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NABOB Concerned 
Over Court Rulings 
Members of the National Asso¬ 

ciation of Black Owned Broadcast¬ 
ers - NABOB - have expressed 
concern about recent federal court 
rulings regarding radio station dis¬ 
tress sales and tax certificate poli¬ 
cies in minority ownerships. 

continued on page 6 

Spring Convention Set ’ 
To Open In L ” ? l/egas 
More than 46,000 broadcast and 

industry-relat ?d executives ¿.re 
expected to attend v te N .tional 
Association of BrcaGCrSters 19S9 
Spring Conference ánc Exfebitiqn 
in Las Vegas \pri' 2o-MayC 
There will oe almost ¿00 s essions 

and over /’00 exhibí. occ rpying 
more than 420,0 uarc feet of 
space i. the Las ' b , Convention 
Center and adjoining Hilton Cen¬ 
ter. i here will be i 'arge c 'tdoor 
exhibit area too . 7“ contl OU pap" 7 

Good Old Boy Brokers Are 
Doing Million-Dollar Deals 

hoosing and using the right Radio station broker can 
easily mean a difference cf $1 million in the sale price. At 
worst, choosing the wrong broker may mean that the sale 
will not gO through at all. continued on page 23 
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20.8 Share 12+! 
It's the highest jump of any daypart I’ve ever seen in my six years of 
programming the station. Open House Party is the hottest show 
on the Gulf Coast for the entire weekend!" 

Leslie Fram, PD - WABB-FM/Mobile 

17.8 Share 12+! 
"Hearing it on my own station blew me away. Instant street talk. It’s 
the best thing on the FM dial in the State of Connecticut. Any major 
market PD who doesn’t grab it will regret it!" 

Stef Rybak, PD - KC101/New Haven 

WELCOME ABOARD KRBE-FM HOUSTON, 
KQKS-FM Denver, POWER 99 Atlanta, 

POWER 105 Pittsburgh, POWER 108 Cleveland. 
NOT ANOTHER COUNTDOWN 
OR ONE-DEMO DISCO SHOW 
Open House Party is the live Satur¬ 

day and Sunday CHR all-request party 
show delivered live by satellite. There’s 
never been anything like it before. 

We’re the best of what great CHR is 
all about; multi-demo all hit music, great 
talent and production, and a live excite¬ 
ment and bigness that makes you the 
national CHR Superstation in your 
market! 

It’s great entertainment that “cuts 
through." Host John Garabedian along 
with Lisa Lipps do great phones. Fun 
contests, and hot guests build those quar¬ 
ter hours. Superstars like Samantha 
Fox, Paula Abdul, Jay Leno, Guns N’ 
Roses, Bobby Brown, and even Robin 
Leach. 

TOP-RATED ON WXKS-FM 
After a year, Open House Party con¬ 

tinues to dominate in Boston wifi the 
second highest AQH share 8+ f any 
daypart on top rated W KKS-FM! 
“It’s the biggest show in CHR 
today, and the ont y long form 
syndicatic n we c, ? ry. Live ex¬ 
citement an I big sot’nding week¬ 
end party fun is u vat it co.^ois-
tantly delivers my t alt on, r s ys 
PD Sunny ’o< ’ThUe. 

FIRST 6 MONTHS - 33 CHRS 
PARTY 

It’s a CHR masterpiece. Unlike trendy 
dance shows, the music doesn’t lock you 
into a potentially unhip “disco sucks” po¬ 
sitioning. 

Through our toll-fre ; 800 lines, we re¬ 
flect the listeners’ weekend music pref¬ 
erences in real time while the show airs. 

Saturday features up tempo all-demo 
“party music” while Sunday is a more 
conventional CHR mix of what your lis¬ 
teners request as they wind down the 
weekend. 

YOU SOUND LIKE YOU’RE 
BROADCASTING COAST TO 

COAST 
Just ask Power 108 PD Steve Kelly 

about the crowd of listeners gathered in 
front of his station in downtown Cleve¬ 
land waiting for New Kids On The Block 
the night we had them on 

All our st .tions have similar stories. 
Like WZPL-F’ T CM Roger Ingram hav¬ 
ing a client ask how he got such big stars 
to come to th station New Ye -’s Eve. 

LTnlike ah other syndication, this show 
signed tc >und like it comes fro*a 

'„ur studios. It’s live, and your c .11 
lotter, are always the first words out of 
music. 

BEST BARTER IN BUSINESS 
You keep eight minutes per hour... we 

only use 2 1/2. This means plenty of 
time to run your regular station promos, 
big time music sweeps, and no revenue 
loss. 

LOCK IT UP NOW 
Get Open House Party on your sta¬ 

tion now! Maybe we’ll be crowing 
about 50-100% share increases in 
your Spring book. For info and 
availability in your market, call 
Brian Beecher or Sam Kopper at 
Superadio now, (617)266-2900. 

» 

Open Mt « arty 

Cop’ .ght 1989 Arbitro. । ca 38 Boston, Mobile, New Haven. AQH Metro Share 
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Editorial 

Your DJ‘s Ugly And Your 
Mother Dresses You Funny 

Chairman of the Board 
B. Eric Rhoads 

President/Publisher 
Heidi Swanson 

Executive Editor 
Dwight Case 

/
t's hard to remember when I wasn't 
"in" radio. 

Over the past 20 years, the busi¬ 
ness has been a major part of my life. 

But for those of us so closely tied to the 
business, listening to radio as a consumer 
is impossible. No matter how hard we 
try, it's difficult to imagine not eating, 
sleeping and breathing radio. 

Since I've been out of the day to day 
operations of my radio stations for some 
two years now, my listening patterns and 
habits have changed. Although, I still 
talk up breaks' when I hear a great open 
music intro in the car, I'm now as much of 
an average radio listener as I'll ever be. 

I've formed listening habits, developed 
favorite stations and find myself listening 
for different reasons . Radio has become 
a utility. 
We, meaning us radio junkies, can 

develop listening habits too. 
One local station has captured me as a 

loyal listener for some two years. Though 
an occasional 'fopah' makes me tune else¬ 
where, I always find myself coming back 
to that one spot on the digital dial. 
Since my wife also enjoys it, the com¬ 

promise creates less friction about where 
the radio dial stays. I even have my 
favorite air personalities and have devel¬ 
oped a mental image of these people 
(whom I've never met). 
This past week, I received a very slick 

direct mail piece from "my" station. It 
was simple, well done, and offered solid 
benefits for listening and some photos of 
playlist artists. It also showed photo¬ 
graphs of my favorite personalities. 

Yuch!!!! What a turn off. 
I had a mental image of these people I 

was listening to and the station just de¬ 
stroyed it. It wasn't that the staff wasn't 
good looking, but the faces were not those 
I had imagined. Some were older or 
younger than I imagined and one of them 
was an obvious backslid ar on his Nutri-
Systems testimonials. 
Ne’V when I try to listen, it's j’ ist not the 

same. The illusion is gone and the experi¬ 
ence of my one time favorite statio* has 
been diminished. 

it may bo a nice stroke to ord the jocks 
on a million postcards, but it 4so is dan¬ 
gerous. Radio is illusion and imagina 
tion. Lose it and you lose listeners, it’s 
thaï simple. 

B. Eric Rhoads 

Direct Mail has been a godsend for 
radio promotion, but I wonder if we 
should re-think using jock photos? Sure, 
remotes and appearances are an every 
day part of radio, but the in-person ele¬ 
ment and personality can overcome the 
negative. 

I have no hard evidence or researcWo 
back up the validity of my experience,hut 
it's something to think about. 
There are some programmers who 

prohibit any publicity photos of their air 
staff. They too have a fear of spoiling a 
few diaries at ratings time. 
Your audience has expectations and an 

image of you in their minds. That's why 
they listen to you. The most visual of 
mediums, radio, is often best promoted 
with your listeners' imagination. Don't 
be afraid to use it. 
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Editorial 

Your DJ's Ugly And Your 
Mother Dresses You Funny 

/
t's hard to remember when I wasn't 
"in" radio. 

Over the past 20 years, the busi- [ 
ness has been a major part of my life. 

But for those of us so closely tied to the | 
business, listening to radio as a consumer 
is impossible. No matter how hard we 
try, it's difficult to imagine not eating, 
sleeping and breathing radio. 

Since I’ve been out of the day to day 
operations of my radio stations for some 
two years now, my listening patterns and | 
habits have changed. Although, I still | 
talk up breaks' when I hear a great open 
music intro in the car, I'm now as much of 
an average radio listener as I'll ever be. 

I’ve formed listening habits, developed 
favorite stations and find myself listening 
for different reasons . Radio has become 
a utility. 
We, meaning us radio junkies, can 

develop listening habits too. 
One local station has captured me as a 

loyal listener for some two years. Though 
an occasional 'fopah' makes me tune else¬ 
where, I always find myself coming back 
to that one spot on the digital dial. 

Since my wife also enjoys it, the com- | 
promise creates less friction about where 
the radio dial stays. I even have my 
favorite air personalities and have devel-

I oped a mental image of these people 
(whom I've never met). 
This past week, I received a very slick ' 

i direct mail piece from "my" station. It 
i was simple, well done, and offered solid 

benefits for listening and some photos of 
playlist artists. It also showed photo¬ 
graphs of my favorite personalities. 

Yuch!!!! What a turn off. 
I had a mental image of these people I 

was listening to and the station just de¬ 
stroyed it. It wasn't that the staff wasn't 
good looking, but the faces were not those 
1 had imagined. Some were older or 
younger than I imagined and one of them 
was an obvious backslid ar on his Nutri-
Systems testimonials. 
New when I try to listen, it's ji ist not the | 

same. The illusion is gone and the experi¬ 
ence of my one time favorite statio- has 
been diminished. 

It maybe a nice stroke to out the jocks 
on a milLon postcards, but it dso is dan¬ 
gerous. Radio is illusion and imagina 
tion. Lose it and you lose listeners, it's 
that simple. 

B. Eric Rhoads 

Direct Mail has been a godsend for 
radio promotion, but I wonder if we 
should re-think using jock photos? Sure, 
remotes and appearances are an every 
day part of radio, but the in-person ele¬ 
ment and personality can overcome the 
negative. 

I have no hard evidence or research^ o 
back up the validity of my experience, out 
it’s something to think about. 
There are some programmers who 

prohibit any publicity photos of their air 
staff. They too have a fear of spoiling a 
few diaries at ratings time. 
Your audience has expectations and an 

image of you in their minds. That's why 
they listen to you. The most visual of 
mediums, radio, is often best promoted 
with your listeners' imagination. Don't 
be afraid to use it. 
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Editorial 
■ ■■■■■■■■■■■■■■a 

Your DJ's Ugly And Your 
Mother Dresses You Funny 

Chairman of the Board 
B. Eric Rhoads 

/
t's hard to remember when I wasn't 
"in" radio. 

Over the past 20 years, the busi¬ 
ness has been a major part of my life. 

But for those of us so closely tied to the | 
business, listening to radio as a consumer 
is impossible. No matter how hard we I 
try, it's difficult to imagine not eating, 
sleeping and breathing radio. 

Since I've been out of the day to day 
operations of my radio stations for some j 
two years now, my listening patterns and 1 

habits have changed. Although, I still | 
talk up breaks' when I hear a great open 
music intro in the car, I'm now as much of 
an average radio listener as I'll ever be. 

I've formed listening habits, developed 
favorite stations and find myself listening 
for different reasons . Radio has become 
a utility. 
We, meaning us radio junkies, can 

develop listening habits too. 
One local station has captured me as a 

loyal listener for some two years. Though 
an occasional 'fopah' makes me tune else- । 
where, I always find myself coming back 
to that one spot on the digital dial. 

Since my wife also enjoys it, the com¬ 
promise creates less friction about where 
the radio dial stays. I even have my 
favorite air personalities and have devel¬ 
oped a mental image of these people 
(whom I've never met). 
This past week, I received a very slick 

direct mail piece from "my" station. It 
was simple, well done, and offered solid 
benefits for listening and some photos of 
playlist artists. It also showed photo¬ 
graphs of my favorite personalities. 

Yuch!!!! What a turn off. 
I had a mental image of these people I 

was listening to and the station just de¬ 
stroyed it. It wasn't that the staff wasn't 
good looking, but the faces were not those 
I had imagined. Some were older or 
younger than I imagined and one of them 
was an obvious backslid er on his Nutri-
Systems testimonials. 
New when I try to listen, it's ji ist not the 

same. The illusion is gone and the experi¬ 
ence of my one time favorite station has 
been diminished. 

It maybe a nice stroke to or t the jocks 
on a milliG a postcards, but it Tso xs dan¬ 
gerous. Radio is illusion and imagina 
tion. Lose it and you lose listeners, it’s 
that simple. 

B. Eric Rhoads 

Direct Mail has been a godsend for 
radio promotion, but I wonder if we 
should re-think using jock photos? Sure, 
remotes and appearances are an every 
day part of radio, but the in-person ele¬ 
ment and personality can overcome the 
negative. 

I have no hard evidence or researcb^o 
back up the validity of my experience,hut 
it's something to think about. 
There are some programmers who 

prohibit any publicity photos of their air 
staff. They too have a fear of spoiling a 
few diaries at ratings time. 
Your audience has expectations and an 

image of you in their minds. That's why 
they listen to you. The most visual of 
mediums, radio, is often best promoted 
with your listeners’ imagination. Don't 
be afraid to use it. 
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Pulse News 

Viewer's Choice To Be Stereo 
Simulcast Via TNNR 

rNNR, a satellite-delivered ra¬ dio program service, will simul¬ 
cast in stereo the second annual 

TNN Viewers' Choice Awards, a 90-
minute special to be telecast live from 
the Grand Ole Opry House on April 
25 at 8:00 p.m. (EST). More than 200 
stations are expected to carry the 
awards show and the 30-minute post 
awards with Crook and Chase imme¬ 
diately following. 
Dwight Yoakam, Buck Owens, 

Ricky Skaggs and Patty Loveless will 
serve as co-hosts of the TNN View¬ 
ers' Choice Awards. All four will 
perform on the show in addition to 
their hosting duties. 
Ricky Van Shelton, Randy Travis, 

K. T. Oslin, The Judds, Alabama and 
Ronnie Milsap will also perform on 
the telecast. 
TNN Viewers' Choice Awards is 

the only awards program where tele¬ 
vision viewers have an opportunity 
to determine the winners by casting 
their votes via 900-numbers. 
The TNN Viewers' Choice Awards 

and Post Awards With Crook and 
Chase will be available on the audio 
subcarrier of TNNR's satellite feed 
on Galaxy 1, transponder 2. Both 
programs will also be available to 
non-affiliates on Satcom 1R, trans¬ 
ponder 3. 

TNNR is a newly launched satel¬ 
lite-delivered radio program service, 
jointly owned by Group W Satellite 
Communications of Stamford, CT, 
and Opryland USA Inc. of Nashville, 
TN. 
For more information on carriage, 

radio stations should contact Tom 
Hawley, General Manager, Affiliate 
Relations, Eastern Division, GWSC, 
(203) 965-6424, or Lynn Price, Man¬ 
ager, Affiliate Relations, Western 
Division, GWSC, (303) 771-9800. 

Who Really Did 
Invent The Pocket 
Transistor Radio? 

Patty Loveless 

NABOB Concerned 
Over Court Rulings 
continued from cover 

The concerns were raised at NA¬ 
BOB'S recent spring meting in 'ay 
Chapel, FL. 
"NABOB is going tc c us 

effort into seeking re-h o ut * lis 
case," said NABOB oifi Raul Majar 
of the court ruling" .jor R ’ -o 
pre der' and gene or 
W1 TP-AM, Tamp; 
A roximatelv rad d rec¬ 

io ‘’stry executive* e- A-
•B's 13th annua' ¿ là ;e-

t ron eret c 
W<= need to 

.aid, "par-
P’ ogram 

. U-

ming for Profit’." The group also dis- 1 

cussed ways to upgrade existing fa- ( 
cilities and formats with help from 
consultants, computers, outside re- | 
1 sources, new programming and syn¬ 
dication suppliers. 
NABOB of vers were also elected 

a- the meeting Chosen *o reyesert 
he group were: Cha.rman VV illia a [ 

I Shearer, Preside, t Charles Sherrell, 
i Fi-st Vice 1 'sident Fennie Turner, 
Second Vice President Mutter Evans, 

.'cretar • Andrew Längsten, Treas-
ur / KendeH Nush, Ck msel Lois 
Wright, Nc +he< stRegMa-i RepSkip 
mley, Soutneast Regie nal Rep Greg 

Davis, Midwest Regional Rep Paul 
Major, Southwc 9 Regional Rep Mi- I 
chael Carter, Far WeH Pegio ial Rep 
Pierre Sutter . 

J_ 1_ __ I. 

rhe Wall Street Journal re¬ 
cently ran an unusual ad . It 
was signed: "This correc¬ 

tion was paid for by Mrs. R.L. 
Campbell." 
The ad took exception to a Janu¬ 

ary 8 segment on CBS' "Sixty 
Minutes" television show credit-
ting the invention of the pocket 
transistor radio to "Mr. Sony," 
noting that he was the, "(Hon. 
Chairman of the Sony Corp.)" 

"Sixty Minutes," the ad read, 
"has been repeatedly asked to 
correct its erroneous reporting, 
and ignored each request." 
The ad went on tv explain that 

"The late R.L. Carr abell died in 
1953 while hj was he employ 
of^heEoeingAin L nc Company, 
S rattle WA. M -. Cr.mpbe’l dem¬ 
onstrated hi mvenfÒn to ar. en-
g neering son y ..riveting by rak¬ 
ing the placing ecei .er or it of his 
. hirt pock Hai d noL'ing ii up for 
the aud^n^e to see 
Mr. Sony, t u cc’ said, . Iso re¬ 

lated that F >d tc have Larger 
sockets se he « irt f his 
i epresentati vt lemons traie the 
first outsized mo Mi . 
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AP Veteran Named 
Editor of The Pulse 
Kim N. Price has been named Edi¬ 

tor-in -Chief of The Pulse of Radio. 
The announcement was made by B. 
Eric Rhoads, chairman of the board of 
Streamline Communications, the 
magazine's parent company. 

Price, 34, becomes the chief edito¬ 
rial officer following an 11 -year ca¬ 
reer with The Associated Press. He 
assumes the duties previously held 
by Jackson Dell Weaver, who retains 
his position as vice president, pend¬ 
ing an announcment of new duties. 
A native of Alexander City, AL, 

Price most recently held the position 
of general broadcast executive with 
AP based in Dallas. He was respon-

Ask Dwight 
Readers have been writing in with ques¬ 

tions for Executive Editor and radio veteran 
Dwight Case. Here are his answers. 

Dwight, my salespeople are interested in 
attending the NAB Convention and would like 
some type of contest so that travel would be 
paid for by the radio station. Do you have any 

, suggestions for a quick in-house contest? 
(S.B., Illinois) 

S.B. You don't want to send your sale¬ 
speople to NAB! Salespeople belong at the 
BAB Sales & Management meeting at the end 
of January each year. And. ..since you have 
about 8 months til year end, how about set¬ 
ting the cost to send the salesperson ($2, 000-
$3,000) as a commission on sales for next 
January (1990) overandabove the salesper¬ 
son's draw. So, if the draw is $1,500 at 15%, 
then : $10, 000in booking equals Sales Draw, 
$20,000 more in booking equals the Trip to 
BAB. Yes, you do pay commission on the 
other $20,000 plus the trip costs, and all 
incoming players get to go. If they all make it 
“you" have to stay home and service their 
accounts. 

Dwight Case 

Dwight, any good ideas on how to get 
our hardware stores to run consistently? 
(R.M., Colorado) 
R.M. the way that is most likely to be 

successful is to get the hardware person to 
do the commercial him/herself First 30 
seconds in tips on “How To. ” Last 30 
seconds is what he/she has in the store to 
make the “Tip" possible. Bemember-His 
“Master's Voice" and Co-op can go on 
forever! 

sible for AP's marketing operations 
in 15 western states and handled 
business relations with radio group 
heads in those states. 
"We are fortunate to attract some¬ 

one with Kim Price's background to 
our organization," said Rhoads. "He 
brings a unique combination of jour¬ 
nalism from the world's largest and 
most respected news service, and a 
radio marketir gback ground that will 
help him in hic day to day assignment 
here." . • . 
Price worked as a newsman and 

correspondent in Birmingham, A^, 
Boise., ID and Omaha, NE for AP 
before joining the ’ „adcast depart¬ 
ment òf the n? vs service. He served 
as a régional marketing rep based in 
Seattle covering Washington, Oregon 
and Maska before oeing named 
wésteMdivîsion n *— r'~" * 
in Aug st, ■ 985 

"^nager in DalL.s 

a wc-king v ith His duties iric 
radio bfoadcash at the station and 
group level to .aintain A P's mem-

bership in the 15 western United 
States. 
"Our goal is to be an informational 

tool for radio management and Kim 
is certainly no stranger when it comes 
to working with radio managers," 
Rhoads said. "Knowing what radio 
managers need as an information 
source will help him provide man¬ 
agement with a product that is re¬ 
quired reading." 
Price began his journalism career 

in hign school while working for his 
hometown newspaper. He worked 
for The 1 uscafoosa, AI Mews while 
attending the University of Alabama 
where he majored in journa/ism. y 
Hl is a ember of the Society, of 

Professional Journalists rind ha» re¬ 
ceived several awards uomassocin-
tions for his editor; .1 work. 

"I ha v 2 been trained by the vest arid 
i am xcitqd about the challenge 
ahead," Price said. "It is not often you 
find a progressive company like 

Streamline Communications. There 
are many talented people on our staff 
and everyone is dedicated to making 
The Pulse a product that will become 
the voice for radio management." 
Price is married and has two chil¬ 

dren. 

Spring Convention 
S To Open In Vegas 
v. . om cover 
Bt aU o of the many things to see and 
do. The Pulse hus included with this 
iss the "r JAB Survival Guide," The 
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Pulse News 

Viewer's Choice To Be Stereo 
Simulcast Via TNNR 

rNNR, a satellite-delivered ra¬ dio program service, will simul¬ 
cast in stereo the second annual 

TNN Viewers' Choice Awards, a 90-
minute special to be telecast live from 
the Grand Ole Opry House on April 
25 at 8:00 p.m. (EST). More than 200 
stations are expected to carry the 
awards show and the 30-minute post 
awards with Crook and Chase imme¬ 
diately following. 
Dwight Yoakam, Buck Owens, 

Ricky Skaggs and Patty Loveless will 
serve as co-hosts of the TNN View¬ 
ers' Choice Awards. All four will 
perform on the show in addition to 
their hosting duties. 
Ricky Van Shelton, Randy Travis, 

K. T. Oslin, The Judds, Alabama and 
Ronnie Milsap will also perform on 
the telecast. 
TNN Viewers' Choice Awards is 

the only awards program where tele¬ 
vision viewers have an opportunity 
to determine the winners by casting 
their votes via 900-numbers. 
The TNN Viewers' Choice Awards 

and Post Awards With Crook and 
Chase will be available on the audio 
subcarrier of TNNR's satellite feed 
on Galaxy 1, transponder 2. Both 
programs will also be available to 
non-affiliates on Satcom 1R, trans¬ 
ponder 3. 

Patti/ Loveless 

TNNR is a newly launched satel¬ 
lite-delivered radio program service, 
jointly owned by Group W Satellite 
Communications of Stamford, CT, 
and Opryland USA Inc. of Nashville, 
TN. 
For more information on carriage, 

radio stations should contact Tom 
Hawley, General Manager, Affiliate 
Relations, Eastern Division, GWSC, 
(203) 965-6424, or Lynn Price, Man¬ 
ager, Affiliate Relations, Western 
Division, GWSC, (303) 771-9800. 

Who Really Did 
Invent The Pocket 
Transistor Radio? 

NABOB Concerned 
Over Court Rulings 
continued from cover 

The concerns were raised at NA¬ 
BOB'S recent spring meting ir 'ry 
Chapel, FL. 
"NABOB is going tc c as 

effort into seeking re-h o or Mis 
case," said NABOB offi /aul Majar 
of the court rulings .jor '*■ ' -o 
pre den' and gene- nr 
W3 4P-AM, Tamp«' 
A roximately far’ d rec¬ 

io «'s try executive* e' A-
■B's 13th annual ¿ r .a ;e-

t eon eret c 
W<= ■ need to 

iaid, "par-
"P' ogram 

-

ming for Profit’." The group also dis¬ 
cussed ways to upgrade existing fa¬ 
cilities and formats with help from 
consultants, computers, outside re¬ 
sources, new programming and syn¬ 
dication suppliers. 
NABOB of cers were also elected 

a- the meeting. Chosen *o represent 
he group were: Chairman Willia a 
Shearer, Preside, t Charles Sherrell, 

i Fi-st Vice 1 "sident Fennie Turner, 
Second Vice President Mutter Evans, 

.■cretai • Andrew Längsten, Treas-
ur : Kendell Nash, C\ msel Lois 
Wright, Nc +he< stRegMnn RepSkip 
alley, Soutneast Regional Rep Greg 

Davis, Midwest Regional Rep Paul 
Major, Southwe t Regional Rep Mi-
cnael Carter, Far WeH Pegio ial Rep 
Pierre Sutter . 

rhe Wall Street Journal re¬ 
cently ran an unusual ad. It 
was signed: "This correc¬ 

tion was paid for by Mrs. R.L. 
Campbell." 
The ad took exception to a Janu¬ 

ary 8 segment on CBS' "Sixty 
Minutes" television show credit-
ting the invention of the pocket 
transistor radio to "Mr. Sony," 
noting that he was the, "(Hon. 
Chairman of the Sony Corp.)" 

"Sixty Minutes," the ad read, 
"has been repeatedly asked to 
correct its erroneous reporting, 
and ignored each request." 
The ad went on tv explain that 

"The late R.L. Carr obeli died in 
1953 while he was he employ 
of .he Boeing Ain L iu Company, 
S rattle WA. N ", CempbeH dem¬ 
onstrated hi mvenPon to ar. en-
gneering so n .y meeting by tak¬ 
ing the pía- ñng ecei . er out of his 
. Hirt pock Y ai J holding ii up for 
the audAnr? ¿o see 
Mr. Sony, t u ax' s.'id, . iso re¬ 

lated th^t > ' ,>d tc have Giger 
oockets se be « irt: f his 
lepresentativt lemons trate the 
first outsized mo Mi . 
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AP Veteran Named 
Editor of The Pulse 
Kim N. Price has been named Edi-

tor-in -Chief of The Pulse of Radio. 
The announcement was made by B. 
Eric Rhoads, chairman of the board of 
Streamline Communications, the 
magazine's parent company. 

Price, 34, becomes the chief edito¬ 
rial officer following an 11-year ca¬ 
reer with The Associated Press. He 
assumes the duties previously held 
by Jackson Dell Weaver, who retains 
his position as vice president, pend¬ 
ing an announcment of new duties. 
A native of Alexander City, AL, 

Price most recently held the position 
of general broadcast executive with 
AP based in Dallas. He was respon¬ 
sible for AP's marketing operations 
in 15 western states and handled 
business relations with radio group 
heads in those states. 
"We are fortunate to attract some¬ 

one with Kim Price's background to 
our organization," said Rhoads. "He 
brings a unique combination of jour¬ 
nalism from the world's largest and 
most respected news service, and a 
radio marketingbackground that will 
help him in hie day to day assignment 
here." ■ . 
Price worked as a newsman and 

correspondent in Birmingham, A^, 
Boise, ID and Omaha, NE for AP 
before joining the ' vadcast depart¬ 
ment òf the n? .vs service. He served 
as a régional marketing rep based in 
SeatHecoverir g Washington, Oregon 
and Alaska before being na tried 
wes^ei r. division manager in DalL.s 
in Aug st, 985. 
His duties ihc a working v ith 

radio bipadcask at the station and 
group level to ■ .aintain / P's mem-

The Puise Of Radio 

Ask Dwight 
Readers have been writing in with ques¬ 

tions for Executive Editor and radio veteran 
Dwight Case. Here are his answers. 

Dwight, my salespeople are interested in 
attending the NAB Convention and would like 
some type of contest so that travel would be 
paid for by the radio station. Do you have any 
suggestions for a quick in-house contest? 
(S.B., Illinois) 

S.B. You don’t want to send your sale¬ 
speople to NAB! Salespeople belong at the 
BAB Sales & Management meeting at the end 
of January each year. And. ..since you have 
about 8 months til year end, how about set¬ 
ting the cost to send the salesperson ($2, 000-
$3,000) as a commission on sales for next 
January (1990) over and above the salesper¬ 
son's draw. So, if the draw is $1,500 at 15%, 
then : $10, 000in booking equals Sales Draw, 
$20,000 more in booking equals the Trip to 
BAB. Yes, you do pay commission on the 
other $20,000 plus the trip costs, and all 
incoming players get to go. If they all make it 
"you" have to stay home and service their 

accounts. 

bership in the 15 western United 
States. 
"Our goal is to be an informational 

tool for radio management and Kim 
is certainly no stranger when it comes 
to working with radio managers," 
Rhoads said. "Knowing what radio 
managers need as an information 
source will help him provide man¬ 
agement with a product that is re¬ 
quired reading." 

Price begqn his journalism career 
in hign school while working for his 
hometown newspaper. He worked 
for The 1 uscaloosa, Al News while 
attending the University of Alabama 
where he majered in jouiA^ism. a 
He is a .errbei of the Society, oi 

Professional Journalists ̂ nd has re¬ 
ceived several awards iiom associe- ¡ 
tions for his editor: .1 work. 

"I have been trained by the best and I 
i am ,:xcited about the challenge 
ahead," Price said. "It is not often you 
find a progressive company like 

Dwight, any good ideas on how to get 
our hardware stores to run consistently? 
(R.M., Colorado) 
H.M. the way that is most likely to be 

successful is to get the hardware person to 
do the commercial him/herself. First 30 
seconds in tips on "How To. " Last 30 
seconds is what he/she has in the store to 
make the “Tip" possible. Bemember - His 
“Master’s Voice" and Co-op can go on 
forever! 

Streamline Communications. There 
are many talented people on our staff 
and everyone is dedicated to making 
The Pulse a product that will become 
the voice for radio management." 
Price is married and has two chil¬ 

dren. 
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Bl au. z of the many things to see and 
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Pulse News 

Drake-Chenault/ 
Jones AnnouncesTwo 
Additional Formats 
Via Satellite 

rake-Chenault/Jones has 
I ■ added two formats to their 

commercial-free radio satellite 
service. 
Adult Contemporary, scheduled to 

air June 1, is based on Drake-Ch¬ 
enault's Contempo 300 format. Prime 
Demo has a softer sound with a broad 
target of 25-54 that superserves the 
33-48 demographic. It is scheduled to 
air on September 1. 

ABC First To Debut 900 Service For Radio 
Network Program 

he ABC Radio Network has in- I 
stituted an interactive phone 
for American Top 40 Hitline. 

For the first time in network radio 
history, listeners from all 50 states ; 
will be able to call a 900 number and 
hear more music celebrity reports, 
just like those heard on America's top 
radio countdown show, American | 
Top 40. 

Listeners to American Top 40 will ¡ 
be able to call program host, Shadoe I 
Stevens at 1-900-820-8888 to hear 1 
exclusive and previously untold sto¬ 

ries about their favorite stars. The 
cost will be $1.50 for the first minute 
and 75 cents for each additional 
minute. Each behind the scenes story 
will be under a minute in length and 
listeners will select the star they want 
to hear more about on the Hitline. 
The first week's star stories will in¬ 

clude exclusives on Bon Jovi and Ma¬ 
donna. Hitline will change its stories 
every week. Guns and Roses and 
Sheena Easton are scheduled for the 
second week's star stories. 

Five Academic NAB 
Research Grants 
Awarded 
M s part of its annual "Grants for 
XI Research in Broadcasting Pro-

gram," the National Associa¬ 
tion of Broadcasters Research and 
Planning Department has awarded 
five research grants to academic schol¬ 
ars. 
This program is highly competitive 

and attracted 93 research proposals 
this year from broadcast scholars 
around the country. 
The program is designed to stimu¬ 

late interest in broadcast research, es¬ 
pecially research on economic, social 
or policy issues of importance to the 
broadcast industry. The goal is to 
make high quality academic research 
available to industry practitioners as 
well as other academics. 
This year's winners are: V^illiam 

Jenson Adams, Kansas State Univer¬ 
sity; John H. Crowley and James 
Pokrywczynski, Marquette Univer¬ 
sity; Walter Gantz and Jam^. Poder, 
Indiana University; Susan E. Neu¬ 
man, Lowell University; and KarpL. 
Sande’ 1, Arthur L. Sa- agear.djo ¿ph 
Rota, Ohio University. 

National Association Of Broadcasters 
Joins Team Coalition 

rhe National Association of Broadcasters (NAB) has joined TEAM (Tech¬ 
niques for Effective Alcohol Management), a unique coalition of public 
and private sector organizations committed to curtailing the misuse of 

alcohol, especially in and around public assembly facilities. 
TEAM is a coalition formed in 1985 by groups concerned about the increase 

in drinking and driving related incidents. Its focus is the promotion of 
highway safety and responsible alcohol consumption at public assembly 
events, a platform which is supported on the local level by community 
coalitions of business and civic concerns. 

BPM E Gold Medallion 
Award Entries Up By 
11% Over Previous 

; Years 
he broadcast Promotion a d 

¡ > Ma. -eting Executi .es (BPF IE) 
, " asso- ition said entries for tins 
year's Inter ational Gold Medallion 
Awards are up bv more than 400 en-

; U tes ov n previous years. 
The BTML r.iternatmnal Gold Me-
dalbon Awards are presented each 

! year :n recognition of crea' ve excei-
j'1 nee in broad -st promotion and 

marketing. 
The competition includes print, au¬ 

dio and video entries introduced in 
I campaigns or projects between Janu¬ 
ary 1, 1988 and December 31, 1988. 

I "The significant increase in entries 
is directly attributed to the greate'- at¬ 
tention paid to effective marketing 

' on all leveis at stations, networks and 
I syndicate n companies," said EPME 
j Executi /e Director Lance Webster. 

Winners will be presented at the 
BFME Gold Medallion Awards cere¬ 
mony June 24 in conjunction with the 
BPME t BDA Seminar in Detroit. 
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Radio Calendar 

April 17-21—Communications Sat¬ 
ellite Engineering, Washington, 
D.C. Info:(202)994-6106. 

April 29-May 2—National Associa¬ 
tion of Broadcasters Annual 
Convention...Las Vegas, NV. Info: 
(202) 429-5300. 

May 2—Broadcast Pioneers An¬ 
nual Breakfast at NAB Convention 
(see above). ..Info: (212) 586-2000. 

May 11-15—American Women in 
Radio and Television Annual 
Convention...New York, NY. Info: 
(202) 429-5102. 

May 17-18—Investing in American 
Radio seminar.. .Los Angeles, CA. 
Info: (317) 630-2888. 

May 17-21—Annual Public Radio 
Conference...St. Francis Hotel, San 
Francisco, CA. 

June 4-6—Database Marketing— 
The Revolution, New York Hilton, 
New York, NY. (916)292-3000. 

June 7-8—American Demograph-
içs' Ninth Annual conference on 
consumer Trends and 
Markets...N.Y. Hilton, New York 
City. Info: (800) 828-1133. 

June 8-9— Investing in American 
Radio seminar...New York, NY. 
Info: (317) 630-2888. 

June 16-18—RAB's Radio Sales 
University, Memphis, TN 

June 20-23—National Association 
of Broadcasters summer board 
meeting...Washington D.C. Info: 
(202)429-5306. 

June 21-24—Broadcast Promotion 
and Marketing Executives Broad¬ 
cast Designers Association Annual 
Seminar...Rennaissance Center, De¬ 
troit. 

July 7-9—RAB's Radio Sales Uni¬ 
versity, Columbus, OH. 

July 13-16—Upper Midwest Com¬ 
munications Conclave, Sheraton 
Park Place, Minneapolis, MN. 
Info:(612)927-4487. 

Sept. 13-16—Radio-Television News 
Directors Association Annual 
Convention. ..Kansas City Conven¬ 
tion Center, Kansas City, MO 

Sept. 13-16—Radio '89 
Convention...New Orleans, LA. 
Info: (202) 429-5300. 

Sept. 22-24—RAB's Radio Sales 
University, Davenport, IA/Rock 
Island, IL. 

Oct. 5-8—Society of Broadcast En¬ 
gineers Convention, Kansas City, 
MO.. .Info: John Battison (614) 888-
3364. 

Oct. 18-20—Indiana Broadcasters 
Association 1989 Fall Conference, 
the Westin Hotel, Indianapolis, IN. 
Info:(312)638-1332. 

Oct. 20-22—RAB's Radio Sales 
University, Sacramento, CA. 

Nov. 3-5—RAB's Radio Sales Uni¬ 
versity, Raleigh, NC. 

S 
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Parnigoni Meeis On Eigil 

A
fter eight years, David Par¬ 
nigoni, senior vice president, 
radio for the National Asso¬ 
ciation of Broadcasters, has 
called it quits. He plans to end 
his tenure after the Las Vegas 
convention, but will serve as a 
consultant to the association 
in the coming months. 

Parnigoni will be replaced by Lynn 
Christian, president and chief executive 
officer of Century National Entertain¬ 
ment, Inc. 
The veteran broadcaster talked to The 

Pulse about the trials and tribulations of 
association work and in what direction 
the association 's membership department 
is headed. 
PULSE: How do you feel after eight years, 
stepping down and getting back into day-
to-day radio? 
PARNIGONI: Wonderful, I'm looking 
forward to it. To me, it will be very 
exciting to move back into an indus¬ 
try I truly love and have been in¬ 
volved with for many years. This will 
be my 31st year in broadcasting. 
PULSE: With a career like that, and the 
fact that you love it so much, and looking 
back at what you’ve done at the NAB, 
how would you characterize you 're ten¬ 
ure there? 
PARNIGONI: Well, certainly in the eight 
years there were numerous changes 
that took place at NAB. First of all, I 
think tha t when Eddie (Fritts) became 
president of NAB, he had an interest 
in attracting broadcasters onto the 
staff of NAB, and he was successful in 
doing that. When I became a member 
of the staff I was just selling off the 
properties that I owned in the North¬ 
east, and looked at this asan opp .rtu-
nity to move into an area where I 
could very closely relate to those who 
are out there in the industry-under¬ 
standing the problems in our indus¬ 
try and understanding the problems 

operators have. 
So I think I came here with an excel¬ 

lent background to help me with my 
years at NAB. I originally joined the 
staff as the Northeast rep, based out 
of New England. I handled the New 
England states and New York and 
New Jersey. My primary function 
was to increase the membership of 
NAB and we were quite successful in 
doing that in the two and a half years 
that I served as the Northeast repre-

; “Television is just 
so overwhelming that 
it just makes 
the radio part 

S look much 
smaller than it 
really is.” 

sentative. When Wayne Cornils left 
NAB to go to RAB, Eddie spoke to me 
about coming to Washington and 
really reshaping the radio division of 
NAB. 
At that time, when I was named 

senior vice president, it was decided 
that the membership department, 
which was a separate entity at the 
NAB handling radio, television and 
associate membership, would be 
broken up and radio members would 
be assigned to the radio division. 
Radio membership would be a func¬ 
tion of the radio division, so I then 
had the field staff reporting directly 
to me and we developed a depart¬ 
ment that grew over the next five and 
a half years. 
PULSE: Is the str ergth now, or the growth 
of the membership department one of the 
tbmgs of which you are most proud? 
PARNIGONI: I think so. In the five and 

a half years I was in this position 
membership did grow by almost 23 
percent. We were at almost 4,200 
stations, and today we're more than 
5,100 stations. That's one of the areas 
I feel we were quite successful in it. 
PULSE: One of the other areas you had 
your hands in were the conventions. There 
are always complainers, and there are 
always people with different opinions 
about NAB conventions. How did you 
deal with that on an ongoing basis, and 
what was your main goal as far as the 
conventions were concerned? 
PARNIGONI: I also consider that to be 
an area that we achieved a certain 
amount of success in-developing the 
two conventions. Of course, the 
spring convention has been around 
for many years and we are respon¬ 
sible for the radio portion of that 
convention. The convention is like 
four little conventions, radio, televi¬ 
sion, engineering and international 
exposition. But the September meet¬ 
ing is something I take a great deal of 
pride in because I was with it back at 
the beginning in 1984. When I first 
came on staff in my current position, 
NRBA and NAB were having pre¬ 
liminarydiscussions about areas they 
could cooperate on. Onewasthearea 
of legislation. They felt it was impor¬ 
tant to be able to sit down and discuss 
the two associations and see where 
we would agree and where we didn't 
disagree. And the other area was 
wh; didn't we produce a convention 
that would be held by both associa¬ 
tions. We worked jointly to have one 
big meeting rather than the NRBA 
having their smaller convention and 
the Nal programming conference 
up against one another at the same 
time of year. 
PULÜE: So was that a good marriage 
ther. ? 
PARNIGONI: I think so. 1 think that! 
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Years Of Progress At NAB 
certainly served as the catalyst for 
further discussions that took place 
between the two associations. Going 
into it there was a great deal of appre¬ 
hension by the members of the NRBA 
and many members of the board, as 
well as staff people. I also think that 
was true of many of the members of 
NAB. But I think the staffs were able 
to sit down and put together a very 
successful show. We had tremen¬ 
dous odds against us, recalling that 
early year of 1984. We were spread 
over a couple hotels and we had major 
problems with one of them. And just 
the heat alone in Los Angeles-I think 
it reached 105 degrees-that didn't help 
us at all. But I think at the time there 
was a real desire, as there still is, to 
have a radio-only meeting, so broad¬ 
casters were able to overlook many of 
the short-comings, and there were 
certainly many of them that first year. 
PULSE: Hasn't it been good then? Be¬ 
cause now there is a meeting that radio 
people can call their own, since the Las 
Vegas meeting to many people has be¬ 
come pretty much a strong television-
oriented meeting? 
PARNIGONI: I'm going to agree with 
part of your statement there. I think 
radio people like having their very 
own meeting, and it certainly is very 
muchsmaller than the May meeting. 
And radio broadcasters can say that 
this is the one meeti ng tha t truly is the 
one meeting for all radio. It caters to 
all facets of our industry, and 'here-
fore has a very broad appeal to so 
many radio broadcasters. The spring 
show isa very large show, but still is 
a very important radio show in that 
radio and television together have 
been able to bring very important 
speakers such as the President of the 
United States, who attended last 
year's convention. It continues to be 
a very large exhibit, and the part that 

ThePulseOf Radio 

is dedicated to audio is very large. 
Television is just so overwhelming 
that it just makes the radio part look 
much smaller than it really is. There 
are numerous group operators that 
go to the spring meeting as well as 
individual owners, and general 
managers, because of its size and 
ability to attract a lot of different ele¬ 
ments of our industry that the fall 
meeting has been unable to do. 
PULSE: Has the spring meeting then 
maintained its strength as far as the 
number of people attending or has it 
declined? 
PARNIGONI: Well, last years' atten¬ 
dance was up 9% on the radio side. 
Overall attendance wa^ up over 12%. 
In excess of 47,OCT people attended 
the meeting but it still is interesting to 
note that radio registration was up 
over %. So that tells us at NAB that 

a lot of the broadcasters like the fall 
radio show, but they still like to come 
to the show in the spring as well. 
PULSE: Withall the complaints that you 
hear, though, does the strong attendance 
that NAB gets says otherwise. 
PARNIGONI: Absolutely, I feel that the 
show continues to be both a rad io and 
television show, and we recognize 
that not everybody is going to be able 1 

to go to both. There are certain ad¬ 
vantages to chosing one over the 
other. I think the new fall show deals 
more in operations of a radio station, . 
where the spring one certainly in¬ 
volves a lot of Congressional guests 1 

and a lot of FCC speakers. That's not 
to say that they are excluded from the 
fall show, but a lot more emphasis is 
placed in that area of government 
relations than is in the fall show. 

continued on page 14 



The Success 
■ t’s rare that a product takes the 

radio industry by storm... but a great 
idea like the Giant Boom Box™ is just as 
rare. 

The Giant Boom Box has become an 
industry standard. The Giant Boom Box 
has dramatically increased sales at hun¬ 
dreds of radio stations, with most seeing 
an average increase in revenue of 18%. 
The number of revenue generating 
remotes at stations with a Giant Boom 
Box has increased by an average of 
118%. Station visibility and community 
involvement have jumped in market after 
market. 

Now the success continues as Giant 
Boom Box Industries introduces an 
entire arsenal of self-liquidating sales 
promotional products. 

This massive roll-out of new products 
will take place in two giant locations at 
the NAB convention in Las Vegas. Don’t 
miss our booth in #7211 the Hilton 
Convention Center, and our special 
outdoor location in front of the conven¬ 
tion center. See our entire line of new 
products and new concepts that suit all 
formats, and are guaranteed to make 
your success continue too. 

QüANr 
GIANT 
ROOM 

ü HE GIANT * 

THE ORIGINAI 

¿furdaole 
»■rnative 



Continues. 

w 
BOX 
ÎHELITTLt GIA^r

1212 U.S. Highway One 
Nonh Palm Beach, Fl 33408 

(40 ,6/6-3774 FAX (407) 626-2639 
€ 1989, Sire <mh ; Communications Corporation 



Interview 

continued from page 11 

PULSE: Asa financial resource are these 
the two major resources for the NAB? 
PARNIGONI: They are both very im¬ 
portant to the association. The asso¬ 
ciation has continued to grow and 
there has been a major shift from 
membership dues needed to support 
the association. Ten years ago, 90 
percent of the organization was sup¬ 
ported by dues. Today, it is about 50 
percent. The other 50 percent comes 
from other sources, such as the asso¬ 
ciate membership service. That is the 
publications we sell, the insurance 
programs we run and all of the other 
activities that come out of the associ¬ 
ate services. Also the proceeds come 
from the NAB conventions and the 
radio show in the fall, and some of 
our smaller meetings that we have 
run throughout the country, which 
are a very important part of the asso¬ 
ciations income. 
PULSE: Back to membership for a mo¬ 
ment. You earlier referred to the gains in 
membership. Where do you see the NAB 
membership headed and what is to be 
done there? 
PARNIGONI: I think it is going to con¬ 
tinue to grow. There are certainly 
more radio stations than there were 
10 years ago. That helps to attribute 
to the growth. Unfortunately, I don't 
think we'll ever see 90 or 100 percent 
membership. But we're still seeing 
growth this very day, and it’s very 
optimistic that the association will 
continue to grow as more and more 
stations, even the smaller ones, look 
more toward what the association 
does to represent broadcasters inter¬ 
ests in Washington, and what the 
association provides as services for 
them. If you look back at fhe history 
of the association, you wm see th T «-
recent years more ard more ser 
have been developed that car 
general manager of a statu 
or her station more ”ff c' 
often say ‘o our petem 
that yor« can ! ■ 
ex tens >a f « 
Parecí 
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You have those resources available at 
the NAB, so you can pick up a phone 
and call somebody in the legal de¬ 
partment, the accounting department 
or the engineering department, and 
they can help you in the operation of 
your station. 
PULSE: If you could look back and you 
had it to do over again, what would you 
change? 
PARNIGONI: I suppose we can always 
say, 'We can do our job better.’ If we 
look back, each and every one of us 
could say that. I don't know if there is 
any particular item that I would have 
done differently. I have always found 
that we were involved with a number 
of different issues at NAB, certainly 
on the legislative side there were 
always concerns that we had to be on 
top of any changes, and changes in 
the years to come. And there has 

“We often say 
to our potential 
members 
that you can 
look at the 
NAB as an 
extension of your 
management team.” 

been an increased demand for serv¬ 
ices from the association, and we try 
to look upon those needs. I look back 
and I think that it was a very good 
eight years, but I am sure that a new 
person coming into this position will 
have his own ideas us to hew V 
thinks th«’ NAB c r respond 'o it 
m-’m1' 
P 

operators, and class A stations-sta¬ 
tions that do very well and stations 
that don't do very well. There is a 
great diversification in our member¬ 
ship and you have to do what you 
think is your best to respond to their 
needs and do your best to respond to 
the majority of the broadcasters out 
there. 
PULSE: As to the future, any decisions on 
buying stations or has the ordeal to finish 
off your assignment taken too much time 
to really get involved? 
PARNIGONI: I must say that NAB, 
since I've been here, has been a very 
busy place. I haven’t found that there 
are too many times during the course 
of a year that you can look around 
and say, 'Gee, what have I got to do.' 
It wouldn't be like the small market 
station, where at Christmas time you 
would probably be the busiest, then 
the last two weeks of the year things 
slow down to virtually a stop. I am 
staying on through the convention, 
and have a number of projects 
throughout the pipeline that I'm going 
to continue to work on and make sure 
that they are going to be completed 
before I leave. And I have agreed to 
be a consultant to the NAB in the 
future months. But for myself, at the 
moment, I have been putting together 
my financial package and meeting 
with brokers, and other people, and 
looking at some properties I’ve been 
interested in. But no decisions have 
been made and quite frankly, noth¬ 
ing will come to my attention in the 
immediate future so I think I'll be in a 
better position to give you something 
concrete in the sumr 1er months. 
PULSL: Any regrets? 
PARNIGONI: NO. I don't have any 
regre* { aT. , think that I've had a 
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NAB SHUTTLE SERVICE 
DAYTIME SCHEDULE 

Complimentary shuttle service 
will be provided to and from all 
official hotels and the Las Vegas 
Convention Center. All buses will 
be marked with NAB shuttle identi¬ 
fication. 

Friday unloading points at the 
Las Vegas Convention Center are: 

1) Las Vegas Hilton Registration 
2) Las Vegas Convention 

Center South Hall 
3) Las Vegas Convention 

Center Rotunda 
Saturday through Tuesday un¬ 

loading points: 
1) Las Vegas Hilton Registration 
2) Las Vegas Convention 

Center East Meeting Rooms 
3) South Hall 
4) Rotunda 
The loading point is in front of 

the Rotunda. 
Operating Hours 

Friday-Limited Service 
Inbound-Three trips to the 

convention center will be offered 
from all official hotels between 
7:30-10:00 a.m. 

Please check the sign in your 
hotel lobby for your exact pick-up 
time. 

Outbound—Service will be 
provided at 4:30 p.m., 5:30 p.m., 
and 6:30 p.m. from the convention 
center (Rotunda) to all official 
hotels. 

Saturday 
Inbound—Service will be pro¬ 

vided form 7:30-11:00 a.m. every 20 
minutes. For additional informa¬ 
tion and boarding points, please 
refer to the NAB Shuttle Informa¬ 
tion sign in your hotel lobby. 

Saturday, Sunday and Monday 
Midday Service—Routes 4, 6 and 
will operate every 30 minutes, 1 Lt 
a.m.-4:00 p.m. There will’ be nc. 
other midday sendee ayailabl 

Outbound Hr v u e 'w- ! b 
provide 1 ñor • V V H ; ..m 
20 mim te: r ï. ■ a -, 

Sunday, Monday and Tuesday 
Inbound—Service will be provided 
from 8:00-11:00 a.m. every 20 
minutes. For additional informa¬ 
tion and boarding points, 
please refer to the NAB Shuttle In¬ 
formation sign in your hotel lobby. 

Tuesday 
Midday Service—Routes 4, 6 and 

10 will operate every 30 minutes, 
11:00 a.m.-2:00 p.m. There will be 
no other midday service available. 

Outbound—Service will be 
provided from 2:00-4:30 p.m., every 
20 minutes on all routes. 
Schedules may vary slightly due to 
traffic conditions. 

EVENING SCHEDULE 

Shuttle bus service is provided to 
all hotels hosting official hospitality 
suites. The system connects hotels 
involved using the Las Vegas 
Hilton as a connecting point 
between locations. The shuttle will 
operate Saturday, Sunday & 
Monday 7:00-11:30 p.m. 

Transfer Point 
*Las Vegas Hilton 
South Loop 
»Aladdin 
»Bally's 
»Caesars Palace 
»Dunes 
»Flamingo Hilton 
»Maxim 
»Paddlewheel 
North Loop 
»Riviera 
»Sahara 
Las Vep.as Hilton 
Boar-bn«: Point 
Buses ill and unie d at the | 
I es V ■ v : C nvm H 
entra . . s HL .. 

i r 
The ■ AB Shuttle 
cate i across tro’ ■ 
-el Vegas Co 
ïï ¿ rRhe Oft 

. s^l-^ 

LAS VEGAS HOTEL 
PHONE NUMBERS 

Airport Inn 798-2777 
Aladdin 736-0111 
Alexis Park Resort 796-3300 
Bally's 739-4591 
Caesars Palace 731-7110 
Comfort Inn-South 736-3600 
Continental 737-5555 
Days Inn-Downtown 388-1400 
Downtn. Conv.Cen. Inn. 382-3445 
Desert Paradise 735-5112 
Desert Inn 500 735-3160 
Dunes 737-4110 
El Morocco 737-5555 
El Rancho 796-2222 
Fitzgerald's 382-6111 
Flamingo Hilton 733-3111 
Four Queens 385-401 1 
Gold Coast 367-7111 
Golden Nugget 385-7111 
Hacienda 739-8911 
Highlander Inn 733-7800 
Holiday House 732-2468 
Holiday Inn & Casino 369-5000 
Imperial 400 735-5102 
Imperial Palace 731-3311 
King 8 736-8988 
Klondike Inn 736-8988 
La Concha 735-1255 
La Mirage 733-7777 
Las Vegas Hilton 732-5111 
Las Vegas Inn 731-3222 
Mardi Gras 731-2020 
Marina 739-1500 
Marriott Residence Inn 796-9300 
Maxim 731-4300 
McCarran Inn 798-5530 
Motel 6 739-9848 
Nevada Palace 458-8810 
Paddlewheel 734-071 1 
Palace Station 367-241 1 
Park Hotel 387-5333 
Rainbow Vegas 386-6166 
Riviera 734-5110 
Royal Las Vegas 735-6117 
Sahara 737-2111 
Sands 733-5000 
Sheffield Inn 796-9000 
Showboat 385-9104 
Stardust 732-6111 
St. Trope^ 369-5400 
Sulinda by Gas ight 732-2000 
Tan OShanter 735-7331 
Thunderbird Hotel 384-4444 
Trooicana 739 -2323 
Un ion Plaza 3F6-2110 
Vagabond mn Koval 731-2111 
Villa Roma Motel 735-4151 
Viscour.t i 735-1167 

The Pulse Of Radio 
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9-12 p.m. 
."Adapting for Effective Communica¬ 

tion" . „ 
■00m B 1 & 2, Convention Center, 
Presenter - Anita Zimmerman 

Noon -1:45 p.m. 
•How NAB Saves You Money 
Room M 1, Convention Center, NAB 

Executives 
Noon -1:45 p.m. 
•Daytimer Dialogue 
Room M4, Convention Center, NAB 

Daytime Broadcasters Committee and 
members of the board of the former 
Daytime Broadcasters Association 

2:30-4:30 p.m. 
Opening General Session 

•"On the Air: Proud 

Tradition - Dynamic 

Future" 
Pavilion, Las Vegas 

Hilton 
6:30-8:30 p.m. 
•Television and Radio 
Political Action Commit¬ 
tee (TARPAC) Reception 

Ballroom, Desert Inn 

Legal Guides 
10:30-12p.m. 
•License Renewal 
Legal Guides' Booth, 
outside Rotunda; across 
from NAB store) 
Radio Roundtables 
Noon-1:45 p.m. 
•Doing Your Own 
Research 
Room M2, Convention 
Center 
•Analyzing Your Rating 
Books 
Room M2, Convention 
Center 
•Ask the Lawyer 
Room L2, Convention 
Center 

ment Styles 
Room S2, Convention Center 
•Children and AIDS: Responsibly 
Dealing with the Young Audience 
Room Bl, Convention Center 
•Reap Revenues, Ratings & Listeners in 
Small and Medium Markets 
Room SI, Convention Center 
10:30-11:45 a.m. 
•Cost Containment: A Penny Saved is 
a Penny Earned 
Room S2, Convention Center 
•$60,000 in 60 Minutes 
Room Ml, Convention Center 
• Programming Radio to Win in the 
New America 
Room RI, Convention Center 

1989 Radio Revenues Expected to 
Climb to $8.5 Billion 

The radio industry closed 1988 with an estimated $7.9 
billion in revenues, according to the Radio Advertising Bu¬ 
reau's (RAB) Senior Vice President, Research, Bob Galen. 
Local radio had the biggest gain with a 9 percent increase in 
1988 over 1987, representing $6.1 billion in revenues. Spot 
radio closed the year with a 6.6 percent gain for $1 .4 billion; 
while network, which started 1988 in a down position, saw 
a 3 percent gain over 1987 with revenues reported to be 
$382,000. 
Based on these figures, the RAB predicts that 1989 will be 

another growth year for the radio business, with an esti¬ 
ma ted 7.8 percent climb in revenues or a total of $8.5 billion. 
"Although the industry got off to a slow start at the begin¬ 
ning of the year, it finished very strong," Galen said. "We 
are particularly pleased that network ended 1988 with a 3 
percent gain. Even more importantly, we're estimating that 
radio will continue to grow and will be an $8.5 billion busi¬ 
ness by the time 1989 comes to a close." 

in Morning Drive 
Room Ml, Convention Center 
•Off the Books: Into the Bank 
Room L2, Convention Center 
3:00-4:15 p.m. 
•Qualitative Explosion: '90s Road to 
Success 
Room RI, Convention Center 
•Buying: The Beginning 
Room Ml, Convention Center 
•Programming & Production Showcase 
Room Bl, Convention Center 
Legal Guide 
9:00-10:30 a.m. 
•Station Upgrades 
10:30-12:00 p.m. 
•Advertising Restrictions 

2:30-4:00 p.m. 
•Dealing with the FCC 
Monday, May 1 
9-10:15 a.m. 
•AM Alive! 
Room Ml, Convention 
Center 
•Campaigns and 
Elections 
Room L1&3, Conven¬ 
tion Center 
•Imaging: The Total 
Marketing Concept 
Room RI, Convention 
Center 
10:15-11:15 a.m. 
•Competition in the 
'90s 
Room Bl , Convention 
Center 
10:30-11:45 a.m. 
•FCC Radio Alloca¬ 
tions Changes—A 
Broadcaster's Guide to 
Survival and Success 
Room SI, Convention 
Center 
•The Profitability 
Investigation 
Room S2, Convention 

•Ask the FCC 

Room L2, Convention Center 
•Sales Consultants 
Room RI, Convention Center 
•Broker Banter 

Room LI, Con vention Center 
•Programming Power • 
Room R2, Convention Center 
•Strategies for Finding and Hiring 
Minority Employees । 
Room 13, Convention Center 
SmdavIApril 30 
:30-8:45 a.m . » 
•KC Commis sioners / Congress]» a

Staff Breakfast 
Ballroom',") L's Vegas Hiltc 

• Radio-A New Regulatory Environ¬ 
ment 
Room LI & 3, Convention Center 
Noon-l:15 p.m. 
• Radio Renewal: Is Your Station 
Prepared? 
Room S2, Conventi ,n Center 
Serving Radio's C istomers 

on Center Ro. a Ml, C 
•Inv ntcry 

onvei" — -,- -, 
Control -Maximiz.- Your 

•TaxesLj the Econem-

Li« 4, Cen- ent. 

•LkinyCharge v/tliG. 

Ret i’ in -
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i.. ? _ 

Room 1 

1-30-7 4 

lonUenr'' n ■ 1er' 
ç" sm« ter.' pean Pie 

-enl on Center 

J:i’$. a ae Dear? 
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Center 
•The Camouflaged Revenue Producer: 
Community Service 
Room L2, Convention Center 
12:15-2:00 p.m. 
•Radio Leadership Luncheon 
Pavilion, Las Vegas Hilton 
2:30-3:45 p.m. 
•Small Market Promotions—Making 
Them Work with Little or No Budget 
Ro?m S' Convention Center 
3x 0 p n . 

; »Share-La—Personnel 
; oom Bl , Convention Cente* 

laLßm&es 
10:30 a.m. 

ii ? With Cau’e 
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Management Seminars Continued From Previous Page 

•Tower and SCA Leasing 
Tuesday, May 2 
9:00-10:15 a.m. 
• Banking on Spanish Radio 
Room L2, Convention Center 
•Advertising Lawful Lotteries--All Bets 
Aren't Off 
Room Ml, Convention Center 
•Vendor Dollars—Promise or Pitfall 
Room S2, Convention Center 
•New Eyes, New Thoughts on Televi¬ 
sion 
Room D2, Convention Center 
•Tearing Down the Myths of Manage¬ 
ment-Bringing Excellence to Your 
Station 
Room RI, Convention Center 
10:30-11:45 a.m. 
•Inside Sales Promotion Agencies 
Room S2, Convention Center 
•These Taxing Times: Tax Issues for 
the Broadcaster 
Room L2, Convention Center 
•Tearing Down the Myths of Manage¬ 
ment 
Room RI, Convention Center 
•Securing the Broadcast Property 
Room B3, Convention Center 
12:00-2:00 p.m. 
All-Industry Luncheon 
Pavilion, Las Vegas Hilton 
2:30-3:45 p.m. 
•RAB General Session—The State of 
Radio Sales for the '90s 
Ballroom E, Las Vegas Hilton 
8:00 p.m. 
Closing Celebration 
Showroom, Las Vegas Hilton 
Entertainment: Wayne Newton 
Legal Guide 
9:00 am-10:30 am 
•EEO 
10:30 -12:00 p.m. 
•Copyright 
2:30 -4:00 p.m. 
•Lotteries 
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The Radio 

NAB RADIO ANNOUNCES 
BEST OF THE BEST’ CONTEST WINNERS 

The National Association of Broadcasters has announced 
the nine winners and nine honorable mentions in NAB Radio's 
"Best of the Best" Promotion Contest. The winners were 
chosen by a panel of independent judges. 

. The winners were chosen from each of three categories 
\ in small, medium and large markets. Categories included 
\ sales, station enhancement and community service. 
\ Each station will receive $250, a plaque, free registration 

to NAB's annual convention, and special recognition 
M. during the convention's Radio Leadership Luncheon 

on May 1. 

<ÿL '¡o: 

The winners are: 
Community Service: Small Market—WKFI/ 

Wilmington, OH, "Project Rain;" Medium Mar¬ 
ket—WOKQ-FM/Dover, NH, "The WOKQ Mil¬ 
lion Pennies for Easter Seals;" Large Market— 
WBBM/Chicago, "WBBM'sClean-UpCrusade." 

k Station Enhancement: Small 
Market—WBNR/ 
Beacon, NY, "The 
WBNR Find Elvis 

J Contest;" Medium 
Market—KLAQ-

F FM/"KLAQ Inter-
national El Paso Bal-

/ loon Festival;" Large 
Market—WIYY/Bal-
timoré, "Bob River's 
Orioles Marathon." 

Sales: Small— 
/ KHAS/Hastings, NE, 

"Picnic in the Park;" 
Medium—KGON-FM/ 

/ Portland, OR, "You 
/ Won't Say 'NYET' to This 
/ Order; "Large — 
/ WMAQ/Chicago, "The 
/ Source Book." 
/ Honorable mentions 
/ were: WGOM/Marion, 
d IN; WHDQ-FM/Clare-
/ mont, NH; KFJB-KXIA/ 
' Marshalltown,IA; KBOL/ 
Boulder, CO; WKXX/Bir-
mingham; WZAK/Cleve-
land; WBBM/Chicago; and 
WTVN/Columbus, OH. 

J : 



HOSPITALITY SUITES 
Abekas Video Systems, Inc. 
Alamar Electronics USA, Inc. 
All Industry TV Music Lic.Comm. 

American Radio Brokers Inc./SFO 
Americom Radio Brokers 
Ameri trust 
Anixter Bros., Inc. 
Arbitron 
Arbitron 

Arent, Fox, Kintner, Plotkin , Kahn 
Arter & Hadden 
Associated Press 

AT&E Corp.-Network Services 
Avid Technology, Inc. 
Baker & Hostetler 
Barclays Business Credit, Inc. 
Barco Industries, Inc. 
Blackburn & Company, Inc. 
Bonneville Broadcasting System 

Las Vegas Hilton 
Bally's 
Bally's 
Las Vegas Hilton 
Las Vegas Hilton 
Las Vegas Hilton 
Las Vegas Hilton 
Caesars Palace 
Bally's 
Las Vegas Hilton 
Bally's 

371 
909A 
1476A 
340 
2928 
1869 
430 

1009A 
1250 
961 A 

Las Vegas Hilton 2921 
Las Vegas Hilton 5-103 
Bally's 1434-A 
Las Vegas Hilton 369 
Bally's 
Caesars Palace 

5609 

Las Vegas Hilton 6-121 
Las Vegas Hilton 7-121 

Frank Boyle & Company 
Braiker Radio Services Co. 
Broadcast Capital Fund, Inc. 

Las Vegas Hilton 569 
Las Vegas Hilton 610 
Las Vegas Hilton 1369 

Broadcast Investment Analysts, Inc. Las Vegas Hilton 910 
Broadcast Programming 
Broadcast Software Limited 
Broadcast Technology Partners 
Bryan, Cave, McPheeters, McRob. 
BTS Broadcast Television Sys., Inc. 
Burkhart/Douglas & Assoc. Inc. 
Burns Media Consultants, Inc. 
Business Radio Network 
Cadena Radio Centro 
Canon U.S.A., Inc. 
Carver Corporation 
CBS Inc. 

Las Vegas Hilton 
Bally's 

Las Vegas Hilton 
Las Vegas Hilton 

1269 
534 
1150 
1069 

Las Vegas Hilton 4-109 
Las Vegas Hilton 1669 
Las Vegas Hilton 1210 
Las Vegas Hilton 1910 
Las Vegas Hilton 14-121 
Bally's 
Bally's 

976A 
6509 

.tv 
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Radio Networks 

Television Network 

Sational Black Network 

Chapman Associates, Inc. 

Charterhouse Media Group 

Cinekinetic Ptv. Ltd. 

Las Vegas Hilton 2901 

Bally's 2061A 
Las Vegas Hilton 2980 

Las Vegas Hilton 10-121 
Caesars Palace 

Leventhal, Senter & Lerman 
Lyon Lamb VAS 

Las Vegas Hilton 2450 
Caesars Palace 

Chesley Maddox & Associates, Inc. Las Vegas Hilton 450 

Donald K. Clark, Inc. 

Cohn and Marks 

Bally's 2531 
Las Vegas Hilton 930 
Las Vegas Hilton 2369 

Communications Equity Associates Bally's 5910 

Communications Equity Associates Las Vegas Hilton 12-121 
Comprehensive Video Supply Corp. Las Vegas Hilton 410 

The Mahlman Company 
Marine Midland Bank 
R. A. Marshall & Company 
McCabe & Allen 
R. E. Meador & Associates 
Media Capital, Inc. 

Las Vegas Hilton 2550 
Bally's 6109 
Las Vegas Hilton 2810 
Las Vegas Hilton 1830 
Las Vegas Hilton 310 
Las Vegas Hilton 1810 

Media General Broadcast Serv., Inc. Las Vegas Hilton 360 

Concept Productions 

The Otis Conner Com pa n ies 
Conus Communications 

CRC Radio Network 

R. C. Crisler & Company, Inc. 

Custom Aud. Cons Inc./MAR Grp. Bally's 

Las Vegas Hilton 
Las Vegas Hilton 
Las Vegas Hilton 

Las Vegas Hilton 
Las Vegas Hilton 

19-121 
21-121 
669 

14-121 
1750 
11 76 A 

Cycle Sat, Inc. 

Digital F/X 

Dolby Labs 

The Dow Jones/The Wall St. Journ 

Drake-Chenault Enterprises, Inc. 

Eastman Radio, Inc. 

EEVInc. 

Electrohome Limited 
Emmis Broadcasting Corporation 

William A. Exline, Inc. 

Bally's 6110 
Bally's 6709 
Las Vegas Hilton 5-118 

Las Vegas Hilton 344 
Las Vegas Hilton 2933 

Las Vegas Hilton 8-121 
Flamingo Hilton 
Flamingo Hilton 

Las Vegas Hilton 560 
Las Vegas Hilton 25-121 

Media Touch Systems 
Media Venture Partners 
Morgan Stanley & Company 
MTS Electric Company 
Mullin, Rhyne, Emmons,Topel 
Nat. Broadcasting Co Oper. 
Television Network 
Pacific Bell 
PacificCorp Credit, Inc. 
Paltex Editing & Production Sys.. 

C.R. Pasquier Associates, Inc. 
Peak Information Systems 
Pepper & Corazzini 
Performance Group 
PESA Electronica S.A. 

Bally's 775A 
Las Vegas Hilton 1769 
Bally's 5909 
Las Vegas Hilton 20-121 
Las Vegas Hilton 850 
Las Vegas Hilton 5-109 
Bally's 1862A 
Bally's 833A 
Bally's Penthouse B 
Bally's 6409 
Las Vegas Hilton 730 
Caesars Palace 
Las Vegas Hilton 810 
Bally's .5510 
Caesars Palace 

Financial Broadcasting, Inc. 

Morman Fischer & Associates, Inc. 

Fisher, Wayland, Cooper & Leader 

Fletcher, Heald & Hildreth 
Richard A. Foreman Assoc, Inc. 

Las Vegas Hilton 969 
Las Vegas Hilton 969 
Las Vegas Hilton 3-121 
Las Vegas Hilton 11-121 

Caesars Palace 

Pierson Ball-Reed Smith 
The Proctor Group, Inc. 
Profit Plus Software 
The Ward L. Quaal Company 
Questcom Radio Brokerage, Inc. 
Stan Raymond & Associates 
Cecil L. Richards, Inc. 

Las Vegas Hilton 550 
Bally's 1209A 
Bally's 11 75 A 
Las Vegas Hilton 1650 
Las Vegas Hilton 471 
Las Vegas Hilton 1550 
Las Vegas Hilton 9-121 

Gennum Corporation Bally's 

Greyhound Financial Corporation Bally's 

roup W Satellite Communications Bally's 

862A 

6009 
6209 

Haley, Bader & Potts 

Heller Financial, Inc. 

The Ted Hepburn Company 

Heron, Burchette, Ruckert & Roth. 
Hopkins, Sutter, Hamel & Park 
Info-Edge Corporation 

biMotion Film & Video Magazine 
Interep 

ergroup Tc chnologies 

iampro Antennas, Inc. 
TalaMusic 

Wil & Company, Inc. 
a'z & Powell Radio 

Las Vegas Hilton 1169 

Las Vegas Hilton 1050 

Las Vegas Hilton 

Las Vegas Hilton 

Las Vegas Hilton 

Bally's 

Bally's 
Las Vegas Hilton 
Caesars Palace 

Las Vegas Hilton 
Las Vegas Hilton 
I as Vegas Hilton 
Las Vegas Hilton 

'aye, Scholer, Herman, Hays/ 
Wine Totvers 

'ozackr Horton Company 

Laird T?| media, Inc. 

B- LaRue, Media Brokers 
Latham k Watkins 

LD1 Cosmnnicaeions/Larcan 

Han. Golden Nugget 

E Uy’s 
Las Vegas Hilton 

Las Vegas Hilton 

Bally's 
I .as Vegas Hilton 

Las Vegas Hilton 

■pene- -/Brdcsdnj/Law Las Vegas Hilton 

530 
477 
650 
975A 

633A 
4-112 

2410 

321 
1010 
1510 

235 
1034A 

1710 
1630 
876A 

950 

5 12 
1569 

Rodriguez Communications, Inc. 
Samsung Electronics, Co., Ltd. 
Satellite Music Network 

Schafer Digital 
Sentry Systems 
Sheridan Broadcasting Network 

Burt Sherwood, Inc. 

Las Vegas Hilton 2-121 

Bally's 676 
Las Vegas Hilton 2929 
Las Vegas Hilton 571 
Las Vegas Hilton 1269 
Las Vegas Hilton 573 
Landmark 481 

Snowden Associates Las Vegas Hilton 319 

Society National Bank 
Streamline Communications Corp 

Tape Automation America 

Teletech, Inc. 
Television Technology Corporation 

TFT, Inc. 
Thoben-VanHuss & Associates 

T.M. Communications Inc. 

Las Vegas Hilton 24-121 
Bally's 
Bally's 

6410 
1461A 

Caesars Palace 
Las Vegas Hilton 1610 
Las Vegas Hilton 333 
Las Vegas Hilton 2010 
Las Vegas Hilton 564 

Edwin Tornberg & Company, Inc. Bally's 1433 

Trarstar Radio Network 

Tulsar 
■ US a «.st Commo nicaticns 
I Wiley, Rein & field ing 
I Wilkinson, Barker, Knauer 5 

1 Wood & Company, Inc 

I Zonal Lh 

Las Vegas Hilton 2925 
Bally's 733A 
Bally's 1275A 

Las Vegas E un 469 

QumaLus Vegas Hilton 2650 
Las Vegas Hilton ? 6 
BallVs 9/3A 

ThePdJse 



Move over 
Mozart. 
At the tender age of seven 
Wolfgang Amadeus Mozart com¬ 
posed his first symphony. In the 
same short span of time HNWH has 
risen from it’s infancy to represent 
25 of the top-rated radio groups in 
the broadcast industry. The musical 
genius of Mozart and the amazing 
growth of HNWH—not bad for a 
pair of seven year olds! 

A i NINTEREP COMPANY 

Jew York, Atlanta, Boston, Chicago, r-.alla -it, Los as, Mf alis, F'h k a'phia. St. Lou s, San Francisco 
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Part One Of Two 

‘Good Old Boy’ 
Brokers Are Doing 
Million-Dollar Deals 

fey Narcisse S. Cadgene 

t is no news to anyone that over 
the last five years significant 
changes have been taking place 
in the buying and selling of 
Radio properties. There are new 
players in the marketplace rep¬ 
resenting an entirely new level 
of knowledge -the 'good old boy' 
broker is having to do his home¬ 
work to survive in today's revo¬ 

lution. 
The good old-boy broker has been 

described as "just a Rolodex/slap-
on-the-back broker " In worst cases, 
said Daniel T. Gammon of Ameri-
com, "A guy would say, 'I've been in 
the business for 50 years’ and he'd 
retire into brokerage and trade on his 
contacts." 
Gary Stevens, president of Gary 

Stevens and Co., described the deals 
oí h>s pit-brokerage days in Radio: 
It u sed tcr be a pacKageof 10 Xerox 
Pages of fin^atials and statistics and 
•acowrjgéim^p It vvasa conceptual 
¡buy. Wew>>k completely differently 
now; L * 
Today, ifs a ttfvo-inch-Miic-’ book, 
itf.acompletediscussion of the mar-
etplace Before, tl °tc op? rhe’ were 
-ought together, ai.d tne bro ers 
■erethenex .vsed frnmthedeal. t he 
frinopjis used to d u Ke it ou t r oa-
ally." 
Ut most attention edingcl 

J^tyrocketing nu / rs pa 

^PulseOf Ra die 

stations. Today s stratospheric prices 
have generated attention from the 
financial community and individu¬ 
als. As a result, more institutions are 
participating in financing, and non¬ 
Radio individuals are now prepared 
to buy into Radio. 

Gary Stet ns 

Th rise -n station prices to a multi-
million-dolla- lev 1 is having a pro¬ 
found effect on t. it me mod by chich 
stai ns are bo \h: and sold. Ti.ereis 
mo- c it tod than just knowing 
in' retes ler.quity, sources, 

levels of financing and tax advan¬ 
tages. Furthermore, broker commis¬ 
sions take on new dimensions at the 
current scale. 
The day of calling up the bank to 

borrow a little capital to buy that AM 
station is for the most part financing 
history. The escalation in station 
prices has changed the way banks, 
owners and station brokers do busi¬ 
ness, and has created the need for a 
body of knowledge and techniques 
which were not necessary five years 
ago and, to an extent, did not exist 10 
years ago. 
There is a mindboggling amount of 

research required to produce a single 
buy, according to the new breed of 
brokers. Today, one must know re¬ 
search on growth markets, station 
multiples, the tax implications and 
more equity options than a home¬ 
owner could ever imagine. 
The common knowledge has ex¬ 

ploded and is no longer common. 
The end result is that extreme penal¬ 
ties fall on the ignorant. 
Ten years ago "mezzanine-layer 

junk bonds" was science fiction. 
Now there are more brokers and 
higher prices. The higher the prices, 
the more brokers there are to raise 
them. 
The "Good Old Boy" netv ork of 

brokers, in wh.ch contracts and per-
s nal relationship > vere and stil' are 



Good Old Boy Brokers Are Doing Million-Dollar Deals 

primary assets, has been joined by 
the "new school" of brokers, whose 
skills are significantly more deal-ori¬ 
ented than their predecessors’. 
In the past, the "good old boy" bro¬ 
kers' task was primarily finding a j 
buyer - subsequent negotiations of¬ 
ten proceeded between the princi¬ 
pals. 
Today’s Wall Street investment 

bankers typically open the bidding 
but work very hard on the financial 
issues resulting from those bids. In¬ 
dependent brokers typically perform 
both functions with varying empha¬ 
sis, depending on the individual 
broker's skills and the size of the deal. 
There is unquestionably a new breed 
of broker who has come on the scene 
in the last five years. The quintessen¬ 
tial "new school" broker is the Wall 
Street investment banking firm which 
is knowledgeable - to the point of 
being visionary - in finance, but whose 
knowledge of Radio ends outside the 
boardroom door. 
The new breed of broker prides it¬ 

self on professionalism and training, 
mentioning academic credentials 
early in a conversation, and shortly 
after, mentioning the value of their 
deals. They come to work at 8 a.m. 
and leave at 6 p.m., or later. 
"The old buyers were generally un¬ 

helpful," Stevens said, in explaining 
one reason for the new school's suc¬ 
cess. "You couldn't get them on the 
phone. I offer service in basically a 
service industry." 

"Traditional brokers" are perceived 
by members of the new school as not 
understanding the financing. "There 
is a need for technical competence," 
said Gammon. "Some old-time bro¬ 
kers are just now hiring people to do 
the financial end." 
There are, of course, exceptions. 

Blackburn and Co., started by James 
Blackburn, Sr., and continued by sons 
James, Jr., and Richard, is frequently 
cited as having consistently been 
forward-thinking. Blackburn *• 
credited with being the first bro; 
to introduce an investment banking 
division, for example. 
A comparison between Morgan 

Jim Blackburn 

Dan Gammon 

16 

in about 40 transactions to come up to 
$366.2 million-fewer dollars, but a 

1 larger number of deals. 
If Wall Street doesn't know Radio 

and old boy brokers don't know fi¬ 
nance, both will have to learn. Re¬ 
gardless of orientation, it's still a small, 
tightly-knit industry and personal 

I relationships remain important. And, 
I Wall Street is acquiring some "good 
j old-boy" tactics. 

"We have a large number of radio 
I clients," said Paul Taubman, a senior 
associate of Morgan Stanley and Co. 

I "We try to build relationships." 
"New guys use 'old boy network’ as 

a pejorative term," said Stevens, who 
is described as "a man-for-all-seasons 
dealmaker" and, at $323.25 million in 

Stanley, the investment banker, and 
Blackburn illustrates the Wall Street/ 
independent distinction. 
Morgan's $385.6 million in financ¬ 

ing is based on representing two sell¬ 
ers: Metropolitan (6deals^and Emmis 
(2 deals). If either Emmis or Metro¬ 
politan had chosen Onotn°r firm, 

I Morgan Stanley would have garnered 
not the number one spot, out either 
number 3 or number 1C respectively. 

T - contrast, Black^umwas involved 

11 deals, is certainly one of the most 
successful brokers in the business 
today. 

"I don't think there's much of a dis¬ 
tinction; I was on good terms with the 
older guys. You've got to go out and 
meet everybody," Stevens said. "I'm 
doing deals with people I never met 

¡ before. The most important thing 
with me, is that I know the business." 
The good old-boy tradition contin¬ 
ues to have a place in an industry 
where intelligence information is a 
make-or-break commodity. "We re 
always looking for the next deal," 
explained Jim Blackburn. "Every deal 
makes another deal." 
Good relationships are crucial too. 

"It's an ego-driven business," Stevens 
explained. "There's a core of only a 
couple hundred buyers, and I have to 
stay on good terms with everybody." 
One multi-station owner, who wished 
to remain anonymous, said, "Picking 
a broker is a political thing. I try very 
hard not to offend anybody." 
Not surprisingly, firms which can 

get principals together over both the 
deal and the financing ha ve done well: 
Blackburn was the top independent 
broker m 1988 with $z66.2 million in 

j sa’ es and 56 deals, according to Paul 
Kagan Associates, which ba »es it fig-

' ure- or proposals. C'rly Margan 
Stank y, with $385 6 million in eight 
de als, did more in dolía . ansacted. 
Financi. i ins tit -liions such ar Moi 
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gan Stanley have aggressively pur¬ 
sued sales prices, not through con¬ 
tacts, but by opening up the bidding. 
In many cases, prices rise far beyond 
the expectations of conventional 
brokers. 
"We have used the auction process 

effectively," said Taubman of Mor¬ 
gan Stanley. He cited Morgan 
Stanley'sspecialized skills: determin¬ 
ing a station's worth, how to finance 
a deal from the buy side, and how to 
conducta sale process from the sale 
side. 
Traditional brokers must have some 

knowledge of the financing if they 
are to survive in today's and tomor¬ 
row's marketplace. "We recommend 
a buyer work with two or three bro¬ 
kers," advised Gammon. "When sell¬ 
ing, go to the broker who handles 
vour type of deal. The Wall Street 
guysaren't Radio guys. They haven't 
aciue about Radio, but they have the 
banking wherewithal for the $100 
million deals." 

Vincent A. Pepper 

Every broker carves out a segment-
•some geographically, some on size. 
Thissituation is expected to continue, 
especially if interest rates continue to 
rise, and financing becomes more 
complicated. The larger entities will 
not be able to invest the time in smaller 
properties, and brokers of smaller 
properties will have neither the re¬ 
sources nor the need for the sophisti¬ 
cated expertise a larger deal requires. 
organ Stanley's smallest deal to 

date, according to Taubman, was $6 
million, but he said that generally the 
firm would not be interested in a 
"and-alone, one-shot deal under $20 
million-$25 million. 
Known as a big-money dealer, Ste¬ 
ms described his niche as "below 
^threshold of investment cornpa-
ues- People say to me 'You're the 
;dge to the investment bankers’", 
^eshecourt Morgan Stanley’s busi¬ 
ness? "You stick to your knitting—do 
mt you know," he said. 

is also a medium-to large 
iea! company. "Below $2 aillMn, 
J^rejustnotas gocd atit," admitted 
Junb'ackb njr. " AY don't want ’o 
-"pe-. ^-ed 3J n ,t having a ?ne the 

^hill ,’aj> 

David Burrill 

job." 
David C. Burrill of Americom 

pointed out that within his own 
company, the firm's five brokers 
specialize in different a^eas. Four 
cover the northea st, southeast, west¬ 
ern U.S., and top-25-markets. The 
fifth broker, Tom Gammon, roves 
around the country," and is credited 
with originating the $306 million 
Metropolitan Sillerman deal. 
Most deals don't approach ‘Mt 

amount, however. 
"State broadcast associations can 

point the way to smaller brokers who 
specialize in a geographic area," 
advised attorney Vincent A. Pepper, 
whose firm, Pepper & Corazzini, 
represents the National Association 
of Media Brokers. "You want to work 
with somebody you have confidence 
in who is very much in the deal flow," 
said one owner. 
Personal recommendations are a 

must. It may be possible to further 
check out recommendations through 
Paul Kagan Associates, Carmel, CA, 
or industry publications to gain in¬ 
formation on what kind of deals a 
given broker has done recently. 
The NAMB has 47 members, who 

do 80 percent of the non-Wall Street-
brokered deals. Pointing out that, 
although he lists 140 active and "want 
to be" brokers, Bishop Cheen of Paul 
Kagan Associates noted that Kagan’s 
deal-count lists only 62 brokers of 
record. "You've got a lot of bottom¬ 
feeders in there," he said. 
Choosing the wrong broker can 

mean a station won't be sold at all. A 
loose-lipped broker can leak informa¬ 
tion which damages the property to 
the point where the buyer backs out. 
A poor broker will bring a buyer and 
seller to the point of sale only to dis¬ 
cover that the buyer's pockets aren't 
deep enough. 
"An operator needs a broker who 

will tell you in a frank and forthright 
manner what to expect," said Stevens. 
"Where the deal starts, where it stops, 
and what's in between." 
One problem operators will face in 

the 90's is the changing limits of deals: 
where they start and stop now may 
not be the same next year. The revo¬ 
lution in station brokerage which has 
been ongoing the last five years will 
continue. 
Tnere are key factors of which all 

operators should be aware: financ¬ 
ing alternatives, commission arrange-
r• ents and the increasing difficulty in 
i intai ning secrecy while produc¬ 
ing a qv alified buyer. 

Part I : A discussion of challenges 
f. cing brokers. g 



Good Old Boy Brokers Are Doing Million-Dollar Deals 

primary assets, has been joined by 
the "new school" of brokers, whose 
skills are significantly more deal-ori¬ 
ented than their predecessors'. 
In the past, the "good old boy" bro¬ 
kers' task was primarily finding a 
buyer - subsequent negotiations of¬ 
ten proceeded between the princi¬ 
pals. 
Today's Wall Street investment 

bankers typically open the bidding 
but work very hard on the financial 
issues resulting from those bids. In¬ 
dependent brokers typically perform 
both functions with varying empha¬ 
sis, depending on the individual 
broker's skills and the size of the deal. 
There is unquestionably a new breed 
of broker who has come on the scene 
in the last five years. The quintessen¬ 
tial "new school" broker is the Wall 
Street investment banking firm which 
is knowledgeable - to the point of 
being visionary - in finance, but whose 
knowledge of Radio ends outside the 
boardroom door. 
The new breed of broker prides it¬ 

self on professionalism and training, 
mentioning academic credentials 
early in a conversation, and shortly 
after, mentioning the value of their 
deals. They come to work at 8 a.m. 
and leave at 6 p.m., or later. 
"The old buyers were generally un¬ 

helpful," Stevens said, in explaining 
one reason for the new school's suc¬ 
cess. "You couldn't get them on the 
phone. I offer service in basically a 
service industry." 

"Traditional brokers" are perceived 
by members of the new school as not 
understanding the financing. "There 
is a need for technical competence," 
said Gammon. "Some old-time bro¬ 
kers are just now hiring people to do 
the financial end." 
There are, of course, exceptions. 

Blackburn and Co., started by James 
Blackburn, Sr., and continued by sons 
James, Jr., and Richard, is frequently 
cited as having consistently been 
forward-thinking. Blackburn ’• 
credited with being the first bro; 
to introduce an investment banking 
division, for example. 
A comparison between Morgan 

Jim Blackburn 

Dan Gammon 

Stanley, the investment banker, and 
Blackburn illustrates the Wall Street / 
independent distinction. 
Morgan’s $385.6 million in financ¬ 

ing is based on representing two sell¬ 
ers: Metropolitan (6deals) and Emmis 
(2 deals). If either Emmis or Metro¬ 
politan had chosen another firm, 
Morgan Stanley would have garnered 
not the number one spot, out either 
number 3 or number 1C respectively. 

T - contrast,Blackbomwas involved 

in about 40 transactions to come up to 
$366.2 million—fewer dollars, but a 
larger number of deals. 

If Wall Street doesn’t know Radio 
and old boy brokers don't know fi¬ 
nance, both will have to learn. Re¬ 
gardless of orientation, it’s still a small, 
tightly-knit industry and personal 
relationships remain important. And, 
Wall Street is acquiring some "good 
old-boy" tactics. 
"We have a large number of radio 

clients," said Paul Taubman, a senior 
associate of Morgan Stanley and Co. 
"We try to build relationships." 
"New guys use 'old boy network' as 

a pejorative term," said Stevens, who 
is described as "a man-for-all-seasons 
dealmaker" and, at $323.25 million in 
II deals, is certainly one of the most 
successful brokers in the business 
today. 

"I don't think there's much of a dis¬ 
tinction; I was on good terms with the 
older guys. You've got to go out and 
meet everybody," Stevens said. "I'm 
doing deals with people I never met 
before. The most important thing 
with me, is that I know the business." 
The good old-boy tradition contin¬ 
ues to have a place in an industry 
where intelligence information is a 
make-or-break commodity. "We're 
always looking for the next deal," 
explained Jim Blackburn. "Every deal 
makes another deal." 
Good relationships are crucial too. 

"It's an ego-driven business," Stevens 
explained. "There’s a core of only a 
couple hundred buyers, and I have to 
stay on good terms with everybody." 
One multi-station owner, who wished 
to remain anonymous, said, "Picking 
a broker is a political thing. I try very 
hard not to offend anybody." 
Not surprisingly, firms which can 

get principals together over both the 
deal and the financing have done well: 
Blackburn was the top independent 
broker m 1988 with $2.66.2 million in 
sa’es and 56 deals, according to Paul 
Kagan Associates, which ba >es it fig-
ure^ or proposals. Orly Morgan 
Stank y. with $385 6 million in eight 
dr als, did more in dolía . ansacted. 

I Finance I institutions such ar Moi 
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gan Stanley have aggressively pur¬ 
sued sales prices, not through con¬ 
tacts, but by opening up the bidding. 
In many cases, prices rise far beyond 
the expectations of conventional 
brokers. 
"We have used the auction process 

effectively," said Taubman of Mor¬ 
gan Stanley. He cited Morgan 
Stanley s specialized skills: determin¬ 
ing a station's worth, how to finance 
a deal from the buy side, and how to 
conduct a sale process from the sale 
side. 
Traditional brokers must have some 

knowledge of the financing if they 
are to survive in today’s and tomor¬ 
row’s marketplace. "We recommend 
a buyer work with two or three bro¬ 
kers," advised Gammon. "When sell¬ 
ing, go to the broker who handles 
your type of deal. The Wall Street 
guys aren't Radio guys. They haven't 
a clue about Radio, but they have the 
banking wherewithal for the $100 
million deals." 
Every broker carves out a segment-

-some geographically, some on size. 
This situation is expected to continue, 
especially if interest rates continue to 
rise, and financing becomes more 
complicated. The larger entities will 
not be able to invest the time in smaller 

Vincent A. Pepper 

properties, and brokers of smaller 
properties will have neither the re¬ 
sources nor the need for the sophisti¬ 
cated expertise a larger deal requires. 
Morgan Stanley's smallest deal to 
date, according to Taubman, was $6 
million, but he said that generally the 
firm would not be interested in a 
stand-alone, one-shot deal under $20 
million-$25 million. 
Known as a big-money dealer, Ste¬ 

vens described his niche as "below 
the threshold of investment compa¬ 
nies. People say to me 'You're the 
bridge to the investment bankers'". 
Does he court Morgan Stanley's busi¬ 
ness? "You stick to your knittnig--do 
Wuat you know," he said. 
Blackbu-n is also a medium-to large 
deal company. "Below $2 ailLUn, 
we re just not as gcc d at it," admitted 
JimB’ackb n,Jr. " .Ve don't want >o 
-e pe. ^--ed as not having acme the 

The Pulse Of Radio 

David Burrill 

job." 
David C. Burrill of Americom 

pointed out that within his own 
company, the firm's five brokers 
specialize in different areas. Four 
cover the northeast, southeast, west¬ 
ern U.S., and top-25-markets. The 
fifth broker, Toni Gammon, "roves 
around the country," and is credited 
with originating the $306 million 
Metropolitan S'ilerman deal. 
Most deals don't approach ‘hat 

amount, however. 
State broadcast associations can 

point the way to smaller brokers who 
specialize in a geographic area," 
advised attorney Vincent A. Pepper, 
whose firm, Pepper & Corazzini, 
represents the National Association 
of Media Brokers. "You want to work 
with somebody you have confidence 
in who is very much in the deal flow," 
said one owner. 
Personal recommendations are a 

must. It may be possible to further 
check out recommendations through 
Paul Kagan Associates, Carmel, CA, 
or industry publications to gain in¬ 
formation on what kind of deals a 
given broker has done recently. 
The NAMB has 47 members, who 

do 80 percent of the non-Wall Street-
brokered deals. Pointing out that, 
althoughhelistsl40activeand"want 
to be" brokers, Bishop Cheen of Paul 
Kagan Associates noted that Kagan's 
deal-count lists only 62 brokers of 
record. "You've got a lot of bottom¬ 
feeders in there," he said. 
Choosing the wrong broker can 

I mean a station won't be sold at all. A 
loose-lipped broker can leak informa¬ 
tion which damages the property to 
the point where the buyer backs out. 
A poor broker will bring a buyer and 
seller to the point of sale only to dis¬ 
cover that the buyer's pockets aren't 
deep enough. 
"An operator needs a broker who 

will tell you in a frank and forthright 
manner wha t to expect, " said Stevens. 
"Where the deal starts, where it stops, 
and what's in between." 
One problem operators will face in 

the 90's is the changing limits of deals: 
where they start and stop now may 
not be the same next year. The revo¬ 
lution in station brokerage which has 
been ongoing the last five years will 
continue. 
Tnere are key factors of which all 

operators should be aware: financ¬ 
ing alternatives, commission arrange-
r ’ents and the increasing difficulty in 

I ». intaining secrecy while produc¬ 
ing a qualified buyer. 

Part I : A discussion of challenges 
feeing brokers. „ 
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Sales/Marketing 
by Narcisse S. Cadgène 

AM Success Comes 
On-air personalities are an 

enormous part of consistency, and 
most of these successful AMs have 

From Consistency 
been able to keep talent for 10 or 20 or 
more years. 

"Success begins with your on-air 
talent," said Maureen Durkin, adver-

Some people might think AM 
radio is dying. Believe it or not, 
there are a handful of AM sta¬ 
tions around the country which 

are not just successful, they're domi¬ 
nating their markets. 
Many of these stations have been 

around for years, and the facile expla¬ 
nation for their success is precisely 
that - They have been around forever, 
and are institutions - impregnable. 
The fact is that the reverse may be 
true. They have been around for years 
because they have been successful 
one year at a time. 
At least that's the formula of sev-

a willingness to invest in the station -
both on a corporate and personal level. 
Most successful AM stations cite 

consistency as the primary reason for 
their longevity. "People are familiar 
and they feel comfortable with us. 
We don't change," said WMAL-AM 
630's Director of Advertising and 
Promotion Mark Campbell in Wash¬ 
ington, D.C. "The call letters haven't 
changed." 
Not making changes doesn't mean 

a station started out on top and stuck 
with a winner. KIRO News Radio 71 
in Seattle went to a (mostly) all news 
format in 1954 and has been number 

tising and promotion manager of 
KDKA in Pittsburgh. Able of KIRO 
agrees. "We take care of our talent. 
We pay them in a lot of ways,” he 
said. 
Other successful AMs have pur¬ 

sued the same basic strategy. 
"Talent is allowed to do something, 

and that’s rare,” explained WMAL's 
Campbell. "They have a lot of free¬ 
dom to create their own show and to 
put their stamp on it. They don't 
have a super-tight play list. They're 
allowed the freedom to be creative." 
Dan Fabian, general manager of 

Chicago's infamous WGN , explained, 
eral successful AM stations, from Chi¬ 
cago to Wyoming and San Diego to 
St. Louis, that discussed their for¬ 
mula for success with The Pulse . They 
all have the same basic ingredients: 
consistency, a distinctive format built 
around talk, news and sports, a high 
degree of community in¬ 
volvement and 

one in the market since 1979, accord¬ 
ing to Executive Vice President and 
General Manager Joe Abel. 

Still, that's 25 years working to be¬ 
come number one. WGN in Chicago, 
has been number one for 20 years, but 
spent 45 years, beginning in 1924, to 
get there. They also call it consis¬ 
tency. 

"We sit down, agree where we want 
to go, give him the tools, and sit back 
and let him go." 
The formula works everywhere it 

seems. 
"They've become celebrities on their 

own, achieved a high identity," said 
Joan Hiser, advertising and promo¬ 
tion manager at KFMB in San Diego, 
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explaining why talent doesn't leave 
the station. "Why give that up to read 
the news? Why give up what they've 
carved out for themselves and the 
station? They're all featured as morn¬ 
ing teams - they all get the spotlight." 
How well does that strategy work? 
"Another station offered one of our 
guys a 10-year contract for almost 
twice the money, and he stayed," said 
Fabian. 
Consistency also means a consis¬ 

tent, interesting, format. Most AMs 
describe their format as "hard to de¬ 
scribe." The format details range from 
WMAL's "full-service AM" to WGN’s 
"Reactive Radio - a little bit of every¬ 
thing in a fun way." WGN’s Manager 
of Marketing and Creative Services 
Betsy Riemenschneider added "We're 
sort of a mirror of the city." 
Some stations play music, but none 

are music-intensive. All place a fairly 
heavy emphasis on sports at all lev¬ 
els, featuring local teams as part of 
their community involvement effort, 
not simply as more programming. 
"We make a big deal of the team," said 
KFMB's Hiser. Most "team-oriented" | 
stations make a big deal of their teams. 
It's an element of their suc¬ 
cess. 

And most AM's agree that consis¬ 
tent variety is critical. "You know 
what you can expect from our day¬ 
parts," said Hiser. "It's not homoge¬ 
nous like some stations." Fabian 
agreed: "If you give people a varied 
dial tone, sooner or later they're going 
to catch on." 

"Success begins 
with your on-air 

talent." 

But maintaining consistency does 
not mean not making improvements. 
"We're tinkering 24 hours a day and I 
mean that literally," said Robert Hy¬ 
land, CBS-Radio Senior. Vice. Presi¬ 
dent. and General Manager of KMOX 
in St. Louis. "That's not conversa¬ 
tion." 
"We try to avoid creeping compla¬ 

cency," said Abel. "We always try to 
find new and better ways to improve 
our services, of providing the serv¬ 
ice." 
Successful AMs are also character¬ 

ized by a high degree of community 

involvement and community serv¬ 
ice, both on a corporate and personal 
level. "It's a case of being wired into 
the community in a way no one else 
is. You pay attention to what’s going 
on and you know what’s important," 
said KDKA's Durkin. "It's a lot of 
work to find out what’s going on in a 
town. I read the letters to the editor 
and listen to the talk shows." 
KIRO gets results too, noted Abel: 

"We're very active in the community 
and in supporting the arts. There are 
30-40 events we sponsor, including 
Sea Fair, the biggest event in Seattle, 
and Poncho, where we raise $1.2 
million for the arts in Seattle. Seattle 
has come to depend on us." 
That kind of commitment doesn’t 

come without personal support. "It's 
a big commitment, and a lot of time," 
he added. "Of 400 people here, 100 
gave 100 or more hours to commu¬ 
nity service in the past year. That’s 
two hours a week. We recognize I 
them at an event at Christmas." 

"It's crucial," noted Hiser "that the 
personalities have ties professionally I 
and personally. They're in the pony 
league, the softball leagues." 
Campbell described WMAL's morn¬ 
ing team, Harden and Weaver, as I 

loe Abet, KIRO 
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"almost a public utility in this town." 
Not all community efforts are for 

charity: "We do a lot of telephone 
call-ins. Almost everyone who lives 
in southwestern Wyoming, northeast¬ 
ern Utah or southeastern Idaho has 
been on our air," said Jim Carroll, vice 
president/operations manager for 
Crecelius-Lundquist Communica¬ 
tions, which owns KMER in 
Kemmerer, WY. "Wealso worked. ..to 
get eight high school teams which we 
run. We took a page out of network 
sports broadcasting and will break in 
with other games." 
AM managers don't see AM in a 

hole, they see it as Radio. 
"I think AM broadcasters have to 

stop apologizing for being AM," said 
KMER's Carroll. "Get creative, use 

and I didn't pay for them, cups, and I 
didn't pay for them. We're aggres¬ 
sive in keeping our name out before 
the listeners." 
But some AMs are also willing to 

spend when they have to. 
"We decided a long time ago not to 

roll over and die," said Fabian. 

AM managers don't 
see AM in a hole, 

they see it as Radio. 

"We take calculated risks. We weigh 
imagination. Find a market void. 
Where AMs are failing, there are a 
number of ingredients that they have¬ 
n’t brought together. They haven't 
changed based on market research. 
When billing goes down, we get 
scared and stop marketing. Get 
creative. We gave out 
bumper stick¬ 
ers, 

the benefits. We make changes while 
we're winning. We have not kept a 
pat hand," said Abel. 
"Some stations are looking for the 

3-6 month uptick in the book," Abel | 
added. "You've got to have a 10-year 
perspective. You bite the bullet, you 
make the investment, you dig in for I 
three to four years." 
Hyland admits winning takes ef-

fort: "You can't run by the seat of your 
pants, you have to work at it and 
invest. It's expensive, but it pays off." 
Keeping the station's name in front of 
listeners is crucial. These AMs do 
between 20 and 75 big promotions a 
year. 
"We do about 75 remotes a year, 

half are community oriented things, 
half commercial," said Carroll. "We 
did a promotion in conjunction with 
Cowboy Days, in Evanston, 50 miles 
away. We gave away about $15,000, 
which included a car, and it grossed 
us $50,000." 
At WGN, Riemenschneider said 

"When the Cubs did the first night 
game, we did a promotion with True 
Value Hardware, where you signed 
up for the chance to win one of 300 
pairs of tickets. We had 500,000 en¬ 
trants." 
"We do a 'Bob Collins Pop Quiz' 

promotion, which runs for three 
weeks," he added. "We draw from 
schools whose teams answer ques¬ 
tions, 8:30 to 9:30 a.m. Local colleges 
and the public library supply the ques¬ 
tions, which are asked by our differ¬ 
ent personalities [on tape] during the 

hour. The Chicago Tribune co¬ 
ops the ads. We give prizes to 

the schools, like a computer 
or a cellular phone. The 
schools broadcast it on their 
public address system. It 
teaches kids what AM radio 
is all about." 
What is the future of AM 

Radio? 
"I don't think it matters 
whether you're AM or FM if 
you've positioned correctly," 
said Abel. "It’s not AM/FM, 
it's the ‘ iture of how you run 
your business." 
Hyland agreed. "The future 

is as big as ve want to make it. 
As F ng as we play heads up, 
piay c «mmitted and aren't 
afraid to invest." 

* aureen Durkin may have 
pu ibest: "I drink if you re a 

station, there's 1 *«ys a 
for vor." 
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Selling Radio 
by Dave "Giff" Gifford 

How To Close More 
Radio Sales, Part II 

ten message taped to the dashboard 
of the car. It read, "I have the power 
to set the mood of every call." Mood 
Power-- in other words, the most ef¬ 
fective closing technique available to 
your salespeople, is attitude. 

In effect, a live call is a live ad for ra-

at big, black Chrysler New 
/I Yorker pulls in and breaks to 
AJ a stop about 100 feet from the 
> ■ store front. As soon as it's 
lone occupant gets out, the manager 
instantly recognizes Lee Iacocca. He’s 
tall, graying, bald- - -
ing a little and look j 
at those glasses. 
Pin-striped in a | 

power-blue suit, 
Iacocca now ad¬ 
vances toward the I 
store. What a vis- I 
age. That in-com-
mand Iacocca pres- ' 
ence, that eagle- ! 

eyed confidence, | 
even the gait of his 
full-speed-ahead 
pace says here is a 
man who, truly, 
must have truth by 
the tail. He opens 
the front door and 
enters. Bang, there’s 
that trademark TV 
smile. 
The imagination 

works wonders. 
There was no 
Iacocca but he was 
described as if he 
were there as if in 
real life. Why? 
Because the printed 
word of description 

person determine how soon to close 
on a call. 

If Lee Iacocca wanted to buy some¬ 
thing, most salespeople would close 
and let him buy whatever is being 
sold. 

dio and a live ad for the salesperson’s 
station, but it is also a live ad for the 
salespeople as well. How salespeople 
are perceived is totally dependent on 
an understanding of the dynamics at 
play in setting the mood of every call 
and the realization that how sale-
— - —i speople are per-

i ceived is some-
: one's reality—the 

reality of their best 
customers and 
prospects. 
When else does a 
salesperson close? 

I One could say sa-
! lespeople should 
I close whenever 
I their closing in-
■ stinct tells them to 

close, but what if 
they haven't yet 
developed a clos¬ 
ing instinct? 
Some people 

J close too soon, 
I before the prospect 
I is ready to commit, 
I (which the major 
I fa 1 lacy of the ea rly 
I and often closing 
I technique is a 
I widely misunder-
■ stood strategy). 
I Some people close 
I too late and 
I thereby miss out 

is worth more than a thousand pic¬ 
tures. Because the imagination adds 
real-life images to pH word pictures 
and sounds. 
Anyone can imagin .eemg Let 

Iacocca, "live" as life in the imagina¬ 
tion, because there is a pt rc ption of 
hcocca. A perception ere 
adve g and from per 

Jd fron’ 
■ pack¬ 

Moreim . orta cly, salespeople will 
close more effc \,vely once they dis¬ 
cover the power to pragmatically 
create and shape their own personal 

aging 
The Imaginai ' 
- 4- —-_ 
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les-

perception—their r 
aging It is the i 
soon to close on : 
For years, as a t 

so t' : last thir 
before ; ’tting out 
time an sun v eat 

»f"t ersonalpack-
' son on how 

ngsalespei 
y-iter saw 
kar was a 
Spe-writ-

—* on all too many 
precious and few closing opportuni¬ 
ties during the call. 
Salespeople can be taught how to 

close, but the truth is that the only 
way they will learn how to close is 
through tailure. From closing at-
te opts plural. Learn to close by clos¬ 
ing. The good news is that, in time, 
salespeople will indeed develop an 
instinct for when and h ;w to close. 
In the meantime, while salespeople 



Selling Radio 

develop that instinct, expedite the 
process by providing them with the 
following guidelines: 

something else. Because one no fol¬ 
lows another no in a turndown, when 
there's an order it's a yes after yes 

Move Into A Closing 
Mode Whenever: 

1. You get a confirmed kill of the 
prospects major objection. 

2. You set up an action close with 
a string of minor agreements. 

3. One ofyourtest closesconfirms 
definite interest. 

4. Oneofyourtest closesconfirms 
that a condition of implied con¬ 
sents present. 

5. Oneofyourtest closesconfirms 
the prospect's intention. 

6. Their non-verbal communica¬ 
tion (buying signals) tells you 
you've hit pay-dirt. 

7. You get a buying question. 
8. After you get an order. 

Points 1 through 7 are self-explana¬ 
tory, but what's this business of clos¬ 
ing after securing the order? Rather 
than getting an order and getting out 
of there before the client changes his 
or her mind, close them again. 
For example, if they signed a con¬ 

tract, then obviously the salesperson 
had no more objections to overcome, 
since selling is overcoming objections, 
which means that the prospect must 
have agreed to the price, and appar¬ 
ently did so because they came to the 
conclusion the station could help their 
business; that they wanted v hat the 
salesperson was selling, pe^Cd. In 

situation. 
To make the point, think back to 

last fall when most stations first 

fact—think about it—a reta, biws 
the station only when the t tr ? 
time more than the mone ts 
bi y the time. 

Explain to salespeople P maybe 
th e prospect who has just sr 1 : s 
trying to tell the" sor ' it 
today is their day to ' icis, 
because the sa.esper hem 
at the right time. ' every¬ 
thing, so now is the 11 tl em 

started selling Christmas. What 
happened? Very likely, the sale¬ 
speople, after getting each succeed¬ 
ing Christmas order, probably made 
quick exits for fear of getting a cancel¬ 
lation before start. The salespeople 
got a lot of Christmas orders, but 
that’s all they got. 
What might they have ended up 

with had the station's game plan 
called for the salespeople to go after 
more than just a single Christmas 
order? Signature #2 could have been 
for each client's 1989 business. That 
would have been Plan "A". 
Having possibly failed in that ef-

I fort, then it would have been time to 
execute Plan "B" and go after their 

I first quarter business, as a consola¬ 
tion. If that too failed, then the im-

I piementation of Plan "C"—to get their 
January business at the very least— 

I might have been just what the doctor 
ordered to get Signature #2. 
The lesson is that if salespeople go 

I after only one order at a time, then 
one order is all they can expect to get. 
Better trained salespeople operate out 
of a presentation and closing strategy 
that conditions them to go after as 
many orders as they can get, on as 
many calls as possible. 
Salespeople who close after they 

get an order, because they are trained 
to go after more than one order at a 
time, end up leaving very li Tie money 
on the table f< - cilespeople who 
practice the n; d--un clos¬ 
ing stra teg^s Ty every 
one in this t 
Next wee b ying 

sign; 's and s, ,nd a 
close-un k i sp cop' 
snoulause* , es ’ 
Coni. J ( 
foundt I Off nc
Santa S <ci 

fert Hr' _ 

22 



DC Databank 

CALL LETTER CHANGES ( # applied for by new owners) 
( effective date given if after 4/10/89) 

AR ES Prichard WLPR
pa Murfreesboro # kMTB 
“ KSJQ96 7 KWTY KbJU-967 Manteca kizs 

KFIO 1i°(T45q Porterville KPOR 
CO KBP^7in 9 Ridgecrest # klOA-FM 
Fl WTRiMnnn Denver # KBXG R WTRU-1000 Jupiter WZIP 

oew-88.1* Ocalo WHIJ 

GA Kcw/rp? yon Ringg° |d WSGC 
KGVV(CP)-720 Templeton KVGR 

new-100.5 Henry WRVY-FM 
new-101.3 Mattoon WMCI 

KY WCKP(CP)-101.3 Shelbyville WCKD 

LA ZTim Bat0(1 R0U9e WKJNWKJN 103.3 Hammond WKJN-FM 
ME WYCD(CP)-105.3 Kittery WKCD 

Ml S ™ W71 YOrk Centef # WCQL-FM Cool 
Ml WPAG-FM-107.1 Ann Arbor WAMX 

Bay City WUCX-FM 
new-94.3 Leland WLEL 

NM new-94.5 Silver City KSCQ 

NY new-96.9 Arlington WQLS 

wKr 9̂ C°rtland WNYP-FM New York's Power 
WKGL-92.7 Middletown # WKOJ 

NC WRLX-102.9 Hickory WEZC 

H'9h Point WWWB B-100 
WWGN-1320 Washington # WTOW 

OR KPRB-FM-102.7 Redmond # KSJJ (reouested) 
PA WHYP-FM-100.9 North East # ^(^aested) 

co Wilkes-Barre # WOLZ (requested) 
SC WNEZ-990 Aiken WKXC 

WBES-1560 Clemson WCCP 
WMRB-1490 Greenville # WPCI 

WGFG-100.1 Lake City WQTR 4/15/89 
TN new-104.3 Surgoinsville WOTH 

TX KV0J-1130 Edna # ktmr (requested) 
VA WSPV-105.5 Buffalo Gap # WSKO 

Wl WILV-94.9 Baraboo WOLX-FM 

new99.7 Black River Falls WWIS-FM 
new-101.5 Tomah WZFR 

ThePulseOf Radio 



DC Databank 

NEW STATIONS: APPLICATIONS 
('non-commercial station) (& reapplication) (-»-competes with existing application) 

CA 105.7& Avenal 915 w, 597 ft. Avenal Broadcasting 

104.9+& San Clemente 3000 w. 43 ft. San Clemente Broadcasting Corp. 
104.9+& San Clemente 3000 w, 328 ft. TR/AS Salisbury Bcstg. Co. 

CO 89.7* Pueblo 50000 w, -26 ft. Joy Media Broadcasters, Inc. 
GA 100.3 Quincy 3000 w, ? ft. Ralph E. Wittick 

MO 97.1 La Monte 1350 w, 492 ft. Valkyrie Broadcasting, Inc. 
NM 94.7+ Sante Fe 43000 w, 2795 ft. John Strelitz 

94.7+ Sante Fe 43000 w. 2788 ft. SKR, Inc. 
NC 94.7+ Leland 3000 w, 328 ft. Antoinette Gray, Inc. 

TX 105.9*& Stanton 3000 w, 300 ft S. W. Ed. Media Found, of TX 

_ _ ____________—--- --

PROPOSED STATION TRANSFERS ( r reorganization of existing ownership) 
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AL WAJF 

WFSF 
AZ KATR 

AR KYDE 
KRLW 

CA (CP) 
KVMR 

KQPT 
KATY 

CT WADS 
FL WAPE 

WWTK 
WVCF 

FL WFOY 
GA WYNR 

WKGQ 
WSKS 

WIML 
HI KLUA 

IN WASK 
KS KSOK 

KDGB 

KTOP 
WREN 

ME WTHT 

WCQL 
MD WNAV 

WQSI 
MA WALE 

WHAI 

Ml WHFB 
MN KWOA 

NH WCQL 
NM KLLT 
NY WJYE 

NC WTZQ 
WKMT 

OR KBND 
PR WBMJ 

SC (CP) 
WTCB 

WXLF 

WFIG 
TN WGFX 
Vh WPSK 

WYVE 

1490 

1200 
1490/KJYK-94.9 

1590 

1320/106.3 

91.3* 
895* 

100.5 
1340 

690 

690 

(CP)-730 
1480 
1240/WUVU-97.7 

790/WPIQ-101.5 
1060 
97.9 

106.3 

(CP)-93.5 
1450/105.3 
1280 

(CP)-93.9 
1490 

1250 
102.9 

FM-95.3 

1430/WHFS-99.1 

820/WZYQ-103.9 
1400 

1240/98.3 
1060/99.9 

730/95.1 
1380 

95.3 
96.1 
1600 
1220 

111O/KLRR-1O7.5 
1190 
100.7 
106.7 

1150 
1290AWVr M-101.3 

104.5 
FM-107.1 

1280 

Decatur 

Ozark 

Tucson 

Pine Bluff 

Walnut Ridge 

Barstow 

Nevada City 

Sacramento 
San Luis Obispo 

Ansonia 
Jacksonville 

Lake Placid 
Ocoee 

Saint Augustine 
Brunswick 

Milledgeville 

Spada 

Wrightsville 
Kailua-Kona 

Lafayette 
Arkansas City 

Dodge City 
Topeka 

Topeka 
Portland 
York Center 

Annapolis 

Frederick 
Fall River 

Greenfield 
Benton Harbc. 
Worthington 

Portsmouth 

Grants 
Buffalo :.-+ 
Hendersonvflt^ 
Kings Mountain 1 

Bend , 

San J- in 

Cite.. L 

Orahgeung 
Rock Hill ’ 
Sumter 

Gallatin / 
Pulaski I 

Wytheville 

to 

to 
in 

to 
in 

to 
to 

in 

to 

to 

to 

to 

to 

to 

to 

to 

to 

to 

to 
in 

to 

to 

to 

to 
to 

to 
in 

in 

to 
in 

to 
to 

to 

to 
to 

to 
to 

to 

t-
to 

in 
in 

to 
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Estate of J.B. Fait, Jr. 

Morgan Broadcasting, LP 

Duchossois Communications Co. 

Southwest Communications, Inc. 
Voices Unlimited, Inc. 

Community Ed. TV, Inc. 

Nevada City Community Broadcast Group 

Duchossois Communications Co. 
Electric Communications-lll, Inc. 
Jack, Silvia & Manuel Santos 

Genesis Comm, of Jacksonville, Inc. 
Highlands Media Co., Inc. 

Efrain Archilla-Roig 

Sage Broadcasting Corp. 
Eagle Broadcasting, Inc. 

Alexander Mitchell Comm. Corp 
Alexander Mitchell Comm. Corp. 

Johnson County Broadcasters, Inc. 

Sirius Communications, Inc. 

Duchossois Communications Co. 
Cowley County Communications Co. 
Lesso, Inc. 

Barr Broadcasting Corp. 

Uno Broadcasting Corp. 
Fuller-Jeffrey Broadcasting 

Sunshine Group Broadcasting 

Duchossois Communications Co. 

Musical Heights, Inc. 
S N E Broadcasting, Ltd 

Haigis Broadcasting Corp. 
Independence Broadcasting, tP 

Nobels Broadcasting Co., Ltd. 
Sunshine Group Broadcasting 

David French Boyd, Jr., Trust 
Williams Broadcasting Co. . 

Conner Communications, Inc. 
Bridges Broadcasting Co . Inc. 

Stephen P. Green, Ch.1 1 Trustee 
Ca1 vary Ewr -gelistic Mission, I; c. 

Southern C-mmun' atign’s, 'ne. 

Radio Soiih Carolird, ire. 
Tri-County Broadcast: rg, me. 

CumecockC ty Broadcasting, 'ne. ■ 
Tiai.gle Brocuoasting Co. 
N+x R 'er Media Group, !.ic. 

Senune1 CpT-r.uráwn';, Inc. । 

The Arise Of Radio 



RETURNED/DISMISSED APPLICATIONS 

Greenfield (D) Armida Median Cabello 

o* r reen?e Í J SG Communications, LP 
n? Q+rœen æM h Buena Vista Broadcasting, LP 

07 q9+ ° San Vicenle Communications 
97.9+ Salinas (denied) B F J Timm 

97.9+ Salinas (denied) Calif. Community TV Network 

97.9+ Salmas denied) Crystal Communications, Inc. 
97.9+ Salinas (denied) Julio A. Villamil 
97.9+ Salinas (denied) Lawrence M. Wrathall 

97.9+ Salinas (denied) Mira Elena Villamil 

?!lnas (denied) Salinas Broadcasting, LP 
97.9+ Salinas (denied) Southern Calif. Bcstg Co 

„ Winton (D) TGR Broadcasting 
GA 101.9+ Cleveland (D) Linda B Guest 

101.9+ Cleveland (D) Newsic.lnc 

101^9+ Cleveland (D) White County Broadcasting 
95.7+ Trion (D) Boyce Dooley 

IN 106. 7+ Greenwood (D) Heartland Radio LP 
107.9+ New Haven (D) Frank Kovas 

107.9+ New Haven (D) Joseph G. Parson 
107.9+ New Häven (D) Larko Communications Inc 

KS 102.5+ North Fort Riley (D) North Fort Riley Radio Inc 

LA 106.7+ Rayne (D) Cart Broadcasting Co Inc 
102.9+ Shreveport (0) KNWL, LP 

ME 107.3+ Old Town (D) KnightRadio 

MD 94.3+ Cambridge (D) Eastern Shore Broadcasting ,LP 
98.9+ Salisbury (D) Thompson's Radio LP 

NE 93.3+ Bennington (D) Nebraska Broadcast LP 
NV 1100+ Las Vegas (0) Don Werlinger 

NY 96.1+ Center Moriches (D) Bay Media Group, Inc. 
96.1+ Center Moriches (D) Enrique Carlos Gross 
96.1+ Center Moriches (D) Rockhit Communications USA 
107.3+ Honeoye Falls (D) Sima Birach 

NC 102.5+Louisburg (DO Benjamin J. Terry 
102.5+ Louisburg (D) KB Broadcasting LP 
102.5+ Louisburg (D) Louisburg FM Radio, Inc. 

OH 107.5+ Columbus (D) O'Leary Broadcasting, Inc. 
TN 97.3+ South Pittsburg (D) Tennessee Broadcast Group LP 
VA 107.5+ Charlottesville (D) Timothy FM, LP 

1200 Powhatan (D) Golden Rule Organ. Workshop 
WV 92.5+ Danville (D) Boone Communications 
WY 107.3+Kemmerer (D) Crecelius/Lundquist Comm. 

DISMISSED STATION TRANSFERS 

VT WRQL(CP)-104.1 Rupert to WGLV Radio, Inc. 

FM ALLOCATIONS: PROPOSED AMENDMENTS 

AZ KRRT Sr7 h ,0 104 3 01 from A, counterproposal com Apr. 18 
Z neT Casa Grande to 105.5 C2 from A, com. May 26, rep. Jun. 12 

KcnyrcPt E yP°° t0 106.1 A from 105.5 A, with KCDX proposal 

KY nPwDXCP Set to 105.3 C2 from A, com. May 26, rep. Jun. 12 
_ e Calvrt Cl,y add 991 A. counterproposal comments Apr. 18 

FM ALLOCATIONS: GRANTED AMENDMENTS 

MS new Monticello to 102.1 C2 from A 

MO KXOZ(CP) Mountain View to 96.9 C2 from 96.7 A 

FM ALLOCATIONS: DISMISSED AMENDMENTS 

LA new west Monroe. add 97.3 A 

NEW STATIONS: GRANTS 

CA n?n9 Greenfield 1510 w, 2388 ft. Q Prime, Inc. 

qo ? ,^as W1 328 Artichoke Broadcasting Corp, 
r. ins , d + 3000 w'328 ft. Winton Broadcasting Co. 
CA mo Key Colony Beach 300 w, 328 ft. Richard L. Silva 

IN 07 0 Cleveland 3000 w, 328 ft Terry Wayne Barnhardt 

ME 07 3 k?” °w'328 ft ' Allen County Broadcasting, Lp 
MD 07 1- c L° 38300 w, 561 ft. Penobscot Indian Nation 
NP ?096 Frostburg 145 w, 1401ft. He's Alive, Inc. 

WA X Louisburg 3000 w, 328 ft. Franklin Broadcasting Co. 

WV 09 6 n uy 5000/500 w, DA-2 Family Stations, Inc. 
WY ?n7 Q P 6 500 w, 695 ft. Price Broadcasting Co. 
WY 107.3 Kemmerer 850 w. 590 ft. Linda S. Woolsey 

The new Pulse is de¬ 
signed just for radio 
management, to provide 
you, the chief, with a 
WEEKLY source of ideas 
and tools to help put 
another feather in your 
cap. Our focus is to keep 
you on target with valu¬ 
able, positive, credible, 
unbiased information. 

Subscribe today 
407-626-3774. 

'he. Pulse Of Rudjo
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Classifieds 

HELP WANTED-MANAGEMENT 

Radio Management 

General Managers, Sales Managers, 
Progammers, Engineers 

Ragan Henri/ Broadcast Group LP Is Ready To Grow Again. 
If you are ready to grow, contact us to discuss present and future 
opportunities. Here's what we look for: 
• Strong track record of consistent accomplishment. 
• Battle experience in competitive markets. 
• Evidence of creativity and innovation. 
• High energy. 
• Ability to inspire a staff to win. 

MY 
EXPERIENCE 
AND RESULTS 
PROVE IT ALL!! 

If you are looking for a mature VP, 
General Managerto turn it around or in¬ 
crease profits, I'm available April 28th. 

We especially want to hear from you if 
you are presently employed in a great job 

with no future. Send your written 
presentation and resume to: 

Bob Hughes, President 
Ragan Henry Broadcast Group LP 
5210 Auth Road, Suite 402 
Marlow Heights, MD 20746 

Best management and sales refer¬ 
ences, including my present CEO. All 
large or medium markets considered. 
Reply c/o The Pulse Blind Box 436 

Please, no phone calls We will answer each response promptly 

EQUAL OPPORTUNITY EMPLOYER 

Confidential interviews now being scheduled lor the NAB Convention RELATED FIELDS 

OWNERSHIP 
OPPORTUNITY 

FOR G.M. 
Own 45% of AM/FM 

combo for as little as $60,000 
down with option to ac¬ 
quire balance over long 
term. 
Highly rated stations in 

upper midwest Arbitron 
market of 90,000. Unprece¬ 
dented opportunity for 
qualified, sales-oriented 
G.M. Send Letter & Res¬ 
ume c/o The Pulse Blin. ? 

Box 540 

Account 
Executive 
Motivated selfstarter 
to sell in Florida... 
Key West or Naples. 
Send resume to Joe 

Landon, 1100 5th Ave. 
So., Suite 407, Naples, 
FL 3394F r ( all (813) 

FM FREQUENCY SEARCHES 
For new drop-ins or upgrades. $150 each. 
New station applications too. Fast service. 
CONTEMPORARY COMMUNICATIONS. 
(205) 749-3340 

BE ABOVE THE REST! 

BLIMPvl 
i FLOATING SICNS^^JJ 

800-235-2201 

Giant 
Blimps, 
Hot Air 
Balloons, 
Roof Top 
Balloons 

GREAT CONSULTANT 
SALES LEADER 

NEEDED 
... » 

Professional staff. Rate integri 
Adult format. Honestboss. Frend 1 

Sunbelt ma ’ of 100,000. 
Reply c/o r Blind Box 414 fed Press Bit 

‘‘Full Service Consulting" 

STATION Positioning 

FORMAT Design or Re Design 

TARGETED P- n-otions 

MARKET Monitoring 

TALENT Development 

f61 N'jrth Shore Drive 
cort t Lake, MN 55025-121

(612) 464-4U56 



PRODUCTS AND SERVICES 

Public Service With Heart 
Gom Medal Winner 1988 International Radio Festival of New York 

_ hnf6a b̂ is a hot topiC- Hl6 Heart of the Matter is 

aíal teífHf!"“ that deals with heart’health, and quality of life issues. And its free. 

credib^S^^Vr^ brinös your ’«steners 
Hookbs ï ,r°7 sources such as Johns 
Thev Sk S’.,, d tha Nat,onal Cancer Institute, 
mey talk about everything from heart attack nrp 
vention, to AIDS, to a„„ 

Adjacencies can be sold at the beginning and 
end of each segment of The Heart of the Matter 
And you can choose the daily 4 1/2 minute pro¬ 
gram, or the 29 minute weekly magazine version. 

Call us for more information and a free demo at 
(301)486-4624 

DIAMOND COMMUNICATIONS. INC 
2835 SMITH AVENUE, SUITE 205, BALTIMORE, MD 21209 

^^9° 3aiSdn SONINHOW NHDiL 
LIKE DRQP~INS • FULLY PRODUCED JINGI FS 

-a Today's weather sucks 4iDC*nvAM. Today's weather sucks ALREADY ON: 
We're to cheep 
Another Bozo opinion 
More useless trivia 
Your horoscope sucks 

• What a dork 

FREE DEMO: 

$99.95 
AND YOU 

OWN THEM! 

NO LEASE 

Q 93 New Orleans 

FM 102 Sacramento 

Hot 97.7 San Jose 

Quantum Concepts™ (71 4) 683-2161 8 to 5 Pacific 

Q: HOW DO YOU WRITE A JINGLE FOR 
A FUNERAL PARLOR? 
A cemetery, a laundromat, a church, a congressman, a strip joint 
a public school system, a hospital, a truck stop, a garbage company’ a 
chiropractor, a dentist, a basketball team and a symphony orchestra7

A: CALL PHILADELPHIA MUSIC WORKS 
Philadelphia /Music //arks 

RO- Box 947, Bryn Mawr, PA I9O1O» 215-825-5656 • 1-8OO-368-OO33 

SITUATIONS WANTED -MANAGEMEN 

My Resume Tells a! * 
If you are looking for a mature 
majar market V.J’. Gene.«! Man¬ 
ager to turn it around or i ncrease 
profit, I'm available after May 

; -ound Imp 
adingpre* 

c. ast large or 
•us’dered. 

20 years experience as ov r 
gæupG.M. Excel lent sa 
t;, 'on and mana ;en e; 

rand 
repu-

. back-

C/ O e Ise Bo; 
Hi> hv a . One/ 
'I 

PULSE CLASSIFIEDS 
GET RESULTS! 

Classified listings for help wanted or situ¬ 
ations desired over 20 words are $1.00 per 
word, with a $20.00 minimum per week. 
Category desired must be specified when ad 
is placed. 

Categories available: 
Management, On-Air, Sales, Programming, 
Technical/Engineering, Related Industries 
Promotions, News. 

The Pulse of Radio also offers at no charge 
(20 words) classified listings to those offer¬ 
ing employment opportunities in radio in¬ 
dustry as well as positions sought by people 
in those fields. 

Display advertisements are available at 
$20.00 per column inch per week. Black and 
white only. Blind boxes are available at an 
additional $10.00 per ad plus forwarding 
charges. 

Ad classified advertising is payable in ad¬ 
vance with typewritten copy accompaniec 
by a check payable to 'The Pulse of Radio.-
C. py must be received no later than the 
Friday prior to cover date. All classified and 
display advertising must be paid in advance 

All listir gs by mail or facsimile to Pulse 
ssXieds.UU U.S. High way One, N. Palm 
ch. Fl ." ’08. 407-626-3774 
407-626-3505 



Classifieds 

HELP WANTED-MANAGEMENT 

Radio Management 

General Managers, Sales Managers, 
Progammers, Engineers 

Ragan Henri/ Broadcast Group LP Is Ready To Grow Again. 
If you are ready to grow, contact us to discuss present and future 
opportunities. Here's what we look for: 
• Strong track record of consistent accomplishment. 
• Battle experience in competitive markets. 
• Evidence of creativity and innovation. 
• High energy. 
• Ability to inspire a staff to win. 

We especially want to hear from you if 
you are presently employed in a great job 

with no future. Send your written 
presentation and resume to: 

Bob Hughes, President 
Ragan Henry Broadcast Group LP 
5210 Auth Road, Suite 402 
Marlow Heights, MD 20746 

MY 
EXPERIENCE 
AND RESULTS 
PROVE IT ALL!! 

If you are looking for a mature VP, 
General Managertoturn itaround or in¬ 
crease profits, I'm available April 28th. 

Best management and sales refer¬ 
ences, including my present CEO. All 
large or medium markets considered. 
Reply c/o The Pulse Blind Box 436 

Please, no phone calls We will answer each response promptly 

EQUAL OPPORTUNITY EMPLOYER 

Confidential interviews now being scheduled for the NAB Convention RELATED FIELDS 

OWNERSHIP 
OPPORTUNITY 

FOR G.M. 
Own 45% of AM/FM 

combo for as little as $60,000 
down with option to ac¬ 
quire balance over long 
term. 
Highly rated stations in 

upper midwest Arbitron 
market of 90,000. Unprece¬ 
dented opportunity for 
Sualified, sales-oriented 
I.M. Send Letter & Res¬ 

ume c/o The Pulse Blin.’ 
Box 540 

I-
GREAT CONSULTANT 

SALES LEADER 
NEEDED 

Professional staff. Rate integri 
Adult format. Honestboss. Frend ' 
Sunbelt ma ’ of 100,C00. 
Reply c/o r Blind Box 414 

i 

FM FREQUENCY SEARCHES 
For new drop-ins or upgrades. $150 each. 
New station applications too. Fast service. 
CONTEMPORARY COMMUNICATIONS. 
(205) 749-3340 

Account 
Executive 
Motivated selfstarter 
to sell in Florida... 
Key West or Naples. 
Send resume to Joe 

Landon, 1100 5th Ave. 
So., Suite 407, Naples, 
FL 3394F roll (813) 

434-

BE ABOVE THE REST! 

. blimpyI 
I FLOATING SIGNS 

8OO-235-22O1 

Giant 
Blimps, 
Hot Air 
Balloons. 
Roof Top 
Balloons 

Radio syi 
office ar 
prefer1-
Nuy 

.mer foi genei 
ws. Experience 
.O. Box 615,Var 

Full Service Consulting" 

STATION Positioning 

FORMAT Design or Re Design 

TARGETED P* motions 

MARKET Monitoring 

TALENT Development 

led Press Bn 
561 North Shore Drive 

corc t Lake, MM 55025-12'’ 
(S12) 464-4U56 

The Pulse Ot .. 



PRODUCTS AND SERVICES 

Public Service With Heart 
Gold Medal Winner 1988 International Radio Festival of New York 
Health is a hot topic. The Heart of the Matter is 

n.!£ tha‘deals with heart - health , and quality of life issues. And its free. 

brings your listeners 
credible professionals from sources such as Johns 
Hopkins, NIH, and the National Cancer Institute. 
They talk about everything from heart attack pre¬ 
vention, to AIDS, to nutrition and sports medicine. 

Adjacencies can be sold at the beginning and 
end of each segment of The Heart of the Matter 
And you can choose the daily 4 1/2 minute pro¬ 
gram, or the 29 minute weekly magazine version. 

Call us for more information and a free demo at 
(301)486-4624 

DIAMOND COMMUNICATIONS. INC. 
2835 SMITH AVENUE, SUITE 205, BALTIMORE, MD 21209 

3UISdn SONINHOW NHÍM. 
^USE LIKE DROP-INS • FULLY PRODUCED .UNGI FS 

Today's weather sucks 
'• We're to cheep 

Another Bozo opinion 
—• More useless trivia 

\ «Your horoscope sucks 
• What a dork 

FREE DEMO: 

$99.95 
AND YOU 

OWN THEM! 

NO LEASE 

ALREADY ON: 

Q 93 New Orleans 

FM 102 Sacramento 

Hot 97.7 San Jose 

Quantum Concepts™ (71 4) 683-21 61 8 to 5 Pacific 

0: HOW DO YOU WRITE A JINGLE FOR 
A FUNERAL PARLOR? 
A cemetery, a laundromat, a church, a congressman, a strip joint, 
a public school system, a hospital, a truck stop, a garbage company’ a 
chiropractor, a dentist, a basketball team and a symphony orchestra7

A: CALL PHILADELPHIA MUSIC WORKS 
Philadelphia /Music /Morks 

PULSE CLASSIFIEDS 
GET RESULTS! 

Classified listings for help wanted or situ¬ 
ations desired over 20 words are $1.00 per 
word, with a $20.00 minimum per week. 
Category desired must be specified when ad 
is placed. 

Categories available: 
Management, On-Air, Sales, Programming, 
Technical/Engineering, Related Industries, 
Promotions, News. 

The Pulse of Radio also offers at no charge 
(20 words) classified listings to those offer¬ 
ing employment opportunities in radio in¬ 
dustry as well as positions sought by people 
in those fields. 

R0. Box 947, Bryn Mawr, PA 19010 • 215-825-5656 • 1-8OO-368-OO33 

SITUATIONS WANTED -MANAGEMEN 

My Resume Tells it * 
If you ire looking for a mature 
ma; jr market V. JGene.«J Man¬ 
ager to turn it around or i ncrease 
piofi^s, I’m available after May 

20 years experience as ov r rand 
g-oupG.M. Excellents« •srepu-
^’■on and mana ,en en. oack-

< -oviid Imp 
udingpre* , 

c. ast large or 
<• 'iis dered. 

Cy O r Ise Bo; 
Hi, h’. a . One, I 
’I Ï Müc 

Display advertisements are available at 
$20.00 per column inch per week. Black and 
white only. Blind boxes are available at an 
additional $10.00 per ad plus forwarding 
charges. 

Ail classified advertising is payable in ad¬ 
vance with typewritten copy accompaniec 
by a check payable to "The Pulse of Radio.-
C. py must be received no later than the 
Friday prior to cover date. All classified and 
display advertising must be paid in advance 

All listir gs by mail or facsimile to Pulse 
'ss/ie<'«,1212 U.S. Highway One, N. Palm 
ch, FL •' ’08. 407-626-3774 

A: 407-626 3505 



Soon 
Clark Won’t Be 
The Only One 

hThe Newsroom 
With Super Powers. 

No cape, no X-ray vision.. .just 
AP NewsDesk. A superpowered software 
system for radio and television stations, 

of your information flow. 
Be among the first to preview AP 

NewsDesk at the NAB Convention. Or 
coming soon from AP Broadcast 
Services. 

Designed to run on any IBM-

keep your eyes peeled to these pages for 
upcoming announcements. 

AP NewsDesk. The newsroom man¬ 
compatible PC, AP NewsDesk saves 
you time and 
money— and 
gives you 
control 

agement tool you've been waiting 
for from the 

best name in 
the news 
business. 

A^ißled Picss Bnoadcast Services 
I / 




