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SPOTLIGHT ON CONSOLIDATION

This week, R&R’s format editors focus on
consolidation, reflecting on such topics as:

* NEWS/TALK

One major merger at work
* CHR

When former foes move in
* URBAN

The changing competition
* COUNTRY

Why bigger is better
* AC

Doubling your pleasure
* NAC

Skills needed to succeed
* ROCK

Streamlining management
¢ ALTERNATIVE

Managing two properties
e ADULT ALTERNATIVE

Leading a radio group

Plus ... consultant E. Alvin Davis surveys
the state of Oldies radio in a multiopoly
world.

Jacor CEO Randy Michaels:
A ‘Larger Than Life’ Outlook

By JEFFREY YORKE
R&R WASHINGTON BUREAU CHIEF
lash back 10 years. Think of
the name Randy Michaels.
You know. Power Pig and all?
Would you have pegged him as a

OCTOBER

Consolidation of radio station
ownership these days is the *90s
equivalent of California’s 1849
gold rush: Nobody knows exact-
ly what will happen or how long
it’ll last, but they all expect —
despite some hardships — that
it’ll be a good thing in the end.

Two operators who have al-
ready mined their share with strik-
ing success are Herb McCord
and Peter Ferrara, who sold
their Granum Communications
Inc. in March for $410 million to

11, 1996

McCord, Ferrara Reflect On
Today’s Radio Gonsolidation

Infinity Broadcasting. (They are
now back as consultants, using
the name Granum Communica-
tions Corp.) The pair have had
some time to sit back and get a
lay of the land.

McCord figures the consolida-
tion mania will sertle into a pat-
tern not unlike television: “I think
that each market is going to have
three or four major players, and
that’s going to be the universe.”

GRANUM/See Page 22

WKTU Stlll On Top; Spamsh
' Does Well In Summer Ratings

_espite an onslaught of ethnic. youth-oriented radio com
' petition during the summer, Evergreen Media's WKTU

Begins Page 52 remained at the top of the Big Apple heap, according to the

Steve Streit now Evergreen
VP/Director, AC Programming

powerful group head of the future?

Yes. he’s brilliant ... but he’s a
renegade ... the practical joker ...
the guy who had the daily appoint-
ment with the vice principal in
high school. Renegades never

seemed to make for great manage- Michaels
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just-released summer Arbitron.

The CHR/Rhythmic station added one-tenth to its spring share
at the same time rival WQHT moved up a half-point and two
youth-oriented Spanish-language competitors, WSKQ and
WPAT, rose a combined full point. "KTU also kepi its No. 1
rankings among 18-34 and 25-54 adults. Howard Stern still
holds down the top spot in mornings.

Rod Calarco new Exec. VP/Sales;
Bob Dunn now Exec. VP/Affiliate
Relations at Westwood One Nets

: Jay Alan appointed PD at WEJM-AM
& FM/Chicago; Monica Starr
becomes PD for WMXD/Detroit

Al Moinet upped to VP/Promo;
Dawn Hood appointed VP/Alternative
Promo at Virgin

Lisa Cristiano named VP/Alternative
Promo; Bruce Reiner becomes
VP/Crossover at MCA

Kevin Herring now VP/Promo for
River North Nashville
Page 3

THIS ] WEEK

w CHR/POI
* DONNA LEWIS | Love You Always Forever (Atlantic)

CHR/AHYTHMIC
J& » KEITH SWEAT Twisted (Elektra/EEG)

URBAN
o AZ YET Last Night (LaFace/Arista)

URBAN AC
* LUTHER VANDROSS Your Secret Love LV/Epic)

COUNTRY
* PAUL BRANDT | Do (Reprise)

NAC
* DAVIO SANBORN Spooky (Elektra/EEG)

HOT AC
* DONNA LEWIS | Love You Always Forever (Atlantic)

AG
* CELINE DIDN It's All Coming Back To Me Now (550 Music)

ACTIVE RDCK
* TONIC Open Up Your Eyes (Polydor/A&M)

ROCK
* RUSH Test For Echo (Atlantic)

ALTERKATIVE
* SUBLIME What | Got (Gasoline Alley/MCA)

ADULT ALTERMATIVE
« SHERYL CRDW If It Makes You Happy (A&M)

NEWSSTAND PRICE $6.50

ment material. —

But here it is, 1996. and Jacor
Communications CEO Randy
Michaels controls one of the in-
dustry’s most potent radio groups
— which seems to be growing as
each week passes.

So ... is he still a renegade?
Does he still see the vice princi-
pal? Let’s explore!

R&R: For some time now,
Jacor has been collecting prop-
erties throughout the country
and apparently concentrating
on medium or smaller markets
such as Denver, where it has
46% of the market revenues;
Atlanta, 27%; Tampa, 26%;

SALARY SURVEY

Feast Or Famine
For Radio GMs

By RoN RoDRIGUES
R&R MANAGING EDITOR

Thanks to consolidation, radio
station GMs have faced one of
two lots in life lately: They keep
their job and their pay rises sub-
stantially, or they lose their job
and are met with a market or job
downgrade. There doesn’t seem
to be an in-between.

R&R’s latest Radio Industry
Salary Survey — conducted in

conjunction with the accounting
firm Miller, Kaplan, Arase &
Co. — found that GM compen-
sation has risen by one-third in
the last two years. But in return
for the extra dollars, those exacs
are being asked to oversee an
ever-growing number of stations
within each market.

The typical GM made 16%
more money in 1995 compared
to 1994. Certain other positions

SURVEY/See Page 22

and so on. But your latest deal
with Gannett gives you KIIS-
FM/LosAngeles — the top-bill- Y=
ing station in the nation’s No.2  |© e

."‘"' § ‘b"‘fl
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market. Is Jacor now gearing | = () s";’; 5”6'9;
up for a new level of acquisi- WQHT-FM (CHR/Rhi) 58 &4
tions and competitionintheTop | ycasFm (Oldies) 50 49

10 markets? And what are your

| WLTW-FM (AC) 51 45

plans for KIIS and Los Ange- | wskQ-Fm (Spanish) 36 4.2
les — do you plan to flip the | WRKS-FM (Urban/AC) 47 4.0
property for more cash or will | WINS-AM (News) 36 37
you build on your new presence | WOR-AM (Talk) 38 34
there? | WXRK-FM (Alternative) 3.0 3.4
WABC-AM (Talk) 34 33

Randy Michaels: We don’t
have a plan to flip any station for l _—
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MICHAELS/See Page 41

‘The Most Powerful
Concept In Marketing’

I Focus is the key to successful radio

By Dave ELviort
SPECIAL TO R&R

with a quick over-
_ | view of thisimmuta-

| ble concept.
1 Al Ries: If you
want to getrich and fa-
mous today, all you
have to do is remem-
ber one word. If you
saw the movie “The
Graduate,” the word
was “plastics.” The
word today is “focus.”
For example, every
small town in America has a
coffee shop. What do you find
at a coffee shop? Breakfast,
lunch, dinner, hamburgers, hot
dogs, etc. So what did Howard
Schultz do? He focused on cof-
fee only. And he’s opened
up Starbucks coffee shops
across America. He’s made

Legendary market-
ing strategist Al Ries
has a new book out
called “FOCUS: The
Future Of Your Com-
pany Depends On It.”
Inhis best-selling book,
“The 22 Immutable
Laws Of Marketing,”
co-author Ries says fo-
cus is “the most pow-
erful concept in marketing.”

In this first instaliment of a
two-part exclusive interview,
Mr. Ries takes the focus con-
ceptto the next level by apply-
ing it to the specific needs of
the radio and record industries.

Dave Elliott: Since your
new book really drives home
the importance of the word
*“focus,” why don’t we start

Ries

REIS/See Page 28
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KLVE-FM (Spanish) 7.2 7.1 !
KKBT-FM (Urban) 5.0 5.0
KPWR-FM (CHRARhy) 54 50 |
KFI-AM (Taik) 40 40 |
KRTH-FM (Oldies) 38 38 |
KTWV-FM (NAC) as 35 |
KIIS-AFF (CHR/Pop) 36 3.4 |
KLAX-FM (Spanish) 3.3 3.4
KABC-AM (Talk) 31 33 |
KOST-FM (AC) 32 32 |
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Meet Us At The
NAB Convention!

If you're reading this at the
NAB World Media Expo in Los
Angeles. check out a demon-
stration of R&R"™s upgraded
World Wide Web site (http://
www.rronline.com). The site —
which debuted yesterday —
features the radio industry’s first
continuously updated online
news service.

By selecting “Today’s News”
on R&R ONLINE’s home
page, industry executives can
obtain the very latest station
ownership changes, personnel
moves, group-owner holdings,
closing stock prices, and other
important events. This site will
be updated at least twice each
business day.

The R&R ONLINE news
service will be available free
during an introductary period to
all R&R subscribers. 1t will then
be available for a neminal fee.

The demonstration takes place
in the L.A. Convention Center
Exhibit Floor, Bootk 2605.

Same-Day Summer Arbitron Results: hiip.//www.rronline.com
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Strategic & Tactical Audience Research

For nearly 20 years, Strategic has
been the leader in radio research
innovations, offering fresh insight
and exciting new ideas.

In fact, our innovations have actually
helped change the way radio does
business, in both programming and sales.

In 1980, we introduced the first
dedicated phone center to an industry
that had previously “farmed out” its work
to low-quality local subcontractors. What
Strategic pioneered has changed the way
research is done throughout the radio
industry.

In 1984, we offered an alternative
to the traditional once-a-year research
studies with “Strategic & Tactical Audience
Research (STAR)"—a sophisticated,

Changing the way
i0 does

;'_.p' -

comprehensive program of weekly
audience research that includes testing

of currents, recurrents, and oldies, plus
ongoing perceptual research. Today, STAR
is America’s premier research program,
used by leading radio stations across the
U.S. and Canada, plus both MTV and VH1.

In 1988, our Format Search
revolutionized the way that major
broadcast groups identify and evaluate
potential formats. Our unique study can
actually predict shares and rankings in
key sales demos for up to five potential
formats.

In 1992, we introduced our most
dramatic innovation yet—AccuRatings.
This state-of-the-art management
information tool tracks changes in radio
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4| Qualitative[4! |

listening behavior on a weekly basis. continues to evolve and grow, Strategic is
AccuRatings allows programmers to make the firm that will continue to be the leader
smarter decisions, and it allows sales- in innovation, helping its clients achieve
people to introduce newer, fresher and further growth and additional success.

better information into the sales process.

In 1996, we premiered Qualitative
2000 which provides salespeople with
customizable quartetly data in hundreds
of categories, further improving the
relationship between radio and its clients.

What does the future hold? More
changes and more opportunities.

Want to change the way you do business?
Call 1-800-777-8877.

We're introducing cutting-edge
technology into our phone center to

'EGIC

improve research quality and provide

F

faster tumaround. We're developing
sophisticated new desktop software for

our entire range of products. And as radio RES EA-RCH
I I I I }

180 N. Wabash Avenue, Chicago, IL 60601
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OUT OF THE BOX:

WWLI
KQXT
WLTS
WRCH
WTVR
WLEV
WTCB
WLRQ
WDEF
WKWK
WCLM
KKMY
WVAF

#2
MOST ADDED
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2 THE POWERFUL
| | SINGLE AND

VIDEO FOLLOW-UF

T ST
_____ TO THE TOP 5 HIT -

“YOUR LOVE

AMAZES ME”...

" Management: The Judd House

| Booking: The Williem Morris Agency

WWAW-americantadiohisternscom


www.americanradiohistory.com

R&R * |SSUE NUMBER 1167

Streit Adds VP/Dir.
AC Programming Post

For Evergreen Media

WASH-FM & WGAY-FM/
Washington PD Steve Streit has
been elevated to
VP/Director AC
& Programming
| for parent Ever-
green Media
Corporation. In
addition to his
new corporate
tasks, Streit will
. | continue  pro-
gramming the
Mainstream AC/

Streit Soft AC combo.

According to Evergreen VP/Pro-
gramming Steve Rivers, “Steve
Streit’s one of today's most influen-
tial and successful AC PDs. and [
very much respect and value his tal-

STREIT/See Page 45

In addition to being named Entertainer of the Year at last week’'s CMA
Awards, Brooks & Dunn also won their fifth consecutive Vocal Duo of the
Year honor. Pictured atArista/Nashville’s post-awards party are (I-r) BMG
Distribution President Pete Jones, Arista/Nashville President Tim DuBois,
Ronnie Dunn, Arista President Clive Davis, and Kix Brooks.

Alan WEJM PD As
Starr Joins WMXD

WEJM-AM & FM/Chicago
Assl PD Jay Alan has been upped
1 to PD of the Ur-
.| ban simulcast. He
succeeds Monica
4 Starr, who has
transferred to the
PD post at Ever-
green Media co-
owned Urban AC
WMXD/Detroit.

“This is a win-
| win sttuation.”
“said WEIM &

Sl WVAZ-FM VP/
GM Don Moore. “We were able to
keep a talented programmer like
Monica Starr in the Evergreen fam-
ily and tap into our strong talent pool

ALAN/See Page 22

Herring Up To River
North VP/Promotion

River North Nashville VP/Field
Promouon Kevin Herring has been
B 7 elevated to VP/
Promotion. The
post has been va-
cant since Bobby
Young's depar-
ture two months
ago.

“Kevin is cre-
ative, diligent.
and works hard,”
label VP/GM Ed-
die Mascolo told
R&R. “He’s one
of the best VPs out there, and I'm
thrilled he’s here.”

Herring commented. “River North
is absolutely a hot little record la-

HERRING/See Page 45

Herring

One-Book Markets To Get Fall Survey
I Arhitron also adds qualitative to 128 markets

Say goodbye to once-a-year Arbitrons. The ratings company is adding a
fall book to the 55 standard and condensed markets that are currently sur-
veyed only during the spring. Arbitron is also adding some top-line quali-
tative data to 128 markets that don’t currently receive Arbitron’s Scarbor-
ough or RetailDirect qualitative data.

The addition of a fall survey to the once-a-year markets will come at
some increased cost to the subscribers in those markets. but Arbitron VP/
Communications Thom Mocarsky said a new rate schedule hadn't yet
been finalized. “But it’s not going to be double their current rate.” he said.

As a result of a survey of broadcasters in markets ranked 100+. Arbitron
willl include a 20-question survey in each radio diary. A couple of likely
questions will involve intent to buy a new car and the amount spent on
grocery purchases. Other categories include fast food, furniture. beer. soft
drinks. banking. and possibly competitive media usage. Results will be
published in Arbitron’s Maximiser program at no additional cost to Maxi-
miser subscribers.

The new service will carry the brand name RetailDirect — which is the
same name of a qualitative service that Arbitron uses in 43 medium mar-
kets. But the smaller-market version contains only a fraction of the ques-
tions asked by its larger-market cousin.

View a complete list of the 55 markets that received a fall book and the
128 markets that will have a qualitative survey on R&R ONLINE: http./
/www.rronline.com.

Calarco, Dunn Named WW1 Nets Exec. VPs

of partnership with the advertising
community.”

Calarco added. “I've
worked with Jetf in the past
at CBS Radio. and I'm
looking forward to joining
his team. This is an excit-
ing time to join WW1 —
[the company] is in an ex-
cellent position to take ad-
vantage of the growing ad-
vertiser demand for net-
work radio delivery.”

Prior to his most recent

Rod Calarco — who had been
head of CBS’s FM station group
until CBS was absorbed by 7=
Westinghouse carlier this @
year — has been tapped as [
Exec. VP/Sales for West- |1
wood One Radio Net- |
works, succeeding Micha-
el Brochstein. Concuirent-
ly. WWI Radio Networks
Sr. VP/Aftiliate Relations
Bob Dunn has been elevat-
ed to Exec. VP/Affiliate
Relations.

Calarco
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Virgin Restructures Promotion Dept.
\ @ Moinet, Hood elevated; Douglas Sr. Dir./Albums

|
|

WW1 Nets President Jeft
Lawenda said of Calarco’s appoint-
ment, “Rod brings an impressive.
solid track record with both broad
and in-depth radio experience to his
new position. He's a well-known in-
dustry leader with a reputation for
getling exceptional revenue results.
‘ Throughout his radio career, Rod has
| always been a believer in the spirit

post. Calarco served as VP/
GM of WCBS-FM/New York. Be- I
fore that, he served in the same ca-
pacity at co-owned KRQR (now ‘
KLLC)/San Francisco. Calarco
has also served as WCBS-FM's
GSM. Manager of CBS Spot Ra- .
dio Sales, and LSM for WCAU-
AM/Philadelphia. ‘
WW1/See Page 22

Virgin Records
has elevated Al
Moinet from VP/
Pop Promotion to
VP/Promotion. [}
Dawn Hood from |:
Sr. Director/Alter
native Promotion
to VP/Alternative
Promotion, and !
Scott Douglas j

from National Di-
rector/Album
Promotion to Sr. Director/Promo-
tion. Albums.

“Al's many years of experience
and undeniable relationships have
earned him the opportunity to run

Moinet

his own area.”
said label Sr. VP/
Promotion
Michael Plen.
“My confidence
level in his
abilities exceeds
200%.

“Dawn under-
stands the impor-
tance of long-
term strategy and
patience in suc-
cessfully developing an artist. And
Scott builta very credible reputation
and helped develop some highly tal-

Hood

VIRGIN/See Page 45

Crlstlano Remer New MCA Promo VPs

MCA Records [
has tapped former
Radioactive {
Records National §
Promotion Head
Lisa Cristiano as
VP/Alternative
Promotion and |
former Columbia
RecordsDirector/
Crossover Promo- %
tion Bruce Rein-
er as VP/Cross-
over Promotion.

“[isa was an obvious choice for
the gig,” said MCA Sr. VP/Promo-
tion Skip Bishop. “She loves music.
radio. and the people who make it

Cristiano

happen. Her un-
believably vast list
of close friends at
radio. coupled
with her passion-
ate musieal spirit,
# makes Lisaone of
the industry’s ris-
# ing stars.”
Regarding
Reiner. Bishop
. uipped: “What?
Reiner ? hired Bruce
Reiner? You've got to be kidding.
Tell his attorney I'm in a meeting.”
Prior to Radioactive, Cristiano had

MCA/See Page 22

CIRCULATION:
NEWS DESK:
R&R ONLINE SERVICES:

ADVERTISING/SALES:

o

310-203-8727
310-203-9763
310-553-4056

310-788-1625
310-553-4330
310-788-1675

310-553-4330  310-203-8450

‘HOW TD REACH US RADIO & Hﬁ‘:ﬂﬂbﬁ INC. / 1u1na S-AH'MHGHH.:A nwn ETH Ft.r.}nﬂ LGEAHEELES cAaum

G

moreinfo @ rronline.com
newsroom @ rronline.com
jill@rronline.com
hmowry @ rronliﬁe.com

OPPORTUNITIES/MARKETPLACE: 310-788-1621
EDITORIAL, OTHER DEPTS:
WASHINGTON DC BUREAU
NASHVILLE BUHEAU

hone SRR <oy CE mais

310-203-8727
310-203-9763
202-783-0260

310-553-4330
'202-783-3826
615-244-8822

WEB SITE: hﬂp'/IWww rronline.com

615-248-6655

garrett@rronline.com

mailroom @ rronline.com

mailroom @ rronline.com

Ihelton @ rronline.com

oy americanradiohistory com


www.americanradiohistory.com

6 * R&R October 11,1996

e

i

‘A Historic Time For Radio’

(1 FCC Audio Services’ Linda Blair talks about life after the Telecom Act

 We know how broadcasters are dealing with the new
Telecommunications Act. But what about the regulators’

perspective?

R&R recently interviewed FCC
Audio Services Division ChiefLLin-
da Blair. Her division, staffed by
about 100 people, is part of the Mass
Media Bureau and handles all of the
radio applications in the U.S. Blair
chats about life on the other side of
the fence and details what radio
broadcasters can expect from the
division in the next few months.

R&R: How has ‘“merger ma-
nia” affected the Audio Services
Division?

LB: The most obvious impact has
been the tremendous influx of trans-
fer and assignment applications pre-
cipitated by the relaxation of ra-
dio ownership rules. By July 19,
1996 this division had acted on the

same number of
assignment and
E| transfer applica-
tions that it acted
onin all of 1995.
That number
was 2025.

As of October
1, 1996 we had
acted oh over
2700 applica-
tions. There are
no signs of any
slowing and, if history holds true,
November and December will be our
biggest months because that’s when
broadcasters are trying to wrap up
their deals before the end of the year.

e

Linda Blair

In reference to whether merger
mania has spread to all major mar-

kets, I can’t give a scientific answer.
1did see some agency-generated fig-
ures that seemed to indicate the
number of owners in all size mar-
kets has decreased to some extent
in the six months since the Act.

Certainly the signs of consolida-
tion are greatest in the Top 25 mar-
kets. It seems to be filtering down. I
had a conversation with a broadcast-
er yesterday who pointed out that for
some entities like Infinity the big-
ger markets are what they’re after,
but for other broadcasters — for
their own business reasons — the
mid-size markets are equally if not
more appealing.

R&R: What’s the division most
concerned about when looking at
a radio station transfer?

LB: Whether it’s a large merger
or not, what we basically look at is
what the Communications Act re-

Continued on Page 16
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Indecency Fines Back In The Spotlight
1 Jencom’s WVIC hit with $8000 penalty for calls placed to moming show

Here’s a tune we haven’t heard in a couple of years: The
FCC last week slapped Jencom’s WVIC-FM/Lansing, MI

with an $8000 indecency fine.

This is the first such fine since
KNON-FM/Dallas and KFMH-
FM/Muscatine, IA were each cit-
ed for $12,500 in April 1994. In an
October 2 letter to
Jencom the Com- m
mission stated its
belief, “that the
subject excerpts are
indecent in that
they contain lan-
guage that de-
scribes sexual and
excretory activities
or organs in patent-
ly offensive terms.
Because the materi-
al aired at times when there was a
reasonable risk that children may
have been in the audience, it is le-
gally actionable.”

The excerpts in question, taped
and submitted by a listener, were
taken from calls to morning man
Jazz McCay’s June 3, 1996 show.
Among the more explicit of those
was from a male caller, who told

McCay: “Hey, I just wanted to say,
you know that idiot you offered a
bong hit to and said no? Tell that
motherfucker to suck my dick.”

The FCC has hinted it is revisiting
indecency cases. There doesn’t have to
be anything setting [the WVIC] case
apart from the rest, it could just have

been their lucky number.

—Bob Corn-Revere

Jencom President James Jensen
told R&R he wasn’t sure how the
station would reply to the FCC, al-
though he said they would “proba-
bly appeal it.”

“Those words were offensive, and
1don’t want them on my station,” Jens-
en said. “But unfortunately we didn’t
get the tape delay system in until after
the callers had gotten on the air.”

Jensen explained that McCay
had been hired just days before the
broadcast and that he was a “pret-
ty controversial” figure. Neverthe-
less, Jensen maintains that McCay
was in no way at fault. He also said
he has no proof of who sent the
tape to the FCC.

“I have never dealt
with an issue like this
before, and I hope not
to in the future,” he
concluded.

More Fines
To Come?

The fine comes at a
time when the FCC
appears to be getting
m ready to move on the

piles of indecency
complaints it has received over the
past month — particularly those in-
volving Infinity Broadcasting
shock jock Howard Stern.

But Hogan & Hartson commu-
nications attorney Bob Corn-Re-
vere doesn’t think broadcasters
should hold their breath for new in-

INDECENCY/See Page 26

BUSINES

~ BUSINESS BRIEFS

R R A

e

s

5 SR

SR R  os

One consulting firm for duopoly strategy with format specialists for
programming, music, talent development and station launch.

The Lund Consultants to Broadcast Mana _
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Casino Ad Ban Set For Review

he Supreme Court Monday (10/7) sent back toa U.S.Appeals Courta
ruling that upholds a federal ban on radio and television ads for casi-
no gambling.

Radio stations are prohibited from broadcasting ads for “any lottery, gift
enterprise, or similar scheme offering prizes dependent ... upon lot or
chance."”

in May the high court struck down a state ban on advertising liquor
prices, arguing it violated free speech. In light of the that ruling, the Justice
Department urged the Supreme Court to send the casino ad case back
for further consideration.

Wes;inghause, Infinity Set Sharehald_e;' Votes

Westinghouse Electric Corp. (NYSE: WX) and Infinity Broad-
casting’s (NYSE: INF) respective shareholders will vote on the
companies’ proposed merger December 10 in New York. Shareholders
must be of record by October 15 to be entitied to vote. A CBS/Westing-
house spokesperson said plans were “proceeding smoothly” and the
board members are all in favor of the deal.

Three Added To FCC’s Development Fund

CC Chairman Reed Hundt has named Ginsburg, Feldman & Bress
partner Thomas Hart, Black Entertainment Television COO De-
bra Lee, and Allen & Co.Managing Director Richard Fields to the board
of directors of the Telecommunications Development Fund (TDF).
Hundt must still name representatives from the FCC, the Small Busi-
ness Administration, and the Department of the Treasury.
The TDF, mandated by the Telecom Act, will help fund and develop
small telecommunications businesses and new technologies.

Minority Hiring How-To’s

The Radio-Television News Directors Foundation has published the
“Minority Recruitment Directory” to guide stations in hiring women and
minorities. The directory is available at http://www.rtndf.org/rtndf/.

Premiere Repurchases Stock, Closes Deals

os Angeles-based Premiere Radio Networks (Nasdag: PRNI and
PRNIA) will repurchase up to $3 million of its common stock and
Class A stock. No deadline was set.

The repurchase will be “from time to time” in the open market, accord-
ing to the company. Premiere will also consider purchasing shares in ne-
gotiated transactions. The company has about $20 million cash and no
long-term debt. It has about 3.5 million common shares and 4 million Class
A shares outstanding.

Premiere also completed its $8.5 million cash purchase of Cutler Pro-
ductions Inc. Cutler’s owner, Ron Cutler, has been named President of
Premiere’s Cutler Productions division.

Concurrently, Premiere settled its acquisition of one of America’s oldest
jingle companies, Philadelphia Music Works Inc. The purchase price,
announced on September 13, was $635,000 and contingent payments
aggregating up to $700,000, which could be payable based upon the au-
dience levels delivered by PMW over the next three years. Any contin-
gent payments would be in cash or stock at Premiere’s option.

Cell Block For Sonny Bloch -

ormer financial talker Sonny Bloch last week was sentenced to 21

months in prison, three years’ probation, and 750 hours of commu-
nity service for tax evasion and perjury before the Securities and Ex-
change Commission.

Bloch could be looking at even more prison time after he pleaded guilty
last month to bilking his listeners out of more than $21 million. He faces
up to 70 years in prison and millions of doflars in fines in the fraud case.

Bloch’s show, which ran for 15 years, was heard on 170 stations and

claimed to have one million listeners.
Continued on Page 26

Meet John Lund at the NAB Radio Show -- Omni Hotel

cement, Inc. 415-692-7777
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‘ ‘ In Boston, that’s where. We appeal to our listeners on an emotional level with a sticker
promotion that gets their attention first with great graphics and then with exciting cash and prizes.
CG understands radio marketing and provides the quality design and support we need. When it
comes to stickers in Boston, everybody knows we’ve sealed the market with a KISS. , ,
BEVERLY TILDEN, CORPORATE MARKETING DIRECTOR,

EVERGREEN MEDIA CORPORATION

CoeskGommunication
«c o s o0 0o 0BAE
...-...o.o.o O.I.I..mraphlcs Inc
1765 North Juniper, Broken Arrow OK 74012 « 1-800-331-4438 « 918-258-6502 * Fax 918-251-8223
WORLD 'S LEADING PRINTER OF STICKERS AND DECALS.
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ur Media/Communications Finance Team is committed to
providing attractively priced and structured senior debt and
equipment financing to well-established, small to medium-

sized broadcast companies. Our programs are specifically designed to
help your company prosper in a deregulated environment.

The CIT Group/Industrial Financing has developed a portfolio of
media customers that recognize the advantages of our long-term
fixed rates and simplified documentation. Here are just a few of our
financing successes with growth-oriented broadcasters that have
funded in the last 6 months:

 Mosnwin Region TV Sttion Lender - SpodicutedLon— $11.000000
MMk TVGodp Tonder Syndicated Loan  $10,000,000

501.1the:m{.ﬁ R *diu Erram:n_ c:n-jcr Rtﬁnamnnfj - § 5,600,000 :
. %cﬁmmt’&i 'imlm Grm: &31:? ﬁ.ﬁﬁnanmng $ i,ﬁn‘u},&kr
S gxriweﬂr ]ha:luﬂ‘."m@p Lefnfle:: "Thwm Hhammg "’?p'. fr;iﬁl‘&ﬁ

Mldwewt\ﬂ Bration }; <L%{}ﬁ

IT/IF has over 86 years of experience customizing

transactions for a broad range of industries. We are

committed to developing long-term customer relationships.
Our parent company, The CIT Group Holdings, Inc. is a $17 billion
company of the Dai-Ichi Kangyo Bank Limited and Chase
Manhattan Corporation, two of the world’s largest banking
institutions.

E_qmpmgg_rit F_lﬂﬂl:'!:ﬂl-ﬁg- $ Eﬂﬁ,@_

et - it

;Dctmbm 9 u, 1996

} Tn %hcdtﬂtf an Jypﬁmtmvm Lcl.H uur ]:m-tptrahrsy Smte #4?3
at The Elftmme I—Eatel nod e e
Bumfen oG

To request additional information, contact:

Stephen J. Turpin, Jr., Vice President
770-551-7847

Kathleen S. Oliver, District Manager
770-551-7870

Michael E Johnson, District Manager
770-551-7886

900 Ashwood Parkway, 6th Floor
Atlanta, GA 30338

BurLineTON BROADCASTERS, INC.
AND

104,5FH

MonTacHUSETT BROADCASTING, INC.

$2,950,000 |

SENIOR SECURED TERM LoaN |

FOR

REFINANCING OF EXISTING DEBT AND PROVIDING
NEW FUNDS FOR CAPEX AND EXPANSION

NEGOTIATED BY

DEER\&\T]*RIVER

Acqursition and Financial Consultants

.
The CIT Group/Industrial Financing l
provided the funding for the

above transaction

May 1996 !! E

INNER CITY BROADCASTING CORPORATION

KBLX )\ #"~

102.9 FM ' Soft & Warm

$9,000,000

REFINANCING
FOR

BROADCAST PROPERTIES

The CIT Group/Industrial Financing

provided the funding for the
above transaction.

___unan amoricanradiohicstory com - S
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’ RADIO BUSINESS

DEAL OF THE WEEK |
|

o KQKS-FM/Longmont (Denver)

$15 million

e

TRANSACTIONS

1996 DEALS TO DATE

Dollars To Date: $12,605,608,760
(Last Year: $4,890,980,967)

This Week’s Action: $48,250,240
(Last Year: $100,215,000)

Stations Traded This Year: 1809
(Last Year: 1084)

Stations Traded This Week: 20

(Last Year: 51)

Jefferson-Pilot Deals Itself
A Full House In Denver

1 Adds KQKS to its mile-high family, now has three FMs and two AMs

T «aﬂ?spwv F :.w“mgv-*
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i
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KQKS-FM/Longmont

(Denver)

PRICE: $15 million (estimated)
BUYER: Jefferson-Pilot Commu-
nications Co., headed by Radio
Division President Clarke Brown.
It owns 16 stations, including
KKFN-AM, KYGO-AM & FM &
KHHT-FM/Denver. Phone: (404)
261-2970

SELLER: Western Cities Broad-
casting, headed by President Ri-
chard Phalen. Phone: (303) 721-
9210

FREQUENCY: 104.3 MHz
POWER: 50.3kw at 1204 feet
FORMAT: CHR

BROKER: Blackburn & Co.
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KHAR-AM & KBRJ-FM/

Anchorage

PRICE: $900,000

TERMS: Asset sale for cash
BUYER: Pioneer Broadcasting Co.
Inc., headed by President Elisabeth
Clapp Williams. It owns 10 stations,
including KFQD-AM, KEAG-FM,
KMXS-FM & KWHL-FM/Anchor-
age. Phone: (206) 628-3121

~s.
P

Get The Facts On INIE=

| SELLER: Sourdough Broadcast-
ers Inc., a wholly owned subsid-
iary of Alaska Broadcast Com-

| munications Inc., headed by

President Steven Rhyner. Phone:

(907) 586-3630

FREQUENCY: 590 kHz; 104.1

MHz

POWER: 5kw; 55kw at 62 feet

FORMAT: Nostalgia; Country
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WYDA-FM/Graceville
PRICE: $175,000

cash and a 25-year, $155,000
promissory note at 9% interest
BUYER: GFR Inc., headed by
ChairmanJohn Biddinger. Phone:
(317) 844-7390

SELLER: Lina Parish. Phone:
(904) 482-3046

FREQUENCY: 101.7 MHz
POWER: 6kw at 321 feet
FORMAT: Country

WOSN-FM/Indian River

Shores
PRICE: $1.6 million
TERMS: Asset sale for cash

FREE information on

TERMS: Asset sale for $20,000 |

BUYER: Commodore Media Inc., |

headed by President Bruce Fried-
man. It owns 34 stations, including
WBBE-FM/Gifford, FL; WZZR-
FM/Stuart, FL; and WAXE-AM,
WAVW-FM, WPAW-FM & WQOL-
FM/Vero Beach, FL. Phone: (212)
302-5580
SELLER: Indian River Shores
] Partners L.L.C., headed by man-
| aging member Sally Dillon
| FREQUENCY: 97.1 MHz
POWER: 6kw at 328 feet
[ FORMAT: Nostalgia
BROKER: Randall Jeffrey Jr. of
l Media Venture Partners

T T
?"S

e

l WFAM AMlAugusta

| PRICE: $330,000

TERMS: Asset sale for $15,000
cash; a 10-year, $177,000 prom-
issory note at 10% interest; and
a $138,000 non-compete agree-
ment

BUYER: J.J. & B Broadcasting
Inc., headed by President Robert
Wilkins. Phone: (864) 585-1885
SELLER: Family Broadcasters
Inc., headed by President J.R. Mc-
Clure. Phone: (864) 297-8000
FREQUENCY: 1050 kHz

Telemurketing @i‘i@(urd Reader Machine Demonstrations
Databuse Management
Direct Mail ‘&\E‘\)Interuchve Voice Response (IVR) Demonstrations
@E@ Prepaid Phone Cards 30 Minutes just for visiting
Mapping, Geocoding, Targeting

Database Research
Fax Broadcasting

|
|
|

| TRANSACTIONS AT A GLANCE |

® KHAR-AM & FM/Anchorage, AK $900,000

* WYDA-FM/Graceville, FL $175,000

* WOSN-FM/Indian River Shores, FL $1.6 million

* WFAM-AM/Augusta, GA $330,000

* KQMQ-AM & FM/Honolulu $4 million

® WSCR-AM/Chicago $7.5 million

* WKEQ-AM/Burnside, KY $867,729.57*

* WWFX-FM/Belfast, ME $675,000

® WXCD-FM/Syracuse $2 million

® WCRY-AM/Fuquay-Varina, NC $175,000

* WHLO-AM/Akron & WTOF-FM/Canton, OH $8 million
* WLEC-AM & WCPZ-FM/Sandusky, OH No cash consideration
® KQSY-FM/Collinsville, OK $10

* WLAN-AM & FM/Lancaster, PA $7 million

® KWSK-FM/Daingerfield, TX $27,500

* This price is rounded to the nearest dollar for use in weekly and

year-to-date totals.

BRI L A A T R

POWER: 5kw day/30 watts night
FORMAT: This station is dark.

T
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KQMQ-AM & FM/
Honolulu

PRICE: $4 million

TERMS: Transfer of assets; CAT
Broadcasting L.P. and Desert
Communications 1l Inc. are com-

| bining to form Caribou Broadcast-

ing Il, headed by President Kent
Nichols

BUYER: Caribou Broadcasting; it
also owns KPOI-FM/Honolulu.
Nichols is also head of Caribou
Communications Co., which owns
three stations. Phone: (303) 436-
1869

SELLER: Desert Communications
Il Inc., headed by President Mat-
thew Breyne. Phone: (808) 591-
9369

FREQUENCY: 690 kHz; 93.1 MHz
POWER: 10kw; 54kw at -118 feet
FORMAT: CHR; CHR

BROKER: Kalil & Co.

b 4»@ iR
_ H

WSCR-AMIChicago
PRICE: $7.5 million

o

TERMS: Asset sale for $3,750,000
cash and a five-year, $3,750,000
promissory note at 7.5% interest
BUYER: Personal Achievement
Radio of lllinois Inc., headed by
President John Douglas
SELLER: CBS Inc., a subsidiary
of Westinghouse. It owns WMAQ-
AM, WBBM-AM & FM & WXRT-
FM/Chicago and has agreed to
buy WJJD-AM, WCKG-FM,
WJMK-FM & WUSN-FM/Chicago
through its acquisition of Infinity
Broadcasting. Phone: (212) 975-
4595

FREQUENCY: 820 kHz

POWER: 5kw day/1200 watts night
FORMAT: Sports/Talk

BROKER: H.B. LaRue Media
Brokers

s i By Mm\-:ﬁaﬂﬂ

m&?hgms &
H
WKEQ-AM/Burnside
PRICE: $867,729.57

TERMS: Asset sale for $50,000
cash and a $817,729.57 promisso-
ry note at 6.5% interest

BUYER: First Radio Inc., headed
by President Nolan Kenner. It
owns WSFC-AM & WSEK-FM/

- ..:-:-:H %
ot b o8 EREERE

Continued on Page 12

E MARKETING

DMR’s 7th Annual LA Restauront Guide

See What's NEW from
the leader in direct marketing!

visit Omni Hotel Suite 940

af this Fall's NAB.

DIRECT MARKETING RESULTS |

ﬂeﬂa&éﬁiyfz@eaf&%’@

644 Linn Street Suite 900 Cincinnati, Ohio 45203 513/665-3100 FAX 513/665-3120 * 35 Main Street Wayland, Massachusetts 01778 508/653-7200 FAX 508/653-4088
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The Brown Organization
to
Evergreen Media Corporation

$115,000,000

s oy ser—

Sunshine Wireless, Inc.
to
OmniAmerica Group

$78,300,000

e —

Radio West
1o
Citadel Communications

$7,700,000

— ey —

OmniAmerica Group
to
Citicasters

$24,000,000

R —,

OmniAmerica Group
to
Nationwide Communications, Inc.

$43,500,000

S S—,

OmniAmerica Group
to
Chancellor Broadcasting Company

$178,000,000

— g ——

Radio Elizabeth, Inc.
1o
Children's Broadcasting, Corporation

$11,500,000

e Yy ——

SFX Broadcasting, Inc.
10
Bonneville International Corporation

$25,000,000

-—*—

Brown Broadcasting Company
0
Sandusky Radio

$29,250,000

B ]

IBS Corporation
to
KALI-FM, Incorporated

$9,100,000

v i —

Midcontinent Media, Inc.
10
Chancellor Broadcasting Company

$22,000,000

—-—-*—

Alta Gulf, Inc.
to
Citicasters, Inc.

$8,000,000

m*m

Marathon Broadcasting Corporation
0
Triathlon Broadcasting Company

$3,300,000

Media

Beasley Broadcast Group
1o
Evergreen Media Corporation

$103,000,000

S S,

The Kravis Company
to
Cox Broadcasting

SR S—

Evergreen Media Corporation
to
EZ Communications

S

Chancellor Broadcasting Company
to
American Radio Systems, Inc.

$33,000,000

U -

Chancellor Broadcasting Company
to
Evergreen Media Corporation

$30,000,000

o iy oo

HMW Communications, Inc.
10
SFX Broadcasting, Inc.

$43,000,000

PR e—

Tichenor Media System, Inc.
and
Clear Channel Communications, Inc.
with
Heftel Broadcasting Corporation
$690,000,000

o iy wocrcoer

KIFM Broadcasting, L.P.
to
Jefferson Pilot Communications

$28,750,000

— gy —

Pyramid Communications, Inc.
to
Evergreen Media Corporation

$306,500,000

Bl S

Tribune Broadcasting Company
to
Henry Broadcasting

$13,000,000

— o s

Panache Broadcasting, L.P.
to
Mercury Radio Communications

$48,000,000

S C—

Shamrock Broadcasting, Inc.
to
Chancellor Broadcasting Company

$395,000,000

$3,131,400,000

12 month trailing...

Star Media has sold or
closed over Three Billion Dollars
in station transactions over

Chancellor Broadcasting Company
10
Secret Communications

$27,000,000

R S

TK Communications
to
Paxson Communications, Inc.

$57,500,000

s —

Evergreen Media Corporation
to
Mercury Radio Communications, Inc.

$19,500,000

NI Sp—

Evergreen Media Corporation
to
American Radio Systems, Inc.

$12,500,000

S S

Crescent Communications
to
Tichenor Media System, Inc.

$40,000,000

r— oy o

Crescent Communications
to
Evergreen Media Corporation

$44,000,000

o iy oo—

Olympic Broadcasters, Inc.
1o
American Radio Systems, Inc.

$14,000,000

SO G-

Tar Heel Broadcasting System, Inc.
0
Pinnacle Broadcasting Company, Inc.

$3,700,000

— gy

Zapis Communications
to
American Radio Systems, Inc.

$24,800,000

Bl S

Diamond Broadcasting, Inc.
to
Group W Radio, Inc.

$77,000,000

oy c—

Compass Radio Group, Inc.
to
Par Broadcasting, Inc.

$68,000,000

e s,

Sun Mountain Broadcasting Stations
1o
Trumper Communications, Inc.

$5,250,000

ssoscsc o oo

Secret Communications, L.P.
to
Evergreen Media Corporation

$237,750,000

"Radio's Full Service

the last twelve months.

Group, Inc. Financial Specialists''t«

"""" R R R D855 B3390 NSRS

RIS

T e e T e e ey reeeeeersPomppogr.

5080 Spectrum Drive, Suite 609 East * Dallas, TX 75248 o (972) 458-9300
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TRANSACTIONS

Continued from Page 10

Somerset, KY. Phone: (606) 679-
3533

SELLER: WKEQ Inc., headed by
President Lenn Pruitt. It owns
WJDJ-FM/Burnside. Phone: (502)
932-4059

FREQUENCY: 910 kHz

POWER: 430 watts day/115 watts
night

FORMAT: Sports/Talk

BROKER: Henson Media Inc.

WWFX-FMIBeIfast
PRICE: $675,000

TERMS: Asset sale for cash
BUYER: Star Broadcasting of
Maine Inc., headed by President

Mark Osborne. it also owns
WLKE-FM/Bal Harbor, ME.
Phone: (207) 667-7573

SELLER: Group H Radio Inc.,
headed by President Michael
Hauptman. Phone: (203) 862-
9330

FREQUENCY: 104.7 MHz

'RADIO BUSINESS

| POWER: 10kw at 1099 feet
FORMAT: CHR

EE *V*Mgé" R,
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WXCD-FMISyracuse
PRICE: $2 million

TERMS: Asset sale for cash
BUYER: Pilot Communications
L.L.C., headed by President
James Leven. It owns seven sta-
tions, including WNDR-AM &
WNTQ-FM/Syracuse and WAQX-
FM/Manilus (Syracuse). Phone:
| (315) 472-0200

SELLER: Salt City Communica-
tions Inc., headed by President
Merril Charles. Phone: (315) 472-
1059

FREQUENCY: 105.9 MHz

| POWER: 1.25kw at 200 feet

FORMAT: AC

e

WCRY-AM/Fuquay-

Varina

PRICE: $175,000

TERMS: Asset sale for $50,000
cash and a three-year, $125,000
promissory note

SR

BUYER: Durham Christian Radio
Inc., headed by President L.E. Wil-
lis. It owns 26 other stations, includ-
ing WSRC-AM/Durham, NC.
Phone: (804) 622-4600

SELLER: Pinehurst Broadcasting
Corp., headed by President Dane
Adams. Phone: (919) 552-2263
FREQUENCY: 1460 kHz
POWER: 5kw day/122 watts night
FORMAT: News/Talk

g
i

1

WHLO AM/Akron &

WTOF/Canton

PRICE: $8 million

TERMS: Asset sale for cash

| BUYER: Caron Broadcasting
Inc., a wholly owned subsidiary of
Salem Broadcasting Inc., head-
ed by President Edward Atsinger
lit. Phone: (805) 987-0400
SELLER: Mortenson Broadcasting
Co. of Akron L.L.C. and Mortenson
Broadcasting of Canton L.L.C,,
headed by President Jack Morten-
son. Phone: (606) 245-1000
FREQUENCY: 640 kHz; 98.1 MHz
POWER: 5kw day/500 watts night;
36kw at 574 feet

FORMAT: Religious; Religious

{0

tune in to our

Fwee

One-0n-0
Sports
(847) 509-1661

?swe

day shows

[and hear the
hottest sports talk
n the air]

lllustrations by J. T. Steiny

wARAM=-aRerteantadiohietery-eom
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WLEC-AM & WCPZ-FM/ |

Sandusky

PRICE: No cash consideration ‘
TERMS: Transfer of stock

BUYER: Regina Henry. She is ac-
quiring Allur-Ohio Inc. as a gift.
SELLER: Ragan Henry. Phone:
(609) 216-9014

FREQUENCY: 1450 kHz; 102.7
MHz

POWER: 1kw; 50kw at 135 feet
FORMAT: B/EZ; AC

. Okiahoma
KQSY—FMICoIImszIe
PRICE: $10

TERMS: Stock sale for cash
BUYER: Friendship Broadcasting
Il L.P.,, headed by general partner
Raymond Clatworthy, is acquiring
1% of Anthony Bono'’s 51% inter-
est in Friendship Broadcasting
L.L.C. Clatworthy will now be
named as co-manager with Bono.
SELLER: Anthony Bono. Phone:
(713) 376-2071

FREQUENCY: 101.5 MHz
POWER: 6.2kw at 656 feet
FORMAT: Religious

.n.».S. }.M_n_n_‘?‘.__‘?‘.__..._

WLAN AM & FW/

Lancaster

PRICE: $7 million

TERMS: Asset sale for cash
BUYER: Clear Channel Commu-
nications Inc., headed by Presi-
dent Lowry Mays. It also owns
WRAW-AM & WRFY-FM/Reading.
Phone: (210) 822-2828 }

SELLER: Peoples Broadcasting
Co., headed by President Samuel
Altdoerffer Jr. Phone: (717) 295-
9700

FREQUENCY: 1390 kHz; 96.9
MHz

POWER: 5kw day/1000 watts
night; 50kw at 499 feet

FORMAT: Nostalgia; CHR

KWSK FM/DamgerfleId
PRICE: $27,500

TERMS: Asset sale for cash
BUYER: OARA Inc., headed by
President Kenneth Reynolds. [t
owns KAGG-FM/Madisonville, TX.
Reynolds is also the owner of Big
Country Radio Inc., which owns
KBIL-AM & KROO-FM/Brecken-
ridge, TX. Phone: (409) 268-9696
SELLER: Robworthton Broad-
casting, headed by majority part-
ners Gerald Dalton and Richard
Whitworth. Phone: (214) 353-5000
FREQUENCY: 106.9 MHz
POWER: 1.1kw at 512 feet
FORMAT: AC

For The Record

In last week's (R&R 10/4) story
“DAB Proponents Mull Technolo-
gy’s Future” a quote attributed to
AT&T/Lucent's Edward Chen
should have noted that Chen was
referring to the DAB subcommit-
tee and not to theNAB as a whole.
AT&T/Lucent is unwilling to work
with the subcommittee on IBOC
in San Francisco.

Cross-Ownership Waivers Reviewed
For Radio/Newspaper By FCC

As promised, the FCC is revisiting its radio/newspaper
cross-ownership rules, possibly laying the groundwork for per-
manent waivers in the ABC Inc. deal.

Current rules prohibit a broad-
cast licensee from owning a news-
paper and a radio or TV station in
the same market. Since 1975 when
the rules were adopted, the FCC has
granted only two permanent waiv-
ers, both for television stations. In
granting its approval of the ABC
deal, the group was given one year
to sell its newspapers or radio sta-
tions in Dallas and Detroit.

Healthy Diversity
In a notice of inquiry (NOI) re-
leased last week. the FCC ac-
knowledged “there may be mar-
kets in which allowing waiver of

the cross-ownership restriction

would be healthy for the mainte-
nance of diversity.”

The Commission is asking for com-
ments on whether it should change its
waiver policy and if so, how. Among
the considerations cited:

® whether the newspaper is go-
ing under and the only potential
buyer owns a local radio station;
and

* whether allowing a waiver
would increase dissemination of
news while not adversely affect-
ing competition and diversity.

A new waiver policy could be
based on such things as the size of
the market or the number of “"voic-
es” that would remain in the mar-
ket after the sale.

The latter raises the question of
how radio stations are counted
compared to television and news-
papers in the market. The Com-
mission has previously stated that,
“realistically, a radio station can-
not be considered the equal of ei-
ther paper or the television station
in any sense, least of all in terms
of being a source for news or for
being the medium turned to for
discussion of matters of local con-
cern.”

Also, the FCC is asking wheth-
er non-commercial radio stations
should be counted as voices, must
the station’s contour be almost the
same as the circulation area of the
paper, and if percentage of adver-
tising revenues in a market should
be a factor.

If any changes are made, they
would be to the waiver policy and
not the rule itself. This means the
FCC does not need to hold a rule-
making procedure.

Comments are due December 9.
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[t5 awhole new game.

Wouldn't you know it, just when you were getting used to LMAs
and duopolies, the rules of the game have changed again.

So now how do you win?

Well, we've been around the board a few times ourselves —
identifying popular programming to fill desirable niches no one
else had noticed, grouping several stations together with formats
that dominate their market, helping our clients succeed.

We think that finding the right answers in this new radio game
is a function of asking the right questions. And that’s exactly
what we do: we identify formats that are prime for development,
and then help you develop the strategic blueprints to build
them...all of them.

If you're interested in cornering your market, please call Mike | Be %'

Henderson, our Director of Sales. We promise that when you | Room 873 %

pass GO with Paragon, you'll pick up a lot more than $200.

PARANG O N
%'VI'\*
?“[“j

R E S E AN R CH

¢ Perceptual Studies # Auditorium Format Analyses ¢ Auditorium Music Tests ¢ Tracking Studies # Focus Groups

(303) 922-5600

. g amaricanradinhictarnys.cam B e =—"a o __"
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ealmakers

Join us
for the

CEA
Financial Breakfast

at the

NAB Radio Show

with a keynote address from
the Honorable
James H. Quello
FCC

Thursday, October 10, 1996
GD 7:30 a.m. - 8:45 a.m.
. B Los Angeles Convention Center

EQUITY
ASSOCIATES

are registered with the NASD

CLA is a member of the National Association of

Quietly providing broadcasters
with dependable advice on
investments and competition.

SERAFIN BROS.

Broadcast Brokerage & Finance

P.O. Box 262888 « Tampa, FL 33685
Phone (813) 885-6060 « Fax (813) 885-6857

RMS MEDIA
MANAGEMENT

WDAD-AM
WOMU-FM

REFINANCING

OF

INDIANA, PENNSYLVANIA

$1,000,000

ANEVAN 1850 PARKWAY PLACE, SUITE 420

&

CIAI MARIETTA, GEORGIA 30067
AN (770) 499-8090

ERVICES Ro0ss SECUNDA, PRESIDENT

SOLD!

WSOK-AM
WLVH-FM
WAEV-FM

Savannah. GA*

SOLD!

KUTQ-FM
KZHT-FM
Sulr Lake Ciry; UT*

CLOSED! |

WRXR-FM
WKBG-FM

Augusta. GA

CLOSED!

KIOT-FM. KZKI .-FM
KZROQ-FM. KIVA-AM
KRLI.-AM
Albiequergue. NM

S5.0 M

SOLD!

KIST-AM
KMGQ-FM

Sunta Barbara, CA*

$3.35 M

CLOSED! |

WKIX-FM
Ruleigh. NC

si.om [

WMYB-FM
Myrile Beach. SC

CLOSED! |

SOLD!

WGAM-AM. WBEL-FM
Keene, NI

Burlingion, VT

Greenfield. MA®

2l

WWGT-FM. WRSI-FM |8

CLOSED! |y

WHUB-AM/FM
Coukeville. TN

S3.8.M

KZAK-FM

KQNV-FM

KPLY-AM
Reno, NV

CLOSED! |y

WEAS-AM/FM
Savannuh. GA*

S3.75 M

CLOSED! |,
KGIR-AM |
KCGQ-FM

Cape Girardeaw, MO

s1.35m B

Visit Qur Hospitality Suite at the NAB.
Room 1472, Omni Los Angeles, Oet. 9-12

*Pending FCC Approvat

MEDIA SERVICES GROUP, INC.

ACQUISITIONS « VALUATIONS « FINANCING » CONSULTATION

Sun Fruncisco « Philadelphia « Washington  Kansas City « Providence ¢ Salt Lake City * Jachsonville » Richmond
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TOP STATIONS--TOP PERFORMANCE

Staff Tune-Ups * Diagnostic Check-Ups
Cash Flow Lubrication ® Accounts Rotated
Battery Recharge Workshops # Asset Valuation
Specialists in Repairs during LMA transition

Think about it: Are you taking better care of
your car than your radio station?

See us at NAB Radio "96
Call Tim Menowsky (813) 960-1101
to schedule an appointment

Dozens of ‘High-Performance Radio’ references from LA, Little Rock, New York,
St. Louis, Baltimore, San Antonio, Chicago, Tampa, Detroit, San Diego, Wilkes-Barre,
San Francisco, Houston, New Orleans, Richmond, Minneapolis, Tulsa, Cincinnati,
Harrisburg, Memphis, Milwaukee, Nashville and probably YOUR market.

CLOSED!

WDSM(AM)/KZIO(FM)

and

KXTP(AM)/KTCO(FM)

Duluth, Minnesota
$3,800,000
by

WDSM/KZIO, Inc. and Head of

Lakes Broadcasting
(Patricia McNulty and Ken Buehler)

to

Shockley Communications
(Terry and Sandy Shockley)

We are pleased to have served as exclusive
broker in this transaction.

p Prxrick Commumicarions CorPORATION

5044 Dorsey Hall Drive « Suite 205 « Ellicott City, MD 21042 « 410-740-0250

Aeccess to Capital...

Deregulation is rewarding to those
with the ability to harness it.

In this dynamic marketplace the
ability to grow is necessary to survive.

We have successfully represented
broadcasters in securing
hundreds of millions of dollars
in senior debt and equity.

Let us help you achieve your goals.

Robert J. Maecini
170 Westminster Street
Suite 701
Providence, R.1. 02903
Tel: (401) 454-3130 Fax: (401) 454-3131 Compuserve: 72203,2457

Visit Our Hospitality Suite at the NAB.
Room 1472, Omni Los Angeles. Oct. 9-12

MEDIA SERVICES GROUP, INC.

ACQUISITIONS « VALUATIONS * FINANCING * CONSULTATION

San Francisco = Philagelphia « Washington » Kansas City = Providence  Salt Lake City » Jacksonville * Richmord

The can’t-miss meeting for station buyers, sellers, bankers, brokers

THE FUTURE OF RADIO
ACQUISITIONS & FINANCE

, Oct. 30, 1996--The Park Lane Hotel, New York City

® CONSOLIDATION STRATEGY: The Importance of Size, Markets
and Multiples in Formation of Large Radio Companies

® SALES & MANAGEMENT: Leveraging In-Market Multiple
Ownership into Bigger and Better Business

® WHAT'S A STATION WORTH?: Risks and Rewards in Properties
and Prices

e MONEY MARKETS: An Inside Look at Costs and Availability of
Equity and Debt Capital

CONFIRMED SPEAKERS: Conference
William Archer, Managing Director, Bankers Trust Publications
Ed Christian, Pres. & CEO, Saga Communications c s
Joel Hartstone, Mng. Dir., StoneGate Capital Grp.
Steve Hicks, Pres., Capstar
Lisa Hook, Managing Director, Alpine Capital
Dick Kozacko, Pres., Kozacko Media Services
Drew Marcus, Managing Director, Alex. Brown & Sons
Kathleen Mayher, SVP & Mgr., Society National Bank
Andy McLure, Pres., The Exline Co.

Lou Mercatanti, Chmn. & Pres., Nassau Broadcasting
David Pearlman, co-COO, American Radio Systems
Brian Rich, Mng. Dir., The Toronto-Dominion Bank
Glenn Serafin, Pres., Serafin Bros.

Jason Shrinsky, Partner, Kay, Scholer, Fierman, Hayes
Robert Sillerman, Chmn. & CEO, The Sillerman Co.
Jeff Smulyan, Chmn. & CEO, Emmis Broadcasting

Bill Steding, Managing Director, Star Media

Farid Suleman, CFO, Infinity Broadcasting

For information or to reserve your place, please contact
Lorraine Yglesias, Conference Coordinator, Kagan

Seminars Inc. Tel: (408) 624-1536;
FAX: (408) 624-5882; email: seminars@kagan.com

AN L S aricanradiohictarn, con - =
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RADIO BUSINESS
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‘A Historic Time For Radio’

Continued from Page 6

quires us to look at. For example,
we look at alien ownership issues,
technical and financial qualifica-
tions, and issues related to unautho-
rized transfers of control. We also
look at issues adjunct to character,
ownership issues such as attribution
and, when necessary, we coordinate
with the enforcement division to
look at issues such as indecency.
I"d like to give some public rec-
ognition to the staff. With the tre-
mendous increase in volume, they’re
still getting the applications out with-
in 10 days if they don’t involve waiv-
ers and are not contested. When an
application draws a petition to deny,
an informal objection, etc., we slow
down a bit because a lawyer or an
engineer has to get involved to write
a decision document. And those ap-
plications are increasing, too.
With an increase in applications
there’s also an increase in waiver
requests and petitions to deny. We're
struggling to keep up because you
know how important it is for broad-
casters to bring their deals to a con-

million bucks.

the lottery!

Call now for fast response, huge
savings and major market
experience in audio processing,
coverage improvement and digital
equipment. From our basic
retainer plans to customized
turnkey solutions, CMBE can
make your station sound like a

And that's as good as winning

Mad Passionate

clusion, particularly within the in-
creasingly big-dollar deals.

The non-routine cases are more
numerous and applications more
complicated under the new rules. The
best example of that is the proposed
Westinghouse-Infinity transaction.
When we write a legal document on
that case, it will involve somewhere
around 86 stations; that number fluc-
tuates from day to day. We’ll also deal
with six permanent one-to-a-market
waiver requests and nine temporary
one-to-a-market waiver requests.
That’s a complicated document.

R&R: Since the Telecom Act
we’ve seen some dramatic changes
in the radio industry. What Tele-
com-induced rule changes are left
to be made?

L B: The most important radio pro-
vision has already been implement-
ed: the order eliminating the national
ownership restrictions and relaxing
the local ownership restrictions.
That’s the order that has precipitated
the flood we’ve been discussing.

A few items that affect radio are still
outstanding, such as the order imple-
menting the new renewal process.

Morgan
Broadcast

Also, in late March [the Commis-
sion proposed] to permit radio sta-
tions, in certain circumstances, to
make minor modifications in their
facilities without securing a con-
struction permit. Basically, the sta-
tion will be skipping the CP stage
and going directly to the license
stage. We’ve already received all the
reply comments on that, and I think
a draft report and order will go to
the Commission very shortly.

That NPRM report and order are
the types of things I was referring
to when I said we do technical rule-
making decisions. It’s basically in
response to what people are feel-
ing both inside and outside of the
government: the general need to
streamline. You could call it part
of reinventing government — do-
ing things in a different way if you
could do them more efficiently.

R&R: How many months or
days does this eliminate from the
process?

LB: Alot. By the time it gets into
the agency and is put into the data
system, a minor modification appli-
cation usually takes several months

G S

only thing
better is a winning

\ .5

Enterprises

Radio

for the 215t Century

B - o e

G R

to move through the division. Now
you’re basically skipping all that. I
don’t know how much money it saves,
but time is money. And to make chang-
es straight to the license saves broad-
casters a lot of time — several months
—and a lot of money.

R&R: What other issues need
to be wrapped up?

LB: There’s a report and order
concerning the new eight-year li-
cense renewal term that'’s still pend-
ing. It’s under consideration by the
Commission and will probably
come out in the near future.

Then there are two more notices
of proposed rulemakings that are
related to the Telecom Act. One is
the notice involving attribution rules
for both radio and television; the oth-
er primarily involves television lo-
cal ownership rules. But in that con-
text, it also raises questions concern-
ing television/radio cross-owner-
ship. The Commission will be con-
sidering those soon.

R&R: What sort of rules do you
think we should expect to see re-
garding radio/TV and radio/news-
paper cross-ownership?

LB: The radio/newspaper Notice
of Inquiry came out on Friday (10/
4) concerning waivers of the restric-
tions. Since the NOI just went out
asking the public what we should do,
it would be presumptuous to predict
the outcome or even what the tim-
ing will be. There was a very broad
range of ideas in the NOI. Certainly
something will come of that. We
promised to institute this proceed-
ing at the time we approved the ABC
merger because there were newspa-
per/radio cross-ownership issues.

There will be further notice on the
radio/TV rulemaking. Clearly the
question is how will the rule change,
not whether it’s going to change. The
current rule permits waiver of the ra-
dio/TV cross-ownership rule, as long
as in the Top 25 TV markets at least
30 independently owned broadcast
voices will remain after the merger.
Or you have to be dealing with a sale
station or meet a set of five other cri-
teria. Under the Telecom Act the
Commission was directed to extend
the radio/television cross-ownership
policy to the Top 50 markets, if that
is consistent with the public interest.
This is still to be determined.

R&R: When can we reasonably
expect EEO forfeiture guidelines?

LB: Because one of the major
parties in these proceedings filed
lengthy comments, we’ve extended
the deadline for filing reply com-
ments to October 25. Once every-
thing is in it will take some time to
summarize and analyze the com-
ments and make a recommendation
to the Commission because the
record is going to be extensive. Ev-
eryone in the agency understands the
need to come to a resolution as
quickly as possible.

R&R: When can breadcasters
expect the final AM expanded
band allotments?

LB: I’'m the first to admit this pro-
ceeding has had an extremely long
and torturous history. Unfortunate-
ly, we can’t predict when we will
have a final expanded band allot-
ment because it’s possible there will
be further administrative court ap-
peals even when the next Commis-
sion document is released.

1 can, however, describe where we

30 R i A s e S
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are right now and what the immedi-
ate time frame is. In March 1996 the
Commission released an order of
public notice revising and reissuing
the list of stations selected for mi-
gration to the expanded band. Sub-
sequently, we received eight peti-
tions for reconsideration of that or-
der. We reviewed the petitions and
concluded that in several instances
the issues raised were legitimate
because they raised questions as to
whether we had made other errors
in identifying potential frequencies
for stations wanting to migrate.

We have undertaken a compre-
hensive review of all aspects of the
proceedings that aren’t yet finalized
to see if there are issues we need to
address. It’s very time-consuming.
But we think the efforts will help the
Commission realize the goal of re-
ducing interference to the greatest
extent possible.

We’re currently regenerating the
list of stations that can migrate
through a computer process that will
take about 10 more days. The legal
document dealing with petitions for
reconsideration is already essentially
complete. So if all goes as planned,
that document and the allotment
plan will go to the Commission by
the end of this month.

R&R: What guidelines can you
give broadcasters regarding the
new license renewal procedures?

LB: Under the Act now, compar-
ative renewal applications and,
therefore, comparative hearings
have been eliminated with the ex-
ception of all renewals that were
filed after May 1, 1995. And we
therefore dismissed any applications
that are mutually exclusive with re-
newals filed after that date.

The only thing we used to consider
at renewal was the standard set out in
the Act. Now there are three things we
consider: whether the stations have
served the public interest; if there have
been any serious violations of the Act
or rules; and if there’s been a patten of
abuse under the Act or rules.

If the licensee passes the test set
by these standards, the renewal is
granted. If not, the licensee will go
to hearing. And only if we determine
in the hearing that the license should
not be renewed would we take oth-
er applications. I will add that we
have not sent anybody to hearing yet
under the Act. In general we are one-
third through the renewal cycle now.

R&R: What are the division’s
immediate goals?

LB: To continue to do our part
to implement the Telecom Act,
which means to do our best to move
sales applications out of here as
quickly as possible. I'd also like to
see us improve the speed with
which me move other types of ap-
plications, although given the cur-
rent standing that’s going to be
more challenging.

The most important goal in the
long run — and this is a goal Bu-
reau Chief Roy Stewart shares with
me for the whole bureau — is to
move further into the electronic age.
This division took one small step in
that direction several months ago by
setting up our web page, one of the
first in the agency. There’s a wealth
of information there, both on the en-
gineering and the legal sides for
those involved in radio.

BLAIR/See Page 26
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Morgan Official As
PD At WMTX/Tampa

The rumored move of WMC-
FM/Memphls PD Chuck Mor- ‘
gan to Hot AC |
| WMTX/Tam- |
| paasPDisnow |
| official. He suc-

i ceeds Mike |
| Reeves, who
remains as the
station’s after-
noon drive tal-
ent. Morgan be-
gins his new as- |

" signment next
Morgan  nfonday (10/14).

GM Kevin Malone told R&R,
“Chuck’s extremely qualified inour |
format, knows the music, and has a
lot of big-market experience.
WMC-FM is a great-sounding sta-
tion, and Chuck’s definitely the right
man for the job. He transitioned
WLCY-FM/Tampa to WYNF in
the late *70s, and there are people on
our staff who worked with Chuck the
last time he was in the market. Chuck’s
plate will be full when he [arrives],
and I know that — with the help of
our staff —he’ll putus right on course.

“[Reeves] did a terrific job during
the past several months. He’s a produc-
tion wizard and will help dramatically

MORGAN/See Page 22

FORCE

Communications & Consultants

After spending some airtime with Howard Stern, Nada Surf and their Ele- ‘
ktra escorts were granted an audience with the king. Scootching in are (I-
r) Elektra Sr. Dir./Alternative Promotion (and soon-to-be Sony 550 VP/ \
Alternative Promotion) Joel Klaiman, the band'’s Ira Elliott and Daniel Lor-
ca, Stern, the band'’s Matthew Caws, and Elektra VP/Alternative Promo-
tion Matt Pollack.

Hudson Soars To Eagle Group Exec. VP

The Eagle Group has promoted Matt Hudson to
Exec. VP. He previously served as VP for the research
firm.

“Matt has been instrumental in the development of this
company,” said President Roger Wimmer. “His hard
work and dedication have earned him this promotion.
Matt’s in-depth understanding of radio and research is
unique and rare.”

Hudson added, “I'm elated to be a part of the Eagle
Group and Cox Broadcasting. These are very excit-
ing times in broadcasting and research. It’s my plea-
sure to work with Dr. Wimmer — every day is a new
adventure.”

A 20-year broadcasting and research veteran, Hudson was one of the first
six people to join the Eagle Group when it debuted in 1994. Prior to that, he
was VP at Harker Research.

Hson

LLC

Over 100 years of Combined Broadcast Experience.

Visit our Suite at the NAB

Omni Los Angeles Hotel

Whether you are in the market to buy or to sell:

“WORKING HARDER TO BE SMARTER

BROADCAST TRANSACTION”

IN YOUR NEXT

¢ WEW: St. Louis, MO

¢ WCEE TV 13: Mt. Vernon, IL ,

¢ WTRJ: Dayton, OH

¢ WFXL TV 31: Albany, GA |

¢ WCAR: Detroit, MI ‘

¢ KVEG: Las Vegas, NV

John L. Pierce
(606) 647-0101

Hal W. Gore

(706) 746-7400 (404) 350-9401

—wwvw americanradiolmstorsyrconr " "

| our clients, and I expect he will do equally well as a

John E. Lauer \

ony Music Entertainmenthas promoted KeithMe- F7
Carthy from Sr. Director/Corporate & Media Re-
lations to VP/Communications. b

“Keith's extensive experience and energy contin- [#
ue to be a powerful asset to Sony Music Entertain-
ment,” SME Sr. VP/Communications Patricia Kiel told
R&R.

McCarthy joined SME in 1991 as Director/Press &
Public Affairs, rising to Sr. Director/Corporate & Me- §
dia Relations in 1994. He began his career as a |
freelance writer in New York, where he continues to =58
be based. Between 1989-91, McCarthy worked with
Bertelsmann Music Group and RCA Records. McCarthy

WSOM & WQXK OM/PD Stevens Adds
Duties As McVay’s Country Specialist

WSOM-AM & WQXK-FM/Youngstown-Warren
OM/PD Chuck Stevens has added duties as a Country
Specialist for McVay Media. He will continue to serve
in his current position, while providing programming,
management, and financial consultation to McVay’s
small- to medium-market Country clients on a parttime
basis from the company’s Cleveland offices.

“Chuck is someone I have known for a long time.”
said McVay Sr. VP & VP/Country Charlie Cookgto |
whom Stevens reports. “He has done a great job with |

consultant.

President Mike McVay added, “[Chuck’s] unique
experience makes him more than qualified for his position as a McVay
Media consultant.”

Prior to joining WSOM & WQXK, Stevens held the MD post at WBUF/
Buffalo. Before that, he served as OM of WEZO/Rochester.

Stevens

| Patnck Makes A Strategic Move To VP

Lou Patrick has joined Strategic Media Research samasas
as VP/Research & Strategy. He most recently was Pres-
ident of his own research and strategy firm, LP Me-
dia Strategies. :

Patrick’s background includes four years as Bolton .
Research’s Director/Research & Planning. He also
spent 10 years as a PD at suchradiostations as WKSZ/
Philadelphia, WASH/Washington, and KJYO/Okla-
homa City.

“Lou’s solid background in both programming and re-
search will make him a critical member of the Strategic
team,” remarked VP/Client Services Amy Vokes, to
whom Patrick reports. “We are in a period of significant growth, and 1’s
both exciting and necessary to bring on board individuals like Lou who
share Strategic’s commitment to quality research and who possess the know-
how to help our clients use it effectively.”

Patrick

Altar-cation

KSLX-FM/Phoenix moming show producer Joey Teehan was left at the
altar after being denied a same-sex marriage license. Arizona officials halt-
ed the station’s “Torture Tuesday” stunt, but only after Teehan and his in-
tended — an intern at the station — purchased flowers and booked a hon-
eymoon suite. The bride was driven to tears after learning the wedding
was off; the groom seemed relieved.
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NEW ANSWERS

New Opportunities!

We are about to change the way radio stations
market themselves .... Again!

The Nest Marketing™ Team
1s hiring up to four enthusiastic, passionate,
self motivating entrepreneurs.

An advanced understanding of radio programming,
‘ratings analysis and forward thinking marketing savvy
are all essential traits you’ll need to own.

Your passion to innovate will get you hired.

CRITICAL MASS MEDIA

Revolutionary Radio Research ® Nest Marketing ® Mental Weaponry

To upgrade your career to Critical Mass Media’s revolutionary services, send your
information to: Michael Albl, Executive Vice President of Marketing,

Critical Mass Media, 3857 lvanhoe Avenue, Cincinnati, Ohio 45212
(513) 631-4CMM + (513) 631-4FAX * cmm@cmmnet.com

© 1996 Critical Mass Media, Inc.
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KCYY/San Antonio ’
Appoints Curtis PD ‘

After MidNite Entertainment
OM R.J. Curtis has been named
PD at KCYY-FM/San Antonio,
effective October 14. He suc-
7 ceeds KKYX-

p ' AM, KCJZ-
FM & KCYY
OM Scott Hus-
key, who an-
nounced last July
he was leaving to
join the Rusty
| Walker consul-
tancy.

“I'm as pleased
as I can be that
R.J. is joining us,” group VP/GM
High Barr told R&R. “He brings
aunique fit with his wonderful blend
of talents and skills and will contrib-
ute alot to the whole New City-Cox
framework. On top of having all of |
the abilities. he’s really a nice hu-
man being.” |

Curtis told R&R, “I'll always be
grateful to [AME CEO|] Rod West
for creating this position for me. But \
there are certain things I want to
accomplish in my radio career that |
I canonly doon astation level. Join-
ing KCYY is a tremendous oppor-
tunity: a great station owned by a
great company in a wondertul city.
where people love country music
and a raging Country battle. Who
could ask for more?”

Prior to joining AME last January,
Curtis spent three years as KZLA/
Los Angeles PD. Before that, he
worked as PD at KNIX/Phoenix for
six years and in various capacities at
KZLA for seven years.

Regarding Huskey’s move. Bair
noted, “Scott’s celebrating his 10th
year here this week, and we’re all
very happy for him. We see his de-
parture as moving to the house next
door and look forward to enjoying
a continuation of our relationship.”

For The Record

Doug “Greaseman” Tracht
was the moming host at WAPE-
AM/Jacksonville between 1975~
82, not WAPE-FM as printed in
last week’s issue (R&R 10/4).

Curtis

Josh Wink and King Biritt, co-owners of Philly-based Ovum Recordings,
are congratulated after signing a worldwide custom label deal with Ruff-
House/Columbia Records. The Ruff and ready crowd included (standing,
I-r) Columbia Sr. VP Will Botwin, RuffHouse VP/Business Affairs & Gener-
al Counsel Kevon Glickman, Columbia Records Group Chairman Don len-
ner, Columbia Records Manager/A&R Jason Jordan, CRG Sr. VP John
Ingrassia, Ovum Label Manager Matt Brookman; (seated, I-r) RuffHouse
CEO A. Christopher Schwartz, and Britt and Wink.

- SFX Taps Two Jacksonville Programmers
'] Thomas at WAPE & WKOL, Moore at WlVY & WFYV

SFX Broadcasting/Jacksonville has upped WAPE-
FM PD Cat Thomas to OM/PD of CHR WAPE and
Oldies WKQL-FM. He replaces former WIVY-FM &
WKQL OM DaveAnthony. Concurrently. WOCT/Bal-
timore PD David Moore has been named PD for AC &
WIVY and Rock WFYV-FM, effective later this month. §§
The WFYV position has been vacant since Lex Staley [
stepped down in July to focus on the morning show;
interim PD Charlie Waters resumes his former Asst.
PD/MD position.

SFX/Jacksonville President/GM Mark Schwartz told
R&R, “Cat has done a great job in the 18 months that he
has been with us. The success of WAPE speaks for itself.
He has excellent organizational skills and an astute ability to help develop
morning shows, and he understands how to work with the staff.

“And David’s a bright, experienced, ambitious. and strategic-thinking pro-
gram director with a tremendous work ethic. With 'FYV he’ll be empowered
with our motherlode, and with WIVY he’ll be challenged by the station with
the best upside potential for this cluster.”

Thomas — who has been PD at WZYP/Huntsville, AL and WPHR/
Cleveland and Asst. PD/MD at WXL K/Roanoke — commented, * am ec-
static to be working with the staffs of these two solid radio stations. And [ am
proud to have such a great relationship with Mark Schwartz.”

Moore — whose programming experience includes Classic Rock outlets
WGFX/Nashville and KJFX/Fresno — told R&R, “I'm eager to work with
[SFX Regional VP/Programming] Dave Dillon and Mark Schwartz. Plus,
it'll be great to work with Lex & Terry, one of the best morning shows in the
country. However, I'll miss everyone at Capitol Broadcasting, particularly
{GM] Ardie Gregory and {VP/Radio] Bob Lind.”

In related news, the Lex & Terry morning show have signed a three-year
contract with SFX that gives themn the option of transferring to another SFX
property after one year in Jacksonville.

Moore

Kerr Assumes GSM Duties At WKQI/Detroit

D ave Kerr has been appointed GSM at Ever-
green Media Hot AC WKQI-FM/Detroit. He
most recently was Sales Manager at Evergreen’s
WMVP-AM & WLUP-FM/Chicago.

“Dave is returning home to Detroit with his family
and a wealth of radio experience,” commented Ever-
green Sr. VP/GM Larry Wert. “We are excited to
have his leadership join the new culture at Q-95-5."

With a dozen years of radio experience, Kerr has
held sales posts at Torbet Radio/Chicago and
served as NSM at WLAK-FM/Chicago.

Kerr

Arden Fast Sel N

Jann Arden (c) recently rece/ved a plaque commemorating the gold sta-
tus of her sophomore release, “Living Under June.” Presenting are (I-r)
A&M VP Chuck Bliziotis, A&M Canada VP/Marketing Allan Reid and Pres-
ident John Reid, and A&M Dir./Product Development Beth Tallman.

Super Gharged

Thanks to Hollywood alterative rockers Super 8, who pumped out a su-
per set at the world famous Club R&R. Superimposed are (standing, I-r)
R&R’s Cyndee Maxwell, Super 8's John O'Brien and Heming Borthne,
R&R’s Sky Daniels and Missy Haffley, Hollywood Regional Dir./Promo-
tion Ann Eason, Super 8's Bronx Style Bob; (kneeling, I-r) Super 8's Joel
Shearer and R&R’s Jim Hanson.

a proven non-traditional revenue program.

Omni Los Angeles Hotel & Centre

Our representatives have more than a century of collective radio experience.

Jim Fox. Steven Graubart. Maynard Grossman, Harvey Mednick. Jim Stanton. Donn Winther

CaLL 1-888-Go-TaNGO

MatchMaker. a service of Tango Communications. | West Pennsylvania Avenue. Towson. Maryland 21204

SOMETHING NEW 1s COMING TO A STAION NEAR YOU

Join over 50 stations and 14 group owners across 8 formats who have committed to MatchMaker,

Visit us at NAB in the Tango Communications’ suite at the

WA americanradiohistorycon



www.americanradiohistory.com

LOYALTY MARKETING LEADERS

THE BEST WORK WITH THE BEST

o8

WKTU - New York
K101 - san Francisco
KFOG - san Francisco
WIJZW - Washington
WKLB - Boston
KUBE - seattle

Q1 06 - san Diego
WIL EM - st Louis
WZPT - pittsburgh
KGME - phoenix
KW])J - portland
KCMO - kansas City
Y92 - Sacramento
KHTK - sacramento
WSOC - Charlotte
WSM FM - Nashville
WIJNO - w. Palm Beach
WQIK - Jacksonville
KMXZ - Tucson
KZST - santa Rosa
CFOX - vancouver

KABC - Los Angeles
KNBR - san Francisco
WXTU - philadelphia
KISS - Boston
KMPS - seattle

K,R FM - Seattle
KIOZ - san Diego
WPOC - Baltimore
KED, - Phoenix
WZAK - Cleveland
KFXX - portland
KLTH - kansas City
KNCI - sacramento
KSS, - Sacramento
WSSS - Charlotte
WSM AM - Nashville
WRLX - w. palm Beach
WGQGY - Albany
B106 - Columbia
K,ZY - Santa Rosa
CKBD - vancouver

o8

KMPC - Los Angeles
KSAN - san Francisco
WMZQ - Washington
W,MN - Boston
KZOK - seattle

KJR AM - Seattle
KTCZ - Minneapolis
B94 - pittsburgh
KBUQ - Phoenix
WZ,M - Cleveland
WGRR - Cincinnati
KFRG -Riverside
KRAK - sacramento
WWSABB - providence
WMAG - Greensboro
WRMEF - w. Palm Beach
WCLB - w. paim Beach
WRVE - Albany
WAIA - Melbourne
KXKC - Lafayette
ADFM - Australia

The Fairwest Direct Loyalty Marketing System is now considered a mainstream strategy
for leading stations. Based on the efficiencies and effectiveness of Loyalty Marketing,
stations are enjoying dramatic rating increases and new revenue.

Fairwest Direct is a full service direct marketing company. From interactive phone systems, the building and
management of a pure database and the development of targeted direct mail and telemarketing campaigns,
leading stations rely on the company that pioneered the concept of Loyalty Marketing for Radio.

Call Reg Johns, Rob Sisco, Carolyn Dhillon or Dave Parks at Fairwest Direct and
let us help you chart your course in direct marketing strategies.

FAIRWEST DIRECT

LOYALTY MARKETING SYSTEMS

INTERACTIVE SYSTEMS * DIRECT MAIL * TELEMARKETING
DATABASE MANAGEMENT * SALES APPLICATIONS
9815 CARROLL CANYON RoOAD, SuITE 206, SAN DIEGO,CA 92131

PHONE (619) 693-0576 Fax (619) 693-0778

—rddadaaakieadakaciahicionLcam.
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Survey

Continued from Page 1

involved in consolidation have
also benefited: GSMs and business
managers earned 7% more, PDs
and engineering support people
made 6% more, and sales assis-
tants and receptionists made 5%
more.

Thanks to a booming radio ad
market, salespeople earned be-
tween 9%-10% more than they did
last year — and they continue to
be among the best compensated
personnel in radio. The typical top-
billing salesperson at a radio sta-
tion makes nearly 25% more mon-
ey than the station’s PD, and they
almost always make more than the
local sales manager.

For the rest of a station’s staff,
things were a mixed bag. Salaries
for promotion directors in 1995
were off 1% from the previous
year. Certain programming depart-
ment staffers (such as research or
production directors) saw good
pay increases in 1995, but others
saw their pay frozen or cut a little.

The average moming drive tal-
ent salary rose 17% between *94
and "95, and the typical sports di-
rector/announcer saw his pay fall
13% during the same period (but
salaries for these positions swing
rather wildly year to year).

And, thanks to the ever-grow-
ing number of News/Talk/Sports
stations in all-sized markets, sala-
ries for news reporters rose 13%.

MCA

Continued from Page 3

been National Alternative Promotion
Manager for Zoo Records, Regional
Alternative Promotion & Marketing
Representative for Atlantic Records
in Boston, and in-house Marketing
Representative for WEA Distribu-
tion.

Before joining Columbia in 1994,
Reiner was National Director/Pop Pro-
motion at Capitol Records. Between
1989-93, he served as Director/Na-
tional Promotion at Profile Records.

Glear.
Gonsistent. 5

Quality.

(It makes a WORLD of difference)

Featuring: TMCENIUIY GoldDiscs and HitDiscs

Radio Executive Compensation

GM GSM PD
Stand-Alones $134,138 $92,044 $56,333
2-Station Combos 172,775 114,152 78,338
3+-Station Combos 210,027 125,267 84,629

Source: Miller, Kaplan, Arase & Co. survey of stations in markets 1-175. Includes salary

plus incentives and bonuses.

Alan
Continued from Page 3
to promote Jay. We are confident that
Jay will continue making ‘106 Jamz’
one of the most successful Urban sta-
tions in the country.”
WMXD President/GM Verna
Green commented, “We’re all excit-
ed to have Monica join us. She is well-

known for her keen analytical skills
and promotional savvy ... just the skills
WMXD needs to move its market
presence up a few notches.”

Alan had been WEJM’s Production
Director and an air personality before
taking on Asst. PD duties; Starr pro-
grammed Urban AC KXOK-AM &
FMY/St. Louis prior to joining WEJM.

wwi1

Continued from Page 3

Commenting on Dunn’s promo-
tion, Lawenda said. “Bob has dra-
matically enhanced our affiliate re-
lations operations with a reorgani-

zation program that includes staff-
ing, a more clearly defined focus,
more open lines of communication,
new systems and controls, and a
greater degree of responsiveness to
our affiliates’ wants and needs.”

Morgan

Continued from Page 18
in that area, but he didn’t like the
tedious nature of being a depart-
ment manager and prefers being
on the air.”

Morgan has previously pro-
grammed WSHH/Boston,
WLTT/Washington, WRQX/
Washington, WOMC/Detroit,
WKQX/Chicago, KTKS/Dallas,
and WBSB/Baltimore.

Heads’ Turn

When the Channel Z Radio Network (WCHZ-FM/Augusta, GA & KTOZ-
FM/Springfield, MO) recently broadcast live from New York's Museum of
Television & Radio, the discussion included (I-r) Tina Weymouth and Chris
Franz of the Heads, psychic Morris Fonte, and Channel Z host “Super
Frank” Copsidas.

— AR - amMericanradiohistory—cor—=
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o

dioActive Talent’s Ken Franklin.

sponsored concerts and are awaiting the release of their Warner Bros.
anthology CD, slated for early November. Celebrating tour’s end are (I-r)
Ambrosia’s Burleigh Drummond and Joe Puerta, Elektra VP/Promotion
Bill Pfordresher, Ambrosia’s David Pack and Christopher North, and Ra-

Granum
‘ Continued from Page 1

He suspects, “It’ll take a little long-
er for the very desirable markets —
the Atlantas, the New Yorks, and the
L.A.s — to get into that pattern.”

With some exceptions, “like the
Jerry Lees of Philadelphia, that’s
what the markets will look like. By
and large, there will be a half-dozen
companies like CBS, ABC, ARS,
and companies like that” competing
in the marketplace.

Ferrara agrees. He estimates, “In the
Top 20 markets there will be anywhere
between four and six operators in the
market. And in markets 20 and be-
low, two and three large operators and
then smaller ones,” perhaps family-
held properties where the owners are
still making “a nice living.”

But both McCord and Ferrara point
out that consolidation is new to the
industry and that nothing is etched in
stone. “We’ve never seen anything
like this, so nothing is clearly estab-
lished yet,” McCord said, adding that
managerial skills used in the past can-
not easily be applied to massive
groups, and now “operators will have
to think in tenns of real organization-
| al structures.”

] One Size Fits All?

One of McCord’s theories has
groups being separated into regional
clusters headed by managers who

(573) 443-4155

TEET TET

The four original members of Ambrosia have wrapped a series of station-
|
!

have anywhere from six to nine jun-
ior managers reporting to them. One
firm, he says, already has three mega-
managers with cluster managers re-
porting to them. But he acknowledg-
es, “I don’t know if one size fits all.”

Ferrara believes that at some point
in the consolidation rush, “All of these
acquisitions will have to be managed
and perform. And at the point where
it becomes difficult for these stations
to perform at levels at which they have
been acquired, things will slow down
because people won’t be able to man-
age it all. There will be a whole new
configuration of the way our business
is managed in the future. That will cre-
ate a whole new set of opportunities
for further acquisitions. There is only
so much a couple of group heads can
do, and only so many hours in the day.
Atsome point, it gets to be unwieldy.”

So, is consolidation good or bad for
programming? According to Ferrara,
“[An operator has been able to say],
“This is where the definition of one
station’s format ends and another sta-
tion begins, and I control those two
definitions.” But where that may be
bad is that it may stifle some creativi-
ty on the programming side. It may
become too formulized.

“We may dilute some creativity. It’s
important that the creative, artistic side
of our business not get blended in with
the Wall Street side. If we do that, ra-
dio is going to get really interesting.
But it won’t be as exciting or as fun
to be a part of.”

E-mail: hooks@hooks.cam
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Dr. Roger Wimmer 7 Matt Hudson R Gerry Hartshorn Joel Reish
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303.980.1888 303.980.5980
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e THOMAS WALKER has been
named Group Director/Engineering for
Patterson Broadcasting’s 35 stations
nationwide. He will continue serving as
Chief Engineer of the company’s
WTCY-AM & WNNK-FM/Harrisburg.

o RICARDO TORRES has risen from
Sales Manager to GM at Spanish-lan-
guage KVVA-FM/Phoenix-Apache
Junction, AZ. Additionally, the station
has increased its power from 3000 to
25,000 watts in the wake of simulcast
KVVA-AM’s sale to Pulitzer Broad-
casting.

o TISA LASORTE has become Direc-
tor/Sports at Pulitzer Broadcasting’s
KTAR-AM/Phoenix, reptacing GREG
SHULTE. She most recently served as
PD of Tribune Broadcasting’s WGN-
AM/Chicago.

e GARY NEW-
| MAN has accept-
ed the Sr. VP/GM
post at BMG Spe-
cial Products. He
formerly served as
{ VP/Sales at EMI-
Capitol  Music
Special Markets.

Newman

o FAITHE RAPHAEL and SUE COL-
LYNS have become VP/Strategic Mar-
keting and VP/Finance, respectively,

Raphael Collyns

for Windham Hil/High Street Records.
Raphael most recently served as VP/
Product Management & Direct Re-
sponse Marketing for Rhino Inc.; Col-
lyns had previously been Finance Man-
ager for BMG Video.

e

* CHRIS DECARLO is now a Pitts-
burgh-based regional promotional rep-
resentative for Step One Records. She
most recently served as Northeast re-
gional for A&M/Nashville.

e JOLYN MAT-
SUMURGO has re-
i tumed to the Direc-
tor/Media & Artist
i Relations, West
i Coast post at Mer-
¥ cury Records. She
had most recently
been an indepen-
dent publicist.

Matsumuro

e THORNELL
JONES has |
joined A&M
Records as Direc-
tor/Product Devel- i
opment. Jones
previously served |
as President of |
Fortress Market-
ing, where he su-
pervised devel-
opment plans for
start-up labels and developing acts.

Jones

the newly created VP/Marketing & Pro-
motion post at Fox Kids Networks
Worldwide. She will oversee the do-
mestic network’s weekly syndicated
“Fox Kids Countdown” radio show, its
quarterly children’s magazine, and all
new off-channel media ventures. Frank
had most recently served as Sr. VP of
Hanna-Barbera Cartoons Inc.

o CHARLES MICHELSON INC. will
present a rebroadcast of Orson
Welles'’s “The War Of The Worlds” on
Thursday, October 31, in the United
States and the international market;
(310) 278-4546.

e CBS RADIO NETWORKS is now
offering “Psi Factor: Chronicles Of The
Paranommal,” 90-second features host-
ed by Dan Aykroyd and based on the
television series of the same name, to
affiliates; (212) 975-3773.

e CNNRADIO has introduced two new
services, Newsource and Guest-

Source, that expand its customized

Sunshine Promotions has been booking and producing events
with the brightest stars in the business for some of the best
radio stations, concerts halls, theaters and music centers in the

country.

Put our years of success behind your next show, With over
500 events to our credit each year, we have the experience to

pget the job done right.

We handle everything from talent

negotiations to arranging logistics, expenses and the important
details that can make the difference between just having a
show and having a huge success!

/;Jr?shine promotions
corporate events

Rl

/ Call Steve Gerardi (614) 481-3520 _ak

PROS ON

THE LOOSE

Jerry Dean — PD KLUC/Las
Vegas (702) 396-4347

Mark Frost (aka Brooky) —
Promotions Asst./mornings
WKBZ/Muskegon, Ml (616)
847-9209

Eric Gray — Mornings WXSR
FM/Tallahassee, FL (904) 942-
1186

Danny Patino — Technical
Producer KTSA-AM/San Antonio
(210) 931-6382

Ted Richards — Mornings
WTRG/Raleigh (919) 847-6293

Randy Robins — SE Promo-
tion Mgr. Capitol Records (770)
967-8370

Eric Stevens — PD WIXV/Sa-
vannah, GA (912) 757-8747

reports and features services to affili-
ate stations. Veteran anchors/reporters
John Bisney and Dale Willman will be
posted in Washington, while Gary
Baumgarten will be based in the New
York bureau. CNNRadio is distributed
and marketed by Westwood One. In
related WW1 news, “Celebrity Connec-
tion” has scheduled the following
guests for Friday, October 11, live from
the NAB Convention in Los Angeles.

® “Entertainment Tonight” host Bob
Goen, 8am PT

o “Star Trek: Deep Space Nine” star
Armin Shimerman, 9am PT

® Actress Piper Laurie, 10am PT

® Actor Sherman Hemsley, 1pm PT

® Comedian Milton Berle, 2pm PT

® “Access Hollywood” anchors
Giselle Fernandez and Larry Mendte,
3pm PT

Furthermore, WESTWOOD ONE

ENTERTAINMENT has launched “Ask

The Handyman with Glenn Haege,” a
home improvement show. The two-
hour program is fed to affiliates live via
satellite on Saturdays between 10am-
noon ET from flagship WXYT-AM/De-

troit; (212) 641-2052.
o MIKE GREENE has been appointed
Divisional VP/West Coast for Uni Dis-

tribution. He had most recently been
VP/Purchasing for Blockbuster Music.

o JULIE STEEG and BRIDGET NO-
LAN have become Associate Director/
Artist Management and Director/Artist
Management, respectively, for the Met-
ropolitan Entertainment Group (MEG).
Steeg previously worked in an artist
management capacity for Side One
Entertainment; Nolan was formerly

MEG’s Associate Director/Artist Man-

agement.

o HARVEY MEDNICK has joined Tan-
go Communications, a Baltimore-
based interactive media company, as
Marketing Manager/Western Region.
A veteran broadcaster, Mednick’s
background includes stints as VP of
RKO Radio and as R&R'’s image &
Marketing Editor.

o EAGLE MARKETING has agreed
to an exclusive partnership agree-
ment with Marketing Communica-
tions Inc. (MCI) that enables Eagle
to represent MCl's Today’s Country,
ACCESS, and other industry publica-
tions; (800) 548-5858.

o JOINT COMMUNICATIONS has
moved its main offices. The new ad-
dress is Nine Old Kings Highway

" South, Suite 301, Darien, CT 06820-

4518. Phone (203) 656-4680; fax
(203) 656-4685.

Alternative: Chris Muckley rises
from Music Coordinator to MD at
XTRA-FM/San Diego At
KDGE/Omaha, Pat & Scott rise
from parttimers to nights as Doug
Brown exits.

Children’s: Claudia Sangster is
the new Traffic Manager at Bonnev-
ille’s KIDR-AM & ’70s Oldies
KHTC-FM/Phoenix. Doug Cannon
also joins as Producer/Production

Birmiis

WHOT/Youngstown APD/
MD/afternoons Johnny Hartwell,
wife Vanessa, son lan Patrick,
October 6.

WJET-FM/Erie, PA PD Neal
Sharpe, wife Lorraine, daughter
Lindsay Marie, September 30.

KYCY/San Francisco mom-
ing show producer Danny Bring-
er, wife Denise, daughterAlexan
dria Margaret, September 22

EMI Records VP/A&R Pete
Ganbarg, wife Tracy, daughter
Peri Naomi, September 16

CONDOLENCES

KKAR/OmahaND Gene Tay-
lor, 68, October 3

Former WABC/NY air talent
Charlie Greer, 73, September 30

waeasada ok N ra diohister-—6 e —

Coordinator of Arizona Cardinals
football broadcasts. Both previous-
ly worked at crosstown KTAR-AM
... Gospel/Urban Oldies WBLX-
AM/Mobile flips to Children’s
Broadcasting Corp.’s *“Radio
AAHS” syndicated format.

CHR: KYLD/San Francisco ap-
points Jazzy Jim AMD ... Longtime
WNCI/Columbus morning show
producer/on-air sidekick Merlin
Branham exits to pursue other op-
portunities ... WPRO-FM/Provi-
dence nighttimer Brian B. Wilde
exits to take a TV weather job ...
WZEE/Madison, W1 Production
Dir. middays Catfish Cooper seg-
ues to middays at WEZB/New Or-
leans ... Former WXXL/Orlando
MD Larry D rejoins the station as
an AE ... WPXY/Rochester parttim-
er Norm On The Barstool is pro-
moted to late-nights ... WSBG/
Wilkes Barre-Stroudsburg, PA after-
noon driver Troy N. Thomas exits
... KQMQ/Honolulu receptionist
Sherry Clifton moves to nights and
weekends; and Traffic Director Sher-
ry Peterson is named Promotion Di-
rector ... WWST/Knoxville adds Andi
Jackson for middays ... WZST/Chat-
tanooga MD Mike Gibson adds APD
duties ... WKMX/Dothan.AL midday-
er John Houston and afternoon driv-
er Stevie Lang flip shifts ... KWBR/
San Luis Obispo, CA nighttimer
Freddy B. takes nights at crosstown
KSLY ... KQIZ/Amarillo, TX hires
local TV weatherman Jim Van Sleet

Continued on Page 26

‘Real Coverage’
Maps Now Available

Chip Morgan Broadcast En-
terprises (CMBE)has unveiled its
‘Real Coverage™ maps for FM ra-
dio stations. The fuil-color maps -
take into account the effects of ter-
Tain, interference, and antenna per-
formance; CMBE predicts cover-
age and measures actual coverage
through the use of high-speed mo-
hile dats scouisition equipment.

For further information, contact

“CMBE at (800) 801-2623; fax

(800)700-4196.

NATIONAL
RADIO
FORMATS

ABC RADIO NETWORKS
Robert Hall » (214) 991-9200

MR-35 — Cary Pall
ERIC HAMILTON BAND Brooke Shields’ Mouth

ALTERNATIVE PROGRAMMING
Steve Knoll « (800) 231-2818
Mainstream AC

ALANIS MORISSETTE You Learn
NO MERCY Where Do You Go?

Urban Contemporary

JOHNNY GILL Let's Get The Mood Right
ALFONSO HUNTER Just The Way (Playas Play)
LUTHER VANDROSS Your Secret Love

BROADCAST PROGRAMMING
Walter Powers ¢ (800) 426-9082

Digital AC — J.J. Cook
TON! BRAXTON Un-break My Heart

Digital Hot AC — J.J. Cook
HOOTIE & THE BLOWFISH | Go Blind
ALANIS MORISSETTE Head Over Feet

Digital CHR — J.J. Cook
AMBER This Is Your Night

HOOTIE & THE BLOWFISH | Go Blind
TONY RICH PROJECT Leavin’

Digital CHR — J.J. Cook
EN VOGUE Don't Let Go ...
TONY RICH PROJECT Leavin'

Digital Soft AC — Mike Bettelli
A. NEVILLE 1/R. ROBERTSON Crazy Love

Digital AC Mix — Mike Bettelli
TONI BRAXTON Un-break My Heart

Modern Rock — Leslie Cohan
PEARL JAM Smile
R.E.M. Bittersweet Me

s T s

JONES SATELLITE NETWORKS
Phil Barry * (303) 784-8700

Aduit Hit Radio — J.J. McKay
DISHWALLA Counting Blue Cars
WONDERS That Thing You Do

Rock Alternative — Bryan Schock
CRASH TEST DUMMIES He Likes To Feel It
MARSHALL CRENSHAW Starless Summer Sky
PHISH Free

R.E.M. Bittersweet Me

Soft Hits — Rick Brady
MICHAEL BOLTON Love Is The Power

Bob McNeill » (805) 294-9000

Bright AC — Bill Michaels
JOURNEY When You Love A Woman
ALANIS MORISSETTE Head Over Feet

Adult Rock & Roll
VAN HALEN Me, Wise, Magic
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Mark Kassof & Co. delivers
the most powerful, advanced
research in radio

TO GIVE YOUR STATION A COMPETITIVE EDGE.

You know all the standard questions... Which station plays
the most music? Which one plays the best music? Which
station is your favorite? Every research company uses
questions like these. We do, too.
—

WBBB +

PAST

But at Mark Kassof & Co.,
that’s only the beginning...

MARK KASSOF & CO.
GOES BEYOND THE
BASICS...

We specialize in the application
of powerful, advanced MULTI-
VARIATE ANALYSIS tools to

WAAA +

WDDD + \

TARGET SEGMENT (@)

LIVELY

|

| LAIDBACK
WEFF +

|

WCCC +

TODAY

Mark Kassof’s research and radio expertise means we give
your station much more than statistics...

v’ It means we deliver our
findings and analysis in
a clear, graphic, easy-
to-understand way.

"X __ CLASSIC CORE
ROCKERS e

Lovn | INFO-MANIACS

LIVELIES I.'

v’ It means we work
with you to turn
research into a
decisive “plan of action”
customized to your
station and focused on

HOT COUNTRY
JUNKIES

UNINVOLVEDS

“Cluster Analysis
pinpoints meaningful
targets for your station”

real-world radio situations like “Multi-Dimensional
yours. Multi-Variate Analysis Scalz'n.g. is a power {ill
looks at the pattern of listeners’ positioning tool
responses to many questions — not any one or two — to
provide a clearer picture of your station, competitors,
listeners. The result? Focused, actionable strategies that

WIN in today’s competitive, fragmented radio markets.

POWERFUL RESEARCH + PERSONAL SERVICE
= SUCCESS STRATEGIES

Statistics alone (no matter how advanced) never helped
any station. Success requires the application of research
into easy-to-understand, actionable
strategies. Mark Kassof is uniquely
qualified to apply powerful Multi-
Variate Analysis tools to radio.

He has solid research credentials —
an M.B.A. in Marketing and years of
experience applying it. And he has
more — over ten years at stations as a
programmer, researcher and air talent.
Radio isn’t an “academic exercise” to
him...he’s been there.

your market situation.

v/ It means we are “on your team” exclusively in your
market for a full year...to answer questions and
provide additional input based on the research.

Most importantly, this combination of powerful research
and personal service

i

WORKS for our clients’ |

3
o P
success! In fact, Mark %, A
. [ m =
Kassof & Co. has applied w, & § .
advanced research and u \ | ,/ /‘d) s
_ e
has helped develop | \m bensy_r*
winning strategies for St 7\ "
. / GET SEGMENT
some of the biggest | o™ / Q o
3 0 £
successes in North N SN 0N
. . | & § %y,
American radio. o § R
F e %
B B Y
Get the competitive edge 3

of Mark Kassof & Co.’s

powerful, advanced “Multiple Discriminant

. Mapping determines your
research. Call us at: station’s optimum
313-662-5700 Stationality”

AN RN IR RN RN NN RN N ANER RRNAN

SUCCESS STRATEGIES FOR RADIO

— \wanwnw americanradiohistory com
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Blair
Continued from Page 16

The much bigger issue is the one
painted by Chairman Reed Hundt
at the Broadcasting Cable Interface
Conterence. He talked about the
bureau further streamlining its pro-
cedures and creating electronic fil-
ing and database systems. When
these systems are implemented.
they're going to permit a broad-
caster to input application data
himself and then a computer will
almost immediately check it for
accuracy. These systems are sure
to save the broadcaster and gov-
ernment time and money.

It’s very exciting to be involved
in radio; it’s truly a historic time for
better or worse. At no other time has
this division seen this much activi-
ty. It’s fun. I really do work with a
terrific group of very dedicated folks
who do what they need to do.

Indecency

Continued from Page 6

decency guidelines. What they
should expect, however, is contin-
ued unpredictable behavior from the
Commission.

“The FCC has hinted it is revisit-
ing indecency cases. There doesn’t
have to be anything setting [the
WVIC] case apart from the rest, it
could just have been their lucky
number,” Comn-Revere said.

Broadcasters have long com-
plained about the lack of clear inde-
cency standards. Corn-Revere point-
ed out that cases where the Com-
mission has ruled a broadcast not to
be indecent after it received com-
plaints are not made easily accessi-
ble to the public.

“The Commission has dealt with
the difficulties by ignoring those nor-
mal rules of legal analysis. [With arule
like this] you would expect some de-
gree of clarity and consistency.” Com-
Revere said. “But this is a vague stan-
dard and there is no clear case law stan-
dard from the FCC. particularly where
the stations were not fined. It's largely
a body of secret law.”

* September 19 (through De-
cember 11) — Fall Arbitron

* October 9-12 — NAB Radio
Show. Los Angeles Convention
Center; (202) 429-5420.

¢ October 9-12 — RTNDA 51st
International Conference & Exhibi-
tion. LosAngeles Convention Cen-
ter; (202) 659-6510.

* October 12 — NAB Marconi
Radio Awards Dinner & Show.
Westin Bonaventure, Los Ange-
les; (202) 429-5350.

¢ October 23-26 — RAP
SHEETs Working Towards A Uni-
fied Hip Hop Nation IIi. Site TBA,
Los Angeles; (213) 634-3528.

¢ October 27 — '96 Radio Hall
of Fame Induction Ceremony &
Dinner. Radio Hall of Fame, Chica-
go; (800) 860-9559.

¢ October 28-November 8 —
Museum Of Television & Radio's
Second Annual Radio Festival.
New York; (212) 621-6735.

¢ October 30 — John Bayliss
Foundation Roast. Waldorf Hotel,
New York; (408) 624-1536.

¢ October 30-November 2 —
Philadelphia Music Conference.
Doubletree Hotel; (215) 426-4109.

* November 2-5 — RAB Board
Meeting. Ritz-Carlton, Dearborn,
MI; (214) 753-6750.

i

1997

¢ January 2 (through March 26)
— Winter '97 Arbitron.

¢ February 3 — Deadline for
NAB Crystal Radio Award Entries;
(202) 775-3510.

¢ February 6-9 — RAB '97 Mktg.
Leadership Conference & Exec.
Symposium. Marriott Marquis, At-
lanta; (800) 722-7355.

* February 26 — '97 Grammy
Awards. Madison Square Garden,
New York; (310) 392-3777.

¢ February 27-March 2 — R&R
Talk Radio Seminar '97. Grand
Hyatt Hotel, Washington, DC; (202)
783-3822.

» March 5-8 — 28th Country Ra-
dio Seminar. Opryland Hotel, Nash-
ville; (615) 327-4487.

e March 8-11 — 39th Annual
NARM Convention. Orlando World
Center; (609) 596-2221.

e March 12-16 — South By
Southwest Conference. Austin
Convention Center; (512) 467-
7979.

e March 27 (through June 18)
— Spring Arbitron.

* April 4-7 — Broadcast Educa-
tion Assn. 42nd Annual Convention
“Reinventing Electronic Media:
Multimedia in the New Millennium.”
Las Vegas Convention Center;
(202) 429-5354.

e April 5-10 — NAB ’97. Las
Vegas Convention Center; (202)
775-4970.

* April 5-10 — NAB Multimedia
World. Las Vegas Convention Cen-
ter; (202) 775-4970.

* April 23 — Academy of Coun-
try Music Awards. Universal Amphi-
theatre, Los Angeles; (213) 462-
3253.

* April 30 — Radio Only Man-
agement Conference. Phoenician
Hotel, Scottsdale, AZ; (609) 424-
6800.

e May 21-24 — 37th Annual
Broadcast Cabie Financial Mgmt.
Convention. Hyatt Regency, San
Francisco; (708) 296-0200.

¢ June 4-7 — PROMAX Con-
vention. Chicago Navy Pier; (310}
788-7600.

BUSINESS BRIEFS

Continued from Page 6

SFX Amends Deal With Multi-Market

FX Broadcasting has amended its merger deal with Multi-Market
Radio. The amendment will guarantee a minimum consideration to
MMR shareholiders of $12.50 per share, provided that SFX class A com-
mon stock trades between $44 and $32 during the valuation period.
The amendment is part of a settlement reached Tuesday (10/8) of an
MMR shareholder lawsuit. SFX and MMR also said they sent a joint proxy
statement to shareholders for its November 22 meeting.
MMR, meanwhile, has begun offering one share of its class A common
stock for five class B warrants. It also said it would redeem all of its out-
standing class A warrants not exercised by November 7 for $.01.

Compiled from reports by the Associated Press, Dow Jones News Ser-
vice, Reuters, United Press International and R&R staff writers.

Changes

Continued from Page 24

to co-host mornings with PD Ted

Kelly. Swinger Chico Banana is
promoted to overnights,

Country: Andy Meyer is the new
Production Dir./afternoons at
WKIX/Raleigh. Cactus Jack is
new to nights, while Jake Stevens
segues from evenings to over-
nights ... WSSL/Greenville-Spar-
tanburg afternoon driver Kerry
Owen is now APD/middays. B.J.
McCoy joins for middays from
WWGR/Ft. Myers ... Mike Cart-
er joins WGRL/Indianapolis as a
parttimer. using the name C.J.
Bruin.

Rock: Opie Taylor is the new MD/
evenings at KXFX/Santa Rosa. CA.
He will accept music calls from 2-

| 4pm PT Monday and Thursday.

Former MD Heather Black remains
morning co-host, while Dr. McCoy
joins for nights.

National Radio: Richard Ander-
son is the new Dir/Engineering at
Prime Sports Radio.

Records: Sig Sigworth is now Dir./
Product Management at Virgin
Records ... Andrea Kinloch rises
from Sr. Product Manager to Dir./
Product Management for Rhino
Records.

Industry: Bruno Claude joins
Communications Equity Associates
as Sr. VP/Merchant Banking.

Bogguss Gets Bel

Y
A

mugs with ABC Radio’s Country
Coast-to-Coast format Operations
Manager Mark Edwards following
a recent interview at the compa-
ny’s new Dallas facility.

Bored Certified Comic Surgeon

FACELIFT BY L.A.’s DR. WAI HI CHIN

) GET A LIFT N
O —

° ? THE AFTERNOON!
WELCOMING NEW AFFILIATES:

WERE / CLEVELAND, OH
WHEW /NASHVILLE, TN

WEEKDAYS 3-6 PM EST ij
SATCOM C5 TRANS. 23  SEDAT CH. 14
WEEKEND VERSION AVAILABLE TOO!

KHTL /ALBUQUERQUE, NM

WVNS / NORFOLK, VA
WROW / ALBANY, NY

BBC

BROADRANC SUASGAIS MG CORPCRATION

wiiir=adaraesearraciohtetaorv-econT

E-MAIL: burbank@iglou.com / Visit our web page at: brugold.com
BARTER

THEGARYBURBANKSHOWW!

Presented by the Broadbank Burbcasting Corp. / Call Rick Consolo for details (800) 852-7007
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“Mary is one of those personalities made for
radio...sincere, credible, and entertaining.”

Cliff Albert
Program Director, KSDO

“...It's the best programming decision I've

made...”

John Malone
Program Director, WTAZ

“Mary Matalin...she’s smart, interesting and,

yes, even has some fun!”

Tim Russert
Moderator
NBC News Meet the Press

“Fantastic show! She is the smartest woman,
and highly objective! | am now a listener,
whereas before | rarely turned on the radio...”

L. Seaguli@aol.com
via internet

“Mary Matalin’s political instincts, cutting edge
commentary, spirited wit and authenticity
delivers a breath of fresh air to the airwaves.”

Representative Susan Molinari
(R-New York)

“Please listen to my wife...so | don’t have to!”

James Carville

t he
@CBS MARY LW ViR WaY R
RADIO s h o w

NETWORK
Delivered live Monday—Friday 3 P.M.—6P.M. Eastern time from Washington, D.C., and available from the
CBS Talk Radio Network. Call Ron Nahoum, Affiliate Relations, at (212) 975-1757 for program information.

—_ uynmny americanradiohictory com N S
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‘The Most Powerful Goncept In Marketing’

Cotinued from Page 1

a fortune! As a matter of fact,
Howard is worth $65 million in
Starbucks stock. And it was a
very simple idea to just focus on
coffee.

DE: One reason many radio
stations find themselves lacking
focus is because they are trying
to cover many different bases in
an increasingly competitive mar-
ketplace. Explain how ‘“‘the law
of sacrifice”” can help focus your
product and therefore actually
increase the size of your audience
(applying the Starbucks example
to radio).

AR: The “law of sacrifice” sug-
gests you have to give up some-
thing in order to be successful. In
terms of a radio station, you give
up types of music or types of lis-
teners in order to focus on older
people, younger people, rich peo-
ple, or whatever. But invariably, to
be successful today, you have to
give something up; you have to
“sacrifice.”

DE: Does this mean a radio

station has to limit itself to one
type of music exclusively?

AR: Basically, you should have
a focus. Is that one type of mu-
sic? Maybe not. In other words,
maybe there’s a category of listen-
er, maybe there’s a type of person,
maybe there’s a way of looking at
this thing that does not necessari-
ly mean exactly one type of mu-
sic. You can, for example, be too
narrowly focused. If you played
nothing but one performer — day
in, day out — you might turn off
the audience. There’s a balance
between variety and focus. And I
think you must have a little of
both.

It’s a tricky issue, but I feel —
after listening to radio stations for
years — they tend to go in the
wrong direction. They tend to be
into too many different types of
music, and that undermines their
position in the mind.

DE: A friend’s auditorium
test results showed their audi-
ence liked several types of mu-
sic from many different eras —
far beyond what the station was
currently programming. The

initial instinct was to make the
station sound more like the re-
search ranker and start playing
everything. What are your
thoughts?

AR: The minute you start to
look to broaden the base of your
audience is the time you start to
go downhill. You reach out to the
new listener, and you lose the core
listener. The other principal there
is the bigger the market, the nar-
rower the focus. For example,
L.A. is a big market; every sta-
tionin L.A_, to be successful, has
to have a narrow focus. If you
move to Boise, ID, you can have
a much wider focus because the
market is smaller; there are few-
er competitors.

What works in L.A. might
work in New York — and that’s
about it. The size of the market
determines how broad a focus you
can afford. In a big market, you
must have a very narrow focus.
Take New York: The station with
the largest audience has about 6%
of the audience. A small market
has stations with 25% of the au-
dience. Do you think you could

or...used as a coaster.

history.

Your worst nightmare. Despite all your
best efforts, your new release doesn’t reach
all the stations on your list. Perhaps it was
mislabeled, delivered incorrectly, lost,

Whatever. Those problems are now
Digital Generation Systems, the nation’s
leading online radio commercial distribution

network, is also your fastest, easiest
and most dependable way to distribute

McEntire. Both stars recently released

s notahitif
it doesn’tf_ggt air play.

-y

new singles using DG Systems digital com-
munications network. In each case, every
station on the list was able to debut the
new release. ..at precisely the same time,

nationwide!

taneous.

new music Site at http://www.dgsystems.com.
Just ask Garth Brooks and Reba 1&":‘.5@ 2?;2':’“0"

5¥®

Thanks to DG Systems technology, and
accountability, you can forget about shipping
errors, late deliveries, or misplaced CDs.
Music release and delivery to as many
stations as you like, is fast, easy and simul-

For more information, call DG Systems
at (800) 335-4DGS, or visit our Web

Systems, Inc.

©1996 Digital Generation Systems, Inc.

PP TEPPINCCO P OT=0= I ST P -w- Ve

T

The power in marketing is always being first.
So if you've lost your way, if you're lagging
behind, why don’t you try to look to the future?
If you could jump on the next trend in music,
you could be ahead of the station you're
competing with.

program a music station in New
York to appeal to 25% of the peo-
ple? You can, but the ratings
won'’t be there.

DE: Today, a big challenge in
radio is constant change. By the
time you analyze the research,
pick a direction, and make all
your changes, another station
signs on, totally changing the
composition of the marketplace.
Yet many managers choose to ig-
nore these market realities and
forge ahead as though nothing
happened. Chapter Seven of
your book addresses the need to
“refocus.” Can you apply this
concept to radio?

AR: That’s the other consider-
ation: It’s not just what vou do, it’s
what the competition does. So you
have to be very competition-ori-
ented. That’s the notion of “the
ladder of the mind” and knowing
what rung you occupy on the lad-
der. In radio, it’s not just “How do
we program our station?”’; it’s also
“What is everybody else doing?
Where’s the hole in the market-
place?’ I'd rather have a smaller
slice where I could be the only one
in the format than try to appeal to
a larger slice of the market where
there might be two or three stations
trying to do the same thing.

DE: With all of this constant
change within the marketplace,
what is your advice to a once-
highly rated, heritage radio sta-
tion that suddenly finds itself No.
10 in the market? How do you
fight your way back to the top?

AR: That’s a very difficult ques-
tion. Once you lose your leader-
ship, what’s going to make listen-
ers come back? I think your best
strategy there is to try to look to
the future. The power in market-
ing is always being first. So if
you’ve lost your way, if you're
lagging behind, why don’t you try
to look to the future? If you could
jump on the next trend in music,
you could be ahead of the station
you’re competing with.

You can’t really do a better job
of playing the same kind of music
the competition is playing because
what reason would people have to
switch? But as music trends
change, if you can find a way to
get one step ahead of the other sta-
tion, do it!

DE: Something I hear a lot
from these stations that sudden-
ly find their market share erod-
ing is “heritage”: “We’re a ‘her-
itage’ radio station! We’ve al-
ways done this; we’ve always
been this kind of a station.”
When a nightclub opens, it’s new

and hot. But when it dies out, all
the owner does is change the
name and the club gets a whole
new wave of success. Radio
seems to just want to hold on to
tradition. So what you’re saying
is, if you’ve lost market position,
maybe you should consider
blowing it up and launching
something new?

AR: You’ve summed it up. In
radio you have to stay the same,
and then you have to change. What
you shouldn’t do is make these
constant little changes which will
destroy your position. People for-
get what the hell you are if you
keep changing every day.

DE: In “The 22 Immutable
Laws Of Marketing,” you speak
about the ‘“law of singularity”
which says only one move will
produce substantial results. In
terms of a new start-up or “re-
focusing” effort, let’s say you hit
with a massive TV campaign,
spend millions on promotion,
you’ve got your music down,
and you only budge up an inch
or two — or maybe even go
backwards. How long do you
stay the course?

AR: You will find out very soon
whether a direction, campaign,
program, or promotion is going to
work — a lot of times in the first
couple of weeks. But here’s the
funny thing: Most people are op-
timists. It doesn’t work, they have
no feedback, nothing is happening,
but they say, “Hey, it’s early, it’s
only been a couple of weeks.” But
months go by, and nothing ever
happens. And yet they’re not will-
ing to admit the campaign is not
working.

It’s like a military campaign: If
you don’t make progress the first
day or so, back off the attack —
it’s not going to work. And I think
if you don’t see early results (I
would focus on the words “early
results”), your program probably
is not going to work. You should
be thinking about discontinuing it,
changing it, or switching to some-
thing else.

Next Week: Al Ries “focuses” on the
pros and cons of market research.

Dave Elliott is President of The
Innovation Network, a research
and programming consulting firm
that specializes in format position-
ing. To hear an unabridged ver-
sion of this interview or for a print-
ed copy (while supplies last), call
Elliott at (310) 457-2288; he can
also be reached by e-mail at
innonet@aol.com.
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A Great Program Director

A Great Program Director understands that radio is a ratings driven business and delivers winning numbers to the sales
department. A Great Program Director is an advocate for target listeners, a champion for P-1 listener wants and needs.

A Great Program Director puts research to work to stay in touch with his/her target. A Great Program Director understands
the incredible powers of imagination, knowledge, creativity, attitude and focus. “The play’s the thing” so said Shakespeare,
and A Great Program Director knows that great radio is great theater. A Great Program Director is a leader, a coach, a
director, a business person. A Great Program Director values “people skills” and is devoted to being a good and fair person
with a reputation for creating a stimulating, positive and challenging environment for creative individuals. A Great Program
Director knows building a great radio station is a marathon with no finish line; the price of success is always more
competition. A Great Program Director is decisive, a strategic thinker, an excellent listener, a person who “hears” ideal radio
playing in his/her head and strives to put that station on the air every set, every quarter-hour, every day. A Great Program
Director is a competent fiduciary and accepts responsibility for diligent planning and prudent allocation and care of the
company’s most precious resources — talent, time, and cash. A Great Program Director demands, and works to sustain, a
“no surprises” environment, keeping the GM and GSM aware of what’s happening — on the air, in the programming
department and in the market. A Great Program Director understands that every programmer has the same sixty minutes
to “program” each hour and uses every minute to full advantage in the battle for listener’s time, mind, loyalty and recall.
A Great Program Director keeps his/her station fresh, compelling, entertaining, informative, topical, local, relatable,
memorable and “on strategy” every hour of every day. A Great Program Director knows where his/her time goes. A Great
Program Director is focused on taking positive, pro-active action to change the reality in which they live and work. A
Great Program Director puts integrity first and always under-promises and over-delivers, especially when the GM, clients,
and listeners are involved. A Great Program Director knows he/she can never execute a plan alone and must inspire,
motivate, direct, and lead a team to consistently win. A Great Program Director realizes that the studio is a stage and not
an office. The single most important activity in the entire radio station (where every hope, wish, plan, promise, strategy and
tactic come into sharp focus) happens in a room where performers talk to themselves and push buttons. A Great Program
Director focuses his/her efforts on results rather than on his/her work. A Great Program Director builds on strengths —
his/her own strengths, the strengths of his/her superiors, colleagues, and subordinates. A Great Program Director
“under-programs” his/her radio station always knowing what he/she keeps off the air is often of more strategic value

than what is put on. A Great Program Director constantly stays in touch with cutting-edge developments and concepts

in his/her format and has developed a network of gifted minds; a speed dial of world-class thinkers. A Great Program
Director ensures that the most effective, best written, best produced, most engaging and entertaining creative on his/her
air is the latest station promo involving a client. A Great Program Director protects the license because without it there is
no radio station. A Great Program Director is always giving listeners reasons to listen longer and to listen again. A Great
Program Director knows there is never an excuse for bad manners and understands the most effective way to deal with
vendors, record people, and others who are paid to get their attention is to let them do their jobs (always aware that
some day these folks may be of value to the radio station). A Great Program Director realizes that jingles, promotions,
contesting, promos, and station advertising are first, tools to get and keep the staff excited and enthusiastic; and secondly,
tools to accomplish the station’s audience goals. A Great Program Director welcomes objective, outside opinions and
counsel because he/she is always open to new ideas. A Great Program Director never underestimates the competition. A
Great Program Director genuinely enjoys what he/she is doing, has fun doing it, and customarily wins as a result. A Great
Program Director is enthusiastic about sharing what he/she knows and is committed to a lifetime of learning, reading,
observing, and growing. A Great Program Director possesses boundless curiosity and an almost childlike, contagious
exuberance: he/she dares to be naive. A Great Program Director stays impassioned about creating, reinventing, and staging

great radio every day.

The Radio
Consultants

LEVERAGING KNOWLEDGE & IMAGINATION TO CREATE ADVANTAGE
© The Radio Consutltants, Inc. 7101 York Avenue South, Suite 220 ® Edina, MN 55435 e (800) 940-3345

____uynany amaricanradinhictans cam
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Defining The Intelligent PD

here are a number of PDs in America today who stand out

as being more intelligent.

They’re constantly trying to in-

vent a better mousetrap and presenting an intelligence that is a
mix of the abstract and real life. It is so refreshing to come

across one of these PDs.

As a consultant, | certainly enjoy
having PDs follow my direction and
suggestions. But there’s a certain joy
deep in my heart when I come across
a PD who knows how to follow a
strategy, take direction and sugges-
tions from us and the research com-
pany. and add those things that are
special and memorable to equal good
programming. These people also di-
rect their staff in a fashion that makes
the station seem to jump out of the
speaker. The format doesn’t matter.
Programming a station intelligently
is what matters.

Pegsonality consultant Dan O’Day
presents a seminar in which he talks
about the “dangerous personality.”
O’Day relates that personality to a
“dangerous actor” like Jack Nichol-
son: “When Jack is on camera, ev-

eryone watches him. A barroom
brawl could break out in the corner,
and even if Jack Nicholson was sit-

ting in a chair sleeping across the
room, eyes would be focused on
Jack.” The intelligent PDs create the
same type of attraction to their sta-
tions. Listeners should be afraid to
turn the station off for what they will
miss.

Different Is Good

While programming in Wheeling,
WYV in the early "70s, 1 created a cat-
egory of “‘summer songs” that played
in a heavy rotation when it was sun-
ny and bright outside, “rain songs”
that came up only on rainy days. and
a weekend category that created a
“feel good™ attitude. matching the
listeners™ weekend lifestyle. At
WAKY/Louisville, we created a su-
per power category: The biggest-test-
ing gold songs rotated in power cur-
rent categories as if they were cur-
rents. We would run with two pow-
er golds in the “A Current’ category

By Mike McVay

and three power golds in the *B Cur-
rent” category. Every six weeks, the
songs were changed to freshen them
and offer up five new powerful tunes.

KTNQ (Ten-Q)/Los Angeles was
the site of one of the first long, ex-
tended music sweep clocks in Top 40
radio. We stopped the music once an
hour (at :20) and played all eight com-
mercials. Most of our competitors
stopped at :20, :40, and :50; we just
kept rolling music. We wanted to be
different. Many competitors would
have looked for the last quarter-hour
to air all commercials. but in those
days, it was unheard of to present just
one stopset. We scheduled the com-
mercials at :20 — and that meant we
were rolling music through our com-
petitors’ next two stopsets.

In the early "80s. WMJI/Cleve-
land was one of the first Oldies-based
AC FM stations. We took acomplete-
ly different tack: We played eight
units an hour, stopping four times an
hour for sets of two units each. We
presented commercials as if they
were adjacencies to music. Every
commercial had music on either side
of it. Listeners sailed through our
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Maestro is the hrart and the brain of the digitally inte-—
grated radio statiin. All operanom, from commer- _
cials...to music...to announcer_ text..to up-to-the- b
minute scheduling information, are at your fingertips. =~ |
Maestro brings all your digital operations together_
in—tor)né easy-to-use command center and is your _

key to accessing CD quallty audio directly from

Anu when you choose Maestrp, or any p;-')duct from—
Computer Concepts, you're buying from a company —

=with industry lizading technology and worldwide radio
experience. Computer Concepts has been developing
software applications and manufacturing computer-
based products for radio since 1974. Our comprehen-
sive understanding of radio broadcasting, plus excep-
tional customer service, set Computer Concepts apart
fromother supfliers.

Discover how Maestro from Computer Concepts can
bring excellence and widen the creative range ot
your station. Call us today for complete information,

1-800-255-6350.
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stopsets; there was no reason to tune
out because they knew we’d be back
to music within two minutes.

When everyone in the market was
playing jingles, I created production
value without jingles. In a time when
few jingles were used on radio, I not
only aired jingles, but ran them fre-
quently. A woman in middays —
when your competitors were afraid
to allow female hosts in the daytime
— made your station stand out. But
the stereotypical ways of old are long
gone in the politically correct "90s.
There's nothing wrong with two fe-
male personalities back-to-back.
Men have followed each other on-
air for years.

Creativity Crushed?

Today. I seldom run into a PD cre-
ative enough to play Dan Fogel-
berg’s “Another Old Lang Syne”
between Christmas and New Year’s
or intelligent enough to use a “‘sum-
mer song” category over the summer
months. Individuals who kick off the
weekend on Friday at 5pm with spe-
cial music shows are missing from
the PD ranks. Some individuals will
use theme songs to start their morn-
ing shows and special jingles or pro-
duction elements inside their night-
time programming. There are other
ways to be creative.

There are still creative people. But
all too often, they allow the day’s
tasks to take away the opportunity to
sit and ponder their belly button or
gaze out a window, coming up with
new and creative ideas or finding
twists on how to do the same old
thing.

I recently attended a dinner meet-
ing where the owner, GM, PD, and I
were chatting about the station. The
GM noted that an artist's name was
misspelled on a station billboard. In-
stead of grumbling about the mistake.
the owner was quick to suggest a con-
test encouraging listeners to figure
out which name was wrong. Anoth-
er PD, whose radio station is at 96
on the dial, gave away $96 every 96
minutes on September 6, 1996 (9/6/
96) and declared on-air that it was
the station’s birthday.

Get Real!

Radio people sometimes think the
audience pays more attention to the
station than they really do. Program-
mers become disgruntled because an
on-air personality says “and, uh” or
the “Love Songs” host chats with an
individual as if they are an old friend
rather than an anonymous first-time
caller. These are things that happen
in real life — and are much more
believable and credible in the aver-
age listener’s world than in our
make-believe radio world. “Real
world-speak™ means more to listen-
ers than disc jockey talk. Get over
being nitpicky. and focus on the big
picture. Get the basics right first ...

b eaipaeiaeey ' 3 i0hiStOrr-conT ———m—m—m———— T

then you’ll have time to be creative.

PDs need to encourage their on-air
people to be creative and should re-
ward them for doing things right. One
of our McVay Media clients has an
envelope with a large question mark
on it hanging on a bulletin board in
the studio at all times. Inside the en-
velope is a gift certificate, cash, tick-
ets. or a letter awarding a prize to the
individual who earns the right to open
the envelope. When this PD calls on
the hotline. the airstaff jumps to an-
swer it — because it could be the PD
complimenting them on something
they’ve done and awarding them the
envelope. The intelligent PD under-
stands how to create a positive atmo-
sphere inside a station.

Some PDs are truly impressive.
One client had Jann Arden come to
the station to do an acoustic perfor-
mance of “Insensitive” on the air. The
PD recorded it. and it wasn't long af-
ter the song was first played on the
air that he received a phone call from
a fan who was having trouble find-
ing the CD. The PD told her he’d
gladly send her a copy of the CD and
encouraged her to keep listening so
she could hear the live version. This
is where the PD started to show his
intelligence. Rather than simply
sending a CD (which would have
been great by itself), this PD mailed
her an autographed CD. Arden had
signed several copies during her vis-
it, and he held on to the extras. Is there
any question that the individual who
received the autographed CD will be
a listener for life? How many people
do you think she’ll tell about what
the station did?

Personal Touch

A number of stations utilize the
concept of the listener suggestion
line, inviting listeners to call and of-
fer comments or suggestions. One
client’s PD has an answering ma-
chine in her office. She sometimes
hears the listeners as they're being re-
corded. and it’s not unusual for her
to pick up the phone and chat, prob-
ing the caller for turther details or re-
sponding to a question or acomment.
She always thanks the listeners and
displays an acute awareness of their
importance in building greater rat-
ings.

When a listener tunes up and down
the dial and hears similar-sounding
songs on station after station. the one
that jumps out becomes memorable.
Memorable radio stations are the
ones individuals write into ratings di-
aries. Intelligent PDs are the ones
who win long-term.

Mike McVay is President of
McVay Media, a full-service con-
sultancy serving AC, Oldies,
Country, and CHR radio stations.
He can be reached at (216) 892-
1910.
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Winni
Market Modeling, the first real advance in
perceptual research in 20 years gives

you the advantage you need in today’s
competitive markets.

~ Just Got

Market Modeling prevndes the ftrst fully | __
mtegrated picture of your radio station,
- your competitors and unexplonted e
| opportunltles It mtegrates Arb{tren results
- perceptual research, and music testmg mto |

a single actionable picture of the market.

Easier.

If you want to find out how research
can help you grow and learn more about
Harker Research, call Richard Harker or

Glenda Shrader-Bos.

Harker
‘Research

R Phone: 919.954.8300
e ¢ i Fa‘x'.' 919.954.8844

More Than Research— Answers.

__________unana amaricanradiahictarvy cam _ o
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-’96 RADIO INDUSTRY SALARY SURVEY  [ByWarksi St |

he compensation figures shown on these pages are an average of salaries (plus bonuses and incentives) for calendar year-1995. Some positions may include salaries for
personnel with multiple duties (such as music director and air personality), while many positions encompass several commonly owned stations in a market. Please note

that the salaries for some positions listed under certain formats approach statistically reliable thresholds. Please exercise caution when interpreting this information.

Position 1-15 16-30 31-50 51-75 76-100 101-175 All % Ghg 94/35
General Manager $235,957 $213,439 $150,336 $114,620 $85,240 - $111,720 $165,622 +16
General Sales Manager 151,647 122,954 98,634 72,347 72,639 79,453 106,966 +7
Program Director 120,233 82,296 63,252 49,107 37,579 38,771 ‘72,894 +6
Promotion Director 48,090 35,506 31,897 22,920 24,800 26,036 34,739 -1
News Director 56,188 41,918 39,055 28,311 29,379 24,423 40,007 +5
Research Director 48,192 25,871 17,149 - — —_ 38,381 1
Production Director 45,984 40,651 34,883 28,529 26,034 24,128 38,698 +8
MD/Asst. PD 48,290 37,383 29,826 26,959 24,091 21,935 36,877 -3
Programming Asst. 28,371 23,232 28,262 30,649 — - 26,943 +2
Morning Producer 33,910 26,449 24,872 22,323 22,600 25,193 26,410 -1
Morning Drive Talent 142,040 120,889 101,819 60,244 38,621 37,506 93,872 +17
Midday Talent 60,909 44,972 36,396 29,013 24,648 24,370 39,509 -3
Afternoon Talent 82,761 61,365 43,157 30,711 25,940 23,000 50,811 1
Evening Talent 44,207 31,240 30,116 20,867 22,184 18,859 29,502 #
Late-Night Talent 35,448 23,062 19,137 15,243 14,675 17,113 22,700 -3
News Reporter 38,541 37,451 31,932 23,897 17,072 20,217 32,356 +13
Sports Dir./Anncr. 45,407 42,875 48,198 33,250 — 21,925 43,646 -13
Local Sales Manager 107,994 95,118 78,532 60,782 — 55,231 87,014 0
National Sales Manager 103,300 89,074 59,082 67,010 - 60,468 89,521 +3
News Bus.MRetail/Co-O0p | 72,207 68,924 51,524 39,263 - — 62,722 -6
AE-Highest 126,398 106,684 80,083 68,559 61,019 53,723 90,311 +10
AE-2nd Highest 101,068 86,515 64,066 53,817 43,593 43,010 72,007 +9
AE-Avg./Others 59,368 54,158 42,780 32,002 28,277 31,309 45,486 +9
Promotion Asst. 25,843 19,759 18,319 15,434 - 19,326 21,337 +4
Ml Traffic Director 35,363 28,331 25,444 22,821 22,069 21,264 27,031 0
(3 Continuity Director 27,459 22,692 20,580 22,914 31,333 23,476 24,620 +2
? Chief Engineer 59,733 50,727 43,105 33,619 33,595 34,714 46,802 +1
I Assistant Engineer 37,522 29,478 29,282 25,418 — — 31,020 +6
B Technician 40,183 26,096 24,900 — — — 30,251 +6
: Bus. Mgr./Controller 58,035 48,412 39,850 33,562 31,678 31,950 43,955 +7
PR Asst. Bus. Manager 33,010 27,706 24,853 21,652 21,938 — 28,747 48
R Executive Asst. 32,556 29,070 25,723 21,960 27,356 — 28,868 +4
LB Sales Assistant 25,497 22,019 20,421 18,727 18,560 20,480 21,886 +5
" Receptionist 20,880 17,910 16,685 15,927 16,171 15,294 17,564 +5

Data gathered for R&R by Miller, Kaplan, Arase & Co.

Continued on Page 35

TIME TO FACE THE MUSIC?

To make sure the next book is everything you want,
be sure your music is everything it needs to be.

H o w ? With MusiCLINK, the NEW standard in music test software.

GOING TO THE NAB CONVENTION?

On October 10 & 11 from 9-5,
please join us in Room 873 at the Biltmore.
On October 12, from 10:30-noon,
attend our Information Session in
Room 503 at the L.A. Convention Center.

MusICLINK is a tool designed to increase your market share.
Because unlike other software, MUSICLINK can help you:

¢ Analyze each songs compatibility with audience segments and demos
¢ Better understand and fine tune your music core
¢ Identify the songs that inspire your listeners to keep listening

And MUSICLINK is completely compatible with MusicMaster and Selector so you can make
changes quickly and easily. Call Mike Henderson today for more information. You'll discover
that when you face the music with Paragon Research, you'll like what you see.

RAGON

5<§'

A LY.
R_E S UESASERE Tk

(303) 922-5600

¢ Auditorium Music Tests ® Auditorium Format Analyses ® Perceptual Studies # Tracking Studies ® Focus Groups

wanv-americanradiohietorvy-—cony — e
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Production Directors. Engineers. Even newsroom people swear
by the DSE. Which is probably why these stations with one DSE
soon wind up with two. Or even three. Learning is fast. Editing is
easier. Everybody is more productive. Because not only do your
station’s multiple personalities get up to speed faster, they stay up
there. To see it in action yourself call 1-800-622-0022 for a demo.
The DSE 7000. The New Speed Of Sound.

The Only Digital
diting System Created For
Multiple Personalities.

“My advice: if you're gonna buy one, buy “ As quickly as you can conceptualize “ Radio lives by critical deadlines. With
two. Or you'll never keep the peace .” it, the DSE can do it. Or undo it. ” the DSE, time is on my side.”
John Buffaloe...Chief Engineer Bill Schultz... Production Director Barbara Sherry... Production Director
KSON, San Diego WKTU, New York Peach 94 Nine, Atlanta

“It's the only digital system in radio that “You install it, it runs, the production “It gives our air talent so much creative
lets you edit by ear. What a concept .” department is happy. Next problem.” freedom, they won'’t use anything else.”
Ross Wilson... Production Director Dan Mettler...Chief Engineer Byron Swanson...Chief Engineer
K101, San Francisco WNDE/WFBQ, Indianapolis KKRZ, Portland

orban

H A Harman International Company

For a demo in the U.S. call Harris Allied Broadcast Center: 1-800-622- 0022
Or contact Orban: Phone 1-510+ 351-3500 Fax 1:510- 351- 0500

v amaoricanradiohicstaory com _ -
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l We let Rick Dees use one
and now he won't give it back!

“Nope. No way. Forget it.
This Instant Replay is mine.”

Hey, we understand. After all, Instant Replay
puts 1,000 of his favorite noises right in front of him
— ready for instant playback. No other audio player
makes it so easy to be spontaneous and creative.
It's fast, it's easy and it's fun.
Check it out. One Instant Replay can store
up to 16 hours of stereo sound. That's 16 hours
of sound effects, spots, promos, even entire
songs — anything — and you can play any
of them back instantly just by pressing one of
50 Hot-Keys! There's no need for a computer
and no need for training. It's self-contained
and it works right out of the box — just
. push the buttons and go!

e, raF' i To prove
4 (;;T::;a;sl; -nvsm;e& how Instant
Replay can make
your station better, you can Test Drive
one with no obligation! Call us now for
free overnight delivery of your Test Drive
unit. And like Rick Dees, once you get
your hands on Instant Replay you

won't want to give it back either.

o o g o)
LR AN A2
vt O NE ’
" » a8 y
...

Transfer one cut or one Print hard copy lists of all Store up to 16 hours
thousand between machines stored cuts so you always of CD-quality digital
using the D-NET high-speed know what's where! audio on Instant Replay's

digital audio network. internal hard disk.

o

PROFESSIONAL DIGITAL AUDIO

5321 Sterling Center Drive  Westlake Village, CA 91361
(818) 991-0360 © fax (818) 991-1360 e http.//www.360systems.com

If you're a call-letter station, you can try Instant Replay for 10 days with no obligation. If you decide to buy instant Replay, we’ll make
------ arrangements through one of our authorized dealers. Offer good in the continental US only. Offer expires December 31, 1996.

*Suggested retail prices: $2995 for 4 hours of storage; $3495 for 8 hours of storage and $3996 for 16 hours of storage.

360 Systems Instant Replay is a registered trademark of 360 Systems. ©1996 360 Systems.

PO ——
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-"96 RADIO INDUSTRY SALARY SURVEY

October 11, 1996 R&R ® 35

Continued from Page 32

AC Alternative CHR Country NAC
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
General Manager $195,875 | $117,643 $131,759 | — $234,087 | $110,280 $207,678 | $143,947 | $192,305  $132,531
General Sales Manager | 130,871 | 80,081 82,036 | — 130,516 | 64,788 113,183 | 86,483 119,246 | —
Program Director 100,49 | 60,472 62,522 |  $43,179 97,084 | 53,207 76,438 | 53,184 71,791 | 53,000
Promotion Director 44,136 28,985 39,651 | — 39473 | 22,716 32,089 27,987 36,003 | 25,000

| | |
9l News Director 50,175 # 34,837 55,868 = 39,639 — 36,994 ! 32,051 34,836 =
g Research Director 43,167 | — = — 36,114 | — - —_ = _| —
[l Production Director 44,112 35,966 33,214 | = 37,605 29,166 35,147 | 29,553 0,373 —
J  MDinsst. Po 43,310 — 35,158 L 44,050 23,699 32,897 35,291 48,438 =
'l‘ Programming Asst. 30,022 | - —_ — 24,306 | 21,076 25,169 l — 23,491 -
G Morning Producer 29,214 24,895 24,600 — 26,687 24,725 31,867 | 25,949 — =

| | | | |
Morning Drive Talent 119,333 | 79,575 47,083 | 5,080 121,868 | 52,958 119,757 | 73,269 55,915 50,750
Midday Talent 53,507 | 34,912 30,673 = 26,570 38,001 @ 27,491 36,276 29,324 59,729 24,000
Afternoon Talent 66,391 | 37,881 31,765 | — 59,755 | 30,892 46,190 | 33,727 73,024 | 34,000
Evening Talent 39,344 | 25,805 23,064 = 26,285 33,878 | 20,076 27,202 21,354 39,902 25,333
Late-Night Talent 30,150 | 18,351 22,61 | = 25,385 | 14,871 23,971 16,516 31,203 | —
News Reporter 25,584 — — | — 29,189 — 32,421 18,890 — | =
Sports Dir./Anncr, 33,129 ‘ — = 1 — — - -1 32,401 — .
Local Sales Manager 102,231 | 92,537 89,468 - 102,803 l 51,514 81,521 71,217 73,193 | —_
National Sales Mgr 92,812 — 86,863 — 99,045 46,600 95,709 71,683 — =
New/Retail/Co-Op 68,959 = 75,086 - 68,450 | | 63,569 45,540 = —
AE-Highest 115,858 82,056 74,913 | — 105,108 51,323 105,644 74,105 82,908 £2,769
AE-2nd Highest 89,944 58,172 55,350 | — 86,907 | 38,716 82,799 64,764 62,621 £8,607
AE-Avg./Others 57,180 38,880 36,511 | — 52,502 | 27,085 54,696 36,308 51,426 29,726

| | |

Promotion Asst. 25,883 16,954 19,971 — 25,043 | 13,506 21,051 16,225 24,781 | —
(B Tratfic Director 33,119 25,647 28,000 = 28,747 | 23,207 28,132 22,917 28,829 31,333
: Continuity Director 25,722 | 4 28,794 = 25,038 18,721 23,071 24,703 23399 =
PRl Chiet Engineer 53,577 35,468 44,659 = 52,358 | 36,409 47,09 | 36,737 49,839 =
Bl Assistant Engineer 35,920 = 32,102 = 27,378 | 20,267 20,003 | 26,087 32,491 .
g Technician = = = - 32,833 I| — 23,065 = - =
"B Bus. Mgr./Controller 52,104 36,589 43,013 | = 48,520 | 34,974 40,747 | 35,337 54,043 =
: Asst. Bus. Manager 33,753 21,143 30,253 | = 29,217 — 27,808 @ 21,580 23493 | -
S Executive Asst. 32,656 21,360 28,563 - 20,680 | 23,766 27,156 25,907 31,263 | =
Sales Assistant 24,083 19,920 21,652 = 24,387 | 17,004 22,811 19,906 21,778 | —
Receptionist 20,486 16,527 17,273 = 18,808 | 16,178 16,344 16,441 19,080 | —

Data gathered for R&R by Miller, Kaplan, Arase & Co.

Continued cn Page 36

or JACK KEMP |

Alan Colmes

Vlctorla IBNTEY Left to Right

on your station last week?

Barry Farber

STATIONS

Call Mike Castello
United Stations Talk Radio |
at 212-869-1111, ext.0

wwwweamericanradiohistorv.com
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36 * R&R October 11, 1996 | By Format |
Continued from Page 35
News/Talk Oldies Rock Spanish Urban
Position 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100 1-30 31-100
General Manager $181,523 | $184,361 $175,759 | $135,3%0 | $191,085 | $154,655 | $198,280 | $121,000 | $167,075 |$115,919
General Sales Manager | 135,271 85,253 105,355 91,602 120,443 | 88,5711 | 122,156 — 108,392 80,302
Program Director 77,040 | 63,403 80,061 = 64,665 95,179 74,641 99,750 | 43,667 91,103 46,347
Promotion Director 40,3711 | 25,302 39,661 28,464 20,339 | 29,694 26,702 — 37,123 | 31,899
] .
(4l News Director 55,325 35,336 38,281 | 26,322 53,999 | 49,612 33,656 — 36,162 29,546
E Research Director 44,575 - 45,258 | — 42,755 j‘ — = | — — —
Hll Production Director 45,014 | 34,957 31,043 34,201 46,361 | 32,485 38,840 ~ 41,599 23,473
"l MD/Asst. PD 43,033 T — 42,123 — 43,774 | 31,026 = | — 36,053 —
'l. Programming Asst. 21,816 i 25,306 — — l 25,094 _— — — 26,186 —
3 Morning Producer 28,084 18,187 23,331 — 29,597 | 31,734 — — 26,064 16,230
| | | |
Morning Drive Talent | 139,680 | 106,055 76,453 @ 71,918 163,278 | 147,614 70,274 | 36,507 120,359 | 36,840
Midday Talent 68,609 72,849 34,648 35,477 47,494 @ 32,128 37,156 23,167 40,139 24,032
Afternoon Talent 85,968 65,500 42,959 @ 33,570 82,446 | 36,314 41,074 | = 59,640 26,747
Evening Talent 41,263 | 35,699 27,994 | 25,480 34,144 | 21,524 21,950 17,500 38,825 23,573
Late-Night Talent 29,576 31,906 20,765 17,010 26,960 | 16,055 13,627 | 13,307 21,608 19,680
News Reporter 59,117 | 28,500 19,875 — 39,754 — 20,433 — 43,167 =
Sports Dir./Anncr. 67,203 | 30,349 29,789 o= 42,326 | = — | ns 17,860 | -
: i ' ! f
 Local Sales Manager 88,532 | 57,313 90,853 = 102,116 95,466 97,712 | = 89,910 -
National Sales Mgr 94,984 = 78,948 91,872 | — 112,562 53,321 101,497 | . 62,761 —
New/Retail/Co-Op 61,264 62,990 65,192 | 56,637 70,382 45,465 Sy = 58,285 —
AE-Highest 103,803 | 86,816 91,956 = 72,578 104,087 97,575 | 101,808 = 48,867 111,931 71,209
AE-2nd Highest 91,218 | 73,164 75,035 | 63,275 84,517 76,083 71,442 | 38,867 88,303 | 44,626
AE-Avg./Others 57,554 | 50,762 46,051 = 39,515 49,158 | 48,649 45,847 @ 23,383 60,630 | 32,735
i | |
Promotion Asst. 21,30 | = 21,52 | 19,198 28,805 | 19,059 — | = 24,269 17,472
"Bl Traffic Director 1,777 | 24974 26,906 25,677 24,806 | 24,328 29,437 | — 28,145 | 24,071
Al Continuity Director 29,705 | — 22,746 | — = 20,391 =7 = 22,911 —
P Chief Engineer 55,139 48,150 46,972 | 31,582 54,648 40,405 43,514 | — 46,768 44,413
LI Assistant Engineer 38,050 @ 39,434 — — 31,963 24,534 26,740 — 26,029 | —
:! Technician 34,737 | — - - 29,500 — — — - | —
"Bl Bus. Mgr./Controller 56,148 | 41,897 43,758 34,566 45,474 40,153 46,980 | — 42,654 | 38,723
: Asst. Bus. Manager 38,701 | 31,329 25,649 21,651 28,533 22,865 21,479 | — 30,399 | —
S Executive Asst. 32,623 27,447 27,003 = 30,015 23,743 29,870 = 27,668 | 20,240
Sales Assistant 22,340 20,447 21,238 | 19,680 22,829 19,839 22,304 | — 23,254 | 17,760
Receptionist 18,896 | 14,636 17,431 | 16,996 18,280 15,992 16,645 & 13,933 18,421 = 15,234

Data gathered for R&R by Miller, Kaplan, Arase & Co.

WOULDN'T YOU LIKKE TO OWN

A WINNING SPORTS FRANCHISEY

Get into the game and become a Prime Sports franchisee!

Designed to make your station a revenue leader, Prime Sports’ all-star programming easily can be localized to meet the
demands of both listeners and advertisers. And, with Prime’s extensive marketing and merchandising support, you'll
have everything you need to be a winner!

Call today to get the exclusive

rights for your market!

972-402-4500

wimnn-ametrteanradiohietoryr-com

Don't get left on the sidelines!

Do your own scouting report!
Check out our new demo
available on CD or cassette.
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THE MUSIC SCHEDULING SYSTEM

INTRODUCING THE ALL-NEW MUSICMASTER FOR WINDOWS

\'\__' (12&}._{ \J‘ ":\‘-.;-- rogr - b n
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I MusicMaster for  TrafficMaster  Storage Liiary  MissicMaster P R T e S e o Yt -
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VISIT A-WARE SOFTWARE IN BOOTH 2655 AT THE WORLD MEDIA EXPO IN LOS ANGELES.

While you’re there, check out the all-new MusicMaster for Windows. We’ve added Mouse Support,
Scroll Bars and other enhancements to make MusicMaster fully compatible with Windows 3.x, 95 and
NT. Other new features include Linked Songs, Extended History Storage, a new Traffic and Billing
interface, and much more. Also, be sure to see the new MusicMaster Nexus Server, which provides an
automatic multiuser interface between MusicMaster, your Automation System, and other compatible
software products.

if you won’t be attending the show, give us a call and we’ll be happy to fill you in on all the exciting new
products and enhancements you’ll be missing! '

. . N
For more information }% |
call today 7N
800-326-2609 W,
OCTOBER 10-12, 1996 A:smvjﬁlllgSpEp;

22600 Arcadian Avenue * Waukesha * WI 53186 » 414-521-2890 « fax: 414-521-2892 ¢ e-mail: info@a-ware.com ® web: www.a-ware.com

____vwony amearicanradiahistory com
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AM Radio: Alive And Kicking

he recent rise of WKTU-FM/New York to top-rated au-

dience delivery in major demos and dayparts leads some
of us to recall a time when a station with identical call letters
and a Dance-oriented format also took New York by storm.

In 1978. WKTU went from soft
AOR to disco, and in one Arbitron
sweep period rose to dominance.
Most of its gains came at the ex-
pense of AM contemporary music
stations like WABC. Many of us
who were around at that time re-
call that period as signaling the-
“death” of AM radio. Music for-
mats began their steady trek away
from the AM band, and audience

Salespeople -

On The Move

+ Thomas King has been
promoted from LSM to GSM at -
KOOL-FM/Phoenix. . :

* Gina Quintana has as-
sumed the Sales Manager post -
at KYVA-FMi/Phoenix. She
had previousty worked in the .
Arizona Cardinals pmmtuuns

) department !

shares began their shift toward FM.
Steady, Growing Return

Well, now it’s 1996, and some-
thing interesting is going on. The
patient — AM radio — didn’t die
back in the *70s. In fact, it’s looking
pretty healthy and holding its own
in a very competitive media market-
place.

Eastman Radio Research just
completed a study on AM radio, sur-
veying the top 50 markets to mea-
sure AM’s continuing impact among
listeners. The findings may surprise
some people. Among the major
points:

* AM listening maintains a signif-
icant and stable position over the last
few years.

¢ AM’s profile is not as old as one
would think, with strong impact in
prime adults 25-54.

¢ AM concentrates its appeal in
high-end qualitative categories —
still within the 25-54 demo — mak-

By Charlie Sislen

ing it an attractive vehicle for adver-
tisers looking to reach these desir-
able consumers.

AM: Big Reach

The radio medium offers tremen-
dous reach. During the average
week more than 95% of people of
all ages tune to radio at some point.
However, AM radio by itself reach-
es 40% of all persons 12+, and
more than one-third (38%) of adults
25-54. While some of these people
also tune to FM, more than 26% of
the people who listen to AM do not
listen to FM. That’s nearly 11% of
the population that tunes exclusive-
ly to the AM band.

FM does a great job of delivering
consumers, but more than one in 10
5pcople are eliminated from consid-

*etation if AM is left off the buy.
Many others can be reached more
effectively at certain times of the day
through AM radio.

The AQH story is equally im-
pressive. Nearly one-quarter of all
12+ listeners are tuning.into AM
radio at any specific moment in
time; for 25-54, it’s nearly one in
five. In markets like San Fran-

from the Field of Dreams.
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FROM THE FIELD OF DREAMS

SportsAmerica is ON THE AIR. And here’s your “Dream Team” of sports broadcasting:
Charlie Jones of NBC; CBS's Michele Tafoya and Irv Cross; Kevin Harlan from Fox TV, Hall of
Famer Ray Scott; Mickey Charles from the Sports Network; Mike Elliott; and Tom Skibosh.
Now fans from coast to coast can really talk with professionals
from around the world of sports — commenting, criticizing, compli-
menting and cheerleading their teams, their heroes, their opinions —
seven nights a week on the SportsAmerica Radio Network with the
“Dream Team” of sports broadcasting.
Get in the game with “The new legend in SportsRadio.”
Call 3198756111 and visit with Brian Schultz or Pam Backer in
our Affiliations Department for all the stats and information on
SportsAmerica Radio Network — we're just a cornfield down

g i'&
: mw el 1]
. ,._:;_/?é,-,;

®
SportsAmerica
Radio Network

“The new Iegend in SportsRadio”

12+

AQH Listening total week top 50 markets

25-54

cisco, St. Louis, and Memphis,
AM’s total share finishes at or
above 30%.

As you might expect, the AM au-
dience skews toward the older end
of the spectrum. However, AM lis-
tening remains well represented in the
demographic groups that advertisers
buy most often. More than 44% of
AM listening comes from adults 25-
54, with most of that coming from
the important 35-54 segment. AM’s
33% composition in adults 35-54 is
very comparable to FM’s 38% in the
same age group.

Upscale Audience

Even more importantly, the real
AM story can be found outside of anal-
yses of age groups. A review of life-
style and product usage information
proves that AM radio delivers an up-
scale audience. Certain formats dom-
inate the AM dial — News/Talk, all-
News, all- Talk, Full-Service, Nostal-
gia. According to the 1996 Simmons,
these stations deliver the high-end con-
sumers that everyone is looking for.
Looking at adults 25-54 who listen to
AM radio:

* 59% have a household income of
$50,000+, 40% above the market av-
erage '

* 15% have a household income of
$100,000+ (69% higher)

* 22% have an individual income
of $50,000+ (97% higher)

* 38% are professionals or manag-
ers (57% higher)

* 21% have a financial/brokerage
account (64% higher)

*40% are involved in corporate
purchases of $1000-or more (42%
higher)

While AM radio listenership has
been steady recently (24% AQH share
for the last three years), several recent
Katz Radio Group studies reveal that
the AM band is dynamic, able to
quickly expand its audience when
events draw listeners to its unique pro-
gramming. Here are just two exam-
ples:

¢ During the war in the Persian Gulf,
the KRG showed that AM radio lis-
tening jumped, especially among men
25-54.

¢ During the O.J. Simpson trial,
AM stations that carried the gavel-to-
gavel proceedings experienced clear-
cut audience increases that corre-
sponded exactly to the trial schedule,
including lower audiences for the hour
during lunch time.

Interestingly, AM radio in general
performed similarly this year com-
pared to last year, when O.J. hysteria
swept the nation.

The Format’s Dilemma
With all of this positive information
at our disposal, AM radio sometimes
fails to receive its just share of the ad-
vertising pie. Why don’t some adver-
tisers better appreciate the benefits that

stations on the AM band can provide? &

Perceptions play a role. Younger
buyers who were raised on FM have
trouble relating to stations they have not
traditionally listened to in the past. We
intend to use the figures from our study
to show these buyers that AM stations
hold an important place for a loyal
group of consumers that probably ranks
high on every advertiser’s list.

Our concentration on age and sex
is also a factor. Most buys today are
framed in terms of traditional demo-
graphics, even though we know that
lifestyle plays a very important role
in determining purchase patterns for
many products. If advertisers are in-
terested in consumers rather than
age groups alone, why don’t buyers
use consumer information as their
primary source for choosing stations
and making buys? It’s a complicat-
ed question, with many factors in-
volved.

Information sources that measure
lifestyle and product consumption are
not as universally available in every
market, so it is difficult for sellers and
buyers to be consistent and use one
source in all markets. Also, the data is
not published as often, so buyers tend

to think that the audience numbers ‘-

could be out-of-date and not represen-
tative of current conditions.

Perhaps the biggest reason for our .

dependence on demos, though, is the
simplest one. We buy and sell based
on age and sex because that’s how it

* has always been done. When age/sex

information was all we had, we spent
years training the ad community to
buy based on that data. Now that oth-
er sources are available, we’re fight-
ing a paradigm that we actually helped
to create.

By studying the market in more
depth as we have in this recent study,
we can use current age/sex audience
figures to show that AM radio com-
mands a lot more attention than many
would believe. This will hopefully open
some minds to consider the real bene-
fits of AM, where the power of the con-
sumner story makes value very clear.

- Charlie Smim is VP Reasearch

" & Markating at Eastman Radio
i cMew . York, He can bg .
| reached at (212) 4246417 or

caislen & katz-media.com :
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Setting Your Sites On The Web

1 How stations can make the most of Internet and online services

Ds and air talents who plug into the Internet, bulletin boards,
and online services already know the wealth of informa-
tion that exists. Getting material for air shows is much easier,
and local talent can access the same quality of information found
on shows such as “Entertainment Tonight” or “Day and Date.”

For talk hosts, the online world is
a gold mine of topic ideas and back-
ground material. In many cases, it can
replace a number of magazine and
newspaper subscriptions.

Listener communication is another
benefit of being online. Every day, mil-
lions of radio listeners plug into the In-
ternet from their homes, schools, and
offices to communicate with friends and
colleagues, promote their businesses,
take classes, access libraries around the
world, discuss project procedures with
noted experts, get up-to-the-minute
news and financial reports, and down-
load files on any subject they want.

Upscale listeners to NAC, News/
Talk, and Adult Alternative are most
likely to send e-mail to air personali-
ties. For talk hosts in particular, this pre-
sents a whole new source of ideas for
future shows. Some people who listen
at work find e-mail contact with a sta-
tion less obvious to co-workers than
making a phone call while on the job.

Where’s the $$$?

Internet addresses are becoming
quite common on radio and TV spots
and in print advertising, too. Yet a
survey of business and computer pub-
lications finds few firms turning a
profit from the Internet. Two emerg-
ing trends affect radio:

¢ Companies with creative media
mixes produce revenue and profits.
Radio stations successful in selling
time on their Internet web sites often
appeal to retailers with their own web
sites. By offering hyper-links (icons
that transfer users to another site) and
logo presence, stations offer a new av-
enue to clients’ web sites. Real estate
firms show listings on the Internet, and
radio can acquaint the public with this
new approach to home buying. By in-
cluding web site presence and spon-
sorship in agency presentations, sta-
tions find a new hot button.

L()ng atter Los An

1561 FAIRVIEW

¢ Intranet use of the World Wide
Web is growing. The Intranet allows
for internal communication within
your station or group. With radio
groups growing larger, using a web
site for internal communications and
information-sharing is a growing op-
tion. The biggest function of the In-
tranet is still electronic mail, but trans-
ferring audio files of commercials,
liners, and promos is possible today.
New telephone software for under
$60 per location utilizes the Internet
as a toll-free phone system.

Targeting Clients

While Internet technology is
changing rapidly, most of the change
involves making access easier. AT&T
and MCI are among the major com-
panies providing economical access.
With more listeners and competitors
on the Internet, how your station is
represented and how it gains revenue
from the Internet should be part of
your strategic planning.

Much has been written about the
lack of profitability in Internet retail-
ing, but business done on the Internet
quadrupled to over $2 billion last year.
In radio, the best lesson comes from
the way advertising is sold on the Ya-
hoo search engine. Yahoo approached
companies with web sites featuring a
natural attraction for Internet users.
Software firms are represented, but so
are car makers, catalog companies, and
institutional advertisers.

Who Are Good Prospects?

Businesses already on the Internet
are ripe targets. But also consider
banks offering online banking, real
estate agencies with online listings
and photos, insurance and stock bro-
kerage firms, car dealers and upscale
car mechanics, software firms, sports
and leisure-time related businesses,
and service companies. Non-tradi-

By John Lund

tional prospects include schools and
other institutions that have long been
on the Internet. One station valued its
Internet web site at $38,000 to help
win a college sports-rights contract.

Offering a link to an advertiser’s
web site or simple logo presence is a
good start. And this should be done as
part of a multimedia mix that includes
radio, Internet. and your database mar-
keting program. Cash value should
always be assigned to web site pres-
ence. Ultimately, web site advertising
may include sponsoring special parts
of your web site (hot links or contest-
ing), custom services (news, weather,
and sports reports), and client coupons
that can be downloaded and printed
by the Internet user.

What Makes a Great Site?

Like radio, the Internet is not stat-
ic. Staying fresh and entertaining is
vital. Great web sites (like great ra-
dio stations) offer compelling reasons
for users to return. Web sites should
be updated at least weekly or have
content that is self-updating (weather
maps, radar, entertainment links, etc.).

Separate contesting on the web
site, joke of the day, music news, and
similar featres are all good ideas.
Graphics should be kept simple
enough that users with slower mo-
dems don’t become bored waiting
for screens to appear.

Most of all, the radio station site
should be a gateway to other Internet
uses. By offering links to all Internet
search engines, the station’s web site
becomes a user-friendly launching
platform for the growing number of
virgin users and those just learning
their way around the Internet.

John Lund is President of the
Lund Consultants to Broadcast
Management & Lund Media Re-
search, a full-service radio con-
sulting and research firm in San
Francisco. He may be reached
at (415) 692-7777 or e-mail:
TLC2RADIO®@aol.com.

ARKETING & PROMOTION

Broadcasters Swarming Online

und Media Research, the research division of the

Lund Consultants, recently conducted a survey of
how online and Internet services are used by 1000 broad-
casters from all U.S. regions and market sizes.

The research was intended to help enhance communication be-
tween industry service providers and broadcasters, individual sta-
tion departments, and sister stations in a group. Here’s a summary
of the results:

Respondent Profile:

o One-quarter are station/group owners or in corporate positions
® One-third are GMs

® One-third are PDs

o The remainder are sales managers and morming talents

Computer Use:
® 80% have a computer with a modem in their office
® 67% use e-mail on an occasional or regular basis
* 75% of PDs and 90% of GMs and owners/corporate
executives go online

More Radio Info Desired:

® 88% of PDs are interested in a web site chat room that could be
used within their company for programming idea sessions, sales
training, brainstorming, etc.

What radio-related Intermet services
would radio management like to see?

GMs:

e Listing of all radio station homepages
® information on vendor services

® More sales information other than RAB
o FCC database, ratings info, etc.

® Help wanted/positions sought

® Back issues of trade journais

® Promotional ideas

PDs*:

® Show prep services

o Music events, concert and artist information, and news
® Promotions, promotions, promotions!

® Music test results

® Program services

® PD networking

® Real audio from stations

® ideas for marketing stations

® Airchecks/live radio shows from other cities

Sales Managers:

e Co-op and vendor ideas
o Advertising trends

* Aimost 100% of PDs stili place great importance on the teiephone
for trouble-shooting and strategic planning between their station and the
consultant.
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Jacor CEO Randy Michaels: A ‘Larger Than Life’ Outlook

Continued from Page 1

cash, and we don’t have a plan to
flip the station at dll. I'd love to be
in Los Angeles ... the best, the big-
gest, most dynamic, most terrific
radio market in the country. The
problem has been price — there are
prices being paid in the Top 10 mar-
kets that people smarter than me are
paying; on a cash basis, I can’t fig-
ure out how they achieve a rate of
return that would be appropriate for
Jacor shareholders.

By using a television station as
trade bait, we were able to pull off a
very rational deal and end up in Los
Angeles — and get stations in San
Diego and Tampa, where we already
have concentration. That’s the way

We are going
to have
announcements —
regarding
purchases and
strategic swaps —
right through the
end of the year that
will show a pattern
of continued growth
in rational deals.

73

to buy them. People are calling up
trying to buy KIIS, which is clearly,
today, worth between $250 million
and $300 million. I don’t know how,
on a cash-flow basis, you’d ever jus-
tify that. We didn’t have to; we were
able to swap a VHF network televi-
sion station — something else that’s
very valuable today.

R&R: Where do you see Jacor
going in this new consolidation-of-
ownership era? What is your

strategy for taking the group into
the next millennium?

RM: We have several strategies,
none of which I'm about to blurt out
in the trade papers! Let me just say
that when everyone is running to the
right, we’re going to look hard for
the opportunity towards the left.
We’re going to have to find creative
ways to get the deals we want and
still create a return for our share-
holders. Even though Jacor’s be-
come a fairly large company, we are
working hard to maintain the flexi-
bility of the entrepreneurial spirit.
We move very quickly and have a
number of strategies we think will
allow us to continue to grow in
meaningful ways.

I think we are going to have an-
nouncements — regarding purchas-
es and strategic swaps — right
through the end of the year that will
show a pattern of continued growth
in rational deals. And they’ll pro-
vide an above-average rate of return,
not something that’s 18 times 2004
cash flow.

R&R: Would you look at the
ABC stations?

RM: If there is a group of attrac-
tive transmitters out there, you can
be assured that we have looked at
it. And we’ll try to find a creative
way to get them.

R&R: How is Jacor strategy, or
your strategy, different from oth-
er large groups such as Evergreen
or CBS/Infinity?

RM: I'm not necessarily privy to
every detail of their strategies. But I
would say that Jacor is probably the
most opportunistic of those compa-
nies. Evergreen has a stated strate-
gy of trying to be in the Top 10 mar-
kets. To a great extent, I think that’s
also CBS/Westinghouse/Infinity’s
mission. Clearly they are trying to
cluster — and they are doing a won-
derful job of clustering — radio and
television stations in the very large
markets. We’d love to be doing that,

too. I’'m not sure we'd love to be
doing a lot of it at today’s prices.
Our view is that our industry has
alousy record of adapting to funda-
mental change. When television
came in, a lot of people thought ra-
dio was dead. It took people forever

I’'m sick to death of
the ‘10-in-a-row light
rock with less talent’
stations — there’s no
entertainment value,

no show business.

to realize that FM was a much bet-
ter transmission medium than AM.
Broadcasters aren’t necessarily the
most aware when the rules have
changed. Well, the rules have fun-
damentally changed. The telecom
bill has so dramatically changed our
world. It’s created such fantastic op-
portunity for radio to move itself up
the food chain and for radio compa-
nies to be serious companies. Before
telecom, we could only be in 10
duopolized markets. Today we can
be in as many markets as there are.

While the argument Evergreen
makes about Top 10 markets is
somewhat true — there’s a lot more
money in Los Angeles and New
York than in Lexington, KY — we
believe when you just do a return
on capital analysis, the prices you
have to pay make some of the deals
in Lexington much more rational. If
you can own seven or eight trans-
mitters in Lexington, the stability is
tremendous because there are few-
er players; a company like Jacor
could be a big player.

We are going to check our ego.
I’ve had some friends who have
asked, “Why do you want to be in
Sarasota? Why do you want to be in

24TH STREET/P.0. BOX 3606/QUINCY,| mezso&ssas
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Lexington?” Because we get fabu-
lous deals that will create a tremen-
dous return on equity. If you’re a
shareholder, you’ve got to love it.
Look at a dollar cash flow: It’s very
difficult to tell if that dollar came
from New York, Lexington, or Sa-
rasota. We will invest the money
anywhere we can achieve an above-
average rate of return. Market size
and format are not so important.

In this era of concentration, con-
solidation, and shrinking staffs,
there’s a tendency to run with fewer
managers and fewer PDs, hire con-
sultants, and stick in cookie-cutter
formats. Jacor remains committed to
employing, nurturing, and reward-
ing the very best product and pro-
gramming people — the very best
talent — in the business. At the end
of the day, if you have 10 classy FMs
in the market, the one with the best
product wins.

R&R: How do you see consoli-
dation shaking out? Which
group(s) will be the dominant
force(s) when it’s all over?

RM: What’s clear is it’s going
quicker in the second round than I
expected. When Congress passed
the telecom bill, most markets were
about half rationalized and duopo-
lies had been proceeding at a medi-
ocre pace. Once the Infinity/West-
inghouse deal was announced, peo-
ple went crazy — everybody’s talk-
ing to everybody. ]

In the next phase, you will see
some really big money come in.
Whether it’s Microsoft, AT&T, or
GE Capital, I don’t know. When
you could own only 10 markets, ra-
dio wasn’t very exciting. Now you
can go into 100 markets, you can
own 200 markets, and you can own
a whole bunch of stations in those
markets. Radio is going to grow its
share of the ad pie.

R&R: When do you see consol-
idation ending?
RM: I don’t know when the

dance starts to slow down. It’s clear
there is an awful lot to go.

R&R: While you have been
busy building a major force in the
business, you have also had a great
deal of fun. You’ve been described
as “a real character” and “bigger
than life” because of your promo-
tional sense and ability. Of all the
great stunts you have pulled off,
which one stands out?

RM: I don’t think any one stands
out. But certainly the attitnde of hav-
ing fun, of being radio stations that
are larger than life ... this is a busi-
ness where you can take risks. You
can put product on that's compel-
ling, even if some groups don’t like
it. If it’s powerful and creates a bond
with other groups, you’ve built

Most people spend
too much time with
their bankers and
lawyers and not
enough time with
their listeners. And
when they do focus
on the product,
there’s too much time
spent with the
advertisers.

t

something sustainable. I'm sick to
death of the ““10-in-a-row light rock
with less talent” stations that are
completely fungible [interchange-
able], where you’ve got a bunch of
liner-card readers — there’s no en-
tertainment value, no show busi-
ness. They say brand loyalty is de-
clining; brand loyalty is mot declin-
ing when a radio station is colorful

Continued on Next Page
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Jacor GEO Randy Michaels:
A ‘Larger Than Life’ Outlook

Continued from Page 41

and three-dimensional, takes some
risks, and puts on some foreground
programming that makes people
want to listen.

If you don’t have fun in this busi-
ness, you’ve made a serious career
error. This has become a very seri-
ous business. It's 24 hours a day, it’s
seven days a
week, it’s cut- m
throat, there’s a
new Arbitrend ev-
ery month, and

got to surround yourself with cre-
ative people. Jacor is still focused
on its programmers. Most people
spend way too much time with their
bankers and lawyers and not enough
time with their listeners. And when
they do focus on the product, there’s
too much time spent with the adver-
tisers. We’ve got to make it fun and
entertaining for them — and that

means having

creative people.

R&R: Folks

I feel [radio] is such a ramiliar with

all of a sudden — wonderful escape from theinternal op-

all the stakes are
huge. If you

reality. Why would

erations  of
your company

haven’t figured a  anyone ever want to report there’s

way (o just have a
laugh riot doing
this, you’ve made a
terrible mistake.
So to answer
your question of “what stands out?”
what stands out is it’s a shame,
and an opportunity, that there are so
many colorless, dull, lifeless radio
stations programmed strictly by re-
search companies and broadcasters
who would have been better off be-
ing insurance men and bankers. You
go into a large market, and the stakes
are so high that everybody is scared
shitless. Everybody is so afraid to
take a risk to do anything that might
actually be entertaining!

R&R: Which stunts have
flopped causing you to say, “I’ll
never try that again!”

RM: We have so many failures.
I’ve done so many really “stinko”
things that backfired and went bad-
ly. But that’s all part of the deal. You
can try three things and have them
all work. But if I try 10 things and
only five of them work, I've had five
failures but I've had two more suc-
cesses than you’ve had. You hear a
lot of experts tell you, “You should
have done it this way, it would have
worked” or “You shouldn’t have
tried that, you should have tried this
other thing.” When you stand there
and talk to them, most of them aren’t
trying anything at all!

I would rather be criticized and
have things that don’t work out so
well than stand there and talk about
other people without having tried
anything myself. Our attitude is to
celebrate failure. You’ve got to
swing for the ball.

R&R: How do you come up
with these ideas?
RM: It’s an atmosphere. You've

do anything else?

almost a frater-
nity-house at-
m mosphere — or,
as one person
said, an ““Ani-
mal House’ quality”” — inside the
company. They say your commu-
nications are fun, yet everyone un-
derstands Jacor is a business and
it has to make money. Does this
kind of attitude play an important
role in your play-to-win strategy?
RM: If you want your stations to
be the most fun to listen to, shouldn’t
they be the most fun to work at? We
are not big on memos. We have a
corporate policy manual. It’s one
page, one line: “Use your best judg-
ment.” I can dictate thousands of
pages of rules, but using your best
judgment is really the bottom line.
If we have people with judgment so
bad that when they use it we don’t
win, we have the wrong people.

R&R: How do you manage
your time, and how do you han-
dle all of the things you need to
do?

RM: I'm really disorganized. I
don’t get it all done. There’s a grow-
ing group of wonderful people
cleaning up the pieces. As we grow,
I'll wander down the hall and say,
“Oh my God! Have we figured out
how to get all of these extra people
patd?” Someone will say, “Yeah, we
took care of that.” We’ve got some
wonderful people: President/COO
Bobby Lawrence, President/Radio
Division Dave Crowl, Sr. VP Chris
Weber, VP/Programming Tom
Owens, and Bill Suffa. We just
hired Suffa as a consulting engineer;
he’s going to help us invent tomor-
row’s radio with a backbone that
links all of our stations, so we can
shoot audio from one station to any
other station — share production,

';’4«“2,'. -

Kenneth “Babyface” Edmonds (arms folded) is surrounded by just a few of his closest Epic Records pals at a New
York listening party for his new album, “The Day.”

T

Maffei, and Mista’s Bobby Wilson.

Hanging after Mista’s performance at New York’s SO

B’s are (I-r) Elektra Sr. VP/Promotion Greg Thompson, Mista’s
Darryl Allen, WUSL/Philadelphia’s Helen Little, Elektra Sr. VP/Urban Music Promotion Richard Nash, Mista’s Byron
Reeder, WERQ/Baltimore’s Tom Calococci, Mista’s Brandon Brown, Elektra Sr. Dir/Crossover Promotion Tom

share bits. The good news is that as
disorganized as [ am, there are a lot
of people to clean up.

What do I do when I'm not work-
ing? I’'m asleep. If you do what you
love, you can do it all the time and
it’s great. I have a wonderful life. I
get to travel to all kinds of cities, be
in all kinds of radio stations, all dif-
ferent kinds of formats. When I'm
not in the stations we own, I'm in
the stations we’re looking at buy-
ing. I feel this is such a wonderful
escape from reality. Why would
anyone ever want to do anything
else?

R&R: Do you have any advice
for young people wanting to get
into radio?

RM: Yeah — don’t do it. It’s re-
ally gotten to be serious business. If
you have a passion, a sickness that
alot of people in this business have,
you should ignore that advice and
do it anyway.

Twice Is Right

b |

Silas Records President Louil Silas Jr. (seated) has been seeing double
since signing Twice, a group comprised of two sets of identical twins —
Laval and Lovell Jones (I} and Mike and lke Owensby. Their first single is
doe in November.
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Man On The Moon Exposed!

€6 pulled my pants down. Twice. A
security guard wasn't quite sure
what was going on. And he turned
his light on me, so | ran out again
and did it twice. They put a spot-
light on me” — coverboy Michael
Stipe on how he greeted the “Dole
For President” plane as it landed
near his at a Seattle airport (Roll-
ing Stone).

In another unfriendly greeting,
the Star shows Tommy Lee wres-
ting a photog to the ground over
his video camera as the Motley
Cruester and wife Pamela Lee exit
the Viper Room. (The victim is su-
ing over a broken pelvis.) Accord-
ing to the Globe, Lee was set off
by an unknown bystander’s taunts
of “lousy parents.”

Lovett’s In The Air

Lyle Lovett, 38, is romancing
18-year-old University of Pennsyl-
vania freshman Lea Popowich.
The couple met when Lovett
stopped by the campus radio sta-
tion — where Popowich interns —
for an interview. They’ve since be-
come inseparable (Star).

Before her current romance
with actor James Brolin, Barbra
Streisand was so love-starved she
would have ex-beau Richard
Baskin (the ice cream heir) over
for maintenance trysts, after which
he slept alone in the guest room.
(Globe).

Whitney Houston'’s galpal Ro-
byn Crawford was so distraught
when the singer agreed to marry
Bobby Brown, she threatened to
out Houston and then kill herself
(National Enquirer).

Jack Nicholson was spotted

picking up Ashley Judd for the
evening at New York’s Carlyle Ho-
tel twice in one week (Star).

Slight-Headed

“| felt slighted when | was go-
ing around the world building hip-
hop in various countries and came
back and saw someone who was
handling mail one day, in an exec-
utive position the next. No offense,
but | think in the area of black mu-
sic you have a lot of underqualified
people” — Chuck D explains why
he founded Slam Jamz, his new
Columbia-distributed label (The
Source).

Gun Running

Bobby Brown is convinced
that Tupac Shakur’s killers are out
to get him, fearing they might be
linked to the contract murder of
Brown’s childhood friend and body-
guard Steven Sealy last year.
Brown’s pregnant wife Whitney
Houston isn’t taking chances; she
ordered a new home security sys-
tem more elaborate than the White
House’s (Star).

Tom’s L. L. Cool Say

“You have been listening to this
song all summer long. It's the big
hit of 1964. | wish | could tell you a
song to refer to from right now, but
my tapes stopped running around
L. L. Cool J's ‘Mama Said Knock
You Out.’ So let’s say it's kinda like
‘Mama Said Knock You Out” —
ever-hip Tom Hanks attempts to
psych up a soundstage of young
concert-crowd extras about to hear
“That Thing You Do!” for the first
time (Entertainment Weekly).

Each week R&R sneaks a peek through the nation’s consumer
magazines In search of everything from the sublime to the ridicu-
lous in music news. R&R has not verified any of these reports.

MUSIC DATEBOOK

at the time the most expensive
single ever produced — “Good

i
MONDAY, 0CTOBER 21 ‘

1958/Buddy Holly holds his last re-

] _ Vibrations.”
cording session. | 1976/Keith Moon plays his last show
1961/Bob Dylan starts — and finishes with the Who.

— his first album.
1975/£1ton John receives a star on the
Hollywood Walk of Fame.
1992/Ivis Presley’s first grandson,
Benjamin Storm Keough, is
born to Lisa Marie Presley and |
then-husband Danny Keough.
1995/n New Orleans, Blind Melon
singer Shannon Hoon, 28, is
found dead of a cocaine over-
dose in the group’s tour bus.
Born: the late Dizzy Gillespie 1917,
Steve Cropper 1941, Manfred
Mann 1941, Elvin Bishop 1942,
Lee Loughnane (Chicago) 1946,
Steve Lukather (Toto) 1957,
Charlotte Caffey (Go-Go’s) |
1953, Julian Cope 1957

TUESDAY, OCTOBER 22

1960

1962/Stevie Wonder records his first
single, “Thank You For Loving
Me All The Way.

1995/Tane Loc is ordered to take an
anger-management class after
fighting a pizza delivery person
over a pizza he didn't like.

Born: “Weird Al” Yankovic 1959

THURSDAY, OCTOBER 24

1962/James Brown records his first
“Live At The Apollo” album.
1988/The John Fogerty vs. Fantasy
Records case begins. The label
claims Fogerty plagiarized his
own song “Run Through The
Jungle” when writing “The Old
Man Down The Road.” Fogerty
wins.
1989Mank Ballard, Bobby Darin, the
Four Seasons, the Four Tops,
Holland-Dozier-Holland, Carole
King & Gerry Goffin, the Kinks,
the Platters, Simon & Gar-
funkel, and the Who are induct-
ed into the Rock & Roll Hall of
Fame.
Born: Bill Wyman (ex-Rolling Stones)
1941, Ben Gillies (Silverchair)
! 1976
|
|

1964/The Who, then known as the High FRIDAY, OCTOBER 25

Numbers, fail an audition with EML. . i
1966/The Beach Boys release what is | 1964/The Rolting Stones make their

The Who—ftwasn'tinthe Numbers.

Today’s level of fierce competition demands that
you prominently display your name every
chance you get (location broadcasts, concerts,
station sponsored autograph sessions, etc.). With
theft, vandalism and loss, it becomes a costly
proposition to continuously replace expensive
signs and banners costing hundreds of dollars.

Roll-A-Sign™ offers a better way. You get up to
four vibrant colors printed on durable, high
quality 4 or 6 mil plastic film to display your
logo and message brilliantly for an economical
price. Now you can afford to display a bright
new sign at every public event. They even make
great cost-effective promotional give-aways. Just
roll off what you need and cut.

Call today
and get exposed.

800/231-2417

PLASTIC
BANNERS

Born: Chris Kirkwood {Meal Puppels) |

’ WEDNESDAY, OCTOBER 23 [§

KT

AEEF INDUSTRIES, INC

first appearance on “The Ed Sul-
livan Show.”

1973/ohn Lennon sues the U.S. gov-
ernment for allegedlv wiretap-
ping his phones.

1991/ egendary concert pramoter Bill
Graham is killed in a helicopter
crash.

Born: Jon Anderson (Yes) 1944, Mat-
thais Jabs (Scorpioas) 1956,
Chad Smith (Red Hot Chili Pep-
pers) 1962

SATURDAY, OCTOBER 26

1965/The Beatles are awarded the
prestigious MBE (Member of
British Empire) medal.

1978/The Police play their first U.S.
show at Boston’s Rat Club.

1992/Pearl Jam sets a first-week
record, selling 950,000 copies
of the *Vs.” LP.
Also ... John Fogerty and wife
Julie become parents to son
Tyler Jackson.

Born. Bootsy Collins 1951, Natalie
Merchant 1964

SUNDAY, OCTOBER 27

1960/8en E. King records “Stand By
Me"” and “Spanish Harlem.”

1975/Bruce Springsteen simulta-
neously appears on the covers
of Time and Newsweek.

1995/ “Copycat,” co-starring Harry
Connick Jr. as a serial killer,
opens nationally.

Born: Garry Tallent (E Street Band)
1949, Simon Le Bon (Duran Du-
ran) 1958, Scoll Weiland
(Stone Temple Pilots) 1967

— Paul Colbert

% Durable banners for a
throw-away price.

% UV stabilized plastic won't
fade indoors or outdoors.

% Simply FAX your logo and
color separation information
for a free price quote.

72 x 367 gives you 170 banners pet roll

36" x 24" gives you 330 banners per foil

31" x 18" gives you 340 tanners per roll

Banners are available in 18". 24" and 36" heights on:1000 ft rolls.
The number of banners on each roll is determined by panner length.

17.0. Box 7501245
Houston, TX 77275-0245
713/507-4200
713/507-4295 FAX

WAAMAL americanradiahistorn.com
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SHOW PREP

MUSIC TELEVI!
59.4 million households
Patti Galluzzi,
VP/Music Programming

MUSIC ARST
50.8 miflion households
Lee Chesnut, VP/Music Programming
Wayne Isaak, Sr. VP/Music & Talent Relations

|ADDS ]

|ADDS |

311 All Mixed Up (Capricorn/Mercury)

BECK Devils Haircut (DGC/Geffen)

OR. ORE Been There, Done That { Death Row/interscope)
PUFF JOHNSON Over And Over (Work)

MONTELL JOROAN Falling (Def Jam/RAL/Mercury)
NAS Street Dreams (Columbia)

WILD ORCHIO At Night | Pray (RCA)

OISHWALLA Charlie Brown’s Parents (A&M)

JEWEL You Were Meant For Me (Atlantic)

| EXCLUSIVE |

MAOONNA You Must Love Me (Maverick/WB)

| HEAVY ]

BECK Devils Haircut (DGC/Geffen)

BLACKSTREET {/DR. ORE No Diggity (/nterscope)
COUNTING CROWS Angels Ot The Silences { DGC/Geffen)
SHERYL CROW If It Makes You Happy (A&M)

OR. ORE Been There, Done That ( Death Row/Interscope)
FUGEES Ready Or Not (Ruffhouse/Columbia)

HOOTIE & THE BLOWFISH Sad Caper (Atfantic)

JOHN MELLENCAMP Key West Intermezzo ... (Mercury)
METALLICA Hero Of The Day (Elektra/EEG)

NO O0UBT Don't Speak ( Trauma/interscope)

RAGE AGAINST THE MACHINE People Of The Sun (Epic)
R.E.M. Bittersweet Me (Warner Bros.)

SUBLIME What | Got (Gasoline Alley/MCA)

311 All Mixed Up (Capricorn/Mercury)

| STRESS |

FIONA APPLE Shadowboxer (Work)

BONE THUGS-N-HARMONY Days Of Our Livez (EastWestEEG)
TON! BRAXTON Un-Break My Heart {LaFace/Arista)
CAKE The Distance (Capricorn/Mercury)

EELS Novocaine For The Soul (DreamWorks/Geffen)
FILTER Jurassitol {Hollywood)

GEGGY TAH Whoever You Are (Luaka Bop/WB)
GHOST TOWN DJ'S My Boo (So So Def/Columbia)
OONNA LEWIS | Love You Always Forever (Atlantic)
MARILYN MANSON The Beautiful People (Nothing/frerscope)
MAXWELL Ascension (Don't Ever Wonder) (Columbia)
ALANIS MORISSETTE Head Over Feet (Maverick/Reprise}
NEW EOITION I'm Still In Love With You (MCA}

NO MERCY Where Do You Go (Arista)

REPUBLICA Ready To Go (RCA}

SALT-N-PEPA Champagne (MCA)

SOCIAL OISTORTION | Was Wrong (550 Music)

2PAC | Ain't Mad At Ya (Death Row/Interscope)

| ACTIVE

AALIYAH If Your Girl Onty Knew (BlackGround/Atlantic)
AZ YET Last Night (LaFace/Arista)

BLACK CROWES Blackberry (American/Reprise)
CHINO XL Kreep {American)

CELINE DION It's All Coming Back To Me Now (550 Music)
GINUWINE Pony (550 Music/Epic}

PUFF JOHNSON Over And Over (Work)

MONTELL JORDAN Falling (Def Jam/RAL/Mercury)
NAS Street Dreams (Columbia)

ME'SHELL NOEGEOCELLO Who is He... (Maverick/Reprise)
112 Only You (Bad Boy/Arista)

POE Angry Johnny (Modern/Atlantic)

IGGY POP Lust For Life (Capitol

SEBADOH Ocean (Sub Pop)

WALLFLOWERS 6th Avenue Heartache (/nterscope)
WEEZER E| Scorcho (DGC/Geffen)

WILO ORCHID At Night | Pray {RCA}

LoN l

OEFTONES 7 Words (Maverick/WB)

OISHWALLA Charlie Brown’s Parents (A&M)

FUN LOVIN' CRIMINALS Scooby Snacks (EM/)
JEWEL You Were Meant For Me (Atiantic)
LEMONHEAOS !f | Could Talk I'd Tell You (Tag/Atlantic}
LOCAL H Bound For The Floor {/sland)

NIRVANA Aneurysm (DGC/Geffen)

SCHLEPROCK Suburbia { Warner Bros.)

SCREAMING TREES Sworn And Broken (Epic)

TONIC Open Up Your Eyes (Polydor/A&M)

Video airplay from October 14-20.

TORI AMOS I'm On Fire {Atiantic)

SHAWN COLVIN Get Out Of This House (Columbia)
CHRIS ISAAK Think Of Tomorrow ( Reprise)

ANN NESBY I'm Still Wearing Your Name ( Perspective/A&M)

XL |
TONI BRAXTON Un-Break My Heart (L aface/Arista)
ERIC CLAPTON Change The World (Reprise)

CELINE OION It's All Coming Back To Me Now (550 Music)
JOHN MELLENCAMP Key West Intermezzo ... (Mercury)
ALANIS MORISSETTE Head Over Feet (Maverick/Reprise)

| LARGE

BRYAN AOAMS Let's Make A Night To Remember (A&M)
COUNTING CROWS Angels Ot The Silences { DGC/Geffen)
SHERYL CROW If It Makes You Happy (A&M)
DISHWALLA Counting Blue Cars (A&M)

MELISSA ETHERIOGE Nownhere To Go {/sfand)

OONNA LEWIS | Love You Always Forever (Atlantic)
MAOONNA You Must Love Me (Maverick/WB)

STING I'm So Happy | Can't Stop Crying (A&M)
WALLFLOWERS 6th Avenue Heartache (/nterscope)

| MEDIUM

TORI AMOS I'm On Fire (Atlantic}

MERRIL BAINBRIOGE Mouth (Universal)

BLACK CROWES Blackberry {American/Reprise)
PHIL COLLINS Dance Into The Light (At/antic)
ELTON JOHN You Make History (Young Again) (MCA)
GARBAGE Stupid Girl (Almo Sounds/Geffen)

HOOTIE & THE BLOWFISH Sad Caper (At/antic)
AMANOA MARSHALL Birmingham (Epic)

| cUSTOM |

FIONA APPLE Shadowboxer ( Work)
BRANDY/TAMIA/KNIGHT/KHAN Missing You (EastWest/EEG)
BRIAN SETZER ORCHESTRA Rumble In Brighton (

 TOPTEN SHOWS
SEPTEMBER 30-OCTOBER 6

Total Audience
(95.9 million househoids)

ER

Seinfeld

Monday Night Football
(Cowboys vs. Eagles)
Suddenly Susan
Home Improvement
Friends

Spin City

The Single Guy

CMA Awards

10 Murphy Brown

(tie) Walker, Texas Ranger

WN -

©WONOOON LA

(tie) The X-Files
Teens 12-17
1 Home Improvement
2 Friends
3 Clueless
4 Seinfeld
5 Lois & Clark
(tie)The Single Guy

7 Boy Meets World

(tie)Sabrina, The
Teenage Witch

9 ER

(tie)Suddenly Susan

Source: Nielsen Media Research

SHAWN COLVIN Get Out Of This House (Columbia)
EELS Novocaine For The Soul (DreamWorks/Geffen)
FOR REAL Like | Do (Rowdy/Arista)

JOHNNY GILL Let's Make The Mood Right (Motown)
WHITNEY HOUSTON Why Does It Hurt So Bad (Arista)
CHRIS ISAAK Think Of Tomorrow (Reprise)

JEWEL You Were Meant For Me (Atlantic)

PUFF JOHNSON Over And Qver (Work)

KEB'MO’ More Than One Way Home (Okeh/Epic)

R. KELLY | Can't Sleep Baby (If ) (Jive)

KENNY LATTIMORE Never Too Busy (Columbia)
MAXWELL Ascension ... (Columbia)

ELEANOR McEVOY Precious Little (Cofumbia)

MENT CONDITION What Kind Of Man Would | Be (Perspecthe/ASM}
ME'SHELL NOEGEOCELLO Who s He ... (Maverick/Reprise}
ANN NESBY I'm Still Wearing Your Name (Perspective/A&M)
NEW EBITION I'm Still In Love With You (MCA)

R.E.M. Bittersweet Me (Wamner Bros.)

RuPAUL Snapshot (Rhino)

OUNCAN SHEIK Barely Breathing (Atiantic}

SWV Use Your Heart (RCA)

TINA TURNER Missing You (Virgin)

All show times are ET/PT
unless otherwise noted; sub-
tract one hour for CT. Check
listings for showings in the
Mountain time zone. All listings
subject to change.

Friday, 10/11

* Ricky Van Shelton, “Prime
Time Country” (TNN, 9pm ET/
6pm PT).

« Adam Sandler, “The To-
night Show With Jay Leno.”

* Shawn Colvin, “Late Show

R

R R S

e

*Sheryl Crow and Holly
Palmer, “ABC in Concert”
(check local listings).

Saturday, 10/12

* VH1 premieres “The Ru-
Paul Show,” a weekly, 30- :
minute talk show (11pm).

Monday, 10/14

¢ The Disney Channel de-
buts the hourlong “Art Gar-
funkel ...Across America” con-
cert, taped on Ellis Island
(9:30pm).

¢ LeAnn Rimes, “Prime Time
Country.”

Tuesday, 10/15

s James Bonamy and Ty
Herndon, “Prime Time Country.”

Wednesday, 10/16

« “MTV Unplugged Presents
Oasis” premieres as an hour-
long special, with a radio simul-
cast available via the MTV Ra- |

LUTHER VANOROSS Your Secret Love (LV/Epic) © With David Letterman.” dio Network (9pm).
SUZANNE VEGA No Cheap Thrill (4&M) «Los Lobos, “Late nght * Rhett Akins and Exile, i
[ "Brien.” “Prime Time Country.”
Vigeo airplay from October 14-20. With Conan O'Brien. ! it/ E
T H E

36 mitlion households
) Y Lydia Cole,
ANV IR v°Music Programming

| VideoPlaylist |

LUTHER VANDROSS Your Secret Life (LV/Epic)

2PAC | Ain't Mad At Ya (Death Row/interscope)
D'ANGELO Me And Those Dreamin’ Eyes Of Mine (EM/)
MAXWELL Ascension ... (Columbia)
BRANDY/TAMIAXNIGHT/XHAN Missing You (EastWest/EEG)
BLACKSTREET No Diggity (/nterscope)

AALTYAH If Your Girl Dnly Knew (BlackGrouna/Atiantic)
TON! BRAXTON Un-break My Heart (LaFace/Arista)
{SLEY BROTHERS Floatin’ On Your Love ( T-Neck/Island)
AZ YET Last Night (Laface/Arista)

Information for week ending October 11.

| RapCityTop10 |
2PAC | Ain't Mad At Ya (Death Row/Interscope)

BONE THUGS ... Days Of Our Livez (EastWesVEEG)
00 OR DIE Po Pimp (Rap-A-Lot/Noo Trybe)

JAY-Z w/MARY J. BLIGE Can't Knock ... (Roc-A-Fella/Priority)
WESTSIOE CONNECTION Bow Down (Lench Mob/Priority)
A TRIBE CALLED QUEST Stressed Out (Jive)

ROOTS Concerto Of The Desperado (Geffen)
OUTKAST Elevators (LaFace/Arista)

E-40 Rappers' Ball (Sic Wid It/Jive)

GROUP THERAPY East Coast West Coast ... (interscope)

Information for week ending October 11.

21 million households
Liz Kiley,
Exec. VP/Programming

MUSIC TELEVISION
YOU CONTROL.

| National Top 20

2PAC | Ain't Mad At Cha (Death Row/interscope}

WESTSIDE CONNECTION Bow Down (Priority)
RZA {METHOO MAN ... Wu-Wear (Big Beal/Atlantic)

SIR MIX-A-LOT Jump On It (American/Reprise)
2PAC How Do You Want It (Death Row/Interscope)

HELTAH SKELTAH Therapy (Priority)

MC REN Keep It Real (Ruthiess/Relativity}

E-40 Rappers Ball (Sick Wid” It/Jive}

MR. iLL Can You Swing It (Cellbiock)

LOST BOYZ Music Makes ... (Remix} (Universal)
0.G.C. No Fear (Priority)

ABOVE THE LAW City Of Angels (Tommy Boy)
HOUSE OF PAIN Fed Up (Tommy Boy)

TOO SHORT Never Talk Down (Jive)

PASSION Where I'm From (MCA)

CYPRESS HILL Boom Biddy Bye Bye (Columbia)
DE LA SOUL ITZSOWEEZEE (Tommy Boy)

Most requested for week ending October 3.

BONE THUGS-N- ... Days Of Our Livez (EastWest/EEG)

CRUCIAL CONFLICT Ride The Rodeo (Paflas/Universal)

DO OR DiE Do You Wanna Ride (Rap-A-Lot/Noo Trybe)

CONCERT PULSE

Avg. Gross

Pos. Artist (in 000s)
1 GARTH BROOKS $840.7
2 “LOLLAPALOOZA '96" $795.7
3 NEIL DIAMOND $794.0
4 KISS $665.7
5 GLORIiA ESTEFAN $486.4
6 “H.O.R.D.E. FESTIVAL” $467.5
7 HOOTIE & THE BLOWFISH $396.9
8 ALANIS MORISSETTE $389.6
9 STING $384.9
10 DAVE MATTHEWS BAND $345.7
11 REBA McENTIRE $342.2
12 STEELY DAN $331.7
13 JAMES TAYLOR $310.5
14 “FURTHER FESTIVAL” $286.7
15 GIPSY KINGS $269.8

PRALSTAR.

Among this week's new tours:
BIG HEAD TODD & THE MONSTERS
BLUES TRAVELER
BRIAN SETZER ORCHESTRA
KORN
LOCAL H/ORANGE 9MM
PANTERA
TOOL

The CONCERT PULSE is courtesy of Polistar, a
publication of Promoters’ On-Line Listings, (800)
344-7383; California (2089) 271-7900.
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. WEEKEND BOX OFFICE

OCTOBER 4-6
1 The First Wives $11.01
Club (Paramount)
2 The Glimmer Man $7.60
wB)*
3 That Thing You Do!  $6.20
(Fox)*

4 D3: The Mighty Ducks $6.17
(Buena Vista)*

5 Extreme Measures $4.05
(Columbia)

6 2 Days In The $2.28
Valley (MGM/UA)

7 Last Man Standing  $2.04
(New Line)

8 Fly Away Home $2.01
(Columbia)

9 independence Day  $1.48
(Fox)

10 Big Night (Goldwyn) $1.19

All figures in millions
* First week in release

Source: Entertainment Data Inc.

COMING ATTRACTIONS:
This week’s openers include
“The Ghost And The Dark-
ness,” starring Michael Dou-
glas and Val Kilmer. The film's
Hollywood soundtrack show-
cases five songs by the World-
beaters, including two featuring
Nusrat Fateh Ali Khan;
“Hamara Heath (Our Hands
Unite)” and “Dueling Chants,
Part I: Jungal Bahar.”
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Hot new music-related
. World Wide Web sites, cool
. cyberchats, and other points of
. interest along the information
superhighway.

Rapper Shyheim, Monday
(10/14) at 7:30pm ET/4:30pm
PT, Prodigy (jump: CHAT).

Former Little Texas member
Brady Seals, Monday at
9:30pm ET/6:30pm PT, America
Online (keyword: WARNER).

The Monkees’ Davy Jones,
Tuesday (10/15) at 9pm ET/
6pm PT, Prodigy (jump: CHAT).

Actress/singer Jasmine
Guy, Wednesday (10/16) at
10pm ET/7pm PT, Prodigy
(jump: CHAT).

Martina McBride, Thursday
(10/17) at 10pm ET/7pm PT,
America Online (keyword: LIVE).

‘

Low-tech meets high-tech:
It's Jewel unplugged, live
from Houston's Art Institute,
over the Internet Friday (10/
11) at 6pm ET/3pm PT (http:
//www.audionet.com).

Check out Beck live from
the Santa Monica (CA) Civic
Auditorium late Friday night
(10/11) at 1am ET/10pm PT
(http://rocktropolis.com or
http://www.lalive.com).

Guitarist Slash chats
Wednesday at 5pm ET/
2pm PT on the Ticket-
master web site (http://
www.ticketmaster.com).

Catch a Goodie Mob per-
formance Wednesday at
10:30pm ET/7:30pm PT (htip:
//LiveConcerts.com).
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PusLisHer/CEO: Erica Farber
Crier FinanciaL Orricer: Bill Ferrari
Senor VP/ResearcH & DeveLopment: Dan Cole

ELITORIAL

ManacinG EpiTor: Ron Rodrigues
Execumive EorTor: Gail Mitchell
Senior EbiTor: Don Waller
DIRecTOR/CHARTS & FORMATS: Kevin McCabe
Music EoiTor: Steve Wonsiewicz
Formar EoiTors: AC: Mike Kinosian
Acernamve: Sky Daniels CHR: Tony Novia
Country: Lon Helton NAC: Carol Archer
Rock: Cyndee Maxwell Ursan: Walt Love
DIRECTOR OF RESEARCH SERVICES: Hurricane Heeran
AssociaTe EpiTors: Jeff Axelrod, Julie Gidiow,
Adam Jacobson, Corey Levitan, Margo Ravel
AsSISTANT CHART DiRecTOR: Anthony Acampora
AssiSTanT EDITORS: Lynn Beaudoin,
Paul Colbert, Frank Correia,
Lanetta Kimmons, Jay Levy, Tanya O'Quinn

INFORMATION SERVICES

SaLes & MARKETING DiRecToR: Jeff Gelb
Manager: Jill Bauhs
CUSTOMER SERVICE REPRESENTATIVES:
Marko Kiric, Linda Gratigny
DistrisuTion Manager: John Ernenpuisch

DATA PHOCESSING

DP/Communications DirecTor: Mike Onufer
Computer SERVICES: Mary Lou Downing,
Dan Holcombe, Saeid Irvani, Cecil Phillips,
Marjon Shabanpour, Kenton Young

CIRCULATION

CircuLaTION ManaGER: Paige Beaver
CircuLaTion CooroINATORS: Kelley Schieffelin,
Jim Hanson

ELECTRONIC PUBLICATIONS

Hotrax PropucTion: Jeff Steiman
Designer: Carl Harmon

PRODUCTION

ProbucTioN DirecTor: Kent Thomas
PropucTion Manager: Roger Zumwait
Design DIRECTOR: Gary van der Steur
AssociaTe ART DirecToR: Marilyn Frandsen
Designer: Tim Kummerow
GraPHICS: Lucie Morris, Derek Cornett,
Renu Ahluwalia

ADMINISTRATION

LecaL CounseL: Lise Deary
Orrice ManaGER: Jacqueline Lennon
ACCOUNTING ManagEr: Tony Munoz
AccounTiNg: Maria Abuiysa, Nalini Khan,
Magda Lizardo
Recepion: Juanita Newton, Karen Mumaw
MaiL Services: Rob Sparago, Tim Walters

BUREAUS

WasHiGTon, DC: 20227833822, FAX: 20278340260
Bureau Chier: Jeffrey Yorke
AssoCIATE EDiTOR: Heather Van Slooten
LegAL CounseL: Jason Shrinsky

NASHVILLE: 61502448822, FAX: 6152486655
Bureau Chier: Lon Helton
AssociaTe EpiTor: Calvin Gilbert
Orrice Managen: Ashley Selby

ADVERTISING

Los ANGELES: 310255324330, FAX: 3100203%8450

Vice PResIOENT/AovERTISING: Michael Atkinson
SaLes Manager: Henry Mowry
AoverTiSING COOROINATOR: Nancy Hoff
Saces RepresentaTives: Missy Haffley, Kristy Reeves
SALES AsSISTANT: Julie Sanders
AommnisTRATIVE AsSISTaNT: Ted Kozlowski

MaRKETPLACE SALES: Matt Parvis

OPPORTUNITIES SALES: Dawn Garrett
WASHINGTON: 202478323826, FAX: 20227830260
VICE PResIOENT/ SaLES: Barry O'Brien
SALES REPRESENTATIVE: Lauren Belcher
ADMINISTRATIVE ASSISTANT: Shannon Weiner

NASHVILLE: 61524448822, FAX: 615924845655
DirecToR/SALES: Jennifer Scruggs

A Perry Corp. Company

Isn't it everyt}ling’ you've always wanted in a medical reporter?

rostatons hatemore et FYHEALTH NEWSFEED

rate programming featuring world- A SERVICE OF THE JOHNS HOPKINS MEDICAL INSTITUTIONS

- Streit

Continued from Page 3
ent. This promotion and new title

| reflect his expanded role as a group-

wide programming resource for cur-
rent and future Evergreen ACs.”
Streit added, “Evergreen Media’s
fast, fun, big, entrepreneurial, suc-
cessful, and supportive. It’s the kind
of company we all dreamed of work-
ing for when we first got into radio.”
Before going to Washington, Streit
programmed WMGF/Orlando.

Herring

Continued from Page 3
bel. We’re like a Lear jet in a land of
747Ts; I’'m proud to be Eddie Masco-
lo’s co-pilot. With our artists and their
music, the sky’s the limit.”

Herring joined the label in August
’95 after eight years with Mercury/
Nashville. Prior to that. he was MD
at WWWW-FM/Detroit.

[r____=—_ ="=—" = == ————_ _=- = —_=|
Virgin

Continued from Page 3
ented artists as [former VP/Promotion]
Jeffrey Naumann’s partner in the rock
world.” =T :

Moinet first
joined Virgin in
1987 as Atlanta §
Regional Market-
ing Representative
for Virgin/Charis-
ma. Three years
later, he became
National Director/
Pop Promotion.
Moinet’s resume
includes a 10-year
tenure at A&M Records, where he
last held the VP/Promotion post.

Hood began her career with the
Hard Report and FMQB tipsheets. She
joined Virgin in 1990 as Director/Al-
ternative Promotion for Virgin/Charis-
ma and assumed her most recent post
four years later.

Following a stint as PD of KATT-
FM/Oklahoma City — where his
music career began seven years earli-
er as an on-air personality — Douglas
joined Virgin as Dallas Regional Mar-
keting Representative for Virgin/Cha-
risma Records in 1990. He rose to his
most recent post in 1993.

Douglas
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In Los Angeles, Spanish-lan-
guage KTNQ-AM moved up a full
share, powered by a supercharged
morning show that went 2.0-3.2.
The station is programming a gen-
erous amount of what it calls “sex
and sports” talk throughout the day.

Elsewhere in the market, Urban
KKBT is tied with CHR/Rhythmic
KPWR for second place behind
first-place Spanish KLVE. Pepe
Barreto on KLVE leads in momn-
ings.

In Chicago, all of the market’s top
ethnic-leaning stations moved up in
varying degrees, while