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INSI/DE:

WLUP SAYS
IT’S SORRY

WLUP (AM)/Chicago has

apologized for a recent
broadcast that offended

Catholics. But the Talk station

still faces potential FCC
trouble. Also in Radio

Business: Will Group W
strike a deal with NPR?

WHAT’S OLD
IS NEW AGAIN
“Suddenly, nostalgia is big

business,” notes John Parikhal,
who suggests ways to cash in on
today's fascination with yesterday.
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AEROSMITH’S NEW TOON

First Michael Jackson was

immortalized on “The Simpsons.”
Now it's Aerosmith’s turn. Details

in the Overview section.
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NAB Grilled On Hill
About Eureka Deal

Members of the House Tele-
communications Subcommit-
tee, conducting an information-
al hearing on DAB and other
new radio technologies, are tak-
ing the NAB to task for backing
the European Eureka-147
technology.

Rep. Don Ritter (R-PA),
grilled NAB officials about their
ties to the European consorti-
um, asking, “Doesn’t support
for Eureka set aside the possi-
bility that American companies
would be doing this?’’ NAB Ex-

Congress Urges FCC LMA Action

Could Commission’s Time-Brokerage Ruling Forestall Legislation?

The FCC will face the wrath
of Congress if it turns its back
on a bill designed to prompt
stricter regulation of time-bro-
kerage deals, according to a
key Congressional staffer. “If
they think they can blithely go
along ignoring the bill, they’ll
have a problem on their
hands,” the source said.

HR. 3715, introduced last
Wednesday (11/6) by Rep. John
Dingell (D-MI), would severely
limit the use of Local Marketing
Agreements (LMAs) and time-
brokerage pacts that allow one
station to control another’s pro-
gramming. Under the measure,
stations would be prchibited
from leasing more than 25% of
their total airtime to outsiders,
and no single outside program-
mer could control more than
10% of a station’s airtime. Sta-
tions able to demonstrate a
need for such an agreement
could apply for a waiver to
those limits. The bill would also
require all time-brokerage
agreements to be filed with the
FCC.

Bill Basics

@ Source suggests
regulating LMASs via
broadcast ownership
rules

@ FCC ‘digesting’
proposal

@ Commission action
expected

@ NABOB criticizes bill

H.R. 3715 is co-sponsored by
Reps. Edward Markey (D-MA),
Norman Lent (R-NY), and Mat-
thew Rinaldo (R-NJ). Hearings
on the bill could come as soon as
early January.

‘Ideal Way’

According to the staffer, the
bill’s sponsors are serious about
seeking its passage, but would
be happy to see the FCC handle
the time-brokerage issue with-
out a new law.

ADAMS GOLD MOVES

“The Commission has an
open docket [that deals with the
time-brokerage question],” ob-
served the staffer, saying there
will be no need for legislation ‘‘if
they address it adequately.”

The “ideal way” to address
the issue, he noted, would be for
the Commission to incorporate
the bill’s provisions in its broad-
cast ownership rules, which are
currently under review. How-
ever, he suggested, the law-
makers might allow the Com-
mission ‘‘to play’’ with the 25%
and 10% numbers.

Public interest lawyer An-
drew Schwartzman, who helped
stir up Congressional interest in
time brokerage and LMAs, be-
lieves H.R. 3715 would fade
away if the Commission would
simply “‘enforce the Communi-
cations Act”’ and reject those
pacts that circumvent the own-
ership rules, result in unauthor-
ized transfers of license control,
or permit unqualified people to
control stations.

An aide to FCC Chairman Al
Sikes said the Commission staff
is still digesting the bill and
“will be talking about it a lot in
the next few days.”

According to an industry
source, NAB expects the Com-
mission to issue its own rules on
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ec. VP John Abel said the
Eureka DAB system includes
many U.S. patents in its tech-
nology, claiming, “It can have
benefits for U.S. companies.”
Abel also said it would be good
for U.S. competitiveness to
have a single worldwide DAB
standard, so equipment design-
ed for the domestic market can
be sold abroad as well.

Sharing Royalties

Rep. Jim Cooper (D-TN) ask-
ed whether it was a conflict of
interest for the NAB to ‘“‘own
part of Eureka,” prompting
DAB Task Force Chairman
Alan Box to insist, “The NAB
doesn’t own any interest in Eu-
reka.”” Box said all the NAB has
is an agreement with Eureka to
share in royalties if the DAB
system is adopted in North
America. “I don’t feel that is a
conflict of interest.”

Box, President of EZ Com-
munications, said the Task
Force’s appraisal of other DAB
system contenders wouldn’t be
affected by the Eureka deal-
ings. DAB/See Page 32

Atlantic and Mercury have both
consolidated their staffs; other
labels deny they plan similar moves.
Details in Street Talk.

time brokerage and is gearing
up to influence the formulation
of the expected regulations.

Factions’ Reactions

Siebert, Horne VP/GMs
At KCBQ, KOOL Combos

[
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MOVING BEYOND
THE CORE

“You're only going to get so much

listenership from your core,”

theorizes management consultant

Rick Ott, who explains how to

safely widen your station’s appeal.
Page 34

IN THE NEWS THIS WEEK

Al Brady Law GM at
WQFM/Milwaukee

Steve Humphries Exec. VP at TK
Gary Beasley GM at WXTU/Philly

|
|
|
|
|
|

Newsstand Price $6.00

VP/GM Dave Siebert is leav-
ing Adams Gold KOOL-AM &
FM/Phoenix and segueing to
the same position at co-owned
Gold KCBQ-AM & FM/San Di-
ego. He’s succeeded as KOOL
VP/GM by Mike Horne, who
leaves a similar job at Edens
CHR WRBQ-AM & FM (Q105)/
Tampa. Adams President Jim
Seemiller had been serving as
KCBQ’'s GM.

Siebert told R&R, “I don’t ex-
pect making many big changes
at KCBQ. I love KOOL, but I'm
a company guy and I go where
they want me to go. I'm very
excited about the move to San
Diego, and we're expecting

big things there.” Prior to join-
ing KOOL 15 months ago, Sie-
bert was GSM at KHIH/Den-
ver, GSM for KTOK/Oklahoma
City, and GM at WQF A /Saraso-
ta.

Horne added, “It’s going to be
unique for me to work for a sta-
tion where I fall into the lis-
teners’ demo. I'm returning to
the market I know and love. It’s
a tremendous opportunity to
have my family live where
they’ll be happiest.” Prior to
joining WRBQ two years ago,
Horne had managed Edens
properties in Houston (KKBQ)
and Phoenix (KOY-AM & FM).

NAB'’s only official response
to H.R. 3715 was a statement
claiming broadcasters need
guidance on time-brokerage
deals but decrying the proposed
measure for ‘‘doing more to kill
[such deals] than define them.”

Surprisingly, the National As-
sociation of Black-Owned
Broadcasters (NABOB), which
has long hailed the “abuse” of
LMAs and other time-broker-
age deals, believes the bill
“goes too far.” According to
Exec. Director Jim Winston,
NABOB would prefer a ban on
only those pacts that would al-
low a successful station to
unfairly extend its market

power. LMA/See Page 32
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WBCN PD
Makes On-Air
Bungee Jump

ould you let your PD
do this? Behold Infin-
ity-owned WBCN PD/

air personality Oedipus as he
broadcasts f/ive! while bungee-
jumping from the death-defying
height of 155 feet above Bos-
ton Harbor. And it sounded a lit-
tle something like this . . . .

[}

Page 39, 42, 48

‘CHR, AOR, NAC Scoreboards

www americanradiohistorv. com
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“SHEETENOTIN

TRE-OUT-OF -TRE-BOX- SMASH

The time has come for Sweet Emotion--now more powerful than ever.
Accompamntied by the brand new Marty Callmer video from "Pandora’s Box."
Aerosmith’s deluxe 3 Cassette or 3 CD Boxed Set, complete with 52 remastered
songs incleding 20 previously unreleased recordings. Plus, a 64 page book
with history, song by song comments from tae band, rare photos and more.
't's all here, from America’'s greatest rock 'n’ roll band.

Pat & Tm O Marca Regstarda < 1991 Sony Music Entertanment inc

Commtna Rey




Rushin’ Rock

Cleveland, and Chicago.

Capitol President Hale Milgrim presented Richard Marx with a plaque com-
memorating the singer’s one-day, five-city Rush-in, Rush-Out, Rush Street
tour after his last performance at Southern California’s Burbank Airport. The
other concerts took place at airports in or near Baltimore, New York,

Humphries Exec. VP At TK

Lakey Appointed VP/GM, Mednick Elevated
To GSM Position At KXTN & KZVE/San Antonio

Steve Humphries, VP/GM at
Spanish-formatted KXTN &
KZVE/San Antonio, has been pro-
moted to Exec. VP of parent TK
Communications and will now su-
pervise TK’s Texas properties.
Gary Lakey succeeds Humphries
at the San Antonio stations, and
Josh Mednick becomes the
station’s new GSM.

“I’'m elated with the promotion,
and I'm looking forward to work-

Cornils Rejoins
Radio Ad Bureau

Former Ra-
dio Advertising
Bureau exec
Wayne Cornils
has rejoined the
association in a
¥ senior manage-
_ ment position.

h ““A little more

(19 than two years

3 ago, Wayne

o joined me at the

Wayne Cornils Unistar Net-

works after having served as RAB

Exec. VP for five years,” said

RAB CEO Gary Fries. “I'm de-

lighted that he has now agreed to

be a key figure in helping me build

the new Radio Advertising Bureau.

He will be involved in all areas of
our operation in his new role.”

Fries had previously announced
at the RAB’s recent board meeting
in Tucson that Cornils will coor-
dinate the Bureau’s Managing
Sales Conference (MSC), to be held
in Nashville next January.

Cornils spent the last year as a
management and sales consultant.
He previously served as Sr. VP/
Radio at the NAB and worked at a
variety of radio stations before
that.

The RAB aiso announced that
Rush Limbaugh has been slated as
keynote speaker of the MSC.

ing with [Chairman] John Tenag-
lia on a corporate level. Gary
Lakey is a perfect choice as GM for
our San Antonio stations. We’ve
built them into a powerhouse and
Gary will continue TK’s success
there.”

Prior to joining KXTN & KZVE
two years ago, Humphries (aka
Steve Rivers) operated a small
group of stations in Colorado and
New Mexico. He programmed a
number of CHRs in the 70s, in-
cluding WDRQ/Detroit, WZGC/At-
lanta, KROY/Sacramento, and
WAXY/Ft. Lauderdale. He also
served as National PD for the for-
mer General Cinema Group under
Tenaglia.

Lakey joins from the GSM posi-
tion at TK’s WSRF & WSHE/Ft.
Lauderdale. He previously was
VP, Director/Sales at KXXR/Kan-
sas City and LSM at WDAF/Kan-
sas City. Mednick has been KXTN
& KZVE LSM since October of last
year. He joined from a similar
position at KEYF/Spokane.

TK’s other Texas station is Gold
KLUV/Dallas.

Shamrock AOR
WQFM Names
Law GM

Al Brady ! o= |
Law, former
kKBQ/Houston
President/GM,
has accepted
the GM post at
struggling
Shamrock
Communica-
tions AOR
WQFM/Mil-
waukee. He re-
places Kris Al Brady Law
Foate, now GSM at crosstown
WKTI.

Shamrock President/CEO Bill
Lynett told R&R, “He’s got the ex-
perience and philosophy I was
looking for. And he knows how to
win.”

“They’ve got some problems
here and can use a guy with my
kind of background,” Law remark-
ed. “This used to be a big-deal sta-
tion, and it’s not anymore. Stability
and positioning are the basic prob-
lems, and they’re certainly not in-
surmountable. It can be fixed rela-
tively quickly. Not easily, mind
you, but quickly.”

Law’s long radio career includes
GM stints at KOAl/Dallas and
WHDH & WZOU/Boston. He’s also
served as VP/Programming for
NBC 0&Os and President of Sur-
rey Research. He logged four
years at KKBQ before exiting
when the station switched from
CHR to Country.

e i S S

Beasley Adds
WXTU/Philly
VP/GM Duties

Beasley Broadcast Group VP/
Operations Bruce Beasley has add-
ed VP/GM responsibilities for the
company’s Country WXTU/Phila-
delphia. He’ll relocate from the
company’s Naples, FL headquar-
ters to Philadelphia, where he re-
places the exiting Ken Nanas.
Upon Beasley’s arrival, six-year
PD Bob Young exited.

Beasley told R&R, ‘“Beasley has
owned WXTU for six years, and
I'm excited to be joining all the
great people here to take it to the
next level. We plan on being a ma-
jor factor on the national Country
radio scene.”

BEASLEY/See Page 32

Gardner Adds WTMJ VP/GM Job

After four %
months as VP/
GM of AC
WKTI/Milwau-
kee, Carl Gard-
ner has added
VP/GM duties
at its top-rated
News/Talk sis- §
ter, WTMJ. He
succeeds Paul
LeSage, who'’s
become VP/ Carl Gardner
GM of WTMJ’s new Sports Mar-
keting Department.

Also, WIMJ PD Mike Elliott is
now Exec. Director/Operations for
the Sports Marketing Department,

and two-year Asst. PD Tom Bay-
lerian is serving as WTMJ’s acting
PD.

WTMJ Inc. VP Doug Kiel com-
mented, “Carl’s background suits
him well to run both our Milwaukee
radio properties. Paul LeSage has
done a great job, and I know Carl
will pick up right where Paul left
off.”

Gardner noted. “WTM.J’s a radio
legend. I'm flattered to become
part of the team. We will spare no
effort to continue our leadership in
news and information programm-
ing.” Gardner spent three years as
VP/GM at KKRZ/Pertland and
has programmed KEX/Portland
and KNUS/Denver.

WWW.americanradiohistorv.com
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WINNING THE SPORTS GAME

Since WFAN/New York premiered its all-
Sports lineup in 1988, at least three dozen
stations have attempted similar approaches
with varying degrees of success. Is sports-
oriented programming a fad or a real format
with a long-term future? Randall Bloomquist
investigates.

Page 50
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RADIO BUSINESS

Group W Head Suggests
News Venture With NPR

Could one of the nation’s largest commercial radio
groups be preparing to jump into public radio as well?
Group W Radio President Jim Thompson revealed
Tuesday (11/12) he’s interested in exploring possibil-
ities for a venture with National Public Radio.

Thompson’s suggestion came af-
ter NPR Managing Editor John
Dinges mentioned during a New
York panel discussion of radio pro-
gramming that lbudget constraints
force NPR to limit its news opera-
tions to 18 hours a day. ‘“You're off
the air six hours a night and those
400 stations don’t have anything to
carry? That might be an opportuni-
ty where we could very easily test
those waters without [spending] a
lot of money,” Thompson said.

Minutes before, he had noted that
Group W was looking into the feasi-
bility of launching an all-News net-
work.

The Group W Radio chief later
told R&R a venture with public ra-
dio was only one possible way the
company could ease into national
news programming before com-
mitting to a full network. In Wash-
ington, NPR VP/News & Informa-
tion William Buzenberg said there

had been no talks with Group W.
During the Center for Communi-
cation’s “Who Decides What’s On
Radio?” seminar, Thompson took
issue with the notion that commer-
cial radio has been unable to match
NPR’s success with nationwide,
longform news programming. “It’s
not that we can’t do it; we haven’t
chosen to do it, and we periodically
review whether we should do it.”

On the other hand, Dinges said,
“We feel restricted because we’re
not able to offer a product to com-
mercial radio.” He said a number
of commercial stations probably
would like to carry NPR news-
casts.

DC
REPORT

PAT CLAWSON

ing towarc a 1995 launch following FCC endorsement of
S-band for satellite DAB, made the first public presentations
of a working prototype receiver last week.

"We think this is viable with or
without terrestrial DAB in place,”
Rothblatt said. He said the S-band
system SCLR engineers are de-
signing will cffer at feast 30 chan-
nels, a reduction from the 66-
channel systzm the company orig-
inally propos=2d for L-band.

SCDR amended its application to
specify S-bad (2310-2370 MHz
or 2.3 GHz) shortly before the FCC
agreed withh NTIA to back the
S-band frecuencies for satellite
DAB at the 1392 World Administra-
tive Radio Conference in Spain.
Rothblatt wo uldn't say how quickly
he expects the FCC to act on his
request for & conditional construc-
tion permit.

“| believe the FCC made a good
decision in going for 2.3 GHz . . .

direct broadcast satellite TV works
perfectly well at 12 GHz, but you
need a lower frequency for a mobile
environment,” Rothblatt said. He
said SCDR had no intention of mar-
keting its C-band {4 GHz) proto-
type, which was designed for in-
home use, but would concentrate
on reducing the technology to chip
sets for use in S-band receivers for
both mobile and in-home use.

Two Channels Tested

Rothblatt's prototype, which uses
a PC and several boxes of electron-
ics, received two channels of CD-
quality audio. The signals (from two
CD players) were uplinked from Vir-
ginia to the Spacenet 3 satellite and
received at WPFW/Washington's
studios.

Satellite CD Radio Displays Prototype

Satel-ite CD Radio Chairman Martin Rothblatt, push-

The eight-inch-square flat anten-
na used for the C-band demonstra-
tion would be reduced to the size of
a playing card for the S-band sys-
tem. it wouldn't even have to be
aimed in the general direction of the
satellite, just placed skyward.

SCDR is focusing on subscription
radio for the rollout of its system,
with consumers expected to pay
about $4.95 per month for the 30
channels. Subscribers would make
payments with their phone bills af
ter caling a 900 number and
punching in their receiver code to
order a month or year of service.
Advertiser-supported channels
could be added later.

Operating at S-band, rather than
L-band, will increase costs by
about 50%, according to Rothblatt.
Programmers leasing channels
would pay about $150 per hour.
“"We've had no resistance with that
price — that's about what it costs
an FM station to operate,” he said.

Report Criticizes Commission
And NTIA WARC Procedures

Congress’s Office of Technology Assessment (OTA) is

calling for a restructuring of FCC, NTIA, and State De-
partment roles in setting international telecommunica-
tions policy to cut down on ‘‘turf battles” in preparations
for World Administrative Radio Conferences.

An OTA repcrt issued Monday
(11/11) criticized a “lack of high-
level attention and inspired policy
guidance” in forming U.S. WARC
positions. It noted that some anal-
ysts have called for creation of a
permanent WARC delegation head
to give continuity to negotiations.
However, the report also said prep-
arations for the 1992 WARC went
rather smoothly because ‘‘the indi-

viduals involved got along well and
cooperation among agencies was
good.” Even so, it said the agencies
clashed over where to put DAB.
The report, written before the
FCC abandoned its support for an
IL-band DAB allocation, warned
that Pentagon and NTIA opposition
to relocating aircraft telemetry
users could result in the U.S. refus-
ing to go along with a worldwide al-

location. “This could mean that
[DAB] services developed in the
U.S. would not use the same fre-
quencies as the rest of the world —
the systems would be incompati-
ble,” OTA said.

Defining Roles

OTA called for a clearer defini-
tion of the various agencies’ roles
in forming U.S. policy, procedures
for resolving conflicts, and more
interaction between agency heads.
FCC Chairman Al Sikes was
traveling at R&R’s deadline and
couldn’t be reached. NTIA Direc-

Continued on Page @

Congress Votes To
Outlaw HLT Loans

roadcasters who have been campaigning for a re-

form of federal highly leveraged transaction (HLT)

lending rules aimost suffered a disastrous defeat last
week when Rep. Byron Dorgan (D-ND) convinced Con-
gress to outlaw U.S. banks from financing any HLT over
$20 million.

While the House was debating the banking reform bill (H.R. 6), Dorgan
— with no prior notice or hearings — succeeded in attaching an amend-
ment to prohibit federally insured depository institutions from making any
loan, extending any credit, or making any investment in HLTs exceeding
$20 million involving “the buyout, acquisition, or recapitalization of any
business.”

“My amendment asks this House whether we ought to continue to
guarantee the deposits, the insured deposits of these institutions, while
they make these kind of risky loans called HLTs for the purpose of hostile
takeovers and acquisitions. The answer ought to be no,” Dorgan argued.

The amendment quickly picked up support from Democratic col-
leagues, including Reps. Tim Penny (D-MN) and David Obey (D-WI). “The
taxpayer-insured funds ought to be financing investments that will help the
economy grow, not those that will create mountains of corporate debt so
big business can buy up and chew up and spit out small firms and the jobs
that go with them. Banks ought to be banks; they ought not to be casinos,”
Obey said.

Reps. Chalmers Wylie (R-OH) and Doug Barnard (D-GA) argued
against the measure, but the House passed it on a voice vote. The entire
banking reform bill, clogged with a series of amendments, was later re-
jected by the House 324-89. For now, the matter is dead — but the House
plans to revisit banking reform legislation soon.

Meanwhile, the Bush administration isn't standing by idly as credit
crunch woes mount. With great fanfare, the Small Business Administra-
tion has launched an aggressive radio-TV campaign to let businesses know
it has money available. t wants broadcasters to air — free of charge,
naturally — a series of spots in which President Bush touts the agency's
export loan program.

McCord: Boston FM Deal Imminent

ranum Communications CEO Herb McCord said

Tuesday night (11/12) he’s on the brink of announ-

cing a deal to buy Ackerley Communications’
WBOS/Boston. McCord and broker Gary Stevens wouldn't
discuss pricing, but investment bankers expect the FM to
fetch $9 million-$10 million.

“It's not wrapped up yet. It's fair to say we're close and we expect to
have a contract by the end of the week, but we don't have one now. It's not
a deal, but it's very close,” McCord said.

Ackerley CEO Barry Ackerley announced plans to sell WBOS last
week when he disclosed “a successful restructuring” of his company’s
debts with First National Bank of Chicago, Chase Manhattan Bank, Bank
of California, Seafirst Bank, and several insurance companies.

All defaults have been waived or cured and all interest due has been
paid. Subordinated notes valued at $80 million are now classified as long-
term debt, with no principal payments due until December 15, 1996. Also
reclassified as long-term debt is all but $2.5 million of the company's $162
million senior debt. Payments are due quarterly with the first principal in-
stallment scheduled for June 30, 1992,

Interest on the senior debt is based on the London Interbank Offered
Rate (LIBOR) plus 2%, for a current annual interest rate of 8% Ackerley's
lenders also have made available a new $9.5 million credit line — of which
$6.5 million has already been tapped — at a current interest rate of 10.5%

Hughes Moves On Palmer Properties

ormer Viacom President Paul Hughes is buying a

group of radio and TV stations in lowa and Oklahoma

from Palmer Communications. Hughes Broadcast-
ing Partners of New Canaan, CT said it's buying WHO &
KYLF/Des Moines and NBC-TV affiliates WHO-TV/Des
Moines and KFOR-TV/Okiahoma City.

The transaction price hasn't been disclosed, but Hughes said it's
primarily a cash deal. Brokers R&R contacted valued the radio combo at
approximately $10 million and estimated the overall transaction could be
worth about $70 million

Continued on Page 9




Suddenly, your music sounds So, what have you got to lose? We'll

The standard FM

audio processing more open... more misical, provide a free in-station demo so that
Cb'”"/]g‘golgesm o and LOUD. Suddenly, your lis- you can hear for yourselt the advan-
Sounda once i ) ) . .

it sounds LOUD... : teners are staying tuned in... not tages of Unified Processing.

Getting the music you broadcast to

be LOUD is easy... just spend a lot of
money on a lot processing equipment,
spend a lot of time learning how to
use it, and spend a lot of brain power
trying to figure out why it doesn't
sound GOOD once it is LOUD.

Getting the music you broadcast to
sound GOOD is really easy... just shut
oft all of your processors. But then
you probably won't be LOUD enough.

The new UNITY 2000 Digital Audio
Processor from Cutting Edge, lets your
music sound GOOD and LOUD,
regardless of your format. By combin-
ing all of the components of the FM
broadcast audio processing chain into
a single chassis, the UNITY 2000 pro-
vides control and functionality that
you just can’t get from the individual
components. Plus, its menu driven
interface and presets for all popular
formats make it much easier to use.

getting fatigued from an overly
Give us a call now, and let us tell you
about the new UNITY 2000. By the

time the next book comes out, you'll

processed sound. Suddenly,
you find yourself with a com-
petitive edge in the ratings

wars. Not bad for a little box. be thanking us.

WIDE BAND AGC

& ssccssvsee &
o o 0 o
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The UNITY 2000 gives you ALL the tools of the FM broadcast audio processing chain in a single chassis.
It provides both GREAT SOUND and the LOUDNESS you need.

THE UNITY 2000 DIGITAL AUDIO PROCESSOR
Shp———

===
g = CUTTING EDGE TECHNOLOGIES
= =

2501 West Third Street o Cleveland, OH 44113 » 216.241.3343 » FAX: 216.621.2801
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TRANSACTIONS

Sandab Discovers $4.5
Million East Coast Treasure

Northstar Spots Sun $1 Million For NY Combo

gt

Treasure Coast/

Cape Cod Stations

PRICE: $4,465,000

TERMS: Asset sale for $4,292,000
cash and additional $153,000 cash for
upgrade expenses; escrow deposit
$350,000. The closing is contingent
on the buyer's acquisition of real estate
for no more than $315,000. The buyer
also agrees to release the previous
owner, Gregory Bone, from liability for
various bank loans by paying an addi-
tional $20,000 in cash to the Federal
Deposit Insurance Corp. for such re-
leases.

BUYER: Sandab Communications of
Vero Beach L.P., headed by Stephen
Seymour of Baltimore. Other investors
include R. Scott Frothingham of Ft.
Myers, FL; Mark Wright of Baltimore:

WOOD AM-FM

Grand Rapids, Michigan

Gregory Bone of Hyannis, MA; and
Jeffrey Bellin of McLean, VA. Sandab
also owns WCKT/Lehigh Acres, FL.
Phone: (410) 828-4780

SELLER: William Brandt Jr., a
Chicago-based receiver employed by
Development Specialists Inc., which
is selling the assets of commonty own-
ed licensees Treasure Coast Broad-
casting L.P. and Cape Cod Broad-
casting L.P. Both companies were
previously headed by Gregory Bone.
Phone: (312) 263-4141

COMMENT: Plans were announced in
March 1991 to sell these stations for
$5.5 million, but the transaction was
not completed.

WTTB & WGYL/

Vero Beach (Ft. Pierce), FL
FREQUENCY: 1490 kHz; 93.5 MHz
POWER: 1kw; 1.3kw at 479 feet
FORMAT: News/Talk; B/EZ

November, 1991

SOLD

assets owned by

WQRC/Barnstable
(Hyannis), MA
FREQUENCY: 99 .9 MHz
POWER: 50kw at 378 feet
FORMAT: B/EZ

KKCY/Colusa
(Marysville/Yuba City)

PRICE: $390,000

TERMS: Asset sale

BUYER: Phoenix Broadcasting Inc.,
headed by Gary Katz. He also owns
KCEZ/Corning (Chico-Redding), CA.
SELLER: Monument Media Inc., own-
ed by Mark Guidotti

FREQUENCY: 103.1 MHz

POWER: 135 watts at 1964 feet
FORMAT: Gold

BROKER: Andy McClure of William
A. Exline Inc.

UNITED ARTISTS
BROADCAST PROPERTIES, INC.

have been sold to

WOOD RADIO LIMITED PARTNERSHIP

Bruce Holberg, Principal

The undersigned represented the seller in this transaction.

@

COMMUNICATIONS
EQUITY
__ASSOCIATES _

101 E. Kennedy Blvd., Ste. 3300, Tampa, FL 33602 813/222-8844
TAMPA « NEW YORK ¢ PHILADELPHIA « LONDON » MUNICH

This notice appears as a matter of record only.

CEA is a member of the National Association of Securities Dealers, Inc.
and its professional associates are registered with the NASD. Member SIPC.

www americanradiohistorv. com

TRANSACTIONS AT A GLANCE

This Week’s Action: ..

1991 Deals To Date:

(Last Year: $1,076,291,253)

Total Stations Traded This Year:

Total Stations Traded This Week:. . . . . . . .. 14

$668,337,179

(Last Year: 1144)
PTG o A $6,625,001
{Last Year: $7,717,989)

(Last Year: 22}

$4,465,000

® Deal Of The Week:
® Treasure Coast/Cape Cod Stations

®WTTB & WGYL/Vero Beach
(Ft. Pierce), FL

® WQRC/Barnstable (Hyannis), MA

® WQON/Grayling, Mi

©® KKCY/Colusa (Marysville-Yuba City), CA $390,000
® KLCQ/Davis, CA No cash consideration

® WTRI/Brunswick, MD $1 for 35%

® Ditmer Broadcasting Stations $320,000

® WWSJ/St. Johns (Lansing), Mi
©® WKRT & WNYP/Courtland (Ithaca), NY $1.1 million
® WEGO/Concord, NC No cash consideration
® WGTN-AM & FM/Andrews-Georgetown (Myrtle Beach), SC $350,000
® WPFD/Fairview, TN No cash consideration

KLCQ/Davis

PRICE: No cash consideration
TERMS: Transfer of control by surren-
dering voting control to an independent
voting trust. According to the trust
agreement, the majority and minority
shareholders “have experienced diffi-
culty in agreeing upon the financial
goals, corporate purpose, and man-
agement philosophy” for the licensee
They are establishing the voting trust
“to both re-establish and preserve cor-
porate stability while the shareholders
determine individually or collectively,
their future involvement.” The trustee
has been granted the authority to sell
the station

BUYER: Ken Wall, a San Jose-based
trustee named to administer a voting
trust. Phone. (408) 249-5266
SELLER: Vernon Miller of Cupertino,
CA is transferring his 65% stake in
KYLO Radio Inc. Miklos Benedek is
transferring his 35% stake. Phone:
(916) 756-6800

FREQUENCY: 105 5 MHz

POWER: 3kw at 300 feet

FORMAT: Classic Rock

-

WTRI/Brunswick

PRICE: $1 for 35%

TERMS: Stock sale for cash. The
seller, the company's current presi-
dent, is transferring shares to another
stockholder who will be installed as
president and 55% owner

BUYER: Liz Roberts of Lovettsville, VA
is increasing her ownership from 20%
to 55%.

SELLER: Sally Heldrich of Arlington,
VA is reducing her 40% ownership of
Tri-State Broadcasting Corp. to 5%
FREQUENCY: 1520 kHz

POWER: 9.3kw daytimer

FORMAT: Country

COMMENT: Tri-State announced plans
to purchase this station from its current
licensee, Elektra Broadcasting Corp.,
in October 1991 for $115,000. That
transfer application is still pending

o T e

-

Ditmer Broadcasting Stations
PRICE: $320,000

TERMS: Asset sale. The buyer will ob-
tain a $100,000 first mortgage on real
estate to retire an existing mortage with
Old Kent Bank and a transmitter lease.
The buyer agrees to execute a second
mortgage with the seller for $220,000
at 9% interest over 10 years. The note
is payable in $1650 monthly install-
ments for the first year, $2300 per
month for the second year, and then
$2780 monthly for eight years. The
seller will also receive a 20% equity
stake in the buyer’s corporation. Within
10 years from closing, the seller “will
receive a payment of 20% of share-
holder equity or $80,000, whichever
is greater

BUYER: WSJ/WQON Inc., owned by
D. Ray James of Grand Rapids; James
Norcross of Gaines, MI; and Robert
Ditmer Sr. of St. Johns, MI. Phone
(616) 957.2772

SELLER: Ditmer Broadcasting Corp.,
owned by Robert Ditmer Sr. Phone
(517) 224-7911

WQONI/Grayling

FREQUENCY: 100.1 MHz

POWER: 1.65kw at 389 feet
FORMAT: AC

COMMENT: This station was sold for
$170,000 in May 1985.

Continued on Page 9
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hen it comes to successful marketing, no one can match the giants of the brewing

industry. For example, every light beer has the same basic ingredients...so why do
millions of consumers choose one over another? Beer marketers already know the answer:
Brand Loyalty. And, year after year, they continue to prove that it works.

Now, the lessons of brand marketing are available to radio through Stratford Research'’s
proprietary B.R.AN.D.™ System. Brand Recall Analysis in Diarykeeping builds awareness
without resorting to unimaginative, money-wasting product battles that confuse listeners
and turn the ratings game into a guessing game.

B.R.AN.D.™ blows off the foam and cuts through the clutter of “me-too” radio stations
to eliminate product confusion and tap into a unique identity that listeners will remember
at ratings time. If your station has a thirst for success, call Lew Dickey, President of
Stratford Research, at (419)698-1166, to hear what we can do for you.

STRATFORD RESEARCH
The Brand Leader.

MEDIA CENTER BLDG. II » 2965 PICKLE ROAD * TOLEDO, CHIO 43616 * (419) 698-1166
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Shelter From The Storm

CITY-FM is the first programming and marketing franchise
designed specifically to compete in major markets. It is not a
“niche” format CITY-FM is the first multi-faceted operations
and marketing system capable of controlling cost and quality to
permitsignificant cash flow in very competitive markets.

Targeted at active adults between the ages of 22 and 44, CITY-
FM “Hot AC” exclusively features ratings-proven top ten market

personalities. Music is a flow of well-researched,
currently popular artists and hits mixed with
compatible hits from the last dozen years. The
format is younger and hipper than AOR, traditional
AC or Country, while more mature than CHR.

Local news, information and commercials are
produced at the local station by a two person staff.
The rest of the programming is satellite delivered,
including AP Audio News.

The CITY-FM system gives stations the same
vertical integration of control over product quality
and delivery as McDonald’s, Mrs. Field's Cookies,
Domino’s Pizza, Four Seasons Hotels, etc. Local
service elements such as promotion, news, weather,
traffic, and community service are produced by a
two person local staff at each station in order to
serve the unique needs and personality of each
market.

The Myth of Localism

One of the mast common explanations for the
major market failure of satellite formats is that they
lack “localism.” But a simple content analysis of
major market mrusic stations reveals that “localism”
in programming is largely a myth.

70% to 90% of each hour is devoted to music
which has no local content whatsoever. Qutside
morning drive, DJ content is typically restricted to
promoting the benefits of the format and
identifying the station. ("Here’s another ten in a
row on [-105...”}. Local service features include brief
weather forecas's, occasional traffic reports, and
community event mentions, each approximately 10-
20 seconds.

During the morning show, when you might
expect maximurn local content, D] humor is
typically keyed to U.S.A. Today headlines, National
Enquirer gossip, national politics, or personalities,
TV shows, or movies. In reality, the major source of
"local content” on virtually every major market
music station is the 8-12 minutes per hour of
commercials and local station and sales promotions.

Localism and

Mprs. Field's Cookies

Lack of “localism” does not adequately explain why satellite

formats have not worked in major markets. The more likely
explanation is that the economics of satellite formats have
appealed primarily to small market broadcasters and to

marginal operators with inferior facilities.

But there are other reasons worth considering. The process of
putting a freshly baked Mrs. Field’s cookie in the consumer’s
hand starts at a central kitchen where the cookie dough is
produced, frozen and shipped. It ends at the local retail store
when the cookie emerges hot from an oven specially designed to
bake off Mrs. Field's frozen cookies. Every step is designed to
produce only one outcome: a perfect cookie. The process works

generic local names...they typically operate studio equipment on
different technical standards than the satellite network. The
juxtaposition of the satellite feed with the local elements
frequently sounds small-time and amateurish.

ABC-TV’s Nightline with Ted Koppel is a well known
demonstration of how satellites can be used to produce a
broadcast which looks and sounds like it is all coming out of one
studio. Infinity Broadcasting successfully satellite delivers its
“Howard Stern” morning show to radio stations in New York,

CITY-FM vs Traditional Satellite Programming

There has never been anything like CITY-FM available. The older
satellite delivered music formats are based upon completely different
economic motives than CITY-FM:

Traditional Satellite Format

+ Primary customer national ad agencies &
advertisers.

+ Revenue from sale of time to national
advertisers, commodity pricing.

* Programming designed to get clearance
(“suitcase full of generic formats”).

+ $500-1500/month or free plus 48 minutes
per day. 2-3 year noncancellable contract.

* Smaller marxets, marginal stations, poor
facilities.

+ No national brand name, station generics
{“Lite, Mix, Easy, Oldies, Joy” etc.).

+ Second string DJs.

» Cannot insure local quality or
standardized processes.

* Single satellite feed means corrupt
daypart programming, generic time
checks, floating morning show.

+ “National” research, or no research

at all.
*

Philadelphia, Washington, and Los Angeles. By vertically

substantial cost savings.

A Great Brand
Is Not Bland

Different technical

standards are by no means
the biggest problem faced by
satellite formats. A far more
serious problem is that these
formats are delivered as
generic, unbranded products.
Each station slaps on its own
“audio label” by using a
recorded identifier such as

because vertical integration assures a “hand in glove” fit at every

step from kitchen to consumer.

Most satellite delivered formats sound out of place on local
stations because vertical integration has never been achieved.
Local stations rename the format to adapt dozens of different

“Joy,” “Easy,” “Lite,”
“Magic,” or some combi-
nation of alphanumerics,
such as “Y-106.” These

integrating the production, satellite delivery and local execution,
Infinity has achieved significant competitive success at a

CITY-FM Format

* Primary customer major market FM
stations.

+ Revenue from franchise fees based on
% of station gross.

+ Programming designed to win ratings in
major markets.

+ 5% of collections/month and 24 minutes
per day, 30 day no-strings cancellation.

» Competitive-markets, winning facilites.

« “CITY-FM~ brand name for solid station
identity.

+ Premium top ten market personalities.

+ Common technical setup for execution
process standards.

+ Exclusive programming time-locked
digitally to each time zone means jock
says “it's 8:22" at exactly 8:22.

+ Weekly local research in every
CITY-FM market.

terms lack the memorability of a true brand name.
Because the brand name is different in each market, the
satellite on-air talent can never announce the name of the
product. This is the equivalent of presenting McDonald’s
hamburgers under a different name in each market and
without the famous “golden arches.”

Building A Better Burger

Contrast this with CITY-FM approach.
Because the product is vertically
integrated, the on-air talent can and does
announce the brand name in real time.
Thus, CITY-FM becomes the identity of the
local station. We even provide you with a
powerful visual imaging package
featuring the CITY-FM logo customized to
your market and dial position. This
strategy goes a very long way toward
achieving the goal and image of a “local
sounding” radio station. Add a person-
ality lineup of America's hottest top ten
talent, and the result is powerful major
market programming capable of compe-
ting with the strongest, most established
market leaders even in America's largest
markets.

CITY-FM Is Not
For Everyone

The best is not the cheapest. For
operators in one or two station markets

where competitive considerations are not
of major concern, the traditional satellite
format networks deliver suitcases of

formats at truly bargain basement prices.

But if ratings matter, and you need a
great morning show, an all-star talent
lineup with tested music, and top shelf
production, all proven and ready to go,
your station can become CITY-FM in 30
days.

Visualize your station sounding the best
itever has, with crisp identity, all major
league air talent lineup, a music and
production presentation which “cuts
through” to the prime 22-44 demo, and a
sales-focused lean mean operating team.
We believe so strongly in CITY-FM that
you may cancel your contract anytime
with no strings on thirty days notice.

For market availability and further information, contact
Dan Forth at Superadio Networks: (212) 302-1100. Fran-
chises are market exclusive and moving fast. Lock up this

exclusive franchise for profits and success before
somebody else locks you out.

Welcome to the new world of radio.
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THE MOST POWERFUL PROGRAMMING ON THE PLANET
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Continued from Page 6

WWSJ/St. Johns (Lansing)
FREQUENCY: 1580 kHz
POWER: 1kw daytimer

FORMAT: Country

WKRT & WNYP/Cortland

(thaca)

PRICE: $1.1 million

TERMS: Asset sale for $1.1 million;
escrow deposit $120,000 with total of
$500,000 cash due at closing. Five-
year promissory note for $600,000 at
10% interest. Additional consulting
agreement provides sellers with annual
fee equal to 5% of combo’s cash flow
in excess of $160,000 per year, with
the fee not to exceed $250,000 per
year. If the station is resold within five
years for more than $1 6 million, the
seller is entitled to a fee equal to 5% of
the excess.

BUYER: Northstar Broadcasting
Corp., owned by Jeffrey Shapiro of
Hanover, NH; Bruce Danziger of Bald-
winsville, NY; and Wiiliam Goddard of
New York. Northstar also owns WNCQ
& WCIZ/Watertown, NY. Shapiro and
Goddard are minority shareholders of
WTSV & WHDQ/Claremont, NH.
Phone: (603) 542-7735

SELLER: Sun Radio Broadcasting
Inc., headed by President Manny
Gerard. Phone: (607) 756-2828
FREQUENCY: 920 kHz; 99.9 MHz
POWER: 1kw day/500 watts night;
24kw at 770 feet

FORMAT: Gold; CHR

COMMENT: This combo was sold for
$3.1 million in November 1986.

WEGO/Concord

PRICE: No cash consideration
TERMS: Asset sale for cancellation of
defaulted $198,000 debt owed by
seller to buyers

BUYER: Concord Kannapolis Com-
munications Inc., owned by Robert
Hilker of Davidson, NC and William
Rollings of Huntersville, NC. They own
WVVV/Blacksburg, VA; WJJJIChris-
tiansburg, VA; WABZ/Albemarie, NC;
WEGO/Concord, NC; and WPIQ &
WHJX/Brunswick, GA. Phone: (704)
825-5272

SELLER: Piedmont Crescent Com-
munications Inc., headed by Charles
Hicks. Phone: (704) 788-4368
FREQUENCY: 1410 kHz

POWER: 1kw day/182 watts night
FORMAT: Country

COMMENT: This station was sold for
$300,000 in September 1988.

WGTN-AM & FM/Andrews-

Georgetown (Myrtle Beach)
PRICE: $350,000

TERMS: Asset transfer to settle out-
standing $350,000 loan owed to a
company affiliated with the buyer. The
buyer is assuming the outstanding
loans.

BUYER: Georgetown Broadcasting
Co., headed by G. Cabell Williams of
Bethesda, MD. He also is the sole
shareholder of WYCB/Washington.
Williams is Exec. VP of Allied Capital

s

Corp., a Washington venture capital
firm.

SELLER: Saltzer Broadcasting Corp.,
headed by President Gerald Saltzer
FREQUENCY: 1400 kHz; 100.9 MHz
POWER: 1kw; 3kw at 328 feet
FORMAT: Gold; AC

WPFD/Fairview
PRICE: No cash consideration
TERMS: Asset transfer pursuant to
court order. The buyers recently paid
Sovran Bank $72,000 to settie de-
faulted notes owed by the seller which
they had personally guaranteed. The
buyers have since received a court
judgment against the seller for
$72,000 and are moving to return the
station to the air. According to the
transfer application, the station’'s as-
sets are currently valued at $20,400.
BUYER: Robert Lee Martin of Nash-
ville. He's a court-appointed managing
agent, representing the interests of in-
vestors James Williams and Samuel
Warden.

SELLER: John Bozeman of Franklin,
TN

FREQUENCY: 850 kHz

POWER: 500-watt daytimer
FORMAT: This station is dark.

%or the Record: Due to an editing
aror, last week's Transactions
summary box inadvertently omitted
she $5000 sale of KXDE (FM CPY
Merced, CA, athough R&R re-
sorted details of the deal. Statistics
n this week's summary have been

. amended to include the transac-
tion.

Despite Apology, WLUP Still At Risk

WLUP (AM)/Chicago has apologized for a recent
broadcast that offended some Catholics. But the Talk sta-
tion still faces potential FCC trouble.

Although the Catholic League for
Religious and Civil Liberties says
it’s pleased with the station’s re-
sponse to its anger over a segment
of the afternoon Steve {Dahl] &
Garry [Meier] show, the group has
no immediate plans to withdraw
the complaint it filed with the FCC.
The bit in question centered on ped-
ophile priests and hinted at oral sex
between clergymen and altar boys.

“We’ll notify the FCC of the pos-
itive tone of the meetings we've
had [with WLUP] and the reasona-
bleness of their approach,” said
League Exec. Director Thomas
O’Connell. “We’ll ask them to put it
in the file and weigh it in their de-
liberations.”

LMA

(Local Marketing Agreement)

In addition, Commission staffers
say they’re now bound to fully con-
sider the complaint — even if the
League requests its dismissal
And, while the agency is unlikely to
take action on the group’s claim
that Dahl and Meier demeaned the
Catholic faith, the bit’s sexual un-
dercurrent could conceivably
prompt an indecency charge.

Indecent Exchange?

The October 18 broadcast includ-
ed this exchange:

Meier: [The Cardinal of Chi-
cago] did confirmation at our
church and I served under him.

Dahl: Under his robe.

Meier: And the reward was I got

to kneel down and kiss his big ring

Dahi: His big, smelly, dirty ring.

Meier: That was an honor.

Dahi: And I bet he held it near
his crotch, too, didn’t he? “You like
it down there? You like my jewelry
down there, boy? Get down on your
knees, boy . . . and go get me some
more wine.”

WLUP VP/GM Larry Wert said
the station doesn’t want to dwell on
the incident. “As far as I'm con-
cerned, the issue has been put to
bed. If members of the Commis-
sion see fit to pursue further action,
we’ll cross that bridge when we
come to it.” Wert last week wrote
the Catholic League a qualified let-
ter of apology in which he express-
ed regret for causing pain, but de-
fended Dahl and Meier’s ““free and
open” discussion of controversial
subjects.

)

Even so, the RAB said radio is
gaining some ground. Total rev-
enues had been down 5.2% for the
first quarter. That was cut to a
3.9% decline for the first half of the
year and shrank further to the 3.0%
drop through three quarters. “De-
spite the fact that the recession
was longer and deeper than most
expected, radio’s cost-effective
combination of highly targeted
reach and effective frequency ac-
counts for the radio industry com-
ing through the recession In far bet-
ter condition than most other tradi-
tional media,” said RAB President
Gary Fries.

RAB Sees Silver Lining In Dark
Cloud Of Ad Revenue Decline

Radio advertising revenues fell 3.9% in September and
3.0% during the first three quarters of 1991 compared with
the same periods last year, according to the RAB.

Local radio revenues nationwide
were off 3.2% in September, with
the Midwest and Southwest posting
gains over the same month last
year. Through three quarters, local
revenues also were down 3.2%.
National revenues fell 5.8% in Sep-
tember. The Midwest had the only
gain; the Southwest and West saw
double-digit declines. National rev-
enues were down 2.1% for the first
nine months of 1891.

The RAB bases its calculations
on data provided by Miller, Kaplan,
Arase & Co. and Hungerford, Al-
drin, Nichols & Carter.

Report Criticizes Commission,
NTIA WARC Procedures

Continued from Page 4

tor Janice Obuchowski didn’t re-
turn calls seeking comment on the
report.

“The lack of a unified national
radio communication policy, in-
cluding international spectrum
goals, will hurt the U.S.’s ability to
negotiate and compete,” the OTA
report warned. It said the
country’s dependence on market
forces to guide decision-making
has resulted in a “vacuum in the

policymaking process,” leading to
delay or inefficiencies in bringing
new technologies to the public. One
example cited: AM stereo.

The importance of WARC deci-
sions to U.S. trade competitiveness
was a key element of the OTA re-
port, noting the already large
worldwide markets for radios, tele-
visions, and cellular phones.
“Stakes are likely to be even
higher in the future as the world
moves toward an information
economy,” the report said.

Continued from Page 4

Florida.
From coast to coast:

nounced.

DC rRePORT

Hughes investors include New York investment bankers Veronis
Suhler & Associates and Smith Barney, Harris Upham & Co. Two Palmer
managers, Ken MacQueen and Dan Adams, have a piece of the deal and
will operate the stations for Hughes. Palmer has been shifting focus from
broadcasting to cellular phones. The company also owns WNOG &
WCVU/Fort Myers-Naples, FL and cable TV systems in California and

e Heritage Media Chairman Jim Hoak is considering spinning off the
company'’s radio and TV properties into a new privately held firm. Goldman
Sachs has been retained to explore options.

e Evangelist Pat Robertson’'s WCNT/Chariotte has gone dark, the
latest casualty of his ill-fated plan to set up a conservative News/Talk net-
work. Future plans for the Skw fulltimer on 1480 kHz haven’t been an-

e The Boston Herald reported that New York journalist Marilyn Gold is
suing WEEI/Boston and Boston Celtics co-owner Don Gaston — her
former lover — over what she calls his broken promises. She’s asking him
to set up a $3 million trust fund for their child and to turn over his stake in
New York's Hard Rock Cafe. Gaston told the court he experienced “‘ex-
treme emotional distress” and gave Gold $4.5 million in hush money
betore confessing their affair to his wife.

Seminar: How to Make an LMA Work For You
December 5, 1991 = Washington, D.C.
8:00 a.m. to 2:00 p.m. m Cost: $195

sponsored by BIA Consulting & BIA Publications
For More Information Contact Debbie Metcalf - 703-478-5880

WWW.americanradiohistorv.com
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NEWSBREAKERS.

Sounds Of Celebration

Jimmy Jam ancd Terry Lewis threw a bash on the A&M soundstage to
celebrate the success of Sounds Of Blackness’s Perspective/A&M debut,
“The Evolution Of Gospel.” Gathering for a group shot are (I-r) Jam, A&M
President Al Cafaro and Chairman Jerry Moss, Lewis, arranger/producer
Gary Hines, anc (seated) lead vocalist Ann Nesby.

REYNOLDS RAPPED

Money Talker Guilty Of Fraud

Financial talk show host R.G.
Reynolds was convicted last week
of federal mail fraud and witness
tampering. The counts stemmed
from an investment scam that net-
ted $1.3 million from 70 unsuspect-
ing people, including fans of his
program.

Reynolds was arrested in March
on charges he had bilked investors
in his “Managed Account/Loan Ac-
count,” many of them recruited
through his syndicated ‘“Reynolds
Rap’” show. Individuals were

promised a 200% return on their
money in a short period. Such re-
turns never materialized, however,
as Reymolds was using the funds to
support his other Laguna Niguel,
CA-based businesses.

The witness tampering charge
arose from Reynolds’s efforts to
convince a grand jury witness to
destroy an incriminating telegram.

Reynolds is scheduled for senten-
cing in Los Angeles on December 2.
He faces a maximum 85 years in
prison and $3.7 million in fines.

WHKO/Dayton Taps Cristi As PD

KRSY & KRST/Albuquerque
OM Don Cristi has been named PD
of Cox Country outlet WHKO/Day-
ton. He arrives December 2 and
succeeds Gerry McCracken, who
transferred to sister station WSOC/
Charlotte as PD lzast month.

Cristi told R&R, “It’s difficult to
leave here after three and a half
years. But the chznce to work for

Cox doesn’t come up often; when it
does, you take it.”

Prior to joining KRSY & KRST
in late 1987, Cristi had program-
med KUKQ/Phoenix for a year
and WBCS/Milwaukee for three.
Before that, he worked at KNIX-
AM & FM/Phoenix for five years,
rising to PD of the AM station his
final year.

Columbia Ups
Wilson To Sr.
Dir./Black Promo

Ken Wilson
has been pro-
moted to Sr.
National Direc-
tor/Black Mu-
sic  Promotion,
East Coast at !
Columbia Ree- °
ords, where he

will be respon-

sible for the

promotion of all ’ -

Columbia R&B -

product. Ken Wilson
Eddie Pugh, VP/Black Music

Promotion, stated, “Since Ken

joined the Columbia black music
promotion team, it hasn’t been the
same. He brought in an unrivaled
burst of enthusiasm and, having
been in the business such a brief
time, an amazing wealth of knowl-
edge. He has readily accepted and
conquered every challenge put
before him.”

Wilson had been Co-National Di-
rector/Black Music Promotion,
West Coast since last year. He pre-
viously served at the Arista and
Beverly Glen labels.

Cal Now VP/G
At AC WEZW

Former WZTR/Milwaukee GM
Ray Cal has joined crosstown Mul-
timedia AC WEZW as VP/GM. He
replaces Jack Sabella, who re-
signed last month. Terry Peters
has already succeeded Cal at
WZTR (R&R 11/1).

According to Multimedia Exec.
VP Greg Anderson, “Ray has a
winning track record and has been
with some of the country’s top
broadcasters. His leadership and
knowledge of Milwaukee will be
terrific assets.”

Cal added, “WEZW has long en-
joyed a leadership position. I look
forward to working with a fine staff
as we move the station to an even
stronger level.” Cal was also GSM
for WDBO & WWKA/Orlando.

LETTERS

Kemp Seeks To Clear His Name

ttached is a letter from
AEdythe Wise, FCC Mass

Media Bureau Enforcement
Division Chief/Complaints & Investi-
gations Branch, clearing my name
(R&R 10/25). Chuck Knerr, the
owner of KCNA/Cave Junction,
OR, originally stated to the FCC
that | was the one who allowed the
broadcast of the foul language.
[But] as you can see, he lied to the
FCC. He changed his story in his
notice of apparent liability, where

Market Competitiveness
Ranking Questioned

his letter is in regard to Mike
THenry’s latest discussion of

“Competitive Radio Markets”
(R&R 11/1). I'm surprised that a ra-
dio researcher would purport to de-
termine how competitive a market is
by simply dividing market popula-
tion by the number of stations (and
incorrectly calling the result “lis-
teners per station”).

The most important factor over-
looked by Henry's approach is that
some stations have far less listener-
ship potential than others, if only for
technical reasons. Taking this into
account can produce very different
and more realistic results.

‘Real’ Air Talents Sorely Missed

ravo to Rob Balon (R&R
B 10/25) for daring to point

the finger at the misapplied
research a decade ago that ended
the era of the great personality disc
jockeys.

When entertaining performers
were replaced by liner card readers
and “maximum music” in the name
of research, the public began turn-

he stated that he, Chuck Knerr
was clearly the one who aired the
foul language which resulted in his
fine:

.In a response to the Notice of
Apparent Liability, which was re-
ceived by the Commission on May
26, 1991, Charles R. Knerr, Presi-
dent of the licensee corporation,
stated, ‘I am clearly on the tape as
the person airing the recordings

—Guy Kemp
Henderson, NV

For example, Columbus, with 25
signals, was ranked the fourth most
competitive market in the 1 million-
1,998,999 population range. But
most of its FMs are Class A’s or
suburbans with limited coverage. If
the rankings were recalculated bas-
ed solely on stations that effectively
cover most of the metro, Columbus
would show a very low competitive
ranking vs. similar-sized markets.
(Indeed, as the only Top 50 market
with a single FM AC, it’s hard to im-
agine how Columbus could be
deemed highly competitive.)

—Richard Lubin
Des Plaines, iL

ing off radio and getting more of
their entertainment from other
media. Today, few air personalities
can entertain an audience, and
even fewer program directors know
how to train and work with them.
How much lower do ratings have
to go before some GM or owner

LETTERS/See Page 32

2 - CANTLET GO - MARIAH CAREY - 425

3 - NO SON OF MINE - GENESIS - 435 .
4 - BEAUTY AND THE BEAST - CELINE DION & PEABO BRYSON - 331
5 - DANIEL - WILSON PHILUPS - 400

6 - WHAT ABOUT NOW - ROBBIE ROBERTSON - 415

10 - CHANGE - LISA STANSFIELD - 406

11 - SHINING STAR - INXS - 336

12 - GROOVIN' - UB40 - 330

Top Hits U.S.A.

WEEKLY ON CD: AC-CHR & COUNTRY AS LOW AS $16.95/WEEK!

Top Hits U.S.A. include weekly AC, The patent pending Ultra-Q system gives auto FORMAT - CUTS o .
C(:ﬁq & Country hits with a Top¥10 cueing and next source trigger on ANY CD AC: 2.6 . TOP HITS U.S.
; Yy . player. Ultra-Q CD's are compatible with all ggE:NTRY- ;g:;: October 18, 1991
recurrent CD every 8 weeks covering present CD automation systems. : ./ TH101891
one format. ULTRA- Q \
RADIO

if you use taped music, you can replace a tape
deck with CD and keep existing control gear.

RADI
DIS

FOR _BROADCAST ONLY

LESS THAN HALF the rates of TM Cen-
tury HitDiscs. Bonneville ChartBreakers
include 1 CD/month covering only AC.

4198 Orchard Lake
Orchard | ake, Ml 48
/  800-521-2537 Mi:313-68

/ ) Since 1970

Stations in Michigan please call 313-681-2660.
All others please use toll free number below.

FOR DETAILS & SAMPLE DISC: ' A

800-521-2537 e

RADIO
PROGRAMMING AND
MANAGEMENT, INC.

14 -2 LEGIT 2 QUIT - MC HAMMER - 502
15- ALL 4 LOVE - COLOUR ME BAD - 324
20 - MAMA DON'T FORGET TO PRAY FOR ME - DIAMOND RIO - 410
21 -I'LL STOP LOVING YOU - MIKE REID - 316

- BACK TO THE WELL - TOM WOPAT - 305

www.americanradiohistorv.com



or 34 years,

the music,

the formats,

the artists

have changed...
But through it
all there’s been
one constant
you could
count on!

Wwww._americanradiohistorv.com

Thanks Sal for 34
spectacular years
and best wishes
‘on your retirement
from Columbia
Records. ..

We’ll Miss You!




WNCI/Cqumbus KFOG/San Francisco
KFl/Los Angeles KPLX/Dallas
WGAR/CIeveIand WMXN/Norfolk
WARM/York KLUC/Las Vegas
KTFM/San Antonio WKDQ/Evansville
WLTJ/Pittsburgh WAPW/Atlanta

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

=_ Paragon Research

= = [he Research Company of Choice

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

Former
B WVIC/Lansing
il PD Kevin Rob-
! inson has been
B named PD at
E Lincoln Group
AC WBUF/Buf-
i falo, effective

3 Monday (11/

- 418). He suc-

Py ceeds Dave Ma-
A ' son.

Kevin Robinson Robinson told

R&R, “It’s a spectrum AC that’s
owned the market for years but has
had some problems in the past few
months. GM Chuck Hill has put to-
gether a great staff during the past
few months, and we’re putting to-
gether a game plan to put a new
face on the station. I don’t expect
anything more than a lot of fine-
tuning — not a wholesale format
shift.”

Previously, Robinson’s been
Asst. PD/MD at KOY-FM/Phoenix
and WLRS/Louisville and on-air at
WBWB/Bloomington, IN.

184 P PO i g
After Spinal Tap signed with MCA they immediately began the search for
their next drummer, auditioning 51 prospective band members at the L.A.
Memorial Coliseum recently. Turning up the volume are (I-r) the band’s
Nigel Tufnel, MCA Music Entertainment Group Chairman Al Teller, the
band’s David St. Hubbins, MCA Records President Richard Palmese, and

Spasoff Directs Charisma Promotion

Charisma Records has promoted Pete Spasoff
to National Director/Promotion.

“Pete brings 15 years of promotion experience
to the job, and in today's competitive marketplace,
experience is an essential component in the success
of any promotion staff,” said VP/Promotion Bob
Catania. “He was the crucial final link in putting
together my original staff and has done a brilliant job in
covering a huge territory.” Spasoff, who had been

the band's Derek Smalls.

AC WVUD Ups Fleenor To OM/PD

At AC WVUD/Dayton, afternoon
personality Mary Fleenor has been
elevated to OM/PD; she maintains
her daily airshift. Former PD
Reed Kittredge exited in March.

Fleenor, who spent 10 years — in-
cluding several as PD — at
KHOZ/Harrison, AR, before join-
ing WVUD two years ago, told
R&R, “We use Unistar’s Format
41, but only the music lists. We add

currents ourselves and do the pro-
gramming locally.” WVUD will
switch to Special Blend in a matter
of weeks.

She added, “The station’s posi-
tioned very well. People can turn it
on at any time, and they don’t have
to worry if their kids are listening.
We've received good feedback be-
cause of that.”

Green On The Green

More than 160 music industry execs participated in the first annual T.J. Martedl golf tournament, which raised
$87,200 for the charity. Pictured at the presentation are (I-r) Sony Music Publisking President Marvin Cohn, T.J.
Martell Foundation President & Epic/Assoc. Sr. VP Tony Martell, SBK President/CO0 & EMI Music Publishing Vice
Chairman Martin Bandier, Rudge-Kauff Entertainment partner Peter Kauff, Clarion Marketing President/Performance
Properties/Entertainment Josh Simon, and Grubman Schindler et al. partner Paul Schindler.

Midwest Regional Promotion Manager in Chicago, will

continue to work the Windy City.

In other Charisma promotion news, Dee Ann

Metzger will expand her Denver territory to Kansas Pete Spasoff
City, and Julie Galliani, Felicia Swerling, and Steve Walker have joined

for various duties on the West Coast.

NESE Debuts As Regional Radio Net

Twenty stations in the upper right corner of the country have begun air-

ing programming from North East Satellite Entertainment (NESE), a re-

gional net offering music, news, and weather.
« Operating from Rochester, NY, the network will feed “Nighttime Live
.. with John Garabo™ from 6-10pm, “Nunzio In The Night” from 10pm-2am,
% "“In The Heart Of The Night” from 2-5am, and "“American Home Magazine”

| from 5-6am.

stretching from Maine to Michigan.

T o

WING/Dayton Flies To CNN Headlines

The network will also employ a remote van to originate programs from
special events as needed. NESE plans to feed stations in a 13-state region ZE

After airing an SMN Gold format for two years, Great Trails Broadcast-
ing's WING/Dayton has switched to CNN Headline News. Kevin Kenney
remains PD of both WING and CHR sister WGTZ.

WING GM David Macejko commented: “We felt the reputation CNN
has gained in the past 18 months made it appealing and gave us a chance
to put a unique service on the local AM band.”

WING will also feature local newscasts and sports programming, in-
cluding Cincinnati Bengals and Ohio State football. ag

L

Martinez GM At

The new GM at Howes Broad-
casting’s WZRH (Z106)/New Or-
leans is Bobby Martinez, who was
most recently GM at KIKR/Con-
roe, TX. Both WZRH GM Ben Sud-
deth and PD Lisa Rodman have
exited the Gorman Media-
consulted Rock CHR. MD Kenny
Vest is serving as interim PD.

Martinez, who also spent 16

Howes’'s WZRH

years in New Orleans as Station
Manager at WCKW, told R&R, “1
think this station has tremendous
potential, and we're going to find
the right ingredients to exploit that
potential to its utmost. It’s much
too early to even consider a format
change; my first priority is to geta
new PD who understands our
brand of CHR.”

Buy

We're so sure you'll find HitDiscs™ indis

| We want to get a month of HitDiscs™ free (new clients only: pay two months, get third
. month free). Send HitDiscs™ until further notice via |
! delivery at $200 per month, or [ | Priority Mail at $160 per month. lenclose a| | check,
' or charge my [ ]Visa[ | MasterCard for the first and last months. We agree to give 30
: days written notice if we ever decide to cancel our HitDisc™ service. [ | Send info only.

. Signed

wo M nths, Get One Free
TM Century’s Hits-of-the-Week CDs

Save time, save money and improve your music! Get TM Century’s™ HitDiscs™ with all
the hits and new songs for CHR, AC, Country, AOR and Urban weekly before theyre hits.

Title

pensible that no contract is required! 1,750 stations
using Hits-of-the-Week and GoldDisc™ oldies can’t be wrong. Mail this coupon to TM
Century, 14444 Beltwood Parkway, Dallas, Texas 75244, or FAX toll-free: (800) 749-2121.

| Federal Express next afternoon

: Name on Credit Card

. Credit Card #

Expires

E Station

. Address

Ly
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NEWSBREAKERS

Radio

® WANDA BROUGHTON has been
named VP/GM at WYAV/Myrtle Beach,
SC. She segues from a similar post at
WVGO/Richmond.

@ RICK PETRONE :s appointed GM at
WSTC & wWQQQ/Stamford, CT. He
transfers from the stations’ sales de-
partment.

Randy Prichard

Hilaire Brosio

® RANDY PRICHARD is hired as Gen-
eral Sales Manager at WCUZ-AM &
FM/Grand Rapids. He had been Station
Manager at KMBY/Monterey, CA.

Changes

Tim McClellan is named AE at
KCBS-FM/Los Angeles.

Cynthia Cochrane has been pro-
moted to Associate Director/Creative
Services & International at Blue Note
Records. Also, Stewen Schenfeld has
been upped to Manager/A&R Adminis-
tration.

Hope Stolley is elevated to Coor-
dinator/A&R, West Coast at EMI Rec-
ords USA.

Faithe Raphael has been upped to
Sr. Product Manager at Rhino Rec-
ords.

Sally Cox is tapped as Sales Rep at
WEA/Philadelphia. Concurrently, Wen-
dy Super is appointed Singles Special-
ist and Cindi Pasi is hired as In-House
Marketing Rep.

Z

]F @RUM Business. Not Just More Talk.

Records

® HILAIRE BROSIO has been elevated
to Associate Director/Rock Promotion
at Arista Records. He moves up from
Manager of the division.

® JUDY ROSS is upped from Coordin-
ator to Manager/A&R at Epic Records.

® MARIA KLEINMAN and TOM COR-
DING have been promoted to National
Publicity Directors at MCA Records.
Both move up from Directors/Tour Pub-
licity; Kleinman covered the West

Coast and Cording oversaw the East
Coast.

Maria Kleinman Tom Cording

® KEITH McCARTHY s tapped as Di-
rector/Press & Public Affairs at Sony
Music Entertainment. He formerly did
freelance writing for BMG.

Keith McCarthy

Lori Feldman

® LORI FELDMAN has been appointed
National Director/Video Promotion at
Virgin Records. She previously served
as the label's National College Promo-
tion Director.

N\

Interactive talk programs dealing with today’s hottest topics,
and respected hosts with loyal national followings.

® Allsws for local sponsorships and billboards.

* Deivered via C-5 and easily integrated into your current
program line-up.

Music President/CEO Joe Smith.

Fats Cats

Fats Domino (c) was the guest of honor at a New York dinner marking the
launch of his four-CD, 100-song box set, “They Call Me The Fat Man: An-
toine ‘Fats’ Domino . . . The Legendary Imperial Recordings.” Making the
rounds with Fats were (I-r) EMI Music President/CEO Jim Fifield. EMI
Records Sr. VP Jim Cawley and President/CEO Sal Licata, and Capitol-EMI

National Radio

® VY FRENCH has rejoined CBS Ra-
dio Networks as District Director/North-

Y

Births:

KSON/San Diego MD Nick
Upton, wife Leanna, daughter
Leslie Anne, October 5.

WFHN/New Bedford, MA air
talent Jesse Garcia, wife Judy,
daughter Katie Marie, Novem-
ber 5.

WXOK/Baton Rouge MD
Carey Martin, wife Charlene,
son Carey, November 10.

Marriages:

WSM-AM & FM/Nashville
MD Larry Pareigis to Katie
Wentzler, November 2.

KQHT/Grand Forks, ND air
talent Magic Mark Johnson to
KQHT air talent Susan Jacob-
son (aka Syndey Alexander),
November 8.

KEEY/Minneapolis air talent

g Condolences:
Charlie Bush, 58, October 30.

* Designed to build your night and weekend audience.
* Topic specific-prime advertising vehicles for select sponsors.

www americanradiohistorv com

Call now for more information.

east Region, Affiliate Sales. She most
recently served as Manager/Fine Arts
at Sotheby’s Auction Gallery.

©® S| COMMUNICATIONS will air “The
Black Heritage Collection” in honor of
the Dr. Martin Luther King Jr. and Black
History Month holidays. “King: Count-
down To A Holiday,” and three one-
hour specials called “King: A Musical
Tribute” are set for January 1-15. In
February, Sl will deliver four specials:
"Story Of A People: Then & Now,”
“Black History Notes," "Black Women:
A Portrait Of Dignity,” and “African-
American Women: Proud And Deter-
mined”; (818) 841-9350.

® CBS HISPANIC RADIO NETWORK
is set to broadcast “Fiestas Navidenas,
Estrellas, Musica Y La Magica De Dis-
ney,” running from Thanksgiving
through Christmas. Two four-hour
shows and a series of daily features will
be hosted by KTNQ/Los Angeles per-
sonality Humberto Luna and KLVE/Los
Angeles personality Martha Shalhoub.
Also, "La Magica Navidad,” a series of
daily 90-second features, will be pre-
sented between the Thanksgiving and
Christmas broadcasts, (212) 975-
3773.

Causwessmavio verwork | From the Leader in Innovative Business Programming.
moderated by qualified

1-800-321-2349

Jeff Bell — Evenings WTMX
Chicago (708) 298-0215

Ken Benson — PD WRQN/
Toledo (419) 531-1293

Boom Boom Cannon — Mor-
nings WVBS/Witmington (919)
763-7393

““Mr.” Lou Clery — PD
WDJR/Dothan, AL (205) 393-
1608

Dick Edwards & Chris Allen
— Mornings WJMH/Greens-
boro (919) 855-6500

Scott Emerson — Promo
Manager Platinum Marketing
(213) 462-3471

Mark Gullett — Promo Dir.
WUFX/Buffalo (716) 854-3917

Jack Hicks — Middays
KQRS/Minneapolis-St. Paul
(612) 422-8621

Leigh Hutchens — MD
WDJR/Dothan, AL (205) 393-
1608

Kevin Kasey — PD WCHA/
Chambersburg, PA (717) 261-
1631

Toni Kayumi — News Dir./
morning co-host/programming &
promotions coordinator WNVZ/
Norfolk {(804) 497-7003

Staci Kelly — Middays/Asst.
MD WRQN/Toledo (419) 389-
6254

Barry Korkin — Promo Man-
ager Platinum Marketing (818)
980-0430

Scott Lawson — Late-nights
KZFM/Corpus Christi  (512)
993-3611

Judy Libow — VP/Product
Development Atlantic Records
(212) 486-6717

Larry Mac — Asst. MD/week-
end swing KUPD/Phoenix
(602) 963-3657

Robbie Raggs — Nights
WAPI/Birmingham (205) 444-
9374

Don Shaw -— Middays
KFRU/Columbia, MO (619)
634-1069

Virgil Thompson — MD
KGB/San Diego (619)
488-7916

Drew Townsend — Mornings
WRXK/Fort Myers, FL (813)
454-1233

Paul Michael Tyler — Asst
PD/acting PD/middays WKSZ,
Philadelphia (215) 265-7933




T.E.V.LN. CAMPBELL
“TELL ME WHAT YOU WANT ME TO DO”

WXKS 33-28  KTFM 30-25  KUBE add WWHT deb 21
WIOQ deb 28 WHYT deb 20 TIC-FM 32-26  KKSS deb 23
WPGC deb 23 KS104 deb 24 WCKZ 16-13  KIKX 26-15
KBXX 17-12  KKFR add KZFM 39-30  KKMG 30-24
The New Single 25-18 KPRR 28-22  KWIN 30-24

KQMQ 25-15
From His Very Own Debut Album T.EV.LN. e
URBAN €B)

DIRE STRAITS

“HEAVY FUEL"

JET-FM 21-16  WRKQ deb 23 Plus...

WQUT 35-27  WHOT deb 17 WCGQ  KNIN
KKYK deb 30  WOMP deb 38 ~ WZYP  KTMT
KTUX add KFMW 38-28 WWFX  0K95

The New Single TRACK: €@
From The Album ON EVERY STREET

RED HOT CHILI PEPPERS

“GIVE IT AWAY”

KBEQ add Plus...
KWOD 26-22 PWR92 KLYV
Q99.5 add WRQK KTRS
KFBQ add KISR  KQIX
ZFUN add KNOE

The New Single
From The Album BLOOD SUGAR SEX MAGIK

SEAL

“THE BEGINNING?

PWRY9 add KWIN add
WLAN add  KTMT add
KZZU add Y97 add

The New Single
From The Album SEAL

@O =
- SIRE

© 1991 WARNER BROS. RECORDS, INC.
©1991 SIRE RECORDS COMPANY
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R&R OVERVIEW

re your employees always
drifting into your office to
kvetch about something?

You may not be able to stop them
from complaining, but you can get
them to stop dwelling on their prob-
lems and start thinking about solu-
tions.

Here are five ways to do so, ac-
cording to the Dartnell Corp.’s Get-
ting Along newsletter:

MANAGEMENT

How To Cope With Complainers

¢ Give them your undivided at-
tention. Showing them you really
care should calm them down.

* Never say, “Yes, but ... .»
Complainers will be quick to con-
tradict your proposal because
they’d rather not take action.

* Don’t reveal your position.
Even if you agree with the kvet-
chers, don't tell them — they may
claim later that you're on their
side, and you might regret it.

Take The Leadership Test

ive yourself a leadership

test by asking, “How good

aleader would I be if I had
no authority?”

Then ask yourself, “Would co-
workers follow me voluntarily be-
cause of my good ideas, strength of
character, and concern for their
welfare?”

Now that you’ve tested yourself,
Des Moines-based management

consultant Joe Batten recom-
mends giving your employees the
same test — to see if they’re worth
promoting.

Key concept: If their peers won’t
follow them before they have
authority, they aren’t leadership
material.

After all, full commitment to a
task cannot be compelled, it must
be inspired.

watches, warnings, and advisories.

Weather Info Fax Service

tate College, PA-based Accu-Weather Inc. recently debuted a fax-
based service that provides not only thousands of weather maps,
charts, and graphics, but also National Weather Service forecasts,

The “Accu-Weather Fax” requires no special equipment, minimum
commitment, or start-up fees. Clients call the company’s 800 phone
number and recuest specific info via a touch-tone phone keypad. Costs are
based on the amount and type of info requested

* Ask them what they want. By
confronting them, youwll force
them to think about what they must
do to get their desired results.

* Show them what they can do to
change things. Encourage them to
study the problem and write a let-
ter suggesting how to solve it.

Small-Business
Owners Work
More Hours

ow many hours do you work
H each week? if you own a

small business, you proba-
bly put in at least one full day more
than those who work for someone
else. According to a recent survey
by the National Association for
the Self-Employed, small-business
owners average 52.5 work hours a
week. The work force as a whole
puts in about 43.5 hours a week.

THE

DAIE...

And lock it in your budget !

SIX QUESTIONS

Are You Organized?

re you really an efficient, organized manager? Compare yourself
Awith the following six traits of the model Organization Man — com-

piled from a study conducted by Overland Park, KS-based Padgett
Thompson management consultants — to see how organized you really
are. Do you:

* Leave your personal life at home?

* Have goals, which you effectively communicate with your co-workers
and employees?

* Have the discipline to concentrate on the task at hand?

* Have the courage to voice your opinions and ask questions?

¢ Have the flexibility to juggle multiple priorities and change gears for \
each project?

* Have the foresight necessary to figure out the direction you'll need to
take in the future before beginning a project?

Sports Fax
Service Bows

ichaels Communications
recently launched the
“SportsFax Scoreboard”

- a daily fax-based service design-
ed to provide radio stations with
accurate sports scores as well as
brief, concise game analyses.

For less than $2 per day, the
Deerfield, IL-based company will
fax you the most up-to-date sports
results — edited and broadcast-
ready — within an hour of the com-
pletion of the day’s last major
sporting event (college and profes-
sional baseball and football, NHL
hockey, golf, tennis, etc.). The ser-
vice also provides periodic updates
as news warrants. Call (708)
948-5454 for more info.

Century Plaza
Los Angeles

WWWw.americanradiohistorv.com

® November 21-24 — YBPC
Convention. Hyatt Regency,
Houston.

® January 19-23 — MIDEM
92. Palais des Festivals, Can-
nes.

® January 26 — Super Bowl
XXVI. Metrodome, Minneapolis.
® January 29-February 1 —
Ninth  Annual Pollack Media |
Group Programming/Manage-
ment Conference. J.W. Marri- ‘
ott, Century City, CA

® January 30-February 2 —
RAB Managing Sales Confer- ®June 7-14 — T.J. Martell
ence. Opryland Hotel, Nash- Rock "N Charity Week. Various
ville. locations, Los Angeles

|
R&R CONVENTION '92 ... JUNE 11-13 IN CENTURY CITY

® February 25 — 34th Annual
Grammy Awards. Radio City
Music Hall, New York City.

®March 4-7 — 23rd Country
Radio Seminar. Opryland, Nash-
ville.

® March 13-16 — NARM Con-
vention. New Orleans Marriott.

® April 13-16 — 70th Annual
NAB Convention. Convention
Center, Las Vegas.

®May 27-31 — AWRT's 41st
National Convention. La Posa-
da, Phoenix.

®February 13-15 — Gavin
Seminar 1992. Westin St. Fran-
cis/Union Sqguare, San Francis-
co.

®June 11-13 — R&R Conven-
tion '92. Century Plaza Hotel,
| Los Angeles.

Plus: a T.J. Martell Rock
‘N Charity week long
10th anniversary
celebration beginning
Sunday, June 7*

*Tennis, hockey, golf, bowling, softball
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(Research every 6 to 12 months.)
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Strategic Radio Research.

(Fresh research every week, all year long.)
WINTER C & MUSIC & MUSIC & MUSIC & MUSIC & WINTER MUSIC & MUSIC & MUSIC & MUSIC & MUSIC &
RATINGS PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL OLDES PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL
Report Weekly Weekly Weekly Weekly Weekly Test Weekly Weekly Weekly Weekly Weekly
Report Report Report Report Report Report Report Report Report Report
1 2 3 4 5 6 7 8 9 10 11 12
SPRING MUSIC & MUSIC & MUSIC & MUSIC & MUSIC & SPRING MUSIC & MUSIC & MUSIC & MUSIC & MUSIC &
RATINGS PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL OLDIES PERCEPTUAL PERCEPTUAL | | PERCEPTUAL PERCEPTUAL PERCEPTUAL
Report Weekly Weekly Weekly Weekly Weekly Test Weekly Weekly Weekly Weekly Weekly
Report Report Report Report Report Report Report Report Report Report
13 14 15 16 17 18 19 20 21 22 23 24
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SUMMER MUSIC & MUSIC & MUSIC & MUSIC & MUSIC & SUMMER MUSIC & MUSIC & MUSIC & MUSIC & MUSIC &
RATINGS PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL OLDIES PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL L
Report Weekly Weekly Weekly Weekly Weekly Test Weekly Weekly Weekly Weekly Weekly
Report Report Report Report Report Report Report Report Report Report
25 26 27 28 29 30 31 32 33 34 35 36
. FAL MUSIC & MUSIC & MUSIC & MUSIC & MUSIC & FALL MUSIC & MUSIC & MUSIC & MUSIC & MUSIC & }
" RATINGS PERCEPTUAL | | PERCEPTUAL PERCEPTUAL PERCEPTUAL ; | PERCEPTUAL OLDES PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL PERCEPTUAL
Report Weekly Weekly Weekly Weekly ] Weekly Test Weekly Weekly Weekly Weekly Weekly
Report Report Report Report Report Report Report Report Report Report
L_!;Z’r—m 38 39 40 41 42 , 43 44 / 45 46 47 48
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The Research Group approach made sense back in the '70s.
You could have been quite successful back then buying once-a-year
studies... Even if the interviewing was farmed out, even if it came with
“boilerplate” recommendations, even if your “consultant” was really a
salesperson, and even if it was overpriced.

But the '90s call for a new approach. increasing market fragmen-
tation and tougher competition require a fresh approach. Strategic's unique
STAR program of ongoing research keeps you in touch

with your listeners every week, all year long.

Call 1-800-72-MUSIC today for more information

about STAR. Ask for Jennifer Hodlick, Account Executive, or Kurt Hanson,
President. It's time you moved up to the next generation of research.

The Next Generation of Research.
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R&R OVERVIEW

NEW THIS WEEK

©® TINA TURNER: SIMPLY
THE BEST (Capitol)
Twenty-one songs, 95 min-
utes. Clip compilation includes
four live performances plus
duets with David Bowie and
Rod Stewart.

©B0OB JAMES: FOR THE
RECORD (Warner Reprise)
Hourlong program  contains
performances, clips, and studio
footage featuring the jazzman, a
member of the quartet Fourplay
(and Warner Bros.” VP/A&R
Jazz & Progressive Music).

O STEVIE RAY VAUGHAN &
DOUBLE TROUBLE: LIVE AT
THE EL MOCAMBO — 1983
(SMV)

Fourteen songs, 60 minutes
Concert video captures the late
guitar great and his band at the
Toronto club.

® AMY GRANT: HEART IN
MOTION VIDEO
COLLECTION (PolyGram)
Five songs, 32 minutes. Clip
compilation includes the
singer's duet with Peter Cetera
("Next Time | Fall In Love") as
well as interview footage.

® GREAT WHITE: MY ... MY
. MY ... (Capitol)

Eleven songs, 55 minutes.
Clip compilation features one
live tune ("Babe I'm Gonna
Leave You”) from the band's
“MTV Unplugged' appearance

® A RAGE IN HARLEM (HBO)

Feature film starring Forest

Whitaker, Robin Givens, Dan-

ny Glover, Gregory Hines, and

RCA artist Tyler Collins spawn-

ed a Sire/WB soundtrack with

songs by Chuck Berry, Little

- Richard, James Brown, Betty
Boo, and many more.

e

CURRENT

® CURLY SUE

Single: You Never Know/Ringo Starr (Giant)

®STRICTLY BUSINESS

Single: You Called & Told Me/Jeff Redd (Uptown/MCA)

® HOUSE PARTY 2 (MCA)

Singles: House Party (I Don't Know What You Come To Do)/

Tony!? Toni! Tone!

Yo, Baby, Yo!/Ralph Tresvant
Other Featured Artists: Bell Biv DeVoe, M.C. Trouble, Kid 'N Play

el

MEDIA

More Folks
Flock To Films

espite the recession, rising
movie ticket prices, and
the growing popularity of
VCRs and video rentals, the num-
ber of people who go to the movies
in a typical week has risen from 9%
mn 1990 to 15% this year.
According to the NYC-based
Roper Organization, the silver
screen is the most popular with sin-
gle adults under age 45 (25% see a
film in an average week), execu-
tives and professionals (22%), and
college graduates and households
earning more than $30,000 a year
(each 19%).

54
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WEEKEND BOX OFFICE
NOVEMBER 8-10

1 Curly Sue (WB) $4.95

2 The People Under $4.40
The Stairs (Universal)

3 Billy Bathgate $3.74
(Buena Vista)

4 All 1 Want For $3.64
Christmas (Paramount) *

5 Little Man Tate $3.07
{Orion)

6 Highlanderil: The $2.81
Quickening (interStar)

7 Other People’s $2.63
Money (WB)

8 Strictly Business  $2.45
(ws)*

9 House Party 2 $2.10
(New Line)

10 Frankie & Johnny $1.72
{Paramount)

All figures in millions
“First week in release
Source: Exhibitor Relations Co.
COMING ATTRACTIONS: No
music-related movies opening
‘this week; pick out your own
Thanksgiving turkey instead.

T T 255
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UPCOMING

©® THE ADDAMS FAMILY

Single: Addams Groove/Hammer (Capitol)
® AN AMERICAN TAIL: FIEVEL GOES WEST

Single: Dreams To Dream/Linda Ronstadt (MCA)

®BEAUTY AND THE BEAST

Single: Beauty And The Beast/Celine Dion & Peabo Bryson (Epic)

® FOR THE BOYS (Atlantic)

Single: Every Road Leads Back To You/Bette Midler

America's big A /Cwinners...put ‘'em to work for you.

KBIG
KFMB-f

Les Angeles
San Diego
Houston

San Francisco
Portland

$an Francisco
Los Angeles
Kansas City

KHMX
Kiol
KKCW
KOIT
KOST
KRVK

KXOA
Un$t 41
WEAZ
WEBE
WFLC
WKQ!
WKQX
WLIF

WLIT
WLTF
WLl
wLTW
WLYF
WMGK
WMMO
WNCI

Sacramento
National
Philadelphia
Bridgeport
Miami
Detroit
Chicago
Baltimore

P S

TOP TEN SHOWS
NOVEMBER 4-10

1 60 Minutes

2 Roseanne

3 Empty Nest

4 Cheers

5 Murphy Brown

6 Nurses

7 Major Dad

8 Designing Women

9 Unsolved Mysteries
10 Golden Girls

All show times are EST/PST unless oth-
erwise noted, subtract one hour for CST.

time zone. All listings subject to change.

Friday, 11/15

phone-sex operator in
Stranger” (Showtime, 10pm).
® Cher, “The Arsenio Hall
Show" (syndicated; check local
listings).
* Behind-the-scenes and

ing Stones At The Max,"
“ABC’s In Concert '91" (mid-
night).

Saturday, 11/16

With David Letterman” (NBC,
12:35am).

* Mariah Carey, “Saturday
Night Live" (NBC, 11:30pm).

Sunday, 11/17

* ‘Dangerous"”’ (Fox,
Michael Jackson's career, fea-
tures concert footage and video
clips.

Monday, 11/18

Or Dare” sendup on “Blossom’
(NBC, 8:30pm).

Tuesday, 11/19

* Take 6, “Arsenio Hall.”
* Huey Lewis & The News,

Johnny Carson”
11:35pm).

Wednesday, 11/20

¢ Billy Bragg, “David Letter-
man.”
* Al Green, “Arsenio Hall.”

Thursday, 11/21

* Crosby, Stills & Nash,
“David Letterman.”

® Aerosmith, animated as
themselves, perform "“Walk This
Way" at Moe's Tavern on “The
Simpsons” (Fox, 8pm).

® Miriam Makeba guest stars
on “The Cosby Show™ (NBC,
8pm)

* Patti LaBelle and Diahann
Carroll guest star on “A Differ-
ent World" (NBC, 8:30pm).

® Lisa Stansfield, “Johnny
Carson.”

(NBC,

WNIC
WNSR
WPCH
WSB-f
WSNY
WSTF
WSSH
WTMX

Chicago
Cleveland
Detroit

New York
Miami
Philadelphia
Orlando
Columbus

Source: Nielsen Media Research

Check listings for showings in the Mountain

* Deborah Harry stars as a
the
made-for-cable movie “Intimate

concert footage from “The Roll-

* Mick Hucknall, “Late Night

7:30pm), a half-hour profile of

* David Cassidy and Dick
Clark have cameos in a “Truth

“The Tonight Show Starring

emember that eye-catching
R“Cher's Back’" ad of several

weeks ago (R&R 10/3)? You
know, the one in which she proudly
displayed the pin-pricked artwork
; on her buttocks through a form-
fittin' fishnet?

Well, the tattooed tush recently
caused a tiff in Atlantic City, where
the local Press newspaper slapped
a big black box with “C-E-N-S-O-R-
E-D" in white block letters across
ads using the photo to promote
Cher's recent six-night concert
stand in the gambling mecca. The
Press's publisher claims the art-
work was "inappropriate” (National
Enquirer).

Meanwhile, this week's Star
sports a gallery of Cher's Atlantic
City costumes, calling them “the
naughtiest one-of-a-kind outfits this
side of nudity.”

U2 Can Talk

“Achtung Baby" co-producer Bri-
an Eno provides an insider's look at
the new U2 LP in the current Rolling
Stone: “U2's records take a long
time to make not because the band
members are stuck for ideas, but
because they never stop talking
about them.

i

R

New Label Report Card

The same Rolling Stone also pro-
files the record industry’'s newest
labels, offering a report card for
each. Adding insight are several
heavyweights:

® “A lot of the new labels were
started without a great deal of
thought” — Imago head Terry
Ellis.

* “The next U2 may be at Mor-
gan Creek, yet no one will know for
five years” — Geffen A&R man
Gary Gersh.

* “We won't be getting into bid-
ding wars for groups. My feeling is,
if someone else is interested,
youre too late” — Chameleon
head Bob Buziak.

Express Lines

® Harley riders Matthew and
Gunnar Nelson helped raise
$850,000 for charity during Love
Ride 8 — a 100-mile “hogathon" in
Southern California (People).

Cher’s Butt Banned!

CHRISTMAS CARD FROM MA-
DONNA (NOT!) — The December
Esquire delivers season’s greetings
with mock-up Christmas cards from
a variety of celebrities, including
Madonna (pictured). The “maga-
Zine for men” also notes Madonna
“appears to be the only Democrat
who stands a chance of beating
George Bush in 1992.7

® Who's that girl singing “whis-
pery background vocals” on Mi-
chael Jackson's forthcoming ““Dan-
gerous” LP? Liner notes credit only
‘Mystery Girl,"” but the current En-
tertainment Weekly hints it's Ma-
donna.

e The Star says “hundreds of lis-
teners” called WQHT/NY to sup-
port Jermaine Jackson and the
station’s playing of his MJ-bashing
version of “Word To The Badd!!"”

* Jesus Jones lead singer Mike
Edwards and “Rocketeer” beauty
Jennifer Connelly grace the cover
of the Winter '91 In Fashion

® Entertainment Weekly notes
Frank Sinatra and Sinead O’Con-
nor each are releasing versions of
"Silent Night” this holiday season.
The ‘zine also says ABC-TV is ne-
gotiating with OI' Blue Eyes to ap-
pear on “In Concert ‘91"’

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

Monitored Playlists

Detroit
New York

Atlanta
Columbus
Orlando
Boston
Chicago

A/C e Oldies

Classic Rock

¢ All the winning stations ]
* Long Five-Day Monitors ¢ Eliminate 'weak' titles
¢ Upgrade your music

AT 800562-4407

¢ Find 'High Appeal' titles

¢ Scrutinize rotations

Only 5495

per Format

per Year
6 Updates

Music monitor database system from The Trapman Company

WWW.americanradiohistorv.com




THE TIMOTHY WHITE SESSIONS PRESENTS

,’ é Special

North American 1

Interview and
Live Performance
Broadcast Event
to Celebrate
His New Album

From the Legendary
Studio East

in Charlotte,

North Carolina

Coming to you
Thanksgiving Weekend

Gonna have myocly @ bip time agacn fongbl”
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Cashing In On Nostalgia

Suddenly, nostalgia is big business. Style
and design are borrowing heavily from the past
instead of anticipating the future. The symp-

toms are everywhere.

In radio, for the first
time, there are more Oldies
stations than CHR stations.
Advertisers are appropri-
ating “‘classic” pop/rock
tunes to cover for their cre-
ative bankruptcy. High
school reunions have be-
come such big business
they’ve spawned a new
breed of specialized consul-
tant.

The word ‘‘nostalgia”
comes from the Greek
words for ‘‘home” and
“pain.” It’s defined as
home sickness or a longing
for the past. I1 triggers pow-
erful emotions. Why is
there such a surge in nostal-
gia? And what can we do to
capitalize on 1t?

Reality Check

Nostalgia’s driving force
is an aging Big Generation,
a group of baby boomers
reaching 40 at the rate of
four million a year. Right
now, 55% of America was
born between 1945 and 1965.
As these boomers reach
midlife, they’re hit by a full
reality check. Their parents
are going to die. They’re go-
ing to die. There is a “now
or never” outlook toward
changing jobs, bad marri-
ages, and life in general.

At the same time, midlife
is a time to reflect, to de-
cide what to do next. Inevit-
ably, people take stock of
where they are by looking
at where they ve been. This
triggers an inordinate focus
on the past, ranging from
high school experiences to
favorite songs, and even re-
evaluation of relationships
with parents.

While navigating the
tricky shoals of midlife, the
Big Generation is also at-
tracted to the idea that the
past was simpler and,
therefore, happier than the
extremely complex, over-
communicatad present.
This desire to simplify in
the face of increasingly
complex problems also kin-
dles nostalgia and a focus
on the past.

Driving
Forces

Aging Big
Generation

‘“‘Recordable’’ past

Complex times

While all these forces are
converging, we’'re aware of
more than we can take in
and assimilate. There’s al-
most too much ‘“‘newness,”
which sets a backlash in
motion that focuses on the
past.

Modern Nostalgia

Of course, nostalgia isn’t
new. Over 2000 years ago,
Plato complained about
young people, saying they
were too rebellious. He la-
mented the youth genera-
tion and looked to the past
as a simpler and better
time. But Plato merely re-
membered the past. He
didn’t listen to it on CD or
watch it on video. And
that’s what makes modern
nostalgia different.

Our recent past (since
1960) has an extremely high
level of ‘recordability.”
Films, videotapes, records,
audiotapes, magazines,
newspapers, and so much
more have captured every
detail of the recent past.
They make it easier to ac-
cess the specifics rather
than generalize about how
great the past used to be.
This has increased the
number of ‘‘classics” in our
world.

It means that true clas-
sics are consumed on a con-
tinuous basis. Great films
are now on videotape.
Great records are on com-
pact disc. Great literature
is on book cassettes. So
much great material from
the past has stood up so well
(remember when ‘“Stand
By Me” became a hit for a
second time 30 years
later?) that new material

has a harder time than ever
cutting through the nostal-

gia.
Future Fear

Underlying the modern
nostalgia boom is a new
fear of the future. In sharp
contrast to the ’60s, where
the future was looked upon
optimistically, the future
looks scary now. Air pollu-
tion, declining standards of
living, drugs, crime, etc.
are drawing our focus away
from the future and pushing
it toward the past.

Therefore, we have more
Oldies stations, more Clas-
sic Rock, and the use of
oldies in commercials.
Clothing and furniture are
starting to borrow heavily
from the recent past —
especially the ’60s. The
most successful movies are
basically rehashes of films
done in the ’30s, ’40s, and
'50s, with a new title and a
bit of a script change. The
rare exceptions are special
effects marvels such as
“Terminator 2.”” But for ev-
ery special effects marvel,
there are far more ‘“Robin
Hoods” and ‘‘Peter Pans.”

Interestingly, there’s an
extremely strong nostalgia
for the ’60s among 15-24-
year-olds, who are at-
tracted to a world where
they aren’t drowned in re-
sponsibility. They look back
fondly at an era when peo-

Cashing In

Repackage the past
More niches

Go against the
trend

ple could drop out of school,
not worry about the future,
and enjoy the immediate
present.

Taking Advantage

These structural factors
underlying nostalgia sug-
gest it'll be around for quite
some time. So how can we
capitalize on it?:

¢ In radio, look for format
splinters in the Oldies
arena. Classic Rock is an
obvious one. It’s likely that

GREAT OLDIES NEVER DIE!

the ’60s pop/rock era will
spawn uptempo Oldies and
“relax me” Oldies formats.
Soon we’ll see more Oldies
formats focused entirely on
the 70s.

On the promotional side,
stations targeting the aging
Big Generation should
make sure they’re visible at
local high school reunions
for classes that graduated
during the ’60s and early
"70s.

One note of caution:
Don’t remind listeners how
old they are or how long ago
anything took place. This
generation still thinks of it-
self as younger than it is.

* In the record business,
there’s still a mint to be
generated by back-cata-
logue CDs. The next level
should be compilations of
oldies by mood. So far,
there have been simple
‘““dance party” compilation
discs and ““love songs of the
'60s,” but it can go much
further than that.

Unfortunately, most rec-
ord companies (or, to be
more precise, prerecorded
music companies) are still
focusing on the way busi-
ness was done during the
last 30 years — new re-
leases at discount prices.
Repackaging the past and
marketing intelligently
through radio stations
which play more older
songs than ever is an untap-
ped gold mine.

* On the video side, ‘“‘best
of”’ compilations will prolif-
erate. Already, it seems as
though every new TV show
is nothing more than a ce-
lebrity host, an audience,
and a bunch of clips from
the past.

Ride The Wave

With all this focus on nos-
talgia, there’s an incredible
opportunity to go against
the trend. This means
focusing entirely on what’s
new, what’s happening
now. Stations are having
success concentrating en-
tirely on new rock or new
dance and leaving the Bea-
tles and Rolling Stones for
the old folks.

No matter which side you
choose, the same cycle will
continue. We look to the fu-
ture with optimism and
hope, and everything be-
comes focused on newness
and the future.

The future doesn’t turn
out the way we want it to, so
we look to the past and take
refuge in nostalgia. Eventu-
ally the past becomes bor-
ing and used up. Then
there’s a new focus on the
future. To cash in, all we
have to do is ride the wave.

No. 33 in a series.

John Parikhal is CEO of
Joint Communications,
media strategists who con-
duct custom research and
consulting for over 100 me-
dia and corporate clients.
He can be reached at (416)
272-1136.
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TDK's NEW SM
CASSETTES:
“IT'S ABOUT TIME”

STDIK, owens |

« Now availabie in 10, 20, 30, and 60 minute lengths.

- Superior high bias cassette for studio and ‘
demo recordings.

[
- Uses top-quality SA tape pancake for low {
noise and wide dynamic range. |

+ Ask for our new A/V catalog.

=) SONOCRAFT

575 Eighth Avenue, New York, NY 10018
TEL. 800-274-7666 FAX 212- 564-9488

In today's high tech environment, there is a high degree of
“awareness’* when it comes to LED bargraph VU meters. Although
some may not be familiar with that particular term - when they
SEE one, with their lighted red segments moving back and forth to
sound - PEOPLE KNOW WHAT THEY ARE AND WHAT THEY RE-
PRESENT. Take this awareness, build the world’s largest VU meter
{tuned to your station) and you have a billboard that actually
shows the station in “‘action’! (Just imagine..many will even
TUNE In just for the fun of seeing it in sequence with their own
radio). The biliboard VU meter looks and performs EXACTLY like
the ones you're familiar with, but onty on a much larger scale, (29’
long!) Plus, the billboard VU meter will show stereo separation,
which can provide a very dramatic visual effect. The idea can be used
with a variety of formats (especially CHR, AOR, dance/urban) and
can even make many positioning Statements come alive, such as
power, continuous, rock-n-roll, non-stop and others.

enberg
Enberg Electionics
Indianapods, IN

The new Series 1 Cartridge Machine.
Full features, quality performance,
and excellent reliability at an attrac-

tive price.
ik

Digimod 2000
| |

Call us to find out why

the hottest upgrade package |
is on the air in New York, |
Dallas, Chicago, Denver and |
Florence. These markets are i
enjoying cleaner, louder,
pristine audio. Call
Broadcaster’s General Store
now to evaluate Digimod
2000 at your station —
before your competition
does!!

Broadcaster's General Store

Florida Chicago
004-622:0058 703231712

Atlanta Dallas

SOLITS 0630 BITT5ae Lt |

For more information and the
name of the closest Series 1 deal-
er, call ITC at 1-800-447-0414 or
call ccllect at 309-828-1381.

AURAL
SEX

SEE PAGE 5 |

»

DYNAMAX CTR90 SERIES ¢ Superb Audio Quality * Dolby
HX Pro Headroom Extension * DNR Dynamic Noise Reduction *
Unmatched Cost / Performance

AUDIOMAX 4000 CARTRIDGE * Fully Compatible with Type
AA4 + Expanded High Frequency Headroom * Less Expensive,
Satisfaction Guaranteed

DYNAMAX COBALT CARTRIDGE * Maximum high fre-
quency headroom * Superior Phase Stability * Longest Service Life

®

: BROADCAST PRODUCTS BY FIDELIPAC®
Fidelipac Corporation
P.O. Box 808 - Moorestown, NJ 08057
TEL: (609) 235-3900 - FAX: (609) 235-7779

Hard disk technology
makes AudioVAULT the ultimate record & playback
system, providing virtually unlimited storage of, and random access
10, short duration audio elements. No searching or cueing; access to
stored material is instantaneous, fully-programmable and fully-
automated. An ideal partner in satellite programming. Call Bob
Amold or Ted Lantz at Broadcast Electronics today.

®
E BROADCAST
ELECTRONICS INC

4100 N. 24th Street » P.O. Box 3606 + Quincy, IL 62305-3606
Tel (217)224-9600 « Fax (217)224-9607

The Harrison PRO-790. The production
| console with the hot sound for the
professional who likes to work fast without
| complication. Whether your production is 4
or 8 track or hard disk, the PRO-790 is what
you need. For more information, call 615-
331-8800.

s&Harrison,

GLW

Reach
Equipment
Buyers In |

Technology

Showcase

Call Henry Mowry

RADIOS RECORDS

213-553-4330

WWW.americanradiohistorv.com
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CHER

Ac: P

CHR P3 CHART: - €D
CHR P2 CHART: @ -

OVER 130 CHR STATIONS!

WZOU 28-24  WCGQ 31-27
WXKS 29-25 WPST 32-26
WNCI 29-27 WOMP 15-11
KKRZ deb 30  96STO 32-28
WAAL 25-14 KZZB 39-33
WKRZ 23-15 KLYV 27-21
WSSX 22-15 KZI1O 2116
WCGTZ 16-11 WIEFC 2317
WNNK 20-15  KFIZ 2317
KWNZ 30-25  KYYY 40-34

WQUT 16-13
KKHT deb 27
K107 deb 27
HOT949 deb 27
Q99.5 deb 27
Y102 deb 30
FLY92 deb 35
WRCK deb 37
KJ103 deb 35
KZZU deb 40

MASSIVE MEDIA EXPOSURE:

STRESS

K

3. ¥ —g

VM1

SALLY JESSE RAPHAEL -

NOVEMBER 25

FROM THE GOLD ALBUM “LOVvE MURTS”

PRODUCED BY BOB ROCK AND RICHIE

WRITTEN BY DIANNE WARREN AND DESMOND CHILD
PHOTO: HERB RITTS

MANAGEMENT: BILL SAMMETH

© 1991 THE DAVID GEFFEN COMPANY
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Latest Label

A&M’s Cafaro To Oversee Mercury?

new wave of long-anticipated label
cutbacks began in earnest during the
past week at Atlantic and Mercury.

The most noteworthy — and shocking —
pink slip on Atlantic's list was VP/Product
Development Judy Libow, a 16-year label vet.
Among the other victims: Nat'l Dir. Publicity/
Black Music Simo Doe, Dir./Alternative Music
Mark Fotiadis, and a number of folks from the
Alternative, Dance, and A&R departments.
Approximately 18 people in all were released,
and ST hears another wave of layoffs may
take place by the end of this week.

Atlantic issued a statement characterizing
the moves as part of a long-term restructuring
in response to “changing economic
conditions.”

Meanwhile over at Mercury, 10 people are
out, including VP/A&R Jim Lewis, Dir./A&R
Margo Core, Product Development Mgr.
Madelyn Scarpulla, and Philly promo rep
Mark Laspina. ST also hears some West
Coast cuts are on the way. The downsizing
puts Mercury’s staff more in line with those of
PLG and A&M

Concurrent with these layoffs, ST caught
quite a bit of speculation about the toppermost
structure at Mercury in the wake of co-Prez
Mike Bone’s departure. One scenario has
Prez Ed Eckstine reporting to PLG Prez/CEQ
Rick Dobbis. Don't bet on that one

Rumors

¢ 1s KHTK/St. Louis talkin’ to former B104/Baiti-

more morning team Glenn Beck & Pat Gray?

¢ Is new Atlantic VP/Pop & Special Projects
Lisa Velasquez going to temporarily assume An-
drea Ganis’s Sr. VP duties when Ganis is away on
maternity leave?

* |s A&M VP/Artist Development Jim Guerinot
about to become Sr. VP/Marketing?

¢ Will Z104/Madison pick a PD befofe Thanks-
giving? Mid-Continent insiders — KDWB/Minneap-
olis APD/MD Ed Lambert and Z104 APD Ron
Brooks — and two strong outsiders are fixin’ to do
the Turkey Trot.

*ls SMN chasin’ Star 105/Dallas PD Bill
Pasha?

¢ Now that Rusk AC KSMG/San Antonio has
completed that LMA with crosstown Adams Gold
KISS-AM & FM, will KISS return to AOR?

Trimmings

P cscscascssscscusssssscsssssenna

Fat and
Disgusting!

105 WAVA has a confession. Over the past
five years we became grossly overweight
S0. we decided to take off 500 pounds of
ugly unwonted fat That was just in the
morning!!

o

NOW. . . LESS TALK,
THE MOST MUSIC

105 WAVAI
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| Obese Of Burden
|

ust after getting the news that the sale of Em-
J mis CHR WAVA/Washington to Salem had

been approved (format change pending?)
PD Chuck Beck and crew ran the above newspa-
per ad — a not-so-thinty veiled allusion to his for-
mer morning mansters Don Geronimo & Mike
O’Meara, now yakkin' in the afternoons at cross-
town WJFK

However, ST would put its pennies on
A&M Prez Al Cafaro taking on the additional
responsibilities of overseeing Mercury and
adding the title of Exec. VP of PHI (PolyGram
Holdings, Inc.). Both Eckstine and Cafaro
would report to PolyGram CEO/super honcho
Alain Levy. Cafaro had no comment.

While rumors of cutbacks continue to
circle around other labels (A&M, Arista, and
MCA among them), all parties contacted by ST
issued emphatic denials.

Continued on Page 27

Is Your Station Memorable
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Enough To Get You

Ratings Recognition ?
In 1991,
There's No Margin For Error
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It's not a request, it’'s a command.

Bl G s, Wi AR rgivis resecved

“Get The Funk Out,” the follow-up

to the monster hits “More Than Words”
and “Hole Hearted” from the

double platinum album

EXTREME 1l PORNOGRAFFITTI ;.:.00 2

)
| Produced and mixed by Michael Wagener for "‘ ACTIVE ROTATION
Double Trouble Productions wsic TeLevERR:

Management: Arma Andon/SBK Management

Louis Levin/Louis Levin Management TOP 1 o MOST WANTED
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STREET TALK.

Continued trom Page 24

Reuters reports that the UK-based

Chrysalis Group is currently in talks with UK
electronics giant Thorn EMI that could lead to
Thorn buying Chrysalis’s 50% share of the
companies’ joint record business.

Thorn & Butterfly

However, Chrysalis Group Chairman Chris
Wright, who has a 47% stake in the firm, is
considering making an offer for the shares he
does not already own.

In other major label news, Elektra
Thursday (11/7) released Chicago-based Sr
Nat'l Dir./AOR Louis Heidelmeier and
eliminated his position. His duties will be
assumed by Sr. Nat’l Dir./Rock Promo
Michelle Meisner and Southeast Regional
Dir./Rock Promo Victor Lentini.

Rumbles

+ CHR KHTT/Santa Rosa flips to Hot AC and is
now being consulted by Larry Berger.

¢ Two San Diego MDs bite the dust: KGB's Vir-
gil Thompson and Z90's Monroe Greer. 290 APD
Gnarley Charley assumes Greer’'s duties; Thomp-
son’s position has been eliminated.

o KKRD/Wichita GM Jack Oliver adds PD du-
ties and hires Scott Brunner for morning drive.

o Poilack Media Group Promotion Dir. Sharon
Fratello resigns to become Mktg. Dir. at KOST/L.A.
Fratello’s PMG replacement is Asst. Promotion Dir.
Ann Capogrosso.

+ WBHV/State College, PA PD Jim Richards
becomes PD at WSNX/Muskegon, MI. He replaces
Haz Montana, who segues to PD at sister WVIC/
Lansing.

» WBWB/Bloomington, IN PD Jim Cerone ex-
its for overnights at WZPL/Indy.

¢ KBFX/Anchorage PD David Moore adds PD
duties for sister N/T KENI and programming consul-
tant duties for the Alaska Radio Network.

o EFM Media's “Rush Limbaugh Show"
moves to KDKA/Pittsburgh from crosstown WTAE,
effective December 30. (‘'TAE was airing the pro-
gram only on weekends.) KDKA afternoon host
Trish Beatty has been ousted to make room for Lim-
baugh.

e AC KTLCIAbllene switches to KCBY (Y99),
picking up SMN Country for middays, evenings, and
overnights. The station remains locally produced in
mornings and afternoons.

o CHR K107/Tulsa names Michael Ring —
most recently with KWFM/Tucson — PD.

* Happy 50th anniversary to Baton Rouge
Broadcasting’s N/T-CHR combo WJBO & WFMF/
Baton Rouge.

A Gent Of Fortune

aking a gambol on John
Lee Hooker's ‘‘Mr
Lucky'' LP, the five

card studs 'n’ inside straights
at Point Blank/Cherisma hit
the Promo Item O' The Week
jackpot, bringing a royal flush
to selected programmers’ poker-
faces with customized decks of
playing cards.

These particular devil’s

JHN LEE H°2KER Q’@ 3

i
pasteboards feature the al- {
bum’s full-color cover like-

RS

ness of the veteran oluesician on their non-playing sides.
(The business sides of the deck’s dual jokers abet the con-
cept by boasting a closeup of the Mr Lucky license plate
spotlighted on the album'’s cover as well.) Hold 'em or

fold 'em.

Former KMXX/Phoenix morning men
Drew Lane & Peter *‘Zip’’ Zipfel have snared
wakeups at WRIF/Detroit, teaming with
veteran 'RIF personality Lynne Woodison.
They replace Ken Calvert, who crossed to
rival WLLZ for afternoons.

ST hears 'RIF originally wanted to hire a
solo performer to join Woodison, but couldn’t
pry the duo apart.

Incidentally, Calvert hit the air last week, a
month before his non-compete expired.
However, 'RIF had yet to mount a legal
challenge at presstime.

After six years with WSIX/Nashville (five
of which he served as PD), Eric Marshall has
resigned to enter artist management. Under
Marshall law, 'SIX pulled down six Country
Station of the Year trophies from various
organizations. WSIX APD/MD Doug Baker
becomes acting PD.

Marshall After 'SIX <

NARM has announced that it will move its
March convention from New Orleans if David
Duke is elected governor of Louisiana.

Continued on Page 28
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W10Q 17-15
KTFM 26-22

KS104 21-18
KMEL 34-31
HOT977 20-1
WVSR add
TIC-FM add
WSPK deb 39

WMXP

WLAN
999KH!
WWKX
KKRD

©1

ATLANTIC STARR

“LOVE CRAZY”

THE NEW SINGLE
FROM THE ALBUM LOVE (RAZY

PWRPIG 20-18
HOT102 deb 32

K96.7 deb 33

PWR106

FrVVVVVVV VWX
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KZFM 38-35
KPRR 27-20
Y107 35-30
KIKX add
PWR102 add
KWIN deb 39
6  WOMP deb 40
WHTO deb 38
WIMX deb 39
KFFM 38-35

Plus...

KKMG
KCAQ
HOT949
KZIl
99KG

URBAN @
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NEW & ACTIVE

NOW ON 78 CHR REPORTERS!

WXKS 21-18
B94 deb 30
PRO-*M 22-20
PWR99 24-21
WNVZ 30-29
KXXR deb 31
WKBQ 13-11
KRXY 11
KISN

WERZ add
WBBQ add
WWFX add
WBPR add
KWTX add
FLY92 26-23
999K+ 37-33
WTHT 29-24
WSPK 25-22
WPST 24-20
WSTWV 21-18
B93 11-10
K96.7 12-8
KZZB 28-25
KZFM 20-15
G105 27-20

KPRR deb 26
WRHT 28-25
WZYP deb 40
WABB 20-16
WILQ 40-35
WRVQ 21-18
96STO 10-9
KSND 17-13
KWOD 9-7 Hot
KFQX deb 40
KQIZ deb 31
WIAD 13-11
WimMX 33-30
KCHX 21-17
WILN 25-14 Hot
KNIN 35-31
KYYY 32-29
KPXR 19-16
KFBQ deb 40
KMOK deb 38
KTMT 40-30
Y97 3-3 Hot
OK95 33-28
KFFM 40-33

. . . And Morel!

Continued from Page 27

A groundswell from our membership
indicates there would be no support for a
convention held in a state whose governor is
an admitted racist, and whose voting record
on music labeling legislation clearly runs
contrary to the industry’s position on this
issue,” explained NARM Exec. VP
Pamela Horovitz.

If Duke wins, look for NARM to announce
a new convention site early next week

} Double Breasted Suit ‘

ST hears former WRQN/Toledo PD Ken
Benson and MD J.J. Riley — both still under
contract — have filed lawsuits against station
owner ABS after reportedly being offered a
50% pay reduction.

Meanwhile, 'RQN VP/Creative Services
(and morning man) Steve Mason and sidekick
Diane Scribner have opted to hang in . . . for
the time being. 'RQN last week switched from
CHR to Gold.

STREET TALK

—_—

In the wake of WRBQ (Q105)/Tampa
VP/GM Mike Horne’s resigning to become
VP/GM at Adams Gold combo KOOL-AM &
FM/Phoenix (see Page 1), Edens Prez
Michael Osterhout will take over GM duties at
Q105 — at least on a temporary basis

KLFF & KONC/Phoenix GM Tony
Perlongo has been named VP/GM at KKDJ/
Fresno. He succeeds James Rowten, who
exits to pursue ownership of a new Country
outlet in the market.

WINE & WRKI/Danbury, CT Exec. VP/GM
James Principi segues into the same slot at
KTYD/Santa Barbara. He succeeds Andrew
Reimer, who resigned to become Business
Development Mgr. for Sydney, Australia-
based Austereo.

} CHR Defection Derby ‘

This week’s CHR casualty list includes two
stations in the same market: WKSM/Ft.
Walton Beach, FL flipped to Classic Rock
Continued on Page 30

DREW FRIEDMAN’S CONFIDENTIAL

The First Lady Of Radio

Barbara Bush reads another childhood favor

© 1991 by Drew Friedman & K. Bidus

ite.

Drew Friedman’s Confidential is brought to you by I &’ PolyGram Label Group

| All Through The Night...
Al Dep T staiol

PRODUCED BY GEORGE DALY AND BLUE TRAIN

l‘R EHTERTRIANEY] o 4 e Early CHR Action: Urban:
- i ' WPGC deb 29 WWKX add
KGGI deb 22 WWHTadda YEW & ACTIVE o Wij
Management David Bendett for Gold Mountain Entertalnment zr& g;?zgd :g?g;;d 513 +1 2 g4 g;‘: 2

€ 1991 BMG Music. All Rights Reserved.

;
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- VOICE

P3 cHarT Q)
NEW & ACTIVE
NOW ON 82 CHR REPORTERS!

KRXY add 31
FLY92 add
WQGN add
WRCK add
WILQ add
KKRD add
Q99.5 add 17
WIFC cdd
KISN deb 30
KZFM deb 39
Z102 deb 40
KTUX deb 35
KKHT deb 29
WHTO deb 39
KFQX deb 35
WFHT deb 35
KFMW deb 38
KFBQ deb 38
Y97 deb 35
WNVZ 29-28
WDFX 20
KBEQ 29-27
PWR92 35-30
WLAN 39-34
K96.7 39-31

&

oo Lot G

PRODUCED BY ALAN TARNEY
MIXED BY JULIAN MENDELSOHN

STREET TALK.

WPST 16-12
WSTW 38-35
WBBQ 26-20
KKYK 28-23 Hot
96STO 31-27 Hot
WZOK 29-26
KF95 32-29
KWOD 7-6 Hot
HOT949 16-13
WWFX 34-31
WNYP 30-23
WJAD 2-1
WIMX 29-26
WILN 7-3 Hot
WVBS 35-32
KYYY 25-20
KLYV 19-13 Hot
KROC 28-23
99KG 20-16 Hot
WDBR 26-23
KMOK 33-28
KTMT 13-8
ZFUN 28-25
KFFM 24-20

..AND MANY MORE!

Continued from Page 28

while cresstown WWSF changed to Rock AC. l

"WSF’s new PD is Dan Lucas, coming from
mornings at N/T WCOA/Pensacola, FL.

} Parody $ong Alert {

If you've got a parody song aimed at the
12-16 age bracket, it could end up as part of
a new weekly animated TV show and net you
a cool $1000. Contact Robert Young
Productions at (619) 723-6153 for details.

“The Adventures Of Mark & Brian’’ has
been placed on “hiatus” by NBC-TV. The last
episode airs Friday night (11/15).

However, the KLOS/L.A. morning
monsters will be busy shooting another
episode next week, which will give 'em six in
the can. NBC hopes to bring the show back in
another time slot next spring.

By the way, KLOS's sixth annual Veterans
Food Bank Drive (11/8-11/10) netted nearly
$215,000 in pledges. The money will help
purchase more than $4.2 million in goods
and services.

Consuitant Jerry Clifton’s New World
Communications is again sponsoring “Stop
The Violence Day,” scheduled for next
Friday (11/22).

Fifty stations participated in last year’s
grass-roots campaign, and this year Clifton is
providing stations with complete launch kits,
including logos, promotional tips, celebrity
drop-ins, media kits, and more. For details call
New World's Cliff Berkowitz at (7 14)
621-1455.

Venerable Atlanta talker Ludlow Porch
{aka Bob Hanson) exits his midday slot at
WSB, but will remain with the station as host
of a mid-morning show on the soon-to-debut
WSB Radio Network, which will serve rural
stations across Georgia. WSB has filled
middays with a consumer affairs show.

One day after the startling announcement
that Magic Johnson had the HIV virus, V103/
Atlanta morning co-hosts Mike Roberts and
Carol Blackman set up an 8x8-foot greeting
card in honor of the former L.A. Lakers star.
The effort was part of a month-long AIDS
awareness campaign staged by the station.

Records

* Atlantic hires former KLSX/L.A. and Hot 97/
NY PD Steve Ellis for NY local promo duties.

* Columbia Carolinas rep John Chommie ex-
its, and Cleveland rep Doug Hamann resigns to join
PLG.

* JRS Records Nat'l College/Modern Rock rep
Jeffrey Deen, Baltimore/DC rep Michael Merchant,
KC/St. Louis rep Mark Wassmer, and Boston rep
Chaz Hernandez exit.

* PLG Carolinas rep Donita Stewart resigns.

* Capitol Assoc. Dir./R&B A&R Darryl Wil
liams joins the Atlantic Group as Dir./R&B A&R.

¢ Darryl Sutton exits EMI Publishing to be-
come Virgin Dir./R&B A&R.

* Restless Records hitches Stacey Sanner to
the publicity post.

www americanradiohistorv com
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oRuben Rodriguez named Elektra Sr VP/Urban My
e Jay Cook becomes acting GM as Lynn Anderson exits
KIUSAA.

4

oTom Bender appointed WHND & WMJC/Detroit GM
oRick Gillette named WHYT/Detroit PO
eGarry Wall becomes KLZZ-AM & FM/SD PD

4

o Jim deCastro promoted to Exec. VP of Heftel Broadcasting
oFrank Osborn becomes WYNY New York VP/GM.
oGreg Solk appointed APD for WLUP-FM/Chicago.

4

o Judy McNutt named KMYR/Albuquerque MD

A 4

In Nashville, Y107 reacted to the news by
giving away “Safe Sex Packs.” Each pack
contains Red Cross information on the HIV
virus and support groups, a supply of
condoms {with instructions on how to use
them), and information on abstinence as an
alternative. Y107 is also offering free blood
screening for a limited time.

And . . . WPGC/Washington has put
together a version of Bette Midler's “Wind
Beneath My Wings "™ that features soundbites
from Magic Johnson and tributes from
local fans.

} Hairway To Steven ‘

Didja catch this week's MTV plug of
KLSK/Albuquerque's sign-on stunt of playing
Led Zeppelin's “Stairway To Heaven” for 24
hours earlier this year? 'Twas all part of MTV's
calling attention to the 20th anniversary of the
song's release.

Capitol-EMI President/CEQ Joe Smith has
agreed to be the honorary MC at the
upcoming 25th anniversary WRKO/Boston
Reunion, set for 1992. Details in January.

’ Jumpin’ Jock Flash ‘

Since leaving CHR WGH/Norfolk, late-
nighter Dr. Dave Weeks has been juggling
airshifts in three different markets to make
ends meet. He's currently parttime at Full
Service AC/Hot AC combo WARM & WMGS
(Magic 93)/Scranton, PA, and a weekender at
CHR WAAL/Binghamton, NY and AOR WNGZ
(Wings 105)/Elmira, NY.

Kudos and superlatives to Epic for setting
a new record for the highest percentage of
first week CHR adds {(96%) on Michael
Jackson's “Black Or White.”
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KKFR add 28 Dk Heb 39 WOKA 26-21
WBBO add WaADeb 30  wckzgh-14
Y107 add WEEERSY xzeW16-11
WJLQ add 38 KEXX:2 KPHR 22-16
WOVV add TFM24-16 ~  WWHT 5-4
KKSS add G 31 KKXX 25-20
099.5 add WHYT 14 KKMG 35-30
KRQ add HOT102 ﬁ B95 6-5 Hot
WILN add KS104 20-17 PWR102 18-13
WFHT add FM102 1-1Hot  KCAQ 37-34
WCIL add Q106 18-15 KWIN 31-17 Hot
PWR106 deb 24  KMEL 2-2 Hot WBXX 26-17 Hot
WWKX deb 35  HOT937 33-30 KaMQ'24-14 And ore!
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Southside Soiree

ﬁ ’ = G

Impact execs pose for posterity with Southside Johnny; (I-r) Impact's Gina lorillo and Sr. VP Bruce Tenenbaum,
Gold Mountain Entertainment’s David Bendett and Danny Goldberg, Southside Johnny, and Impact Sr. VP Randy
Nicklaus, President Jeff Sydney, and VPs Frenchy Gauthier and John Hey.

DAB

Continued from Page 1

“But don’t you see how it ap-
pears?” asked Ritler.

“Yes, I do see how it appears,”
Box responded. But he said the
DAB race had evalved and chang-
ed since NAB’s initial Eureka en-
dorsement (R&R 2/1). He said the
FCC'’s failure to seek an L-band
DAB allocation (R&R 11/8) has led
the Task Force to focus even more
on in-band solutions, where he said
‘Eureka loses some of its advan-
tages: “I'm not as convinced per-
sonally that Eureka has the
technological advantage it once
did.”

‘Buggy Whip’
Broadcasters

Rep. Cooper challenged efforts
by the NAB and individual broad-
casters to ensure that current li-
censees receive the first, and per-
haps only, terrestrial DAB li-
censes. “‘I wonder sometimes if in-
cumbents deserve protection . . .
sometimes franchises expire,” he
said.

Although Cooper didn't take a
firm stand on the issue of compar-
ative hearings for DAB licenses, he
cast a cloud by cemmenting that
“‘buggy whip manufacturers
shouldn’t be kept in business
forever.”

He also voiced support for a DAB
performance royalty, an idea being
pushed by the RIAA and strongly
opposed by the NAE. The Congress-
man noted that country music
stars in his district south of Nash-
ville are concerned about potential
lost revenues from digital home
taping of CD-quality broadcasts.
Although Congress has thus far re-
fused to require broadcasters to
pay royalties to record companies
and artists, Cooper said DAB ap-
peared to pose ‘“‘a new and differ-
ent threat to the copyright
holders.”

“The same concerns were there
with [the introduction of] FM,”
said Box. He insisted that DAB
didn’t raise any significant new ar-
guments for the introduction of
performance royalties.

Other highlights of the hearing:

* Abel said it would likely cost
$50,000-$150,000 per station for AM
and FM stations to add DAB.

* NPR President Doug Bennet
said public radio’s costs for DAB
“may be some billions of dollars,”
including satellite service, new ter-
restrial transmitters, and the cost
of putting receivers in the public’s
hands. He said NPR would use sa-

tellite DAB for new services, not to
duplicate programming carried by
its member stations.

» Abel said FCC's endorsement
of S-band for satellite DAB could
“severely disadvantage” broad-
casters if it leads to quick imple-
mentation. “We're not close to a

terrestrial [DAB] standard at all,”
he noted.

* Electronic Industries Associa-
tion VP Gary Shapiro said that if
the U.S. decides to preserve terres-
trial broadcasting forever and
doesn’t allow satellite DAB, “‘we’ll
be poorer off as a nation.”

EARNINGS

ideo Jukebox Network, Inc.
V(NASDAQ: JUKE) posted a

$912,000 loss (nine cents
per share) during the third quarter,
compared to a $4 15,000 loss {four
cents per share) for the same peri-
od last year. Revenues were off
3%, from $3.8 milion to $3.7
million.

For the nine
months so far,
the company lost
$1,891,000 (18
cents per share)
compared to
$1,014,000 (11
cents per share)
last year. Rev-
enues increased 16%, from $9.8
million to $11.4 million.

The company says it continues to
be compromised by the economy,
as well as an increase in affiliate
fees. Video Jukebox operates an
interactive music channel that is
available to 13 million cable house-
holds.

Video Jukebox Losses Mount

ssociated Communica-
Ations Corp. (NASDAQ:

ACCMA, ACCMB) an-
nounced a third-quarter loss of $4
million (11 cents per share) versus
a $1.8 million profit (five cents per
share) last year. Revenues of
$12.5 milion were 34.9% higher
than last year's $9.2 million.

For the first nine months, Asso-
ciated lost $6.3 million (17 cents a
share) compared to a net income of
18.9 milion (51 cents a share)

last year. Revenues increased
29.5%, from $26,008,000 to
$33,672,000.

Associated operates WSTV &
WRKYi/Steubenville, OH, as well
as cellular telephone operations in
San Francisco, Pittsburgh, Buffalo,
Rochester, and Albany. It also
owns a microwave operation and
personal communications network
in Los Angeles.

N R

Radio Revenues Favor
Top Three Stations

The top three stations in most
markets receive a greatly dispro-
portionate share of radio revenues,
according to a study of revenue
concentration in markets 25-75 by
Miller, Kaplan, Arase & Co.

For 1991, 40.5% of local market
revenues went to the top three sta-
tions in the average market. While
most markets fell within 3% of the
mean figure, the most competitive
market posted a 33.8% concentra-
tion ratio, while the most top-
heavy market recorded a 52.4%
figure. Generally, the smaller the
number of viable stations, the
higher the percentage of total mar-
ket revenues going to the three
leading stations.

As expected, the three leading

stations in a market take more na-
tional than local dollars. Over 50%
of national business went to the top
three stations. The mean national
radio revenue three-station con-
centration of 51.3% is derived from
a range of 42.2% to 71.1%.
—George Nadel Rivin, CPA

Beasley
Continued from Page 3
Beasley joined the company in
1980 as an AE at WFMC/Golds-
boro, NC, later moved to WRNS/
Greenville-New Bern-Jacksonville
as GSM, and served as GM at
WRXK/Ft. Myers, FL before be-
ing named VP/Operations in 1989.

LMA

Continued from Page 1

Broker Gary Stevens, who has
midwifed half a dozen time-broker-
age deals, opposes the Dingell bill
because, he said, radio must be
allowed to consolidate in an era
when its advertising client base is
consolidating and shrinking.
However, he believes the pacts
should be filed with the FCC. “By
not filing the agreements, we've
left the impression they contain
things that shouldn’t be there —
and that'’s not the case.”

While many group owners have
rushed to embrace LMAs, Granum
Communications CEO Herb Mec-
Cord has been a strong opponent of
the deals, calling them “an in-
herent conspiracy in restraint of
trade.”

“I hope the FCC will do what
they should have done, which is
change the ownership limits. The
way to do this is not to put together
some shotgun marriage between
two different owners, it’s to let the
owner of the stronger station buy

the weaker station and come up
with two healthy stations,” Mec-
Cord said.

McCord said he wouldn’t con-
sider initiating an LMA while
Dingell’s bill is pending, and he ex-
pects the legislation to have a quick
negative impact on bank financing
of new station LMAs. “They were
probably unfinanceable before, but
they’'re clearly unfinanceable
now,” he said.

Letters

Continued from Page 10
realizes he can get ratings with an
all-day lineup of real air personal-
ities? | wish | could find six jocks to
train today and one radio station
with management enlightened
enough to go that route. Of course,
they would have to get used to
double-digit shares and being first

in more than one demo.
—Rick Sklar
President
Sklar Communications
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Widening Your Station’s Appeal

Expanding Listenership From Core To Fringe

Are you ready to widen your station’s appeal? By do-
ing so in the right amounts at the right times you can build
a station that does well in a variety of demos . . . and sus-
tains its strong position over many years.

The appeal-widening process can
be tricky. If done incorrectly, dis-
aster results. To widen your appeal
successfully, you need to have
these prerequisites:

¢ Internal stability. For a host of
reasons, a station suffering from
high turnover in ownership and/or
management (including the PD po-
sition) will experience great dif-
ficulty trying to widen its appeal
and probably shouldn’t even at-
tempt it.

¢ Format maturity. Usually be-
ginning to form 18-24 months into a
format, this is when the widening
process can also begin. Appeal
widening is usually inappropriate
in the first 18 months following a
new format launch.

Targeting’s Golden Rule

To keep it all straight, simply
follow the Golden Rule of target-
ing: Target thin to begin. then
widen with age. For example,
when launching a start-up or new
format, target your programming
and marketing to a thin, tightly
parametered demo slice — your
core. (A thinly defined core doesn’t
necessarily equal few listeners or
low shares. A core of 18-34 females,
for example, may represent a siza-
ble number of people.)

By targeting thinly, you gain
definition. People can easily grasp
what you're all about. You give
listeners something to become pas-
signate about and rally around.
You establish yourself quickly in
your core demographic. When you
start out targeting strictly your
core, you force yourself todeliver a
highly focused product, greatly in-
creasing your chances of a suc-
cessful launch.

m

There’s no law,
natural or manmade,
that says you must
limit your appeal
to only a thin
demo slice.

Sometimes a station will debut a
format so widely targeted you
can’t even tell what format it is, let
alone whoit’s trying to interest. It’s
attempting to create the “perfect
station” from the beginning in-
stead of evolving into the “perfect
station.” The result, however, is
that the station’s diluted appeal
causes no demo to embrace it with
passion and fervor. When you start
out too widely targeted, you're
destined to lose every time.

m

A politician who
continually appears
in front of his or
her staunchest
supporters may
enjoy the comfort of
rousing supportive
feedback, but he or
she won’t win
the election.

@

As your station matures in its
format, you must deliberately and
actively grow your listenership by
targeting your fringe (people out-
side your tightly parametered
core) as well as your core. Situa-
tions vary, but after two years you
should be into continual high-pow-
ered fringe-targeting.

Superserving
Disadvantages

A common mistake made by ful-
ly mature stations (in the format
four years or longer) is continually
and obsessively superserving the
core while ignoring the fringe. This
results in three significant prob-
lems:

* Your ratings are leveling off
too low. There’s no law, natural or
manmade, that says you must lim-
it your appeal to only a thin demo
slice. Fragmentation — where
each station gets a smaller slice of
the audience pie — exists through-
out the industry, but it isn’t an in-
herent handicap of any particular
station. Many stations refuse to
take refuge in fragmentation, and
they consistently maintain strong
numbers in multiple demo cells.

¢+ A sales stigma develops. Ever
wonder why some heritage sta-
tions, with a legendary history in a
particular format, abandon their
franchise because they can’t sell
it? The sales stigma they created
by superserving their core (or a
subsegment of it) over the years
grew so strong there became no
way to break it other than to com-
mit format suicide and reincarnate
as something else. When you su-
perserve your core or a segment of
it over many years, you become
overly defined.

* You waste more of your mar-
keting budget. The common belief
is you save money when you zero in
and reach only your core, and
waste money when you mass mar-
ket to your core and fringe. Not
necessarily. More of your budget
can be wasted when you constantly
superserve your core.

By Rick Ott

(Note: Targeting is a function of
programming and marketing.
From this point on, I'll refer to the
marketing aspect only, assuming
your programming is appropriate-
ly targeted in tandem.)

Avoid Core Obsessions

To widen your appeal successful-
ly, you must become comfortable
marketing to people who don’t
really care much about your sta-
tion (or radio in general). A politi-
cian who continually appears in
front of his or her staunchest sup-
porters may enjoy the comfort of
rousing supportive feedback, but
he or she won’t win the election.

To win, the politician must spend
a good deal of time in front of the
uncommitted — the people who
aren’t particularly interested or
supportive. Convincing those peo-
ple is necessary to win. Convincing
your fringe to write your moniker
in a diary or mention your call let-
ters in a telephone query is simply
part of every serious broadcaster’s
job.

When a person is so uncomforta-
ble dealing with his fringe that he
refuses to deal with it, he's fallen
into the Core Obsession Trap. The
most noticeable symptom is rejec-
tion of every marketing tactic that
doesn’t directly target the core.

Some core-obsessed broadcast-
ers consider themselves all the

166}

You’re only going to
get so much
listenership from
your core, no matter
what you do or how
long you do it.

99

wiser as they devise an ever-
increasing number of ways to
avoid mass marketing and zero in
on their core. They believe they’re
acting prudently, cleverly pinpoint-
ing the people most inclined to
listen to their station and avoiding
wasted media expenditures by
reaching people not so inclined (the
fringe). In reality, however, the ex-
act opposite occurs.

Core Maximization Reality

The natural forces of the market-
place dictate that you're only going
to get so much listenership from
your core, no matter what you do
or how long you do it. Once you
reach this point — the core max-
imization level — the marketing
money you allocate to increase
core listenership becomes ineffec-
tive. In other words, you're wast-
ing a lot of money trying to con-
vince your core to listen more than
it already is.

Many broadcasters refuse to ac-
knowledge this fact. They fail to

® ignoring your core.
Sometimes a condition opposite
the Core Obsession Trap (see ac-
companying story) exists. People
begin focusing too much on their
fringe and ignoring their core. This
places the station in a highly vul-
nerable position. All it takes is one
serious competitor to zero in on
your core and your high-flying
numbers can come crashing
down. Fringe targeting must al-
ways occur in addition to core
targeting, not in place of it.

* Redefining your core. As you
widen your appeal, you'll obvious-

: Two Caveats

Becoming obsessed with targeting your core is danger-
ous. So is going too far the other way. Be aware of the fol-
lowing traps you could fall into.

ly make programming and market-
ing adjustments. Aimost without
exception, the adjustments neces-
sary to successfully target your
fringe shouldn't be radical. And
only a few slight adjustments are
usually necessary, not a cartioad
of them. When your adjustments
are too radical or too many, you
end up redefining your core. (For
example, some CHR stations have
decided 35-49 is their core and
18-34 is their fringe.) If you want a
different core and fringe, change
format rather than contorting your
present format into something it
isn't.

realize there’s a practical limit to
the amount of core listenership
they can attain. They fail to under-
stand it can cost a great deal more
to boost AQH share in their core
demo than it can to generate an
equal increase in sales revenue
from a boost in fringe listenership,

Consequently, they end up
spending many thousands of dol-
lars trying to suck every .10 of a
share out of their core, like squeez-
ing every last drop of juice from a
spent grapefruit. If a core-obsessed
broadcaster actually calculated
how much it costs to gain every
fractional point of listenership
beyond the core maximization
level, he’d require electroshock
treatment to live another day.

Did you ever spend a sizeable
amount on a particular ad cam-
paign or promotion only to realize
little, if any, ratings increase?
Could it be you were targeting a
depleted core? When you reach the
core maxirmization level, you must
strengthen your fringe listenership
to achieve any ratings growth.

Here are two contrasting ex-
amples. Station A’s PD, caught in
the Core Obsession Trap, went
through the spring ratings period
executing the station’s third core-
targeted promotion of the year. It
was a direct mail promotion de-
signed for and mailed to house-
holds with a 2549 female head of
household. Station B (same for-
mat, different market) executed a
major, mass appeal direct mail
promotion to 80% of the households
in the metro, regardless of head-of-
household demo.

The results? Station A went
down 12+ and up insignificantly in
the targeted demo. Station B, on
the other hand, shot up over 18%
12+, leaping over two other sta-
tions to No. 1. It increased
significantly in many other key
demos as well, including 2549
fernales.

After all was said and done, Sta-
tion A considered its core-targeted
promotion a waste of money. “It
didn’t work,” the PD said shortly
before his firing. Station B is still
feeling the revenue bliss from its
mass appeal promotion, which in
today’s environment is especially
noteworthy.

Sprinkler Strategy

For a mature station, correctly
working your core and fringe
means serving them both without
slighting the other. A great way to
accomplish that is to implement
the Sprinkler Strategy.

A rotating water sprinkler wets
the entire lawn by spraying water
in one direction at a time, while
constantly changing direction. You
can do the same with advertising
and promotions: Shoot some ads
toward your core, then pivot and do
a fringe promotion. Next, pivot and
shoot some ads to your fringe.
Pivot again and do a core promo-
tion. Then a major, mass appeal
core and fringe promotion.

Keep mixing it up. You can
overlap many selected ad runs and
promotions, or run some simulta-
neously. This isn’t a haphazard or
unplanned approach. The Sprink-
ler Strategy is a well-planned, well-
orchestrated campaign. It keeps
you attentive to the various needs
of your core and fringe. If you con-
stantly pivot and don’t ignore one
element long enough for it to get
“dry,” you'll successfully affect a
number of demo cells and be well
on your way to realizing your sta-
tion’s full potential.

Rick Ott is President of Ott &

Associates, a Richmond-based
management consultancy, and au-
thor of “Creating Demand.” He
can be reached at (804) 276-
7202.
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Red Hot & Dance: Transgloba! Shows Planned

ed Hot & Dance will be a transglobal live event
that’s set to take place November 30-December 1
(World AIDS Day) in 16 cities to raise money for
AIDS research and relief. Rock Over London reports that
the project, which grew out of last year’s “Red Hot &
Blue” LP, is already set to feature two London parties
with live appearances by Seal, Sabrina Johnston, and the

Brand New Heavies.

Among the other cities in which
“raves” are planned: New York,
Los Angeles, Miami, Manchester,
Dublin, Madrid, Berlin, Paris,
Toronto, Rome, and Sydney. Each
concert will be filmed by Palace
Music Productions for a TV broad-
cast to coincide with an album
release scheduled for next
February.

Screen Scene

e Tom Waits has joined the cast
of “Bram Stoker’'s Dracula” as
Renfield, the beloved insect-eating
lunatic who’s enthralled by the title
character. Francis Ford Coppola is
directing the film, which stars
Winena Ryder, Anthony Hopkins,
and Keanu Reeves. Look for it to
hit the big screen in fall 1992.

e Columbia jazz artist Terence
Blanchard will make his acting
debut in Spike Lee’s forthcoming
film “Malcolm X.” Blanchard
stars as the trumpet-playing leader
of a quartet that backs up Billie
Holiday (played by Giant record-
ing artist Miki Howard). Blan-
chard also will compose and per-
form the movie’s score.

o “Strawberry Fields,” the an-
imated feature film starring char-
acters from Lennon & McCartney
songs, is reportedly now in produc-
tion. The film will feature newly re-
corded versions of the classic tunes
by the likes of Michael Jackson,
Siedah Garrett, Cyndi Lauper,
Robert Palmer, Crosby, Stills &
Nash, Cheap Trick, Luther Van-
dross, and the late Stevie Ray
Vaughan (ROL).

A House Too Crowded?

Tim Finn has exited Crowded
House *‘by mutual agreement of all
concerned parties,” according to a
press statement, which also notes

Mode Set
Four Boxes

irelReprise will release four
Sseparate, limited edition De-

peche Mode CD box sets
collecting material from the band's
entire career. Boxes One and Two
— due November 19 — contain six
discs each, jointly comprising more
than 40 selections {many of which
were previously available only as
12-inch singles).

The six-CD Box Three and four-
CD Box Four — due shortly after
the first two arrivals — also empha-
size domestic, imported, remixed,
and other cherished material. All 22
discs will be available separately
after the boxes are released.

that “Neil and [his brother] Tim
Finn will inevitably work together
again.”

The Finn siblings were both
members of New Zealand’s Split
Enz. When that group split up,
Neil founded Crowded House and
Tim pursued a solo career. Last
year, Tim Finn joined forces with
the latter outfit for their “Wood-
face” LP (ROL).

Signs O’ The Times

* DGC plans to release the Are
Angels’ as-yet-untitled label debut
in late February/early March. The
Austin-based band features guitar-
ists/vocalists Charlie Sexton (who
remains an MCA solo artist) and
Doyle Bramhall Jr. (who took Jim-
mie Vaughan's spot on the last
Fabulous Thunderbirds tour).
Rounding out the lineup are Double
Trouble veterans Tommy Shannon
(bass) and Chris Layton (drums).

Hollywood

Vampires Honor Author

Y

13

NG 5 g W

Vampire novelist Anne Rice (third from left)-tries to contain her excite-
ment over receiving a commemorative gold record plaque from Vertigo/
PLG recording artists L.A. Guns, who credit the “Queen Of The Damned”
author for inspiring much of their work.

Little Steven is producing the rec-
ord of all original compositions.

o Stanley Jordan, recently sign-
ed by Arista, will release his label
debut in May.

¢ Tom Verlaine, Richard Lloyd,
Billy Ficca, and Fred Smith have
reunited Television. Their Capitol
debut is due in 92.

Michael 'Down With John

George Michael's live duet with
Elton John on the latter’s “Don’t
Let The Sun Go Down On Me” is
due to be released as a single No-
vember 26. All artist proceeds will
go to the London Lighthouse and
Rainbow Trust children’s char-
ities.

The B-side features Michael’s
version of Stevie Wonder’s ‘1 Be-
lieve (When I Fall In Love It Will
Be Forever).” The CD adds ‘“Fan-
tasy” and a live rendition of Gladys
Knight & The Pips’ classic “If You
Were My Woman” (ROL).

Ned’s Atomic T-Shirts

Columbia alternative rockers
and T-shirt designers Ned's Atomic
Dustbin are combining their mu-
sical and sartorial talents in a new
marketing venture. Beginning No-
vember 25, fans will have the op-
tion of purchasing CD and cassette
versions of the group’s debut LP,
“God Fodder,” inside shrink-
wrapped packages that include a
free T-shirt. The band created
three new T-shirt designs especial-
ly for the promotion.

Groove Juice

« Neil Young’s next Reprise stu-
dio LP reportedly will be the long-
awaited follow-up to his 1972 plat-
inum release, ‘“Harvest.” Rolling
Stone claims Young already is
working on the project — titled
“Harvest Moon” — with Stray
Gators Tim Drummond and Ben
Keith.

e Island will release ‘‘Smiling
Phases” — a two-CD, 26-song Traf-
fic greatest-hits compilation — in
early December.

No Bull

A&M and River North Records
have teamed up to service radio
with the single (I Wanna) Be Like
Mike,” a song based on Michael
Jordan’s 60-second Gatorade com-
mercial. In addition to the jingle,
the release features two versions of
the tune with raps by Jay Johnson.

Proceeds from the project are
earmarked for the Michael Jordan
Foundation, which funds a variety
of charities across the country.
Don’t be surprised if some of the
funds turn up in a new AIDS
awareness program to be estab-
lished in Magic Johnson’s name.

Winning Kisser

Captive/Virgin recording artist
Paula Abdul was named the fe-
male celebrity most American
men would like “to meet under the
mistletoe” this holiday season, ac-
cording to a Bruskin Associates tel-
ephone poll of 1005 people. Abdul
collected 21% of the votes, followed
by Julia Roberts (16%), Michelle
Pfeiffer (12%), and Candice Ber-
gen (9%).

WWW americanradiohistorv.com

U GOT THE LOOK

C Comics has just shipped
Dthe premiere issue of
Prince's self-titted graphic
novel. The 32-page eye-opener
pits the Minneapolis Maestro

against the wicked Gemini, his
childhood friend-turned-alter ego.

The battle for musical supremacy
is, of course, set in the Twin Cities
and features cartoon versions of
Prince’'s Glam Slam nightclub, Graf-
fiti Bridge, Paisley Park studios,
and the New Power Generation.
List price: $2

In related news, Kitchen Sink
Comix recently released the se-
cond volume of Grateful Dead

features illustrated interpretations
of not only a true touring story, but
also three Dead tunes: “Terrapin

Prince Comics Debut

Comix (see R&R 7/12). This one E

Station,” “Cumberland Blues,” and
“Friend Of The Devil" ($4.95).

MONDAY, NOVEMBER 25

1969/ John Lennon returns his MBE
(Member of British Empire) medal to
protest England's support of Ameri-
ca’s involvement in Vietnam.

7984/ Working under the name Band-Aid,
several British stars record the Do
They Know It's Christmas™ famine
relief single.

1985/Bobby Brown quits New Edition
to pursue a solo career.

Born: Stacy Lattisaw 1966

TUESDAY, NOVEMBER 26

1968/Cream give their farewell perfor-
mance at the Royal Albert Hall.

1980/Wings Over America,” a film
documenting Wings' first U.S. tour,
premieres in New York.

Bom: Tina Turner 1938, John McVie
(Fleetwood Mac) 1945

WEDNESDAY, NOVEMBER 27

1969/ The Rolling Stones record "Get Yer
© Ya-ya's Qut" during a Madison

Square Garden concert.

1974/"Kung Fu Fighting”" goes gold for
Carl Douglas.

1987/Dave Stewart and then-Banana-
rama member Siobhan Fahey be-
come the parents of Samuel.

Born: the fate Jimi Hendrix 1942

THURSDAY, NOVEMBER 28

1974/John Lennon jams with Elton
John at Madison Square Garden
(where they record "1 Saw Her
Standing There™), then reunites with
Yoko Ono backstage The couple
had been separated for more than a
year.

1989/George Harrison reacts to Paul
McCartney's announcement that
he'd like the three Beatles to reu-
nite: “There won't be a Beatles re-

| union as long as John remains

: dead.”

§ .

. Bon: Randy Newman 1944

i

FRIDAY, NOVEMBER 29

1959/Bobby Darin's “Mack The Knife"
wins Best Record at the second
Grammy Awards.

Born: Chuck Mangione 1940, Barry
Goudreau (RTZ) 1951, Jonathan
Knight (New Kids On The Block)
1969

SATURDAY, NOVEMBER 30

1976/Nickolas Ashford and Valerie
Simpson are married.

Born: Dick Clark 1929, June Pointer
1953, Billy Idol 1955

Michael Jackson — till-tale thrills

SUNDAY, DECEMBER 1

1982/Michael Jackson releases .
Thriller,” which becomes the all- -
time best-selling album

1990/Martika makes her acting debut e
playing a lounge singer on “Wise-
quy.”

Born: Lou Rawls 1935, Bette Midler
1944, John Densmore (Doors)
1945

— Paul Colbert
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ALTERNATIVE PROGRAMMING
Mickey Briggs

(800) 231-2818

Super AC

BIG AUBIO DYNAMITE Ii/Fush

FIREHOUSE/AN She Wrote

MICHAEL JACKSON/Black #r White
MARKY MARK & THE FUKKY BUNCH, Wildside

Urban Contemporary

MC LYTE/When In Love

PM DAWN Set Adrift On Memory Bliss
PUBLIC ENEMY/Can't Truss it
ROGER/Everybody Get Up

VANESSA WILLIAMS/Comfert Zone

The Country Alternative

LIONEL CARTWRIGHTWhat Kind Ot Fool
OIAMOND Ri0/Mama Don't Forget To Pray For Me
KENTUCKY HEADHUNTERS-Only Daddy That'll Walk.
MIKE REID/'t} Stop Loving wou

SAWYER BROWN/The Oint Foad

BONNEVILLE
Ford Colley
(800) 631-1600

AC Rock
MARC COHN/True Companicn

BROADCAST PROGRAMMING

Tom Casey
(800) 426-9082

Super Country

VERN GOSDIN/A Month Of Sundays

PAUL OVERSTREET/If | Couwd Bottle This Up
ROY ROGERS & CLINT BLACK Hold On Partner
SAWYER BROWN,The Dint Foad

KELLY WILLIS/Settie For Lo

Hot AC/Original AC/

Ultimate AC/The AC

MARIAH CAREYCan' Let Gi

COLOR ME BADD/AIl 4 Love

CELINE DION & PEABD BRYSON/Beauty And The
HUEY LEWIS & THE NEWS: He Don't Know

LISA RONSTADT Dreams To Dream

BOB SEGER &.../The Fire Inside

Hot Z Format
HUEY LEWIS & THE NEWSHe Don't Know
QUEENSRY CHE/Another Raing Night (Without You)

CONCEPT PRODUCTIONS

Craig Vreeken

(800) 783-3454

Concept 1 A/C

ALABAMA/Then Again

MARIAH CAREY/Can't Le! Gu

BETTE MIDLER/Every Road L=ads Back To You

Concept 2 CHR

MARIAK CAREY/Can't Let Go

HAMMER Addams Groove

JOAN JETT/Don't Surrender

QUEENSRY CHE/Another Rains Night (Without You)

Concept 4 Country

SHELBY LYNNE/Don't Cross Vour Heart
SAWYER BROWN/The Dirt Rrad
SWEETHEARTS OF THE ROREQ. Devil And
TOM WOPAT/Back To The Well

JONES SATELLITE AUDIO
Phil Barry

(505) 247-3303

Country

PAUL OVERSTREET/If | Could Bottie This Up
SAWYER BROWN/The Dirt Ruad

DOUG STONE/A Jukebox With A Country Song

SMN

Robert Hall

(800) 527-4892

The Heat (CHR)

BELINOA CARLISLE/Do You Ieel Like | Fee
HAMMER,? Legit 2 Quit

KENNY LOGGINS/Conviction 0f Hear
MOTLEY CRUE/Home Sweet Home
STORM/!'ve A m About Love

Country Coast-To-Coast

ROB CROSBY/Still Burnin For You

TRACY LAWRENCE/Sticks Ani Stones

PAUL OVERSTREET/!l | Coulc Baoltle This Up
SAWYER BROWN/The Dirt Acad

DWIGHT YOAKAM/Nothing's Shariged Here

Z-Rock

AEROSMITH/Helter Skelter

LITA FORB/What Do You Knoe About Love
MR. BIG/To Be With You

NIRVANA/Smells Like Teen Sp-#

IS TRLEVINON-
55.1 million households
Patti Galluzzi
Director/Music Programming

Weeks On

| HEAVY :

PAULA ABDUL Blowing Kisses . (CaptiveVirgin) 3
BOYZ 11 MENAL's So Hard To Say. - (Motown) 4
GENESISNo Son Of Mine (Atlantic) 3
2
4

HAMMER /Addams Groove (Capitol)
HAMMER?2 Legit 2 Quit (Capitol)
MICHAEL JACKSON Black Or White (Epic) ADD

MARKY MARK &... Wiidside (Interscope) 7
JOHN MELLENCAMPGet A Leg Up (Mercury) 9
022y 0SBOURNE No More Tears (Epic) 10
TOM PETTY & THE...Anfo The Greal. (MCA) 12
SKID ROW Wasted Time (Atlantic) .5
VAN HALEN/Top Of The World (WB) 6
| EXCLUSIVES E

GUNS N’ ROSES/Don't Cry (Getten) 5
RICHARD MARX eep Coming Back (Capitol) 5
METALLICA/The Unforgiven (Elektra) ADD

MOTLEY CRUE Home Sweet Home (Elektra) ADD

| BUZZ BIN ]

JULIAN LENNDN /Sattwater (Atlantic) 6
NIRVANA/Smelis Like Teen Spint (DGC) 8
PM DAWN/Set Adritt On. (Gee Streel/Island/PLG) 9
PRIMAL SCREAM Movin' On Up (Sire‘WB) ADD

[ ACTIVE

BIG AUDIO DYNAMITE 11 Rush (Columbia)
COLOR ME BADD/AII 4 Love (Giant Reprise)
DIRE STRAITS Heavy Fuel (WB)

EXTREME fGet The Funk Out (A&M)
FARM/Groovy Train (Sire/Reprise)
FIREHOUSE /Al She Wrote (Epic)

LITA FORB/Shot Of Poison (RCA)

JERMAINE JACKSON/You Said. {LaFace/Arista)
NAUGHTY 8Y NATURE/OPP (Tommy Boy)

NiA PEEPLES /Street Of Dreams (Charisma)
PUBLIC ENEMY/Can' Truss . (Def Jam/Columbia)
SHABBA RANKS fMAXI PRIEST Housecall (Epic)
ROXETTE/Spending My Time (EMJ)

RUSH/MRoil The Benes (Atfantic)

TONE LOC/AIL (Qelicious Vinyl/tsland/PLG)
CHRIS WHITLEY Big Sky Country {Columbia)

by

-
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| ON

BLUR/There's No Other Way (Food/SBK) ADD
PEARL JAM/Alive (Epic) ADD
ROBBIE ROBERTSON What About Now (Geflen) .. 5
SOUTHSIOE JOHNNY &...71's Been A (Impact) . 4
VDICE OF THE BEEHIVE Monsters. . {London/PLG) 4

|STRESS |

BABY ANIMALS /Painiess (Imago)

CHERSave Up All Your Tears (Getten)

EMF/Lies (EMI}

INXS/Shining Star (Atlantic)

NED'S ATOMIC DUSTBIN/Grey Cell {Columbra)
PRINCE & THE NEW.../Cream (Paisley Park WB)
QUEENSRY CHE /Another Rainy Night (EMI)

RED HOT CHILI PEPPERS Give It Away (WB)
R.E.M.Radio Song (WB)

SALT-N-PEPA/Let's Talk About Sex (Next Plateav) 71
SCORPIONS /Send Me An Angel (Mercury)
ROD STEWART Broken Arrow (WB)
U2/The Fly (Island/PLG)

-

RANMRNOONDNWwmo A

| HOT NEW VIDEOS |

MICHAEL JACKSDN Black Or White (Epic ADD
MOTLEY CRUE Home Sweet Home (F lektra) ADD

METALLICA/The Unforgiven (Elektr: ADD
PRIMAL SCREAM Movin' On Up (Sire/WB ADD
HAMMER Addams Groove (Capitol) 2

| ADDS t

MICHAEL JACKSON/Biack Or White (Epic)
MOTLEY CRUEMome Sweet Home (Elektra)
METALLICA/The Unforgiven (Elekira)
PRIMAL SCREAMMovin' On Up (Sire WB})
PEARL JAM/Alive (Epic)

BLUR/There's No Other Way (Food/SBK)

VIR TS DN
41.8 million households
Sal LoCurto, Director/Music Programming

Norman Schoenfeld, Director/Talent

& Artist Relations
Weeks On

€ JTNN

THE NASHVILLE NETWORK -
53.8 million households
Larry Pareigis, MD
Lyndon LaFevers,
Video Prograrm Administrator

[FIVESTAR |

| HEAVY

ROBBIE ROBERTSON What About Now (Geften) 6

GREATEST HITS

PAULA ABOUL Blowing Kisses. . (CaptiveVirgin) ADD

GLORIA ESTEFAN L fe For Loving You (Epic) 17
AMY GRANT/That's What Love Is For {A&M) 3
MICHAEL JACKSON Black Or White (Epic) ADD
JOHN MELLENCAMP Get A Leg Up (Mercury) 5
ROO STEWART Broken Arrow (WB) 5
CURTIS STIGERS/ Wonder Why (Arista) 71
TEMPTATIONS My Gir} (Epic) ADD

| HEAVY ]

HARRY CONNICK JR. Blue Light, Red. (Columbia) 4
CELINE DION & PEABO BRYSON/Beauty (Epic) . 2
R.FLACK w'M. PRIEST/Set The  (Atlantic) 6
RICHARD MARX Keep Coming Back (Capitol) ~ ADD
PRINCE & THE NEW.../Cream (Paisley Park/WB)
BONNIE RAITT/I Can't Make You Love Me (Capitol)
SMOKEY ROBINSON Double Good. . (SBK)

BOB SEGER & THE.../The Fire Inside (Capitol)
SIMPLY RED/Something Got Me Slarled (EastWest}
JAMES TAYLOR/Copper Lire {Columbia)

| WHAT'S NEW

BEACH BOYS /Crocodile Rock (Polydor PLG)
CHER/Save Up Ali Your Tears {Geffen)

BETTE MIDLER Every Road Leads Back. {Atlantic)
ROXETTE/Spending My Time (EMf)

SOUTHSIOE JOHNNY &.../1t sBeen A (Impact)
LISA STANSFIELO/Change (Arista)

| ARTIST OF THE MONTH |

KENNY LOGGINS, Conviction Of The Heart (Columbia) 2

awwwwwb_._.) MW ~wuNNO

BROOKS & DUNN My Next Broken Heart (Arista) 7
MARK COLLIEShe's Never Comin' Back (MCA) 6
DAVIS BANIEL For Crying Out Loud (Mercury) 16
VINCE GILL/Look At Us (MCA) 8
ALAN JACKSON Someday (Arista) 10
LITTLE TEXAS Some Guys Have All The Love {(WB) 77
PATTY LOVELESSHurt Me Bad (In A ) (MCA) 15

REBA MCENTIRE For My Broken Heart (MCA} 8
OOLLY PARTON Eagle When She Flies (Col) . . .9
ROY ROGERS & CLINT BLACKHoid On Partner (RCA) 5
MARTY STUART Templed (MCA) 17
TRAVIS TRITT/Anymore (WB) 12

STEVE WARINER Leave Him Out Of This (Arista) 6
K. WHITLEY & E.T. CONLEY Brotherly Love (RCA) 72
TRISHA YEARWOOD Like We Never Had . (MCA) 12

[ADDS ]

MARTY BROWN Wildest Dreams (MCA)

AMY GRANT/That's what Love Is For (A&M)
GEORGE JONES/She Loved A Lot In Her Time (MCA)
GERRY KING/Heartwreck (Saddlestone)

JOHN MCEUEN Return To Dismal Swamp (Vanguard)
GARY MORRIS/One Fzdi Is Al It Takes (Capitol)
PRAIRIE OYSTER/One Precious Love (RCA}

T. TRITT & M. STUART/The Whiskey Ain't _ (WB)

Information current as of November 11.

Information current as of November 12

r—THE
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11.7 mithon househoids

Les Garfand, VP/Programming
Mike Cooper, consultant
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Lw Tw

1 2 LIVE CREW Pop That Coochie {Luke/Atlantic)
2 HAMMER? Legit 2 Quit (Capitol)

3 GETO BOYSMind Playing Tricks  (Rap-A Lot)

4 JODECIForever My Lady (Uptown/MCA)

5 DOGSMork It Out (doey Boy)

6 BOYZ Il MEN/It's So Hard To Say.. (Motown)

7 DHGITAL UNDERGROUNDIss You. (Tommy Boy)
8 N.W.A /Alwayz Inlo Somethin’ {Priority)

9 CHUBB ROCK:Just The Two Of Us (Select}

10 M.C. BREED & DFC/Ain't No.. (SDEG/ichiban)

w oo
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Most requested for the week ending November 8

CONCERT PULSE
) Avg. Gross
Pos. Artist (in 000s)
1ROD STEWART $604.7

2 JANE'S ADDICTION/

“LOLLAPALOOZA’" $495 4
3 VAN HALEN $432.3
4 DON HENLEY $338.3

5 GLORIA ESTEFAN & THE
MIAMI SOUND MACHINE $297 6

6 PAUL SIMON $287 5
7 STING $261.6
8ZZTOP $2329
9 DIANA ROSS $206 1
10 TOM PETTY & THE
HEARTBREAKERS $1937
11 MICHAEL BOLTON $187 0
12 BONNIE RAITT $1795
13 JUDDS $177 6
14 BEACHBOYS $176 6
15 GEORGE STRAIT $1707
New Tours

Among this week's new tours

MICHAEL BOLTON

MARY-CHAPIN CARPENTER

HARRY CONNICK JR.

BILLY FALCON

JIMMIE DALE GILMORE

JOAN JETT & THE BLACKHEARTS

PUBLIC ENEMY

ROXETTE
The CONCERT PULSE 15 a weekly compu-
terized report ranking each artist by their
average box office gross reported per
venue. Courlesy of Polistar, a pubkcaton
of Promoters” On-Line Listings, (800) 344
7383, or in California (209) 224-2631

(M1

COUNTRY MUSIC TELEVISION
14.2 miflion households
Bob Baker, Director/Operations
Ric Trask, Program Manager

w
3 1 STEVE WARINER/Leave Him Out Of This (Arista)
2 2 TRAVIS TRITT/Anymore (WB)
43 HAL KETCHUM/ Krow Where Love Lives (Curb)
14 NEAL McCOY/This Time | Hurt . (Atlantic)
5 5 SAMMY KERSHAW Cadiliac Style (Mercury)
8 6 REBA MCENTIRE For My Broken Heart (MCA)
7 VINCE GILL:Look At Us (MCA)
6 8 LITTLE TEXASSome Guys Have All (WB)
9 RDY ROGERS & CLINT BLACK Hoid On_ (RCA)
10 MARK COLLIE/She's Never Comin’ Back (MCA}

| HEAVY

JOHN ANDERSON Straight Tequifa Night (BNA) 6
MATRACA BERGAt's Easy To Teli (RCA) 7
JAMES BLUNDELL/Time On His Hands (Capitol) . 72
BROOKS & DUNNMy Next Broken Heart (Arista) 9
MARTY BROWNAWildest Dreams (MCA) 2
2
7
9

PAULETTE CARLSON/I'll Start With You (Capitot) . .
DAVIS DANIELFor Crying Out Loud (Mercury) 7
CHARLIE DANIELS/Littie Fotks (Epic)

MARTIN DELRAY Lillie's White Lies {Atlantic) =~ 20
JOHN DENVER Potter's Whee! (Windstar) 4
DIAMOND RIOMirror, Mirror (Arista) BREAKOUT/16
DEAN DILLON/Don’ You Even (Think ) (Atlantic) 7.3
HOLLY DUNNMNc One Takes The Train Anymore (WB) 77

HIGHWAY 101/The Blame (WB) 15
ALAN JACKSON Someday (Arista) 13
JJ WHITEHeanbreak Train (Curb) 8
GEORGE JONES /She Loved A Lot In Her Time (MCA) 2
JIM LAUDERDALE Maybe (WB) 8
CHRIS LeBOUXWorkin Man's Oollar {Capitol) 6
EDDIE LONBON Uninvited Memory (RCA) 5

PATTY LOVELESS Hurt Me Bad (In A ) (MCA) 16
KATHY MATTEA/Asking Us To Dance (Mercury) 70
JOHN MCEUENReturn To Dismal Swamp (Windstar) 2

MARK 0°'CONNDR Bowtie (WB) 10
PAUL OVERSTREET Billy Can't Read (RCA) 2
DOLLY PARTON Tagle When She Flies (Col ) 10
PIRATES OF... Fighting. (Capitol) BREAKOUT/8
PRAIRIE OYSTER/Ore Precious Love (RCA 2
REMINGTONS/A Long Time Ago (BNA) 7
SAWYER BROWN/The Oit. (Curb/Capilol) 3
DAWN SEARS Good Goodbye (WB) 10
BOB SEGER/he Real Love (Capitol) 4
RICKY VAN SHELTON Keep |i Between (C 13
DOUG STONE/A Jukebox With A Country  (Epic) ADD
MARTY STUART/Tempted (MCA) 16

SWEETHEARTS OF... Devil (Col) BREAKOUT/7
TEXAS TORNADOS s Anybody Gon' To.. (WB) 9
PAM TILLISMaybe It Was Memphis (Arista) ADD
KAREN TOBIN/Carolina Smokey Moon (Atlantic 9
T.TRITT & M. STUART/The Whiskey An't  (WB} 2
K. WHITLEY & E.T. CONLEY Brotherly Love (RCA) 75
TOM WOPATBack To The Well (Epic) 7
TRISHA YEARWOOD /Like We Never Had  (MCA} 75
Breakout Videos and Picks (Pick Hits of the Week) receive
an extia piay above heavy rotation per day Al Top 10
videos also receive heavy rotation

Information current as of November 15

BRITAIN

LW Tw
1

—_

VIC REEVES &
WONDER STUFF/Dizzy
3 2 2 UNLIMITED/Get Ready
For This
— 3 K-KLASSRhythm Is A Mystery
U2/The Fiy
9 5 K. MINOGUE &
K. WASHINGTONA! You Were
With Me Now
5 6 GENESIS/No Son Of Mine
4 7 KIRI TE KANAWA World
In Union
6 8 B. ADAMS/(Everything | Do).
— 9 JUSTIFIED ANCIENTS OF
MU MUAt's Grim Up North
— 10 DON McLEAN/American Pie

Moving Up

MOBY Go

BASSHEADS/Is There Anybody Out There?
SL2/DJ's Take Control
METALLICA/The Unforgiven

MARIAH CAREY Emotions
CROWDED HOUSE Fall At Your Feet
SEALXitler .. On The Loose
CONTROL/Dance With Me

{(I'm Your Ecstasy)

UNION f/ENGLAND RUGBY WORLD
CUP SQUAD/Swing Low (Run With
The Batl)

ALTERN 8/Activ 8 (Come With Me)

~o
~

The Network Chart, courtesy MRIB

AUSTRALIA

w Tw

10 1 J. BARNES &
J. FARNHAM /When
Something Is Wrong
With My Baby
12 JENNY MORRISBreak In The
Weather
INXS/Shining Star
JIMMY BARNES/ Goicha
NOISEWORKSR.P. (Millie)
HUNTERS & COLLECTORS/
Where Do You Go
— 7 MAYBE DOLLSNervous Kid
— 8 MELISSA Sexy (Is The Word)
DEBORAH CONWAY Under My
Skin
— 10 BABY ANIMALS Painless

Most Added

JOHNNY DIESEL/Come To Me
BEATFISH/AIl Around The World

Top 10 Australian records from playlists of 3
Trple M-FM/Melbourne, FOX-FM/Melbourne,
96 FM/Perth, SA-FM/Adelside, 2-DAY/Syd-
ney, 2 Triple M-FM/Sydney, MMM-FM/Bris-
bane, B8105/8risbane, FM-104.7/Canberra,
and 2 KIX 106/Canberra.
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CANADA

w W

2 1 TOM COCHRANE/Life Is
A Highway
12 BRYAN ADAMS/Can' Stop
This Thing We Started
4 3 ROBBIE ROBERTSON/What
About Now
3 4 GLASS TIGER/My Town
5 5 INFIDELS/100 Watt Bulb
6 6 DEBBIE JOHNSON/'Il Respect
You
7 7 ALANIS/ Walkaway
9 8 0DDS/ove Is The Subject
10 9 WEST END GIRLS/Say You'll
Be Mine
- 10 GRAPES OF WRATH/You May
Be Right

Most Added

JOEY FERRERAMHold On
WORLD ON EDGELittle Lack Of Love
TOO MANY COOXS/Where Have You Been

Top 10 Canadian CHR hits courtesy
The Record (416} 533-9417
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DOS & DON’TS

Hotline

DAN O’DAY

Hotlining is the surest way to ruin an air personality’s

concentration.

It begins even before he answers
the phone. Ask anyone who'’s ever
been hotlined how he responds as
soon as that light starts blinking.
The universal air talent response
is, “Oh @#%*!"

Then, after hanging up, the jock
spends the rest of the hour fuming
at the insensitive PD. He recalls
other slights he’s suffered from this
bozo. He thinks about circulating
his tape and resume. He plots re-
venge ranging from physical vio-
lence to exposing the jerk when the
air talent publishes his memoirs.
He wonders if that job across town
is still open.

In short, he focuses on every-
thing but the listener. And an air
personality who takes his mind off
his audience is vulnerable to attack
by a competitor who doesn't ignore
the listener.

The hotline should be reserved
for genuine emergencies and ur-

m

Ask anyone who’s
ever been hotlined
how he responds as
soon as that light
starts blinking. The
universal air talent
response is,
‘Oh @ # % *!’

gent communications. If, for ex-
ample, the PD is driving by the sta-
tion and happens to notice the tow-
er’s on fire, most jocks wouldn’t
mind being alerted. Or if the air
talent has just read the wrong tag
for a spot that’s scheduled to run
again during his show, it’s appro-
priate to call and make sure he
doesn’t repeat the error.

Word To Your PD

How do you get your PD to stop?
Years ago a PD hotlined Gary
Owens twice in one hour. Owens re-
sponded by ripping the phone out of
the console and leaving it outside
the program director’s door. Most
air personalities, however, don’t
have contracts strong enough to al-
low for such bold actions.

Your best bet is to request a
meeting with your PD. Express

(

empathy for the pressures of his
job. Compliment him on his pro-
gramming expertise. And then tell
him just how you're affected when-
ever the hotline rings — how it de-
stroys your concentration, un-
leashes your adrenaline, and has
an unsettling effect on the rest of
your show.

Do not tell the PD to knock it off.
Program directors don’t like being
told what to do by lowly disc joc-
keys. Simply offer your feelings as
a point of information: ‘“When you
hotline me, here are the results

”

AIRCHECK REVIEW

Horrors

Unfortunately, that won’t work
with all program directors. Too
many PDs are in way over their
heads when it comes to managing
air talent. And too many react to
the insecurity they feel by grab-
bing the phone and screaming,
“You idiot! You stepped on a
vocal!”’

Beating The PD

If you’re working for one of those
underqualified PDs with underde-
veloped management skills, you
can:

¢ Ignore the ringing hotline.
(“Oh gee, the damn light must
have burned out again.”)

+ Answer the hotline and do your
best not to have it ruin your show.

o Let the jerk get you all upset,
thereby making you as incompe-
tent on-air as he is off-air.

Admittedly, none of these is a
very satisfying solution. Here’s a
creative approach that’s best used
only by the brave or reckless: Beat
the PD to the punch.

If you're sure you know exactly
why the hotline is ringing, try steal-
ing the PD’s act. As soon as the hot-

we ever use is 4-MY-ROCK.

employer

Cute Phone Slogans
Ring The Wrong Bell

f you're leaving the phone number of the station where

you presently work, leave the actual number, not some

cute phone slogan. | can’t be the only person in the
world who hates receiving messages that say, “This is Ed
Jock. You don’t know me, but I'd really like to talk to you.
Please call me right away at 4-MY-ROCK.”

Once | pointed out to such a caller that getting that kind of message is a
nuisance. In order to return the call, | had to transiate the slogan into a
telephone number. She replied, “Well, | didn’t know the actual number. All

In other words, rather than go to the effort of figuring out her own
phone number, she'd prefer that | go to that trouble. That's not the way to
make & good impression on someone

. especidly a prospective

line flashes, grab the phone and
yell, “I can’t believe I did that!
What a moron! I swear, if they put
my brain inside a bumblebee’s
head, it would fly backward! I
wouldn’t blame you if you fired
me!”

The PD will be left with nothing
to say. In fact, he’ll probably keep
true to his contrary nature by de-
fending you against your own at-
tack: “Hey, it’s not such a big deal.
You're getting all worked up over
nothing.” Believe it or not, this ploy
actually might work ... for the
first few times, at least.

PD Hotline Tip: Once you've
broken the hotlining habit and your
air personalities no longer shake
when it rings, you can work won-
ders by occasionally buzzing a DJ

m:

The hotline should
be reserved for
genuine
emergencies and
urgent
communications.

99

and saying, “Hey, just wanted you
to know that phoner you did was
priceless! Great stuff. Gotta go.
Keep up the good work.” In the
words of author and management
consultant Tom Peters, ‘‘Every
day, catch someone in the act of do-
ing something right.”’

Appetizers To Whet A PD’s Palate

Some DJs have been told that, when job hunting, they
should lead off the aircheck with their very best break. I
partially agree. I recommend that you start with your
very best break . . . and each following break should be

even better.

Every break should showcase a
specific, different skill. Although it
should sound like just another typ-
ical telescoped hour of your show,
each break should have its own hid-
den purpose: to show your ability

66,

Every break on your
aircheck should be
there to showcase a
specific, different
skill.

99

to banter with listeners on the
phone, to display your ad-libbing
abilities in reading a live spot, to
demonstrate how you can make
something as mundane as a
weather forecast interesting, etc.

Cut Out The Fat

Once you've demonstrated that
particular skill, there’s no need to
take up additional valuable time.
Instead, use the available space to

- show off another aspect of your tal-

eht. Let’s say you occasionally cre-
ate your own song parodies. Great
— let’s hear a sample of one. It
probably doesn’t even need to be
the entire song — just enough to let

66)

Always remember
your initial aircheck
is meant to be a
sample of your work
— an appetizer.

99

the PD hear the production values
and catch the humor.

Always remember your initial
aircheck is meant to be a sample of
your work — an appetizer. Often