'N’ HEAVY — VOL. 8 (MCA Music Video)
The latest issue of the metal mag features 85 minutes of performances
| by, interviews with, and inside info on Joe Perry (Aerosmith), the Black
Crowes, Queensryche, Ozzy Osbourne, L.A. Guns, Poison, Love/Hate,
Yngwie Malmsteen, Damn Yankees, and many more. (Street date: 9/14)
® MISSION U.K.: WAVES UPON THE SAND (PolyGram Music Video)

—
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The New Rock hit “Deliverance,” “Butterfly On A Wheel,” and a cover of

| ®NANA MOUSKOURI: LIVE AT HEROD ATTICUS

] (PolyGram Music Video)

the Kinks’ “Mr. Pleasant” highlight this hourlong program by the Mercury
band, who take their fans on a journey through the making of their "Carved
.~ In Sand” LP. (9/18)

i

S

The Mercury songstress returns to her native Greece to perform 90
minutes of her international hit tunes, including “White Rose Of Athens”
and a special version of “Amazing Grace.” (9/18)
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Our Best Advertisement
is our CLIENTS’ word . . .

NOT OURS!

Our Client list is the “Best’

the Industry . . . Because WE are

the “Best” in the Industry.

Don’t be misled into paying more!
For information call Collect, Person to Person

Byron J. Crecelius 314-423-4411

Home of the ‘“TRAVELING BILLBOARD.
Bumper Strips & Window Labels

www americanradiohistorv com

USTape & Label

Sainl Louis, Missouri

in




BECOMING THE
TOP-RATED AC
IS AN UPHILL
BATTLE...

Persons 25-54**
Last Book Spring ’90
WKBN-FM, Youngstown
KEZG-FM, Lincoln
KMEZ-FM, Dallas
KDEA-FM, Lafayette

And now on KABL-FM, San Francisco; WEZW-FM, Milwaukee;
KXL-FM, Portland; WQMZ-FM, Charlottesville; WALR-FM, Atlanta;
and over 40 other markets.




“GO WITH THE WINNERS. DYNAMAX CTR100 SERIES”

“For reliability and ease of
maintenance, nothing beats
DYNAMAX cart machines.
And for lifelike fidelity,
you can't equal DYNAMAX
Cobalt carts.”

Bill Dorweiler
Chief Engineer
KPLZ-FM

#1 in Seattle, WA

®

BROADCAST PRODUCTS BY FIDELIPAC®

Fidelipac Corporation
(JP.O. Box 808

(] Moorestown, NJ 08057
O U.S.A.

[J 609-235-3900

J TELEX: 710-897-0254
[J FAX: 609-235-7779

www americanradiohistorv com
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BOOK BEAT

Visions Of Blues & Wild Hairdos

his week’s featured music-related books go out on a Still Got The Blues
On a related note, Cambridge

lense to bring home some eye-popping souvenirs o ;
from the home of the blues as well as from the _mversity Press has e £
world of haute coiffure. Following is a peek at each: release “Blues Fell This Morning”

Sweet Home Chicago

During the past two years, pho-
tographer Stephen Green has
taken his camera into the many
blues clubs that dot the Chicago
area. “Going To Chicago: A Year
On The Chicago Blues Scene”
($19.95/Woodford Publishing) is
the result of his (mostly) nocturnal
missions. . . R

Gloriously photographed and , : , A T Y. Chicago
published on premium stock paper, , L L g 3 Blues
the 128-page coffee-table book all i 7 [ 5 T¥ Geoene
but knocks your eyes out with its | § $aV2S oy o 24
230 duotone reproductions. Se-
lected lyrics and excerpts from in-
terviews with B.B. King, Koko
Taylor, Albert Collins, Otis Rush,
Junior Wells, Buddy Guy, Johnny
Winter, Donald Kinsey, Lonnie
Brooks, and James Cotton provide limited. For more info, call the  ¢$39.50 hardcover/$14.95 paper-

the text. The book’s distribution is  publisher at (415) 824-6610. back). The book — which explores

the importance of blues as a means
: LT TR of communication within the 1920s-
B ISH, & ) A0 B 505 black community — has been
g fll SR e 0 0 8 revised to note developments in the
g musical genre during the last 30
1 CURRENT vears.

® GHOST (Varese Sarabande/MCA)
Single: Unchained Melody/Righteous Brothers (Verve/Polydor)
® BLAZE OF GLORY/YOUNG GUNS Il (Mercury)

The 348-page work also includes
a host of lyrics as well as a com-

Single: Blaze Of Glory/Jon Bon Jovi plete 78 rpm discography for all
. ®AIR AMERICA (MCA) tunes quoted.
Single: Love Me Two Times/Aerosmith i . . g
Other Featured Artists: B.B. King & Bonnie Raitt, Charlie Sexton | Speaking of reprints, publishers
® PUMP UP THE VOLUME (MCA) Touchstone/Simon & Schuster
Featured Artists: Concrete Blonde, Cowboy Junkies, Soundgarden recently issued paperback editions
® ARACHNOPHOBIA (Hollywood) . of Miles Davis’s autobiography.
Single: Blue Eyes Are Sensitive To The Light/Sara Hickman Co-written by Quincy Troupe, the
Other Featured Artists: Brent Hutchins, Poorboys, Party _ 440-page tome (reviewed in R&R,
® MUSIC FROM MO’ BETTER BLUES (Columbia) 6/2/89) chronicles Davis’s influen-

Featured Artists: Gangstarr, Branford Marsalis Quartet

®DAYS OF THUNDER (DGC) tial jazz career and includes

Single: Show Me Heaven/Maria McKee several m,51de stories about the

Other Featured Artists: Guns N’ Roses, Chicago, David Coverdale trumpeter§ most famous  col-
® THE ADVENTURES OF FORD FAIRLANE (Elektra) leagues. Price: $12.95.

Single: Glad To Be Alive/Teddy Pendergrass & Lisa Fisher

Other Featured Artists: Queensryche, Biily Idol, Dion : Cuts Of Personality
i UPCOMING The crew cut. The Argentine
® GRAFFITI BRIDGE (Paisley Park/WB) ducktail. The bouffant. The Afro.
. gingle: Thieves In The Temple/Prince ? The shag. ’ll‘hese a-ﬁeff’;; & fe";'li(’f
ther Featured Artists: Time the hairstyles you’ graphic-
R RS % R " .r*? ally depicted and historically

DiA

Lstyles and cuts

detailed in Dylan Jones’s ‘“Hair-
cults: Fifty Years Of Styles And
Cuts” ($14.95/Thames & Hudson).

Incidentally, loads o’ the spiffy
quiffs in this generously illustrated,
112-page softcover are modeled by
a number of top rockers, including
Grace Jones, Boy George, Steel
Pulse’s David Hinds, Johnny Ly-
don, David Bowie, Rod Stewart,
the Beatles, the Stray Cats, and
many, many more,

‘Twin Peaks’
Book, Audio
On Horizon

ocket Books, a division of

NYC-based book publisher

Simon & Schuster, plans to
release “The Secret Diary Of
Laura Palmer” this month with
“Diane ... : The ‘Twin Peaks’
Tapes Of Agent Cooper,” to be pub-
lished by S&S Audio.

The trade paperback — penned
by Jennifer Lynch, the daughter of
co-creator/director David Lynch —
features ‘“‘actual” pages from
Laura’s diary, complete with info
not yet disclosed on the cult TV
series.

Kyle MacLachlan, the actor who
plays Agent Cooper, narrates the
cassette, which includes tapes the
FBI agent has sent to his as-yet-un-
seen secretary. A hardcover ‘“pre-
quel” and an ““Actress Guide” to
the show are reportedly in the
works as well.

" SEPTEMBER 7-9

(Universal)
3 Presumed Innocent $3.46
(Warner Bros.)

4 Flatliners $£3.20
(Columbia)

5 Men At Work $1.83
(Epic/Trlumph)

6 Taking Care Of $1.64
Business (Buena Vista)

(Warner Bros.)

8 Young Guns Il $1.51
(Fox)
9 Air America $1.42
(Tri-Star)
10 The Exorcist Il $£1.40
(Fox)

All figures in millions
Source: Exhibitor Relations Co
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SR

STREEP THROAT — Method
actress Meryl sings it 'til it hurts.

COMING ATTRACTIONS:
This week's openers include
“Postcards From The Edge,”
based on Carrie Fisher's semi-
autobiographical novel of the
same name and starring Meryl
Streep, Shirley MacLaine, and
Dennis Quald (with J.D.
~  Souther in a supporting role).

No soundtrack scheduled, but

Carly Simon wrote the score
] for the film, which also features
% three songs — sung by Streep,

MacLaine, and Streep with Blue
_ Rodeo.

Also opening this week:
“State Of Grace,” a cops n’
Irish gangsters drama starring
Sean Penn. Veteran composer
Ennilo Morrlcone'’s score com-
prises the MCA soundtrack LP,
but songs by the Pogues, Lone
Justice, U2, Sinead O’Connor,
Van Morrlson, Guns N’ Roses,
the Rolling Stones, and Lyle
Lovett can be heard within the
context of the film itseif.
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1 Ghost $6.51
(Paramount)
2 Darkman $4.02 |

7 My Blue Heaven $1.59
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Elevator Versions of AOR and Classic Rock hts!!

A Devilishly Innovative Pre-Packaged Call-In Contest i AOR wé Classic Rock Stations
Pt Tony Fiore, Bits & Pieces Creative Services
oo Joannie Mantell » Brendan Hurley » Laura Sebastian ¢ RobinWinkel
Tralee Burns wsJante Jameson —s#29me S 202 318-3283

Market Exclusive—Cash

Short Form Programming That Gives You The Edge

® Michael Albl, Jacor/Critical Mass Media

(J\AM el For Demo & Details
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PC Owners Profiled

P eople who own PCs have in-
comes 50% higher than na-
tional medians and are 60%
more likely than average to own
their own businesses.

According to a recent survey by
the Long Island-based NPD Group,
typical PC owners are 3044, live in
a three- to four-person household,

and are twice as likely to own a
cellular phone or a fax machine.

They also own other electronic
gadgets at rates higher than the
average American: 42% of PC
owners have phone answering ma-
chines, 37% have both basic and
pay cable TV, and 28% have CD
players.

R U A ‘Caiculating’ Partygoer?

ne in five Americans goes to parties just to advance his (or her}
career, move up the social ladder, or find a sex partner. This par-
ticular breed-of party animal is called a “‘caiculating™ partygoer.

According to a recent survey by NYC-based Research & Forecasts
Ine., two-thirds of these so-called calculating types are male, three-
quarters of them are under age 40, and slightly more than half are married.

In addition, these people are twice as likely to set aside a budget for
home entertaining as non-calculating partiers (26% vs. 13%).

Following are eight reasons for entertaining and their level of impor-
tance, as ranked by all of the adults surveyed:

*Strong calculating partygoer traits

Very Somewhat

Health Care Costs U.S.
$2000 Per Person

ome illnesses can be harder

on your wallet than your

body. Spending on health
care this year will amount to
$2000 for every man, woman, and
child in the country, according to
the NYC-based Metropolitan Life
Insurance Co.

The proportion of medical costs
also is rising steadily. It’s ex-
pected to triple within a 40-year
period, climbing to 15% of Ameri-
ca’s GNP in the year 2000 from
5% in 1960. As of this year, U.S.
medical costs reached nearly
12% of our GNP.

or lease it with no capital outlay.

Call (814) 234-9601.

Accu-Weather® presents the complete system
for telephone voice response services.

EATURE[ONE

News features automatically updated.
* Accu-Weather Forecasts » Sports Scores/News ¢ Soap Opera Summaries
« Lottery Results « National News/Headlines » Business News/ Headlines
« Daily Horoscopes ¢ Entertainment Updates « The Ticker

Add your own local features.
« Community Events » Sports/News ¢ Polls « Emergency Bulletins

Generate profits with a valuable public service.

« Commercial messages can be heard with every call.

Lease and purchase plans attractively priced.
« Purchase a complete FeatureFone system for less than $15,000,

Accu-Weather, Inc.

619 W. College Avenue, State College, Pennsylvania 16801

See us at NAB Radio Booth #536

’80s Teen
Spending Up
$20 Billion

on’t underestimate the

spending power of your

teen listeners. Although
the number of 13- to 19-year-olds
fell by more than 4 million during
the past decade, a recent survey by
the NYC-based Rand Youth Poll
found that the young demo’s spend-
ing soared from $36 billion in 1979
to $56 billion last year — an in-
crease of more than 50%.

Who Eats

Fast Food

For Breakfast?

f your station’s planning a
breakfast promotion, you
might want to head for the
nearest fast-food franchise. More
than one in ten Americans (11%)
eat breakfast at a fast-food restau-
rant on a typical day, compared to

The younger a person, the more
likely he or she is to eat a fast-food
breakfast. Seventeen percent of
consumers 18-29 and 12% of those
3044 do so, compared with 8% of
people 45-59 and only 5% of those
age 60 or older.

As you might expect, workin’
people are more likely to eat
breakfast on the run than home-
makers or retirees. Among the
employed, blue-collar workers
(16%) eat at fast-food establish-
ments more often than white-collar
workers (11%) and executives and
professionals (9% ).
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Born To:

Warner Bros. Nat'l Press
Manager Karen Moss, husband
Marshall Lux, twins Matthew
and Sarah, August 21.

Denny Somach Productions
President Denny Somach,
wife DSP writer Kathleen So-
mach, son Reilly Lawrence,
August 23.

Westwood One Radio Net-
works writer Leonard Pitts Jr.
wife Marilyn, daughter Onjel
Cherysse-Nicole, September 4.

Geffen Nat'| AC/NAC/Jazz
Promotion Manager Yvonne O}
sen Sandbloom, husband Net-
work 40 MD Gene Sandbloom,
daughter Elle Marie, September
5.

Marriages:

WYHY/Nashville PD Louis
Kaplan to Esther Harper, Sep-
tember 1.

Condolences:

XHRM/San Diego owner
Jose Luis Rivas Marentes, 65,
September 3.

&
.
@

nonstaining, reuseable variety.

radio 'n’ record execs) have given rise to “Spit Wads” — not the old-

Stressed out? Blow a wad. Troublemaking children (and maybe bored
fashioned kind created with chewed paper, but a new, nontoxic,

The secret of the quarter-ounce synthetic spitballs lies in the handling

SUIT YOURSELF

Reason important  important the nere 6% who patronize full- — the more they're stretched, the better they stick. Users should break off
To get together with friends 85% 12% service eateries each morning. small portions of the wad for optimum tackiness.

To relax 46% 36% Today’s busy consumers don’t Inventor Ted Skup calls Spit Wads the greatest form of stress relief
To meet new people 27% 44% seem to have as muqh time to eat available, and gamefully predicts the product will be the “Silly Putty” of the
To advance professionally* 9% 16% breakfast as they did two years '90s. For more info on the $1.69 Spit Wads, call Merrillville, IN-based
To flirt with opposite sex 9% 12% ago. The figure for fast-food IQCO at (800) THE-WADS (honest!).

To create business opportunities* 8% 21% breakfasts has risen from 7% in

To advance in certain social circles* 7% 18% 1988, while that of sit-down

To meet potential sexual partners* 6% 9% restaurants has dropped from 9%. -

Armani Changes

Everything

oday’s male execs aren’t

buying American as much

as they used to — at least

not when it comes to their suits.

Men are increasingly opting for

imported suits over the U.S.-made

variety, according to recent figures
cited in the Wall Street Journal.

While sales of domestic suits

dropped 24%, from 15.6 million in

1983 to 11.9 million last year, sales
of imports skyrocketed 49% during
the same period, from 3.5 million to
5.2 million.

Overall, suit sales were down 2
million units last year from seven
years ago. This year’s hottest pro-
perties? Pricey, limited-distribu-
tion designer brands . .. and the
color mustard.

Columbia
grads:
please
contact
mission
control...

quarter century

in the 25 years since 1964, Columbia School of Broad-
casting has helped send thousands of careers into orbit.

Now we d like our graduates to touch down with us. So
we're giving a reunion party to help launch us into our next

Contact Columbia's Mission Control about our 25 year
reunion biast off. at 1(800) 234-5355 for more details.

@

(213) 469-8321

COLUMBIA SCHOOL OF BROADCASTING
5858 Hollywood Blvd.. Hollywood. Ca. 90028
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“AP NewsDesk Is Like Having An
Extra Pair Of Hands In The Newsroem.”

— Gail McKnight. News Director
WLTI-FM. Detroit. Michigan

Time is precious in a one-person news department, especially See for yourself why AP NewsDesk is broadcasting’s
when deadlines are tight. best-selling news management software. For a free demo disk
AP NewsDesk helps you speed through updates of the latest ~ and more information, call the Marketing Department of AP
news in seconds, making it easy to find those stories that appeal Broadcast Services at 1-800-821-4747.
to the special interests of your audience.
And AP NewsDesk saves you more than time. It also saves
you money. Designed to run on any IBM-compatible personal - .
computer, AP NewsDesk lets you review, edit and print only the > % Broadcast Services
information you need.
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PEO.

Was Happening, Baby

=

G T T e = T e ( When Harry Jr Met... ﬂ‘
Approximately 5283 special guests — among them Virgin's Iggy Pop, MCA's Eiton John, and Fon- When his “When Harry Met Sally . . . ” soundtrack was certified gold,
‘ tana/Mercury’s Curt Smith (Tears For Fears) — joined Was (Not Was) during their L.A. gig celebrating Columbla piano man Harry Connick Jr. (c) decided to share the 1
| the band’s latest Chrysalis release, "“Are You Okay?" Power-partying backstage are (I-r) Pop, Was (Not { wealth — with the film's director/co-producer Rob Reiner (I) and
Was) members Sweet Pea Atkinson, Sir Harry Bowens and Don Was, John, David Was, and Smith. | costar/comic Billy Crystal.
bm— R e A —y

1
Hy drant H eaded M orn 'n g M an Damn Yankees picked up some nifty wall art recently, when Warner Bros. presented the quartet with |
“Hydrant Man" — aka Classical WNCN/NY morning man Elliott For- gold records for their self-titled debut. Proudly displaying their pretty plaques are (I-r) band members
rest () — shuts off an open fire hydrant with the help of the city’s Tommy Shaw (ex-Styx), Ted Nugent (ex-Amboy Dukes), Jack Blades (ex-Night Ranger), and Michael
water supply chief Joe Conway. The self-proclaimed seml-superhero, Cartellone (merely excellent).

on a summer-long crusade to conserve water in the Big Apple, en-
courages listeners to call in and report open hydrants and vows to i —-—— = —
close them after his airshift, 1

Special F.X.

Sillerman Companies CEQO Robert F.X. Slillerman (I) and Qutward Pro-

) R . . . ram For Vietnam Veterans founder Bob Rheault run down the famed
DGC artists Nelson stopped by the offices of Macey Lipman Marketing to thank retailers for supporting | %oney taprd bowrwalk i thé tenth ac;mu aIeNlelw York Cv’;ty Triathion

their debut, “After The Rain.” Kickin' back are (I-r) MLM VP Donnie Coleman, Geffen’s Iris Grubman, Si . )
; . M ) : . . ; . illerman sponsored the 25-mile event and raised more than |
g:;rlirs I/:{:/\th)gf; :I:’l:h Grace), Matthew Nelson, and MLM’s VP Barbara Firstman, Deric Assid, Cindy Petill $200,000 in corporate pledges for the veterans program.

Available Now! e The Sound Effects
We All Love

Hanna Barbera s —

| CD LIBRARY PRICE: $200 PLUS TAX |

LIBRARY OF SOUNDS  ALBUMS ONLY $99 ooonns

For more information, call Interlock Corp., (213) 461-2500 To order, send a check made payable to:INTERLOCK CORP., Attn.: Music Dept., P.O. Box 4542, Chatsworth, CA 91311
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Soul Il Platinum

Virgin execs recently presented Soul Il Soul with gold (“Vol. lI: 1990 —
Metalmongers Iron Maiden have inked a longterm deal with Epic, which plans to release the band’s ninth A New Decade”} and double platinum (“Keep On Movin™) albums dur-
album and label debut (“No Prayer For The Dying”) later this month. Marking Maiden’s voyage are (I-r) ing a party in their honor. On hand for the ceiebration were (I-r) Virgin's
Epic’s Sr. VP Don Grierson and President Dave Glew, band mascot “Eddie,” manager Rod Smallwood, and Co-Managing Director Jeff Ayeroff, VPs John Boulos and Sharon
label VP Harvey Leeds. Heyward and Sr. VP/GM Jim Swindel, and band frontman Jazzie B.

T : : : " Oleta’s Inner Circle

A
e

Cocker’s ‘Live!’ Aid o

Joe Cocker was “Live!” and well as he performed tunes from his latest Capitol LP [
during a gig at L.A.’s Greek Theatre. A few days later, the Santa Barbara resident
staged a benefit concert in that city to aid victims of the recent fire. Backstage at |
the Greek are (I-r) manager Michael Lang, Capitol's VP Ron McCarrell and Presi-
dent Hale Milgrim, Cocker, and the label's Jeff Shane.

|
PolyGram recently hosted a bash for Oleta Adams, whose recently released Fontana/Mercury LP (“Circle ]'
Of One”) features the Urban chart-climber “Rhythm Of Life.” Seen on the scene were (I-r) PolyGram VPs |
Steve Pritchitt and Lisa Cortes, Adams, PolyGram Sr. VP Bas Hartong, PolyGram Exec. VP/Wing Records
’ GM Ed Eckstine, and manager David Wernham.

The Little Indie That Could _

PUT SOME BITE INTO
YOUR RADIO SHOW!

The Humane Society of the  ~
United States, the nation’s larg- o
est animal-protection organ-
ization, presents its new actual-
ity line, Animal ‘’Bites”’,
sixty-second sound-bites on
animal topics that will amuse
and astound your listeners.
The bites change weekly and
are suitable for all formats.

Call
1-800-237-7242

In Washington, D.C.,
call 778-6141
The Humane Society of the United States
2100 L Street, NW
Washington, DC 20037
202-452-1100

The natives at Restless Records — the independently distributed division of Enigma — had cause to
celebrate when told the label sold more than 1 million records last year. Displaying one of the tribe’s
awards are (seated, I-r) the label’'s VP/GM Jim McCarthy, Ron Goudie, Jill Cohn, former staffer Sherri
Trahan and Chris Kamatani; (standingj Restless’s Cathy Enny, Lauriel Luther, Hilary Tansey-Richardson,
former VP/GM David Gerber and Maureen McCormick.

www americanradiohistorv com
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THE COMPETITIVE EDGE

JOHMHN PARIKHAL

SHARPER THAN EVER

Maintaining Your Advantage

Two years ago, I sat down to map out a
regular column which would give R&R readers

a competitive edge.

Since then, I’ve covered
such topics as the “Scratch
And Win” world and digital
audiotape. To help turn
broadcasters into smarter
“Wizards Of Odds,” I've ex-
plored the consequences of
the aging big generation
and the power and pitfalls
of research. Underlying all
these columns has been a
set of guiding principals to
develop and sharpen your
competitive edge, to gain
and maintain the advan-
tage over your competition.

Vision

It all starts with vision: a
solid understanding of cur-
rent reality coupled with an
ability to estimate likely fu-
ture scenarios. At all times,
winners must have a clear
vision, a goal or target
which they are pursuing.

Ted Turner had a vision
which anticipated this time-
sensitive era. CNN was the
result. Mel Karmazin rec-
ognized FM radio’s poten-
tial very early and built In-
finity Broadcasting to take
advantage of impending
change. Lee Abrams clear-
ly foresaw the day when
FM rock stations would
overtake AM, and pursued
his vision relentlessly. Tom
Freston anticipated how the
new family would act when
it watched TV, driving Nic-
kelodeon to unprecedented
success.

Articulation

In order to achieve a
goal, you need help. Your
vision must be understand-
able to others. It should be

““The most effective
articulation of your
vision tells your team
precisely what the
product is and where
you want to go.”’

articulated in plain English,
with the use of appropriate
metaphors or analogies.

When Brandon Tartikoff
wanted to break new
ground in television, he de-

Keys To
Success

® Vision
® Information

® Persistence

scribed ‘“Miami Vice” as
“MTV Cops.” When Scott
Shannon launched WHTZ
(Z100)/New York, he
played on New Yorkers’
brazen, root-for-the-under-
dog attitude and articulated
his programming vision as
‘““worst to first.”

The most effective articu-
lation of your vision tells
your team precisely what
the product is and where
you want to go.

Style

Style can be flamboyant
or austere. It’s an impor-
tant part of the competitive
edge.

Some companies, such as
Jacor, are known for ag-
gressive, brutal attack
styles. Others, such as Cap
Cities/ABC, are noted for
no-frills approaches. Sony
retains its stylistic compe-
titive edge because it’s posi-
tioned as an innovator, will-
ing to develop technology in
the belief that the market
will follow. Tailoring the
style to the job is an essen-
tial part of longterm suc-
cess.

Information

Without information, you
can’t keep a competitive
edge. Two areas of infor-
mation are particularly
useful: custom research

and demographic trends.

Custom research allows
you to target your specific
competitive situation, at-
tacking an opponent’s
weaknesses while building
on your strengths. It can
focus on everything from
audience perceptions to
music.

Demographic trends help
you anticipate the future.
Cheryl Russell of American
Demographics is particu-
larly astute at sifting
through census data to re-
veal hidden opportunities
and minefields.

People

People are one of the big-
gest competitive strengths.
They produce the best re-
sults if a clearly articulated
vision is presented to them
and they are empowered to
do something about it.

The best way to lose a
competitive edge is to con-
tinually undercut your peo-
ple, reduce their decision-
making, and second-guess
them. Many men and wom-
en with great visions have
never realized those visions

‘‘Great marketing
doesn’t have to be
glamorous. It does have
to speak directly to the
target audience in an
engaging way that gets
people to use your
product.’”’

because they don’t have
enough faith in the people
around them.

Exceptional people will
also give you a competitive
edge. They are like star
athletes, worth the extra
money and attention.

Programming
Good programming
starts with a good format.
This essential aspect of de-
sign permeates everything
from office layout to on-air
execution.

““The best way to lose
a competitive edge is to
continually undercut
your people, reduce
their decision-making,
and second-guess
them.”’

Formats should be sim-
ple, easy to maintain, and
should provide for an easy
flow. McDonald’s has a
great format. Arnold
Schwarzenegger movies
are carefully formatted.

Programming begins
with the format, lays in the
precise creative compon-
ents, and tries to maintain
anticipation and forward
momentum at all times.

Effective
Marketing

Researched
Strategic

Creative

Generates Trial

Marketing

You hold on to a compet-
itive edge with marketing

focused on benefit and dif- |

ferentiation. In an over-
communicated world, good
marketing keeps your pro-
duct top-of-mind, whether
it’s a radio station or a
record.

The best marketing
starts with good research,
followed by a strategic
plan. It incorporates high
creativity and is followed
by research which meas-
ures impact and effec-
tiveness. Great marketing
doesn’t have to be glamor-
ous. It does have to speak
directly to the target au-
dience in an engaging way
that gets people to use your
product.

© 1990, 20th Century Fox

The competitive edge of “The Simp-
sons” is sharpened by vision, style, and
demographic targeting.

Persistence

The old adage that ‘‘suc-
cess is 10% inspiration and
90% perspiration” is true.
Don’t give up.

Persistence is the most
powerful tool in maintain-
ing a competitive edge. If
you have the vision sup-
ported by information, then
persistence is your best al-
ly. It’s difficult to accept re-
jection, sustain faith in your
idea, and keep going. How-
ever, in the long run, per-
sistence is the difference
between winners and
losers.

No. 23 in a series

John Parikhal is CEO of
Joint Communications prof
gram and marketing consultt
ants, which consults 75 radi¢
stations and 15 corporateé
clients. He can be reached
at (416) 593-1136.



We've always said 1t Our i

stations and theirlisteners
continue to 8ay it and r.cw the
International Radio Festival of
New York has said it, agam!
Tom Snyder, lasf year's

Best Radio Network
Personality is this year's
Best Regularly Scheduled
Talk Show.

Congratulations to

Tom Snyder and

the 200 radio stations
who, once again,

have been recogn:zed

as The Best!

To Get the Best on Your Statin
Call (212) 887-5464

Tem Snyder Live!
13 poa -1 am Eestern
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NEWSBREAKERS.

Collins Again PD At
Full-Service AC WBT

Full-Service AC WBT (AM)/
Charlotte has promcted PM driver
Mike Collins to PD for the second
time. He maintains his afternoon
airshift and replaces Andy Bickel,
who also retains an airshift.

Collins told R&R, “When I first
programmed the scation several
years ago, I was also doing the
morning show, and it became too
much to handle. Being the PD here
is a major job. I'm doing after-
noons now in a shorter airshift and
it won’t be as stressful.

“We have to make some impor-
tant decisions about who we’re go-
ing to be when we grow up. We
have to ask ourselves if we’re going
to play more music or go all-Talk.
WBT’s pretty successful, so this is
not a desperate situation. But we
want to keep it that way. We have a
wonderful contingent of 45+ lis-
teners and we service them very
well. They return the favor by lis-
tening in large numbers.”

Delone Now
Asst. GM

At WEAZ

Former WSNI/Philadelphia
GSM Meg Delone has crossed the
street to rejoin AC WEAZ in the
newly created role of Asst. GM.
She’ll work with WEAZ President/
GM Jerry Lee, implementing on a
day-to-day basis the objectives he
sets for the station.

Delone commented, “I started
my radio career at WEAZ nine
years ago, so it feels like coming
home. It will be a pleasure to add
my contribution to an already su-
perb staff.”’

In addition to her radio work at
WSNI and WEAZ, Delone’s past
experience includes sales work at
Metro Magazines/New York and
the Philadelphia-based ad agency
of Lewis, Gilman & Kynett.

Mike Collins

Collins has also programmed
WIS/Columbia, SC and WSBA/
Spartanburg, SC, and does week-
end weathercasts for WBT-TV/
Charlotte.

s

Webb Wins
KVI PD Post

After much speculation, former
KIXI/Seattle PD Mike Webb has
returned to program crosstown
Gold outlet KVI.

Webb told R&R, “Last October, I
began negotiating with KVI. KIXI
eventually let me out of my con-
tract, and — I know this sounds
crazy — I changed my mind. Con-
sequently, I stayed at KIXI, but
continued talking with KVI. The
time became right for the move, so
1didit.”

“The first time I programmed
this place, we did very well. Since
this is an AM, we’re in for a tough
fight, but we’re going to rock things
up a little and see what happens. I
see us going down the center be-
tween [Gold] KBSG and [Classic
Rock] KZOK. We’'ll be a ‘pop’ sta-
tion playing hits. But if we lean in
one direction, it will be a bit harder
than before.”

Webb has also been an air per-
sonality at KFRC/San Francisco
and KCBS-FM (now KRQR)/San
Francisco.

WALK
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Steve Brill

WFXF Taps
Brill As PD

Steve Brill, who recently exited
the PD post at Jacor Classic Rock
KRFX (The Fox)/Denver, has
been named PD at new Win Com-
munications Classic Rock WFXF
(The Fox)/Indianapolis. He suc-
ceeds Jerry King, who exited fol-
lowing last month’s format change
from AC. Interim PD Gene Konrad
has assumed Asst. PD duties.

“Steve’s the right man in the
right place at the right time,” re-
marked WFXF VP/GM Ken
Brown. “He’s got a solid Midwest-
ern background and came highly
recommend;

“There’s plenty of room for a
good Classic Rock station to do well
in Indianapolis,” Brill noted. ‘It
looks like an excellent situation.”

Brill programmed KRFX for six
months before resigning last
month. Prior to that he was Station
Manager at WZZU/Raleigh, PD at
WKLH/Milwaukee, and OM at
WROK & WZOK/Rockford, IL.

Robert Bernstein

KOY-AM & FM
Appoint
Bernstein GSM

Former KLZ & KAZY/Denver
GSM Robert Bernstein is now GSM
at Edens Nostalgia/CHR combo
KOY-AM & FM/Phoenix. He re-
places Kevin Malone, who left last
January.

KOY-AM & FM VP/GM Nancy
Reynolds told R&R, ‘‘Bob’s reputa-
tion in the Phoenix advertising
community is unsurpassed. We're
looking forward to the leadership
and creativity he’ll bring to our
sales departments.”

Bernstein remarked, “We're al-
ready in a ratings battle, and I look
forward to fine-tuning and building
a sales team that will eventually
win the sales war.”

Prior to joining KLZ & KAZY,
Bernstein had been an AE and
LSM at KNIX-AM & FM/Phoenix.

www.americanradiohistorv.com

CHR KITY
Becomes
AC ‘Star 93’

After many years as a successful
Dance CHR, Genesis Broadcast-
ing’s KITY/San Antonio switched
to AC at 9pm last Thursday (9/6)
as “Star 93, Playing Today’s Best
Music.”

McVay Media is consulting, and
new calls (KSRR) are pending
FCC approval. Concurrently, mor-
ning personality Rick The Stick,
morning news anchor Mr. Slime
(aka David Conn), and MD/night
rocker Stephanie Gramm exit.

KONO & Star 93 VP/GM Susan
Hoffman told R&R, “Star 93 offers
a fresh alternative to the stale, soft
sound of other contemporary sta-
tions. It’s a blend of adult-oriented
mass appeal music, mixing cur-
rents and the gold of the past dec-
ade. It’s designed to capture active
adults who want be current but
don’t want to hear rap.”

PDrafternoon personality Rick
Upton added, “There’s a gaping
hole for what we’re doing. Current-
ly KMMX and KQXT are to the ele-
vator side of AC, while [among
CHRs,] KTFM is hardcore dance
and KSAQ picks up the rest of the
younger demos.”

KITY ranked third with an 8.9-8.5
slide in the spring Birch and eighth
with a 6.14.8 drop in the corre-
sponding Arbitron.

Roger Garrett

Garrett PD

At WRMX

Roger Garrett is joining Gold
WRMX/Nashville as PD. He
comes from a similar post at
Gold/Country combo KORA &
KTAM/Bryan-College Station, TX,
and is succeeding Benji Norton,
who’s returned to South Carolina to
program AOR WMFX/Columbia.

WRMX VP/GM Chuck Dunaway
told R&R, “Our Arbitron trends
are back up again, so Roger is
walking into a good situation.
We’re not sitting on top of the
world, but we’re certainly building.

“Roger will bring a lot of ex-
perience; he knows how to do the
job and is a people person. He
thought the small-town lifestyle
would be good for his two children,
but discovered he wanted to return
to the programming battles.”

Garrett, who was en route to his
new assignment and couldn’t be
reached for comment at presstime,
has previously programmed
KHF1/Austin and KRBE/Houston.

ECHOLS PD

B/EZ WWMY Switches To
Soft AC Approach

WWMY/Greensboro is the latest
B/EZ to switch to Soft AC. Its “Lite
& Easy MY %4.5” slogan has been
shortened to “Lite 94.5,” while the
calls remain in place.

After six months as PM driver at
crosstown WTHP, Fred Echols has
joined WWMY as PDyafternoon
personality. GM Michael Whalen
had been handling programming
duties.

Echols told R&R, “We'll still be
the softest spot on the dial We
won’t play currents until they’re
very well-established and familiar,
and we’ll be softer than [ crosstown
ACs] WMAG and WWWB. Some of
the B/EZ fans were upset, which is
both understandable and unfortun-
ate. We’re not pleased, but we have

Cavanaugh
Named GSM
At KHMX

Nationwide’s KHMX/Houston
has hired Ellen Cavanaugh to fill
the newly created GSM slot. She in
turn has hired an LSM — Jill Craw-
ford, who leaves the VP/Regional
Manager post at Dallas-based
Group W Radio Sales.

KHMX GM Clancy Woods told
R&R, “We looked all over the coun-

CAVANAUGH/See Page 66

to move on and do what the mar-
ketplace demands.”

Echols previously programmed
WKEW/Greensboro and was Sta-
tion Manager for two years at
WLOE/Eden, NC.

WWMY tied for tenth 12+ (2.3)
in the spring Birch and placed 11th
(2.9) in Arbitron.

WGCI Drops
Talk For
Black AC

After 18 months as a black-ori-
ented News/Talk station, Gan-
nett’s WGCI (AM) has returned to
a Black AC approach as ‘“DustyRa-
dio 1390.” At presstime, there was
no word on how the staff will be af-
fected by the switch.

President/GM Marv Dyson
stated, “DustyRadio 1390 will con-
tinue to inform its listeners through
editorial programming such as the
Saturday morning talk show, along
with aggressive public service
campaigns, the Operation Push
weekly live broadcast, and Sunday
religious programming.”

WGCI (AM) scored less than a
share in both ratings services in
the spring book.



THE VOICE OF AMERICA

Hundreds of radio stations throughout the United States in markets of
all sizes have chosen Mark Driscoll's voice to image their station. This
world famous broadcaster and consultant is largely responsible for
steering contemporary radio into new and fresh horizons. His deep
powerful voice very much reflects the clear, cutting edge thinking that
has distinguished him as an industry leader. Combining his many years
in the industry with his visions for the future, Mark Driscoll is
surrounded with innovative people and ideas.

We at “Open House Party’’ are proud to have Mark Driscoll as our
consultant and his voice as part of our imaging. We are also delighted
that “'Open House Party” meets Mark Driscoll's criteria of quality and
he has selected this innovative, live CHR party show to air on
Q102/Philadelphia.

If Open House Party® isn’t in your market, call Tom Shovan (212) 302-1100
before you have to face programming against it . . . and Mark Driscoll.

wwWWwW- americanradiohistorv com



Nowwe

can UL
thebirl.

In addition to our normal
overnight turnaround on promo
announcer tracks, we now deliver
same-day service on urgent
projects. Now we can put it up on
“the bird” for a satellite feed directly
into your control room. So when
it hits the fan, call us for help. We'll
give you the bird.

CHARLIE

VN DIRE

INCORPORATED

7373 East Doubletree Ranch Road » Suite 210 « Scottsdale, Arizona 85258 « 602-951-8711
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Radio

® MARK LEVY is elevated from GSM
to VP/GM at WSOM & WQXK/Youngs-
town-Canton, OH.

® JUDY GLOVSKY-SHER is named
VP/GM at WHOM/Mt. Washington, NH.
She was most recently GSM at WFYV-
FM/Jacksonville.

® DAVE JOHNSON is upped from LSM
to GM at KSNO-AM & FM/Aspen, CO.
® ERIC THOM becomes Marketing Di-
rector at KING-AM & FM/Seattle. He
was formerly Director/Advertising &
Promotion at WAQX/Syracuse.

Records

®DICK BOZZI becomes President/
CEO of Agenda Records. He served
an eight-year stint at A&M in promotion,
marketing, and sales. The new label
will be distributed domestically by BMG
and will concentrate on jazz and AC
music; it can be reached at (818) 994-
1176.

® ERIC DAVIS is tapped as Regional
Promotion Director at Aipha Internation-
al Records. He was most recently Mid-
Atiantic Promotions Manager at Charis-
ma Records.

PROS ON THE LOOSE

Roger Allen — PD KQFX/Austin
(612) 251-7584

Ron Bowen — PD WZBH/Ocean Ci-
ty, MD (302) 537-0549

Kelly Carls — GM KQFX/Austin
(612) 441-8595

Paul Cavanaugh — APD/MD KFMU/
Steamboat Springs, CO (303) 879-
7362

David Conn (aka Mr. Slime) — Mor-
ning news KITY/San Antonio (512)
732-8007

Matt Cooper — Middays KQFX/Aus-
tin (512) 442-5731

Steven Craig — Nights WYTZ/Chi-
cago (708) 658-6575

Kelli D’Angelo — Mornings KQFX/
Austin (512) 251-2616

Denny Ford — Nights KQFX/Austin
{512) 388-9031

Tom Rounds rolled into radio as a
news supervisor at WINS/New
York in 1958. Rounds rocked on to
several other stations and was PD
at KPOl/Honolulu ('62-66) and
KFRC/San Francisco ('66-68). He
founded Watermark in '69 and the
following year launched “American
Top-40" with Casey Kasem. Five
years ago today, Rounds started
Radio Express.

Tom Rounds

® Pollack Media Group elevates Dave Brewer to Sr. VP and Carol Holt to

VP/Operations

s e et AR Mo R 5

Stephanie Gramm — MD/nights
KITY/San Antonio (512) 349-1867

Michael Hart — Overnights KQFX/
Austin (512) 335-4278

Cadillac Jack (aka Jim Winstead)
— Nights WAPE/Jacksonville (904)
721-8916

J.J. Jackson — PD KZZB/Beau-
mont, TX (409) 899-4903

Andrew McCullough — Morning
producer WMXZ/New Orleans (504)
523-7708

Weaver Morrow — Mornings KQFX/
Austin (512) 331-6519

Roger Smith — National CHR Pro-
motion Director WTG (213) 474-6907

Rick The Stick — Mornings KIiTY/
San Antonio (512) 666-4526

T.K. Townshend — Nights WBLY/
Long Island (516) 727-6469

Gary Weinstein Lund Con-
sultants (408) 973-8178

Tt S e
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® Michael Crusham named WWSW-AM & FM/Pittsburgh GM

® Steve Huntington tapped as SMN Wave Network PD -
®Bob O’Connor returns to KIFM/San Diego as VP/Programming

® Gary Shannon promoted to KMGC/Dallas PD

(92-FIRE FM)

WHYT/Detroit

American bicentennial

D YEARS AGO TODAY

® Mike Horn selected as Guy Gannett Broadcasting VP/Radio
® New Phoenix PDs: John Larson at KDKB and Charlie Quinn at KKFR

® Don Christi lassoes WBCS-AM & FM/Milwaukee PD post
® The Electrifying Mojo (Charles Johnson) signs a three-year deal with

10 YEARS AGO TODAY

® Billy Bass efevated to Chrysalis Sr. VP/Promotion & Creative Services
® Arista Records ups Richard Palmese to Sr. VP/Promotion,
Rick Dobbis to Sr. VP/Artist Development
® David Small promoted to KMGC/Dallas President/GM
® Rob Sisco tapped as KIOI (K101)/San Francisco PD
® Jumping on the Country wagon: WRVR-FM/New York as WKHK,
KRST-FM/Albuquerque, and WIBR/Baton Rouge §

15 YEARS AGO TODA

® John Young is appointed WSM-FM/Nashville PD
® Larry Lujack’s autobiography, ‘‘Super Jock,” is released
@ RKO announces plans to have a human chain hold hands for the

i

B

—Hurricane Heeran

John Waller Kelly Haley

©® JOHN WALLER is named National
Director/Publicity, Black Music Division
at MCA Records. He was previously an
AE at New York-based Set To Run Pub-
lic Relations. Aiso, KELLY HALEY is
tapped as East Coast Director/Pub-
licity, Black Music Division, she was
Assoc. Director/Press & Publicity at
EMI/New York.

® MICHAEL KRUMPER is upped from
East Coast Director to National Direc-
tor/Publicity, East Coast at A&M Rec-
ords.

® AGGIE BAGHAEI steps up from Pro-
motion Asst. to National Promotion Co-
ordinator at Virgin Records.

® CARIN THOMAS moves to Capitol
Records as Manager/National Secon-
cdary & Dance Promotion. She had
been West Coast Promotions Coordin-

® DANIEL HARRIS, DARYL OLIVER,
and RICK McEACHERN are named Lo-
cal Promotion Managers at Polydor
Records. Harris, formerly PD at KIDZ/
Kansas City, will handle the Southwest;
Qliver, a former VP of Houston-based
Rapalot Records, will be responsible
for Virginia, Maryland, Philadelphia, and
Washington, DC. Onetime concert pro-
moter McEachemn serves the Ohio
Vailey as well as college stations and
record pools.

® AMANDA SCHEER joins Arista Rec-
ords as Manager/Rap Marketing. She
previously ran Car Wash Productions,
a rap and reggae marketing firm.

® STEPHANIE TIMBERLAKE is upped
to National Coordinator/Promotion &
Marketing at Sisapa Records. She pre-
viously served on the field promotion
staff.

® TOM WHITE steps up from Director/
National Accounts to Sr. Director/Na-
tional Accounts at BMG Distribution.

® GILLES PAIRE is nominated to be
CEO/PolyGram France and PAUL AL-
BERTINI is nominated to be CEO/Poly-
Gram Records, France; both will as-
sume their posts in January 1991,
subject to approval of the company’'s
board. Paire was most recently Presi-
dent of French mail order firm DIAL, Al-
bertini was previously Managing Direc-

® JOHN HAYES joins CBS Records as
VP/MIS after serving as an indepen-
dent consultant. Also, DENIS HAND-
LIN, Managing Director at CBS Rec-
ords/Australia, adds CEQ duties.

Industry

@ STEVE BUTLER and SCOTT VAN
LEEUWEN announce the formation of
Dynamite Communications, a firm
which will market radio promotional
products. Butler was formerly Presi-
dent of Streamline Communications;
Van Leeuwen is President of Ralnbow
Enterprises.

® “THE REAL” BOB JAMES an-
nounces the formation of the Morning
Show Consulting Group, a firm special-
izing in training, evaluating, and devel-
oping morning show talent. James
serves as Founding Partner/Comedy
Coach, TOM ZARECKI is Partner/En-
tertainer Trainer, and MECHELE
GEORGE is also a Partner. James and
George were founding members of the
American Comedy Network; Zarecki
has been a programming consuitant.
The firm can be reached at (203)
459-0606.

® ROBERT BORDELON is tapped as
VP/Dallas Regional Manager at Group
W Radio Sales. He was previously a
National Sales Rep at McGavren Guild.

ator at Columbia Records. tor/Phonogram. —Holly Sklar
AUL BENDAT BAUM BROADCAST GROUP, INC. PANASIAN COMMUNICATIONS, INC.
has acquired Theodare Baum Presicent & Dick Rakovan. Vice President (Peter Ohm. President
1-FM . WABY-AM ‘«% has acquired: has acquire
U Albany New York MX AM/FM LPTV Station WS3AA
nm aga, Tennessee (Rosswlle, GAJ |b k. New York
WOUR-FM / WUTQ-AM
(Utica, New York} 0-‘ K\@
t $1,800,000
oy m o0 7,000,000
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ROGER A. NEUHOFF
has acquired

KODETV
fophin Missoun / Pittsburg. Kansas

0 for
$10,750,000
from

CILMORE BROADC ASTINC CORPORATION
. Gilmore Ir . Chairman/CEO:

We are pieased to have served
25 exchusor brokes i this transaction

| BLACKBL IRN@sCOMBANv

WE BROKER BROADGASTING'S BEST
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CAROLINA BROADCASTING, INC.
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From
CAPITOL BROADCASTING CORPORATION
(Kennweth S. Johrson, President)
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WTAX & WDBR (FM)
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SAGE BROADCASTING CORPORATION
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We are pieased to have served
23 exclusrve broker wn this transaction
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(William L. Stakelin President & CEO)
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US RADIO, L.P
(Ragan A. Henry)
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ary BROADCASI'ING COMPANY, INC.
A Franco President

$18,500,000

rom

e lesed o have served
a5 exclusive broker in this transaction

BLACKBURN&COMPANY

WE BROKER BROADGASTING'S BEST
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SALEM COMMUN]CATIONS CORPORATION
W, Epperson and Edward G Atsinger 0

has acquired
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$8,000,000
from

NEW AGE BROADCASTING, INC
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We are pleased to have served
25 extlusive broker i thus transaction
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WXKS
WPLJ
PRO-FM
KSAQ
Z95
WAEB
WERZ
WQGN
WBBQ

HEITH FORSEY, BOB BLJAN AND GODFREY NELSON

EXECUTIVE PRODUCED BY STEVEN E. LEBER AND
| BOB BEJAN FOR TORTGISESHELL SPECTACLES INC.

"Count ON Us”
M

WTFX
KKRD
KIKX
WWEFX
G98
YES97
KCHX
KIXY
99KG

PRODUCED BY THE TEINAGE MUTANT NINJA TURTLES® K PX R

.MCA RECORDS

flipping machinations in Austin have left you

dazed 'n’ confused — you're not alone.
Now that arrangements have been finalized,
here’s the straight poop on this highly unusual,
multifaceted deal:

Two separately-owned Austin radio
stations will begin simulcasting next week.
Spur Partners will drop CHR on newly
acquired KHFI (K98) and instead rebroadcast
75% of crosstown AM Country KVET. (The
25% non-simulcast programming will be
supplied by KVET as well.) KHFI will change
calls to KVET-FM.

Meanwhile, Joyner Communications wiil
take over yet another Austin property — Gold
KQFX — adopt a CHR format, switch calls to
KHFI, change identifier to K96.7, and hire the
old KHFI's entire staff! Burkhart/Dougias’s
Gary Burns is consulting. The old KQFX
airstaff is out.

KVET-AM & KASE General OM Bob Cole
(who also does mornings on KASE) will be the
GM for the KVET-AM & FM “network.”
Eleven-year KIKK/Houston vet Gerry Harmon
heads to afternoons on KASE.

Exiting KVET (AM) will be 13-year station
vet (and four-year morning man) Jim W. W.
Travis and afternoon man Don Bowman. Ernie
Brown from KPLX/Dallas will replace Bowman.

I f the recent station-swapping, format-

M:ght Makes Write

e The WGCI—FMIChlcago PD saga continues.
Officials at Booth American {owners of WJLB/De-
troit) and Gannett {which owns WGCI) are working
out the details. it appears that 'JLB PD James Alex-
ander should become the 'GCI PD by October 1.

e Former RCA Exec. VP/GM Rick Dobbis was
seen in the hallways at Polydor's L A. offices meeting
the troops. Does this mean BMG has officially releas-
ed him from his contract?

* Why does WLZR/Milwaukee PD Greg Aus-
ham's name keep coming up regarding the PD open-
ing at sister AOR WRIF/Detroit? Could it be because
Ausham and his wife were spotted in the Motor City
last week?

¢ |s WKNR/Cleveland about to drop Country for
N/T?

* |s Hot AC WMXZ/New Orleans heading CHR?
ST hears the Gold is going, going, gone under new
PD Bruce Bond.

¢ Is Rock CHR KRZR/Fresno checkin’ out a for-
mat shift to Country? PD E. Curtis Johnson denies
the rumbles. The Olympia station has been sold to
Fred Sands Realty {(owners of AOR KNAC/Long
Beach and soon-to-be-acquired Urban KDAY/L.A.).
Takeover comes in December.

WHY IS THIS MAN SMILING? — Better yet, why is
this man WORKING? Well . . . 19-year Epic Boston
promo rep Lenny Collins was the only weekly winner
in a recent Massachusetts State Lottery drawing and
will receive $2.6 million — paid out in $130,000 in-
staflments over the next 20 years!

East West America VP/Promo Charley
Lake is looking to hire a Nat'l CHR person, a
Nat'l AOR promo domo, and a 10-12 member
field staff — all in time for Thanksgiving.
Expect an initial roster of 12-15 acts, with
music on the streets by early January.

Look for Atlantic WC Regional Urban
Promo rep Rick Nuhn to become East West's
Dir./Nat’l Urban Promo. ST hears the lead
candidates for the Nat'| CHR slot are Island
VP/CHR Promo Lisa Velasquez and former
MMR sales honcho Tony Smith. Former
Chrysalis AOR Dir. Kevin Sutter is the front-
runner for the new label’'s Nat'l AOR slot. Talks
with other candndates continue .

Two major market ACs are gomg GoId
Recurrent and Goid-based WMJI has now
exited the AC arena, leaving WLTF, WDOK,
and WQAL to duke it out in Cleveland.

Meanwhile, KFMK/Houston reverts to
Gold. PD Bob Wood is gone; VP/GM Carl
Hamiiton is handling programming duties.
Wood told ST the parting was amicable.

CHR WYHY/Nashville GSM Don
Swesson has been upped to VP/GM. He
succeeds Mike Kenny, who joined KJQY/San
Diego as VP/GM. (See Page 3).

 The Darshle inside The Enic
B e e N -l

Enigma VP/SaIes Jayne Slmon has
exited amidst talk of a possible breach of
contract suit. (Late last week, the entire
regional sales staff had been dismissed.)
Meanwhile, Cleveland Regional Promo rep Ted
Massaro has been replaced by Gary Buttice.

Continued on Page 60

|

| Protect Yourself. Call the Industry’s Lawyer.

Aftorney at Law

: 757 Third Avenue, 26th Fi.
{ New York, NY 10017
L (212) 832-4800

|
BARRY SKIDELSKY

At Radio ‘90/Boston. Contact via Copley Plaza
hotel or call ahead 1o schedule
free and confidential consultation. |

www americanradiohistorv. com
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The follow-up to the
No.1 AOR smash “Coming of Age”

and the blistering
Top 5 track “Come Again”

From the Gold album
DAMN YANKEES

One Of The "Most Added"’
43/40

KSAQ add 39 WKZL add
KWSS add 92X add
KUBE add WPXR add
PIRATE add KRNQ add 25
WAAL add WVIC deb 25
WVSR add KZ93 add
999KHI add W2ZOK add 35
WBBQ add Q104 on
KZ106 add KZZU add
WCGQ add WOMP add
WHHY add WHTO add 35
WRVQ add YES97 add
Z102 add WJMX add
KTUX add 40 B98 add

KMYZ 20-13
KZIl add
KYYY add
WBNQ add
WLRW add
WKFR add
WPFR add
WIBW add :
KFMW add 36
KRZR add
KFTZ add
KMOK add
KTMT add
ZFUN add
OK95 add

Track ) Breaker

On Tour with Bad Company!

1998 Woven: Brax fornws dn

F A T

STREET TALK.

Continued from Page 58

Enigma VP/CHR Promo Mike Krum tells
ST to look for more changes, including the
addition of more field promo people. Krum
dismissed rumbles that Capitol-EMI is going to
exercise its buy-back option, but Tower Talk
indicated a meeting between Enigma Chairman
Bill Hein and EMI Worldwide President/CEQ
Jim Fifield concerning Enigma’s numbers was
about to take place.

Meanwhile, rumors persist that exiting
Enigma Sr. VP/Promo Sam Kaiser is the front-
runner for Alan Kovak’'s Impact VP/Promo
slot.

Q107/Washington night rocker Danny
Wright segues to nights at sister
Z95/Chicago, replacing Steven Craig.

Meanwhile, Q107 afternoon driver Gary
Spears returns to afternoons at Windy City
CHR B96, replacing Pat Reynolds, who left
for afternoons at Q105/Tampa. (Spears was
B96's original afternooner when the station
went CHR in 1982.) And . . . B96 morning
man Ed Volkman is out of the hospital and will
return to the airwaves shortly.

L e e RN A, =k T

e e Y & SESpE SR e

e

A8 5 e hdein AT o T o Y

Fhosbdiid
Update on the five Urbans in Charleston,
SC: WMGL has switched formats to an Urban
AC/Jazz hybrid, and is calling itself “‘Jazzy
101.7.” PD Terry Base is no longer with the
station. KATZ-FM/St. Louis PD Roshon Vance
is the new 'MGL PD. WVAZ/Chicago parttimer
Ron Rogers is in the running to replace Vance

at KATZ

WMXZINew Orleans new morning team is
Steve & D.C., most recently mornings at
WZBQ/Tuscaloosa, AL — a jump from market
205 to 35! The gravity-defying duo got some
early exposure courtesy crosstown CHR B97
morning dudes Walton & Johnson by posing
as little ol’ ladies who'd just moved to town
(and wound up being invited to become
regulars on B97). Three days later, Steve &
D.C. announced they’d found a new home,
namely “The New Mix 95.7" . . ..

Back at WMXZ, morning man Alex Stone
moves to overnights and morning show
producer Andrew McCullough exits.
b T i hh

B «uw:x o

Mm:gzh;&_
Zoo Entertamment begins to staff up with

the addition of Bennett Zimmerman as
Dir./Ops, Anna Loynes as WC A&R rep, Scott
Byron as EC A&R rep, Matthew Marshall in
A&R Administration, and Sandy McKinney
(L.A.) and Billy G. (NY) as Assistants to
President Lou Maglia.

Platter Push

¢ The deal to bring RCA Nat'l Dir./Field Promo
Ray Cariton to head promotion at Giant is almost a
done one. Full detail jacket next week.

e Chrysalis Dir. Nat't Promo Kevin Carroll will
relocate to L.A. from the Windy City to be Nat'| Dir./
Pop Promo. Look for Butterfly MW Regional Rock
Promo rep Victor Lentini to assume Carroli's old
duties.

* Despite several touchy feelers, Capitol VP/
Promo John Fagot has entered into contract renego-
tiations to stay at the Tower.

e Atlantic names Detroit-based MW Regional
Promo rep Jeff Appleton Dir./Nat Album Promo. He
replaces Sr. Dir./Natl Album Promo David ‘*Flash”
Fleischman, who jumped to MCA as VP/Album Pro-
mo. Look for Atlantic local Houston rep Michael
Stevens to replace Appleton in the Midwest.

Meanwhile, Atlantic’'s Lea Pisacane is promoted
from Mgr. to Assoc. Dir./Nat'l Album Promo and Rela-
tivity MW Regional- Promo rep Zan Eric Hefner
comes over to cover the Carolinas out of Charlotte.
Hefner replaces Amy Connah, who segued to Atlan-
ta local for Atlantic.

® Former Enigma Sr. Dir./Nat'i CHR Ben Brooks
slides into the L.A.-based WC Regional Promo post
for Hollywood.

* WTG Nat'l CHR Dir. Roger Smith's position
with the label has been eliminated. He'll stay on board
for the next six weeks.

* Bert Coleman has been named Nat'l Promo
Dir. for Jackson Records (headed by Michael and
Janet’s Dad, Joe). Distribution will be through CEMA.

* Former A&M Nat'i Dir./AOR Promo Jordan
Zucker surfaces as the local Atlanta rep for RCA.

¢ Capitol Nat'i Dir./Alternative Promo Faith Hen-
schel is headed to NYC to become Elektra’s Dir./Al-
terative Marketing.

¢ IRS hires former KKYK/Little Rock MD Christy
Roberts for the KC local gig, and Greg Forston —
most recently doing research at WKTl/Milwaukee —
to handle Cleveland. Look for iRS VP/Promo Barry
Lyons to name a Nat'l Fieid Promo Dir. shortly.

e Capitol Sr. Dir./Video Promo Michelle Pea-
cock has been upped to VP/Video Promo & Produc-
tion.

® PolyGram WC Publicist Stacy Nick exits to join
BMI as Dir./Publicity, Writer-Publisher Relations.
Meanwhile, WC Publicity Coordinator Jolyn Mat-
sumuro jumps to WC Publicity Mgr. at Charisma.

While participating in a recent car
giveaway at a local horse racing track,
WPGC/Washington PD/morning man Dr. Dave
Ferguson reportedly attempted to quiet a
rowdy crowd by shouting “shut the fuck up”
over the PA system.

In reaction to this incredible display of
savoir faire, the nearly 6000 “fans” peited him
with hot dogs, beverage cups, newspapers
(and losing tickets, no doubt). Ferguson
neither admitted nor denied using any foul
language, and 'PGC GM Ben Hill called the
incident “unfortunate,” according to a report in
the Washington Post. Continued on Page 62

(ADVERTISEMENT)

McVay Media invites broadcasters to visit their
suite at the Marriott Copley during the NAB/
Boston and meet programming consultants
Mike McVay, Charlie Cook, Harv Blain, Chris
Elliott, and Dan Garfinkel as well as David
Rogerson of Quadrant Radio Strategies, the
Australian-New Zealand representative for
McVvay Media.

McVay Media is proud to consult and

congratulate WLTF/Cleveland on being named
the Billboard AC Station of the Year.
Congratulations also to David Popovich for
winning the Major Market AC Program Director
of the Year Award.

McVay Media welcomes ACs WKLI/Albany,
WMJW/Jackson, WYCL/Reading, KMGG/
Santa Rosa, WHNN/Saginaw, KPYR/
Memphis, and WQXK/Canton-Youngstown.

Join the winners. Call McvVay Media at (216)
892-1910.

(ADVERTISEMENT)

www.americanradiohistorv.com



THE NEW SINGLE AND VIDEO FROM
THE #1 QUINTUPLE PLATINUM ALBUM
PLEASE HAMMER DON'T HURT "EM.
ON CAPITOL CASSETTLES,
COMPACT DISCS AND RECORDS
PRODUCED BY M:.C. 11AMMER
CO-PRODUCED BY JAMES EARLEY
& FELTON PILATI
EXECUTIVE PRODUCERS:

M.C. HAMMER, BIG LOUIS BURRELL
& SCOTT FOLKS

NOW ON TOUR

Clactol

€1990 CAPITOL RECORDS, INC.
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oncrete Blonde

“Joey, I m not

angry anymore.

the lead single from

bloodletting

X2/4-13037

ONE OF THE “MOST ACTIVE”
82/13

Hot At:

HOT949 16-12  FMI104 5
WPST 38-25 103CIR 20-14
K106 37-18 KAKS deb 39
WIXX 12-6 KNIN 20-14
KQKQ 19-9 KMOK 22-16
KATM 5-4 ZFUN 20-17

Added This Week At:

KKBQ 95X XX
KZZP 22 95XIL
KCPX WKSF
WANS KIXY
WKDD KYYY
WROQN KG95
KQCR

Debuted At:

JET-FM deb 30  WBNQ deb 38
PWRO2 deb 40 KCMQ deb 37
WBBQ deb 34 Y94 deb 28

KF95 deb 40 WTBX deb 32
WOMP deb 28 KKHT deb 39
YES97 deb 39 KBOZ deb 38
KWTX deb 34 SLY96 deb 38

STREET TALK.

Continued from Page 60

WEEENE

-

¢ Pollack Media Nashville, a division of
Pollack Media Group, is now Pollack Mullins
Nashville. Moon Mullins becomes CEO and
Tommy Hadges is named President. Hadges
will remain PMG President as well.

¢ Steve Casey Research has just inked a
deal to begin working with Nationwide’s
KHMX/Houston.

The Source Net will distribute the one-
hour commercial-free BBC radio special,
“Nobody’'s Child-Romanian Angel Appeal,” via
satellite on Satcom 1R, transponder 15,
channels 07 & 08 on September 19 from
10-11pm EST.

The special was created to help raise
money for the estimated 400,000 destitute
orphans living in Romania. In addition to
interviews with George and Olivia Harrison,
the special sports music from the artists
(Traveling Wilburys, Guns N’ Roses, Elton
John, Paul Simon, Billy Idol, Stevie Wonder,
et. al.) featured on the recent WB “Nobody's
Child” album.

HOT ROTATION — The lrwindale City Manager re-
portedly called Pirate Radio/L.A. VP/GM Simon T to
complain that the station's latest billboard (pictured
above) sent a message that was “not exactly the atti-
tude the city wanted to relay to its younger citizens.”
Noting that the booming metropolis of Irwindale is
principally composed of gravel pits, a brewery, and
failed attempts to lure the L.A. Raiders, Mr. T sardon-
ically offered to replace the “screw” with “to heck
with.” No response as yet to the magnanimous offer

The R&R Convention '90 video aircheck
will be on display at the NAB Convention in
Boston this weekend. Contact Art Vuolo —
the dude walking around with that backpack
full of videocassettes. And note that Vuolo’s
Radioguide People Inc. has a new address
and phone number: 24725 W. 12 Mile Rd,,
Suite 316, Southfield, Ml 48034; (313)
355-0022

CHR WVKSIToledo was holding a staff
meeting at a local hotel, which just happened
to be the site for an auditorium test by
crosstown rival WRQN.

The 'VKS staff swiftly put station
bumper stickers on every car in the hotel
parking lot, and — decked out in their handy
'VKS T-shirts — promptly positioned
themselves in the lobby in full view of the folks
coming in to take part in 'RQN'’s test.

Chatterbox

o KWOD/Sacramento PD Willie B. exits and will
announce his new gig next week. KWOD VP/Corpor-
ate Gerry Cagle needs a PD and an afternoon jock.

* WEGX/Philly's morning show of Rumble &
Thrower will go the way of all flesh at the end of Oc-
tober, when Scott Thrower returns to Colorado, his
wife, and family. Rick Rumble will go it solo untii a
new partner is found. T&Rs to PD Todd Fisher.

* After two years, Fuli-Service AC WJR/Detroit
PD Jimmy Garrett has stepped down. He'll remain
on-air, and will assist the new, as-yet-to-be-named
PD.

® Look for Jim *‘Catfish’’ Prewitt to join the
“Mobile Mafia™ wakeup efforts at WABB-FM/Mobile.

¢ ST hears that the new PD for N/T WLAC/Nash-
ville will be N/T KFi/L.A. Exec. Producer Alan Eisen-
son.

® Urban KDKS/Shreveport PD/MD Bill Sharp
pulis the GM hat trick.

* KDWB/Minneapolis MD Mr. Ed Lambert be-
comes APD.

® Harley Drew has been named VP/GM at AC
WZNY (Sunny 95)/Augusta, GA.

¢ Jim Fox has given up OM duties at Q102/Cin-
cy to concentrate on his morning show.

¢ WBLI/Long Island night rocker T.K. Town-
shend exits and MD Mark Lobel adds night duties.

o After eight years at 93Q/Syracuse, Gary
Dunes exits the MD chair to become APD/middays at
crosstown Gold WSEN.

¢ Tim ‘‘The Birdman’’ Byrd, most recently with
Hot 97/NY, moves to middays at KKFR/Phoenix.

¢ Pirate Radio/l.A. night rocker Cadillac Jack
(aka Eric Scott) segues to an airshift with WAVA/
Washington.

e KFMH/Quad Cities, IA elevates MD Phil
Maicke to PD, Sean Tracey to MD, and Mary Reiley
to AMD.

e SMN'’s latest Z-Rock affiliate is KZAK/Reno,
formerly AC KLKT.

* KRZQ/Reno promotes Steve Funk to OM.

¢ KiOC/Beaumont, TX Asst. MD Marc Katrl ex-
its to join KCHX/Midiand-Odessa, TX as APD/after-
noon driver.

® Former B94/Pittsburgh PD Clarke Ingram
takes the PD post at WHXT (Hot 99.9)/Allentown.
He'll program AM sister Gold WEEX as well. Ingram
— who recently did some weekend fill-ins at WEGX
(Eagle 106)Philly — also has signed on for perma-
nent weekend duty at the Eagle.

e WKLC/Charleston, WV ups MD Mark Savage
to PD.

* WMYG/Pittsburgh Chief Engineer Brian Ker-
kan is now APD/morning producer for the Classic
Rocker.

s WTBX/Hibbing, MN PD Joe Crain exits to be-
come APD/afternoon driver at sister WIXX/Green
Bay. New 'TBX PD is Bill Claproth, who comes from
the PD post at KKRL/Carrol, IA.

¢ KZZB/Beaumont, TX PD-J.J. Jackson is out.
New PD is Paul King from crosstown AC KKMY.
Also joining from KKMY: Chrissie Roberts, who be-
comes APD/aftemoon driver at 'ZZB.

e WZBH/Ocean City, MD OM Ron Bowen re-
Signs.

* KRNQ/Des Molnes MD/middays Linda Austin
suffered a brain aneurism last Monday (9/3}, but Is
out of surgery and recovering. PM driver Hawkeye
Billy Hayes will cover her music duties in the interim.

THE PACKAGE YOU'VE BEEN

DRISCOLL LEFT HIS MARK
IN DALLAS...

TechnoConnectors
Q102's unjingles

READING ABOUT
The Mix

on Houston's new Mix 96.5

URBAN JINGLES THAT HIT
THE FORMAT

FRESH JAMS

can't touch these

CaINE
4631 Insurance Lane, Dallas, Texas, 75205 / 214-559-4000 / 800-749-3629 / FAX: 214-521-8578
It you miss us at the NAB, call or write for our new CD demo!



""Knockin" Boots' is very real . . .
It's a retail blowout plus a mass-
appeal call out champion.
Bigtime smash. Word."

Keith Naftaly, KMEL/San Francisco

“"While vacationing in L.A., |
heard Candyman on the air at
KIIS and knew instantly that it
would be a smash! My first add
when | got back!™

Ric Lippincott, Z93/Chicago

"Top 5 single sales . . . Top 3
requests . . . #5 requests 18-34
female . . . What are you
waiting forée!!”

Kevin Weatherly, Q106/San Diego

"Getting calls in middays from
women at work wanting to hear
Candyman and we're only play- \/
ing it at night . . . so farl”
Todd Cavanah, B96/Chicago

"1'd bet $2.7 million that this 7
record is a smash. Any takers¢” b -
Lennie Collins, Boston’s esteemed Epic Local \ P
Promotion Manager, and most recent ‘
millionaire winner of the Massachusetts
Lottery.

"“This cat is for real, man. Dig
these sales - over 100,000
singles sold, and 100,000 +

advance LP orders!”

4
W Taken from the forthcomirg Epic release
"“Ain’t No Shame In My Game” 4694

© 1990, CBS Records nc Produced by Johnny “J” and Candyman

www._americanradiohistorv.com



CENTURY 21 & TM’s
MERGER PARTY SAVES

YOU A FEW GRAND

ON COMMERCIAL MUSIC!

Get 3 Libraries for the
Price of 1 at Booth 337!

We've merged: Century 21 Programming,
TM and the former Media General Broadcast
Services (including William B. Tanner) are
now one company.
Media =
General

Communications, Inc. Broadcast Services, Inc.

We're celebrating! And we’re giving you the
gifts! For a limited time, you can get three
commercial production music libraries for
the price of one!

If you're already one of 3,000 library cus-
tomers of these great producers, you know
this commercial music sells itself! You can
now get second and third libraries—with any
of these names-without adding an extra
penny to your monthly payment!

Yes! We want to hear how our station can save a few grand! |
C‘ ;n‘tu I TM and Media General Broadcast Services. FAX this coupon to |
| (800) 749-2121 or mail to Century 21/TM’s address at left.

PROGRAMMING, INC.

14444 Beltwood Parkway, Dallas, TX 75244-Phone (800) 879-2100

Radio 90 Booth 337

If you're not a library customer of Century
21, TM or Media General Broadcast Ser-
vices, you'll want to be now! Get any three
for what you’d expect to pay for one!

Think of it: more variety in your music, three
times as many beds, accents, stingers, work
parts and sound effects and three times as
many compact discs loaded with fresh
music. Your commercials will sound their
very best!

Best of all, these aren’t leases, they’re buy-
outs! During our merger party, we’ll convert
all stations that accept this offer to unlimited
use on a buy-out...again, without an extra
penny added to your monthly cost. Every
disc will be yours to keep and use!

All you have to do is tell us which Century
21, TM or Media General libraries you
prefer, and have at least 36 months remain-
ing on your contract (or extend the necessary
months so you do). You'll get full service on
all three libraries, including the most updates
available anywhere!

We gurarantee your satisfaction. If you
change format, or otherwise decide any of
these libraries aren’t grand for you, we'll
gladly exchange it for any other library so
you’ll be thrilled! You’ll have grand produc-
tion music...and right now, you can save a
few grand.

Call or FAX the coupon toll-free. This is a
short-term offer that’s limited to stock on
hand and may be withdrawn at any time.

Send demo CD:s for the grand production music from Century 21,

Name Title_

Station Phone ( )
' Address _
 City ‘State Zip

WWw.americanradiohistorv.com
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Puvogel
Continued from Page 1

Thyret. “Add to that the knowl-
edge, energy, and enthusiasm he’s
always brought to his work, and
you realize why this promotion has
been so well-received within our
company and industry.”

Puvogel told R&R, “I'm thrilled
and honored to be appointed an of-
ficer of the best company in the
business. This is truly a dream
come true.”

Puvogel began his music indus-
try career in 1974 as a WEA Singles
Specialist, becoming WB New York
Local Promotion Manager in '75.
In 1977 he was appointed Northeast
Regional Promotion Director and
then Los Angeles-based National
Album Promotion Coordinator in
1981. Three years later he was pro-
moted to the post he’s now exiting.

NAB

Continued from Page 1

Delco Electronics, a General
Motors subsidiary which is the
world’s largest manufacturer of
car radios, announced that it’s now
operating three RDS transmitters
in Central Indiana and will soon
establish new test sites in Michi-
gan. The company has developed a
prototype receiver that displays
two eight-character lines of text
and will automatically interrupt
music when emergency messages
are received.

“Delco is committed to pro-
viding RDS to our customers as
soon as possible,” said company
executive Thomas Leonard. He
said adoption of the technology de-
pends on industrywide acceptance
of technical and data programm-
ing standards which are being dis-
cussed by the Radio Systems Com-
mittee.

More than 175 exhibitors are on
hand at Radio 90, displaying the
latest technology and services.
Digital hardware is consuming
much attention, with Computer
Concepts Corporation unveiling the
industry’s first digital hard disk
commercial management system.
Using customized software, the
Digital Commercial System uses
standard PC technology with an
enormous 766-megabyte disk drive
to process up to nearly six hours
worth of audio. When combined
with a traffic scheduling package,
the system generates program logs
and automatically updates perfor-
mance affidavits.

NAB Radio VP Lynn Christian
said registration “is far above
what it was last year,” with nearly
7000 broadcasters expected to at-
tend the five-day event.

Gannett
Continued from Page 1

Gannett Radio Division Presi-
dent Jay Cook told R&R, “I'm
delighted we have such talented
people in the company so that Bill
can have this opportunity at KIIS
and Dene can move to KKBQ. I feel
very good about both of them and
expect nothing but great things
from both properties.”

KTIS President/GM Lynn Ander-
son said, “The Gannett philosophy
is to look for the best person within
the company first, and we were
pleased to find someone with both
qualities in Bill.”’

Richards, who rejoined KKBQ as
PD just seven months ago, told
R&R, “Programming KIIS has
been a career goal of mine for
many years. This is the only job in
America I'd leave Houston for.
Filling Gerry DeFrancesco’s shoes
will be no easy task, but I can only
say I'll try my best to live up to the
standards he’s established. I look
forward to working with one of
America’s legendary morning tal-
ents, Rick Dees, and the rest of the
staff at KIIS.”

Richards has programmed
KKBQ (twice), KXXX/San Fran-
cisco, WNCI/Columbus, and
KLUC/Las Vegas, and worked as
VP/GM at Coleman Research.

Hallam’s Challenge

KKBQ President/GM Al Brady
Law said, “I was glad we were able
to keep Dene in the company. He’s
succeeded at every assignment
Gannett has given him, and I feel
confident he’ll succeed in this one.
Bill did a great job here and a great
job at KIIS. We all wish he could
have stayed with us longer, but it’s
hard to pass up an opportunity like
KIS.”

Hallam told R&R, “I meant no
malice to Group W and KRSR VP/
GM Brenda Adrience. They made
me a great offer, but Gannett real-
ly made it too attractive not to stay
with them. Al has a highly talented
and spirited staff that’s used to be-
ing the No. 1 hit music station. To
make KKBQ dominant in the mar-
ket again I'll be adding a measure
of perspective, along with input
from Al, [Asst. PD] John Cook,
and morning man John Lander.”

Hallam’s programming back-
ground includes KUDL/Kansas Ci-
ty, as well as WKHK (now
WLTW)/New York, WHN/New
York, WWWW/Detroit, and KBZT/
San Diego. He previously worked
for Law as a phone researcher
when Law was PD at WXLO
(99X)/New York.

Baldassano
Continued from Page 1

assignment,” said Baldassano. “I
hope to bring a renewed sense of
energy and excitement to network
programming.”

Prior to her recent position as Di-
rector/ABC Entertainment Net-
work, Baldassano was with United
Stations (now Unistar). She served
an earlier stint at ABC as Director/
Programming for the Contempor-
ary and FM Networks. In the '70s,
she was PD at KAUM (now
KHMX)/Houston and WSAI-FM
(now WWNK)/Cincinnati.

Maxwell

Continued from Page 6
tion he went into fulltime sales. In
1977 he joined WTAR as an AE, and
was named combo VP/GM three

years ago.

solo debut,

Pumped About Censorship

MCA Music Entertainment Group Chairman Al Teller (i) spoke out on censorshlp
issues at the movie premiere of “Pump Up The Volume,” which was followed by a
bash at Hollywood club Spice. Lending their support were IRS artist Johnette
Napolitano (of Concrete Blonde, who are featured on the movie’s MCA sound-
track) and MCA Exec. VP Paul Atkinson.

Livin’ In The leellght

]
i
Lassiiidasstiany;

Bizis)

Soulful singer Caron Wheeler recently paid a visit to EMI execs while promoting the first single (“Livin’ In The Light”) from her

“UK Blak.” Livin’ it up at the label’s NYC offices are (I-r) EMI's Paula Subotnick, VP Glynice Coleman and Presi-

dent/CEQ Sal Licata, Wheeler, and EM/!'s Exec. VP/GM Ron Urban and Sr. VPs Jack Satter and Jim Cawley.

Private Llfe Goes Publlc

After their performance at L.A.’s Roxy, Warner Bros.’ Private Life were greeted by labelmate Edward Van Halen, who produc-
ed their self-titled LP. Sharing a not-so-private moment are (back, I-r) Van Halen, WB's Larry Butler, Private Life’s Steve Ker-
shisnik, the label’s Patti Oates, and the band’s Danny Johnson; (front, I-r) Private Life's Jennifer Blakeman, WB's Ed Nuhfer,
and the band’s Kelly Breznik and Chris Frazier.

Looking for something fresh in Talk Radio?
Need programming to replace ABC?
Want to really excite your listeners?

Live, from the nation’s capital,
the Newstalk Radio Network now provides 20 hours
of top notch, issue oriented programming every day.

NAB Radio ‘90 - Booth 504

NewsTAI.KRadm

el NE TWORK e

For market exclusivity and a demo call today.
Ask for Bill Trombley at (301) 587-9222.

» Interesting and thought provoking hosts,
no shock radio here!

» Providing your listeners the chance to talk daily
to the movers and shakers.

» Choice of four unique, lively shows
with strong listener appeal.

» Network product with local stations in mind.
« Reduced inventory load of three network minutes per hour,
« Offered on Satcom [R.
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WEA'’s Fast Cats

WEA President Henry Droz (c) and Elektra rockers Faster Pussycat traded fashion
tips during WEA’s 1990 national sales meeting. Flanking Droz are (I-r) band
members Brett Bradshaw, Greg Steele, Brent Muscat, and Taime Downe.

Nile Flows Through L.A.

A&M artist Paul Buchanan (r) of Blue Nile caught up with label Sr. VP Charlie Minor
after the band's recent gig at UCLA, where they played tunes from their current
album, “Hats.”

Kenny

Continued from Page 3
Meyers has been doing an out-
standing job in that capacity on an
interim basis, but wants to move
on to other things.”

Kenny previously was Station
Manager of WFKS/Cincinnati for
two years and GSM of Cincinnati
outlets WKRC & WKRQ and WSAI
& WWEZ.

Lind

Continued from Page 3
group,” said Capitol President Jim
Goodmon. “[We] feel confident
he’ll help this company realize
many further successes in the
years to come.”

Said Lind, I feel fortunate in be-
ing given radio group responsibili-
ties. m particularly looking for-
ward to working with such a tal-
ented group of general managers.’

Prior to joining WWMX as VP/
GM in 1986, Lind was VP/GM of
WEZW/Milwaukee and VP/Sales
of its parent company, Multimedia,
Inc. Before that he held sales man-
agement positions at WPNT (now
WLTJ)/Pittsburgh and WINS/
New York.

Seated: Glenn Serafin, Kathy Marien, Tim Menowsky. Standing: Ken O’Rorke, Brayton Johnson.

Not Pictured: Jeanette Tully, Jay Goodwin.

BUY. SELL.
TRADE. FINANCE.

See us at the Westin Hotel Copley Place

in Suite 2812

€

COMMUNICATIONS

EQUITY

~ ASSOCIATES

(813) 222-8844

CEA is a member of the National Association of Securities
Dealers, Inc. and its professional associates are registered

with the NASD. Member SIPC.

wwWw americanradiohistorv com

Morgan Creek

Continued from Page 3
Creek’s interests into all related
entertainment areas.”

“This new company has been
created to provide an artistic envi-
ronment for the *90s, with no pre-
conceived musical parameters or
categorization,” said Mazza. “It’s
our intention to establish what we
believe will be the finest worldwide
marketing and promotion warhead
in the industry.”

Kershenbaum added, “We envi-
sion a fully integrated, artist-
driven company where A&R, pro-
motion, artist development, and
worldwide marketing are all in-
house and totally coordinated with
one set of priorities based on the
music.”

Morgan Creek Productions,
founded in 1987, has become one of
the leading independent film com-
panies, releasing such features as
“Young Guns” and “Young Guns
II,” “Dead Ringers,” “Enemies, A
Love Story,” and ‘““The Exorcist
m.”

Cavanaugh
Continued from Page 54

try for the right person to bring the
necessary skills as well as the in-
tangible elements of success to mo-
tivate the sales staff. Ellen’s not
disappointed us at any level.”

Cavanaugh, who previously
served as GSM at crosstown
KRBE and KODA, added, “It’s
nice to get involved with a project
like this with people who share the
same vision of quality and cus-
tomer service. A number of the or-
iginal salespeople stayed on, and
we’ve added some personnel for a
total of nine local reps and a vendor
retail specialist.”

Maria
Continued from Page 3
Maria joined Atlantic in 1974 as
Northeast Regional Sales Manager
before being named National Sales
Manager in 1981. He was appointed
VP/Sales in 1988. Prior to Atlantic,
Maria was at Capitol and Liberty/
UA before joining WEA as New
York Sales Manager.

FCC Audits
Continued from Page 1

In addition, the agency charged,
many stations apparently deny po-
litical candidates the opportunity
to negotiate for better rates, as
commercial advertisers are often
allowed to do.

Four of the eight radio stations
audited last month were found to
have possible violations of the low-
est unit cost rule, which obliges
broadcasters to give candidates
the same rate given the station’s
most favored commercial adver-
tiser. Sixteen of the 20 TV stations
may have overcharged candidates.

Defenses Heard

Stations found guilty of violating
the political advertising rules could
be fined from $5000-$10,000. Audited
stations accused of overcharging
candidates will have a chance to
respond to the allegation before the
agency makes any final determin-
ation of guilt.

However, the NAB charged the
report adds ‘‘misunderstanding
and confusion” to this issue by in-
sinuating that the audited broad-
casters have already been found
guilty of breaking the rules.

Although he didn’t rule out fines
against the stations, Mass Media
Bureau Chief Roy Stewart said his
staff is currently more concerned
about educating broadcasters
about their political advertising re-
sponsibilities. He added that no fur-
ther audits are planned “at this
time.”

The bureau’s educational effort
kicks off later this week with a
Thursday (9/13) seminar at its
Washington headquarters on how
to comply with the political adver-
tising rules. Stewart said the FCC
also plans to produce a question-
and-answer fact sheet on the rules,
and possibly even a videotape
guide to compliance.

Elektra
Continued from Page 3
Promotion.

Silva entered the record business
in 1970 as an employee of WEA and
was then a salesman for ABC Ree-
ords in 1974. His background also
includes stints with Warner Bros.,
Philly World Records, and Mo-
town. He joined EMI in 1985.
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SongTrack
. 4

The Industry Standard for
tabulating and analyzing
weekly call-out research.

4
4

>

The World’s Most
Powerful Software
For In-Station
Research

MarketTrack
v

Radio’s best software system for
in-station strategic/perceptual
research studies.

AudiTrack
v

The easiest and most affordable
auditorium tabulation and
analysis system.

weighted samples
random phone number

» up to 2,000 songs per job
» perceptual and demographic

» trending capabilities

rolling averages

generator questions » up to 99,999 questions in your
weekly reports including: » cross-reference up to 99 library
trends respondent breakdowns » up to 2,000 questions per job

rolling averages

up to 999 weeks of

song information
optical card reader and
interface for instant,
accurate data entry
will integrate with music
scheduling systems

» answer sheet/questionnaire
printing

» combine results from different
sessions

» compare data from previous
tests

» optical scanner intertace

» music scheduling interface to
see and implement results
the next day

vVvVvVvyVweyv

up to 90 responses per question
answer any/all responses for
each question

average any range of responses
weighting and special scoring
print questionnaires

skip patterns

automatically check for logical
data entry errors

RadioWare’s power and flexibility is based on intuitive design, speed and reliability!
You own the information.. from raw data to final reports...insuring complete confidentiality.
Run and rerun unlimited reports for any job any time.

Call Scott Johnson today for your free demo disk at:

214-3507216

See us in
Boston
RADIO 1990
Booth
167/169

RadioWare

SOFTWARE SPECIALISTS FOR RADIO
3701 W. Northwest Hwy, Suite 169B, Dallas, TX 75220
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Making Waves
In Eastern Europe

Europe 2 AC Network Spurs
A Plan To Develop First FM Radio Group

artin Brisac is

President/GM

of Europe 2,
France’'s second musical
network, and GM of Eur-
ope Developmerit, which
this year launched new
stations in Germany,
Czechoslovakia, and the
USSR. R&R Founder &
Publisher Bob Wilson
talked with Brisac recent-
ly about France’s popular
Europe 1 station and
Europe 2, the burgeoning
Eastern European radio
markets, and the chal-
lenges of negotiating with
— and programming for —
countries formerly closed
to Western broadcasters.

R&R: What are Europe 1
and Europe 2?

MB: Europe 1, founded in
1955 as a ‘‘generalist” sta-
tion, is known as the best
news station. Programs al-
so include contests and
comedies. It’s now the No. 2
station in France, reaching
five million people every
day and eight million per
week. Europe 1 is also the
name of a company, Europe
1 Communication. which is
the audio-visual division of
Hachette, the fifth largest
communications company
in the world.

In 1988, Europe 1 created
a new company, Europe 2,
the second musical network
in France. It presents an
AC program broadcast in
FM on 120 affiliates. Eur-
ope 2 reaches two million
people every day. Our
French market share is
now 5.1%; last year our
share was 4.3%.

“It’s hard to find good
salesmen in a country
[Czechoslovakia] where
selling hasn’t been a
priority for 45 years.”’

Martin Brisac

Because of this success,
we decided to create a com-
pany called Europe Devel-
opment, which seeks to
develop the first FM radio
group in Europe. We've
negotiated foreign partner-
ships with broadcasters in
Germany (Radio Salu,
which has a 22% share),
Moscow (Europa Plus, in
partnership with Gostelle-
radio, the state broadcast-
ing company), and Prague
(in partnership with the
new Czech government).
We also have other projects
in Western and Eastern
countries, but it’s too early
to talk about them.

R&R: How will you ap-
proach commercializing
Europe 2?

MB: The Europe 2 sta-
tion in Prague is subject to
almost the same commer-
cial rules as in France. It
was inaugurated the first
day of spring 1990 (3/21)
and remains the only radio
station broadcasting in
Prague. Government of-
ficials say we have a 60%
market share — more than
700,000 listeners every day.

However, it’s hard to find
good salesmen in a country
where selling hasn’t been a
priority for 45 years. We’re
ready to sell five minutes
per hour in Czech or any
other language. But we see
it as being a Czech station,
not a remote French sta-
tion. Radio must be close to
its listeners. We’ve created
a training program in
France for motivated peo-
ple.

Europe 2 and
Europa Plus

keep ‘em rockin’
from the Eiffel Tower
to the Kremlin.

£

R&R: How do you select
music for a ‘‘global” for-
mat?

MB: We launched a re-
search program in France,
Czechoslovakia, Germany,
and the USSR with our net-
work PD, Marc Garcia, and
[Pollack Media Group
Chairman/CEOQO] Jeff Pol-
lack.

‘‘Eastern Europeans
want to discover the
music of the last 25
years and learn about
rock & roll history.’’

It’s clear that Eastern
Europeans want to discover
the music of the last 25
years and learn about rock
& roll history. The mix will
be English (Elton John,
Beatles), American (Stevie
Wonder), and obviously
European (French, Italian,
Czech). New music will ac-
count for about 25% of the
programming. But of
course it will evolve with
the development of new art-
ists, and as Western artists
tour.

R&R: Will you showcase
local musicians in each
country?

MB: To promote local
music, we’ll present live
shows from a new club each
week. We hope to help local
bands — which are really
interesting, especially in
rock and jazz — promote
themselves abroad.

R&R: What about con-
tests and promeotions?

MB: We organize con-
tests not just to increase lis-

tenership and TSL, but
mainly to develop a strong
image which will be useful
when competition arrives.
We've already given away
trips to special events like
Dylan in Paris, Knebworth,
and the Jean-Michel Jarre
concert in Paris.

R&R: Has it been diffi-
cult negotiating with for-
mer communist govern-
ment officials? Are they
truly open to capitalism?

MB: It was rough. But we
built a real relationship
with them and assured
them we want to do some-
thing together. Some of our
competitors think money
will buy everything. We be-
lieve in true partnership.
This was the key to success-
ful negotiations in Prague
and Moscow. They’re open
to capitalism, but right now
it’s still more a concept
than a reality. Everything
from profit participation to
workforce management
has to be explained.

R&R: What are the fu-
ture plans for Europe De-
velopment?

MB: We plan to raise the

‘‘Success will depend
on our ability to adapt
our way of thinking,
programming, and
selling to the different
countries. We think
radio will have more
and more cross-border
ownerships even if the
programs stay very
localized.”’

company to the rank of the
first European FM radio
group within the next few
years. For that, we have to
keep on growing in France
and establish new partner-
ships in other countries.
We're confident the exper-
tise we’ve developed will
help us build up this pro-
ject. Our success will de-
pend on our ability to adapt
our way of thinking, pro-

““They’re [Prague and
Moscow] open to
capitalism, but right
now it’s still more a
concept than a reality.”’

gramming, and selling to
the different countries and
to work with good partners
in each country. We think
radio will have more and
more cross-border owner-
ships even if the programs
stay very localized.

R&R: What about ratings
— do they count yet in this
new venture?

MB: Ratings obviously
count; we have to be profit-
able as soon as possible. We
hope ratings will come rap-
idly, but that’s the risk.

R&R: What will radio in
Europe be like by the
mid-’90s?

MB: I hope it will be as
exciting as it is nowadays.
Could anyone have imagin-
ed that in 1990 we would
broadcast live a concert
held in Paris, Prague, and
Moscow simultaneously —
on three stations we cre-
ated? That was definitely
one of the great moments of
our lives here at Europe 2.



Many of our customers
understand that this
is more than a hollow hoast.
They know that when a man-
ufacturer offers them a
broad choice of products, it
means money in their
pockets.
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dealer today, or call Otari at
(415) 341-5900 for more
information.
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’90s SURVIVAL SKILLS

Staying Ahead Of The Pack

We’re living in a time when one of the most important
skills radio executives can develop is the ability to stay
abreast of change. Trend-watching, information gather-
ing, looking ahead — all are critical survival skills in the

"90s.

Innovators are people who intro-
duce a change to a field or industry
in the form of new preducts, ser-
vices, methods, or set of ideas.
Since 1983, as an ongoing research
project, I've sought out over 150
business leaders identified by their
colleagues and the media as the
movers and shakers in their fields.
In my interviews, I prcbed for the
common attributes and personality
traits these people share.

Superficially, they have almost
nothing in common. But one trait
they all share is their voracious ap-
petite for new ideas and informa-
tion from a wide variety of sources.
It never fails to amaze me how
well-informed these mavericks
are, on a broad range of current
events, social and lifescyles issues,
and emerging trends, both within
and outside of their particular in-
dustries.

Forward-Thinking

Innovators in the radio industry
fit this pattern as well. They havea
“finger on the pulse” of a world in
motion. This connection enables
them to stay slightly ahead of the
pack. Yet, true to form, what
passes for vision in the opinion of
bystanders is often just an innova-
tor’s intense desire tc understand
what’s going on.

Conventional wisdom has it that
radio people tend to lose perspec-
tive, to think they are the world
rather than just a mirror of a
larger dynamic culture. This ten-
dency is a common trait in all pro-
fessionals whose work is their pas-
sion. But, as one radio executive
said, when it comes to radio profes-
sionals, the difference is that “stay-
ing in touch with what ‘normal’
people are doing and thinking is
vital, because it’s what this busi-
ness is about.”

Forward-thinking executives
don’t tend to look at trend-watching
as “one more thing I have to do.”

““The knack for
successful infarmation
gathering isn’t
something people are
born with; it’s
something that can be
developed.”’

They thrive on it. They are dazzled
by breakthroughs, interested in
people from all walks of life, con-
cerned about politicai and social is-
sues, and excited about the oppor-
tunities that change can create.

,"\

Robert Tucker

Developing The Knack

The knack for successful infor-
mation gathering isn’t something
people are born with; it’s some-
thing that can be developed. What
follows are six steps to becoming
your own trend-spotter.

* Audit your information intake.
Among other things, innovators
are devotees of the written word.
So become aware of the way you
keep yourself informed on a day-to-
day basis. When you diet, you be-
come conscious of your caloric in-
take. By monitoring your informa-
tion intake, you can cut down on
your consumption of mental “junk
food”” and start making more re-
warding informational choices.

“‘One trait [innovators]

share is their voracious
appetite for new ideas

and information from a
variety of sources.”’

What newspapers, magazines,
newsletters, and trade publications
do you read — both inside and out-
side the industry? Do these publi-
cations provide you with the infor-
mation you need to be proactive
about change? If not, what must
you add to your diet? Do you set
aside time for fiction as a way to
stimulate the imagination?

Although quality is more impor-
tant than quantity, absorbing new
information takes time. My re-
search indicates that innovators of-
ten spend as much as a third of
their day reading. Pollack Media
President Jeff Pollack reads two to
three books a week, from fiction to
history (his recent favorite is “Let-
ters To Olga” by Vaclav Havel).
Joint Communications CEO John
Parikhal seldom reads Time or
Newsweek, but reads lots of fiction.

By Robert Tucker

‘‘By monitoring your
information intake, you
can cut down on your
consumption of mental
‘junk food’ and start
making more rewarding
informational choices.”’

“It keeps the imagination and
one’s command of language alive,”
he says.

“I’'m convinced that reading in
general is helpful,” notes Garry
Wall, VP at Edens Broadcasting.
“I find that a lot of what is person-
ally interesting becomes profes-
sionally useful.” Since Wall spends
a lot of time on airplanes, his flying
time becomes reading time. He
reads 50 or so magazines a month,
plus five newsletters and several
books.

* Develop ‘““front line” observa-
tional skills. Lee Abrams, Manag-
ing Director for Satellite Music
Network’s Z-Rock format, occa-
sionally works bhehind record
store counters to keep his finger
on the pulse of record buyers.

Like other innovators, Abrams
realizes nobody can do your obser-
ving as well as you can. You are
your own best information gath-
erer. Therefore, it’s important to
draw your own conclusions and re-
main active rather than passive in
your quest for the zeitgeist.

Whether you’re at a party, shop-
ping at a discount store, or stuck at
the airport in Tulsa, consciously
try to tune in to your own observa-
tions of the world around you. For
example, suppose you arrive at the
airport only to find your flight de-
layed an hour. Instead of digging
into your briefcase and doing pa-
perwork, watch the behavior of ar-
riving and departing passengers.
Eavesdrop on someone else’s con-
versation; scan the newsstand to
see what’s available.

Being proactive about informa-
tion helps expand your world view
by allowing you to have access to
the thoughts of people you might
not ordinarily meet. What are their
concerns? Who are they influenced
by? What are their values?

* Ask questions. You can’t get all
your information simply through
observation or reading. Robert
Hazard, President of Quality Inns
International, formed his break-
through idea of market segmenta-
tion (Clarion Hotels, Quality Inns,
Comfort Inns, and Sleep Inns)
from a chat with a barber. While in
Phoenix on business, Hazard
struck up a conversation by asking,
“‘So where do you go on vacation?”’
He got an earful. In small towns,
the barber stayed in moderately

Innovator’s Tool Kit

® Audit your information intake.

® Develop ‘‘front line’’ observational skills.

® Ask questions.

® Make reading time count.

® Monitor other media.

@ Attend trade shows, conventions,

conferences.

priced motels. He refused to pay
more than $25 or $30 a night. But
when he hit the big cities — Las
Vegas, say — he always stayed in
style; price wasn’t a consideration.
By leading with questions, Hazard
obtained key information — infor-
mation his formal marketing re-
search hadn’t revealed.

* Make reading time count.
Harpers editor Lewis Lapham has
a unique method of separating the
wheat from the chaff contained in
newspapers. He lets his hometown
newspaper pile up for a week;
then, reading backwards in time,
he skims through for articles of
lasting importance.

To make the most of your prec-
ious reading time, look for the point
the writer is trying to make. Inno-
vators make the most of their read-
ing time by sampling broadly and
reading selectively. Skim or skip
the disaster stories and the celeb-
rity trivia; focus on articles that
contain insights and ideas. Under-
line and make notes in the mar-
gins. Clip and save important ar-
ticles for later reference. Read in-
tuitively for what’s new, worri-
some, or incongruous. Look for
patterns of change; i.e., this is hap-
pening at our station; it’s happen-
ing at our other station in Sarasota.
Could it be a trend?

““It’s important to
remain active rather
than passive in your
quest for the
zeitgeist.”’

¢ Monitor other media. In addi-
tion to sampling a broad range of
publications, it’s important to be
open to whatever hits you. Scan ev-
erything — from advertising copy
to junk mail, matchbook covers to
bus signs. Always look for the
unexpected. In addition, radio exe-
cutives tend to be heavier video
users than others because it’s such
a powerful cultural barometer.
Most executives I interviewed
spoke of frequent television ‘‘graz-
ing.” Their push-button viewing in-
cluded “The Simpsons’ and “Mar-
ried . . . With Children.”

* Attend trade shows, conven-
tions, and conferences. “‘I find the
value of a conference comes not so
much in the educational sessions
but in the bars and the parties,
where people will let their hair
down,” observes Garry Wall. “In
the formal sessions, there’s a lot of

posturing. But it becomes profita-
ble and stimulating when someone
says, ‘Hey, do you have this prob-
lem? Here’s what we'’re seeing.’
And people start opening up.”

John Parikhal attends some 20
conferences each year. “I look for
ideas wherever I go; ideas I might
not have thought of,” he says.

Like Wall, he tends to discount
many of the educational sessions.
But he makes it a point to at least
sample what the other speakers
are saying and always seeks out
programs on innovation, the
future, and demographics. He be-
lieves that much of future con-
sumer behavior can be intuited by
a firm grasp of demographics.

“Innovators make the
most of their reading
time by sampling
broadly and reading
selectively.”’

As you begin actively observing
change, you’ll also want to try to
distinguish fads from trends. There
are no hard and fast rules for sep-
arating these extremes — the hula
hoop versus the baby boom, for ex-
ample. But by separating those
things that are more deep-seated
and longer lasting from those that
aren’t, you'll be able to base your
strategies on deep-seated shifts
that matter and will continue to
matter to listeners, rather than
chasing after the latest vogue.

The goal of trend-watching is to
discover new and emerging oppor-
tunities. By tuning in to the wider
world around you, by asking ques-
tions and becoming an actively in-
formed person, you’ll begin to see
patterns in how trends emerge and
how the early birds exploit them to
their advantage.

In the ’90s, businesses and their
leaders will rise or fall based on
their ability to anticipate and crea-
tively respond to rapid develop-
ments. Nowhere is this more true
than for the radio industry.

Robert Tucker is the co-author of
“Winning The Innovation Game”
and a frequent speaker on profiting
| from change through innovation.
He can be reached at Innovation

Resource, (805) 682-1012.
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correct, but I've been drinking like a son-of-a-bitch and I just
can't wait any longer. Why have I been drinking? Because I run a
radio station in a god-forsaken dustbowl town, my morning show
sucks and I can’t do anything about it
but smile and wave like an idiot. God,
I hate being a children’s toy.

Fortunately, you're a lot better off
than I am. [ mean, besides the ana-
tomical stuff. If you want to make
your morning show better, you can do
something about it. You can add a
little ACN. You know: The American
Comedy Network. They’re the funniest, most-used comedy
service in the business, and they’ve been a part of winning
morning shows all over the world since 1983.

I'd call them myself, but like I've been saying, I'm just this
little, malleable rubber thing and the phone is about twice as big
as [ am. I'm telling you, being Gumby is no party. And another
thing: I've always hated the color green.”

“Sure, I'm only a rubber toy that’s not even anatomically i

PR O
e AN NI

Gumby
VP/General Manager
KGMB-FM

*This is the fine print where the Arbitron numbers usually appear.

but since this is a parody, we just put some words here to look good.

The American Comedy Network is radio’s leading supplier of fake commercials, song parodies,
interactive sketches, and other short-form comedy features especially designed for morning shows.
In fact, we're so good at it that most of our new competitors call themselves “The (Something)
Comedy Network" But we don’t care what they call themselves — just as long as you call us.

For more information call Pat Leeney or Adrienne Munos (203) 384-9443

There are those people who have discovered ACN, and then there is. . .

The Searchme Group

Do some research—find out about ACN!

AMERICAN COMEDY NETWORK / PARK CITY PLAZA / BRIDGEPORT, CT / 06604



MIKE SHALETT

Radio’s Newest Competition

Future Technologies Are Already Here

Radio competes with many media for con-
sumers’ entertainment time. Over the last ten
years, VCRs, cable TV, MTV, and portable/car
stereos with cassette and CD capabilities have
offered increasing diversions. What technolo-
gies will radio compete with in the next few
years, and how will they affect it?

Video Jukebox

Video Jukebox is one of
the newer ventures. Music
consumers who have cable
(at 69%, a mature market
share) and can receive the
channel may request par-
ticular videos be played
from a pool the channel of-
fers. After dialing a ‘900"
or ‘976"’ number at $2 or $3
per call, the viewer report-
edly sees the requested
video within 30 minutes.

Video Jukebox’s penetra-
tion is equal in all U.S. geo-
graphic regions. Currently,
only 6% of Seundata’s sur-
vey panel of 2000 active mu-
sic consumers with cable
have access to it. Of these,
just one in ten has tried it;
80% of those were female.
This constitutes a very
small base of users, none of
whom were over the age of
24. Asked if they were
satisfied and would try the
system again, one in three
said they would; the re-
mainder would not.

We also asked those with
cable who currentiy cannot
receive the channel how
likely they’d be to try it.
One in four said he’d either
be very likely (7%) or
somewhat likely (19%) to
try it. Interest is age-
related: of those 20 or
younger, over four in ten
said they’d like to try it.
Men were about as likely to
indicate interest as women,
though in practice, women
would use the system far
more. Among black music
consumers, one in three
said he’d try it if it were
available.

Song requests have long
been an integral part of
radio. Judging by the age of
the few consumers already
using Video Jukebox and
the age and racial makeup

‘“Simulcasts with TV or
cable are one way to
bring radio into the mix
as part of the home
entertainment center,
which otherwise offers
stiff competition.”’

of those who say they would
use it if it were available,
such a channel could be
seen as competition for for-
mats targeted at teens and
blacks.

Videodisc Players

Two out of three music
consumers currently know
what a videodisc player is.
Recognition is highest
among male music con-
sumers, of whom seven out
of ten say they understand
what the item does. Sur-
prisingly, a majority of the
female panelists, who have
typically been less inform-
ed on technology and hard-
ware matters, also knew
about the players. Age was
again a factor, as aware-
ness was highest among
21-44s. Perhaps as a func-
tion of age, the more edu-
cated the consumer, the
likelier he was to know
about the players.

Only 2% of all music con-
sumers claim to have a vid-
eodisc player in the home;
56% of these are owned by
men. Persons 21+ own 80%
of those; those 24+ own
75% . Judging by this admit-
tedly small base of positive
respondents, more than
half are owned by people
with a high school educa-
tion or less. Some may be
children whose parents own
one; only 13% of the units
were owned by people
under 18.

Combination CD/video-
disc players accounted for

two-thirds of the units,
which indicates that most
have been purchased in the
last year or so, when the
double-duty items became
more affordable and
popular.

Among those who know of

the machines but don’t own
one, 85% don’t know what
they cost. That lack of
knowledge is equal across
all age groups. The 15%
who claim to know the aver-
age player price put it at
$350, which is in the ball-
park.
One of the videodisc play-
ers’ selling points is that
upon release, videocas-
settes of motion pictures
generally cost about $90.
Sometimes, as with “Top
Gun,” “The Little Mer-
maid,” and the soon-to-be-
released ‘‘Pretty Woman,”
tapes come out at a “sell-
through” price of $19.99-
$24.99, but such a strategy
is an exception. Videodiscs,
on the other hand, usually
cost from $25-$35, depend-
ing on the title and the
studio.

When we asked those who
were aware of the machine
if they thought discs were
less expensive, the same
price, or more expensive
than VHS tapes when si-
multaneously released, we
found 70% thought the discs
were more expensive. The
younger the consumer, the
likelier he was to believe
this fallacy. Men and wom-
en were equally misinform-
ed on this issue.

As more and more con-
sumers create home enter-
tainment centers, the video-
disc player, with its out-
standing picture quality
and digital sound, is anoth-
er element competing for
free leisure time. Those
2144, including the baby
boomers, are likeliest to
jump to this format the
quickest.

Home Entertainment
Centers

Ninety percent of U.S.
music consumers own or
have access to a VCR in

WwWWwWw americanradiohistorv.com

| Likelihood Of Using
Video Jukebox

(Al figures are percentages)

Total

Male

Female

Under 18

18-24

25-34

—_

30 40

Source. Soundata, March 1990

their household. This is true
among all music consum-
ers, regardless of sex, age,
race, education, or location.
Of those with at least one
VCR in the home, 43% say
their VCR is hooked up to a
TV with stereo speakers.
The younger the consumer,
the likelier he is to boast
such an arrangement.
Black consumers are near-
ly twice as likely to have
their VCRs hooked up with
stereo sound. Answers did
not vary based on gender.
Of the VCR users, 30%
claim their unit is hooked
up to a stereo system. The
genders differ notably on
this point: nearly two in

‘‘Digital technology has
reached over 40% of
music consumers in the
form of CDs. Today’s
music aficionado knows
what sounds good and
what doesn’t.”’

five men have at least one
of their VCRs attached to a
stereo, compared to one in
five women. Respondents
21-24 are much likelier to be
wired up in this way than
any other age group. Black
consumers are slightly like-
lier to have such a setup
than are white consumers,
and the more educated he
is, the likelier the consumer
is to have connected his
VCR and stereo.

Nearly all those who have
stereo systems have a radio
in their setup. Simulcasts
with TV or cable are one
way to bring radio into the
mix as part of the home en-
tertainment center, which
otherwise offers stiff com-
petition.

Movies At Home

Nearly everyone (93%)
who owns a VCR rents vide-

otapes. Among black con-
sumers, 8% rent, com-
pared to 94% of white con-
sumers. Numbers are high-
er in the West and Midwest
than in other parts of the
country.

Just 16% of the consum-
ers surveyed rent tapes at
places that also sell CDs.
One quarter of black music
consumers said this was the
case, compared to 14% of
whites. This was true more
often for men than for wom-
en, and for those on the
West Coast than for those in
other regions.

Only 7% of the consumers
said their video store rented
movies on laserdisc. Again,
these numbers were high-
est on the West Coast.
Awareness of this technolo-
gy was highest among those
1844, the same age seg-
ment that knew most about
videodisc players.

People Get Ready

Even more technologies
are out there or on their
way. Though consumers
don’t seem aware of digital
cable radio yet, digital tech-
nology has reached over
40% of music consumers in
the form of CDs. Today’s
music aficionado knows
what sounds good and what
doesn’t.

To compete with all these
new media, radio must
sound technically good.
Radio should focus on its
strengths and not try to be
all things to all people
consumers have many
ways to program their own
leisure and entertainment
time now.

Mike Shalett is President of the
Street Pulse Group (203-355-
0902), a market research firm that
tracks consumer trends via a panel
of more than 2000 active music
buyers nationwide



M any of our customers
understand that this is

more than a hollow boast.
They know that when a dis-
tributor offers them a broad
choice of products, it means
money in their pockets.
How? Simple. You can select

exactly the right equipment
for your specific application.
And when you're not forced
to make compromises in
features or performance,

your station not only sounds
better to your listeners, it is
also much more efficient in
its day-to-day operation.
Otari and Allied have
machines for news
editing, on-air, and pro-
duction with features to
fit any application or
budget.
To make a point, let’s
say you are in the
market for a multitrack.
You can choose from
the top of the line
MTR-10 that gives you
all the features you'll
ever need, or the BQII,

© 1990 HARRIS/ALLIED

DS

MKIIl/4,
MKIII/8, or
the MX-70
with 8 or
16 tracks.
Need a
2-track?
How about
Otari’s
famous
“workhorse” MX5050 BII, or
the MKIII/2, or the MX-55NM lot more to you than just

with gapless, seamless, a phrase.
punch-in, punch-out 11?...The 10 Otari
and HX-Pro*. machines here PLUS the ONE
And don’t forget the radio distributor that supplies
MX-50, perhaps the more Otari than anybody else.

most affordable profes-

sional 2-track on the FOR

market. ®
We also offer three mﬂﬂmﬂ

models of the CTM-10

cart machine. And if m , ITS

yours is an automated W HARRIS
radio station, the ALLIED =
ARS-1000 reproducer is BROADCAST EQUIPMENT

machine in the world.
You could say we have
a broad cast for broadcast.
But as we've pointed
out, it can mean a

the most popular 800-622-0022

*HX-Pro is a trademark of Dolby Laboratories
Licensing Corporation.
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RATINGS & RESEARCH

Radio Research Grows Up Methods Of Knowing

Radio broadcasters, like any other businessmen and
women, are constantly hungry for information. Know-
ledge is power, and power establishes an edge in a compet-
itive environment. In radio, research is an invaluable way
to obtain knowledge and therefore power.

How We Know

Nearly a century ago, scientist
C.S. Peirce described four methods
used to produce answers to ques-
tions. In research terminology,
these are called methads of know-
ing: tenacity, intuition, authority,
and science.

¢ The method of tenzcity follows
the logic that something is true be-
cause it has always been true. This
approach gave rise to well-known
axioms such as “The early bird
catches the worm”; “An apple a
day keeps the doctor away”’; ‘“Ear-
ly to bed, early to rise, makes a
person healthy, wealthy, and
wise”; and “[Proposition X] is
true because I said so!”

In radio, some examples of
knowing through tenacity might
be: “Don’t go up against [station
X] ... other people have tried and
failed horribly,” and ‘“This market
has never accepted a female voice
in the morning ... anyone who
tries it is crazy.” In other words,
what was good, bad, successful,
unsuccessful, brilliant, or stupid in
the past will continue to be so
forever. Some people might refer
to this method of knewing simply
as stubbornness.

¢ The method of intuition in-
volves knowing something because
it’'s “self-evident” or ‘“stands to
reason.” This may aliso be called
knowledge through generalization
or stereotyping, or mzaybe even the
“grandfather” or “father” ap-
proach. Is the following statement
familiar? ‘“‘Suffering builds strong
character. When I was your age, I
walked ten miles to school every
day through snow, rain, and tor-
nadoes . . . and I didn’t even have
shoes!”’

In radio, there are intuitively
knowledgeable statements such as,
“There’s no way an Urban station
can attract anyone but young black
listeners”; “I have a feeling our
core audience won't like [format
changes]”’; “You just worry about
delivering the numbers — I'll sell
them’’; “I’ve been in radio for [X
years]. I've seen pecple and ideas
come and go. Your idea will never
work. How do I know? I just do,
that’s all!”

e The method of authority fol-
lows the logic that something is
true because a trusted source — a
colleague, friend, relative, jour-
nalist, or publication — says it’s
true. We hear claims every day
like ‘99 out of 100 doctors prescribe
[drug X].” Your parents said,
“You'd better be good or Santa
Claus won’t give you any pres-
ents,” and ‘“Clean your plate . . .
there are thousands of starving
kids in [country X].” Nike tells
people to buy its shoes because Bo
knows baseball, foctball, and ev-
erything else (Nike never says Bo
knows shoes).

Roger Wimmer

In radio, examples of knowledge
by authority aren’t much different:
“We’'d better get out of oldies
quickly. I just read in [trade publi-
cation or gossip sheet] that oldies
are dead.” “Our consultant says
you can’t have any talk in the
morning show — only music.” “We
aren’t going to sell any spots after
7pm because [name of anyone in
television, cable, or newspaper]
said no one listens to radio at
night.”

Some knowledge acquired
through the methods of tenacity,
intuition, and authority may be
correct. But we can’t be sure of it,
since we can't verify the data ob-
jectively. How can we prove that
walking ten miles to school every
day will build strong character?
Would five miles be adequate?
What is strong character?

We need a method of knowing
that’s verifiable — a method that
can be used when we need to prove
something, a method that’s objec-
tive. There is one: the scientific
method.

‘‘Scientific research is
the only method of
knowing which allows
... a broadcast
manager to avoid
stagnating in a pool of
archaic and inaccurate
knowledge.’’

Truth Through Science

e The scientific method is dif-
ferent from all other methods of
knowing in that it approaches
learning in a series of steps. Truth
is discovered only through a varie-
ty of objective analyses. (Did your
father first try walking one mile to
school, then two miles, three miles,
and so on, to determine that char-

By Roger Wimmer

acter is built only after reaching
ten miles, and only without wear-
ing shoes? And why did every
father in the U.S. live ten miles
away from school?)

In addition to being objective, the
scientific method is self-correcting.
Just because something was true
before doesn’t mean it’s true today.
Thanks to the Voyager space-
crafts, we now know some of the
“facts” we learned about the solar
system as children are incorrect.
Thanks to research in optics, peo-
ple who need bifocals no longer
need to have a line across the lens;
experimentation proved that an-
other approach, where the two
types of lenses are fused, was
possible. Physicists now know that
superconductivity is possible at
higher temperatures because
someone questioned why supercold
temperatures were necessary in
order for the phenomenon to occur.

Only a few years ago, many
broadcasters thought having a full-
service morning show on a Beauti-
ful Music station was ludicrous. It
was believed that listeners would
never tolerate news, information,
or announcers who said more than
the title of a selection. Those beliefs
were found to be incorrect once
broadcasters and researchers re-
lied on scientific research. The
scientific method has also helped
bring about AM stereo, music eval-
uations by listeners, CDs, and new
formats.

When conducted correctly, scien-
tific research opens new vistas. It
allows us to constantly search for
new ways to answer questions. Sci-
entific research is the only method
of knowing which allows research-
ers and decision-makers to experi-
ment with new approaches and
permits a broadcast manager to
avoid stagnating in a pool of ar-
chaic and inaccurate knowledge.

Radio Applications

Ratings are an excellent exam-
ple of how the scientific method is
used in radio research (although
there are some who would argue
that ratings are determined
through one of the other methods of
knowing). When radio first became
popular, audience information
wasn’t considered important; the
goal was simply to get a signal out.

Advertisers entered the picture,
and an interest in audience size
was created. First, there was only
an interest in ‘“head counts,” or
how many people might be listen-
ing. Lacking any valid data collec-
tion method, station owners and
managers used letters from listen-
ers as audience estimates; one let-
ter or postcard represented 100
listeners (or some equally arbi-
trary number). This crude proced-
ure worked until the scientific ap-
proach was applied.

Over the years, different au-
dience estimate products have
been used: electronic meters,
diaries, door-to-door interviews,
and telephone surveys. While these

® Tenacity: something is true because it’s

always been true.

@ Intuition: something is true because it’s self-
evident or stands to reason.

® Authority: something is true because a
trusted source says it is.

® Scientific: truth is discovered through a
variety of objective analyses.

methods aren’t perfect, the scien-
tific approach has allowed for con-
tinual appraisals and, in some
cases, refinements (for example,
ratings firms are now working to
obtain larger samples).

Every radio research procedure
has been developed over years of
trial and error. Auditorium music
tests, focus groups, one-on-one in-
terviews, and telephone perceptual
studies all started as experimental
methods. Although every new pro-
cedure has its critics, researchers
and broadcasters are always refin-
ing each method.

Perceptual Studies Evolve

Telephone perceptual studies
have recently been improved and
expanded to provide more infor-

*‘Thanks to specially
designed perceptual
studies that
concentrate on listener
lifestyles, broadcasters
can make informed
decisions about
programming,

mation. A telephone perceptual
study is very simple in its basic
form: call listeners at home and
ask them questions. Formerly,
those questions were only about
radio listening habits, but now they
cover many other areas and are
used to determine the popularity of
or receptiveness to new formats,
how to compete with other stations,
how to alter a station’s overall
sound and approach, etc.

The latest expansion of telephone
perceptual studies is in the area of
audience lifestyle research. Life-
style research has been used by
consumer product manufacturers
for several years and describes
customers in extremely detailed
ways. Scientific research now pro-
vides broadcasters with the oppor-
tunity to investigate listeners’
lifestyles and habits in more ways
than ever.

Thanks to specially designed
perceptual studies that concentrate

on listener lifestyles, broadcasters
can make informed decisions
about specific programming, mar-
keting, and sales problems. Life-
style research involves at least
nine major information categories
from atypical demographics to lis-
tener activities or product use/
intention to buy. Managers can
select the lifestyle questions that
are most important to their sta-
tions. The typical telephone ques-
tionnaire has been transformed in-
to a menu-selected custom re-
search project.

Sales Tool

Most radio research up until now
has concentrated on programming
and marketing. Research projects
used to be considered operating ex-
penses, but this approach is chang-
ing. Now almost any radio re-
search, particularly research that
concentrates on audience life-
styles, can be used to increase
sales.

The typical telephone study is
quickly becoming an important
sales tool. One sale can pay for the
cost of the study. Consider how a
lifestyle questionnaire that queries
listener opinions (social issues, the
future), radio benefits (entertain-
ment, information), media use
(television, cable, print), or prod-
uct use/intent to buy (any con-
sumer product) might help a sales
rep sell advertising. This infor-
mation is added to what a PD
learns about how the station is
perceived, who’s listening, etc.

The evolution of the telephone
perceptual study to include data
for all station departments is an ex-
ample of the natural development
of scientific research. The scien-
tific method of knowing is the only
one that provides radio managers
with objective, self-correcting in-
formation — and as I mentioned
above, information is power.

Roger Wimmer is President of
Paragon Research (303-922-
5600), a programming research
company which conducts format
hole studies, perceptual studies,
music tests, and other program-
ming, marketing, and sales re-
search for over 60 radio stations
annually.




CUSTOM

PRODUCTTION

LIBRARY"

CHOOSE EXACTLY WHAT YOU NEED
FOR A CUSTOM LIBRARY

Until now, when you wanted a production
library, you had to buy the whole ball of wax,
complete with all the discs you didn’t need. It
was a package deal—you had to take it or leave
it. But not any more. Now, FirstCom —with
the biggest and best production libraries in the
industry—lets you create a library that’s
customized for your station. And you'll love
what you buy or get your money back.
We guarantee it.

KKK NIC———

ﬂu:x GUARANTEE ,ﬁﬂ

You must agree that your Custom
Library gives you the best sound,
most variety and best value or
FirstCom will cancel your contract
and refund your deposit.
oI N %

Imagine a menu with three main courses, all
digitally recorded, mixed and mastered:

e FIRSTCOM DIGITAL PRODUCTION
LIBRARY

¢ MAXIMUM IMPACT

¢ DIGIFFECTS

Depending on your production load and the
sound of your station, you may need these
libraries in their entirety—or go a la carte —
pick the discs you want. The choice is yours.
FirstCom Digital Production Library is
the “workhorse” industry standard with over
2000 cuts of pure production power. It
provides a full spectrum of music to satisfy
virtually every conceivable production need.

Our hot contemporary library, Maximum
Impact, adds technicolor to your production.
It lets you push the limits with cutting edge
sweepers and explosive promos and
commercials. And Digiffects, a digital SFX
library with over 2000 cuts, gives you sounds
with startling presence.

ENHANCE THE PRODUCTION VALUE
OF YOUR STATION

With more discs, more cuts and superior
variety, FirstCom does more than improve your
production capacity—we inspire creativity. Your
station sounds better; production goes faster.
Best of all, you can lease, or own your custom
library outright, for one low monthly payment.

CALL THE FIRSTCOM
PRODUCTION TEAM FOR
A FREE ANALYSIS

Tell us about your particular production
requirements and the “attitude” of your station.
After analyzing your needs, we'll use your

input and our experience to assemble the best
library you've ever heard —custom-tailored to
your specifications and budget. Sample it for
two weeks. There’s no risk and absolutely no
obligation. If, for any reason you don't think it
will significantly improve your production, just
send it back for a complete refund. You love it
or we eat it. . .either way you can't lose. We
guarantee it.

/:—r'Tﬁhnyom

FirstCom...First Choice
for Library music.

FOR A DEMO OR FREE ANALYSIS CALL
800/858-8880

(collect at 214/934-2222) or simply fill out the
information form and mail to:

FIRSTCOM - 13747 Montfort Drive, Suite 220
Dallas, TX 75240 « or FAX to: 214/404-9656

O YES, I want to hear demos of your DIGITAL libraries.

0 YES, I'm interested in learning more about a Custom Production Library
and a two-week unconditional moneyback guarantee.

Name

Title

Company

Address

/

State Zip
/

Telephone

www americanradiohistorv com

FAX #

M Service Mark 1990 FirstCom Broadcast Services, A division of Jim Long Companies, Inc.
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General Mianagers
& Sales Vlanagers

ARE YOU:

SOLD OUT BUT UNDER BUDGET?

HOT IN THE MORNING, COLD IN MID-DAY?
UNSURE OF YOUR RATE STRUCTURE?

Now available from RCS, a simple software solution that takes the
guesswork out of pricing and managing your inventory. Designed
from the ground up by radio broadcasters to make your station
make more money, starting now.

—

INCREASE PROFITABILITY.

MORE REVENUE FROM UNDERSOLD DAYPARTS.
INCREASE YOUR RATES.

PRO-RATE

MEGA RATES SOFTWARE FOR RADIO

::HI!!}."I‘
™

:g‘—The Selector People 2 Overhill Road, Suite 100, Scarsdale, NY 10583 (914) 723-8567
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RATINGS

*CHR CROSSOVER!
BIRCH DEMOGRAPHIC RANKINGS Added at WVIC

Miami-Ft. Lauderdale + SIGNIFICANT

Winter Spr Winter Spr Winter Spr
18-34 90 90 i 18-49 90 ‘90 ;| 25-54 90 ':o ACTION AC!
WHQT (UC) 202 171 WHQT 159 12.8 | wHQT 119 104
WPOW (CHR) 11.2 9.6 WPOW 7.5 6.9 WLVE 4.1 6.8
WSHE (AOR) 7.2 7.7 WLVE 3.6 6.0 I WMXJ 6.7 6.6
WEDR (UC) 4.3 6.9 WEDR 3.6 57 i WAXY 5.1 53 * HEAVY ROTATION!
WHY! (CHR}) 57 6.8 WAXY 55 56 | wJQy 4.0 52
WGTR (AOR)* 59 58 WMXJ (Gold) 55 54 WZTA 3.5 4.8 KKLV
WZTA (CR) 3.9 58 WHYI 4.8 5.2 | WEDR 3.3 4.5
WAXY (AC) 55 5.6 WSHE 52 5.2 WIOD (N/T) 4.9 4.1
WLVE (AC) 3.2 5.1 WZTA 3.2 51 { WHYyI 3.8 4.0
wJQy (AC) 3.4 3.9 wJQy 3.7 4.7 WPOW 3.7 4.0

*Now WFLC (AC)

gy : = w2

Atlanta

Winter  Spr i winter  Spr | Winter  Spr
18-34 ‘90 '90 i 18-49 90 90 i 25-54 '90 90
WVEE (UC) 280 265 i WVEE 21.7 204 i WVEE 181  17.3
WAPW (CHR) 10.4 141 | WSBFM 112 109 | WSB-FM 125 117
WKLS (AOR) 134 123 i WAPW 75 103 i WFOX 62 7.7
WSB-FM (AC) 101 9.8 | WKLS 9.7 9.2 i WYAI & WYAY 90 77
WZGC (CR) 65 6.4 i WFOX 53 7.0 i WAPW 38 7.1
WYA/WYAY (Ctry) 6.9 55 i WYAI & WYAY 81 70 | WKLS 76 70
WFOX (Gold) 33 39 i WzZGC 57 51 i WPCH 60 67
WKHX-AF (Ctry) 4.2 35 | WPCH (BIEZ)* 41 50 i WZGC 56 48
WSTR (AC) 35 30 i WKHX-AM&FM 44 32 | WSB(Tak) 39 40
WAOK (Rel) 10 23 i WSTR 40 31 i WKHX-AM&FM 45 38
WRAS (NR) 12 23 i H

*Now Soft AC

Seattle-Tacoma KZLT : "lots of requests'

Winter Spr : Winter Spr Winter Spr
18-34 90 g0 | 18-49 90 ‘g0 | 25-54 0 90 KWSI: "..one of our most requested
KUBE (CHR) 95 152 | KUBE 74 110 i KRO 82 7.9 songs!"
KISW (AOR) 78 105 i KISW 56 7.8 i KMPSAM&FM 6.1 7.6
KXRX (AOR) 99 9.2 i KXBX 76 7.4 | KUBE 51 7.0
KZOK-FM (CR) 94 83 | KLSY-AM&FM 43 67 i KXRX 58 63 . NThi . .
KLSY-A/F (AC) 52 7.5 i KZOK-FM 73 62 i KLSY-AM&FM 36 58 KELT: "This song is a Top 10 Hit. As
KPLZ (CHR) 108 7.0 | KPLZ 80 57 i KISW 36 55 soon as we added Cry Out we
KCMS (CC) 25 46 i KMPSAM&FM 60 56 | KZOK-FM 58 5.2 . . .t 1y
KMPS-AF (Ctry) 55 39 | KIRO 54 55 i KCMS 25 4.4 immediately got calls for it.
KIRO (N/T) 31 31 i KCMS 26 37 i KRPM-AM&FM 43 43

. i -AF . . KBSG- . . .
KKFX (UC) 1.3 31 i KRPMAF(Cy) 36 37 BSG-FM 46 39 WKCX: "a lot of requests.”
St. Louis WQID: "good phone action...

Winter Spr Winter Spr Winter Spr lOtS Of calls in fOl' it-"
18-34 '90 90 i 18-49 ‘90  '90 i 25-54 ‘90’90
KSHE (AOR) 19.2 209 | KSHE 136 149 | KMOX 11.8 139 _— .
KMJM (UC) 192 137 | KMM 137 106 § KSHE 104  10.9 WEBE: "The song continues to
KSD (CR) 11.8 108 | KMOX 83 9.3 i KYKY 59 93 get good requests.”
WKBQ (CHR) 93 98 | KYKY 53 87 i KMIM 81 7.2
KYKY (AC) 57 9.0 i KSD 89 7.8 i WILFM 102 7.2
KMOX (Talk) 43 51 i WKBQ 60 7.2 i KSD 8.1 7.0 WAFL: "The song is getting a lot of
KHTK (CHR) 38 46 i WILFM 84 58 i KLOU 55 6.1 . ; "
WIL-FM (Ctry) 66 39 i KLOU (Gold) 41 50 i wkeQ 28 42 requests and is doing well.
KATZ-FM (UC) 13 37 | KATZFM 10 40 i KATZ-FM 1.0 35
WKKX (Ctry) 37 31 i WKXX 37 37 i WKKX 44 35

WNMB: "We only play a song if it

RCHREE S B is a strong record and Cry Out
San Diego is a very strong song."
Winter S Winter S Winter S WECQ: "Th i i
1as " % lieas  "™w % iasse  "m % e e
KKLQ-AFF (CHR), 17.4 155 i KKLQ-AM&FM 136 124 ; KSON-AM&FM 118 96 € cause. ay Cry Out.
KGB (AOR) 13.3 12.7 KGB 9.8 9.9 KKLQ-AM & FM 8.6 8.6
i . . ON- . . G 75 7.9 VI .
Koonar G o7 79 Piamame 108 78 i keweeu 2 s WVIC:  "Let’s Cry Out, it’s our future!"
KFMB-FM (AC) 2.8 5.6 KFMB-FM 4.0 6.3 KIFM 7.2 57 CRY OUT FOR EARTH'
; . . cBa- _ 2 i KF 0 56 .
et vl 51 48 | KcsarM 46 50 PLAY THE CRY OUT SINGLE, CELEBRITY
XHTZ (CHR) 11 42 | KFMB (AC) 26 40 i XTRAFM 44 50 PSAs AND DISTRIBUTE THE FREE BOOKLET
XHRM (UC) 42 3.8 i KKYY 52 39 i KYKY 45 40 CALL (213) WE-CRY-OUT for FREE copies of
KIFM (NAC) 38 36 i KYxy 46 37 @ KKvy 57 87 the Cry Out PSAs and booklets. You can help!
KYXY (AC) 29 36 I'm counting on YOU! 4, ,t.0 afkey
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Baltimore

Winter Spr Winter Spr Winter Spr
18-34 '90 ‘90 : 18-49 ‘90 90 : 25-54 '90  '90
WXYV (UC) 164 17.8 § WXYV 120 146 i WXYV 86 10.4
WIYY (AOR) 141 136 i wiyy 102 105 | WWMX 62 9.0
WBSB (CHR) 84 82 I WWMX 59 80 i WYY 58 7.3
WWMX (AC) 63 79 i wesB 67 63 : WQSR 55 7.2
WGRX (CR) 40 54 i WPOC 67 57 i WLIF-FM 53 66
WHFS (AOR) 55 50 : WQSR (Goid) 46 50 i WBAL 54 54
WPOC (Ctry) 47 45 i WLIF-FM (AC) 35 46 i WPOC 86 5.0
WWIN-A/F (UC) 60 39 i WWIN-AM & FM 6.5 4.3 i WWIN-AM & FM 71 44
WPGC (CHR) 34 37 i WBAL(NT) 40 40 i wesB 54 43
WWDC-FM (AOR) 2.0 35 : WHFS 48 39 i WHFS 42 . 42

Pittsburgh

Winter Spr Winter Spr Winter Spr

18-34 90 90 i 18-49 90 90 i 25-54 ‘90’90
by WDVE (AOR) 26.0 282 i WDVE 17.0 19.6 i WDVE 9.8 128
WBZZ (CHR) 159 148 | wBZZ 147 138 i wBZZ 1.4 117
A A e WAMO (UC) 135 134 i WAMO 116 114 i WAMO 98 93
: WMYG (CR) 105 11.0 | WMYG 7.8 84 i WWSW-FM 77 84
| £, WWSW-FM (Gold) 3.9 4.3 | WWSW-FM 59 7.4 i KDKA 80 8.1
e WHTX (CHR) 32 4.0 i KDKA 49 51 i wDSsY 40 63
. WDSY (Ctry) 28 31 i wDSY 31 43 i WMYG 55 6.0
WMXP (CHR) 15 29 i WHTX 43 41§ WHTX 48 52
WLTJ (AC) 43 2.4} WSHH (AC) 50 35 | WSHH 76 50
KDKA (AC) 23 2.3 i wDUQ (Misc) 1.3 26 i WTAE (Tak) 27 38
- -

Minneapolis-St. Paul
% 3 Winter Spr Winter Spr Winter Spr
e 2 18-34 90 90 i 18-49 '90 ‘90 i 25-54 90’90
A KQRS-A/F (AOR) 213 215 | KQRS-AM&FM 166 150 i WCCO 125 147
A KDWB-FM (CHR) 10.4 122 i WCCO (AC) 79 94 i KQRS-AM&FM 128 109
o st OIS WLOL (CHR) 92 83 i KDWBFM 88 90 | KEEY 105 97
O (ROR ML RIS KEEY (Ctry) 7.3 82 i KEEY 91 83 i KSTP-FM 80 82
o SOE L oS %\ KLXK (CR) 27 80 i KSTP-FM 70 69 } KTCZ 60 7.2
ronm PRSI ER o B ) KTCZ (AOR) 74 62 i KICZ 63 65 i WLTE 51 69
: MUK NEWS R b KSTP-FM (AC) 5.1 50 i KLXK 26 59 i KoaQL 48 65
: T e s g; WLTE (AC) 38 49 i WLTE 41 59 i KDWB-FM 6.3 50
st 2 KJJO-FM (AOR) 6.7 48 [ KaaL 41 58 i KLXK 24 45
;f;;-—" % KQQL (Gold) 33 40 i woL 74 58 i KSTP(Tak) 40 37
» i KTIS-FM (Rel) 53 37

£ oM

wESTWOOD O¥
. La
~

Tampa-St. Petersburg

" F Winter Spr | Winter Spr Winter Spr
} 18-34 '90 90 : 18-49 '90 90 : 25-54 '90 '90
WFLZ (CHR) 206 27.3 i WFLZ 166 194 i WQYK-AM&FM 63 117
" WYNF (AOR) 207 149 i WYNF 150 11.2 | WFLZ 7.4 105
WXTB (AOR) 87 101 i WQYKAM&FM 55 101 | WYNF 129 98
WNLT (AC) 54 7.4 i WXTB 57 7.2 | WUSA 42 94
WQYK-AF (Ctry) 47 7.3 i WUSA 35 7.0 i wyuwu 55 7.9
WRBQ-AF (CHR) 103 61 i WRBQ-AM&FM 109 6.8 : WRBQAM&FM 109 76
WHVE (NAC) 79 50 i WYUU 47 67 | WWRM 82 7.4
WYUU (Gold) 23 41 i WNLT 69 56 ! WHVE 88 66
WUSA (AC) 22 38 ! WWRM 54 56 i WXTB 37 49
WWRM (AC) 22 3.4 i WHVE 75 54 i WNLT 63 44
Cleveland
Winter Spr Winter Spr Winter Spr
18-34 90 90 i 18-49 '90 ‘90 : 25-54 90  '90
WMMS (AOR) 44 172 1 WLTF 10.9 14.8 : WLTF 107 16.7
WLTF (AC) 90 117 i WMMS 132 134 i WMMS 10.6 10.8
WJMO-FM (UC) 25 114 i wwmi 9.1 9.0 i WMJ 11.0 9.3
WZAK (UC) 171 108 | WZAK 1.5 88 { WDOK 56 7.3
WNCX (CR) 124 9.6 i WNCX 89 79 i WIMO-FM 20 6.2
WMJL (AC) 44 94 i WIMOFM 24 7.7 i WNCX 76 6.2
WPHR (CHR) 56 7.4 i WPHR 35 58 | WGAR-FM 67 57
WGARFM (Ctry) 58 4.0 | WGARFM 56 50 i WZAK 6.2 55
WCLV (Clas) 6 21 i WDOK (AC) 40 47 i WPHR 20 39
WNWV (NAC) 57 1.9 I WNwWV 68 3.2 i WNWV 82 a7




“Hey, Wait

A Minute!”

“Are You Ready
For My
One-Two Punch?;

“JOHN MADDEN’S “JOHN MADDEN’S
SPORTS CALENDAR” SPORTS QuUIZ”

Test your listener’s s I
. _ ports IQ w,
a this daily 90-second Question alrtg

x 90 seconds of pure Madden-manja, answer program

Date-specitic with the bi
: ig nam ]
o and the big plays in spogts. oy Sp onﬁorsevgraet 2
Ace Har {

nally by

Plus, you'll receive your own sports

actuality library with interviews
and memorable sports highlights o

each week.

«Just think of the local sales
opportunities!"

X :We're talking the best, the wildest, O Facts and fun 1ro

and the weirdest—365 days a year!” sports that only m the world of

Madden can fing
x “It's a big bonus guys!”

“And on top of all this, I'll do station promos and liners for you... the wild and wackier, the better!”

Join Great Stations Like . . .

WHTZ/WFAN New York KLIF/KRLD  Dallas
WBBM Chicago wCCO Minneapolis
KLAC Los Angeles KZFX Houston
WMMR Philadelphia KMOX/KSD St. Louis
KSFO/KYA San Francisco WINZ Miami

WLLZ Detroit WKLH Milwaukee

AND MANY, MANY MORE

For market availability contact: Olympia Networks 22 North Euclid, St. Louis, Missouri, (314) 361-2000.
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Four-CD ‘Lennon’ Set Forthcoming

OL has details on the JOHN LENNON boxed set

that EMI will issue next month to mark what

would have been his 50th birthday. To be titled
“Lennon”’ and released on October 1, the four-CD set will
retail for slightly less than £40 (about $76 U.S.) in the UK
and will feature 73 tracks as well as a booklet containing
lyrics to the 59 Lennon compositions included.

“Lennon” was compiled by
BEATLES expert MARK LEWI-
SOHN and approved by YOKO
ONO, and includes selections from
every Lennon LP — from ‘Live
Peace In Toronto” to the posthum-
ous releases. Seven of the tracks
will be making their CD debut, and
there are no plans to release the set
on vinyl or cassette.

Figures On A Beach

GEORGE MICHAEL has writ-
ten and produced a track for the
new album from his WHAM! back-
ing singers PEPSI & SHIRLIE.
Meanwhile, Shirlie (HOLLIMAN)
has just returned from the States,
where she recorded four tracks
with IAN PRINCE.

Speaking to Hello magazine,
Shirlie says she hopes the album
will be successful for Pepsi’s sake:
“I took nearly two years off work
(to have a child, HARLEY
MOON), so poor Pepsi just had to
wait around for me. She’s proved
her friendship in the way she
waited for me.” The duo’s LP is
due in January.

Incidentally, Holliman’s hus-
band, MARTIN KEMP (of SPAN-
DAU BALLET fame), says the
band will be recording a single for
Christmas, but otherwise — follow-
ing the success of his role in the
film, “The Krays” — he’s concen-
trating on his acting career.

And . . . anyone taking a casual
look through the pages of the Groc-
er or Off Licence News may be sur-
prised to see what looks like an ad
for the new George Michael LP. In
fact, these trade papers are adver-
tising the new Panda soft drink
called “Rio Riva,” which — by
complete coincidence — happens
to have bought the rights to the
same archive beach photo for its
latest campaign!

Blow Monkeys Up
After ten years together, the
BLOW MONKEYS have split. The
group had mid-’80s success with
“Digging Your Scene” and “It

“Rock Over London” news is a
service of Rock Over London Ltd.,
which can be reached at Globe
Theatre, Shaftesbury Avenue, Lon-
don W1V 7HD; phone 071-494-
4513.

Doesn’t Have To Be This Way’’ and
last year frontman ROBERT
HOWARD made the UK Top Ten
with soulstress KYM MAZZELLE
via their duet ‘“Wait.”

“The split was thoroughly civiliz-
ed,” Howard (alias DR. ROBERT)
explained. “We have remained
friends throughout it all.” Although
it’s not certain what the rest of the
band will be up to, it’s thought that
Robert will be concentrating on
production work.

KLF Notes

The UK Top Ten success of
KLF’s “What Time Is Love?” has
forced the duo to postpone their
filmmaking plans until next year.
The song is a rerecording of a
dance track that they first made
in 1988, and the band’s BILL

TY — who, working under the
name of the TIMELORDS, had a
UK No. 1 hit with “Doctorin’ The

Tardis” — have been using the
profits to make “a major motion
picture” titled ‘““The White

Room,” starring English heart-
throb actor PAUL McGANN.

However, Drummond told ROL
that the filming will not resume
this autumn as planned, because
the duo are under pressure to issue
a follow-up single before Christmas
and to complete an album for re-
lease next year.

Incidentally, Drummond began
his musical career in the late '70s
Liverpool band BIG IN JAPAN
alongside HOLLY JOHNSON, IAN
BROUDIE (now of the LIGHT-
NING SEEDS), and SIOUXSIE &
THE BANSHEES’ drummer,
BUDGIE. Drummond later
managed ECHO & THE BUNNY-
MEN and THE TEARDROP EX-
PLODES, and has remained close
friends with the Bunnymen,
who've done a remix of “What
Time Is Love?”

Aswad They Say

London reggae/pop trio ASWAD
release their new LP (“Too Wick-
ed”) on Monday (9/17). Recorded

BRITAIN

SO =N W
OB Wy —

(KLF Communications)

(Music Factory)

Moving Up

JANET JACKSON Black Cat (A&M)
FARM/Groovy Train (Produce)

FAITH NO MORE Epic (Slash/PG)

DEEE-LITE/Groove Is In The Heart/What Is Love? (Elektra)
DEACON BLUE Four Bacharach & David Songs EP (CBS)
BOMBALURINA/itsy Bitsy Teeny Weeny Yellow Polka Dot Bikini (Carpet)
STEVE MILLER BAND/The Joker (Capitol)

BETTY BOO/Where Are You Baby? (Rhythm King)

KLF {/CHILDREN OF THE REVOLUTION/What Time Is Love?

JASON DONOVAN Rhythm Of The Rain (PWL)
ADAMSKI/The Space Jungle (MCA)

MARIAH CAREY Nision Of Love (CBS)

GEORGE MICHAEL /Praying For Time {Epic)

LOOSE ENDS/Don't Be A Fool (10Nirgin)

NEW KIDS ON THE BLOCK/Tonight (CBS)

BLUE PEARL/MNaked In The Rain (WA.U. Mr. Modo)
CARON WHEELER/Livin' In The Light (RCA)

ASWAD fLONG MC/MNext To You (Mango/island)

JIVE BUNNY & THE MASTERMIXERS/Can Can You Party

D.N.A. {/SUZANNE VEGA/Tom's Diner (A&M)
SONIA/ENd Of The World (Chrysalis)

CLIFF RICHARD/Silhouettes (EMI)
INXS/Suicide Blonde (Mercury/PG)

TALK TALK/Life's What You Make It (Parlophone/EMI)
BASS-0-MATIC/Fascinating Rhythm (Virgin)
COCTEAU TWINS/iceblink Luck (4AD)

The Network Chart, courtesy MRIB

in Jamaica, it features the single
“Next To You” and a reggae ver-
sion of the EAGLES’ ballad, ‘“Best
Of My Love.” “I think we’ve prob-
ably taken the hooks and made it
into more of a catchy single num-
ber,”” the band’s BRINSLEY
FORDE tells ROL.

This week, London dance trio
TONGUE °'N’ CHEEK release
their debut LP. ‘“This Is Tongue ‘N’
Cheek” features their two UK Top
40 hits (“Tomorrow” and ‘No-
body”’) and their next single, a
cover of PATRICE RUSHEN'’s
“Forget Me Nots.”

Steve Harris —
can you give us a
round figure?

“Holy Smoke,” the new IRON
MAIDEN single, came out Monday
(9/10), and is the first release from
their forthcoming ‘“No Prayer For
The Dying” LP. The video was di-
rected, filmed, and edited by the
band’s STEVE HARRIS, and fea-
tures ‘‘home-movie” style footage
of Maiden recording the album in
his barn. “I think the final budget
was something like a round of
drinks, ” says Harris.

‘Toxique’ Taste

DANIEL. LANOIS and dance
team COLDCUT have remixed a
track on “Set,” the new LP from
YOUSSOU N'DOUR. The song
“Toxiques” concerns the export of
toxic waste to Third World coun-
tries. Senegalese superstar N’Dour
has worked with PETER GABRI-
EL and PAUL SIMON in the past.
This album features his band, the
SUPER ETOILE DE DAKAR, and
was produced by MICHAEL
BROOK.

Do Eno The Way
To San Jose?
BRIAN ENO will release

“Wrong Way Up” his first
album with voices in 13 years —
next month. "Twas done in col-
laboration with JOHN CALE,
recorded at Eno’s Wilderness
studio, and will be issued on the
Land label.

Meanwhile, the next DEPECHE
MODE single (“World In My
Eyes”) has been remixed from the
album by FRANCIS KEVORKIAN
and the BELOVED’s JON
MARSH. It’ll be backed with two
new tunes, “Happiest Girl” and
“Sea Of Sin.”

KIM APPLEBY of the pop duo
MEL & KIM will return as a solo
artist with the release of the single
“Don’t Worry”’ on October 15. An
album — which will include songs
co-written by her sister, Mel, who
died of cancer last year — is set to
follow.

And the INSPIRAL CARPETS,
who made the UK Top 20 earlier
this year with “This Is How It
Feels,” have a new single (“Big-
gest Mountain’’) due October 22.

Trend O’ The Month

This month’s trend has to be
the ‘“money-for-old-rope interim
album of repackaged studio re-
jects.” Following that DEACON
BLUE set and DIESEL PARK
WEST’s “Flipped” collection of
B-sides and live tracks, the MIS-
SION UK. and the HOUSE OF
LOVE are releasing mini-LP com-
pilations of outtakes from their last
studio albums. Both will be releas-
ed on October 15.

AUSTRALIA

Lw W

1 1 JIMMY BARNES/Lay
Down Your Guns

JOHN FARNHAM/Chain
Reaction

BLACK SORROWSHarley &
Rose

MARK WILLIAMS/Show No
Mercy

INXS/Suicide Blonde

PAUL NORTON/Southern Sky
ANGELSBack Street Pick Up
ABSENT FRIENDS/ Don't Want
To Be With Nobody But You
SOUTHERN SONSMHeart In
Danger

SHANE HOWARD/Walk On Fire

2 2

~N Lo
o~

— 9

10 10

Most Added

JIMMY BARNES/et's Make It Last All
Night
ICEHOUSEMiss Divine

CANADA

w W
1 1 COLIN JAMES/Just
Came Back

GOWAN/AIl The Lovers In The

World

CELINE DION/Unison

SUE MEDLEY /That's Life

NORTHERN PIKES /Girl With A

Problem

JITTERS/Til The Fever Breaks

KIM MITCHELL/ Am A Wild

Party

JEFF HEALEY BAND/ Think |

Love You Too Much

PURSUIT OF HAPPINESS New

Language

ALIASMore Than Words Can

Say

Most Added

ALIAS More Than Words Can Say
BOX/nside My Heart
PAUL JANZ/Stand

2 2

S
S

— 10

Top 10 Canadian CHR hits courtesy The
Record (416) 533-9417.
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The Great American Pastime

Baseball may be “America’s favorite pastime,” but radio is even more popular. In fact,
96% of all Americans spend time listening each and every week. People tell us in their

diaries that, all week long, radio is their constant companion.
Arbitron has been measuring radio audiences since 1965. And now we offer much

more than just simple demographic breakouts; Arbitron can help radio stations analyze
listener data in ways that will help your advertisers sell more products and more services.
The figures prove that radio is a bigger hit than ever.
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Tesla Pulls The Plug On New LP!

ard-rocking Tesla’s forthcoming Geffen album

will be a live acoustic platter. Due in mid-Novem-

ber, the disc — titled ‘“‘Five Man Acoustical Jam”
— features 15 tracks, including the new compositions
“Tommy’s Down Home” and “Down Fo’ Boogie.”

Also featured on the album — re-
corded in June at Philadelphia’s
Trocadero Club — are covers of the
Beatles’ “We Can Work It Out,”
the Rolling Stones’ ‘“Mother’s Lit-
tle Helper,” Creedence Clearwater
Revival’'s “Lodi,” the Grateful
Dead’s “Truckin’,”’ and the Five
Man Electric Band’'s “Signs.”
(Any similarities between the
name of the last act and the LP’s ti-
tle are completely intentional.)

Then there are the Tesla tunes,
including “Modern Day Cowboy,”
‘“Before My Eyes,” “‘Cumin’ Atcha
Live,” and “Gettin’ Better” from
the band’s platinum ‘‘Mechanical
Resonance” LP, and “Love Song,”
“Heaven’s Trail (No Way Out),”
“The Way It Is,” and ‘“Paradise”
from their equally platinum
“Great Radio Controversy”’ disc.

Mac Fracture?

It’s not official, but Stevie Nicks
and Christine McVie reportedly
will leave Fleetwood Mac following
the band’s November-December
U.S. concert dates. The band, led
by original members Mick Fleet-
wood and John McVie, will con-
tinue under the Fleetwood Mac
monicker. Updates as available.

A Head For Talent

The 1991 Miller Genuine Draft
Band Network talent hunt is of-
ficially under way. The annual na-
tionwide contest to promote up ’n’
coming musicians (which origin-
ated ten years ago) is looking for 26
bands for this year’s lineup.

Participating groups receive ra-
dio promotions, print ads, tour pub-
licity, banners, souvenir posters,
and approximately $15,000 worth of
equipment from contributing spon-
sors. Deadline for entry is Novem-
ber 1. For more info, call (414)
786-5600.

Do The Rights Thing

The editors of Rock & Roll Con-
fidential have published a second

edition of their anti-censorship
booklet, “You've Got A Right To
Rock.” The 25-page pamphlets —
which cost $3 each — not only
chronicle the legal hassles suffered
by rockers during the past year,
but also include essays and listings
for local and national anti-censor-
ship contacts. Call (213) 204-0827 or
(212) 486-9348 for more info.
A Time-Life Of R&B

Time-Life Music (a division of
T-I. Books) recently launched a
“Rhythm and Blues” anthology
series covering hits from 1954-70.
Each volume in the series focuses
on a single year, contains 22 digit-
ally remastered songs, and comes
in either CD or cassette configur-
ations ($16.99 and $14.99, respec-
tively). The series is available via
TV and direct mail only. For more
info, call (800) 322-3412.

Little Triggers

e Noted producer Bob Rock
(Cult, Motley Crue, etc.) is set to
produce Metallica’s next Elektra
LP. The sessions are to begin in
L.A. early next month.

e Former Cream drummer (and
Axiom/Mango solo artist) Ginger
Baker has joined the Delicious Vi-
nyl/Island rock act Masters Of
Reality. He’s scheduled to make
his performing debut with the band
at a gig in Hollywood tonight
(9/14).

* Private Music recording art-
ists Tangerine Dream have set an
October 9 release date for their all-
instrumental ‘“Melrose” LP — a
disc that (fascinatingly) takes its
name from the L.A. street on which
the label is located. Longtime
bandmates Paul Haslinger and Ed-
gar Froese are joined on the nine-
track platter by a new member:
Froese’s 21-year-old guitarist son,
Jerome.

e On September 17, footwear
manufacturer Zodiac USA will

launch a nationwide concert infor-
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One Sharp Promo Tool

he cut-ups in Atco’s marketing department edged out all competition
Tfor Promo item O' The Week by providing privileged AOR and New

Rock programmers with razor blade-shaped reflective keychains to
draw attention to ACIDC'’s forthcoming LP, “The Razor's Edge.”

The larger-than-life razor 'n’ mirror combos doubtlessly had program-
mers grinding their teeth in anticipation of the LP’s September 25 release.

mation hotline. By dialing (900)
2-CONCERT, listeners can find out
tour, venue, fan club, and other re-
lated info. There’s a $1.50 charge
for the first minute and a 95-cent
charge for each subsequent
minute.

¢ On November 6, Mica Paris
will release her second Island LP
(“Contribution”), which — some-
what coincidentally — sports guest
appearances by rapper Rakim,
guitarist Nile Rodgers, and vocal-
ist Will Downing. Among the plat-
ter’s 13 songs is “If I Love U 2
Nite” — a tune penned by Prince
especially for the project.

* Queen have signed with Holly-
wood Records. The band report-
edly will begin work on their label
debut before year’s end.

¢ Rykodisc issues drummer
Mickey Hart’s solo LP “At The
Edge’ today (9/14). Fellow Grate-
ful Dead member Jerry Garcia
provides musical support, as do
world beat musicians Zakir Hus-
sain, Babatunde Olatunji, Airto
Moreira, and Sikiru Adepoju. The
disc dovetails with a book Hart will
have published by Harper & Row/
San Francisco (titled “Drumming
At The Edge Of Magic”). in which
he explores the historical and
spiritual heritage of the drum.

* The 1990 Grammy Awards pro-
gram will air live! from NYC’s Ra-
dio City Music Hall on February 20.
Start drafting your lottery pools
now . . ..

Elektra To
Turn ‘Rubaiyat’
Into Pros

lektra = Entertainment  will
E promote the release of “Rub-

aiyat” — a 38-song, double-
disc commemorative birthday pack-
age featuring some of the label's
classic songs, as performed by
members of its current roster (see
R&R, 8/24) — by simultaneously is-
suing at least five separate pro-
CDs, each intended for a different
radio format.

Set for a September 28 release,
these discs will include the Gipsy
Kings’ version of the Eagles’ “Ho-
tel California” {for Spanish stations),
Faster Pussycat's take on Carly Si-
mon’s “You're So Vain” (for AORs),
Moetallica's rendition of Queen's
“Stone Cold Crazy” ({for heavy
metal stations), and Michael Fein-
stein’s orchestral interpretation of
Judy Collins’s "Both Sides Now”
(for AC/Beautiful Music outiets).

The fifth pro-CD wil be a 14-track
sampler sent to alternative stations
that includes cuts from such acts as
the Cure, the Sugarcubes, the
Pixies, Happy Mondays, and the
Beautiful South. What's more, a
sixth pro-CD — Ernle Isiey’s take
on the Cars’ “Let's Go" — will ship
to AOR stations on QOctober 8.

. These special releases are for
promotion only and will not be
available commercially.

WUSIC TELFVISION”
51.5 million households
Patti Galluzzi
Director/Music Programming

Weeks On

VIORQ TS M
36.8 million households
Sal LoCurto, Director/Music Programming
Norman Schoenfeld, Director/Talent
& Artist Relations

Weeks On
f
| HEAVY | | [HEAVY 1
BELL BIV DEVOE /Do Me! (MCA) 7
JON BON JOVIBiaze Of Glory (Mercury) 12 MICHAEL BOLTON Georgia On My Mind {Columbia) . §

DEPECHE MODE Policy Of Truth (Sire/Reprise) . 8
BILLY IDOL/L A woman (Chrysalis) 7
JANET JACKSONBlack Cat (A&M) 5
LIVING COLOUR/Type (Epic) 6
NELSON/(Can't Live. ) Love And Affection (DGC) 14
SLAUGHTER Fly To The Angels {Chrysalis) 10
| EXCLUSIVES ]
AC/DC/Thunderstruck (Atco) 3
FA{TH NO MORE Falling To Pieces (Slash/Reprise) = 3
HEART/Stranded (Capitot) ADD
INXS Suicide Blonde (Atiantic) 5
M.C. HAMMER Pray (Capitol) .3
MOTLEY CRUE Same OF' Situation (Eiektra) 5
POISON Something To Believe In {Enigma/Capitol} ADD
SNAP:Qoops Up (Anista) . 4
WARRANT/Cherry Pie (Columbia) 4
WINGERMiles Away (Atlantic) ADD
r

STRESS ]
OEEE-LITE Groove is In The Heart {Elektra) 4
URBAN OANCE SQUAD/Deeper Shade Of. (Arista) = 3
r

BUZZ BIN |
JANE'S ADDICTION/Stop! (WB) 3
IGGY POP/Candy (Virgin) 3
SOUP DRAGONS/'m Free (Big Lite/Mercury) 3

| ACTIVE

I

i

BLACK CROWES /Hard To.. (ef American Getfen)  ADD

PHIL COLLINS Something Happened On . (Atlantic)
CONCRETE BLONDE/Joey (IRS)

10
14

DING/Romeo (4th & B'way/lsiand) .6
EXTREME Decadence Dance (A&M) 4
LOVEMATEMhy Do You Think They.. (Columbia) . 4
PEBBLES Giving You Tne Benefit Of.. (MCA) ADD
MAXi PRIEST Close To You (Charisma) .8
QUEENSRYCHE/Empire (EMI) 3
RATTAovin' You's A Qirty Job (Atlantic) 5
LISA STANSFIELD/This Is The Right Time (Arisia) = 4
VANILLA ICE/ce Ice Baby (SBK) 3
| MEDIUM ]
ALIAS More Than Words Can Say (EMY) ADD
AZTEC CAMERA /The Crying Scene (Sire/Reprise) .. 6
BLUE TEARS Rockin' With The Radio (MCA) 5
JUDE COLE/Time For Letting Go (Reprise) 5
DON DOKKENMirror Mirtor (Geffen) .4
DURAN DURANViolence Of... {Love's...) (Capitol) . .. 4
GENE LOVES JEZEBEL /Jealous {Geffen) . 13
INDECENT OBSESS1ON/Tell Me Something (MCA) . 6

INFORMATION SOC./Think (Tommy Boy Reprise) . ADD

RAILWAY CHILDREN/Every Beat Ot My... (Virgin)
STRYPER/Shining Star (Enigma)

.10
.6

| BREAKOUT

CROSBY, STILLS & NASHAf Anybody . (Atlantic)
DAVID 771l Be Your... {Beggars Banquet/RCA)
RAVE-UPS/She Says (Come Around) (Epic)
SMITHEREENS Blue Period (Enigma‘Capitol)
TOO MUCH JOY/That's A Lie (Giant/WB)

WIRE TRAIN/Should She Cry (MCA)

[HOT NEW VIDEOS

i

BLACK CROWESMard Ta... (Def American/Gefien) . ADD

HEART/Stranded (Capitol)

. ADD

POISON/Something To Believe In (Enigma/Capitol) ADD

SOUP DRAGONS/'m Free (Big Life/Mercury)
WINGERMiles Away (Atlantic)

3

. ADD

[ADDS

-

ALIASMore Than Words Can Say (EMI)

BLACK CROWESHard To Handle (Def American/Getfen)

HEART Stranded (Capitol)

INFORMATION SOCIETY Think (Tommy Boy Reprise)

PEBBLES Giving You The Benefit Of The Ooubt (M
POI8ON/Something To Believe In (Enigma/Capitol)
WINGER Miles Away (Atlantic)

CA)

PHIL COLLINS/Something Happened On.. (Atlantic} . 7

TAYLOR DAYNE Heart Of Stone (Arista) ADD
JANET JACKSDN/Comme Back To Me (A&M} 13
MAXI PRIEST/Close To You (Charisma) 14
WILSDN PHILLIPS Release Me (SBK) 12
PAUL YOUNG/Oh Girl (Columbia} 10
| DEVELOPMENT B
OLETA ADAMS Rhythm Of Lite (FontanaMercury) . 7
AFTER 7/Can't Stop (Virgin) 5
BASIAUnti You Come Back To Me (Epic) 6
BREATHE /Say A Prayer (A&M) 3
MARIAH CAREY Love Takes Time (Columbia) . ADD
DAVID CASSIDY Lyin' To Myselt (Enigma) 2
ROBERT CRAY Forecast (Caifs For Pain) (Mercury) . 2
BDB DYLAN/Unbelievable (Columbia) 2
FLEETWOOD MAC/Skies The Limit (WB) 6
JOHN HIATT Bring Back Your Love To Me (A&M) 2
BRENDA RUSSELL /Stop Running Away (A&M) 3
LISA STANSFIELD/This Is The Right Time (Arista) 4
SYDNEY YOUNGBLOOD/'d Rather Go... (Arista) 4

Information current as of September 11

CONCERT PULSE
Avg. Gross
Pos. Artist (in 000s)
1PAUL McCARTNEY $2368.1
2 GRATEFUL DEAD $1109.4
3BILLY JOEL $907.6
4 NEWKIDS ON THEBLOCK  $894.8
5 JANET JACKSON $597.1
6 DAVID BOWIE $560.6
7 DEPECHE MODE $518.2
8 AEROSMITH $355.0
9 FLEETWOOD MAC $302.0
10 MOTLEY CRUE $277.3
11 JIMMY BUFFETT $255.1
12CHER $242.4
13 ROBERT PLANT $228.4
14 DON HENLEY $207.9
15 STEVE MILLER $206.7
16B-52’S $206.3
17 HEART $189.8
18 M.C. HAMMER $168.4
19 WHITESNAKE $159.6
20 HANK WILLIAMS JR. $157 .1

New Tours

Among this week's new tours

BLACK CROWES

JOE “KING" CARRASCO
JOHNNY CLEGG & SAVUKA
DREAD ZEPPELIN
EXTREME

ERIC JOHNSON

JOE SATRIANI

SKINNY PUPPY

SOCIAL DISTORTION
SUZANNE VEGA

The CONCERT PULSE is a weeily computeriz.
od report raniing each artist by their average
box office gross reported per venue. Courtesy
of Polister, 3 publication of Promoters’ On-Line
Ustings, (800} 344-7383, or in CalWormia,
(209) 224-2631.
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a Thousand Heroes

A(n easy-to-prepare-for) Costume Ball
Friday, Oct. 19th 7 P.M.
The Waldorf-Astoria Grand Ballroom

It’s the AMC Cancer Research Center’s 20th
Annual Humanitarian Award Dinner—this
year honoring TOM FRESTON, Chairman and
CEO, MTV Networks.
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For ticket information call the Northeast
Development Office of the AMC Cancer
Research Center at (212) 977-4180.

MTV NETWORKS

“MTV Networks is proud to support the
AMC Cancer Research Center this year.
AMC’s unique focus on cancer prevention has
garnered tremendous support from the
entertainment industry for twenty years now.
Continuing this team effort could help cut
cancer deaths in half by the year 2000.

AMC’s endeavor 1s heroic, and our support
can make its goals attainable. You don't have to
leap tall buildings in a single bound, or listen
to long speeches. Just join us for a fun night of
great music, food, dancing and hero-watching.”
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