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ATTITUDES IN THE
AD COMMUNITY

Radio has a second public out there in
the ad community, and their attitudes and
opinions shape our revenues. Jhan
Hiber offers you insights into this
meaningful influence . . . and advice on

how to measure it.

BEHIND THE SOURCE

LICENSING CONTROVERSY
Brad Woodward presents a balanced
perspective on a combustible issue
pitting broadcasters against songwriters

and licensing organizations.

| DOUBLE GOLD

Sean Ross puts the overcrowded Oldies
market Phoenix under the microscope,
while Lon Helton shares responses from
programmers on his recent examination
of oldies’ role in Country radio.

Page 38, 63

IN THE NEWS THIS WEEK
® Bob Kipperman heads new CBS

radio program unit
® Judy Currier GM at KLZE

Opryland label

e Glenn Corneliess President of WHLI

& WKJY

Doug Harris PD at WJMO
KKGO sets jazz network

Phoenix
FM listening hits plateau

at KMGL
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Lee Stacy GSM at WVBF
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for $20 million

KROQ sale challenged
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| OUTSTANDING

PRODUCTION TIPS

Engineering columnist Michael Lee
| shares some secrets on how to set up
your station for production '80s style.

A LAST LOOK AT

HANDS ACROSS AMERICA

| Radio had a lot to do with the success of
Hands Across Ametica, as pointed up by

| Harvey Mednick's recap of its

| involvement in this once-in-a-lifetime

event

NEXT-WEEK IN R&R

The current_state of affairs in CHR
promotion is-examined in depth by Adam
White on the records side and Joel
Denver with radio in.an R&R minispecial.

‘Newsstand Price $5.00
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Charlie Minor renews A&M deal
Jerry Bradley heads up new

Ann Davis VP/GM at KACE

Glenn Colligan PD at WDRC (AM);
Frank Hotler PD at WDRC-FM

# KEYX debuts as modern AOR in
Larry Weiss GM, Steve O’Brien OM
Jazz radio honors Benny Goodman
Bob Skoro VP/A&R West Coast at
Ken Ferebee GSM at WCMS

Clear Channel buys WHAS & WAMZ

Al Swift's trafficking bill imminent

-

THE INDUSTRY'S W/

Rick Dobbis has been named
Exec. VP for RCA Records/US,
a new post which oversees the
label’s marketing, promotion,
and creative services opera-
tions.

Dobbis was VP/Marketing at
Chrysalis, and his move to RCA
had been expected. He reports
to RCA Records/US President
Bob Buziak, who commented,
“Rick brings to us many years
of broad and varied experience.
His knowledge and expertise in
all aspects of the business will
be central to leading the effort
to bring our artists’ music to the

Birch Promotes Livek
To President’s Post

Bill Livek has been promoted
to President/CEO of Birch Ra-
dio, effective June 23. Livek
replaces Dick Weinstein, who
has resigned from Birch and
will be announcing his future
plans shortly.

Tom Birch, founder and
Chairman of Birch Research,
commented, “The pain of losing
Dick Weinstein is lessened by

Temple PD

Barbara Temple

WCBS-FM/New York Assist-
ant PD Barbara Temple has
transferred to CBSFM CHR
WHTT/Boston as PD. She re-
places Bob Travis, who remains
with the company in an as-yet:
undetermined capacity. The
changes come amid industry
speculation that a format
change is in the works.

VP/GM Bob VanDerheyden
explained, “We're making a
change in programmers to
bring in somrie fresh perspective,
which will help us explore the
direction we currently have,
and to explore the other possi-
bilities. There are a number of
rumors regarding the direction
of the station, and to be the ulti-
mate diplomat, I deny none of
them, including the possibility
that we will remain CHR.

“I've long admired Barbara's
abilities in programming while I
was National PD and had day-
to-day conversations with her
on philosophy and program-
ming concepts. While I'm sorry

TEMPLE/See Page 6

the presence of Bill Livek. I'm
extraordinarily confident in
Bill’s abilities.”

Livek said, “Never before
have I had the’chance to be at
the top of Birch. And to assume
this position at this time in our
successful growth is a dream
come true.”

Weinstein ‘told R&R, “It's
easy to leave a losing operation,
but making the decision to leave
Birch'is a very tough one.”

Livek, who has been at Birch
since September 1984,as VP/
Sales & Marketing following
seven years at Arbitron,
discussed his priorities in his
new job: “First, I want to keep
the agency momentum going.
Also, a number of major groups
are evaluating the ratings ser-

KFI & KOST’s

KFI & KOST/Los Angeles
VP/GM and Cox Communica-
tions VP/Sales-Radio Don
Dalton passed away Tuesday
(6-17), nearly two weeks after
suffering a brain aneurism.
He collapsed in KFI & KOST's
parking lot on June 4, the
same day the stations’ traffic
reporter Bruce Wayne perish-
ed in a plane crash.

Dalton had just returned
from Miami, where he spent
several weeks overseeing
sister Cox outlets WIOD &
WAIA. Walter Liss Jr., Presi-
dent of Cox’s broadcasting
division, commented, ‘“He
was our friend. We'll miss him
terribly "

The 54-year-old broadcast
veteran joined Cox 1n 1974 as
KFI & KOST’s National Sales
Manager. Three years later he
advanced to GSM and in 1981
was promoted to VP/GM; he
added VP/Sales duties for the
chain in 1985. Prior to his Cox
affiliation, Dalton worked
with Major Market Radio in
New York, holding“executive
posts in sales and marketing
during a ten-year tenure.

Dalton is survived by his
wife Mary Ann and two child-
ren, Melanie and Leslie.

vices and we're hoping to capi-
talize on some of those. Those
will be my two early areas of
concentration.”

Among the groups evaluating
Birch. R&R has learned, is the
Bonneville International Group,
which has reportedly signed a
short-term contract with the
ratings service while concur-
rently deciding whether er not
to renew its subscription to Ar-
bitron.

Birch has also promoted Hel-
len Zimmerman to Senior VP/
Advertiser Agency Sales: Like
Livek. Zimmerman joined Birch
in 1984 from previous research
and media positions. She’ll be
responsible for continuing Birch
agency subscription efforts.

Dalton Dies

X

Don Dalton
Funeral arrangements were
pending at presstime.
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Dobbis Appointed
RCA Executive VP

Rick Dobbis

widest possible audience and to
the creative development of
their careers.”

Stated Dobbis, “It’'s a great
pleasure for me to be part of the
RCA family and to be associat-
ed with people I've long known
and admired. is is unques-
tionably the outstanding oppor-
tunity in our industry, as the
company has a great base to
build from.”

DOBBIS/See Page 6

Daniels

ABC Nets
Presidgnt

Aaron Daniels

As reported last week, Capi-
tal Cities corporate Vice Presi-
dent Aaron Daniels has been
named President of the ABC
Radie Networks, replacing Ed
McLaughlin, whose resignation
and subsequent consultancy
plans were announced earlier
this month. Daniels will be
responsible for all functions of
all ABC radio networks, and
will report directly to Cap Ci-
ties/ABC Radio President
James Arcara.

Prior to this appointment
Daniels served as President/
GM at Cap Cities-owned
WPRO-AM & FM/Providence.

DANIELS/See Page 6

FALLON SALES MANAGER
Arters Station
Manager At WNEW-FM

WNEW-FM/New York GSM
Rosemary Arters has been pro-
moted to Station Manager of the
Metromedia AOR.. The move
follows WNEW-FM VP/GM
Mike Kakoyiannis's recent
assumption of additional man-
agement duties for WNEW
(AM).

Kakoyiannis commented,
“It’'s a newly-created position
that will give Rosemary a
chance to become more involv-
ed in day-to-day operations of

the station. She’s shown an out-
standing ability to excel in
every sales and management
task she's undertaken.”

Arters has been with the sta-
tion for 11 years, and was Na-
tional Sales Manager before be-
ing named GSM. She will not be
replaced as GSM, but Account
Executiye Erank Fallon has
been upped o Sales Manager.
He joined WNEW-FM three-
and-a-half years ago after

‘working in the Group W chain.

P



KKGO announces a New syndicated 24 hour-a-day
satellite-delivered program service

for radio stations across
the United States. . .
'
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THE JAZZ NETWORK
KKGO, The world’s oldest, all jazz radio

station under original ownership,
announces the formation of THE JAZZ
NETWORK. With more than 27 years
of experience, along with its library of
30,000 jazz recordings, KKGO will pro-
vide stereo jazz programming 24 hours
a day for stations in both large and small
markets. FM, AM, and public stations
are invited to subscribe.

LOW OPERATING
COSTS FOR

SUBSCRIBING STATIONS

Now, for the first time ever, stations in
any market can program this unique
jazz format at a modest cost. In addition,
stations will not have the problems and
expenses associated with obtaining a
professional jazz air staff and library.
THE JAZZ NETWORK service may be

run either live assist or automated.
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SUPERB PROGRAMMING

THE JAZZ NETWORK provides a
balanced cross section of mainstream
and contemporary jazz. This skillful
blending of the entire jazz spectrum—
including both acoustic and fusion
selections — represents the most popular
jazz music that listeners want to hear,

THE JAZZ FORMAT
PRODUCES A LOYAL,
UPSCALE AUDIENCE

THE JAZZ NETWORK reaches a
loyal, upscale audience that Blue Chip
advertisers want because it produces
results among the 25-54 year-old
audience with high incomes. THE
JAZZ NETWORK’S sales tools, pro-
vided along with the program service,
will bring stations profitability along
with prestige in their respective
communities.

For Further Information Contact:

DRN

10880 WILSHIRE BOULEVARD SUITE 2006
LOS ANGELES, CALIFORNIA 90024

105FM

(213) 475-9494




-

PAGE THREE I
" JUNE 20, 1986 ]

TWO TYPES OF
| RADIO SPORTS
ANNOUNCERS

Richard Agata interviews
some of the nation's top
sports tak hosts, while

l Reed Bunzel hears

network Opinions on ex- |
jocks (athletes, not DJs) in
the booth. .

i

l Page 28, 34
Transactions . . A
Washington Report 12|
What's New .18
Street Talk A8

Ratings & Research: Jhan Hiber . . .24

| Ratings Results 26 |
‘ Sports On Radio: Richard Agata .. .30 ¢
Networks: Reed Bunze!, .. 3
Gold: Sean Ross . . ..38 |
Management. .. .. . 42
Engineering. . ... .. .. P o |
image & Marketing:
Harvey Mednick R |
On The Records: KenBarnes ... .. 48 |
Datebook: SeanRoss ... .. ...50
Records: Adam White. ... ...... .52
Caiendar: Brad Messer ... .......54
CHR: Joel Denver .. ............ 56 |
| ADR: Steve Feinstein .. .........60
AC: DonnaBrake .. ............62 |
Country: LonHelton . ...........63 |
Nashvilie: Sharon Allen. ... ......66
Black/Urban: WaltLove . ........ 67
Marketglace ... ...............68
Opportunities . ....69
National Music Formats
Jazz Chart
Gountry Chart
AC Chart.
AOR Chart .. o b4
! Black/Urban Chart ......... ..
CHR Ghart

KKG6§6ws
Jazz Net

KKGO/Los Angeles has entered
the 24-hour satellite programming
field with the Jazz Network, a live
“syndicated” format targeted to
commercial and public radio sta-
tions nationwide. The Jazz Net-
work will cull its music from
KKGQ's library of 30,000 selec-
tions, and will utilize station per-
sonnel for on-air and programming
positions. The network will operate
separately from KKGO's local pro-
gramming, which currently is dis-
tributed via satellite to cable out-
lets as “‘America’s satellite Jazz
Network."

KKGO President/GM Saul Le-
vine told R&R, “One of the reasons
Jazz has had a high failure rate is
the way it has been programmed.
At most Jazz stations the PDs or
announcers play what they like,
and if they like electric jazz or
bebop, that's what the audience
hears. At KKGO we developed a
programming technique which
presents a balanced cross-section
of all kinds of jazz. and it's this
technique which we feel will make
the Jazz Network a success.”

Levine believes Jazz is much like
Classical both in audience com-
position and advertiser accept-
ance. “Neither Classical nor Jazz
are 10-share formats,” he contin-

KKGO/See Page 4

KIPPERMAN IN CHARGE

CBS Launches Program Unit

CBS Radio has launched CBS
Radio Programs, a new program-
ming unit designed to provide a
variety of feature broadeasts for
syndication to radio stations. Head-
ing up the unit will be RadioRadio
VP/GM Bob Kipperman, who will
report to CBS Radio Networks Sen-
jor VP Dick Brescia. Bob Leeder,
who has been a District Director
for RadioRadio since 1982, will be
responsible for affiliate relations.

CBS Radio Division President
Bob Hosking commented, “There
is a rich supply of creative pro-
gramming ideas available at this
time. For today’s radio listener,
being able to select from that
melange of contemporary pro-
gramming only enhances the bene-
fits the medium already holds for
them.”

Brescia told R&R, ‘‘In essence
what we're doing is formalizing a
lot of the things we’ve been doing in

Davis
VP/GM
At KACE

All-Pro Broadcasting VP and
KACE/Los Angeles Director/Pub-
lic Affairs Ann Davis has been pro-
moted to VP/GM for the Urban
station. She succeeds Jim Blakely,
who has stepped down due to
health reasons but will continue as
a consultant to the All-Pro stations.

Davis has been working for All-
Pro since its inception back in 1976.
“T think we have a very good, pro-
fessional staff,” she told R&R,
“and I expect with the new ‘Adult
Black Radio’ format, KACE will be
a force to be reckoned with.”” Davis
added that she foresees no staff or
format changes. Replacing her as
Director/Public Affairs is Ron
Dungee, who will maintain his
present role as News Director.

Blakely, who is suffering from
sickle cell anemia, said, “I feel
proud to have laid the foundation
for the station and its future, and
I'm very optimistic for KACE. But
when your physician tells you it’s
either the job or Forest Lawn, it
doesn’t take a rocket scientist to
make the right choice.”

Colligan, Holler
Program WDRC-
AM & FM

Veteran programmers Glenn
Colligan and Frank Holler have
been named OM/PD at WDRC/
Hartford’s AM oldies and FM AC
properties, respectively. Both area
natives and longtime acquaint-
ances, Colligan and Holler take
over for Fred Horton, who has ex-
ited the Buckley Broadeasting
combo. -

Noted VP/GM Dick Korsen,
“They’re two wonderful able, hard-
working guys whom we were able
to promote from within. They're
terrific management people, and
the station morale is sky-high.”

Colligan came to WDRC two and
a half years ago as Asst. PD/MD
after 13 years with crosstown
WATR & WWYZ, three of which he

WDRC/See Page 4

the past, putting our product into 2
more businesslike mode rather
than responding to individual pro-
grams as they come along. We're
going into this with very broad
parameters, looking at the type of
programming that will appeal to
both AM and FM stations and wide
demographics. Our ultimate goal is
to act as a catalyst in the area of
program development.”

The new unit will utilize CBS

Minor Renews A&M Pact

resources as well as outside pro-
ducers, with programming cover-
ing a wide range of topics and
varying in length from short vig-

_nettes to 2-3-hour special features.

CBS Radio Network and RadioRa-
dio programming will remain sep-
arate from this new entity. A
January 1987 start date is slated for
the new unit, but CBS expects to
announce its program schedule
this fall.

E———=

A&M Sr. VP/Promotion Charlie Minor (right) renewed his three-year
| agreement with the label and is congratulated by President Gil Friesen on

the occasion.

BRADLEY AT HELM

;Opr—yﬁnd Set To
Launch Label

Opryland USA Inc. has formed a
new division, Opryland USA Mu-
sic, to focus on music publishing
and recording. Veteran executive
Jerry Bradley has been named GM
of Opryland USA Music and VP of
the parent company. The creation
of a country record label and ex-
pansion of the company’s publish-
ing operation are top priorities for
the new division.

“We laid the foundation in 1985
when we acquired one of the most
prestigious music publishing com-
panies in the world, Acuff-Rose.”
said Opryland USA President Bud
Wendell. “Now we are ready to

Harris New
WJMO PD

Doug Harris has been named PD
at United Broadcasting Urban out-
et WIMO/Cleveland. Harris, for-
merly PD at WPEG/Charlotte,
earlier worked in programming
with Unity Broadcasting, Sonder-
ling, and Metromedia. He takes
over for Erik Stone, who left the
company in January.

United National PD Jack Beach
remarked, “Doug's communica-
tion skills are outstanding. (WJMO
GM) Curt Shaw and I asked him
some very tough questions, and got
very good responses. Curt, (KSOL/
san Francisco OM and interim
WJMO programmer) Bernie Moo-
dy, Doug, and I are determined to
make a real mark on AM radio in
Cleveland. Between us we've got
some ideas that can be used not on-
ly there but in other markets as
well.”

Harris and Shaw were out of
town at presstime and unavailable
for cornment.

grow, and Jerry Bradley is the one
to lead the way.”

Bradley spent 13 years with
RCA, serving as Executive Pro-
ducer from 1970-73 and as VP/
Nashville Operations for ten years.

QOPRYLAND/See Page 4

Judy Currier

Currier GM
At KLZE

After more than 16 years with
Davis-Weaver Broadcasting, Judy
Currier has accepted the GM post
at Easy Listening-formatted
KLZE/San Jose, which is being ac-
quired by Parker Communications
from Dowe Communications this
month. Currier began her radio
career in 1970 as an executive
secretary with Davis-Weaver’s
KLOK/San Jose, and rose through
the ranks to GSM for KLOK-FM/
San Francisco and National Sales
Manager for the company’s six
California properties.

Cormumented Parker President
Lou Buron Jr., “Finding an ap-
propriate GM is, at best, a difficult
task. When taking over a station it
is even more difficult because the
need for a more highly qualified in-
dividual is imperative. Judy fits
that bill. With her management ex-
perience and knowledge of the Bay
Area, we'll hit the ground run-
ning.”” Principals Jehn and
Kathleen Parker added, ‘‘We're
very excited to have Judy on board
because she’ll play an integral role
in expanding our West Coast divi-
sion.” Parker also owns stations in

CURRIER/See Page 4

Corneliess President
At WHLI & WKJY

Glenn Corneliess, VP/New York
Regional Manager for the Weiss &
Powell rep firm, has been named
President of WHLI & WKJY /Long
Island.

New Barnstable Corp. President
Al Kaneb said, “Glenn is a great
addition to our management team.
The Long Island properties are
already strong, with still more
growth ahead.” Added WHLI &
WKJY VP/GM Phil Stumbe, ‘The
timing of Glenn’s arrival is perfect.
as we're preparing to launch Tran-

star’s Format 41 on the FM. It will
make a terrific combo with WHLI,
where we’re into our seventh suc-
cesful year with MOYL.”

Corneliess said, “I've repped
these stations nationally and com-
peted against them when I was at
{nearby) WGBB & WBAB, and I
know their vast potential. COur
primary coverage area includes
two million of the most affluent
people in America, so there’s a
tremendous marketing: story to be
told.”

AOR KEYX Spans Globe,Phoenix

Phoenix will-get its fourth AOR
when KIKO-FM, licensed to Globe,
becomes KEYX. The switch is ex-
pected to occur in early July.

KIKO-FM currently runs a mnix-
ed bag of MOR and sports. The

‘change will coincide with the

takeover of the station by Key Com
Corporation, headed up by Presi-
dent Denny Durbin. KEYX GM
Steve Allison’s background in-
cludes tenure as Station Manager
of progressive AOR KSTM/Phoe-
nix.

The station will be a modern
rock station, in the same vein as
KROQ/Los Angeles, according to
PD John Dixon, who calls the for-
mat “URS” (Uptempo Rock &

Soul) and says it will use a slogan
of “100.3, The Key To Your Musical
Future.” The concentration will be
on music from 1978-present, with
core groups like Talking Heads, El-
vis Costello, Police, and B-52s.

Dixon amplified, “There’s a lot
of people who have given up on ra-
dio, and just go to concerts, shop at
Tower Records, and watch MTV
for new music. We're hoping to get
some of those people back into
radio.

“We're all local people here —
most everybody is from Tucson
and Phoenix. I think there's some-
thing to be said for that, with sta-
tions being gobbled up by con-

KEYX/See Page 6




AM STABILIZES

FM Growth Levels Off

After growing without pause for
14 years, FM’s share of total radio
listening has finally levelled off.
According to the spring RADAR
figures from Statistical Research,
FM’s share has declined slightly,
from 71.8 to 71.3%.

The AM band picked up the extra
half point for a 28.7% audience
share. It was AM’s first increase
since the debut RADAR book in
1972, when AM dominated FM
7525%.

Statistical Research President
Gale Metzger declined to make any
forecasts based on the new figures.
“What it says to me is that FM
listening is not up as it has been.
It’s plateaued. There had to be
such a time. Whether it'll pick up
or stay level we don’t know.”

“One book does not a trend
make,” cautioned Nicholas Schia-
vone, VP/Radio Research for
NBC. “The change is ever so slight.
What I really see is AM and FM
reaching a new equilibrium, a new
balance with each other.”

Schiavone said it’s “too early to
tell” whether FM growth and AM
erosion have permanently subsid-
ed, and anyone who attempts to
flatly predict the future “is kidding
himself.”

Time Spent Listening Down

The latest RADAR shows total
time spent with radio down slightly
to 3 hours and 3 minutes daily. That
breaks down to 2 hours 11 minutes
with FM and 53 minutes daily with
AM radio. Schiavone links steady
“marginal” drops in time spent
with radio to the increasing num-
bers of women in the workforce.

Currier

Continued from Page 3
Minneapolis, Las Vegas, and Hono-
lulu.

Currier said, “Parker Communi-
cations is the most exciting and
successful broadcasting company
to enter the Bay Area in a long
time. I'm absolutely thrilled.”

GENERAL MANAGERS

Overall, RADAR shows that AM
radio reaches 52% of the 12+
population each week, compared to
82% reach for FM.

Here’s how AM and FM listening
break down by demo and daypart:
12-24 AM 5%

FM 95%
25-34 AM 21%
FM 79%
35-49 AM  30%
FM 70%
50+ AM 54%
FM  46%
6-10am AM 35%
FM 65%
10am-3pm AM 28%
FM 72%
3-7pm AM 25%
FM 75%
7-mid AM 23%
FM 77%
mid-6am AM 32%
FM 68%
Opryland USA

Continued from Page 3
Earlier, he was manager/engineer
for his father, famed producer
Owen Bradley, at the Bradley’s
Barn studios from 1961-70. He serv-
ed a term as President of the Coun-
try Music Association and two
terms as President of the Country
Music Foundation.

Bradley said the new label’s-pri-
mary goal will be the development
of new talent, but he intends to sign
established stars, too. “I don't live
in the past,” he said. “I live in the
future, and there’s a lot to be ex-
cited about with Opryland USA
Music.”

Opryland USA Music joins the
Grand Ole Opry, Opryland theme
park, Opryland Hotel, the Nash-
ville Network, TV’s “Hee Haw,”
and WSM-AM & FM/Nashville as
major operations of Opryland
USA, Inc, owned by Gaylord
Broadcasting.

® THE LONG AWAITED AND MUCH OVERDUE

® NATIONAL INDEPENDENT MUSIC RESEARCH STUDY

s TIME

® NOW AVAILABLE

Larry Weiss

Steve O'Brien

Weiss Appointed GM,
O’Brien OM At KMGL

KMGL/Oklahoma City, until re-
cently CHR KOFM, flipped for-
mats to Transtar’s Format 41 and
set former WSSP & WRKT/Orlan-
do-Cocoa Beach Sales Manager
Larry Weiss as GM, and overnight
man Steve 0’Brien as OM. Weiss
replaces Mike Colello, while
O’Brien succeeds PD Charlie
Cooper.

Weiss told R&R, “We feel that

since 51% of the market is over 25,
and most of the ACs are program-
ming for the younger end, we
should do very well in the upper
half of the 25-54 demo. We're going
to let the format do what it does
best, and back it up with an ag-
gressive sales and multi-media
campaign.
“When I joined the station, ev-
eryone spoke very well of Steve. I
made my own observations, and
when it came down to it, they were
right. He is the man we need to in-
terface with the satellite program-
ming to make it all happen.”

Prior to coming to KOFM, O’Bri-
en was doing mornings and was
MD at KMGZ/Lawton, OK. He told
R&R, “From the track record
Transtar has shown with Format
41, we're looking forward to the
same results here as in other
markets. Promotions will help fo
localize the sound. Our morning

show featuring Scott Miller is live,
so he’ll be making lots of appear-
ances and doing remotes. Our bill-
boards, which will sell our new
identity ‘Magic 104 FM,’ are going
up next week, with our main em-
phasis leaning toward the fall
book.”

Colligan

Continued from Page 3
served as PD. “This is a good radio
family,” Colligan told R&R, “as
they give you the support tools you
need to grow. We call the AM
‘Hartford’s Heart Of Gold,” and the
format is the hottest it's ever
been.”

A 19-year broadcaster, Holler
has been handling afternoon drive
at WDRC-FM for the past year. His
programming credits include
WCOZ/Boston, WCMF/Rochester,
WWWW/Detroit, and WKLS-FM/
Atlanta, with additional stops at
several other major market sta-
tions. He said; “The staff recog-
nizes that I know the market and
what’s right and wrong about the
station. 'm not looking to make
WDRC-FM a completely different
station, as we have a fine, eager
team that just needs some encour-
agement. Confidence goes a long
way.”

ACTUAL CHART STRENGTHS OF ALL SONGS TO REACH THE TOP 15 POSITIONS
LISTED CHRONOLOGICALLY 4th QUARTER 1975-1st QUARTER 1986
NOT TAKEN FROM NOR AFFILIATED WITH ANY TRADE PUBLICATION
BASED ON 10 YEARS OF ONGOING WEEKLY RETAIL SALES REPORTS
A MUST INVESTMENT FOR EVERY POPULAR FORMATTED RADIO STATION
ONE OF A KIND COLLECTION OFFERED ONLY ONCE

1986 SUPPLEMENT AND ALBUM PACKAGE AVAILABLE EARLY 1987

$1000.00 Checks Payable To: Tycon Marketing & Research Co. * 3000 East Colfax, Suite 356 * Denver, CO 80206

Allow 2-3 Weeks For Delivery
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Salutes
Goodman

Jazz radio stations responded
swiftly to the news of Benny Good-
man’s death last Friday (6-13) with
dedications, features; and inter-
views, In Goodman’s home town of
Chicago, WJJD PD Jay Miller
dedicated two hours of program-
ming to the noted clarinetist/big
band leader, featuring his music
and an interview conducted during
a recent visit.

In New York, WNEW PD Quincy
McCoy reported that among
several features on the man and
his music. the station rebroadcast
a 1983 interview commemorating
the 45th anniversary of Goodman’s
historic Carnegie Hall concert.
Both the concert and interview
were reintroduced by personality
and 37-year radio veteran Jim
Lowe. KKGO/Los Angeles dedicat-
ed its live broadcasts of the Play-
boy Jazz Festival to Goodman,
while KWMUY/St. Louis aired some
of his classical recordings.

Born Benjamin David Goodman
in 1909, Goodman's name is synon-
ymous with “‘swing,” as he propell-
ed the acceptance of the musical
form by whites, who previously
thought jazz too vulgar to listen to.
Goodman was also influential in
breaking down racial barriers in
jazz by featuring on a permanent
basis such black artists as Lionel
Hampton, Teddy Wilson, Fletcher
Henderson, and others.

KKGO

Continued from Page 3

ues. “You satisfy yourself with a 2
or a 3 share, and realize that your
listeners comprise the higher-in-
come, upscale audience that ad-
vertisers are looking for.”

The Jazz Network is targeted
primarily to a 25-54 demo, and is
designed for both AM and FM sta-
tions. Levine expects the network
to debut in late fall on approx-
imately 50 stations.

PROGRAM DIRECTORS
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AUDIO DATEBOOK

From the Beatles to Springsteen,
from the Bay of Pigs to the Iranian Hos-
tage Crisis, the sounds of a generation
come alive in this weekly
feed of audio cuts spotlight-
ing the unforgettable events
your listeners grew up with!

With Audio
Datebock, you have
a selection of
classic cuts from
, the past 25 years

to use in morning
shows for trivia contests,
Teday In History Features, news-
casts and drop-ins.
| ABC Radio Networks delivers programming
that wins big audiences—Ilike American Top 40 With Casey Kasem,
|

Paul Harvey, ABC News Coverage, Live Aid, American Country Count-
* down, Rockline and Powercuts.
And now—Audio Datebook— «
more programming that wins—
from ABC Radio Networks.

re

For more information about all the services
of the ABC Radio Networks, call John Axten,
Vice President ABC Radio Networks, (212) 887-5688.




Stacy GSM
At WVBF

Lee Stacy has been promoted to
GSM at WVBF/Boston. He re-
places Peter Stassi, who remains
at the station in sales.

VP/GM Ken Spitzer comment-
ed, “We're very pleased to wel-
come Lee back to the Boston area,
and honored to have him directing
our sales staff.”

Said Stacy, ‘“Boston is my home-
town, and I was looking to get back
to a radio station. Even though I
worked at a rep for two years and
at the (CBS) network for two
years, I really missed being at a
Zadio station.

“But I'm glad I had that experi-
ence, because it’s really prepared
me better to come back here and
train the salespeople at this radio
station. I've found that in Boston, a
lot of salespeople are just order-
takers. They're not really selling
the medium of radio.”

Stacy was with CBS for seven
years, most recently as Director of
Sales for RadioRadio. He was also
an AE with CBS Radio Spot Sales
for two years and an AE at WEEI/
Boston for three years.

Skoro
PolyGram
A&R VP

Bob Skoro has been named VP/
A&R, West Coast at PolyGram. He
joins from Chappell/Intersong
Music Group-USA, where he was
Director/Professional Activities,
US.

Skoro reports to PolyGram Sr.
VP/A&R Dick Wingate, who com-
mented, ‘“We’re greatly pleased to
have someone with Bob's back-
ground. We expect him to create a
strong presence on the West Coast
in conjunction with Russ Regan in
both the pop/rock and soundtrack
areas.”” Regan is Sr. VP/GM of the
Casablanca label in Los Angeles.

Commented Skoro, “It’s a thrill
to come to PolyGram, and to utilize
my knowledge and talents from
publishing in a new career in the
recording industry.”

At Chappell/Intersong, Skoro
has been Director/Professional Ac-
tivities US for the past 18 months.
Previously, he was the company’s
Creative Manager/West Coast for
three years. Earlier, he served as
Professional Manager at Screen
Gems.

NEWS

UA Readies First LP

- 4y,

-
R

The new United Artists Records and Columbia Pictures recently signed an
agreement for UA to issue the just-released soundtrack to “Karate Kid Part Ii.”
Pictured (I-r seated) are Columbia Pictures Music Group Sr. VP/GM Robert
Holmes, UA President Jerry Greenberg, and Columbia Pictures Sr. VP/Music
Gary LeMel; (I-r standing) Colpix Music Group VP Kelth Zajic, Colplx attorney
Matthew Walden, and Colpix Asst. General Counsel Scott Holtzman.

Ferebee GSM At WCMS

WCMS/Norfolk Regional Sales
Manager Ken Ferebee has been
named GSM for the Country outlet.
Ferebee, who joined the station as
an AE in 1979, replaces Rob Han-
kin, who has joined WHYL/Orlan-
do as Regional Sales Manager.

WCMS President/GM Marjorie
Crump told R&R, “Ken Ferebee
has moved through the ranks dur-
ing his time here. We felt that his
potential was at the perfect peak to
promote him into this position.”

Ferebee, whose only radio job
has been his previous WCMS post,
commented, “I got into radio by
accident and it turned out to be the
best career move I ever made.
WCMS has grown tremendously in
the six years I've been here. It’s a
great feeling to have been part of

Temple

Continued from Page 1

to see Bob move on, I’'m most
happy that Barbara has ac-
cepted this position. We’re look-
ing at where Bob will fit in best
within CBS-FM in a programm-
ing capacity.”
Temple, who has also been
MD at WCBS-FM and served as
amming Coordinator at
WYNY/New York, has already
begun her new assignment. She
told R&R, “I'm not ready for
any great announcements, as
we're still in the process of

Daniels

Continued from Page 1
He joined the company in 1964
as an Account Executive at
WPAT-AM & FM/Patterson,
NJ, and later moved to Fair-
child Publications. He subse-
quently returned to WPAT. as
GSM, and was named VP/GM
at WPRO in 1979,

The ABC Radio Networks in-
clude Information, Entertain-
ment, Direction, Contempor-
ary, FM, and Rock, as well as
Talkradio.

ing the marketplace.
There is a lot of similarity in
formats here, and I think we
can find a way to position
WHTT in a unique manner,
should we decide to change.”
She also indicated the option of
switching calls was under con-
sideration, but stressed, ‘“Noth-
ing has been finalized.”

Travis said, “If the CBS-FM
Group was going to. bail from
the format entirely, I would not
be hanging around. There is no
master plan to dismiss the for-
mat, I assure you. I'll be an-
nouncing my plans shortly.”
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the growth. It's even better to be
able to play a role in its future.”

Dobbis

Continued from Page 1

Among Dobbis’s responsibili-
ties will be overseeing the new-
ly-announced national and re-
gional RCA label sales team
(R&R 5/2). This is currently be-
ing assembled.

Dobbis has been Chrysalis
VP/Marketing for the past 15
months. Previously he was Sr.
VP/Artist Development at Aris-
ta, and spent seven years with
the label. Earlier, he worked for
CBS Records.

KEYX

Continued from Page 3

glomerates and peuple coming in
to consult with outside ideas. We
have a good sense of the market’s
history, and we hope we can help
out the local music scene.”

Dixon (aka Johnny D.) is a
15-year industry veteran. For the
last four years, he’s been Produc-
tion Manager for Evening Star
Productions, the area’s leading
concert promoter.

Earlier, he programmed K-15
(KDKB-AM)/Phoenix when it was
a modern rock station for six
months, and did L.A. promotion
for ABC/Dunhill, served as Na-
tional Promotion Director for Im-
pulse, handled Phoenix sales for
Capitol, and was Director/Interna-
tional A&R and Director/Euro-
pean Operations for the same
label.

-New studios are being built in
Mesa, and KIKO-FM, which broad-
casts in mono, will be switched to a
stereo signal. The facility is a Class
C FM with 15,900 watts at 8000 feet.
According to Dixon, it covers the
East Valley area but is spotty on

' the West side of town.

KIKO (AM), which presently
simulcasts the FM, will continue
the MOR/sports fare.

Mreakers. A 15-minute gre-show featuri

Westwoad One
Delim the

Fireworks

for July 4th! — -

We've just lit the fuge for some radio pyroteehnics so
exciting‘_even/Lady Libertywill be q’taying close to
p,ome for the Holiday! i

It all starts with a bang on Juna2] at40 pm [EDT o
and 10 p.m./POT, when we jain forces with HBO for

a digjtal st¢rdo simulcagt of Bob Dylan In Concert,

an four-long'performange featuring the legendary
sifger/songwriter backed by Tow Petty & The Heart-
xclusive
interview material with hoth Dylan and Petty wilh._
precede thel ¢oncert pqnion of tt!e simulcast for aN

Westwood One afﬁliat\i \ \
}(ueen, on July 4, the exclitement \(xplodes with foug
blockbuster{ holiday specials!
légad'ng off,/it's Farm Aid /i: The Picnic, at 9 aves

) T/This 18-hour concprt extradaganza vill he
simulcast with VH-1 in stereo and broatchst by
Westwood{One and Mutual over both thé Satcom 1R
dnd Westaf IV commubications s§tellités, and on a
non-exf; sive basisito any\radio atation ih the
countriiwhich wishgs to carry it. Mutual Station
Relatignis personnel iwill be c‘learing this very special
event for both Mutual and Westwood One affiliates.
Contact them in Arlington at (703) 685-2050 or in Los
Angeles at (213) 204-5000 or Telex 4996015 WWONE.

Next, it’s on to an outrageous 4th of July party you
can only attend on your radio. David Lee Roth’s 4th
Of July Barbeque promises two hours of fun, music
and craziness as only Diamond Dave himseif can do
it! There’s also an exclusive preview.of Dave’s new
solo album. Plus previous hits such as his versions
of “California Girls” and “Just A Gigolo"/"l Ain’t

Got Nobody,” a few choice classics, and some of
Dave’s favorite tunes. x

Then, Westwood One presents a musical birthday
salute with the BBC Concert For The Colonies, a six-
hour holiday weekend spectacular featuring classic
live performances by the biggest names in British
rock history. Recorded by the BBC between 1964 and
the present, the BBC Concert For The Colonies
presents.performances, some never before broad-
cast in America, by such superstars as The Beatles,
The Kinks, Pink Floyd, The Rolling Stones, The Who,
Supertramp, The Fixx, The Pretenders, Dire Straits,
The Moody Blues and many, many more.

And what fireworks presentation would be complete
without a colorfut Grand Finale? We‘ve got it — Scott
Shannon's Rockin' America Red-Hot Summer Hits
Special. Scott presents four hours of mayhem as he
takes a look at the red-hot hits of summers past: the
surfin’ sounds of the ‘60s, the psychedelic sounds of
the Summer of Love, plus the biggest hits of the ‘70s
and '80s. There'll be dancin’ on the beach and in the
streets during Scott Shannon'’s Rockin’ America Red-
Hot Summer Hits Special this July 4th weekend!
Don’t miss out on this explosive lineup of holiday
weekend specials, exclusively from Westwood One.
Contact your Station Sales Representative at (213)
204-5000 or Telex 4996015 WWONE.
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Ornetta Barber

© ORNETTA BARBER becomes Di-
rector/Black Music Marketing for
WEA. She was most recently Sr. Di-
rector/National Marketing Research
for Elektra/Asylum.

® JOSEPHINE GALLUCCIO, former
GM of VIP Broadcasting, has been
promoted to VP/GM of the company’s
suburban New York properties WViP-
AMIFMITVIML. Kisco, NY.

® JIM DAVEY has been promoted
trom GSM to GM at Shamrock Com-
munications, Inc.'s WEJL & WEZX/
Scranton, PA. Davey, who served
nine months as GSM, replaces Bob
Tlernan, who became GM at KOSH
Denver.

Josephine Galluccio

Jim Davey

®BOB SPICER is the new Director/
Creative Services at WMEX & WMJX/
Boston. Spicer, who had served as
Production Director at crosstown
WROR for the past ten years, rejoins
GM Peter Smyth, with wham he had
workéd at WROR for five years.

® HARRY SPITZER, VP/Sales Direc-
tor for the Southern California
Broadcasters Assoclation for the
past 14 years, has launched the Har-
ry Spitzer Network, an advertising
and broadcast consultant firm. Spe-
cializing in developing retail/co-op ad-
vertising business and in counseling
retailers and ad agencies involved in
retail, the company is based at 15916
Dickens St., Encino, CA 91436;
(818) 784-5204.

Bob Spicer

Lisa Frank

®LISA FRANK is promoted from
Manager/National Artist bevelopment
to Associate Director/National AC
Promotion-Artist Development at Elek-
tra/Asylum Records. Frank started
her industry career with E/A in 1983
as an Assistant in the Publicity Depart-
ment.

© BENNETT KAUFMAN joins RCA
Records as Talent Manager/West
Coast, responsible for local/regional
talent-seeking and reviewing demos,
among other duties. He was Music
Consultant for the CBS-TV series
"Fast Times,” and previously served
as A&R Coordinator/National Promo-
tion Director at Gold Mountain Rec-
ords.

International Tapetronics Corporation/3M

The World Leader

In Carindg»e Machines

stations

world each year than all other manu-
facturers’ cartridge machines combined

. and for good reason. For almost two
decades, ITC equipment has maintained
the standard of excellence in reliability,
audio quality, and long-term cost effec-
tiveness; backed by ITC’s legendary
status as the industry’s-service leader.

International Tapetronics
Corporation/3M’s professional audio
products include the most complete line
of cartridge machines featuring state-of-
the-art microprocessor based logic for
increased operational flexibility,
reliability and easy maintainability.

M 99B Cartridge Machines, “The Best”
offering the patented ELSA auto-
matic cartridge preparation feature
which includes azimuth aligning for
maximum phase response
performance

B DELTA Cartridge Machines, “Today’s
Most Popular Cartridge Machines™

B OMEGA Cartridge Machines,
“Affordable Performance You
Can Trust”

l ScmchCm'ﬂ Broadcast Cam'icbcs
reel-to-reel audio performance
and five times the average life of
its nearest premium cartridge
competitor

B The FB-1 Interface converts an ITC
cartridge machine into a potentially
profitable telephone information
service

3M’s vast financial and technological
resources have combined with ITC’s
proven commitment for delivering
uncompromising product quality to
insure that when newer technology
emerges, it will come from International
Tapetronics Corporation/3M, “The
Leader in Reliability and Service.”

Call today for more information and

ask about ITC's new lease purchase plan.

In the U.S,, call toll-free 800-447-0414,
or collect from Alaska or Illinois 309-
828-1381. In Canada, call Maruno
Electronics, Ltd. 416-255-9108.

International Tapetronics Corporation/3Mm
2425 South Main Street

PO. Box 241

Bloomington, lllinois 61702-0241
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John Bloodweil

® CHRIS TOBEY is appointed Nation-
al Director/Marketing Development at.
Chrysalls Records, responsible for
developing label merchandising plans
and executing consumer/trade adver-
tising strategies, among other duties.
Until February, Tobey had been Sr

Regional Marketing Director at Arista
for nine years.

® RICK THOMAS, most recently the
morning man at XETRA/San Dlego
and formerly of KUTE/Los Angeles,
has been named Music Director/
morning personality at KUKQ/Phoe-
nix.

® FAMOUS AMOS is named PD at
WYYN/Jackson, MS. Previously at
KOFM/Oklahoma Clty, Amos earlier
held radio positions in California, Tex-
as, and Florida. He replaces former
PD Grady Brock.

® TAMMY KINZER has joined Super-
Spots as a VP/Executive Producer for
Broadcast Services. A former AE an
air personality at WIOT/Toledo,
Kinzer succeeds Howie Castle, who
has left the creative production group.

@ MIKE BERLAK has formed Satel-
lite Helpers, a radio consuitancy for
stations affiliated with or changing to a
satellite-delivered programming ser-
vice. Formerly associated with the
parent company of the Transtar Ra-
dio Network, Berlak can be reached
at (916) 924-1957.

® LYNNE HOFFMAN-ENGEL has
been elevated to VP of the London
Records division of PolyGram Clas-
sics. She has been the division's
Classical Marketing Manager since
October 1984, Previously, she was
Merchandising Manager for the classi-
cal records department of retail book
chain Barnes & Noble. Hoffman-Engel
succeeds RICHARD ROLLEFSON,
who is relocating to the UK to join the
management team of Decca Interna-
tlonal.

® JACQUI ROSSINSKY is elevated
from VP/Regional Manager to Eastern
Division Manager for Hillier, New-
mark, Wechsler & Howard. Rossin-
sky has risen through the company
ranks since joining the rep firm from
an AE post at WEEl/Boston five years
ago

@ JIM ESLER becomes VP/GM at
Wisconsin outlets WNFL/Green Bay
and WKAU/Kaukauna. President of
Forward Broadcasting, Esler has
been GM at WKAU-AM & FM for the
past 17 years.

® DAVID STILLI is now VP/GM at
WKRZ-AM & FM/Wilkes-Barre. He ar-
rives at the Osborn Communications
combo from KAAK-FM/Great Falls,
MT, where he'd been GM for the past
three years.

Chris Tobey

Bennett Kaufman

® GRAHAM POWERS, VP/Marketing
at MCA Records Ganada, is advanced
to VP/Sales & Marketing. He takes
over the sales duties held by VP/Sales
GEORGE BURNS, who has resigned
in order to pursue other interests in
Vancouver.

® GORDON OPLINGER is the new
GM at WDXI & WRJX/Jackson, TN.
His background includes 17 years
with Rust Communications in sales,
sales management, general manage-
ment, and group management.

® JOHN BLOODWELL is named Phil-
adelphia Promotional Field Rep for
MCA Records. He's the ex-Promotion
Director for Philadelphia AORs
WMMR and WYSP.
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AMERICAN TOP 40’S WORLDWIDE DEEJAY POLL

VIS? THE STONES? THE BEAT

FL B!
BRUCE SPRINGSTEEN? STEVIE WONDER?

American Top 40 asked the pros, the radio deejays and programmers
who “The Giants of Rock and Roll” really are. Count ’em down with
the most listened-to voice in America. .. Casey Kasem.

AIRING JULY 1-6 ONAMERICAS FINEST RADIO STATIONS.

o

Sponsored in part by Dr Pepper




A New

3-hour weekly show hosted
by KDAY’s award-winning J.J. Johnson,

and featuring the Top 25 Countdown—
highlighted by:

® B.B. King giving listeners an insider’s tour of the
BLUES, from the beginning up through today's
newest artists.

e Kareem Abdul-Jabbar—basketball’s greatest—
taking an insightful look at
his second love... JAZZ.

® Celebrity interviews—
whds on tour, whos big in
the movies and TV, the legends and
the immortals. Scheduled are Whitney Houston ¢

The Fat Boys * Sheila E. « Patti Labelle « Billy Ocean »
Michael J. Fox » and Bruce Willis from “Moonlighting.”

| ® Sports, style, community service,
food, fashion, cars, health and more!

@ Contests, promotions, giveaways.

HIGHLIGHTS, brought to you by DIR Broadcasting

For further information,
contact Michael Payne
(818) 760-3800.

e :
- LORIMAR-Telepictures

DIR BROADCASTING ‘ Company




TRANSACTIONS

Clear Channel Acquires WHAS
& WAMZ For $20 Million

WHAS & WAMZ/LOUISVILLE
PRICE: $20.1 million

BUYER: Clear Channel Communica-
tlons, principally owned: by L. Lowry
Mays and B. J. McCombs. They also
own WELINew Haven; WMKJ &
‘WQUE/New Orleans; KTOK & KJOY/
Oklahoma City; KBBJ & KMOD/Tul-
sa; KPEZ/Austin; WOAJ & KAJA/San
Antonio; and KALO & KHYS/Port Ar-
thur, TX.

SELLER: WHAS Inc., newspaper
publisker, principally held by the Bing-
nam famity. it has sold alf other media
properties, including WHAS-TV.
DIAL POSITION: 840 kHz; 97.5 MHz
POWER: 50 kw; 100 kw at 500 teet
FORMAT: AC; Country

WIOG/SAGINAW, M|

PRICE: $2.55 milion

BUYER: F-8 Communications, inc.
Officers are President Jack FitzGer-
ald, Operations Manager at WTVN/
Columbus; VP Kim Ben, Promotions
and News Director at WXFL-TV/Tam-
pa; Secretary Guyon Turner, CEO at
WOLF-TV{Scranton; and Treasurer
David Schaller.

SELLER: Booth American Co. The
company also owns WZZP/South
Bend, IN; WJLB/Detroit; WSGWI/Sag-
inaw; WWNK-AM & FMICincinnati;
WRMR & WLTF/Cleveland; and
WTOD & WKLR/Tolado.

DIAL POSITION: 106.3 MHz
POWER: 3 kw at 300 feet
FORMAT: AC

BROKER: Blackburn & Co.

WURD/GEORGETOWN, OH
PRICE: $350,000

BUYER: Richard Plessinger, who is
also part owner of Sun and Sand
Broadcasting. It has two FM applica-
tions pending.

SELLER: Jacor Broadcasting Group,
In¢., which owns WEBN/Cincinnati;
WBBG & WMJI/Cleveland; WQIK/
Jacksonville, FL; WGST & WPCH/AL-
ianta; WKYG & WXKX/Parkersburg,
WV, and WVQIiToledo.

DIAL POSITION: 97.7 MHz
POWER: 1.8 kw at 390 feet
FORMAT: Country

KRBQ/RED BLUFF, CA

PRICE: $400,000

BUYER: Calltornia Radio, Inc., own-
ed by Wallace Heussar {56%) and
Staphan Marriott {44%). Heusser
owns B7 % of KKDJ/Fresno and 40%
of KDJKIOakdaie, CA. Marriott is
Manager of Eastman Radio's San
Francisco office.

SELLER: Theodore Storck, who IS
95% of owner of KTRF & KSNR/Thief
River Falls, MN.

DIAL POSITION: 102.7 MHz
POWER: 12 kw at 1080 feet
FORMAT: AC

BROKER: Willlam A, Exline, Inc.

WTACIFLINT, MI

PRICE: $400,000

BUYER: Benjaman Kautman and Da-
vid Leyton.

SELLER: Fuqua Communicatlons.
DIAL POSITION: 600 kHz

POWER: 1 kw days/500 watts nights
FORMAT: Country

WLDS/JACKSONVILLE &
WYMG/JACKSONVILLE-
SPRINGFIELD, IL; and
WLRWI/CHAMPAIGN-
URBANA, IL

PRICE: $5.3 million

BUYER: Saga Communicatlons,
headed by Ed Christian and key man-
agement personnel. Pending FCC ap-
proval is its acquisition of WVKO &
WSNY/Columbus, WKLH/Mllwau-
kes, and WNOR-AM & FM/Norfolk.
Pending approvai is its sale of
WZKC/Rochester.

KXNP/NORTH PLATTE, NE
PRICE: $275,000

BUYER: Central Nsbraska Broad-
casting, inc., principally owned by
John Mitchell. He also owns KGFW
& KGQKY/Kearney, NE; KNPE/Bell-
vue, NE; and KLNG & KQKQ/Councll
Bluffs, 1A,

SELLER: MId Plains Breadcasting,
headed by Nell Nelkin.

DIAL POSITION: 103.5 MHz
POWER: 100 kw at 403 feet
FORMAT: Country

BROKER: Bill Lytle of Chapman As-

SELLER: Joyner Com Ications,
headed by Tom Joyner.

DIAL POSITION: 1180 kHz; 100.5
MHZz; 94.5 MHz

POWER: 1-kw daytmer. 50 kw at
500 feet; 43 kw at 400 feet.
FORMAT: Full-Service AC;
CHR

BROKER: Charles Giddens of Chap-
man Associates

WFEA/MANCHESTER, NH
PRICE: $1.45 million

BUYER: Sunshine Group Broadcast-
ing, which also owns WZID/Man-
chester, NH; WMGX/Portland, ME;
and WFXR/Charleston, SC.
SELLER: Ocean Coast Properties,
inc., which also owns WPOR-AM &
FMiPortland, ME.

DIAL POSITION: 1370 kHz
POWER: 5 kw

FORMAT: AC

BROXER: Blackburn & Co.

AOR;

WLEQ/BONITA SPRINGS
(FT. MYERS), FL

PRICE: $1.3 miilion

BUYER: Beasley Broadcasting of
Wastern Florida, principally owned
by George Beasiey. Beasiey Broad-
casting also owns WMOOQ & WBLX/
Moblie; WFAUFayettaville, NC;
WGAC/Augusta, GA; WDMT/Cleve-
iand; WWMO/Reldsvilie, NC;
WYNG/Evansvitle, IN; WXTU/Phila-
delphia; WTIP & WVSR/Charleston,
WV; WKML/Lumbarton, NC; WFTC
& WRNS/Kinston, NC; WLAT &
WYAV/Conway, SC; KFMD/Pella, iA;
and WCJX/Miami.

SELLER: Gold Coast Broadcasting
Corp.

DIAL POSITION: 25.9 MHz
POWER: 3 kw at 341 feet

FORMAT: AC

KBCH/LINCOLN CITY, OR.
PRICE: $325,000

BUYER: Matrix Media Inc., headed
by S. Michael Symons.

SELLER: Brown Broadcasting Enter-
prisas Inc., owned by William
Brown, a Des Moines-based TV pro-
ducer

DIAL POSITION: 1400 kHz
POWER: 1 kw

FORMAT: AC

BROKER: Blackburn & Co.

WSVQ/HARROGATE, TN
PRICE: $182,000

BUYER: Pine Hills of Tennessees,
inc., owned by W. R. Garrigan and
his wife Janis, and by Donald Yoa-
kum and his wife Geneva. Garngan
also owns WZKO/Pinesville, KY and
WBCV/Bristol, TN.

SELLER: Appalachian C i
tions.

DIAL POSITION: 740 kHz

POWER: 1 kw days

FORMAT: Country

Reporting
Transactions To R&R

To have a radio station transaction
listed in R&R, broadcasters and
brokers should contact the R&R Wash-
ington Bureau (202-662-7484) as
s00n as details are avallable.

CALL SIGN CHANGES

Albuquerque XRKE to KZSS
(requested)

Albuquerque KRKE-FM to KZRR
(effective)

Charlevoix, Ml WKOS to WKHQ
{6/10)

Concord, CA KWUN to KPOP (7/20)
Daytona Beach WCF| to WORZ
(6/16)

Los Alamos, NM KKHJ to KKBR
(requested)

Miami WINZ-FM (remains assigned)
Reno KSXY (new station, 6/10)

LLLET YOU IN
ON A BADLY
KEPT SECRET.

Since starting this brokerage
firm, I've had face-to-face con-
. versations with many of the top
radio group heads. Here's what

I found out.

There are at teast 20 times as
many interested and qualified

buyers than sellers.

H you're secretly thinking of
marketing your properties, you
couldr't pick a better time to list
with us, and have Frank Boyle &
Company handle the deal.

We'll present your secret to

DEBT DRAINS RESOURCES
Swift Trafficking Bill
Due This Week

Rep. Al Swift (D-WA) this week
planned to introduce legislaton to
reinstate the anti-trafficking rules that
the FCC deleted n 1983, a move that
could curtail the rapid turnover of
broadcast properties by requiring
broadcasters to hold their licenses for
three years before selling at a profit

According to a Swift aide. the Con-
gressman is concerned that “with the
increased specuiation in broadcast-
ing., debt service Is draining broad-
casters’ financial resources, and
precluding them from offering quality
p(ograrnmmgv

The flurry of broadcast transactions
in recent months has “changed the
character of the industry,” the aide

added. "We've got people in broad-
casting who are not interested in be-
ing broadcasters.”

Little Support Evident

The biil's final language was still be-
ing drafted at presstime, and there
was no clear indication of the mea-
sure's support among members of the
House Telecommunicaticns Subcom-
mittee. Although Swift's proposal en-
joys some measure Of support in
Washington (Rep. Mickey Leland
(D-TX) and FCC Commissioner James
Quello have each made speeches
calling for reinstatement of the traf-
ficking rules), Switt's ade conceded
that “pegpie haven’t unanmimously sup-
ported’” the initiative.

KROQ Sale Challenged

A former Mandaville Broadcasting
Corp. employee has asked the FCC
to block the company’s $45 milion
sale of KROQ/Los Angeles to Intinity
Broadcasting, charging that Mande-
vilie principal Ken Roberts misrepre-
santed his ownership interasts befare
the FCC.

In a petition to deny the sale, former
consultant Tony Lazzarino charged
that Roberts used an intermediary to
“corrupt” a high-ranking assistant to
FCC Chairman Mark Fowler in an ef-
fort to avoid Commission scrutiny of
his role in KROQ's ownership.

In his dramatic petition, screen-
writer Lazzarino said Roberts tried to
obscure his role in tormer KROQ own-

qualified buyers only. They'll meet
you face-to-face, and do the deal in
36 hours or less. We guarantee it.
For more information, call
Frank Boyle & Company today.

Frank Boyle

55 Old Field Point Road
Greenwich, CT06830 203-869-4433

RADIO/CABLE BROKERS—
EXECUTIVE RECRUITING

Co.

er Burbank Broadcasting Corp.,
allegedly concealing the fact that he
assumed ownership of the station
from his former partners without FCC
consent.

In a sworn statement accompanying
his opposition to the petition, Roberts
branded Lazzarino's charges "clearly
untrue and frivolous."” The filing noted
that the Commission ultimately award-
ed the station to Roberts, despite a
finding that he had improperly assum-
ad control.

“Simply put, | never orchestrated
nor participated in any conspiracy to
withhold pertinent information from
the Commission,” Roberts conciud-
ed.
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WASHINGTON REPORT

SOURCE VS. BLANKET LICENSE DISPUTE

Song Writers, TV Industry
In $100 Million Royalty Battle

One of the most fiercely lobbied broadcast battles in
recent memory is underway in Congress. Radio is not di-
rectly involved. But if the dire warnings of songwriters are
true, the outcome could directly affect the quality and
abundance of the music that makes up a vast majority of

radio programming.

At issue is how composers, lyric-
ists, and music publishers are com-
pensated for the use of their works
on syndicated television programs.
Last year TV stations paid an esti-
mated $65-$85 million to ASCAP,
BMI, and SESAC for those rights.
Their tab this year could top $100
million, according to the TV indus-
try.

“Blanket” License
Challenged

The fees are now paid to the per-
forming rights societies through
“blanket” licenses, which give sta-
tions full rights to the millions of
compositions each group licenses.

“The writers would really
be decimated.”

—ASCAP President

Morton Gould

TV stations argue they don’t use all
those songs, and shouldn't be forc-
ed to pay for them.

The industry wants to replace
blanket licenses with so-called
“‘source” licensing for each of the
relatively few songs used on syndi-
cated TV programs. Essentially,
that means that program pro-
ducers — not individual stations -
would negotiate separate deals for
each use of a song. Source licensing
bills pushed by TV interests are
making headway in both the House
and Senate this year.

“We are not going to

give up until we get

relief, period.”
—Alkindustry TV Music

Licensing Committee
Counsel Bruce Lehman

The TV industry argues that the
changes it seeks would simply
bring music into line with other
copyrighted material in syndicated
shows — such as choreography, lit-
erary and script rights — which
are already negotiated “at the
source”” by producers.

One-Time Payment
Threatens Royalties

Composers contend that source
licensing is virtually unworkable
for them. While nobody knows just
how the system would work, com-
posers say they might be forced to
hire expensive agents to negotiate
a vast number of separate deals for
them. “The writers would really be
decimated,” ASCAP President
Morton Gould predicts.

Even worse, Gould charges, “It
would mean one payment to the
writer, and it eliminates the whole
idea of royalties, something that

has taken us years to develop, and
which has been found to be equita-
ble and fair.”

Just how much revenue compos-
ers would lose is unclear. Propon-
ents of the bill readily acknowledge
that they expect to pay less under
source licensing. They say the
change would open up a more com-
petitive marketplace — especially
for local composers — for music
rights, bringing prices down.

Source licensing backers deny
the charge, but BMI Managing Dis
rector Gloria Nessinger says “‘vir-
tually all” fees now paid for syndi-
cated TV shows would disappear.
“It would just simply dry up,” she
predicts. “There are people whose
whole lives depend on this
income.”

Nessinger also fears a ‘“domino
effect,” in which a successful chal-
lenge to blanket licensing by TV
stations could lead to similar cam-
paigns by radio and other indus-
tries. Gould said he shares that
concern.

Preston Decries
“Disastrous”’ Legislation

BMI President Frances Preston
calls the bills now before Congress
‘‘absolutely disastrous.” She
charged, “They would affect the
ability of all writers to earn a living
from their music, not just those
who work specifically for televi-
sion.”

According to Preston, the ‘“‘pub-
lic will be the ultimate victim of the
bill in terms of the quality of music
available to them.”” She pledged to
fight the legislation “until it is
withdrawn or defeated.”

MINORITIES MATTERS — The progress of NAB’s Employment Clearinghouse was one of the items taken up last

) by Minority E;

Council

} week in
l KGFJ & KUTE/Los Angeles.

(teft to right) Glenn Mahone, Paco-Jon Broadcasting; Jay i
Asher Jr., WJDA/Quincy, MA; Donna Zapata, WHAS-TV/Louisville; Robert Munoz, KCIK/El Paso; and Bill Shearer, i
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DEAR DIARY — Is a new Arbitron diary in the works? A redesigned diary
was submitted to Arbitron officials Mari Lou Legge and David Lapovsky
(pictured above) last week by NAB’s Committee on Local Radio Audience
Measurement-(COLRAM). The mock-up taken under consideration by Ar-
bitron features redesigned text, heavier paper stock, and different color
formats. In other action, COLRAM has decided to explore the possibility of
rating radio listeners under 12 years of age.

Bills Moving Forward

So far, the TV industry has suc-
ceeded in moving its source licens-
ing bills ahead in both the House
(H.R. 3521) and Senate (S. 1980).
The legislation has 18 co-sponsors
in the Senate, and 163 in the House.

Hearings have been held on both
sides of the Capitol, although a sec-
ond House session set for this week
was delayed when the Judiciary
subcommittee handling the issue
got sidetracked with the impeach-
ment of a federal judge.

Subcommittee Chairman Robert
Kastenmeier (D-WI) has indicated
the bill may be dealt with in July.
In the Senate, the issue now rests
with the full Judiciary Committee,
which plans a second hearing next
month. The TV position enjoys the

full support of committee Chair-
man Strom Thurmond (R-SC}.

The bilis have made “remarka-
ble” progress since being introduc-
ed last fall, according to Bruce
Lehman, legal counsel to the All-
Industry TV Music Licensing Com-
mittee. “There’s a very realistic
possibility of our wrapping this up”’
in 1986. We’re pressing to do that.”

If the bills don't pass this year,
the industry will push them again
in the next Congress, Lehman
vows: “We are not going to give up
until we get relief, period.”

BMI’s Nessinger claims her side
has been able to keep the legisla-
tion ““in check” so far this year, but
she fears the ““clout” in Congress of
local TV broadcasters, whose in-
dustry she called a $12 billion-a-
year “‘money factor.”

NEWS BRIEFS

Mutual Fights For
Liberty Coverage Rights

The Mutual Radio Network says it's
not satisfied with a deal in which ABC,
which has exclusive broadcast rights to
July 4th Statue of Liberty events in
New York, agreed to provide pool cov-
erage of some events to other news
organizations.

In aletter to White House Press Sec-
retary Larry Speakes, Mutual VP/News
& Special Programs Ron Nessen said
going along with the arrangement
“would be to accept the proposition
that news coverage of the President at
a public event on public land on a great
national holiday is for sale to the
highest bidder.”

Nessen, who was press secretary to
President Gerald Ford, complalned in
a statement that the deal accepted by
other networks “still limits significant
portions of the President's participa-
tion” to ABC, and allows that network
to decide which events others can cov-
er.

Nessen demanded that the White
House make a feed of presidential ap-
pearances at the Liberty events availa-
ble to all broadcasters.

Senate Clears Dennis
FCC Nomination

After months of partisan squabbling,
the Senate last week unanimously con-
firmed President Reagan’s nomination
of Patricia Diaz Dennis to be an FCC
Commissioner. She's expected to be
sworn in next week at a White House
ceremony.

Even though Dennls is a Democrat,
members of her own party stalled the
nomination until Congress could pass a
bill cutting FCC terms from seven to
five years. Shorter terms, they argued,
are needed so the President who takes
office in January 1989 won't be saddi-
ed with too many Reagan holdovers on
the Commission.

Other Key Developments:

* For the first time in its Ristory,
RTNDA has named two recipients for
this year's Distinguished Service
Award: Sen. Robert Byrd (D-WV), for
helging get broadcast coverage of
Senate proceedings; and FCC Chair-
man Mark Fowler, for championing the
cause of content freedom for electron-
ic journalism.
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WHAT'S NEW

Edited by Don \Waller

'RAB Radio
Facts Book
Updated

RadioFacts
19861987

~‘{/0

| The 26th edition of “Radio Facts”
| is currently available from the Radio
Advertising Bureau (RAB). This
48-page pocket guide includes
such often-overlooked information
as the average American's time
spent listening to radio (three hours
and six minytes daily}, sales of radio
receivers reaching an ali-tme high
of 87.2 milion in 1983, and safes
of walk-along radio up 53% since
1984 15 7.26 million sets.

This comprehensive, statistical
overview of the US commercial ra-
dio industry can be used to give
prospective clients a perspective
on radio’s value as a marketing tool,
to examine trends in radio’s usage
and growth, and to demonstrate ra-
dio's strengths relative to other ad-

vertising media. For copies of this

fact-packed paperback pamphlet,
contact the RAB at (212)
254-4800.

Dum Dum Sing-A-Long-A-Doo-Wop

If you think the words to “Come
Go With Me” by the Dell-Vikings
are “dom,” well, they are. This in-
formational tidbit comes courtesy of
"The Doo-Wop Sing-Along Song:
book,"” written by John Javna and
published by St. Martin's Press.

The 128-page paperback spot-
lights 19 nonsensical otdies but
goodies from the Golden Age of
Grease, providing the reader with"
either sheet music or simple {hah!)
vocal transcriptions of every “did-
dle-iddle-iddle it” and “| sumokem

boo” we al loved when we were
five pimply mocks hanging out un-
der the el trying to master the sec-
ond verse to Dion & the Belmonts’
“I Wonder Why." Talk about now-
stalgia!

Along with deathless tips on
“How to Oocoo,” Javna inciudes a
selective doo-wop discography,
quickie bios of vanous doo-wop
heroes, fashion pointers, and just
about the dom-est sense of humor

THE DOO-WOP
SING-ALONG SONGBOOK

this side of, welt, the Dell-Vikings.
Price: $5.95.

Jacket
Radio

We've seen radics embedded in
everything from toques to earmuffs.
Now you can surround yourself in
sound with tthe “Jacket Radio”
trom Potomac, MA-based TIS In-
formation Systems. This kanga-
roo-styled jacket radio features a
slim, high quality AM or FM radio
circuit sewn into & nylon pouch.
Earphones or micro-headsets are
easily stored in a second small
pouch located on the garment's in-
ner lining.

When you don't want to use the
item as a jacket, you can do as the
gentleman pictured on the left and
fold the garment into itself, wearing
it around the waist. Ether way, ra-
dio dials are instantly accessible.

The Jacket Radic comes com-
plete with a hood and drawstring
closure. Additional features include
a front zipper with full storm gusset,
elasticized sleeves/waistband, and
a nenslip waist drawcord. Custom
logos may be screened onto the
garment in any one of several
places, making the item a natural for
either spectators or participatory
sports fans. For further information,
contact TIS at {301) 299-2440.

TOP 20

CONCERT PULSE
LW TW ARTIST |

ZZ TOP

JOHN C. MELLENCAMP
RUSH

S. NICKS/P. FRAMPTON
KENNY ROGERS
ALABAMA

HEART

VAN HALEN

JUDAS PRIEST

FIRM

10 t1 AEROSMITHIT. NUGENT
11 12 OZZY OSBOURNE

12 13 NEW EDITION

13 14 LOVERBOY

14 15 AMY GRANT

15 16 SIMPLE MINDS

16 17 HANK WILLIAMS JR.
17 18 KISS

18 19 ANNE MURRAY

19 20 BLACK SABBATH

W NS H W N -

QO)‘J@U\A|NQ-'
@©

-
=

The CONCERT PULSE Is a weekly
computenzed report ranking each artist by
Mer average box office gross reported per
venue. Courteay of POLLSTAR. a publication
of Promoaters’ On-Line Listngs, (600) 3ad-
7383, or 0 California, (209) 224-2631

Consistent cart quality, play after play.
Without this kind of sacrifice.

Think of the hours spent testing, adjusting and aligning carts. Now consider this:
phase error or flutter can degrade any one of them the very next time it goes
in a playback machine.

The Harris Audio Time Base Corrector is an ingeniously simple, digital en-
coding/decoding system that eliminates the drudgery of individual cart
surveillance. In addition, it guarantees flutter-free, phase corrected reproduction
as true to the master as possible. Nothing else works as effectively or as efficiently.

Get cart confidence with the Harris Phase Fixer. Contact Harris Corporation,
Broadcast Group, P. O. Box 4290, Quincy, IL 62305. 217-222-8200.

T HARRIS
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Perry EMI
Managing Director

IJJ? ‘

Rupert Porry

| Rupert Perry assumes the post
of Managing Director EMI Records
Limited following Peter Jamie-
son’'s resignation after 19 years
with the company. Perry joined
EMI in 1971 as Personal Assist-
ant to L.G. Wood, Group Director
Records. Since then he’s served as
VP/A&R at Capitol Records, Presi-
dent of EMI America Records in
Los Angeles, Managing Director/
EMI Australia, and, most recently,
VP/Executive Assistant to Bhaskar
Menon, Chairman/Chief Executive
of EMI Music Worldwide.

Case Joins KYXY

Cole Case has joined KYXY/
San Dlego as an Account Execu-
tive. He comes to the station from
McGavren Guild in Los Angeles.

WEA Promotes Hagan

| Peter Hagan has been promoted

| to Field Sales Manager for War-
ner/Elektra/Atlantic. A WEA Saies

’ Representative in Cincinnati since

| 1974, Hagan also worked for RCA

Records.

Young Segues To Atlantic

Atlantic Records welcomes

| Kevin Young, who will oversee lo-

cal promotion out of Cleveland. He

was previously MD at AOR WCPZ/
Sandusky.

PROS ON THE
LOOSE

Don Elllott — Air Talent/Produc-
tion KHUM/Lawrence, KS (913)
242-1220

Jay McDaniel — former head of
Musicstream (919) 581-3663

Dave Sharp — Middays/Produc-
tion WGCL/Cleveland (216) 232-
4687

Conlin Named

WEA Director

Claire Conlin segues to the Di-
rector/National Advertising slot at
Warner/Elektra/Atlantic Corpora-
tion. Conlin joined WEA's Cleve-
land Branch in 1978 as a clerk in
the Advertising Department and has
since served as Media Buyer, Me-
dia Specialist, Branch Video Coor-
dinator, and most recently as Video
Sales Representative in the com-
pany's Detroit sales office.

Columbia Enlists Mande!

Steven Mandel

Steven Mandel has joined Co-
lumbia Records as Associate Di-
rector/Publicity, East Coast. Man-
del comes aboard after doing pub-
licity for Van Halen and David Lee
Roth via Van Halen Productions
and Diamond Dave Enterprises.
Prior to that he spent three years as
an Account Executive with The
Press Office.

Oshin New KBIG NSM

Steve Oshin

Two-year KBIG/Los Angeies
Account Executive Steve Oshin
has been promoted to National
Sales Manager. Before joining the
station in 1983 he was a media
buyer at Elsaman, Johns and
Laws in Los Angeles.

Rodriguez Upped At
KTSA & KTFM

Yolanda Rodriguez

Yolanda Rodriguez assumes
the post of Retail Marketing Direc-
tor for KTSA & KTFM/San Anto-
nio after serving a year as the sta-
tions’ Co-op Director. She will re-
tain those co-op duties in addition
to her new post. Her background
includes positions with Gersten-
haber, Jacks and Co., Rogers
Cablesystems, and the Alamo
Area Council of Governments.

Eastman Raises Sylo

Joe Sylo has been elevated to
Office Manager of Eastman
Radio’s Houston office. He spent
the past year as an AE with the
firm's. Dallas office.

CHRONICLE

Born To:

¢ WBEN-FM/Buffalo MD Roger
Christian, his wife April. son Emer-
son Matthew, June 8

* WEA Cleveland Branch Market-
ing Coordinator Geoffrey Thacker,
his wife Cliff, son Joshua Geoffrey,
May 31.

» WKBO/Harrisburg VP/Station
Manager/moming man R.J. Harris,
his wife Bonnie. daughter Christi
Marie. June 11

* WHTT/Boston MD Chris Knight,
his wife Suzanne, son Dylan James,
June 3.

Married:

 Atlantic/Atco Records Director/
A&R Richard Stelnberg to Kather-
ine Marie Horn, June 1.

« Atilla Management President
Bill Hons to Vicki Brooks. June 14

* WAHR/Huntsvilie PD Steve Dal
las to Becky Knightn, June 20.

Piazza Joins A&M

Vivian Piazza

Vivian Piazza has signed on as
A&M Records’ East Coast Publicity
Director. Piazza exited Epic/Por-
trait/Associated Labels’ pubiicity
department after six years, most re-
cently serving as a publicist. She
had joined the CBS copyright de-
partment in 1979.

Maxwell Launches
Consultancy

Chris Maxwell, 14-year MD of
Capitati City Radio, has established
his own radio programming/music
consultancy, Chris Maxwell Com-
munications. CMC may be reach-
ed at 57 Bromby St., So. Yarra,
Australia 3141; 03-266-8099.

Viacom Raises Two

Kenneth Kaufman has been pro-
moted from Senior VP/General
Counsel for Viacom subsidiary
Showtime/The Movie Channel,
Inc. to VP/Government Affairs of
Viacom International, Inc. With Via-
com since 1984, Kaufman previ-
ously practiced entertainment law
with several firms. Also at Viacom,
Robert McCarthy assumes the
post of Counsel/Communications,
responsible for the company's
cabie television division Before
accepting this post, McCarthy was
Senior Counsel for MTV Networks,
Inc.

Emmis Elevates
Zimmerman

Joyce Zimmerman has been
tapped as Corporate Director/Per-
sonnel & Administration for Emmis
Broadcasting. The five-year com-
pany veteran has served as a sales
representative and Assistant to
President Jeff Smulyan.

Famous Music
Promotes Melina

Alan Melina

Famous Music Publishing Com-
panies, a unit of Paramount Pic-
tures, has upped Sr. Creative Di-
rector/West Coast Alan Melina to
Vice President. Meiina began as
Famous Music's Creative Director
in 1984, prior to which he spent
more than five years as General
Manager/Professional Department
of Chappell Music Ltd. in London.

Narotzky Segues
To Media General -

Hal Narotzky has accepted the
newly-created position of Manag-
er/New Business Development for
Media General Broadcast Serv-
ices. His background includes
sales stints at WDMJ/Marquette,
Ml and Escanaba, Ml outiets WDBC
and WKZY, plus the GSM post at
KSRF/Los Angeles. Prior to KSRF
he was a Media General sales rep.
Narotzky rejoined Media General in
1986 as an account supervisor.

CHANGES

Suzanne Banks, former AE for
WHN & WAPP/New York & WJIT/
New York, joins CBS Network as
AE.

Richard Farquhar, formerly in
sales at WRKI/Bridgeport, joins
Eastman Radio as AE.

Audrey Goldberg, Assistant
Director/Management Controls,
CBS Finance, has been appointed
Director/Management Controis,
Columbia House.

Agnes Toomey, Manager/Roy-
alty Accounting & Analysis for CBS,
Columbia House, has been ap-
pointed Director/Royaity Account-
ing & Analysis for Columbia House.
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“You were right. The new TECH-EFFECTS package is great!

It's on the air on Z-100."
SCOTT SHANNON, PD, Z-100/New YORK

TECH-EFFECTS

Everywhere From

Available 4“" ?
N

Call
1-800-251-2058
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ITS THE BEST CAR TUNE
OF THE SUMMER
AND THESE STATIONS

ARE ALREADY DRIVING
THE POINT HOME,

~ Second Weekl

WPHD deb 40 Q100 add KCPX add
CKOI add WZ0U add 27 KATD deb 28
B94 add WERZ add WFBG add
PRO-FM on ~ WLAN add 33 WGUY deb 40
WXKS on WRCK add 100KHI add
293 add WTLQ add KFMN deb 38
KEGL on WBBQ add WCGQ add
93FM add FM100 deb 37 KNOE add
Y100 on WHHY add WPFM add
WRNO on 947 add WVBS add
WRSR deb 39 KTUX 35-32  WDBR add
WLS on WKZL add KGOT deb 29
295 deb 38 WGRD deb 39 KBOZ add -
WMMS on KJ103 add KTRS add
WCZY add KNMQ 38-34  KWNZ add
KWK on KF95 deb 31  KBIM add -~
KWOD add KIYS deb 39  KZOZ add
KPLUS deb 40 SLY96 add

Produced by Queen/David Richards

4
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The spring ratings aren’t out yet, but a
stunning upset is already in the works in Los
Angeles, where the latest ARBITREND
reports Urban powerhouse KPWRILOS
ANGELES climbing 12+ from 5.8-6.9, rising
above longtime music leader KHS-FM
(6.6-6.2). “Power 106" is now within a half-
share of top gun KABC {6.8-7.3). Meanwhile,
KLOS and KROQ are tied in the AOR war (3.7),
pacing ahead of KMET (3.0-2.5). In the
fierce Easy Listening arena, KJOI (4.9-5.1)
has moved slightly ahead of KBIG (5.0-4.9),
while KOST (3.9-4.0) has widened its AC
lead.

Rumors are hot 'n’ heavy in Miami that
either Classic Rock or hip AC music will be
emanating from COX's gorgeous WAIA
studios instead of its present AC fare. Record
reps there have reportedly been receiving
orders for EMERSON, LAKE & PALMER,
BOB SEGER, and CSN catalog LPs. it's said
that Cox consuitant MARY CATHERINE
SNEED, who did well herself with hip AC
WSM-FMINASHVILLE, is in town setting up
the new format.

Speculation in Boston is that CHR WHTT,
with the arrival of PO BARBARA TEMPLE
(see Page 1) and her WCBS-FM oldies
background, may become the market's
seventh AC. Or will it go for the Gold to make
inroads against GARY GUTHRIE-consuited
WZLX, which is skyrocketing (3.1-5.0) with
an AOR-leaning “Classic Hits" format? Either
way, if '"HTT makes a switch, Boston will be
without a traditional CHR.

ST hears that PRIVATE MUSIC is going
to RCA for distribution. The instrumental/new
age label, headed by PETER BAUMANN, has
been independently handled since its launch
last year. An album from LEO KOTTKE will
likely be among the first new Private releases
through RCA.

Don't touch that Rolodex! A&M VP/
Marketing Services BOB REITMAN apparently
isn't leaving to join Robert Redford’s
WILDWOOD company after all. But it's not
yet clear whether he'll continue in his existing
post or take on new responsibilities at A&M,
as Bob couldn’t be reached for comment at
presstime.

Corporate execs at both GENERAL
ELECTRIC and RCA have put the finishing
touches on their merger by filing papers in
Delaware last week. The merger is conditional
on NBC's divestiture of WNBC & WYNY/
NEW YORK, WMAQ & WKQX/CHICAGO,
and WKYS/WASHINGTON within 18 months.

STREET TALK

Twenty-six year-old WAPE-FM & WTLV-
TV12/JACKSONVILLE air traffic reporter
JULIE KING, and her jet-copter pilot, BUDDY
SMITH, 36, were killed Monday (6-16) when
their helicopter crashed as she was ending a
live TV traffic update. Another passenger,
TV12 cameraman BRETT SNYDER, is in
serious, but stable condition in a local
hospital. Julie had joined WAPE only three
weeks ago after five years on-air at WYKS/
Gainesville. STATEWIDE VP/Programming
MARK DRISCOLL said, “We're all so deeply
saddened. Losing someone who works for
you like this is like losing a member of your
family.”

Former BMI VP RUSS SANJEK will be
remembered Tuesday (6-24) at a memorial
service at St. Peter’s Church, NYC. The
much-respected exec, who retired in 1980
after 40 years with the performing rights
organization, died June 11 at age 70.

Here’s a new investment approach from
the 21 ENTERTAINMENT GROUP, headed by
FRED HAAYEN. The company is offering
“entertainment futures,” whereby investors
can buy into a recording artist via a contract
representing §% of gross revenues from five
album releases. For each record that's sold, _
approximately 0.40 goes back to the poo! of
investors, and the break-even point per
release is 300,000 unit sales worldwide. You
can also buy a piece of an act's
merchandising income. Among the investment
opportunities: 21. RECORDS/ATCO band
GOLDEN EARRING.

Ending months (years] of bankruptcy
hearings and negotiations, UPI finally has
passed into the hands of Mexican publisher
MARIO VASQUEZ-RANA and Houston
developer JOE RUSSO. Shortly after
assuming control, majority owner Vasquez-
Rana issued a statement of goals and
intentions for the wire service. Among those
goals are: an “overriding commitment to
improve the quality of the UPI report,” a
major modernization effort, and increasing
editorial staff.

Vinyl decline? At a recent WEA
INTERNATIONAL senior management
meeting in New York, WEA CORP. President
HENRY DROZ forecast that the compact
disc’s share of the US market will reach 25%
by the end of this year. That compares with
just 3% in 1984. The LP is the big loser —
Droz forecast that its 1986 share will drop to
20% and cassettes to 50%.

Continued on Page 22
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Anita Baker

Rapture. Featuring the single and video, Sweet Love. On tour now.




ASCAP
CONGRATULATES

OUR 1986 POP

Lionel Richie
ASCAP Songwriter Of The Year
Third Year in a Row!

Chappell & Co., Inc.
ASCAP Publisher Of The Year

Pictured are ASCAP President Morton Gould

(3rd from left) with (. to 1) Chappells Ira Jaffe,
Linda Blum, Freddy Bienstock, Irwin Robinson, and
ASCAP Managing Director Gloria Messinger.

4 “I Just Called to Say I Love You”
ASCAP Song Of TheYear
Writer: Stevie Wonder
Publishers:
Black Bull Music, Inc. ’
Jobete Music Company, Inc.

Vince Perrone (I.) and Lester Sill of
Jobete Music Company, Inc. with Stevie Wonder.




WARD WINNERS

ASCAP’s Most Performed Songs

(October 4,1984-September 30, 1985)

INST ALL ODDS
Phll Collins (PRS)
shers Golden Torch Music Corp., Pun Music, Inc.
| NEED

s Glen Ballard. Clif Magness. David Pack ®
ners MCA, InC., Yallow Brick Road Music

LF

ar Hargld Fallermeyer (GEMA)

isher amous Music Corporation

ERBEGOOD 1O ME

o5 Mike Chapman, Nicky Chinn, Holly Knight

kher Arista Music. Inc.

N INTHEU S.A.

o Bruce Springstoeen

ksher Bruce Springsteen

5 OF SUMMER

g5 Michas! Campbell, Don Henley

s Cass County Music Company,

Wikd Gator Music

NTFIGHT THIS FEELNG

e Kevin Cronin

isher Fate Music

ELESS WHISPER

o1 George Michael, Andrew Ridgeley

isher Choppell & Co.. Inc.

UBBEAN QUEEN

 MORE LOVE ON THE RUN)

ers Billy Ocean (PRS), Keith Diamond*®

isher Zomba Enterprises. Inc.

¥ OF NEW ORLEANS

et Sleve Goodman

isher lurnpike Tom

OL IT NOW

ers Vincent Brantiey. Ricky Timas o

isher NG Music Publishing

\ZY

25 Richord Marx. Kenny Rogers

ners Lion's Mate Music Ca.,

Security Hogg Music

AZY FOR YOU

ers John Bettis. Jon Lind*

Asher WB Music Corp.

ERT MOON

er Dennis De Young

isher Grand Hiusion Music

N'TYOU (FORGET ABOUT ME)

ets Keith Fofsey, Steve Schift®

isher MCA. Inc.

WHAT YOU DO

ers Larry Di Tommaso, Raiph Palladino

wshers Acrobat Productions. Inc. (Al Dente
Music Division). Ra Ra La Music.
Unicity Music, Inc.

VE

ler Ric Ocasek
dsher Ligko Music. Inc.

EASY LOVER

wiiters Phillp Bailey. Phii Coiling (PRS), Nathan East

Pubhishers New East Music, Pun Music. Inc..
Sir & Trinl Music

EVERYTHING SHE \MNTS

Wwiiter. George MI

Publisher Chcppeﬂ &Co..Inc.

FOOLISH HEART

wniters Randy Goodrum. Steve Perry

Publishers April Music. Inc., Random Notes.
Street Talk Tunes

FREEWAY OF LOVE

writers Narada Michael Walden, Jeff Cohen®

Pubiisher Gratitude Sky Music. Inc.

GLORY DAYS

witer Bruce Springsteen

Pubisher Bruce Springsteen

HARD HABIT TO BREAX

Writers Steve Ki . John Porker®

Publishers Aprll Music, Inc.. Stephen A. Kipnet Music

THE HEATIS ON
Wriers Harold Faltermeyer (GEMA]. Keith Forsey
Publisher Famous Music Corporat
| FEEL FOR YOU
witer Prince
Pubisher: Controversy Music
IFTRIS IS
wiiters Johnny Colla, Huey Lewis
Publisher Hulex Music
| JUST CALLED TO SAY | LOVE YOU
witer Stewvie Wonder
Publishers Black Buil Music, Inc..
Jobete Music Company. Inc.
M ONFIRE
writer. Bruce Springsteen
Publisher Bruce Springsteen
INTO THE GROOVE
Whiters. Stephen Bray, Madonna
Publishers Black Lion Music. Bleu Disque Music Co..
InC.. WB Music Corp.. Webo Girl Music
1 WANT TO KNOW WHAT LOVE IS
writer Mick Jones
Pubishers Evansongs, Lid., Somerset Songs
Publishing. Inc
LIKE A VIRGIN
Wriers Tom Kelly, Billy Sielnbergm
Publishers Denise Barry Music. Billy Steinberg Music
LOVE LIGHT IN FLKSHT
writer Stevie Wonder
Publishers Black Bull Music, Inc.,
Jobete Music Company. Inc.
LOVERBOY
Whiters Robert John “Mutt” Lange (SAMRO),
Billy Ocean
{PRS). Keith Diamond *
Publisher Zomba Enterprises. inc.

LUCKY STAR

writer: Madonna

Publishers Blau Disque Music Co.. Inc..
Webo Girl Music

MISSING YOU

writers: Mark Leonard, Chas Sandford, John Walte*

Publishers Fallwater Music. Markmeem Music

MISSING YOU

witer Uonet Richie

Publisher: Brockman Music

NEUTRON DANCE

witers Danny Sembelio, Allee Willls*

Pubksher Unicity Music, Inc.

NEVER SURRENDER

wiiter Corew Hort (CAPAC)

Publisher Liasse Publishing

NIGHTSHIFT

wiiter Walter Oronge

Pubksher Watter Orange Music

NO MORE LONELY NIGHTS

writer Poul McCartney {PRS)

Publisher MPL Communications. Inc.

ONE MORE NIGHT

Writer. Phil Collins [PRS)

Publsher PynMusic, Inc.

PENNY LOVER

wriers Brenaa Harvey-Richie. Lionel Richie

Publisher Brockman Music

POWER OF LOVE

writers Johnny Collq, Chris Hayes. Huey Lewis

Publisher Hulex Music

PURPLE RAIN

Wrler Prince
Pubishers Confroversy Music, WB Music Corp.

RASPBERRY BERET

witer Prince

Publisher Confroversy Music

RHYTHM OF THE NtGHl

writer Diane War

Publisher Edmon Sunsefmbllshlng inc.
SEARCH IS OVER

whilers Jim Peterik, Frank Sullivan®
Puhsher. Easy Action Music

SMOOTH OPERATOR

Wiiers Ray St. John (PRS). Sade (PRS)
Publsher Silver Angel Music

SO0

wirers Nickolas Ashford. Valerie Simpson
Publisher Nick-O-Val Music Ca., Inc.
SOME GUYS HAVE ALL THE LUCK

wnter Joff Forigang

Publisher KirshnarAprl Music Publishing
ST ELMO'S FIRE [MAN IN MOTION)

witers John Parr {PRS). David Foster®
Publishers Bogus Global Music,
Golden Torch Music Corp.

QSCQ)

Amencan Socety of Composers. Authors

& Publshers

STRUT

writers Charlie Dore, Jutlan Littman (PRS)
Pupisher Ackee Music, Inc.

STUCK ON YOU

Writer Lionel Richie

Puplisher Brockman Music

SUDDENLY

Witers Bllly Ocean (PRS), Keith Diamong*
Puplisher Zomba Enterprises. Inc.
SUSSUDIO

Writer  Phil Collins (PRS)

Pupiisher Pun Music. Inc.

TIME AFTER IME

witers Rob Hyman. Cyndl Lauper*
Pubiisher. Dub Notes

TO ALL THE GIRLS I'VE LOVED BEFORE
writers Hol David, Albert Hammond
Publishers Aprll Music. Inc.. Casa David
TOOLATE FOR GOODBYES

Witer Juuon Lennan (PRS)

Publisher- Chappell & Co., Inc.

VALOTTE

whlers Justin Clayton (PRS). Julian Lennon (PRS).
Cartton Morales
Pubksher Choppeli & Co.. Inc.

WAKE ME UP BEFORE YOU GO-GO
Writer George Michoel
Publsher Chappell & Ca., Inc.
WE ARE THE WORLD
writers Lione! Richie. Michasel Jackson®
Publsher Brockman Muslc
WE DON'T NEED ANOTHER HERO
Wiiters Terry Briften (PRS). Grahom Lyle {PRS)®
Publisher Myaxe Music, Lid. (PRS)
WHAT ABOUT ME
wrilers Richard Marx. Kenny Rogers. David Foster®
Pubkshers Lion's Mate Music Ca..
Securily Hogg Music
WHAT'S LOVE GOT 1O DO WITH IT
wWriters Terry Britten [PRS] Graham Lyle (PRS)”
Pubiisher Chappell & Co., Inc.
WHEN DOVES CRY
whiter Prince
Pubishers Confroversy Music, WB Music Corp.
WHO'S HOLDING DONNA NOW
Wirters Randy Goodrum. Jay Graydon. David Foster®
Puciishers Aprll Music. Inc.. Garden Rake Music. Inc..
Random Notes
YOU GIVE GOOD LOVE
wiier Lala
Publishers Littie Tanya Music, MCA, Inc.
YOU'RE THE INSPIRATION

wniers Peter Ceterq, David Foster ©
Pubisher Double Virge Music

*Share not keensed by ASCAP
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STREET TALK

Continued from Page 18

BOB GELDOF's tireless work for African
hunger-relief was recognized last week by
QUEEN ELIZABETH, who made him an
honorary Knight of the British Empire (KBE).

- They don't dub knights with a sword on the

shoulder anymore, unfortunately. Now, that
would have been a photo opportunity.

Seems the marriage between DIR
BROADCASTING and NSBA has been
annulled. The two companies had reportedly
worked out a distribution deal for NSBA's “On
The Radio,” but the premarital agreement was
not acceptable to both parties. DIR has sent
out telegrams disavowing any relationship
with NSBA, and NSBA President JEFF LEVE
confirms the separation. Remember, the
show isn't over until the fat lady signs.

DICK WEINSTEIN, most recently
President of BIRCH RADIO, will be going
across the street to the TV side of the
business. Expect him to hook up in a top
executive capacity with a major TV rep firm

Good Gigs Dept.: After five years GARY
CRAIG is leaving mornings at WTIC-FM/
HARTFORD, following the failure to negotiate
a new deal on his contract, which ends
August 15. T&8Rs ASAP to PD GARRY WALL
... Look for WHHY-FM/IMONTGOMERY PD
BOB RALEIGH to vacate his post this
summer in his quest for another PD position
Bob's still programming the CHR, and is
assisting GM LARRY STEVENS in finding a
replacement . . . KMJK/PORTLAND is losing
longtime morning team of KENT PHILLIPS
and ALAN BUDWILL to wakeup service at
KPLZ/SEATTLE. Contact KMJK's JON
BARRY . . . WROR/BOSTON is looking to
hire a production director and a promotion
director. Qualified and interested parties
should call PD LORNA OZMON at (617)
236-6898.

Guess who has her own perfume
debuting this month? ARISTA’s DIONNE
WARWICK will be on hand at the upcoming
Beverly Hilis Neiman-Marcus champagne
reception, where folks can get their first whiff
of Dionne Parfum. Darling, you scent me.

Condolences to the family and friends of
WKJN/BATON ROUGE personality STAN
HALL, who died of apparent suicide June 10
Hall, 35, is survived by former wife Linda,
and young sons Grant and Ross. A
scholarship fund for the boys has been set
up through Fidelity Nat'l Bank in Baton
Rouge; WKJN will provide more details. Hall
had been at 'KJUN for two years, and earlier
worked for WLCS across town and at KEEL/
Shreveport.

Congrats to Michigan research/strategic
consulting firm MARK KASOFF & CO. on a
special occasion for any company — its first
anniversary.

Strong turnouts are expected at both the
15th annual BOBBY POE SEMINAR in Atlanta
(June 27-28; 301-951-1215) and the 11th
annual UPPER MIDWEST
COMMUNICATIONS CONCLAVE in
Minneapolis (June 26-29; 612-927-4487)
R&R's JOEL DENVER will be at the Poecat,
while JEFF GREEN covers the Conclave. See
you there!

If you're ever visiting Pittsburgh, why
settle for the nearest Holiday inn when you
can relax at CLARK RACE's own bed &
breakfast inn? The former KDKA star has
restored an 1880 three-story, seven-
bedroom charmer and would love to play host
to his industry friends whenever they're in
town.

Longtime label and personal management
veteran ALAN MINK has started a Los
Angeles-based auto leasing company, with
DENIECE WILLIAMS driving away the first
car, a Jaguar. Honk for Alan at (818) 995-
1956L

A real coup for WLUP/CHICAGO, which
landed “Late Night With David Letterman”
announcer BILL WENDELL to do a series of
station IDs like, “Live . . . from Chicago, the
city where politics is a contact sport: it's
WLUP."

Radio romances continue: WZIP/
DAYTONA BEACH GM HOWARD GRIBOFF
and News Director LAUREN CHESTER are
tying the knot June 29. One step ahead are
KEZBJEL PASO afternoon driver CHRIS
MUSIC MICHAELS and TOBY LEIGH of
crosstown KHEY — they're celebrating the
birth of their new son, Henry Tyler Christian.

Who was that masked treeman?
Burlington, VT citizens know him as “the

. pothole bandit,” thanks to WJOY & WQCR. It

started when 'QCR’'s LOUIE MANNO began
to talk with a person who said he was putting
trees in the city’s potholes. NO' JAMES
CONDON checked with the police, who
found evergreens in the road. While the
police chief was being interviewed by Manno
the next day, the Pothole Bandit called in,
and what is sure to be an interesting meeting
between the twp was arranged

Happy Endings: With all of the family
problems the radio business has caused over
the years, here's a great Father’s Day saga
KMEL/SAN FRANCISCO News Director J.
PAUL EMERSON and his wife split up over
12 years ago, and he hasn’t seen or heard
from J. Paul Jr. since, despite efforts to track
him down. Out of the blue, J. Paul Jr
managed to find his father, called him on
Father's Day, and has agreed to come live
with him.

Great talent’s

... But it doesn't have to be.

hard to find!

TALENTMASTERS

1554 Pinecreek Way * Woodstock, GA 30188 » (404) 926-7573




LISTEN TO ME’
TOMVIMY KEENE

The New Single
@ From The Album

o SONGS FROM THE FILM

THE
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“CITIES IN DUST”

The New Single | |
From The Album L

Tinderbox |

- THE STYLE COUNCILS
SUMMER SESSION

“(WHEN YOU) CALL ME”

Fon
The New Single |
From The Alb - \




JHANHBER

How Ad Execs View Radio

Do we really know how advertisers feel about our me-
dium? With all the research that goes toward surveying
audience attitudes, doesn’t it make sense to do some re-
search aimed at the ad community? If such research was

done, what might it show?
T was recently privy to some con-
fidential research focusing on key
media decisionmakers and their
attitudes toward radio. I'll share
some of the techniques used to de-
rive such information, then we'll
look at what these folks had to say.

The Second Public
Zillions of dollars are spent annu-
ally on the listening audience. We
probe, dissect. and examine their
perceptions and attitudes; send
them diaries or call them to obtain
ratings feedback. Then we mar-
shal our data. troop into the streets,
and wonder sometimes why we

can’t slay the media dragon.

Wise stations take part of their
annual sales and research budgets
and examine the attitudes of the
media community — or, as I call it,
the Second Public. While the listen-
ing public is naturally important to
your success, it’s vital that your
station know the nuances of the
Second Public as well, if not better.
Knowing how the media spenders
tick can often help you ride out a
poor ratings report

Pick several dozen key media
decisionmakers in your market.
Choose a cross-section of various
size accounts, agency and direct.
and decide how you’d like to exam-
ine how they feel about you, other

BROADCASTING
OPPORTUNITIES |

TV.

NORTHERN CALIFORNIA: Class C FM,

$1,900,000

2 network affiliates, $30 million total.

NORTHEAST: Independent UHF, good

growth potential.

RATINGS AND RESEARCH

stations, and other media. You can
delve into their psyches four ways:

+ Informal discussions involving
station personnel and the media
types at social gatherings or out-
ings. Catching them ‘“‘off guard”
may uncover a gem.

* Anonymously sponsored one-
on-one in-person interviews con-
ducted in media maven’s office.
This is the superior technique and
most expensive.

Under this approach the media
movers and shakers are flattered
that you've had an unknown re-
searcher come to their office. The
respondents usually gush forth in-
formation which you can tape as
well as jot down.

* Anonymously sponsored tele-
phone interviews. Cheaper than the
in-person technique but also less ef-

GEORGIA: 2 excellent buys inradio.

SOUTHWEST: Independent UHF, good

growth potential.

as $750,000

history, $50 million.

RADIO

MIDWEST: Large cable system,
mature, great cash flow, good stable

$4,000,000.

FLORIDA: Several radio stations as low

FLORIDA: East Coast, Class A FM,

VIRGINIA: SOUTHWEST: 2 combos,
one $450,000. The other

$1,000,000.

flow $2,700,000

stable histories.

SOUTHWEST: Class C FM, good cash

MICHIGAN & OHIO: Several radio sta-
tions available with good cash flow and

ALABAMA: Doctor wants to sell Class
C FM. Awaiting CP for increased
antenna height to provide basic
coverage over prime Florida area.
$1,500.000. Terms available.

$2,700,000.

KANSAS: AM/FM Combo, Class C FM,
$8,000,000

MINNESOTA: Turnaround AM
TEXAS: Excellent Class C FM

MIDWEST: Top 30 m_ari(et, turnaguha,
combo, $5,500,000.

WASHINGTON STATE: 2 stations, one
is AM/FM combo (Class C) for

$900,000, the other is Class C combo
for $2,000,000. Possible assumption.

BARRY SHERMAN AND ASSOCIATES

1828 L STREET, N.W. ¢ SUITE 300
WASHINGTON, D.C. 20036 ¢ 202-429-0658
MIDWEST: H. WALTER WESTMAN 313-881-5432
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report.”

fective since the one-on-one rap-
port isn’t established.

« Mailed questionnaires. Cheap-
est yet but least likely to uncover
the insights you desire. Return rate
can be poor and, unlike the “live”
interviews above, there’s no option
for probing.

Whichever approach you take, I
suggest selecting about 50 key me-
dia targets. You should be able to
get usable feedback from half of
them in a given week of interviews.

Advertisers Speak

What has the Second Public said
lately about radio? The info that
follows was derived from recent in-
person interviews conducted in
several top ten markets. It may
give you a glimpse into the hearts
(yes, they do have hearts) and
minds of those who control mucho
bucks. Of course, feedback you
uncover in your market will un-
doubtedly differ.

Here are the key conclusions de-
rived from dozens of interviews
and chats with media VPs, plan-
ners, and buyers:

1. Larger market advertisers’
main tools were Arbitron, com-
puterized ratings breakouts from
the stations, and qualitative data
(in that order).

2. Because of the difficulty in co-
ordinating two often contradictory
ratings measurements, very few
placed much credence in Birch.
Birch was used by some to add in-
formation to their knowledge pool.

3. Very few subscribed to Arbi-
trends or Birch. They relied on sta-
tions to supply such data. Arbi-
trends, more so than Birch, was
viewed as a supplementary tool
with which to fill in the total mar-
ket picture.

4. Scarborough was mentioned
as the best and most frequently us-
ed qualitative service. Birch quali-
tative was used somewhat. Al-
though respected, Simmons and
ClusterPlus were not widely used
qualitative tools.

5. Most written proposals are re-
garded as propaganda conjured up
by the station.

6. Buyers recognize that client
promotions, when appropriate, add
value to their spot buys.

7. Retailers, more so than larger
agencies, put significant emphasis
on past success to drawing traffic.

8. Finally, some of the Second
Public expressed concern that ra-
dio station management has un-
realistic expectations of their ac-
count executives. AEs who are
shoved out to sell an unrealistic
demo, given their station’s format,
lose credibility and irritate the me-
dia moguls. This ends up hurting
the station in the long run.

In advertiser studies I've seen
over the years, other key responses
have also been unearthed. For ex-
ample, in smaller and medium
markets, advertisers are likely to
feel the salespeople are untrained.
“Last week they were pumping gas
or selling shoes; this week they’re
radio reps’”’ was one remark that
stuck with me.

Another key item that some-
times surfaces in advertiser re-

“Knowing how the media spenders tick can
often help you ride out a poor ratings

search has to do with identifying
quality AEs. There will be times
when the AE has a personality
clash, which can hurt revenues.
This can be identified and reme-
died. However, the real gem is
when your study derives consist-
ently positive feedback about a
particular rep. That person may be
a target hire.

Portent For Radio?

Given the ideas expressed in
these large market studies, clues
emerge regarding what this feed-
back means to radio:

* Radio’s revenue picture can be
bright. Indeed, almost all the hon-
chos interviewed saw increased ra-
dio spending in their media plans
this year.

* Arbitron still has the upper
hand on the agency front. Indeed,
Leo Burnett in Chicago (the McDon-
ald’s agency there) still relies upon
Arbitron. Apparently, Birch usage
has been delayed perhaps until
August or September. What effect
Birch’s recent methodology shifts
~ and the resultant number swings

will have on Birch’s agency in-
roads remains to be seen.

« Promotional creativity can pay
off at the bottom line. One of
radio’s strengths has been its abili-
ty to add sizzle. Stations should
strive to continue this promotional
impact.

+ Qualitative information plays a
role — but still not a major one
at most stations. If Scarborough is
the most used and respected, that’s
an interesting commentary since
its studies are usually done every
two or three years. Thus, given the
fluid nature of our biz, even the
Scarborough data may be out of
touch as time goes on.

* Format selection and sales
management depend on this prem-
ise — the wider the station’s demo
appeal, the better the sales poten-
tial. This sounds so obvious: The
more demos you do well in, the
more buys you can pitch. Some
prefer, however, to narrowcast.
This means that if you opt for that
choice formatically, your station
must really dominate the demos in-
volved in order to get a sizable
chunk of change. If you target men
2534, don’t expect to be treated
credibly when it comes time to
pitch for the ladies fashion busi-
ness.

* Bear in mind how the Second
Public will/may react to events
you plan to attract the listening
public. How your station images it-
self externally and over the air has
a residual impact on how the ad
community feels about your sales
effort.

The Bottom Line

So cemember to budget annually
for some version of objective sales
research. Second. be sure to get in-
formation from a cross-section of
your ad community. Finally, listen
to what these people have to say.
Knowing their thoughts, likes, and
dislikes can turn your bottom line
from red to black, and turn your
frown upside down into a smile.

————y

x



AT PRESENT g x|

THE

CONG
OURm
‘ st o PRINCE

AND THE
REVOLUTION

Coming the week of June 30,
a very special edition of
Westwood One’s The Concert
Hour will feature a one-of-a-
kind performance starring
Sheila E. with special guest
star Prince, making his first-
ever national radio concert
appearance as he and members
of his band, The Revolution
join his protegé onstage.

| This exciting performance,
recorded in May at the

Fox Warfield Theatre in San
Francisco, showcases such
Sheila E. songs as “Glam-
orous Life; “Holly Rock}
“Erotic City” and “Sister Fate;
among others. Prince, mak-
ing a surprise guest appear-
ance, duets with Sheila E. on
“Love Bizarre”

To make sure this special radio
event is heard on your radio
station, call your Westwood
One Station Sales Representa-
tive at (213) 204-5000 or Telex
4996015 WWONE.

T/

VI
WESTWOOD ONE
RADIO NETWORKS




TALENT,
SKILL
AND A HIT SONG.

“WHAT DOES
IT TAKE”

WPHD WNOK  0K100 WHSL
CKOl  WANS 95X WVBS
CFTR  WCKN KFMN Y94
K104 WOKI  WJAD WDBR
WMJQ KSND Q104 0OK95
WGUY WzZYp

THE NEW SINGLE FROM

PRODUCED BY BRUCE FAIRBAIRN-MANAGEMENT:
STEPHEN PRENDERGAST/HEAD OFFICE MANAGE-
MENT FROM THE ALBUM THE BIG PRIZE-ON
WARNER BROS. RECORDS AND CASSETTES

€ 1986 WEA Music of Canada tic

26/R&R FRIDAY, JUNE 20, 1986

WINTER '86

Arbitron Demographic Rankings

Washington, DC

WAVA Grabs Teen Crown; WHUR Top Choice Of Older Adults; WKYS New 18-34
Leader, Runner-Up With Older Adults; WCXR Makes Strong Jumps.

Fa Wi 12-17 Fa Wi 18-34 Fa Wi 18-49 Fa Wi 25-54

85 '86 Rank ‘85 '86 Rank ‘85 ’86 Rank '85 ’'86 Rank

6 1 WAVA (CHR) 2 1 WKYS 1 1 WHUR- 1 1 WHUR

2 2 WBMW (CHR) 1 2 WWDC-FM 2 2 WKYS 3 2 WKYS

1 3 wbJy (B/Y) 3 3 WHUR 3 3 WWDC-FM 5 3 WLTT

7 4 WRQX(CHR) 6 4 WLTT (AC) 4 4 WUT 4 4 WMAL

4 5 WKYS (B/U) 19 5 WCXR 6 5 WCXR 2 5 WGAY (B/EZ)
5 6 WHUR (B/V) 4 6 WAVA 12 6 WMZQFM 7 6 WMZQ-FM
3 7 WWDCFM(AOR) 5 7 WRQX 5 7 WRQX 6 7 WWODC-FM
19 8 WCXR (Gold) 7 8 WDJY 8 8 WAVA 9 8 WRQX

21 9 WHFS (AOR) 12 9 WMZQ-FM(Ctry) 13 9 WDJY 14 9 WCXR

9 10 WOL (B/U) 9 10 WCLY (AC) 7 10 WMAL (AC) 8 10 WCLY

Dallas-Ft. Worth

KKDA First With 18-34, Second In Teens, 18-49; KVIL Tops With Older Adults; KEGL |
Still Teen Titan; KZEW Scores Big Gains With Young Adults.

|
Fa Wi 1217 Fa Wi 1834 Fa Wi 1849 Fa Wi 25-54 [
"85 '86 Rank ’85 86 Rank '85 '86 Rank '85 '86 Rank o
1 1 KEGL (CHR) 2 1 KKDA 11 KL 11 KL l
2 2 KKDA (CHR) 1 2 KVIL(AC) 2 2 KKDA 3 2 KPLX
4 3 KTKS(CHR) 6 3 KZEW 3 3 KPX 2 3 KKDA 5
3 4 KTXQ (AOR) 4 4 KTXQ 11 4 KZEW 4 4 WBAP ’
6 5 KSCS(Ctry) 5 5 KPLX 6 5 KMXQ 5 5 KSCS ‘
8 6 KPLX (Ctry) 8 6 KMGC (AC) 4 6 KSCS 7 6 KLY
— 7 KZPS(CHR) 3 7 KEGL 8 7 KMGC 6 7 KALD (News) |
16 8 KSSA (Span) 9 8 KSCS 7 8 WBAP (Clry) 9 8 KMGC 1
10 9 KDLZ (BIV) 10 9 KLUV (Gold) 9 9 KLV 8 9 KMEZ (B/EZ) ‘
9 10 KZEW (AOR) 7 10 KTKS 5 10 KEGL 10 10 KTXQ

Miami-Ft. Lauderdale

WSHE Still Young Adult Leader, Drops In 25-54; WHYI New Teen Titan, Runner-up
With Young Adults; WAXY Leads 25-54; WLYF Gains In Older Demos

Fa Wi 1217 Fa Wi 18-34 Fa Wi 18-49 Fa Wi 25-54

'85 '86 Rank '85 '86 Rank ’85 '86 Rank ‘85 °'86 Rank

2 1 WHYI(CHR) 1 1 WSHE 1 1 WSHE 2 1 WAXY

1 2 WCJX(CHR) 2 2 WHYI 2 2 WHYI 5 2 WLYF

5 3 WHQT (B/V) 3 3 WAXY 3 3 WAXY 7 3 WHYI

4 4 WEDR (BV) 4 4 wHQT 5 4 WEDR 4 4 WCMQ-FM
6 5 WSHE (AOR) 5 5 WEDR 4 5 WCMQFM 1 5 WSHE

3 6 WINZ-FM (CHR) 8 6 WINZFM 6 6 wHaT 3 & wiay

9 7 WQBAFM(Span) 6 7 WLVE(AC) 11 7 WLYF (BIEZ) 9 7 WKQS

11 8 WRBD (B/V) 10 8 WMXJ (AC) 7 8 WJQY (AC) 6 8 WAQBA (Span)
7 9 WKQS (Ctry) 7 9 WCMQ-FM {Span) 9 9 WKQS 10 9 WEDR

13 10 WAXY (AC) 12 10 WKQS 8 10 WLVE 8 10 WLVE

Pittsburgh

WBZZ And WDVE Stable With Young Aduits, Teens, Down 25-54; KDKA Retains Older
Adult Edge; WHTX Up In All Adult Demos

Fa Wi 1217 Fa Wi 18-34 Fa Wi 1849 Fa Wi 25-54

‘85 '86 Rank '85 '86 Rank ‘85 '86 Rank '85 ‘86 Rank

1 1 WBZZ {CHR) 1 1 WDVE 1 1 WDVE 1 1 KDKA

2 2 WDVE (AOR) 2 2 wBZZ 2 2 wBZZ 5 2 WHTX

3 3 WAMO-FM (B/U) 3 3 WAMO-FM 4 3 WAMO-FM 2 3 wwsw

4 4 WYDD {CHR) 5 4 WHTX 6 4 WHTX 7 4 WSHH (B/EZ)
6 5 KDKA (AC) 4 5 WWSw 3 5 wwsw 3 5 wBzZz

5 6 WHTX (AC) 8 6 wyDD 5 6 KDKA 4 6 WAMO-FM
7 7 WWSW (AC) 9 7 WPNT(AC) 10 7 WPNT 10 7 WPNT

— 8 WVAQ (CHR) 6 8 WMYG (AC) 7 8 WSHH (B/EZ) 6 8 WDVE

10 9 WDSY (Ctry) 7 9 KDKA 12 9 WYDD 8 9 WTAE

— 10 WWKS (AC) 12 10 WWCL {AC) 8 10 WTAE (AC) 11 10 WDSY




How to cultivate a loyal audi-
ence:

Start with the most poputar hits
ever recorded.

Add a radio personality who's
legendary . ..

rare, exclusive taped inter-
views with the _maost impnr-
tant artists and groups of all
time.
And then .
| Simply rake in the ratlngs—
 with DICK CLARK O
ROLL & REMEMBER
—DICKCHARK S RO
ROLL & REMEMBER from

ming Network. The hit
—4-hour

that adds the necessary
excitement to your
weekend program-

ming to keep your

wwiaale

opportunity to feature one of the best-
known and most popular personalities in the
entertainment industry, Dick Clark, in a
proven format. Dick plays
e greatest
the greatest
vis—to—+

from

. The Beatles to The
Beach Rn;\ig_'n[u( rare
taped interviews from
Dick’s own archives.
It's an unbeatable com-
bination that’s made DICK
[ARR OCK, ROLL B =
MEMBER the most success-
otprog ofitskimd———
From now on, give your
ore omethinga-spe ialon 4

the weekends. DICK CLARK'’S
ROCK., ROLL & ER
Then sit back. Relax. And watch
the ratings grow.

¥ 'n 7 . 74 LL

.

REMEMBER is available on a

LA -

‘weekly program. ' EMEMBER. |
_—Tmmm' ' | E— Wap7ex e DAasIs To T3adio sta-
station throughout the rest of the t:ons ln the top 170 Arbitron rated

ROCK, ROLL & REMEMBER gives you the

| DI C K

CLARIK?'’S

———For national sales information,-call Lnited Stations——
Programming Network in New York at

(212)575-6100.

| Y- = = —— —— — —— _-i

Mew York  Washingion, D.C.__

For station clearance mformatlon call United Sta- |
tions Programming Network Affiliate Relations in

Washington, D.C. at (703] 556-9870.

Lhicagn  Detroit  Dallas.  Los Angeles —London.




RICHARD AGATA

YOU'RE ON THE AIR

WITH...

SPORTS ON RADIO

Playing The Field With Sports Talk Hosts

Perhaps it’s because the Major League Baseball sea-
son now stretches from early spring through the eve of No-
vember. Or that the squabbling between the NFL and its
orphaned brother, the USFL, keeps pro football in the
news year 'round. Or even the fact that old-time dynasties
like the Boston Celtics and the Montreal Canadiens once
again sit upon their thrones in the NBA and the NHL. May-
be it’s because Minor League Baseball is seeing a dramat-
ic resurgence in many areas regionally, or that high
school and college athletics are the only forms of local
sports for many communities.

Whatever the reasons, we seem
to have an instinctive desire to talk
about what we see and hear, and
sports is no exception.

Four of the men who field our
questions and fuel our discussions
are: Ken Beatrice, a no-nonsense
host for WMAL/Washington since
1977. Wayne Cody, who’s used a
more happy-go-lucky style with
KiRO/Seattle for the past ten
years; Pete Franklin, WWWE/
Cleveland's 15-year. self-professed
king of sports talk hosts: and Lee
“Hacksaw" Hamilton, a tireless
worker who has plied his trade
with KTAR/Phoenix since 1981.

Good ratings are part of each
man’s story. WMAL is third
overall in its market, KIRO is num-
ber one, WWWE is sixth, and
KTAR is number three, according
to the fall 85 Arbitron. So stay on
the line, you're on with . . .

)

4

Ken Beatrice

Ken Beatrice,
WMAL/Washington

If you had to be stranded in a life-
boat in the middle of the ocean,
Ken Beatrice is one guy you'd like
to have along. He’s ethical, fair,
and intelligent. And if you happen
to be stranded in the nation’s capit-
al Monday-Friday between 10pm-
lam, he will buoy you for awhile.
“I will discuss anything the caller
chooses,” he said. “Any topic of
sports or how it relates to our socie-
ty?’

His show usually includes only
one guest “‘so it’s easier for people
to get through.” Beatrice must
have gone to the Carl Sandberg

= 'school of caring, because he too
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spells people with a capital P. “I
have a love of people and a love of
sports,” he said. ““That’s the way I
conduct my show.” He has only
two rules — no profanity and no
personal attacks. “I do not do it
and I will not permit my callers to
do it — nor my guests, for that mat-
ter.”

Beatrice feels very strongly
about sports commentators be-
coming the story over the events
with which they are discussing. He
does do commentary, of course,
but he doesn’t look for controversy.
“Seeking controversy for its own
sake is a cop-out,” he said. “It
means you're telling the world you
can't do your job appropriately, or
that you don't have the knowledge,
or that you're trying to be a sit-
down comedian. That's not what
my job is.” He added emphatical-
ly, “I will never give my opinion
without my reasons for it.”
Thank God For Sports Fans

Beatrice opines that sports is an
important mental, emotional, and
psychological release for millions
of people internationally, and
thinks the diversion is necessary.
He sees sports as relevant as the
theater or opera, which he also
loves.

“People who are not sports fans
tend to look down on sports fans,”
he said. “That’s stupid, simply be-
cause if a diversion provides you
with a release for that period of
time, you'll go back to the prob-
lems that are perhaps a bit more
integral to our survival as a race
with a fresher perspective. You
have a better chance of handling
them a little better.

“My statement to non-sports
fans is that you'd better thank God
every night when you get down on
your knees that there are sports
because they help tens of millions
deal better with their lives.”

Distinctively DC

Washington is certainly a unique
sports environment. It’s the only
city to have lost a Major League
Baseball franchise twice — once
becoming the Minnesota Twins and
again, giving birth to the Texas
Rangers. Beatrice thinks DC gets a
bad rap as a city that won’t support
baseball or is a “bad” baseball

1986

town. ‘“Washington had two owners
(Calvin Griffith and Bob Short),
both of whom showed that they
weren't prepared to do what's
necessary to provide a winner.
They overpriced an inferior pro-
duct. The city supported baseball
magnificently under those terms.”
Washington wants another chance,
often being rumored as an eventual
expansion site when the National
League adds two more teams to
equal the American.

“There’s a tremendous interest
in the return of baseball,” Beatrice
said. And he thinks another bad
rap about Washington is that it’s a
one-sport town. “‘Are the Redskins
the major sports entity in this
town? Without question. Is it the
only interest? Absolutely not!” He
pointed out that not only has base-
ball fever resurged, so has an inter-
est in hockey, high school, college
and professional basketball, and
soccer.

New Issues
And Old Favorites

Beatrice notes that callers’ ques-
tions have changed subtly over the
years, with more and more com-
ments now concerning contracts,
relocations, and court cases. *I've
mentioned on the air half-joking-
ly,” he said, “that I feel I've let the
people down by not having gone to
law school. I'm spending so much
time on legal issues.” Just because
the legal battles are part of the
game doesn’t mean he likes them.
“I find it very distressing. They’ve
beaten the little boy in me to
death.”

That's a little hard to believe
when you hear him tell of his most
memorable moment on the show.
One night, 1936 Olympic Champion
Jesse Owens guested. “Just meet-
ing Jesse Owens . . . having him sit
three feet from me and do the show
... it was quite a thrill.”

Wayne Cody

Wayne Cody, KIRO/Seattle

Wayne Cody happily and humbly
conducts his top-rated, 7-10pm
weeknight sports talk show not un-

like a minstrel show emcee. I just
sit in the middle,” he said. “I hear
from Mr. Bones and then Mr.
Jones, and just moderate the thing.

«“I give opinions, but basically let
the callers talk it out themselves.”
He continued, “I'll agitate only
when irritated. If the show gets
dull, 'l get mad at someone just
for the fun of it.”

If Cody seems relaxed and tonfi-
dent, it may be because he feels he
inherited a knack for radio. His
father worked 53 years for WFIL/
Philadelphia, inni in 1930.
And it’s possible he developed his
sense of humor while spinning the
country platters for KSOP/Salt
Lake City as “Cactus Kid” Cody.

Could Make
Letterman Jealous

Cody’s show is different, that’s
for sure. He enjoys giving the fans
a chance to say whatever’s on their
mind. “We’ll run a caller eight or
nine minutes if he’s got something
interesting to say.” But Cody’s also
got a group of regular call-in par-
ticipants that could rival any of the
bizarre antics David Letterman
goes through with Chris Elliot
(“The Man Under The Seats” and
“The Fugitive Guy”).

Cody explains, “We have ‘The
Guy Who Knows: Where They Are
Now.” He follows all the local high
school and college players and re-
ports on their progress. And we
have a guy called ‘Doomsday.’ Ev-
erything is wrong in sports. He’s a
negative guy, and everybody calls
in to with him.” As for him-
self? “I'd like to think I know a lit-
tle about a lot of things, instead of a
lot about a few things.”

His style is one that he feels de-
veloped naturally. “I don’t think
T've ever thought about it over the
years,” Cody mused. “It has just
grown, as an elephant will grow a
tusk. I don’t think it’s anything you
can plan. If you're genuinely inter-
ested in sports, and you like your
business, it’s style that simply de-
velops."‘

Don’t Talk Down
To The People

Cody believes the ability to paint
a picture and ad lib are the two
most important skills in radio. He
thinks anyone can read words that
are put in front of him. “But,” he
said, “if you can make the person
listen and enjoy the words — make
him laugh, chuckle, or get serious

~ that's what makes it.”

Enthusiasm is also a key to
Cody, as is realizing that fans to-
day are more knowledgeable than
ever. “If you start talking down to
the people like they’re stupid and
you're the expert, well, that’s just
B.S..” he said. ‘““That will not get it.
People will tune you out mentally

and then physically change sta-
tions.” The winning formula, ac-
cording to Cody, is to “‘explain it to
them in a happy manner and tell
them what’s going on. Be sad when
the club loses and happy when the
club wins. But don’t go overboard
and be a ‘homer.”
Stan The Man Fan Fainted
From the past ten years Cody
has many fond memories. One of
them was having the legendary
pitcher Dizzy Dean as a guest for
45 minutes. “It was one of the
greatest times I've ever had on the

”

thy, interview was with former Ohio
State football coach Woody Hayes.
Cody recalled, “I was talking to
him for about seven or eight min-
utes and then I brought up the
game where he punched an oppos-
ing team player. He said, ‘Damn, I
knew you’d ask me about that * . . .
and then he hung up.”

But perhaps his favorite story re-
volves around Stan Musial, “I had
Stan Musial on one night, and a guy
called who said he always loved
‘The Man.’ He said he wore
Musial’s uniform at his wedding
and he even had Stan Musial pa-
jamas. Then, while talking to Musi-
al, he fainted and his wife had to
come on the line.”

Pete Franklin

Pete Franklin,
WWWE/Cleveland
To describe Pete Franklin as
outspoken is an understatement.
The WWWE sports talk host is the
Muhammad Ali of his field. He un-
abashedly proclaims, “I'm the
king of the talk show hosts.” He'll
also be the first to tell you that he
has been doing a sport talk show
longer than anyone else, that he
has more variety than anyone else,
and that quite frankly, he’s the
best.
“My show (6-9pm, Monday-Fri-
day) is unique because of one thing
the talent,” he said. “I can’t em-
phasize that enough. You can have
Harry Schwartz do a talk show or
Continued on Page 30
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Z-ROCK is live rock on the cutting edge. Scorpions, Judas Priest, Led Zeppelin, Van Halen, ZZ Top, Hellion, Deep Purple, Pink
Floyd, Jimi Hendrix, Iron Maiden, Ozzy Osbourne, AC/DC, Motiey Crue, Ted Nugent, Santana, Anthrax, Dio, Black 'n’ Blue,
Whiplash, Leatherwolf, Outiaws, Doors, Grim Reaper, Motorhead, Metal Mas=acre, Twisted Sister, Blind in Texas, Rough
Cutt, Def Leppard, Stones, Megadeath, Street Kilers, Hurricane, Power Squadron, Alice Cooper, Cream, T-Rex. . .

Breakthrough numbers 12-34, breakthrough numbers for your bottom line summmm .
. . . coming soon with Z-ROCK live! For a demo tape and details call Boh M= mﬂ

Bruton right now at 1-800-527-4892. In Texas call 1:214-991-9200. e
ZROCK... live rock to the outer limit ... from Satelite Music Network. mmssmm INetwork

DALLAS + NEW YORK « CHICAGO « LOS ANGELES




Continued from Page 28
Johnny Carson do one, and Carson
will last 20 years. You can have
50,000 people do a quiz show and
have Groucho Marx conduct a quiz
show; you watch Groucho. Isthata
true statement or not?"”
Shmuck Buster
Franklin believes he’s lasted as

Franklin, although obviously shy
and reserved, can get annoyed at a
caller occasionally, but he doesn’t

really like to emphasize that part
of his reputation. “Once in a
while,” he continued, ‘‘some

shmucko calls me and I tell him
where to go. And I think that's
what you notice. If I'm on the air
for four hours and I rant and rave
ataewpleofslunﬁu;kns.ﬂney‘ll
bl h t deviati

But I don't do that constantly be-
cause that would be artificial. I
wait until there’s some shmuck. I
think if you’re phony people can de-
tect it; you don’t last a lifetime.”

Franklin, of course, is more than
merely a shmuck-buster. He does
know his limitations. “I'm so
bright, I know I'm a dumbbell,” he
confessed. “I have a lousy voice,
and am a flop in any other kind of
broadcasting. However, if you
have me doing this, I'm clearly the
most superior talent in the history
of the business. My ratings are as-
tronomical. I've been lucky enough
to find one damn thing I'm good at.
I don't have a false sense of ego.
I'm good at one thing and that'sit.”

1 Gotta Be Me

The Cleveland talk host’s style is

persmal.yetkqﬂmws;arpby

it's his personality that’s the key.
«I think the greatest line in show
business and in life is Sammy Da-
vis Jr.’s song, ‘I Gotta Be Me'; 1
think that’s the key. You’ve got to

Lee “Hacksaw’' Hamilton
get on the air and ‘do’ you.”

enjoyed Red Barber a million
years ago. I thought Bill Stern was
the maestro of B.S. I was influ-
enced by the people I used to listen
to, and,” he added, laughing, “I'm
sure there’s some misdirected
youth being influenced by me.”

Blyleven Mooned Him

If he can dish out the abuse,
Franklin can take it too. One of his
funnier experiences on the job hap-
pened one spring in Tucson while
interviewing a group of Cleveland
Indians. “Bert Blyleven (former
Indian and current Twins pitcher)
just walked in and mooned me. It
cracked us all up. We love Bert.
He’s goddamn crazy, but we love
him.”

Franklin also recalls a war of
words and ego match with Muham-
mad Ali. “We sat down and
screamed at each other for literal-
ly an hour and a half. He gave me
his Malcolm X routine and I told
him he was full of crap. We had a
good time.”

As far as the city of Cleveland is
concerned, he feels that its re-
sponse to the good start by the Indi-
ans indicates that the town is no
different than anywhere else.
“Eighty thousand people show up
when they’re doing great and no-
body shows up when they're horse-
shit. Americans are front-runners.
What the hell’s wrong with that?
It's only entertainment.”

x
!

Lee “Hacksaw” Hamilton,
KTAR/Phoenix

in Akron, one of the news reporters
started calling him *“Hacksaw.” The
newsman said, “When somebody
asks you a question, they get an
answer that's clear, concise, and
right to the point . . . just like a
hacksaw.” The nickname stuck
through the airwaves Monday-
Friday from 6-10pm on KTAR.

Where he works has a lot to do
with how he approaches his show.
“My show is different because of
what I call the ‘melting pot syn-
drome’ of Phoenix,” he explained.

INTRODUCING ADAM “THE KIDD

“We've got people here from all
over the country and they bring
with them diverse interests, not
just football, basketball, and
baseball”

Continued Hamilton, “As weird
as it sounds, we've got a lot of
hockey fans who live out here in the
desert. We've got people who are
interested in golf, tennis, and auto
racing. We cater to everybody. My
philosophy of the melting pot is to
give everybody a taste of what's on
the menu. In doing so you please
everybody, which means they're
always going to listen to your show
because they know that's where
they can go to get the information.”

” BENJAMIN

A One-Man Gang

In keeping with its fast pace,
Hamilton's show boasts many out-
of-town guests for quick, 10-15
minute. bursts called ‘“News
Makers.” He also conducts in-
studio interviews and open forums.
“I put a lot of hot topics on the table
and let the fans react.”

He likens his show to what Larry
King does nationally. In fact, his
long-range goal would be to take
his show to a network level. “We
have a number of big guests on a
consistent basis,” said Hamilton.
“It's a huge challenge; this stuff
doesn't come easy.”

Not only does Hamilton produce
the show himself, he also books all

Continued on Page 33

15-Year-Old Hosts KPLS Sports Show

if you've ever wondered where the next sports talk host
is coming from, wonder no further. There's a 15-year-old
kid in Sebastopol, CA who’s doing quite nicely, thank you.
He's one Adam Benjamin, and since August 1985 has
been doing a sports show on KPLS/Santa Rosa every

Thursday from 7:10-7:30am.
Back in August, Adam, with the

heip of his mother, Slanah, put a

demo tape together and shopped it

tions on the air."
“and one of them was a really big
upset. | picked the Saints over the
49ers and | was really close on the
score.”

He was hired right after that ap-
pearance, but Sianah assures us it
was not just because of Adam's as-
tute pick. A predictably proud pes-
ent who doubles as Adam’s agent,
she said, “He just sounds so good
on the air. He speaks right up. He
knows that whole radio bit — that
shmoozy stuff. If you throw him a
curve, he'll come right back.”

Sports interest Began

At Six

Adam first started his interest in

sports by way of collecting base-

bal, football, and basketball cards.
And he has a thing for numbers. He
said, ) would sit down and mem-
orize all the numbers — aimost ev-
sryﬂ\hgonmewds.‘l'henlsm-
ed reading the papers and getting
magazines, and | just leamed a lot
about sports. So my mom thought |
should go somewhere with that.”
Besides being one of the most
taiked-about kids in the Bay Area,
Adam’s got a lot of fans in Las Veg-
as too. He's reportedly over 75%
correct on his football picks. “I get
calls to the radio station asking for
my picks, and my mom has recefv-
ed calls from bettors in Vegas,” he
indeed, Adam is sort of a Renais-
sance Boy. He writes a sports col-
umn for the Sebastopol Times and
has elicited the heip of the Brebner
Talent Agency to land acting parts.
Beginning next season, he will pro-
vide play-by-play for Cal State Mo-
desto basketball games. Not only
has Adam landed a siot on KPLS,

he also does sports shows over the
phone on WFLA/Tampa and
K59/Honolulu.

Adam’s favorite announcer IS
ironically, out of work. He's O.J.
Simpson. "l think O.J. is the best
announcer in pro footbal,” says
Adam. I ke him better than John
Madden. John was my favorite until |
I met him. | thought he was a snob. " |

Ax Is His Idol -

in the field of prognosticators,
Adam goes with the Ax, Pete Ax-
theim over Jimmy *“The Greek'*
Snyder. “Pete has kind of been my
idol.” he confessed, “fd kke to
meet him someday. | like the way |
he throws stats in and jokes
around.”

Adam is stl only a high school
sophomore, but he aiready has s
eyes on college. He'd like to attend
either Stanford or Cal (University of
Calilornia’Berkeley), where he will
take classes in broadcast/print jour-
nalism and acting. His main love is |
sports, however. |

I want to stay in the career that
I'm heading in now,” he sad. “I'm
moving along pretty quick for how
young | am. I'm glad I'm getting an
early start. | want to make broad- |
casting my career.” |
J
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BEAT THE COMPETITION...CALL NOW!

WIRE

Computer Sports World gives you the latest sports

" information NOW —on demand—at your fingertips—no
more waiting or wading through miles of data you don’t

want or need. CSW is a computerized database with over 3000
o files of sports and horse racing information available to your
sports director 24 hours a day, offering faster updates, more
background information, pre-game analysis, latest
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\Mollege and pro scores and point spreads updated

_— hourly..LIVE FROM LAS VEGAS!
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1-800-321-5562 - In Nevada Call 702-294-0191
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Who represents more
professional and college
play-by-play sports

than any other radio rep?

Katz Radio Group

> O

£ EC E

Christal Katz Republic
Katz Radio Group. The best.




WHO'S ON
'HRSI?

Who's on first . . . what's happening at second? Don‘t know? Never
fear. Relief is on the way. Because Tim McCarver, network TV's
Monday Night Baseball star color analyst for the NY Mets, and former
major league catcher, has just signed an exclusive radio contract with
the United Stations team.

THE TIM McCARVER SHOW, a sure-fire hit two-minute sports
commentary, will air every day, Monday through Saturday. And the
charm, wit and in-depth knowledge that have made Tim a winner on
TV are guaranteed to make him MVP of the radio broadcast booth.

Here's what reviewers have said of this gifted and tremendously r
popular sports personality:

“. . . best color man on television right now—baseball, football,

politics or anything else.” ESQUIRE

“New York is fortunate to have . . . Tim McCarver with the Mets

who prove(s) it is possible to move from the playing surface to the

broadcasting booth and take on the critical, information-sharing

role for which others have trained for years.” NEW YORK TIMES *

“There is no end to the entertainment provided, game in and game

out on telecasts by Tim McCarver.” NEWSDAY

“If you're a baseball fan, watch this man; if you don't like the game,

watch McCarver anyway—you'll get hooked.”
VOGUE

Great as those reviews are, they're nothing com-
pared to the raves McCarver gets from his mil-
lions of fans. He’s got the kind of following
most of us would give our best pitching arms
for.

But the best thing is, now he can be
part of your broadcasting team, every
single day.

So call today to have THE TIM
MCcCARVER SHOW go to bat for
your station. Then, whether
you know who's on first or
not, you can be sure you'll
be first in the ratings.

THE TIM McCARVER SHOW is available on
a market-exclusive, swap/exchange basis to
all radio stations via Satcom 1R.

for national sales information call our
New York office at (212) 575-6133.

For station clearance information call
our Affiliate Relations Department in New
York at (212) 575-6100.

(*) Most valuable sportscaster

RADIO NETWORKS

New York  Washington, D.C. Chicago  Detroit Dallas Los Angeles  London



Playing The Field

Continded from Page 30
the guests. “I"'m kind of a one-man
gang,” he admits. “There’s a rea-
son for that. I know a lot of people,
and can cut cormers and get
through the red tape to get to them.
It really works. OQur numbers in the
ratings are enormous. So as long as
you have something that works,
" you don’t tamper with it.”"
A Bit Of A Purist

Hamilton observes, “The event
is larger than the personalities cov-
ering it; the event should be the
biggest thing.”” He believes the de-
mise and shake-up of the ABC
Monday Night Football crew is
directly attributable to announcers
who talked but had little to say. “I
have problems with people who
just ramble on and on,” he said. “I
think it really interferes with the
game."”

Hacksaw is a big fan of radio,
and in being so, is a bit of a purist.
“I like to think back to the '40s,
’50s, and '60s — the heyday of ra-
dio. It helped you imagine. I love
the technology and immediacy of
television today, but I think it hurts
our ability to dream and imagine.”

As for his own on-air highlights,
Hamilton recalled a series of inter-
views he did with a group of men
who played in the old Negro Base-
ball Leagues. “There was this
pitcher named Chet Brewer, who
had won over 400 games. He was
awesome simply from the stories
he told. He talked about what it
was like to play with and against
Josh Gibson (often called ‘“‘the
black Babe Ruth”’), what it was
like to barnstorm, and what it was
like to be afraid. It was probably
the most rewarding and satisfying
interview I ever did.”

LINE DRIVES

* CBS Radio will be adding some-
thing extra when it broadcasts the 57th
Baseball All-Star Game live from the
Houston Astrodome July 15. All the
action will be ared in stereo, a first for
the. CBS Radio Network. The network
has been able to provide music in ster-
eo to its affitiates since 1983, but CBS
Radio Networks Sr. VP Richard Bres-
cia said, “With the '86 All-Star Game
we'll be breaking new ground in the
sports arena.

The network figures almost 13% of
its affiliates are FMs, while many AMs
have stereo capabilities. Brent Mus-
burger, Johnny Bench, and Jerry
Coleman will call ‘em as they see 'em,
inciuding a live "Meet The Ali-Stars™
broadcast on the eve of the event.

* A funnny thing happened on the
way to the NBA finals for the Houston
Rockets. As most of the free world
must know by now, actor Jack Nichol-
son is one of the most loyal {and visi-
ble} Los Angeles Lakers fans. So, put
two and two together and you get
KKBQ/Houston passing out 17,000
pairs of sunglasses to fans before the
May 16 semifinal contest. A (ot of peo-

ple in L.A. donned ther shades that
night, as they couldn't bear to watch
the Lakers lose the game 117-109,
and eventually the series four games to
one.

* Last year, when the NFL Cincinnati
Bengals feund themselves wintess af-
ter therr first few games, WEBN's Wild
Man Waiker recruited the services of
Princess Ellen, a New Orleans "voo-
doo enchantress,” to drive away nega-
tive vibrations from the team. She was
successful three out of four times
when called upon to cast her spell. So
when the Cincinnati Reds got off to a
harrendous start this baseball season,
including an 8-6 loss to the Philadel-
phia Phillies on May 14 {after accumu-
tating a 6-0 lead), Princess Elen was
once again called for relief.

Walker reached the Princess at a
science fiction convention the next day
and she agreed to conjure up a ritual on
behalf ot the Reds. She pinned up a
photo of Pete Rose, burned a black
candle and then a white one, and said a
prayer. The next night it was answered
by Ron Oester, as his three-run homer
in the ninth gave the Reds a 6-5 victory
over the Phillies.

SPORTS ON RADIO

32ND AND TRYING VHAFIDEH_

KSUN/Phoenix Has A Hot Idea

“When you are the 32nd radio station out of 32 in a
market that should have only 12 radio statiens, you have to
be aggressive to compete.” Truer words may have never
been spoken. KSUN/Phoenix GM Bill Elliott said them
and has begun to pull out all the stops. First he went up
against the big boys in town, namely KTAR and KOOL,
and landed the Phoenix Firebirds Triple-A Minor League
baseball broadcasts.

But that wasn’t enough. To try
something really different he de-
cided it would be a great idea to
mike the team’s manager for a few
games, and an occasional umpire,
player, or coach. “We begin the
broadecast like most.” explained
Elliott, “with a manager’s pre-
game show. Then as the game be-
gins, we clip a wireless mike to
manager Jim Lefebvre’' (former
Dedger second baseman and 1965
Rookie of the Year).

a7l

Kent Derdivanis Ken Korach

At this point, Lefebvre's com-
ments can be broadcast live or re-
corded fo be played back later.
Firebirds GM Jack Singer also
thinks the approach is a good one:
“‘We feel it could really add to the
insight for the listener. But,”” he
added, “we’re going to have to be
discreet when we do it.”

“It’s Going To Be Risky”

KSUN broadcasts 144 Firebirds
games with the two-man crew of
Kent Derdivanis and Ken Korach.
The miking of Lefebvre was Der-
divanis’s idea, and he thinks KSUN
provides “probably the most com-
prehensive coverage in baseball.”
He said, “I know the coverage is
better than a lot of major league

Derdivanis went on to explain
more of the reasoning behind the
live mike in the dugout: “It’s a bit
of a novelty, something to differen-
tiate our broadcasts from the ma-
jor league broadcasts in the mar-
ket (Dodgers. Angels, Padres, and
Cubs have networks in Phoenix.)
“It’s going to be risky. Lefebvre’s
language can be colorful during
the season.”

KSUN should be used to risk by
now. Until April the station was un-
rateable. “We used to be a
Children’s Radio Network,” said

Elliott. “We were shooting for a 12
minus audience; 90% of my audi-
ence was nonrateable. It wasn’t
that we weren’t achieving ratings,
it was that no one was tailying

1400
KSUN AVI

_—
= —

PHOEMNI X

them.” Now KSUN plays Jazz 24
hours and is hoping its minor
league broadcasts will reap major
league ratings.

CALL MOTOR
RACING NETWORK

(904) 254-6760
TURN SUNDAY INTO
MONEY-DAY

Q\f@;;@mgg AL WA ﬁmﬁz\ _

PO BOX DRAWER S DAYIONA BEACH SLORIDA 12045

/MRN

AOTOR RACING NETWORK'

If youTe considering a remote broadcast, you shouid be taiking
2 to IDB Communications Group, Ltd. \We're the nation’s largest
provider of satellite transmission of audio programming.
With permanent uplinks in 27 cities and a fleet of transportable
uplinks, IDB can handle any remote broadcast your station is
planning—whether it's from across town, cross country, or around
the world.

You should be talking to IDB.

Call Peter or Brian at IDB Los Angeles, 213-870-9000.
Call Howard at IDB New York, 914-939-7470.

THE

A
L db 4 DB COMMUNICATIONS

GROUR LTD.
10525 West Washington Boulevard
Culver City, CA 90232-3380
213-870-9000 Telex: 277458
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DEFINING THE JOCKOCRACY

The Pros And Cons
Of Hiring The Pros

Howard Cosell’s biting criticism of sports broadcast-
ing has come to fruition. Virtually every national play-by-
play team now features an ex-pro athlete-coach color anal-
yst, commentator, or play-by-play announcer. Notables
such as Johnny Bench, Tim McCarver, Hank Stram, and
Oscar Robertson lend their expertise and name recogni-
tion to various radio network sportscasts, while John Mad-
den and Dick Vermiel scrawl locker room pass patterns on
video chalkboards. Broadcasting just isn’t the same with-

out these neo-commentators

adding color and insight to

their respective games. The jockocracy has arrived.

Contrary to Cosellian philosophy,
however, this jockocratic society
may have some merit. Network
and audience reaction is essential-
ly positive. The knowledge and in-
sight provided by ex-pros are inte-
gral parts of any sportscast and far
outweigh whatever communica-
tion skills might be lacking. Critics
of athletes in the broadcast booth
point to poor diction, grammar,
and style as evidence of non-pro-
fessionalism, but this negativism
overlooks the vaulable broadcast
training provided by years spent on
the playing field. Radio and televi-
sion audiences enjoy and learn
from jockeasters, a fact too impor-
tant for network execs to ignore.

Ask The Expert

“Broadcasters who come from
the world of sports can add a lot to
any broadcast,” explains United
Stations VP/News Harvey Nagler,
who works with former St. Louis
Cardinal catcher Tim McCarver.
“They know the game inside and
out, and can give the listeners a
feel for the problems which face
the managers and players. They
alone can describe the events of the
game in cogent terms that every-
one can understand; it’s something
no one can do unless they have ac-
tually been a participant in that
sport.”

Mutual Broadcasting’s Manag-
er/Sports Operations Larry Mi-
chael concurs. “These sportscast-
ers paint a picture of what’s unfold-
ing in the game in a way that the
average fan really could never
imagine,” he says. “They know the
players, what goes on behind the
scenes, every detail or prepara-
tion, and they have valuable con-
tacts in the league. They have ac-
cess to athletes and coaches and
possess the ability to get inside in-
formation that the regular an-
nouncer couldn’t get.”

In addition to enlightening the
radio listener, an expert game an-
alyst also assists the play-by-play
announcer. By providing informa-
tion that can’t be found in any
sports fact book, the “jockcaster”
can fill gaps and explain rules or

decisions that might elude the reg-
ular er. “The professional
play-by-play broadcaster wants a
partner who can explain the whys
and wherefores of the game,” says
Jack O’Rourke, Exec. Producer/
Sports at the NBC Radio Network.
“He wants someone who under-
stands the intricate rudiments of
the game, which comes from a pro-
fessional training in that sport.”
O’Rourke points to NBC's Bob
Trumpy, the 1l-year Cincinnati
Bengal tight end who pointed out a
rulemaking error in Super Bowl

XX which resulted in an unwar-
ranted Chicago Bears field goal.
“You have to have that back-
ground, and you have to treat the
broadcast as seriously as you treat-
ed the game when you played it,”
he adds.
Mid-Life Crisis

One major concern with hiring
ex-athletes for broadcast work is
the overabundance of willing can-
didates. Scores, if not hundreds, of
pro (and amateur) athletes retire
each year, and only a handful of
broadcast gigs are available. Many
football and baseball players find
themselves rejected by networks
and/or stations, and are eventually
caught in professional limbo;
broadcasting is not necessarily the
swift career transition they envi-
sioned in their waning years. More
ex-jocks are selling insurance than
deciphering the next pass pattern.

“Almost every athlete figures
that after he retires he can become
an announcer or color man,” says
Mutual's Michael. “They think
making the switch will be easy. But

Nets Pick Top Jocks

With so many ex-athietes and coaches peppering the

airwaves with color analysis and commentary, a few natural-
ly rise to the top. In an “anonymous” poll of network execs,
the following were selected (and are presented, in no par-
ticular order) as the cream of the jockocracy crop:

[ e John Madden: “There's no
question about it . . . he does a su-
per job"; “There's no one better at
analyzing the game of fotball.”

« Dick Vermiel: “He's one of the
most coherent broadcasters
around today.

* Frank Gifford: "A true pro, and
he'll be one of the best color men
on TV.”

e Pat Summerall: “A very
smooth, professional broadcaster
who sounds so good you'd never

know he was an athlete. |
* Don Drysdale: “He brings life
to the broadcast.” |
A few runners-up in this race in-
clude Hank Stram, Tim McCarver, ‘
Merlin Olson, Jack Ham, Paul Hor- |
nung, and Bob Trumpy. Two I
notes: Because of constant cross-
over from radio into TV, announcers
from both media were accepted.
Also, no exec was allowed to select
someone from his own network.

a lot of them are fooling them-
selves, because if they all have this
attitude, obviously not all are going
to make it.”

CBS Radio’'s VP/Programs
Frank Miller agrees. “A lot of peo-
ple have tried this route, and now
they’re in other fields,” he says. “A
few have been very fortunate to
have the ability to become broad-
casters, and others have been
equally fortunate to know that
when their sports careers come to
an end they should get interested in
other things. Those who are serious
about getting into broadcasting
prepare well ahead of time so that
when they're ready to make the
change they are really ready.”

Shelby Whitfield, Director/
Sports and Exec. Producer at ABC,
says that some athletes are “natur-
als” behind the mike, but the ma-
jority suffer great disappointment.
“A few of them are good from the

Seventh Inning Programming Stretch

Sports and radio go together like a ball and glove. Vir-
tually every network has made a hefty commitment to
sports, and new programming arises with each new sea-
son. Following are three new program features and/or
ideas: one coming from the West Coast, one from the East,

and one coast-to-coast.

Radio Baseball Cards

As a child Oakland A’s outfielder
Mike Davis collected bugs and
rats, and pitcher Jose Rijo stayed
in the big leagues only because his
mom told him to. This information
and more can be found on “Radio
Baseball Cards,” brainchild of
KSFO/San Francisco. Production
Director Fred Greene. “Cards” is
a series of short segments featur-
ing the different Oakland A’s play-
ers, telling the “human side” of a
game cloaked by recent headlines
of drugs, strikes, and salary ar-
bitration.

Each feature is :60 in length and
is hosted by former A’s all-star
catcher Ray Fosse, who also pro-
vides color commentary and inter-
views for the A’s Radio Network.
Greene plans on expanding the
series to next year include players
from all Major League teams and
syndicate the program nationwide.
Sign that kid up!

34/RaR FRIDAY, JUNE 20, 1986

e

i~ ~——’

e
BASEBALL

CARIDS

Sports Final

Boston-based Callahan/Sumner
Radio Network offers (to New
England radio stations only, at this
point) “The Sports Final,” a one-
hour’ wrap-up of all sports. The
nightly series features interviews
from prominent sports personali-
ties, reports on location, inside in-
formation from that day in sports,
race track information, reports on
recreational sports (hunting, fish-

ing, etc.), and commentaries from
well-known sports figures and col-
umnists

N

beginning, like Paul Hornung, Jim
Palmer, and Tom Seaver. They all
seemed to walk right off the field
and into the booth and do an excel-
lent job. But this is definitely the
exception; most of them require a
lot of work, and some shouldn’t be
there at all.”

Practice Makes Perfect

What many of these athletes for-
get, according to NBC’s O'Rourke,
is that any profession takes a lot of
training. No jock got to the gridiron
without spending years perfecting
his game, and the same is true of
broadcasting. “It's very lucky
when you find someone who fits
right into a broadcast,” he com-
ments. “Most of them try to get be-
hind the microphone and realize
they don’t know what they’re do-
ing. It's a different ballgame.”

United Stations’s Nagler says
that broadeast ability and knowl-
edge of the game are of equal im-
portance in the hiring process. “We
look for a person’s expertise as
well as his ability to relate to the
audience,” he explains. “We don’t
always find that perfect fit, but
we've found that it takes no more
effort to train an athlete for an on-
air job than it does to acquaint a
broadcaster who comes from an-

Each segment also i
three minutes for local stations to
report local high school, college, or
semi-pro results. The program is
available on a barter basis, sta-
tions receiving 5 minutes while
CSRN retains 10 minutes for adver-

Costas Coast-To-Coast

Clayton Webster Corp. has an-
nounced its arrangement to pro-
duce and distribute *‘Costas Coast-
To-Coast,” a live Sunday night
sports talk show hosted by NBC-
TV’s newest million-doliar sports-
caster Bob Costas (see Networks,
3/28).

The 2-hour weekly “limited-call-
in” program will originate from
the studios of WHN/New York, and
will be broadcast at 9pm ET. A
start date of September 7 has been
slated, which will allow Costas to
cover the end of the baseball sea-
son and the start of both NFL and
college football. Individual seg-
ments will usually focus on a par-
ticular theme, such as Great Base-
ball Announcers (featuring Harry
Caray and Vin Scully) and Politics
In Sports (with Bill Bradley and
Jack Kemp). o

other organization.”

Hits And Errors

What are some of the most com-
mon problems plaguing ex-athletes
(and all broadcasters, for that mat-
ter)? “Grammar, speech, and dic-
tion,” says Michael. “Sometimes
when the red light goes on they
clam up. Sometimes they have
trouble putting their thoughts into
words. They’re used to pressure of
a different kind, and sometimes
they have to grope for words.”

“The biggest mistake is being a
‘homer,’ ” adds O’Rourke. *“They
get caught in the trap of saying,
‘We've got the ball on the 30-yard
line.’ They get too involved with the
team and become more partisan
than they should be.”

“They also need to be good talk-
ers,” concludes ABC's Whitfield.
“It’s important to have a pieasing
voice and a professional sound, but
too many announcers have trouble
maintaining a conversation.”
Whitfield concedes that this might
sound hypocritical coming from
someone who has Howard Cosell
working for him. “After ail,” he
says, “Howard is the biggest critic
in the world of jockocracy.”

RR——




IT TAKES A MASTER STRATEGIST
TO WIN THE RATINGS WAR

Competition for ratings in the radio business is like war. Everybody fights for the same
100 points. And one thing the winners have in common is the ability to plan and exe-
cute a successful strategy. This year The Research Group honors the management of
thirteen of our client stations by electing them to the rank of Master Class Strategist.
Each management team has proven itself worthy of this recognition by its outstanding
performance in strategic achievement.

MASTER CLASS STRATEGISTS 1985-86

KBPI, Denver KYNO, Fresno WSYR, Syracuse

KEGL, Dallas WEZN, Bridgeport WWSW, Pittsburgh

KFBK, Sacramento WGKX, Memphis WYAY, Atlanta

KMJ, Fresno WSSH, Boston WXYV & WCAO, Baltimore

And this year, The Research Group honors one station with our highest annual award,
the Samurai Swords. The swords symbolize recognition of a most outstanding success
in a competitive environment of unusually difficult challenge.

SAMURAI STRATEGIST
1985-86

CFUN
Vancouver, BC

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

The Research Group

Radio’s Strategic Research Team '

-

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




MUSIC FEATURES

. The Weekend

June 28 -39

|
| American Eagle (DIR) Live From The Apollo (WO)
| American made: July 4th Speclal (6/28) Star Point
The Countdown WO) Metalshop (MJY
\ Joaski Love/Jettrey Osborne Queensryche
Countdown America With Musical! (WO)
Dick Clark (us) American Musicals, Pt IV: The modern era
Madonna Musical Starstreams (MS)
Country Report Richard Stoltzman
Countdown (WRN) On The Radio (NSBA)
Janie Fricke/Willie Nelson/ Mr. Mister
Nitty Gritty Oirt Band Power Cuts
John Leader’s Genesis/38 Specialllcehouse (6/29)
Countdown USA (CUSA) Profiie 86 (NBCE)
1980 Top summer hits 38 Special
Dick Clark’s Rock, Roll Reelin’ In The Years (GSN)
& Remember (USP) Graham NashiJethro Tull
Monkees. Rick Dees’ Weekly Top 40 (USP)
Dr. Demento (WO) Simply Red
Ray Stevens Rock Chronicles (Wo)
Elvis Hour (CRN) Bob SegerfRob Jungklas/Peter Gabriel
Love songs Scott Muni’s Ticket To Ride (DIR)
Entertainment Paul McCartney (6/27)
Coast-to-Coast (CBSR)  Scott Shannon’s Rockin’
Wilie Nelson/Jim Henson/Frankie Avalon/ America Countdown (WO)
Hooters. Madonna/Nu Shooz/George Michael — *
Future Hits (WO)  sinatra Special (CRN)
Culture Ciub/Dawd Lee Roth Rare Capftol
Gary Owens’ Supertracks (CRN)  Solid Gold Saturday Night  (US)
Pratters Marvin Gaye (6/28)
Great Sounds (uspP) Super Gold (TRAN)
| Judy Garland Jackson Five/Connie Francis/
| Hot Rocks (usp) Top 5 Singles trom '63
| Michael McDonald Superstars Rock Concert  (WO)
Jazz Show With Bryan Adams
| David Sanborn (NBCE)  Top 30 USA (CBSR)
! Billy Cobham Number #2 hit songs
| King Biscuit Flower Hour  (DIR)  Weekly Country
‘ Greg Kihn/John Catferty & The Music Countdown (USP)

Beaver Brown Band (6/29)

NETWORKS/PROGRAM SUPPLIERS
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Gary Morris

JERRY GALVIN
PROVIDES FOREPLAY

FOR DR. RUTH.

Stations are preceding Dr. Ruth’s phone-in
sex-therapy show with Jerry Galvin’s phone-in
humor show. Others are programming Jerry
Galvin against Dr. Ruth. Either way, Jerry Galvin
and Dr. Ruth are changing Sunday evening
radio in America.

“TalkTalk with Jerry. Galvin” is fed on Satcom 1R,
Transponder 23, Channel 10 on Sundays from
9-1lpm Eastern Time. The program is formatted
50 you can take one or both hours. For a demo
tape and information phone 513-751-0991.

o

| Concert Hour

[ The Week Of

NEWS & INFORMATION FEATURES

June 23 - 27

[ GENERAL
| INFORMATION

’ COMEDY

The Blimp (PRN)
Bortied water/etiquette/weight ioss device/
energy sources

June 30 - July 4

(WO)

Sheila E./Prince

Country Calendar

Charlie Daniels (6/30)

Gary Moris (7/1)

John Schneider (7/2)

Johnny Lee (7/3)

Lee Greenwood (7/4)

Earl Thomas Conley (7/5)

John Anderson (7/6)

Country Closeup

Rosanne CashiT.G. Sheppard/
Michael Johnson

Country Report {WRN)

Judy Rodman/Johnny Paycheck (6/30)

Keith Whitley/Kathy Mattea (7/1)

Johnny Paycheck/dudy Rodman (7/2)

Kathy Mattea/Keith Whitley (7/3)

Judy RodmantJohnny Paycheck (7/4)

Country Today

4th of July Summer Special

cw)

(NP}

(MJy

Encore With
William B. Williams
1954: Jjo Stafford

Line One

Gueen

Live From Gilley’s
Randy Travis
Metalshop

Mick Jones

Off The Record (W0)
Bob Seger/Robert Paimer/Joe Jackson

Off The Record Special (W0)
Moody Blues

Pioneers In Music

Boston/The Cars/J. Geils Band (6/30)
Pop Concerts & Star Trak
Protiles (Wi
Moody Blues

Rockline

Moody Biues (6/30)

Rock Today

Mick Jones

Shootin’ The Breeze

52nd Streel/fick James/Whodini
Solid Gold Country

Stars in the news (6/30)

July calendar (7/1)

Reba McEntire (7/2)

Feature year 1960 (7/3)

Salute to America in song { 7/4}
Solid Gold Scrapbook
Birthdays & anniversaries (6/30)
This week in 1964 (7/1)

Count me in (7/2)

This week n 1973 (73)

Freedom Train (7/4)

Special Edition

Phiip Bailey

Star Trak

Kenny Loggins/Models/Peter Gabriel

(WO)
(wo)
(WO0)

[T

(DIR)

0)

(MJ1)

(WO)

us)

(WO)

(WO)

{use) |

Computer Program (PRN)
Universal communications/butters.
campaigning/internal software/
song publishing
Earth News Radio (WO0)

Summer ‘86 Hottest Films: Running Scared,
Sweet Liberty/Back To School/
Karate Kid ll/Psycho HI

NBCExtra (NBC)
Promise of Liberty
Sound Advice (PRN)

Separate speakers/acoustic suspension
speakers/bass refiex speakers/unusual
speaker designs/bi ampiification

Sports Flashback

Stan Musial/ 1966 Kentucky Derby-
Preakness/Cassius Clay vs. Sonny Liston/
Hank Aaron/Pete Rose

Sporting News

Joe West/Buddy Biancalana/Will Clark/
Steve Balboni/Lee May

Wireless Flash (CRN)

Jim Belushi/Jennifer Connelly/Tom Cruise

(CwW)

(cw)

(GSN) |

Coming Next
Week:

The Network
Gold Rush

Blankety Blancs
Shave your legs/princess & pig/misdemeancr
‘squaditatioo parior/mouth transplant

Comedy Show With

Dick Cavett

Show Business: Henny Youngman/
Gilda Radner/Groucho Marx/Bill Dana/
Monty Python/George Carfin/Billy Crystal

Daily Feed (DCA)

Reagan press conference/Senate TV guide/
Gadhaty spefled out/greenhouse earth/
espionage reruns.

Laugh Machine

Woody Allen/Robert Kiein/Gallagher/
George Carlin/Hudson & Landry/
Rodney Dangerfield

Live From The Improv (DIR)

Jack Gallagher/Dom lrrera/Paul Rodriguez/
Rich ShydnerMonica Piper

National Lampoon’s

True Facts

Doubleknit state/V’Jl anly do this once.
practice what you preach/roli out the
dancing girls

Off Hour Rocker (OHR)

Fido's five bucks/nudist housewife/stop this
coffin/growin’ wild/cow costume

Party Drop-ins (ASR)

Party pooper scooper/Rocky IV & Bullwinkle/
party prep beauty tip/high 1Q/
fast food fun park

Radio Hotline {ASR)

Your license was suspended/| don't agree
with you/Mr. Zog's elephant impression/
| got a computer/Mr. Zoo on the
common housefly

Stevens & Grdnic’s Comedy

Drop Ins (ASR)

Jaws, the sitcom/what's that stink/ -
health with hog/lucky Louie’s nsurance/
parking report

United Spots Of America (ASR)

(PRN)

(SLP)

Mr. Onion/nuke & bazooka show/killit-

| yourself restaurantidirty joke awards

budget airways.

artist for an

BALTIMORA HONORIAL — Dick Clark chats with Manhattan recording

t of United Stations's “Countdown

America.”

cw) |

YOU'RE THE TOPS — Joining Global Satellite’s "Rockline" in Jacksonville, FL recently were ZZ Top and a large

crowd ofassorted Toppers. Pictured {top,
tom, Ir) are Rock-105's Paul Rodgers, Radical

1) are Rock-105’s Rusty, Bob Delahy, Lex Stanley, and John Leard; (bot-
Bradford, ZZ Top’s Frank Beard, GSN's Cindy Toliin, ZZ Top's Dusty

Hill, Rock-105"s Sherrie Gregory, ZZ Top's Billy Gibbons, and Wamer Bros.'s Dave Danheiser and Ed Nuhfer.
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New York Mets
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Unttet Stanons Radio Networks, Radi & Records, Ing .
ds advenising agencies. afhates, and PromGlonai

Maketng. Inc shal nol be habie for any injury,
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GOLD SPECIAL — PT. 3

GOLD

Phoenix: More Classics, Less Crowd Control

“Phoenix is probably, along with Seattle, the most
over-radioed market in the country. And you just can’t
have one radio station per format. You can in Mempbhis or
Nashville or Louisville or even to some degree in Atlanta.
But there’s just too many sticks and not enough formats to

go around in this market.”

Coming from Gary Guthrie, that
statement may seem somewhat
nervy. It was the Guthrie-consulted
“Classic Hits” KSLX (formerly
KOPA) that entered Phoenix's
Gold arena last, following the suc-
¢ess of co-owned WZLX/Boston. A
year before, the format had be-
longed to KOOL-FM, which hadn't
always capitalized fully on its
monopoly or 15-year veteran stat-
us. By February, following a 5.9
12+ fall book by KOOL-FM, Phoe-
nix had what was at least a four-
way Gold battle on FM, rounded
out by Charlie Van Dyke’s ‘“Baby
Boomer” format on KKFR and
““Classic Rock” on KDKB.

By March, KKFR was already
segueing out of its Gold-based for-
mat into a very tough AC format
reminiscent of the old KOPA. By
April, when the Winter book came
back, KOOL-FM’s 5.9 (which had
gone into the sixes in the January
Arbitrend) had been cut to a 4.2.
KSLX and KDKB had changed on-
ly slightly in 12+ shares, but had
heavily reshuffled listeners. And in
the April Arbitrend, KSLX had a
44, KOOL-FM a 4.2 and KDKB a
3.1 share. The May monthlies, due
as you read this, could be entirely
different.

Not only has KOOL-FM lost its
exclusivity, so has Phoenix. In the
last two months, several other
markets have matched it for num-
ber of Gold stations per capita. And
not all are relocation cities like
Phoenix. Los Angeles has at least
four Gold outlets now (and you
could make a case for six). Wash-
ington has four. With the changes
at CKLW-FM, Detroit has at least
three, with two on FM. And if
Phoenix is any indication, there
may not be room for everybody.

Must Be Disciplined

When CHR veteran B.J. Hunter
joined KOOL-AM & FM as Opera-
tions Manager last October (four
months after leaving mornings at
KOPA), KOOL-FM had already
started to rebuild. Station Manager
Tom Chauncey II ““was getting the
technical stuff together and was
finally convinced that he needed to
get some direction. Jeff Pollack
came in around the first part of
September and implanted the idea
that we needed to be more disci-
plined. There was cohesiveness in
the fact that we were playing Old-
ies, but you never knew what was
going to be next.”

What came next was a semi-
throwback to the Midwestern CHR
that many of KOOL-FM’s listeners
grew up with. “One of the first
things that a new consumer
searches out is something to re-
mind him of home, be it a picture
or TV show or a radio station. How
do we take that '60s and 70s ap-
proach and make it 19867 We've
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B.J. Hunter

adopted ‘Fun Lovin’ KOOL-FM’ as
our slogan. We've got CHR jingles.
We're doing the right contests. But
instead of just having screaming
rock and roll DJs, we’ve taken this
radio station to the streets.

““You can hear ‘China Grove' on
KSLX, KDKB, and KOOL-FM. But
we have our people out every day
at some event, talking to people or
handing out T-shirts — especially
public-service events. Whenever
anybody’s involved in a charity,
they have a heightened passion.
And if our morning man, Mike Far-
rell, shows up with some event,
they say, ‘Wow, KOOL-FM!’

Charity Ends At Home

Hunter is less charitable when it
comes to the stations that have
come on to his turf over the past six
months. (KOOL did sue KSLX over
the “Classic Hits” slogan, claiming
it was originated on KOOL's AM.)
And while nobody in Phoenix
speaks pleasantly of his competi-
tion any more, Hunter is the most
strident.

“Charlie Van Dyke came into the
market — and we know what a tre-
mendous track record he had —
and said, ‘I'm going to do Urban
Oldies. In a rock-oriented town, he
was powering ‘Let’s Do It Again’
and ‘Sweet Thing,” which are nice
songs to hear maybe once or twice
a year.

“Then you look at KDKB. Their
latest transformation was ‘we’re
doing it in Tampa with our new sta-
tion, why don’t we do it here?’ Four
or five years ago, they were a hot
radio station. But with 120,000 peo-
ple moving here-every year, the
majority of them in the 25-49 demo,
you’ve got over a half-million peo-
ple who don’t remember KDKB be-
ing a legendary AOR.

“(PD) John Larson has KDKB a
lot more mainstream than KSLX.
The fallacy in the Guthrie type of
Classic Hits is that while it's real
nice to hear some of the songs
they’re playing, there’s no longevity
to the format. There’s a reason why
‘Mother Freedom’ by Bread and

‘Never Been Any Reason’ by Head '

East weren't hits. And there’s a
reason why they don’t research.”

1986

On The Border

Most of those contacted about
Phoenix also mention the depth of
KSLX's music. Several compare it
to Progressive AOR KSTM. Anoth-
er PD insists, “To truly appreciate
KSLX you need to have dropped at
least 100 tabs of acid in your life-
time. Ninety won’t work. It must
be a hundred.”

But even KSTM manages over a
two share from outside the market,
while “Classic Hits 100.7” present-
ly sports twice that rating. And
KSLX did tell listeners in its early
promos. “Every once in a while,
we'll play a song that will just
knock your socks off.” It also asked
them to “talk to your family and
friends, and find out about even
more songs the other Valley radio
stations have forgotten about.”

The resulting mix alternates
CHR gold and tracks from varying
eras of AOR. Besides the much-dis-
cussed ‘“Never Been Any Reason”
(which KDKB also plays), titles
range from Al Stewart’s “On The
Border” to the Avant-Garde's

“Naturally Stoned.” Guthrie has
also deliberately snuck in things
like “Double Barrel” by Dave &
Ansell Collins just to jolt the au-
dience.

-
Gary Guthrie
This Door Swings
Both Ways

Not all KSLX’s music is unusual.
(The great bulk of it, actually,
isn’t. And Guthrie likens the music
mix to a supermarket — many
things are stocked, only a few are
the advertised specials.) With
KOOL-FM on one side and KDKB
on the other, KSLX is in the odd
position of having an unconvention-
al format that’s also the middle of
the road. KSLX specializes in “art-
ists who have material that the
Classic Rock or Oldies stations
can’t play because it would reposi-
tion the station. And that polarity
runoff is an enhancement of Class-
ic Hits.

“Classic Rock doesn’t play Car-
ole King singles. Oldies stations
can't play her LP cuts. But a Class-
ic Hits station can play something
like ‘Will You Still Love Me Tomor-
row’ or ‘Home Again’ or any
number of tracks from the ‘Tapes-
try’ album. The same goes with
James Taylor. The Oldies station
can’t play ‘Mexico’ (because it
wasn’t a hit), the Classic Rock sta-

tions can’t play it because it’s not
tough enough.

“At KSLX, the elements unfold
over a period of time and work to-
gether to reinforce each other. We
feel that a slow buildup leads to a
big change in the prospective lis-
tener’s mind. At a Classic Rock
station, the elements start together
but in different space — packaging
and presentation and promotion
it’s the quick bang. But when the
smoke clears, just asit’s starting to
now, and the excitement of the in-
itial launch is over, nothing really
has changed.

“With Classic Hits. doing things
in a linear manner helps you
achieve consistency. And then you
gradually build up the format and
allow plenty of time for word of
mouth . . . as the audience evolves,
they help evolve the radio station.”

No Henry Gross

“One of the positive sides of be-
ing in a media-induced confusion
battle,” says Guthrie ‘“is that
there’s usually some equity in the
news coverage. And the smart sta-
tions will exploit that controversy
and use it as a way to drive their
message home in the listener’s
mind.

“I think people are finally able to
discern the difference between
Classic Hits and Classic Rock.
There seemed to be some early
sharing between the stations; there
does not seem to be that much
sharing anymore.”

KDKB's Larson is also working
dilligently to image his station
away from KSLX. “Everybody’s
done a pretty good job of trying to
explain their position. We've been
talking (on-air) about the differ-
ence between Classic Hits and
Classic Rock. If you want Classic
Hits, that means you're going to be
hearing Sonny & Cher and Henry
Gross. We tell people if they don't
want to hear those songs — if they
tune in to hear the Doors, Cream,
Beatles, Stones, CCR, and Crosby,
Stills & Nash — then we are the sta-
tion that consistently plays all
these songs. That's our franchise.”

Larson has worked in Detroit,
known for some unusually nasty
battles in several formats, and
does in fact use image lines like
“First With Arizona’s Classic Rock
for 15 Years,” with implied jabs at
the competition. Despite this, he is
the most civil about other stations
and programmers. And as heated
as the battle has gotten in the local
media, he says, “nobody’s really
exchanged any jabs on the air.”

We Belong

Since KDKB’s heritage is part of
its package, does it matter that
Phoenix has become a market of
immigrants? “I don't think it turns
over so much that people won’t re-
member,” Larson replies. ‘‘People
do talk to people who've lived here
and they do pass things down
through the generations.

“KDKB has always been a rock
and roll radio station. It was proba-
bly the first station here to play a
Doors record. I know that we’ve

By Sean Ross

had a really nice response from
people saying, ‘It's nice that KDKB
is back doing what they used to do
when I was growing up with it.” ”

-

John Larson

KDKB has been through most of
the stages that other AORs went
through over the past three years

experimenting with new wave,
CHR crossovers, etc. Many see it
eventually evolving to hard CHR
along the lines of sister station
KEGL/Dallas. But Larson insists,
“It’s always been an AOR station,
and there’s no plans to ever really
change that.” As with Guthrie, he
also says he’d be happy to have the
same 12+ share as before, as long
as the demos are more salable.

Too Many People

KKFR’s “Music of the "60s, '70s,
and '80s” format — the only other
Gold format besides KDKB to in-
clude currents — debuted shortly
after Charlie Van Dyke had put the
same format on WIRE/Indianapo-
lis. ““It did look like a unique oppor-
tunity here until four other stations
started playing a bunch of oldies,”
Van Dyke says.

“Everybody thought they had
their own focus (but) within a very
short amount of time, the unique-
ness of hearing the Four Tops
wasn't unique anymore. Since we
had just changed from Country, we
safely presumed our cume was
smaller than the other guys that
were changing, and we wanted to
remain in a unigue position within
the market. So we adjusted to few-
er oldies.”

Even with KKFR out of the Gold
business, the amount of R&B Gold
it played remains a controversy in
the market. And Van Dyke ac-
knowledges “KKFR had, I'm sure,
the appearance of a lot of R&B pro-
duct because we intentionally
filtered out the wimpy AC product.
And with only so many certified
hits for any one year — you can’t
go back and make new records for
past years — what’s left has a dif-
ferent texture. I don’t have any
feeling, pro or con, on whether
Phoenix will accept black product.
Like any other market, Phoenix
accepts hit music. I don’t see any
prejudice.”

The Next Door

KKFR’s new format is essential-
ly very tough AC with, still, a lot of

Continued on Page 41
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THE
MERCEDES-BENZ
OF AUDI
PROCESSI

in the world of automobiles, everyone
promises a luxurious ride and excelient
road handling. But as we all know, all auto-
mobiles are not created equal. Some sim-
ply provide more luxury and better road
handling than others. What makes the dif-
ference? Did someone just happen to stum-
ble across a better design? Hardly! Fine-
tuning makes the difference. Having all the
parts is only half the battle; making them all
work together as a finely tuned system is an
equally big part.

Years of thought, caring, and genius
went into the fine motor cars before you
ever'saw them. It started with a better
design and more concern for the customer.
Then the'rough edges were smooth; the fine

*Oplimod 8100 and Optimod 8000 are registered trademarks of
ORBAN Associates Inc., San Francisco, Califorva

“*Summer and Fall 1985 Arpitron Ratings, Total Persons 12+ Share,
Mon-Sun, 6A-12M. (Used with parmission.}

o
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points were tuned. The result: not just an
automcbile . . . a world class motor car.

Broadcast audio processing is not unlike
the world of fine motor cars. The cbject is,to
harness tremendous power intc a well-
mannered and controllable form — well-
behaved power. Raw, uncontrollable power
like the muscle cars of the '60s just doesn't
make it today.

To make today's winning broadcast
audio processor, you start with a better
design for more power — DIGITAL CON-
TROL. You plan for the future with OPEN
ARCHITECTURE (Plug-in Printed Circuits),
50 that future improvements are only a card

sussen

S AUDID PRISAT

- a0 e s et ecadman

o TEXAR

swap away. You smooth the rough edges
and tune the system until the power is
perfectly controllable. The result: The Dig-
itally Controiled AUDIO PRISM by TEXAR.
Just as Digital CDs are reptacing vinyl LPs
as the medium of choice, the future of audio
processing also belongs to the digital
world.

Get the power and clarity of the future
working for you. Call Barry Honel (412) 85-
MICRO to arrange for a ten-day demo in
your station. Considering a demo of another
make of audio processor? Let us know.
We'll make sure our delivery date coincides
with theirs so you can hear the difference
for yourseif!

TEXFAR

TEXAR INCORPORATED
616 Beatty Road
Monroeville, PA 15146-1502
(412) 8564276
(412) 85-MICRO




JOURNEY

‘“Suzanne”’

BERLIN

‘“Take My
Breath Away”’

Taken from the Columbia LP
‘‘Raised On Radio’’ a9938

e\\\(

yove I

=0

Taken from the Original Motion Picture
Soundtrack ‘‘Top Gun’’ on Columbia Records 40323

| CHRBREAKERS |
177/47 — 76%

NOW ON OVER 40 CHR REPORTERS!

INCLUDING:

ONE OF THE MOST ADDED B104 Q107 KTKS KS103
WPHD WAVA  KZZP KMEL
B94 94Q FM102

NEIL DIAMOND

s¢‘Headed For
The Future”’

OUTFIELD

¢All The Love
In The World”

Taken from the Columbia LP

Taken from the Columbia LP “Headed For The Future’’ 103es

“Play Deep’’ 40027

NOW ON OVER 90 [__NEW&ACTIVE |
CHR REPORTERS — 40%

CHECK THESE MOVES:

CHR CHART: mm»)
137/33 — 59%

#1 [___NEWSACTIVE | 7100 add PRO-FM 31-26 KIMN 28-26
WRNO 29-25 K104 8-5
WXKS 35-32  WNVZ 3835  WBBQ 24-19
WBEN 13-11  WCZY 37-31  KHFI deb 23
WNYS 27-22  WHYT 3223  OK100 17-15
WCAU 3431  KDWB 31-28° KQCR 21-18

WHAM!
“The Edge Of Heaven”’

Forthcoming music from the Columbia LP
““Music From The Edge Of Heaven’’ sozss
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Phoenix: More Classics, Less Crowd Control

Continued from Page 38

B/U erossovers. While other pro-
grammers call the station CHR,
the hard AOR crossovers that
would put it over the line are, thus
far, absent. And Van Dyke insists
that this format — one probably
not brought to mind by the words
“baby boomer” — is targeted after
the same people.

“The 25-54 person who wanted
some tempo had very few choices.
We're just using the door next to
(Gold). The other part of the inter-
esting situation in Phoenix is that
there are two light rockers, two
Beautiful Musics, three or four
Oldies, one CHR, and KKFR. I
think it is standing alone. Our goal
is to stay away from the light rock-
ers and stay away from KZZP.”

Come Together

Van Dyke may be trying to stand
alone among Phoenix’s 3540 sig-
nals. But many of the other players
are moving closer together. Most
market observers agree that with
the Gold race down to three, the
once different permutations of the
format are beginning to homogen-
ize each other.

Guthrie insists that “KDKB and
KOOL-FM have repositioned them-
selves. Napoleon was probably
right when he said that God is on
the side of those with the heavy ar-
tillery. But while they’ve brought
out heavy artillery to reattract
audience, the audience has found
that what initially made those sta-
tions famous is no longer in place.

“When some people first learn
how to bat, they get their back foot
in what the coach calls the hole,
and they can’t pivot on both feet.
Those stations have one foot in the
hole and the front foot pivoting to-
wards the competition, I think peo-
ple get confused. A lot of people re-
member KDKB as a very tradi-
tional AOR that played nothing but
the best current albums. Now
you'll hear everything from Cree-
dence to the Call.”

Van Dyke agrees that the re-
maining Gold outlets are squeezing
together, and also says, “For the
remaining people who are batthng
in the Oldies arena. there's three
stations dipping into the same lim-
ited number of old records, so the
uniqueness will continue to wear
until somebody does something dif-
ferent.” ]

JPC

Jeff Pollack

Communications, Inc.

*.

Summer Nights
As the Gold race in Phoenix
(which may also include Format 41
KAMJ) approaches the six-month
mark, this is what the entrants are

doing to try and stay fresh:
*KOOL-FM responded to its Win-
ter book by cutting its 1600 titles
(already substantially down from
3000} to 1200. “We can still claim
the ‘best variety’ monicker,” says
Hunter, “with the black hits, the
rock hits, the soft hits and so
forth.” He also relies heavily on
features and special weekends, in-
cluding a “great nine at nine”
countdown, a noontime request
show, a midnight triple-play re-
quest show, and “Bedrock,” the
“greatest soft hits of all time”” from
10-midnight. Hunter “firmly be-
lieves’ that it’s possible to get back
into the sixes, where KOOL-FM

had been only months ago.
*KDKB also relies heavily on
features to keep things interesting,
including a “Battle Of The Classic
LPs" at 10pm where people vote
throughout the day for the LP they
want to hear tracked. Larson is al-
so depending on the presence of a
current AOR universe, including
some LP cuts and more artist in-

"R
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*

JPC » 984 fifigument St., Suite 105 * Pacific Palisades, CA 90272 ¢ (213) 459-8556
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Araerica s Origﬂial Oldies Station.
A 26-Year Heritage Of Suceess.

*

formation te stay vital.

*KSLX. because of its “linear”
development, is still building, ac-
cording to Guthrie. “There’s a
wealth of music in the last five
years that, to this point, hasn’t
been fully mined, that I can con-
tinue to pick from;in the upcoming
months or yedr.” KSLX is also
“striving for a way to keep the mu-
sical mindset intact from one rec-
ord to another . . . so you can build
bridges that will take someone
from the Beatles to Heart and back
again.” And Guthrie promises,
“You haven't seen the entire
“‘Classic Hits' yet.”

The Back Burner

That's similar advice to that of-
fered by KZZP PD Guy Zapoleon.
Last fall, KZZP was only three-
tenths of a share ahead of KOOL-
FM. In the winter, with KOPA
gone, KZZP exploded to a 89
share. Zapoleon. who was for years
MD at KRTH-FM/Los Angeles, ad-
vises stations, ‘‘Don’t show all your
cards at.once. Always have some-
thing on the back burner.

““Stations should follow trends. If
I were programming Gold now I'd
be playing the hell out of the Mon-
kees. Weekends are critical — but
very good ones. And every once in
a while, I'd go back to my music
lists.”

““This market is better program-
med on more radio stations than
many others,” says Charlie Van
Dyke. And B.J. Hunter adds, “All
Phoenix has done is grow up in the
last six months. These are just
growing pains.”

And John Larson sums it up.
“You don’t sleep.”
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945 KOOL-FM

THE GREATEST HITS OF ALL TIME

March

BADFINGER “No Matter What"

JACKSON BROWNE
“Somebody's Baby”

TROGGS “'Love is All Around”

DAVE CLARK FIVE “Over &
Over”

JONI MITCHELL “Help Me™

FRANKIE LYMON “Why Do Fools
Fall In Love”

BEATLES “Here Comes The Sun”

GORDON LIGHTFOOT
“Sundown”

ROLLING STONES “Mother's
Littie Helper”

FLEETWOOD MAC "Gypsy™

CHICAGO “Dialogue”

SIMON & GARFUNKEL
“Homeward Bound”

ORLEANS “Love Takes Time"

JOHNNY BURNETTE “You're
Sixteen”

May
AIR SUPPLY "Even The Nights
Are Better”
FREE “All Right Now"
SKYLARK “Wwidflower™
BLOOD SWEAT & TEARS "And
When | Die"
GEORGE BENSON "Turn Your
1 Love Argund”
STEVE MILLER BAND “Jet
| Airliner”
STEVE MILLER BAND “Fly Like
| An Eagle”
STEVE MILLER BAND "Take The
Money And Run”
GARY PUCKETT & UNION GAP
“Woman Woman” |
ROLLING STONES “Satistaction” |

E@LX

e 1007 FM

ALL CLASSIC HITS

= S

|
March

EDDIE MONEY “Think I'm In
Love

JIMI HENDRIX “All Along The
Watchtower™

BOB SEGER “we've Got Tonite”

HUMBLE PIE “30 Days In The
Hote'™

STING “Fortress Around Your
Heart”

BYRDS “Tum Turn Turn”

KANSAS “Carry On Wayward
Son'’

JACKSON BROWNE “For
America”

JOE WALSH “Life's Been Good"

TEN YEARS AFTER "I'd Love To
Change The World"”

DOKKEN “Alone Again”

June
BEATLES “A Day In The Life"
SANTANA “All | Ever wanted”
GREG ALLMAN “Midnight Rider”
STEVE WINWOOD “Higher Love”
WHO “Behind Biue Eyes”
SUGARLOAF “Green Eyed Lady”
CROSBY STILLS & NASH J
“Guinevere” -
YES “Owner Of A Lonely Heart"
TRAFFIC “Low Spark Of High-
Heel Boys"
RUSH "Closer To The Heart"
VAN HALEN “Why Can't This Be
Love"
ROLLING STONES "“You Can't
Always Get What You Want"

March
SWEET "Love Is Like Oxygen"
PACIFIC GAS & ELECTRIC “Are |
You Ready™
JIMI HENDRIX “Foxey Lady™
DEEP PURPLE "Smoke On The
Water”
AVANT-GARDE “Naturally
| Stoned”
HARRY CHAPIN “Taxi"
| GUESS WHO “Shakin” All Over”
CLIMAX BLUES BAND “Couldn't

Get It Right™
CHRISTOPHER CROSS "Ride_
Like The Wind”
DAN FOGELBERG “Love Gone
By"”
May
BOB DYLAN “Like A Rolling
Stone”
JONI MITCHELL “You Turn Me
On, I'm A Radio”
ARETHA FRANKLIN “Rock
Steady™
| FLEETWOOD MAC “Monday
| Morning™

STEVIE WONDER "Sir Duke”

EDDIE MONEY “Two Tickets To
Paradise”

BUFFALO SPRINGFIELD "“For
What'lt's Worth”

LED ZEPPELIN “What is And
What Should Never Be”

ROLLING STONES “Good Times
Bad Times”

DOORS “L.A. Woman"

BIG BROTHER “Piece Of My
Heart"
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COMPETE BY MOVING SLOWER?

Battling Media Overamp — Part 1

One of the most frequently-voiced criticisms
of radio in the past several years is that it has
become overwhelmingly stale, bland, and bor-
ing. The lack of a truly adventurous, experimen-
tal spirit among radic programmers and man-
agement has been cited as the primary cause.
But the real underlying cause of heavily-format-
ted, totally predictable radio may actually have
more to do with the relationship between the
mass media and society at large than radio and
its programmers in particular.

Politicians, social scien-
tists, and researchers. in
virtually every major field
have been telling us about
the truly startling progress
we have made as a culture
in a relatively short time
span. All of that progress
has, in turn, had a profound
influence on us individually
and collectively. The pace
of our lives is much faster
than it has ever been be-
fore.

“Megatrends” author
John Naisbitt discussed the
ramifications and impact of
our conversion from an in-
dustrial to an information-
based society. And just as
society, 50 years ago, ad-
justed its values, attitudes,
and lifestyle to fit the new
realities imposed by the
automobile, we're now ad-
justing our pace and life-
style to accommodate the
computer’s impact.

Burning Out

One of the first areas of
contact and assault when
man meets computer is, of
course, the speed at which
the computer functions, and
the corresponding speed at
which it demands response
from us. This dramatic
stepping-up in overall pace
has been corroborated and
duplicated throughout other
media, creating a society —

“The human mind
may be the most
powerful and amazing
computer of all,

but even it has

limits and requires

a reasonable amount
of ‘down time.””

particularly among our
younger members — accus-
tomed to receiving any in-
formation, essential or en-
tertainment-based, at a
very high rate of speed. The
first result of that increase
has been an overall desensi-
tization of the average me-
dia consumer which, in
turn, has led to a society-
wide burnout.

In addition, the recession
of recent years, various
slumps within the record in-
dustry and related areas of
entertainment, and other
threatening economic fac-
tors have created a conser-
vatism among station own-
ers, radio and TV program-
mers, and others which
sharply reversed the exper-
imental temperament and
expansive spending of the
’60s and ’70s. Conservatism
+ burnout = safe, bland,
boring product.

One of the most obvious
examples of this ongoing
media overamp can be
found in the world of radio
and records, where the con-
sumer is confronted by an
awesome array of product
— dozens of new singles re-
leased each week and hun-
dreds of new albums releas-
ed each year. Until relative-
ly recently, radio was the
primary medium of trans-
mission for popular music.
Now we have dozens of ac-
companying music videos.
Their infusion has dramat-
ically altered not only the
way in which consumers re-
ceive music but the way in
which they perceive and re-
spond to it as well.

But slumping ratings for
many local TV video shows
across the country, plus the
growing tendency of record
labels to cut back on the
number of videos they pro-
duce, are early indications
that even these once-power-
ful promotional items may
already have lost some of
their punch and clout, not to
mention basic audience ap-
peal. On one level, what we
may be looking at in this
context is the possible over-
exposure of pop music itself
— a potentially terrifying
prospect for anyone con-
nected with or dependent
upon the vast music indus-
try and its ancillary com-
ponents.

Musical Tie-Ins

Equally as important,
and potentially even more
powerful, is the subtle and
not-so-subtle encroachment
of contemporary music on
TV and film from virtually
every conceivable angle.
Not only do we have the

“Miami Vice” approach,
we now have familiar hit
songs snaking their way
through storylines; i.e.,
“Moonlighting.” In addi-
tion, many sitcoms regular-
ly include references,
punch lines, and assorted
plot lines predicated on, or
intrinsic to, some well-
known rock star or piece of
pop or rock lore.

Of course, it’s no secret
how lucrative the tie-in be-
tween hit singles and sound-
track albums and the suc-
cess of certain feature films
has been in recent years.
And perhaps most interest-
ing and potentially insidious
of all is the barrage of pop
and rock music used in TV
and radio commercials.

“What we may be
looking at is

the possible
overexposure of
pop music itself —
a potentially
terrifying prospect.”

‘Down Time’ Required

The impact of this multi-
media preponderance of
popular music is that it’s al-
most impossible to get
away from it. As a result,
hit songs and top artists are
quite literally in danger of
what could be fatal overex-
posure. And the consuming
public is increasingly the
victim of media overamp.
Which brings up another
important variable of the
preceding equation: the hu-
man factor. The audience
who receives this deluge of
multimedia stimulation day
in and day out clearly has a

By Nikki Wine

radio/television programs, nonfic-
tion books, and consumer publica-
tions. Her industry background in-
cludes a five-year stint as pro-
ducer/writer/director of Casey Ka-
sem'’s “American Top 40," a year
as a KHTZ/Los Angeles talk host,
| and three years as VP/Special Pro-
{ jects for Goodphone Communica-
| tions.

tolerance threshold. The
human mind may be the
most powerful and amazing
computer of all, but even it
has limits and requires a
reasonable amount of
“down time.”

Perhaps one reason for
the evolution of the so-call-
ed boring formats, tight
playlists, and other unad-
venturous practices and
policies of “safe radio” is
that listeners already
slumping under the moun-
tain of overstimulation
have made perfectly clear
their refusal or inability to
respond beyond a certain
point. Either it sells or it
doesn’t.

If the audience were truly
disinterested in what was
being offered, it would go
elsewhere; it would simply
refuse to buy our wares.
Perhaps the audience itself
has demanded, however
quietly, a slower pace, less
aggressive and haphazard
experimentation, less stim-
ulation as they unconscious-
ly seek some oasis within
the cacophony of mass me-
dia babble. Perhaps new is
not necessarily better.
Maybe outrageousness is
not synonymous with crea-
tivity.

Next time: imaginative
use of traditional elements.

“TECH-EFFECTS is, the BEST production tool I've ever

heard.”
DON ELLIOTT, PRODUCTION DIRECTOR, KIIS-FM/LOS ANGELES

TECH-EFFECTS
Available
Everywhere From

IMACE™

RIS

2 S Call
<liS  1.800-251-2058

42/R&R FRIDAY, JUNE 20, 1986

Nikki Wine operates an indepen-
| dent production firm, which handles

|
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Debunking Radio’s
Production Myths

Radio production is no longer a backroom
magic practiced by mysterious people with ra-
zor blades. Instead, it’s an integral part of any
station that wants high ratings — and that

doesn’t leave many out.

But before radio can real-
ize production’s artistic ad-
vances, it must learn to util-
ize its resources more wise-
ly. In order to do that, radio
must give up some of its
more sublime production
myths.

Reverb Vs. Delay

Let’s start with the myth
that production consoles
must be designed primarily
to keep the operators from
having control over func-
tions like equalization.
What else would explain the
absence of board equaliza-
tion on so many radio pro-
duction consoles? Board
EQ isn’'t only the easiest
system for engineers to
work with, but it also offers
individual control over each
channel. Many stations
have opted for one or two
outboard graphic or para-
metric equalizers, which
have less use in production
as the quality of other de-
vices (i.e., consoles and
tape machines) improves.
Most importantly, radio
production rarely uses rad-
ical equalization. When it
does, a good three-band
board EQ is generally quite
adequate.

Another radio production
myth is that compression is
best left for the final, over-
all station processor. That
is, of course, naive. The
people who create the songs
your station plays use com-
pression. So do the people
who make slick-sounding
national commercials. It's
most important on voice, so
that it blends with music
and sound effects. The only
people who seem to believe
the no compression myth
are in radio itself.

A third common hard-
ware myth in radio produc-
tion concerns digital delay.
First, all digital delays are
not created equal when it
comes to frequency re-
sponse and, yes, it does
make a difference. Furth-
ermore, radio should be de-
voting more of its techno-
logical dollar to digital re-
verb than digital delay. The
reason is quite simple: Dig-
ital reverb can be used to
create believable room am-
bience, which affects the
miked sound at all times.
On balance, that’s probably
more important than
phases and flanges, which
you will retain the ability to

N
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By Michael Lee

do anyway. There are now
several high quality digital
reverbs on the market for
what would have seemed
impossible prices just a
couple of years ago.
Nixing A Nemesis
The best news for radio
on the hardware horizon is
an end to the number one
production nemesis: car-
tridge machines. While
there have been some sig-
nificant improvements in
cartridge technology, the
system itself is outdated.
Indeed, prototype floppy
disk recording systems
have already shown great
promise. The only question
is how long it will take digit-
al floppy disk memory to
become affordable enough
to load in 60-second com-
mercials and shorter ma-
terial. There’s every reason
to believe the time frame is
within two years. More-
over, this same system
may well replace analog
and digital tape machines
as we know them with flop-
py and hard disk drives.
One major problem for
radio is so longstanding
that it has become more
fact than myth. In order to
create good production, you
need accurate monitoring.
In order to achieve accur-
ate monitoring (and reduce
ear fatigue), you need a
larger room with higher

| —
ceilings than all but a few
stations have. You also
need to unparallel the walls
or vary the ceiling-to-floor
dimension.

The typical box construc-
tion of radio production
rooms causes standing
waves, which distort the
monitoring. Jamming all
that equipment into a clus-
ter arrangement around
the engineer compounds
monitoring woes. Add two
or three tape machines in
close proximity making fan
noise and then imagine try-
ing to voice something in
that room.

More Complex

What you have is an
acoustical nightmare. At
most stations, people don’t
even know the “bias” of the
room. If you haven't had a
qualified engineer tune
your room with a spectrum
analyzer and test micro-
phone, do so. It’s necessary.
You may not be able to
readily correct the prob-
lems, but at least you'll
know whether the room is
generating too much or too

Or. Michael Lee is co-founder
and managing general partner of
Brown Basg Productions, which
markets the electronic-based pro-
duction libraries “Rock Trax” and
“Starfire.” A writer/producer/voice-
over talent, Lee was MD at KROQ/
Los Angeles and a KOA/Denver
talkk host before establishing BBP.

little of a particular fre-
quency.

Thus, when you don’t
hear a lot of 200 hertz (and
you know the room is load-
ed with it), you need to
carefully add more of it to
the material. Near-field
monitoring tends to over-
come certain monitoring
deficiencies and is probably
the short-term solution at
most smaller stations.

It’s a credit to radio pro-
duction and programming
personnel that they are able
to do such a good job con-
sidering all the aforemen-
tioned myths. But radio
production is more complex
than ever before, partly be-
cause of technological ad-
vances.

Issues like equalization,
compression, reverb, and
delay weren't around 40
years ago and are different
today than they were two
years ago. The only way to
create impressive radio
production is to stay on top
of technology, techniques,
and the fascinating produc-
tion tools (software) that
are becoming available.

(202) 429-5420.

All Radio.
And All That Jazz.

The National Association of Broadcasters, unified with the
National Radio Broadcasters Association, proudly presents the
Radio '86 Management, Programming, Sales, and Engineering
Convention—the most important all-radio event of the year.
Watch your mail for more details, or call NAB Radio at -

Radio '86 °

New Orleans °

Sept. 10-13, 1986
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OPTIMOD-AM

San Francisco’s rough ter-
rain makes clean FM reception
chancy at home and next to im-
possible in the car. The #1 and
#2 stations are both AM’s: AM
still counts in the Bay Area.

We're proud to report that all of the
ten top-rated AM stations here have
chosen the Orban 9100A OPTIMOD-AM
Audio Processor.

They’re operating in mono, in Motorola
C-QUAM stereo, and in Kahn stereo—with
* News/Talk, Country, CHR, Urban, AC, MOR,
Beautiful, and Classical formats.

In a top-ten market like San Francisco
(ADI 5), most stations can afford any processor
they want—and to stay competitive, they can’t
afford anything but the best! Most chose
OPTIMOD-AM after extensive competitive tests
against other processors. They were impressed
by OPTIMOD-AM's consistency—its ability to
maintain smoothly uniform tonal balance and
texture from source to source. They heard its
voice quality blow away the competition